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ABSTRACT 

This study aims to analyze the green communication strategies used by commercial 
brands in environmental campaigns and evaluate how Millennials and Gen Z respond 
to these messages. The research method uses a descriptive qualitative approach with 
content analysis of digital campaigns of several commercial brands and in-depth 
interviews with respondents from Millennials and Gen Z. The results show that green 
communication strategies that emphasize sustainability storytelling, transparency, and 
interactive participation on social media are more effective in building engagement 
and loyalty of young consumers. Millennials tend to value long-term brand 
consistency on environmental issues, while Gen Z demands more instant transparency 
and direct interaction. This study confirms that message authenticity is a determining 
factor in the success of environmental campaigns as well as strategic differentiation in 
building a sustainable brand image. 

Keywords: Green Communication, Environmental Campaigns, Millennials and 
Gen Z, Brand Strategy 

INTRODUCTION 
Environmental issues are increasingly receiving global attention as the 

impacts of climate change, air and water pollution, and the degradation of 
natural resources become increasingly worrying (Saxena, 2025). This 
phenomenon not only threatens the sustainability of the ecosystem, but also has 
a direct impact on human health, economic stability, and the quality of life of 
the community (Husni & Remiswal, 2024). Climate change, with its extreme 
symptoms such as rising temperatures, floods, and droughts, further 
emphasizes the urgency of collective action at both the local and international 
levels. Similarly, pollution from industrial activity, transportation, and excessive 
consumption exacerbates environmental damage and accelerates biodiversity 
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loss. Therefore, environmental issues are now a key agenda item in global 
policy, encouraging countries, companies, and individuals to pay greater 
attention to sustainable development practices. 

Green communication is an important strategy in conveying 
environmental messages effectively, especially in the context of increasing 
public awareness of sustainability issues (Apliansyah et al., 2025). Through a 
communication approach that emphasizes environmentally friendly values, 
messages about the importance of preserving nature, reducing excessive 
consumption, and supporting sustainable products and services can be 
conveyed more persuasively. This strategy plays a significant role in influencing 
public behavior, especially among younger consumers such as millennials and 
Gen Z, who are known to be more critical of social and environmental issues 
(Marpung et al., 2025). 

By utilizing various digital media, green communication-based 
campaigns aim not only to educate but also to inspire concrete actions, such as 
choosing environmentally friendly products, supporting sustainable brands, 
and adopting a green lifestyle. Therefore, green communication is not just a 
means of conveying messages, but also a strategic instrument in building 
collective awareness, fostering concern, and encouraging social transformation 
toward more sustainable practices (Syawaldi et al., 2025). 

Millennials and Gen Z are the dominant consumer segments in today's 
global market, with characteristics that differentiate them from previous 
generations (Wibowo & Ayuningtyas, 2024). These two generations 
demonstrate a higher level of concern for environmental and sustainability 
issues, so their consumption preferences tend to favor products and brands that 
demonstrate a real commitment to environmentally friendly practices. They are 
also more critical of the phenomenon of greenwashing, which is a company's 
attempt to simply polish a green image without authentically implementing 
sustainable practices. This critical attitude makes Millennials and Gen Z more 
selective in choosing brands, and demands transparency and consistency from 
corporate communication strategies (Al Akromi, 2024). 

In addition, another important characteristic is their close connection to 
the digital world, especially social media, which is the main means of building 
interactions with brands (Nadya et al., 2024). Through digital platforms, they 
not only consume information but also play an active role in disseminating, 
critiquing, and even shaping public opinion regarding a brand's environmental 
commitments. Therefore, a deep understanding of this generation's 
consumption behavior and communication patterns is key for companies in 
designing green communication strategies that are relevant, credible, and have a 
real impact (Ardianto et al., 2025). 

Many commercial brands are now starting to utilize environmental 
campaigns not solely as a form of social responsibility, but also as a branding 
and marketing strategy to build a more relevant image with younger 
consumers. With Millennials and Gen Z's growing awareness of sustainability 
issues, brands see a strategic opportunity to integrate eco-friendly values into 
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their identities (Ghouse et al., 2024). Environmental campaigns packaged 
through green communication not only strengthen a company's reputation but 
also serve as a means of differentiation amidst increasingly fierce market 
competition. Through this approach, brands seek to foster emotional connection 
with younger consumers, who tend to be more loyal to companies that 
demonstrate an authentic commitment to sustainability. 

Furthermore, using environmental campaigns in marketing strategies 
allows companies to achieve a dual benefit: raising social awareness while 
expanding market reach through values perceived as meaningful by the target 
audience. However, the challenge facing brands is maintaining consistency and 
credibility, as younger consumers are increasingly critical of greenwashing 
practices and demand concrete evidence for sustainability claims (D'Attoma & 
Ieva, 2022). 

However, the effectiveness of green communication in shaping the 
perceptions, attitudes and loyalty of young consumers has not been explored in 
depth in academic literature (Jahari et al., 2022). Although more and more 
commercial brands are adopting green communication strategies, research 
examining the extent to which these messages actually influence critical 
awareness, consumption preferences, and emotional engagement of young 
consumers remains limited. Most existing studies focus on green marketing 
practices in general, without highlighting the specific dynamics of Millennials 
and Gen Z, who possess unique characteristics, such as a tendency to be critical 
of greenwashing and active engagement on social media. 

However, understanding the effectiveness of green communication in 
this context is crucial to determine whether the strategies used by brands merely 
serve as symbolic image-building or are truly capable of driving sustainable 
consumer behavior change. Thus, there is significant research room to examine 
how environmental messages are constructed, delivered, and received by young 
consumers, as well as their impact on brand loyalty (Topcuoglu et al., 2022). 

Previous studies on sustainability and green marketing generally still 
focus on a general approach, without paying specific attention to how brand 
communication strategies are implemented in the context of environmental 
campaigns (Nath & Siepong, 2022). In fact, the role of green communication as a 
medium that not only conveys messages but also builds brand image and 
identity is increasingly relevant amidst growing concern among young 
consumers about sustainability issues. 

Furthermore, existing research focuses more on the quantitative influence 
of green marketing on consumer purchasing behavior, while studies that delve 
deeper into the perceptions, attitudes, and engagement levels of consumers, 
particularly Millennials and Gen Z, are still relatively limited. This indicates a 
research gap that needs to be filled to understand how young consumers 
interpret environmental messages and how this influences their long-term 
relationships with brands (Abu et al., 2020). 

Furthermore, there is still a paucity of research that comparatively 
examines commercial brands' strategies in communicating environmental 
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campaigns and assesses their effectiveness in building trust and ecological 
identity among young consumers. Yet, Millennials and Gen Z are dominant 
segments that have a significant influence on market trends and are capable of 
determining the direction of consumer behavior transformation toward 
sustainability (Green et al., 2019). 

The novelty of this research lies in its attempt to integrate environmental 
communication perspectives with commercial branding strategies, thus not only 
discussing the general aspects of green marketing but also emphasizing how 
sustainable messages are constructed and communicated by brands. The 
research focuses on the Millennial and Gen Z generations as digital-natives who 
have a central role in determining market trends and are known to be critical of 
environmental issues. Through an empirical approach, this study provides an 
analysis of how green communication strategies influence the perceptions, 
engagement, and loyalty of young consumers. In addition, this study offers a 
strategic mapping that can serve as a reference for companies in designing more 
authentic environmental communications, so that they do not fall into 
greenwashing practices but are able to build authentic, sustainable green 
branding. 

The purpose of this study is to analyze how commercial brands 
implement green communication in environmental campaigns and to identify 
the responses and perceptions of Millennials and Gen Z generations towards 
these communication strategies. This study also aims to assess the extent to 
which the implementation of green communication influences the level of 
engagement, brand image formation, and loyalty of young consumers. 
Furthermore, this study seeks to provide recommendations for effective 
environmental communication strategies for commercial brands in building 
authentic and sustainable long-term relationships with young consumers. 

METHODOLOGY  
The research method used in this study is a descriptive qualitative 

approach, which aims to analyze the green communication strategies 
implemented by commercial brands in environmental campaigns and evaluate 
the responses of the Millennials and Gen Z generations to these messages (Putri 
& Febriyanti, 2024). The research data was obtained through content analysis of 
digital campaigns of several commercial brands purposively selected based on 
their involvement in environmental issues, including social media, official 
websites, and digital-based promotional materials. In-depth interviews were 
also conducted with Millennials and Gen Z respondents selected using 
purposive sampling techniques to gain a more comprehensive understanding of 
their perceptions, attitudes, and level of involvement in green communication 
campaigns. This research was conducted in Jakarta, Indonesia, as a 
representative metropolitan city with a high level of digital penetration, making 
it relevant to explore young consumers' interactions with social media-based 
campaigns. The research period lasted six months, from January to June 2025, 
covering the stages of data collection, analysis, and interpretation of the results. 
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Data analysis was carried out through stages of reduction, categorization, and 
interpretation with reference to key themes such as sustainability storytelling, 
transparency, and interactive participation. This approach was chosen so that 
the research could deeply explore the meaning and effectiveness of 
environmental messages conveyed by brands while understanding the 
dynamics of young consumers' preferences towards sustainability issues. 

RESULTS AND DISCUSSION 
The research results show that green communication strategies 

implemented by commercial brands are generally carried out through 
sustainability storytelling using social media, digital advertising, and 
interactive campaigns. Brands often use visual elements such as the color green, 
natural symbols, and sustainability messages to strengthen their eco-friendly 
image in the minds of consumers. Furthermore, collaboration with influencers 
and young environmental activists has proven to be an effective strategy in 
expanding the reach of their messages while also providing social legitimacy 
for the brand. This communication approach is increasingly relevant because 
Millennials and Gen Z tend to pay more attention to sustainability issues than 
previous generations. 

The younger generation's response shows a positive tendency towards 
sustainability messages, especially when brands demonstrate consistency and 
authenticity in their practices. Millennials and Gen Z value transparency, such 
as through sustainability reports, transparency regarding raw materials, and 
information related to carbon footprints. However, they also show high 
skepticism towards greenwashing practices, so campaigns that are not 
supported by concrete evidence have the potential to damage a brand's image. 
Furthermore, this study found that green communication delivered through 
interactive digital platforms—such as Instagram, TikTok, and YouTube—and 
involving consumer participation through challenges or user-generated content, 
is more effective in building engagement and loyalty. When implemented 
consistently and authentically, this strategy has an impact on increasing brand 
trust, encouraging young consumers to recommend products, and 
strengthening the ecological brand image as an added value in building brand 
identity among Millennials and Gen Z. 

Authenticity as Key 
The research confirms that authenticity is key to a successful green 

communication strategy. Young consumers, particularly Millennials and Gen Z, 
are highly sensitive in distinguishing brands that are truly committed to 
sustainability from those that simply exploit environmental issues as a 
marketing strategy. Therefore, authentic green branding is a fundamental 
element in building long-term trust and loyalty (Yeeun) Huh & Kim, 2024). 

Authenticity is reflected in the consistency between the communicated 
message and the company's actual practices, for example through supply chain 
transparency, the use of environmentally friendly materials, and verifiable 
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sustainability reporting. Without authenticity, environmental campaigns risk 
arousing consumer skepticism due to allegations of greenwashing, which can 
ultimately damage the brand's reputation. Therefore, authenticity is not only an 
added value but also a key prerequisite for an environmental communication 
strategy to create a real and sustainable impact (Ardiansyah et al., 2024). 

Millennials and Gen Z are known as critical generations and have wide 
access to digital information, so they can quickly detect inconsistencies between 
the messages communicated by companies and the actual practices carried out 
(Zahira & Nasution, 2024). This ability is supported by their habit of using 
social media, online forums, and public reports as sources of information to 
assess the authenticity of a brand's environmental claims. 

When a discrepancy is found between a company's promoted green 
campaign and its actual actions, this generation not only displays skepticism 
but also tends to voice criticism openly through digital media, potentially 
damaging a brand's image. This confirms that young consumers' trust relies 
heavily on consistency and transparency, so companies can no longer rely 
solely on marketing rhetoric without concrete evidence. Therefore, maintaining 
alignment between sustainability communication and implementation is 
essential for brands to remain relevant and trusted by this market-dominating 
generation (Septiani et al., 2025). 

This is in line with the theory of consumer skepticism regarding 
corporate communications, which explains that consumers tend to doubt claims 
or messages conveyed if they are not accompanied by real evidence or 
consistent experiences (Kim et al., 2019). Consumer skepticism emerges as a 
form of critical vigilance against the potential for information manipulation or 
excessive marketing practices, including in the context of green communication. 
Among Millennials and Gen Z, this level of skepticism is even higher because 
they are accustomed to the rapid, transparent, and interactive flow of digital 
information, thus strengthening their ability to identify discrepancies between 
the company's image and actual practices. Therefore, the success of an 
environmental communication strategy is largely determined by the brand's 
ability to present authentic evidence, maintain transparency, and consistently 
implement the sustainability values it communicates (Yang & Battocchio, 2021). 

Social Media as the Main Space 
Social media has now become the main space for disseminating 

environmental messages, because the effectiveness of environmental 
communication is greatly influenced by digital media which has a wide, fast 
and interactive reach (Destrian et al., 2025). Platforms like Instagram, TikTok, 
YouTube, and Twitter enable brands to build sustainability narratives more 
creatively through visual content, short videos, and participatory campaigns. 
For digital natives like Millennials and Gen Z, social media serves not only as 
an information channel but also as a space for discussion, advocacy, and the 
formation of collective identity around sustainability issues. 

Through interactive features like likes, shares, comments, and user-



 (Nurjanah, Firayani, Olivia Tahalele) 
 

30                                           Journal of Dialogos, Vol. 2 No. 3, August 2025 

generated content, young consumers can play an active role in spreading 
messages, critiquing brands, and even helping build their own brand image. 
This demonstrates that the success of green communication depends not only 
on the content of the message, but also on how brands leverage the dynamics of 
social media to create authentic and meaningful engagement (Mayrhofer et al., 
2020). 

Younger generations tend to connect more with brands through visual, 
interactive content, and emotional narratives than with traditional, one-way 
advertising approaches. Engaging visuals, emotionally engaging storytelling, 
and interactive formats like polls, challenges, and user-generated content have 
proven more effective at capturing attention and building relationships with 
young consumers (Ghurab & Ng, 2025). 

For Millennials and Gen Z, participatory digital experiences provide a 
greater sense of engagement because they are not simply recipients of messages 
but also part of the communication process itself. Emotional narratives linked to 
sustainability issues, such as stories about environmental impact or a brand's 
tangible contributions to nature conservation, create deeper personal resonance 
(Channa et al., 2025). This makes the brand message more believable and 
memorable, and increases the chances of long-term engagement. Therefore, a 
communication strategy based on creative and interactive content is more 
effective in building loyalty among the younger generation than conventional 
marketing methods. 

Participatory communication theory supports the view that consumer 
engagement plays a crucial role in amplifying campaign messages. Within this 
framework, audiences are no longer positioned merely as recipients of 
information, but rather as active actors who shape, interpret, and even 
disseminate messages. Consumer participation through social media, for 
example by recreating content, participating in challenges, providing 
comments, or sharing personal experiences, creates a stronger emotional bond 
between the brand and the audience (Nariswari et al., 2024). 

This involvement not only increases the message's reach but also 
strengthens brand legitimacy because the message it communicates receives 
social support from the consumer community itself. Therefore, environmental 
campaigns based on participatory communication are more likely to generate 
authentic engagement, build trust, and encourage behavioral transformation 
toward sustainable consumption (Wang et al., 2020). 

Differences in Characteristics of Millennials vs Gen Z 
Millennials are showing a tendency to consider long-term sustainability 

before deciding to be loyal to a brand. For this generation, loyalty is built not 
only through product quality or competitive pricing, but also through a brand's 
commitment to environmentally friendly and socially responsible business 
practices (Prabandaru & Ahmadi, 2025). 

They consider a brand's consistency in implementing sustainability 
strategies, such as the use of sustainable raw materials, waste management, and 
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transparency in the supply chain, as important indicators for determining 
whether a brand is worthy of long-term support. With this perspective, 
Millennials are more selective in building emotional connections with brands, 
and the loyalty they form tends to be stronger and more sustainable when they 
believe the brand is truly contributing positively to the environment and society 
(Rizomyliotis et al., 2021). 

Gen Z differs from previous generations in that they demand more 
instant transparency and direct interaction through social media. This 
generation is accustomed to the rapid flow of information and open access, so 
their expectations of brands are clear, real-time information, from the origins of 
raw materials to their sustainability practices. They are not afraid to ask 
questions, criticize, and even challenge brand claims openly in the digital space 
(Syarifah et al., 2025). 

Therefore, direct interaction through platforms such as Instagram, 
TikTok, or Twitter is crucial in building trust and engagement with Gen Z 
(Putra et al., 2025). Brands that respond quickly, transparently, and 
authentically will more easily build emotional connection with this generation. 
Conversely, delays or unclear communication can create skepticism and 
damage the brand's image in the eyes of Gen Z, who are highly critical and 
vocal in the digital public sphere (Wibowo et al., 2025). 

The implications of the findings of this study indicate that environmental 
communication strategies must be adapted to generational segmentation so that 
messages can be conveyed more effectively (Cassar, 2025). Millennials, who 
place a greater emphasis on long-term sustainability values, tend to respond 
positively to brands that consistently demonstrate a tangible commitment 
through transparent sustainability reports, ethical business practices, and 
ongoing social contributions. Conversely, Gen Z demands instant transparency 
and direct interaction through social media, making real-time, responsive, and 
participatory communication strategies more relevant in reaching them. 

Thus, brands need to adopt different approaches: Millennials are more 
reassured by evidence of long-term consistency, while Gen Z is more tied to 
interactive communication and immediate disclosure of information. Adapting 
strategies based on these generational segments is crucial for building trust, 
increasing engagement, and strengthening loyalty among young consumers 
towards brands that are truly committed to sustainability. 

Green Communication as Brand Differentiation 
In an increasingly competitive market, green communication can no 

longer be viewed simply as an added value, but has become a key 
differentiating factor in brand positioning. Young consumers, particularly 
Millennials and Gen Z, increasingly demand that brands demonstrate a real 
commitment to sustainability, making communication that emphasizes eco-
friendliness a strategic element for creating differentiation (Salam et al., 2024). 

Brands that are able to integrate sustainability values into their identity 
and communication narrative will have stronger appeal and a competitive 
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advantage compared to competitors that focus solely on product quality or 
price. Thus, green communication plays a role not only in building a positive 
image but also in strengthening consumer loyalty and expanding market share 
by positioning themselves as authentic, responsible, and relevant brands that 
meet the demands of the younger generation (Bhat et al., 2024). 

Companies that fail to demonstrate consistency in implementing 
sustainability values tend to lose the trust of young consumers (Yuan et al., 
2024).  Millennials and Gen Z, who have a high level of skepticism towards 
greenwashing practices, are able to quickly identify discrepancies between 
communication messages and the reality of company practices. Such 
inconsistencies not only damage brand credibility but also impact the decline in 
previously established consumer loyalty and engagement. Losing trust from 
young consumers has serious consequences, given that this group is a dominant 
market segment and a key actor in shaping public opinion through social 
media. Therefore, consistency between environmental communications and the 
actual implementation of sustainability practices is not only an ethical 
requirement but also a vital business strategy for maintaining a company's 
reputation and competitiveness in an increasingly competitive market. 

CONCLUSION 
This study concludes that green communication is a crucial strategy for 

commercial brands in building a positive image while increasing engagement 
with young consumers, with message authenticity a key factor in the success of 
environmental campaigns. Millennials and Gen Z have been shown to be highly 
critical of indications of greenwashing, demanding consistency between 
messages and actual practices. Interactive digital platforms such as Instagram, 
TikTok, and YouTube are more effective than traditional media, particularly 
through participatory approaches and storytelling that appeal to consumers' 
emotional side. Millennials tend to value consistency and the long-term impact 
of brands on sustainability issues, while Gen Z places greater emphasis on 
instant transparency, authenticity, and direct interaction. Therefore, consistent, 
evidence-based green communication not only strengthens brand trust but also 
increases engagement and loyalty among young consumers, making it a 
strategic differentiation tool in an increasingly competitive market. For future 
research, it is recommended that the study be expanded with a cross-cultural 
comparison approach or longitudinal analysis to understand the dynamics of 
consumer perceptions of green communication within evolving social, 
economic, and technological contexts. 

BIBLIOGRAPHY  
Abu, R., Reed, M. G., & Jardine, T. D. (2020). Using two-eyed seeing to bridge 

Western science and Indigenous knowledge systems and understand long-term 

change in the Saskatchewan River Delta, Canada. International Journal of 

Water Resources Development, 36(5), 757–776. 

https://doi.org/10.1080/07900627.2018.1558050 



 

                                                                                                                                                                                                                                                                                                                                                                                               

Journal of Dialogos, Vol.2 No.3 August 2025                                                              33 

Al Akromi, E. N. A. (2024). The Influence of Digital Marketing on Brand Perception 

among Millennials and Gen Z. Journal of Digital Marketing and Search Engine 

Optimization, 1(1), 14–19. https://doi.org/10.59261/jseo.v1i1.4 

Apliansyah, F., Fahla, I., Widodo, R. P., Rachman, R. A., & Purwanto, E. (2025). 

Komunikasi Lingkungan di Media Online: Strategi Penyebaran Nilai Green 

Economy oleh Komunitas Hijau Lokal. Journal of Environmental Economics 

and Sustainability, 2(4), 7. https://doi.org/10.47134/jees.v2i4.761 

Ardiansyah, Nur Afifah, & Mustaruddin. (2024). Kajian Literatur: Pemetaan Lanskap 

Pemangku Kepentingan untuk Membangun Autentisitas dan Kepercayaan 

Konsumen dalam Pemasaran Berkelanjutan. Jurnal Ekonomi STIEP, 9(1), 1–15. 

https://doi.org/10.54526/jes.v9i1.272 

Ardianto, K., Kurniawan, R., Mayafani, R., H, E. E., & Purwanto, E. (2025). Peran 

Media Sosial dalam Mempromosikan Gaya Hidup Berkelanjutan: Studi Budaya 

Konsumen Hijau di Kalangan Milenial. Jurnal Bisnis Dan Komunikasi Digital, 

2(4), 8. https://doi.org/10.47134/jbkd.v2i4.4256 

Bhat, I. H., Gupta, S., & Singh, S. (2024). The Influence of Sustainability 

Communication on Consumer Loyalty and Brand Reputation. In R. Sharma, I. 

Bhardwaj, S. Grima, T. Sachdeva, K. Sood, & E. Özen (Eds.), Contemporary 

Studies in Economic and Financial Analysis (pp. 1–15). Emerald Publishing 

Limited. https://doi.org/10.1108/S1569-37592024000113A001 

Cassar, C. (2025). Preferences and Effectiveness of Sustainability Communication: A 

Study Amongst Maltese Generation X and Y. In W. Leal Filho, L. V. Trevisan, 

P. J. Pace, & M. Mifsud (Eds.), Education for Sustainable Development: The 

Contribution of Universities (pp. 209–228). Springer Nature Switzerland. 

https://doi.org/10.1007/978-3-031-86985-3_14 

Channa, A., Sharma, A., Jain, A., Malhotra, P., & Khumar, S. (2025). Sustainable 

Storytelling Engaging Audiences With Eco-Narratives in the Digital Age: In S. 

Kulkarni, M. Valeri, & P. William (Eds.), Advances in Business Strategy and 

Competitive Advantage (pp. 441–464). IGI Global. https://doi.org/10.4018/979-

8-3693-9750-3.ch023 

D’Attoma, I., & Ieva, M. (2022). The role of marketing strategies in achieving the 

environmental benefits of innovation. Journal of Cleaner Production, 342, 

130957. https://doi.org/10.1016/j.jclepro.2022.130957 

Destrian, O., Nuryanto, Y., & Sudarna, S. (2025). DINAMIKA KOMUNIKASI 

DIGITAL DALAM ADVOKASI KESEHATAN LINGKUNGAN: STUDI 

KASUS SERLOK BANTARAN CIKAPUNDUNG. Jurnal Common, 9(1), 43–

56. https://doi.org/10.34010/js8ayk93 

Dewi Warda Wibowo, Avizatuz Zahro, Pratiwi Yuni Rahayu, & Miftahul Huda. (2025). 

Brand dan Public Relation: Sebuah Kajian Konseptual dalam Konteks 

Indonesia. JOURNAL OF ADMINISTRATIVE AND SOCIAL SCIENCE, 6(2), 

32–44. https://doi.org/10.55606/jass.v6i2.1867 

Ghouse, S. M., Shekhar, R., & Chaudhary, M. (2024). Sustainable choices of Gen Y 

and Gen Z: Exploring green horizons. Management & Sustainability: An Arab 

Review. https://doi.org/10.1108/MSAR-04-2024-0018 

Ghurab, S., & Ng, R. (2025). Fostering Meaningful Interactions Through User-

Generated Content: Reshaping How Fashion Brands Interact with Consumers. In 

W. Ozuem, S. Ranfagni, & C. Millman (Eds.), Sustainable Digital Marketing 



 (Nurjanah, Firayani, Olivia Tahalele) 
 

34                                           Journal of Dialogos, Vol. 2 No. 3, August 2025 

for Fashion and Luxury Brands (pp. 79–100). Springer Nature Switzerland. 

https://doi.org/10.1007/978-3-031-82467-8_4 

Green, K. M., Crawford, B. A., Williamson, K. A., & DeWan, A. A. (2019). A Meta-

Analysis of Social Marketing Campaigns to Improve Global Conservation 

Outcomes. Social Marketing Quarterly, 25(1), 69–87. 

https://doi.org/10.1177/1524500418824258 

Husni, N., & Remiswal, R. (2024). Peran Manusia Terhadap Keseimbangan 

Lingkungan Hidup di Nagari Limakaum. Jurnal Penelitian Ilmu Pendidikan 

Indonesia, 3(2), 338–344. https://doi.org/10.31004/jpion.v3i2.286 

Jahari, S. A., Hass, A., Idris, I. B., & Joseph, M. (2022). An integrated framework 

examining sustainable green behavior among young consumers. Journal of 

Consumer Marketing, 39(4), 333–344. https://doi.org/10.1108/JCM-04-2021-

4593 

Kim, D.-Y., Kim, S.-B., & Kim, K. J. (2019). Building corporate reputation, 

overcoming consumer skepticism, and establishing trust: Choosing the right 

message types and social causes in the restaurant industry. Service Business, 

13(2), 363–388. https://doi.org/10.1007/s11628-018-0386-5 

Marpung, V. J., Utomo, R. B., Aini, N., Hendrawan, H., W, D. N. R., Ilma, A. L., 

Ramadhan, A. N. N., & Ikaningtyas, M. (2025). Studi Literatur: Strategi 

Pengembangan Produk Lokal Berdasarkan Perilaku Konsumen Generasi Muda. 

Jurnal Bisnis Dan Komunikasi Digital, 2(4), 12. 

https://doi.org/10.47134/jbkd.v2i4.4394 

Mayrhofer, M., Matthes, J., Einwiller, S., & Naderer, B. (2020). User generated content 

presenting brands on social media increases young adults’ purchase intention. 

International Journal of Advertising, 39(1), 166–186. 

https://doi.org/10.1080/02650487.2019.1596447 

Nadya, S. N., Barokah, I., & Sarofi, A. (2024). PEMANFAATAN MEDIA SOSIAL 

SEBAGAI STRATEGI MARKETING UMKM DI ERA DIGITAL. JURNAL 

DIALOKA: Jurnal Ilmiah Mahasiswa Dakwah Dan Komunikasi Islam, 3(1), 1–

14. https://doi.org/10.32923/dla.v3i1.4474 

Nariswari, A., Chen, Q., & Alden, D. L. (2024). Toward a Common Customer Identity 

Framework for Managing Participatory Marketing Communication Campaigns. 

Journal of Advertising, 53(3), 357–376. 

https://doi.org/10.1080/00913367.2023.2237089 

Nath, P., & Siepong, A. (2022). Green marketing capability: A configuration approach 

towards sustainable development. Journal of Cleaner Production, 354, 131727. 

https://doi.org/10.1016/j.jclepro.2022.131727 

Nazhan Zahira & Muhammad Irwan Padli Nasution. (2024). PERBANDINGAN 

PERILAKU MANAJEMEN INFORMASI GENERASI Z DAN 

MILLENNIALS DI ERA DIGITAL (COMPARISON OF INFORMATION 

MANAGEMENT BEHAVIOR OF GENERATION Z AND MILLENNIALS IN 

THE DIGITAL ERA). JURNAL RUMPUN MANAJEMEN DAN EKONOMI, 

2(1), 51–59. https://doi.org/10.61722/jrme.v2i1.3261 

Putra, J. E., Sulistyani, N. W., Ramadhan, F., & Hidayat, H. (2025). Effectiveness of 

Content Marketing in Attracting Generation Z Consumer Loyalty. Oikonomia : 

Journal of Management Economics and Accounting, 2(2), 45–58. 

https://doi.org/10.61942/oikonomia.v2i2.309 



 

                                                                                                                                                                                                                                                                                                                                                                                               

Journal of Dialogos, Vol.2 No.3 August 2025                                                              35 

Putri, R. H. A. B., & Febriyanti, S. N. (2024). Analisis Green Marketing 

Communication Produk Baterai Isi Ulang Smartoools melalui Media Sosial. 

JIIP - Jurnal Ilmiah Ilmu Pendidikan, 7(5), 4961–4967. 

https://doi.org/10.54371/jiip.v7i5.4323 

Rahardian Mohamad Akbar Ario Hanung Prabandaru & Mirzam Arqy Ahmadi. (2025). 

Analisis Pengaruh Harga Hijau terhadap Loyalitas Pelanggan Produk Ramah 

Lingkungan. Trending: Jurnal Manajemen Dan Ekonomi, 3(1), 255–270. 

https://doi.org/10.30640/trending.v3i1.3729 

Rizomyliotis, I., Poulis, A., Konstantoulaki, K., & Giovanis, A. (2021). Sustaining 

brand loyalty: The moderating role of green consumption values. Business 

Strategy and the Environment, 30(7), 3025–3039. 

https://doi.org/10.1002/bse.2786 

Salam, K. N., Singkeruang, A. W. T. F., Husni, M. F., Baharuddin, B., & A.R, D. P. 

(2024). Gen-Z Marketing Strategies: Understanding Consumer Preferences and 

Building Sustainable Relationships. Golden Ratio of Mapping Idea and 

Literature Format, 4(1), 53–77. https://doi.org/10.52970/grmilf.v4i1.351 

Saxena, V. (2025). Water Quality, Air Pollution, and Climate Change: Investigating the 

Environmental Impacts of Industrialization and Urbanization. Water, Air, & Soil 

Pollution, 236(2), 73. https://doi.org/10.1007/s11270-024-07702-4 

Septiani, N. K. A., Amrita, N. D. A., Cahyani, K. A., Erniasih, N. W., Kim, C., & 

Sujata, I. K. (2025). Penerapan Nilai Tri Kaya Parisudha dalam Komunikasi 

Strategis untuk Branding Digital yang Berkelanjutan Berbasis Budaya Bali. 

Jurnal Manajemen Dan Investasi (MANIVESTASI), 7(1), 113–124. 

https://doi.org/10.31851/jmanivestasi.v7i1.19308 

Syarifah, F. N. U., Cahyana, N. I., & Harmon Chaniago. (2025). Gaya Komunikasi 

Generasi Z: Pengaruhnya di Lingkungan Kantor. Jurnal ISO: Jurnal Ilmu 

Sosial, Politik Dan Humaniora, 5(1), 9. https://doi.org/10.53697/iso.v5i1.2445 

Syawaldi, M., Zahra, F. I., Firmansyah, G. A., Hardiansyah, R., & Purwanto, E. (2025). 

Representasi Green Economy dalam Iklan Digital Studi Semiotika Kampanye 

Produk Ramah Lingkungan. Jurnal Bisnis Dan Komunikasi Digital, 2(4), 12. 

https://doi.org/10.47134/jbkd.v2i4.4231 

Topcuoglu, E., Kim, H. (Lina), Kim, S. (Jake), & Kim, S. (2022). Green message 

strategies and green brand image in a hotel context. Journal of Hospitality 

Marketing & Management, 31(3), 311–325. 

https://doi.org/10.1080/19368623.2021.1970071 

Wang, Y., Wang, J., Yao, T., Li, M., & Wang, X. (2020). How does social support 

promote consumers’ engagement in the social commerce community? The 

mediating effect of consumer involvement. Information Processing & 

Management, 57(5), 102272. https://doi.org/10.1016/j.ipm.2020.102272 

Wibowo, W., & Ayuningtyas, F. (2024). Generasi Z sebagai Konsumen Masa Depan: 

Karakteristik, Preferensi, dan Tantangan Baru. Buana Komunikasi (Jurnal 

Penelitian Dan Studi Ilmu Komunikasi), 5(2), 90–99. 

https://doi.org/10.32897/buanakomunikasi.2024.5.2.3937 

Yang, J., & Battocchio, A. F. (2021). Effects of transparent brand communication on 

perceived brand authenticity and consumer responses. Journal of Product & 

Brand Management, 30(8), 1176–1193. https://doi.org/10.1108/JPBM-03-2020-

2803 



 (Nurjanah, Firayani, Olivia Tahalele) 
 

36                                           Journal of Dialogos, Vol. 2 No. 3, August 2025 

(Yeeun) Huh, J., & Kim, N. L. (2024). Green as the new status symbol: Examining 

green signaling effects among Gen Z and Millennial consumers. Journal of 

Fashion Marketing and Management: An International Journal, 28(6), 1237–

1255. https://doi.org/10.1108/JFMM-07-2022-0159 

Yuan, J., Shahzad, M. F., Waheed, A., & Wang, W. (2024). Sustainable development in 

brand loyalty: Exploring the dynamics of corporate social responsibility, 

customer attitudes, and emotional contagion. Corporate Social Responsibility 

and Environmental Management, 31(2), 1042–1051. 

https://doi.org/10.1002/csr.2621 

 


