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AEnvironmental protection is one of the most significant challenges of our time, becoming 
increasingly urgent due to the growing population and consumption. This study examines 
the environmental awareness of different generations, particularly Generation Z, and 
highlights gender differences. The online questionnaire survey analyzed the opinions of 

427 respondents living in the Northern Great Plain region, of whom 367 belonged to Generation Z 
(148 men, 219 women) and 57 to Generations X and Y. The study also investigated Generation Z's 
attitudes toward activities aimed at mitigating climate change, with comparisons across genders and 
generations. On a 1-to-5 Likert scale (1 = not important at all, 5 = extremely important), Generation Z 
ranked selective waste collection (average = 4.37), avoiding food waste (average = 4.21), and conscious 
energy use (average = 4.17) as the most important. Women rated environmentally conscious 
activities, such as using recycled paper and choosing products with less packaging, significantly 
higher than men (p ≤ 0.05). Comparative analysis showed that Generations X and Y considered 
nearly all climate protection activities more important than Generation Z (p ≤ 0.05), likely due to 
higher levels of knowledge about energy-saving solutions. Education and family environment play 
a key role in shaping environmental values. Despite generational differences, Generation Z also 
prioritizes waste reduction and considers climate protection aspects in their purchasing decisions. 
The study additionally presents the development of a sustainable soft drink that incorporates 
environmental considerations and offers an innovative packaging solution to minimize waste.
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1. Introduction

Sustainability and environmental awareness 
have become increasingly prominent in the 
global society in recent decades. Climate 
change, the diminishing of natural resources 
and the consequences of pollution have all 
forced consumers and companies alike to 
rethink their purchasing habits and business 
practices. Particular attention is focused to 
Generation Z in this area, a generation that 
has not only grown up in a digital world, but 
has also entered adulthood at an age when 
sustainability issues are commonplace. The 
buying habits and attitudes of Generation Z 
can be particularly important in promoting 
sustainable development, as these attitudes 
can play a crucial role not only at an individual 
level, but also in shaping future economic 
trends and corporate strategies. The aim of 
our research is to explore the environmental 
purchasing habits of Generation Z and to 
investigate the extent to which sustainability 
issues influence their everyday decisions.

Investigating Generation Z from the 
perspective of sustainability is in a unique 
position. Not only have they been raised in a 
world of digital technologies, but they also have 
easy access to information on global issues 
via the internet. This generation often differs 
from its predecessors regarding their emphasis 
on ethical and sustainable consumption 
and their preference to support brands that 
are committed to environmental and social 
responsibility. In addition, Generation Z 
members often expect companies to be 
transparent about their sustainability practices 
and are willing to pay more for products that 
are made in an environmentally friendly way.

On the other hand, it is important to note 
that environmental behaviour does not always 
reflect consumption patterns. Research often 
indicate that while Generation Z members 
greatly value sustainability, other factors such 
as price, convenience and brand image have a 
significant influence on their actual purchasing 
decisions. As a result of this, companies need to 
understand the motivations and expectations 
of Generation Z thoroughly in order to build an 
effective relationship with this consumer group 

and offer sustainable products which are truly 
attractive to them.

Our current research examines the attitudes 
and purchasing habits of Generation Z towards 
sustainability in the light of these challenges. 
Our aim is to explore to what extent and in 
what ways sustainability concerns influence 
this generation and how they may shape future 
consumer trends. Our findings can contribute 
to the development of companies' sustainability 
strategies and help decision-makers to better 
understand the motivations and expectations 
of Generation Z.

2. Literature Review

The environment is a key issue today, and it is 
extremely relevant as we face many challenges 
and threats to the future of our planet.  The 
growth of our planet's population also means 
growing consumption. More and more 
agricultural and food products are needed, but 
as the population grows, so does the demand 
for other goods (e.g. clothes, shoes, electronics, 
etc.). The production of different goods and 
services requires more and more raw materials 
and energy, which increases pollution.  
Tourism industry is also a major polluter due 
to travelling, thus, it is important to develop it 
sustainably and make it greener (FANNI and 
REZAZADEH, 2018; KUQI, 2018; FORLEO 
et al., 2017; KISS and TÓTH, 2016; LE et al., 
2023). Climate change and global warming 
are the results of pollution (greenhouse gas 
emissions). 

One of the most important values is health 
which can only be preserved if elements of the 
natural environment can be conserved. Several 
studies report that air pollution is increasing 
the number of children and adults worldwide 
suffering from respiratory diseases, asthma 
and allergy (ASHER et al., 2020; SINGH et al., 
2022), as well as there seems to be an increase 
in our population (MÜLLER et al., 2018a,b).  

Several studies confirm that consumers 
both adults and children who know more about 
the environment, sustainability, renewable 
energy sources or other green solutions 
are more environmentally conscious and 
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more willing to make efforts to protect the 
environment and the nature and to support 
the green transition (SZAKÁLY et al., 2020; 
PÁLINKÁS et al., 2022; KISS et al., 2016; 
LAOUES-CZIMBALMOS et al., 2019). 

The European Union has set a target of 
achieving carbon neutrality by 2050 (BALOGH, 
2020), and the European Union and Hungary 
have launched several strategies and initiatives 
to promote green economy, environmental 
protection and the fight against climate 
change (DUNLAP and McCRIGHT, 2015). The 
European Union announced the European 
Green Deal in 2019, which sets ambitious 
targets for climate change, environment 
protection and sustainability. The agreement 
aims to achieve carbon neutrality in the EU 
by 2050 and to reduce carbon emissions by 
2030. The European Green Deal is part of 
an action plan called the 'New Green Deal' 
which includes measures in a number of areas 
such as energetics, transport, agriculture and 
industry (FETTING, 2020). In our country, 
too, various strategies and programmes 
support sustainability in different areas, such 
as energy efficiency, transport, education 
and economy. These programmes include 
the Climate and Energy Strategy 2030, the 
Energy and Climate Action Plan 2021-2030, 
the Green Genius Programme, the Operational 
Programme for Climate Protection and Energy 
Efficiency (OPECCP), the Green Kindergarten 
Programme, the Eco-Schools Programme, etc.  
However, it is not only the role of the state 
that has a crucial responsibility to protect our 
environment, but also the role of economic 
operators, companies, which damage the 
environment with pollutants during the 
production of products. One possible area is if 
the energy required for production is supplied 
by renewable energy sources. Or another good 
example is the circular economy model, which 
can not only solve environmental problems but 
also bring economic, social and health benefits 
(BRODNY and TUTAK, 2020). Recycling 
and a more sustainable use of resources can 
contribute to a sustainable future. There seem 
to be several examples of success of circular 

economy models in Hungary. The following 
example focuses on the 'Zero Waste Hungary' 
programme: the Zero Waste Hungary 
programme is an initiative launched by a 
civil society organisation to raise awareness 
of the importance of waste prevention 
and waste minimisation in Hungary. The 
programme includes a number of important 
sub-programmes, including the promotion 
of environmentally responsible lifestyles, 
support for the plastic-free movement and 
the promotion of waste recycling and reuse. 
It also promotes the concept of Business Zero 
Waste. The idea is that businesses reduce the 
amount of waste they produce and minimise 
unnecessary packaging. 

3. Material and Method

The aim of our research was to investigate the 
environmental awareness and commitment 
to sustainability among Generation Z 
and Generations X and Y, with a special 
focus on purchasing habits and attitudes 
towards environmentally conscious product 
development (TÓTH, 2024). A further goal of 
this research is to use the findings to develop a 
sustainable product development concept that 
is in line with the environmental values and 
preferences of the target group.

3.1. Research Sample and Data  
Collection 

The research involved a questionnaire survey, 
which was distributed online to groups of 
secondary school students, university students 
and employees in the Northern Great Plain 
region. The questionnaire was filled in by 
427 respondents, of which 367 belonged to 
Generation Z (148 men, 219 women) and 57 to 
Generations X and Y. Although the sampling 
procedure did not provide a representative 
sample, the high number of items filled in 
allows us to infer trends and correlations from 
the results.

Environmental Awareness of Generations and 
Sustainable Product Development: The Way towards a Green Future
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3.2. Questionnaire and Measurement 
Instruments 

The questionnaire consisted of several sections 
covering different topics:

Attitude and knowledge about the 
environmental awareness: Questions about 
respondents' environmental knowledge, 
their commitment to sustainability and how 
important they consider environmental 
measures to be in their daily lives.

Purchasing habits: mapping respondents' 
purchasing habits, particularly focusing on the 
choice of environmentally friendly products 
and recycling and waste reduction practices.

Tackling climate change: Respondents 
were asked to rate the followings on a Likert 
scale of 1 to 5: the importance of various 
environmentally conscious activities, such as 
separate waste collection, efforts to avoid food 
waste and the conscious use of electricity.

In the final part of the questionnaire, 
demographic data were collected from 
respondents, including gender, age, education 
and occupation.

3.3. Data Processing and Analysis 

The collected data were analysed using 
SPSS 26.0 statistical software. The following 
statistical methods were used to process the 
data:

Basic statistical analysis by calculating 
mean, standard deviation and distribution for 
different variables. 

Independent samples t-test: to test for 
differences between groups (Generation Z vs. 
Generation X, Y; men vs. women).

Correlation test: to explore the differences 
in attitudes between generations and genders 
in the area of environmental awareness and to 
analyse the relationship between knowledge 
and attitudes.

3.4. Product Development Concept 

Based on the results of the analysis, we 
developed a concept for the development of a 
sustainable soft drink product. While designing 
the product, the respondents' environmental 
behaviour and preferences were taken into 
account in particular the need for packaging-
free and recyclable materials. The soft drink 
will be sold in a metal bottle that can be reused 
and refilled, thus reducing waste production. 
The product is designed to be successful in the 
market and attractive to the target group, taking 
into account the elements of the 4P marketing 
mix (product, price, place, promotion).

3.5. Interpretation of the Results 

We interpreted the results of the data analysis in 
the context of the challenges and opportunities 
in the field of environmental behaviour and 
product development. The results of the 
research have contributed to the development 
of a product development strategy that not only 
meets consumers' demands but also actively 
contributes to building a sustainable future.

4. Results

A number of statements were listed while 
tackling climate change was discussed that 
respondents were asked to rate on a scale of 1 to 
5 (where 1 = not at all important and 5 = totally 
important) how important they consider the 
activity to make efforts against climate change.  
Generation Z responses and gender differences 
are illustrated in Table 1.
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Table 1	
Gender Rating of Generation Z's Key Activities in the Struggle Against Climate Change on a 1 to 5 

Likert Scale

Which of the following do you consider 
important in the fight against climate 

change?

Generation 
Z-men 

average 
(standard 
deviation)

Generation 
Z-women 
average 

(standard 
deviation)

Total 
response 
values of 

Generation 
Z

Independent 
t test based 
significance 

level

Selective waste collection 4.28 (0.95) 4.44 (0.72) 4.379 (0.83) no significant 
differences

Preventing food waste (by not throwing food away, 
buying only as much as needed) 4.09 (0.96) 4.3 (0.92) 4.21 (0.94) p=0.04

Use of renewable energy sources (wind, solar,  
thermal water, etc.) 4.01 (1.16) 3.96 (1,04) 3.98 (1.09) p=0.043

Purchasing a compact light source instead of a 
traditional light bulb 3.92 (1.11) 3.41 (0.95) 3.41 (1.01) no significant 

differences

Conscious use of electricity (lights are not on,  
computers are not on  etc. when not necessary) 3.91 (1.01) 4.35 (0.83) 4.17 (0.90) p=0.000

Taking efforts to choose products that produce less 
waste, e.g. refillable products or products without 
packaging

3.77 (1.16) 4.07 (0.93) 3.89 (1.12) p=0.008

In case something goes wrong you try to fix it 3.79 (1.03) 4.02 (0.96) 3.93 (0.99) p=0.034

Conscious shopping (buy only what you need) 3.75 (1.11) 4.02 (1.08) 3.91 (1.10) p=0.020

Using recycled paper 3.71 (1.21) 4.00 (1.03) 3.98 (1.09) p=0.014

Going to work or school by bicycle 3.51 (1.3) 3.4 (1.1) 3.45 (1.2) no significant 
differences

Use a paper bag instead of a plastic bag 3.47 (1.19) 4.00 (1.01) 3.78 (1.11) p=0.000

Use of a modern car 3.31 (1.25) 3.4 (1.11) 3.36 (1.16)

Disconnecting electrical equipment after use 3.31 (1.18) 3.85 (1.08) 3.36 (1.16) p=0.000

Preference of organic products 3.11 (1.17) 3.25 (1.14) 3.19 (1.16) no significant 
differences

Use of local transport in the municipality 2.99 (1.34) 3.22 (1.23) 3.13 (1.28) no significant 
differences

Also purchasing second-hand clothes 2.68 (1.2) 3.28 (1.28) 3.04 (1.26) p=0.000

Notes: 1= not at all important, 2= slightly important, 3= moderately important, 4= important, 5= fully important

Generation Z responses show that selective 
waste collection (mean=4.37, sd=0.83) is the 
most important, followed by preventing food 
waste (mean=4.21, sd=0.94) and conscious use 
of electricity (mean=4.17, sd=0.9). Conscious 
shopping (mean=3.91, sd= 1.1), recycled energy 
sources (mean= 3.98, sd= 1.09) and using 
recycled paper (mean= 3.98, sd= 1.09) are also 
important to them.  Also scoring around a high 
average of 4 were "Tries to choose a product that 
produces less waste, e.g. refillable product or 
no packaging" (mean=3.89, sd=1.12) and using 
paper bags instead of plastic bags (mean=3.78, 
sd=1.11). The other responses ─ compact 

lighting, bicycles, local transport, modern cars, 
using second-hand clothes or organic food, 
or repairing products ─ are also important to 
them in terms of protecting the environment as 
they also scored above average. This means that 
these factors are considered more important 
than average. These results reflect and confirm 
the importance that Generation Z consider 
waste reduction and recycling to be very 
important, which are also strongly indicated in 
their purchasing decisions. We compared the 
responses of Generation Z by gender using a 
t-test and found a significant difference in the 
p-value for several responses (Table 1). 

Environmental Awareness of Generations and 
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Male respondents rated renewable energy 
sources (wind, solar) as more important in the 
struggle against climate change, as they rated 
this statement at 4.01 (sd=1.16) on average, 
while women rated it at 3.96 (sd=1.04) 
on average (p=0.043). However, several 
statements such as conscious use of electricity, 
recycled paper, packaging-free products, 
electricity disposal, preference for paper bags, 

conscious shopping, reducing food waste, 
buying second-hand clothes, consumption 
of organic products tended to be rated 
significantly higher by female respondents 
(p≤0.05). 

The responses of Generation Z and their 
elders (Generations X, Y) have been compared 
and are illustrated in Table 2.  

Table 2	
Assessment of Generation Z's and Generation X, Y's Activities in the Struggle against Climate  

Change on a 1 to 5 Likert Scale

Which of the following do you consider important in the 
fight against climate change?

Generation 
Z average 
(standard 
deviation)

Generations 
X, Y average 

(standard 
deviation)

Independent 
t-test

Selective waste collection 4.38 (0.83) 4.77 (0.59) p=0.000

Preventing food waste (by not throwing food away, buying only as 
much as needed) 4.21 (0.94) 4.43 (0.72) no significant 

differences

Conscious use of electricity (lights are not on, computers are not on  
etc. when not necessary) 4.17 (1.00) 4.74 (0.58) p=0.000

Using recycled paper 3.98 (1.09) 4.39 (1.05) p=0.001

Use of renewable energy sources (wind, solar, thermal water, etc.) 3.98 (1.09) 4.13 (1.30) no significant 
differences

In case something goes wrong you try to fix it 3.93 (0.99) 4.29 (0.93) p=0,008

Conscious shopping (buy only what you need) 3.91 (1.10) 4.37 (0.81) p=0.002

Taking efforts to choose products that produce less waste, e.g. 
refillable products or products without packaging 3.89 (1.12) 4.35 (1.00) p=0.007

Use a paper bag instead of a plastic bag 3.78 (1.11) 4.53 (0.70) p=0.000

Going to work or school by bicycle 3.45 (1.20) 3.58 (1.31) no significant 
differences

Purchasing a compact light source instead of a traditional light bulb 3.41 (1.01) 4.36 (0.87) p=0.000

Disconnecting electrical equipment after use 3.36 (1.16) 4.3 (0.84) p=0.000

Use of a modern car 3.36 (1.16) 4.06 (0.89) p=0.000

Preference of organic products 3.19 (1.16) 3.37 (1.21) no significant 
differences

Use of local transport in the municipality 3.13 (1.28) 3.56 (1.35) p=0.024

Also purchasing second-hand clothes 3.04 (1.26) 3.63 (1.18) p=0,001

Notes: 1= not at all important, 2= slightly important, 3= moderately important, 4= important, 5= fully important

Thus, it can be said that in the struggle against 
climate change, activities such as selective 
waste collection, conscious use of electricity, 
conscious shopping, fighting food waste, using 
renewable energy, etc. are considered more 
important by generation Y, X, as in all cases 
they gave higher average scores compared to 
generation Z and the difference was significant 
for almost all answers ((p≤0.05), see Table 2. 
Secondary research (SZAKÁLY et al., 2020) 
has shown that those with higher education 

or more knowledge about the subject area are 
more committed to environmental protection. 
So we were curious to see if this could be the 
reason for the differences in the responses of 
generations Z and X, Y. The results are shown 
in Table 3, where it is revealed that Generation 
X, Y admits to having significantly higher 
knowledge of energy conservation solutions 
(mean=4.64, sd=0.55) than Generation Z 
(mean= 4.14, sd=0.84) (p=0.001).
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Table 3	
Trends in Generation Z and Generation X, Y's Knowledge of Energy Conservation and their  

Perception of the Importance of Energy Saving Solutions on a Likert Scale of 1 to 5

Questions about energy conservation

Generation 
Z average 
(standard 
deviation)

Generations 
X, Y average 

(standard 
deviation)

Based on t-test

To what extent are you aware of energy saving solutions? 4.14 (0.84) 4.63 (0.55) p=0.001

How important are energy-saving solutions to you? 3.59 (0.97) 3.96 (0.79) p=0.000

Notes: 1= not at all important, 2= slightly important, 3= moderately important, 4= important, 5= fully important

Therefore, energy saving solutions are also 
considered significantly more important for 
generation X, Y than generation Z. The transfer 
of knowledge is also important at school level, 
however, the family as the scene of secondary 
socialisation can also play a role in this by 
shaping values. Moreover, not only school 
education, but also informal learning should 
not be forgotten, where members of the older 
generation have an advantage, as they can also 
broaden their knowledge of environmental 
protection and energy saving through their 
travels, work experience and everyday 
activities. At the same time, Generation Z 
members already consider almost all climate 
change activities to be important and take them 
into account in their purchasing decisions.

4.1. Product Development based on  
Primary and Secondary Research

We would like to produce a soft drink.  The 
marketing mix is based on the 4Ps (product, 
price, place, promotion), according to which we 
are presenting our product development idea 

(SINGH, 2012; BAUER and BERÁCS, 2006). 
The product: a soft drink available in different 
fruity flavours. However, the packaging of the 
product is important from an environmental 
point of view, as there are many articles about 
the harm of non-degradable micro-plastic 
pollution with plastic pet bottles (ZHOU et al., 
2021; GUO et al., 2022; PRATA et al., 2019). 
The research also confirms that there seems 
to be an effort to prioritize packaging-free or 
recyclable materials by respondents. Thus, 
it was thought that the soft drink would be 
filled in a metal soda can as it can be recycled 
unlimited number of times, would not produce 
the traditional thin metal soda cans, as they are 
not durable and reusing them requires energy. 
Like a metal canteen, it will be packaged in a 
reusable, durable version.  Its refill will be 
a balloon soda dispenser, with the balloon 
also featuring the product's colour shades 
and brand name. The refillers will be placed 
in school canteens, shops, hotels, etc. We 
designed a designer packaging for the soda can 
(Images 1, 2, 3).

Image 1	
Packaging Design, Background, Shades of Purple: The Epitome of Creativity and Luxury

Source: Designed by Tóth, 2024

Environmental Awareness of Generations and 
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Image 2	
Image of the Packaging, with Brand Name

Source: Designed by Tóth, 2024

Image 3	
The Covering on the Can

Source: Designed by Tóth, 2024

We chose bright colours for the product 
packaging which attracts customers' attention 
and is one of the tools for sales promotion. 
As 80% of impulse purchases are influenced 
by colour, because colour is also a way of 
communicating information. Furthermore, a 
study by Szilágyi et al. 2022 among Generation 
Z (university students), which investigated 
soft drink purchases using questionnaires and 

eye-camera research, confirmed that young 
people spend time on and pay attention to 
brand names when buying (SZILÁGYI et al., 
2022). Then it is the colour and attention-
grabbing colours or such labels that attract 
their attention. Thus, the brand name Volt 
is a symbol of strength and also attracts the 
eye with its prominent colour shade, and the 
background is also colourful and attractive.
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 The soft drink is initially priced with a dis-
counted introductory price to encourage peop-
le to try the product. Then a higher skimming 
price is going to be offered as the canteen con-
tains a refill product that has a monopoly in the 
market based on the product characteristics of 
the packaging. We plan to sell it in shops, sto-
res, buffets, online space (e-commerce). 

We are going to apply advertising and 
sponsorship for promotion (sales promotion). 
In promotion its fruity, vitamin-content and 
health-supporting low-sweetened characteris-
tics will be emphasized that makes it available 
for thirst-quenching. The packaging of the pro-
duct is justified by the fact that soft drinks are 
such products that are consumed regularly. It 
is therefore an area where the quantity of waste 
from the various bottles and packaging materi-
als can be reduced to a large extent.

5. Conclusions

The results of the research revealed that 
although environmental thinking and 
behaviour is prominent among Generation 
Z members, environmental awareness is 
significantly higher among Generation X 
and Y members. Generation Z tends to buy 
environmentally friendly products and make 
choices that prioritise sustainability. This 
trend is in line with international research 
showing that younger generations, in addition 
to generations X, Y, are also more receptive 
to environmental issues and committed to 
sustainability.

The results also indicate that women are 
more likely to be environmentally conscious, 
especially when making purchasing decisions, 
which is confirmed by other international 
research (ZURAIDAH et al., 2012; ZABKAR 
and HOSTA, 2013; KAWGAN-KAGAN, 
2020; LUKÁCS et al., 2023). This finding is 
consistent with previous studies that show that 
women make ethical and sustainable decisions 
more often and are more likely to choose 
environmentally friendly products.

An important finding of this research is that 
although Generation Z is generally committed 
to sustainability, as confirmed by other 
research (MANUCOM et al., 2023; DIETERLE 
et al., 2023; PRAMESWARI and SUYANTO, 
2023), there seem to be still challenges in 
wider adoption of environmentally conscious 
products. Several of the respondents 
indicated that sustainable products are often 
more expensive, which is a barrier to their 
purchasing decisions. This highlights the key 
factor in sustainable product development and 
market uptake, which is the development of a 
competitive price.

The concept of the sustainable soft drink 
product developed in this research meets 
the environmental attitudes and preferences 
of Generation Z. The attention-grabbing 
packaging is a way to attract their interest, 
which has been proven by national researchers 
(SZILÁGYI et al., 2022). The metal can solution 
not only aims at waste reduction, but also offers 
a practical and trendy product that can appeal 
to the younger generation. However, it is 
important to note that in order to successfully 
introduce the product, companies need to take 
into account the price sensitivity of consumers 
and ensure that the product is affordable for 
the target group.

The data also showed that Generation 
Z places a high priority on corporate social 
responsibility (CSR) and the credibility of 
sustainability communication, which has been 
confirmed by other research (PELIKÁNOVÁ 
and MacGREGOR, 2020; SAWICKA and 
MARCINKOWSKA, 2023). Young consumers 
expect companies to communicate their 
environmental efforts transparently and 
consistently, and to avoid greenwashing, i.e. 
practices that appear environmentally friendly 
but are not sustainable. This suggests that, in 
addition to developing sustainable products, 
companies should pay particular attention to 
credible and ethical communication and green 
marketing (McEACHERN and CARRIGAN, 
2012).
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The results of the research show that there 
is a growing demand for sustainable products 
among Generation Z, and that environmentally 
conscious product development can be 
successful in the long term if products match 
the values and financial means of young 
consumers. There is also a gradual shift 
towards sustainability among generations X 
and Y, indicating that sustainability strategies 
can be relevant not only for young people but 
also for the wider consumer population.

6. Research Limitations

Although the research has provided valuable 
insights into the environmental purchasing 
habits of Generation Z, there are some 
limitations that need to be taken into account. 
Firstly, the sample size and composition may 
limit the generalisability of the results, as 
the majority of respondents were university 
students in Hungary, which may not reflect 
the full spectrum of Generation Z on a global 
level. In addition, the study used a self-report 
questionnaire, which could potentially affect 
the results due to the willingness to conform 
to social expectations. Finally, although 
the research explored the environmental 
awareness and attitudes towards sustainability 
of Generation Z, it did not explore in depth 
the external factors influencing individual 
behaviour, such as the economic situation or 
market supply. These limitations suggest that 
further research is needed to gain a deeper 
understanding of the issue and to confirm the 
results.

7. Summary

This research examined the environmental 
purchasing habits and preferences of 
Generation Z, with a focus on the concept 
of a sustainable soft drink product. Our 
results showed that members of Generation 
Z are highly receptive to sustainability and 
environmentally conscious behaviour. This 
generation actively seeks products that are in 
line with their environmental values, especially 
among women, who are more committed to 

sustainable purchasing decisions.
The concept of a sustainable soft drink 

product that includes an environmentally 
friendly packaging solution, the metal bottle, 
fits well with Generation Z preferences. The 
research shows that this type of product can be 
successful in the market if it is competitively 
priced and supported by credible, transparent 
communication.

In addition, the research has shown that 
Generation Z is not only concerned about 
sustainability, but also about corporate social 
responsibility and ethical behaviour when 
making purchasing decisions. The results 
underline the need for companies to take 
these values into account in future product 
development and marketing strategies in order 
to remain competitive in the market in the long 
term.

In conclusion, the environmental awareness 
of Generation Z creates new opportunities 
for the development of sustainable products 
and the integration of environmental values 
into corporate strategies is of growing 
importance not only for Generation Z but 
also for other consumer groups. Commitment 
to sustainability will therefore become a key 
factor in the future success of companies.

Protecting the environment is everyone's 
responsibility, reducing the amount of 
packaging materials used in the production 
of products, and giving preference to 
reusable bottles to stop immense plastic 
pollution. The research also confirms that all 
generations are making the choice to protect 
the environment by conscious shopping, using 
environmental friendly degradable packaging 
or buying refillable products. At the same time, 
government and environmental regulations 
have already changes and will continue to 
significantly change the way businesses use 
packaging materials.

People who have a deeper understanding 
of sustainability make more informed and 
responsible choices when shopping, which 
contributes to protecting the environment 
and building a more sustainable future. For 
this reason, it is of paramount importance 
that the education of Generation Z focuses 
on sustainability education. Sustainability 
education materials integrated into education 
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not only help raise awareness of environmental 
issues, but also create opportunities for 
young people to learn to become responsible 
consumers who support sustainable 
development through their purchases.

List of abbreviations and  
interpretations

Generation Z: includes those born between 
1997 and 2012
Generation X: includes those born between 
1965 and 1980
Generation Y: includes those born between 
1981 and 1996
4P: The component of the marketing mix, 
derived from the initials of the English terms 
product, price, place, promotion. The word 
'product' stands for the product itself, the word 
'price' for the price and pricing of the product, 
the word 'place' for the place of sale and the 
word 'promotion' for the sales promotion.
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