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Abstract 

Environmental issues have become a major public concern, with air, deforestation, and land and water pollution being 
major contributors. Social media has become an effective tool for disseminating information about preserving the 
environment, particularly among Generation Z, a native digital generation. A study involving 100 respondents found 
that respondents aged 19 or older had a higher level of awareness of environmental issues, with urban areas having 
access to more information. Tiktok, Instagram, and Twitter were the most popular platforms for green product content. 
The study also found that social media content offers accurate information, is comprehensive, highly educational, and 
stimulates curiosity, suggesting that social media content is an effective means to attract people to care more about the 
environment, potentially affecting other generations. Environmental social media content plays a crucial role in 
influencing young people to care more about the environment. Environmental campaigns can be more successful by 
understanding the dynamics of digital interactions and bridging the attitude-behavior gap.  
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1. Background

In the last few decades, environmental issues have become one of the most popular issues that have attracted a lot of 
public attention. Many have highlighted that the earth is not in good condition because so many environmental 
challenges have emerged. Air pollution, deforestation, pollution of land and water and other events that lead to 
environmental damage (Ekins & Zenghelis, 2021). The imbalance between human activities that are increasingly 
making the environment increasingly critical from the effects of human activities. This environmental issue is not only 
in several countries but has become a serious issue in many countries from around the world (Alanazi, 2023).  

Many individuals, groups, or organizations have contributed to carrying out activities aimed at improving the 
environment due to human activities that continue to cause environmental damage (Thiri et al., 2022). Many 
movements from individuals, groups or national and international organizations have contributed through activities 
including training people to be able to contribute to improving the environment. This movement is certainly not 
balanced with the amount of damage experienced by the environment due to human activities. At least this activity 
provides a lot of improvement to environmental damage from human activities (Awewomom et al., 2024). 

In this digital era, social media has become one of the effective tools to provide an understanding of the importance of 
preserving the environment (Arnot et al., 2024). Social media platforms are a medium for disseminating information to 
the public (Hajri & Daife, 2024). Generation Z as a native digital generation is very active in social media. Social media, 
which is a tool for disseminating information, is a very powerful means to provide knowledge and persuasion to care 
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more about the environment. Content on social media can influence Generation Z who are very active in social media 
(Hohenhaus et al., 2023; Truc, 2024; Vladimirova et al., 2024). 

 

Figure 1 Climate Anxiety on Young People 

Source: https://www.nature.com/articles/d41586-024-00998-6 

Young people's concern for the environment is very high compared to other generations, from the data above it can be 
seen that young people's responses to current environmental conditions are many who are sad and afraid of current 
environmental conditions. Environmental issues are one that is always a hot topic in various countries because many 
environmental cases always have problems (Lawrance et al., 2022). Generation Z who has concerns about the 
environment are one of the important ones with the development of social media with environmental issue content that 
can influence Generation Z to care more about the environment (Gaziulusoy, 2020; Tsevreni et al., 2023; Zaremba et al., 
2023). 

2. Research methods 

This research is quantitative research by collecting data through questionnaires as primary data and strengthened by 
interviews with generation Z to strengthen the questionnaire data. Respondents in this study were 100 people with 50 
men and 50 women. The data collected were tabulated and analyzed to draw conclusions from the research results. This 
research is presented in two parts, namely from respondents such as gender, age, location of residence, type of social 
media used and type of environmentally friendly products that have been purchased by respondents. The questionnaire 
asked to respondents compared the results between male respondents and female respondents. The results of the 
questionnaire are presented in diagrams and tables and described as an explanation. 

3. Results 

 The results of this study are described in graphs and tables and described in more detail and the results of this study 
can be seen in the following results. 
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3.1. Demographic respondents 

 

Figure 2 Respondents Gender 

Demographic data based on graphic 2 gender shows that the number of respondents between men and women is 
balanced, which is 50% of the total 100 respondents. This allows researchers to conduct a comparative analysis between 
men and women in a balanced manner to avoid the dominance of one gender. 

 

Figure 3 Respondents Age 

In terms of age, the majority of respondents who filled out the questionnaire were respondents aged 19 years with 42% 
or 42 respondents. Followed by respondents aged 20 years as much as 36% or 36 respondents and respondents aged 
18 years as much as 16% or 16 respondents. This means that respondents who have a higher level of awareness of the 
environment are respondents aged 19 years. 
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Figure 4 Respondents Residential Location 

In terms of residential location, it can be seen that the majority of respondents who filled out the questionnaire were 
respondents with urban residential locations with a result of 76% or 76 respondents. Followed by rural areas as much 
as 18% or 18 respondents and suburban areas as much as 6% or 6 respondents. From these data it can be seen that 
respondents who live in urban areas have access to more information and knowledge about environmentally friendly 
products. This is because urban areas generally have a higher level of exposure to environmental issues and are also the 
target market for companies. 

 

Figure 5 Respondents Types of social media 

Demographic data based on social media type, respondents use more than one social media platform to view social 
content about green products. The more social media used, the more information respondents have about green 
products and other environmental issues. The social media that is often accessed by respondents is Tiktok with 41% 
while Instagram is 39% followed by Twitter at 14%. Overall, respondents prefer to use Tiktok and Instagram to find 
information. 
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Figure 6 Respondents Types of Green Product 

Demographic data based on the type of green product ever purchased shows that 71% of respondents chose food 
products, 12% chose clothing products, 12% chose cosmetic products, and the remaining 5% chose other products such 
as tumblers, tote bags, food containers, and others. This shows that environmentally friendly food products are more 
often purchased by respondents because they are easier to find on the market directly or through online stores. 

3.2. Environmental social media content 

Social media is one of the strategic tools for disseminating information about the environment and social media is a 
means of influencing young people to care about the environment (Confetto et al., 2023). Many young people are 
influenced to care more about the environment because of the influence of green product content on social media (Liao, 
2024). Environmental campaigns can be more successful in engaging young people and creating a generation of 
knowledgeable and engaged environmental managers by understanding the dynamics of digital interactions and 
bridging the attitude-behavior gap. The following data is a comparison between male and female Generation Z who have 
opinions about the environmental social media content they see on social media and the effects they feel on the content 
they see on social media (Li et al., 2024; Lopes et al., 2024). 

Data analysis categorization provides an understanding of each category of each answer tabulated from each 
respondent's answer. Total 100 respondents with 50 men and 50 women. 

Table 1 Interpretation of Respondents by Category 

No Average Range Category 

1 1.00 - 1.80 Very Bad 

2 1.80 – 2.60 Bad 

3 2.60 – 3.40 Enough 

4 3.40 – 4.20 Good 

5 4.20 – 5.00 Very good 

 
This calculation provides details of each question asked to respondents regarding environmental social media content 
viewed by respondents and calculates the average of the collected answers. 
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Table 2 Contents on social media offer accurate information on products 

These Contents offer accurate information on products 

Male Female 

3.66 3.74 

Based on table 2, it can be seen that the question about contents on social media offer accurate information on products 
from the tabulation of respondents' answers shows that male respondents with an average score of 3.66 are in the good 
category and female respondents with an average score of 3.74 are also in the good category. Overall, male and female 
respondents have similarities, namely both are in the good category, although the average score of women is higher 
than that of men in total. 

Table 3 Contents on social media offer useful information 

These Contents offer useful information 

Male Female 

4.08 4.26 

Based on table 3 shows that contents on social media offer useful information, the average score results for male 
respondents of 4.08 are in the good category, while the answers of female respondents with an average score of 4.26 or 
are in the very good category. Female respondents feel that contents on social media have very useful information for 
female respondents (Jamshed et al., 2025; Mari et al., 2023). 

Table 4 The information provided by contents on social media is comprehensive 

The information provided by these Contents is comprehensive 

Male Female 

3.64 3.52 

Based on table 4 shows that the information provided by contents on social media is comprehensive, male respondents 
have an average score of 3.64 and are in the good category and female respondents with an average score of 3.52 and 
are in the good category. In the question the information provided by contents on social media is comprehensive there 
is a difference, namely male respondents have a higher average score than female respondents (Liu et al., 2016). 

Table 5 Contents on social media were highly educational 

These Contents were highly educational for me 

Male Female 

4.04 3.96 

 

Based on table 5 shows that contents on social media were highly educational for me, in male respondents the average 
score was 4.04 in the good category. While for female respondents had a lower average score of 3.96 and was still in the 
good category. contents on social media were highly educational for me male respondents had a higher average score 
where they felt the content on social media educated respondents about green products. This means that green product 
content is very effective as a means to educate the public, in this study generation z but can be applied to other 
generations (Bardwell, 2017). 
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Table 6 Contents on social media had made me more knowledgeable 

These Contents had made me more knowledgeable 

Male Female 

4.08 4.22 

Based on table 6 shows that contents on social media had made me more knowledgeable, male respondents with an 
average score of 4.08 and are in the good category and female respondents are higher with an average score of 4.22 in 
the very good category. Female respondents feel that contents on social media had made me more knowledgeable when 
compared to male generation z respondents. Condensation on social media is considered to provide useful knowledge 
for generation z and this is also likely to have the same effect on other generations (Gautam & Bajpai Tewari, 202; )Lee 
et al., 2024). 

Table 7 Contents on social media stimulated curiosity 

These Contents stimulated my curiosity 

Male Female 

3.8 3.98 

Based on table 7 shows contends on social media stimulated curiosity, male respondents have an average score of 3.8 
in the good category and female respondents have an average score of 3.98 in the good category. These results indicate 
that generation z, both male and female, content on social media related to the environment and green products 
increases respondents' curiosity. These results can also show the same results in other generations that content on 
social media is an effective means to attract people to care more about the environment (Smyczek, 2023).  

4. Conclusion 

Environmental issues have become a significant public concern in recent decades, with air pollution, deforestation, and 
land and water pollution being major contributors. The imbalance between human activities has led to environmental 
damage, and social media has become an effective tool for disseminating information about the importance of 
preserving the environment. Generation Z, a native digital generation, is highly active on social media platforms, which 
can influence their concerns about the environment. 

The most popular social media platforms for green product content were Tiktok (41%), Instagram (39%), and Twitter 
(14%). Respondents preferred Tiktok and Instagram for finding information about green products and environmental 
issues. The type of green product purchased was food products (71%), clothing products (12%), cosmetic products 
(12%), and other items like tumblers, tote bags, and food containers (5%). 

Environmental social media content plays a crucial role in influencing young people to care more about the 
environment. Environmental campaigns can be more successful by understanding the dynamics of digital interactions 
and bridging the attitude-behavior gap. By comparing male and female Generation Z's opinions on environmental social 
media content and their feelings towards it, environmental campaigns can create a generation of knowledgeable and 
engaged environmental managers. 

The study reveals that social media content offers accurate information on products, with male respondents scoring 
3.66 in the good category and female respondents scoring 3.74. Both genders have similar scores, with women scoring 
higher. The content also provides useful information, with male respondents scoring 4.08 in the good category and 
female respondents scoring 4.26 in the very good category. The information provided by social media is comprehensive, 
with male respondents scoring 3.64 and female respondents scoring 3.52.  

The content is highly educational, with male respondents scoring 4.04 in the good category and female respondents 
scoring 3.96. The content has made respondents more knowledgeable, with male respondents scoring 4.08 and female 
respondents scoring 4.22 in the very good category. The content stimulates curiosity, with male respondents scoring 
3.8 in the good category and female respondents scoring 3.98 in the good category. These results suggest that social 
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media content is an effective means to attract people to care more about the environment, potentially affecting other 
generations  

Compliance with ethical standards 

Statement of ethical approval 

Participants are fully informed about the research goal and procedures prior to receiving a questionnaire. They were 
also advised of their right to refuse or withdraw from the research. 

Statement of informed consent 

Informed consent was obtained from all individual participants included in the study. 
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