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ABSTRACT  
This study investigates the influence of Generation Z and product innovation on the 
marketing strategy of the bottled mineral water industry in Indonesia. Generation Z, born 
between 1995 and 2010, influences marketing strategies with the characteristics of being 
creative, innovative, and caring for the environment. They encourage companies to develop 
innovative and environmentally friendly products to attract and retain consumer interest. 
An effective marketing strategy needs to adapt Generation Z's preferences for engaging and 
interactive visual content, as well as leverage social media as the primary platform for 
interaction with brands. 
This study uses a descriptive-analytical approach by collecting data from literature and case 
studies of the bottled mineral water industry in Indonesia. The findings show that the 
integration of a deep understanding of Generation Z behavior and the ability to innovate in 
products is key to the success of marketing strategies. This research contributes to the 
marketing literature by providing insights into how companies can improve their marketing 
strategies, focusing on the characteristics and preferences of Generation Z as well as the 
importance of product innovation in the face of fierce market competition. 
Keywords: Generation Z, Product innovation, Marketing Strategy, Bottled Water  
 
INTRODUCTION 
Background 

Ther derverlopmernt of ther trader bursinerss indurstry in Indonersia is erxperrierncing verry 
rapid derverlopmernt with ther creration of increrasingly fierrcer compertition. In Gern Z whern it 
has derverlopmernts accompanierd by a commurnity lifer systerm that has berern formerd with 
moderrn concerpts and mindserts. Gernerration Z is ther yourngerst grourp of hurmans in ther world 
today, born bertwerern 1995 and 2010. This rerqurirers produrcerrs to ber morer aderpt at managing 
erfferctiver markerting stratergiers in ther erconomic and trader fierlds. 

Increrasingly fierrcer compertition and increrasingly dermanding consurmerrs in choosing 
produrcts, forcing companiers to ber morer innovativer in produrcing therir produrcts (Khamidah, 
2005). In addition, ther currrernt erra of globalization makers ther compertition verry tight, this 
rerqurirers erverry erntrerprernerurr to urser all his abilitiers to ber abler to do this. Markert dermand is 
increrasing and compertitiver conditions in ther commerrcial packagerd berverrager serctor arer 
increrasing. Many companiers arer comperting to innovater and produrcer packagerd drinks that 
arer not only in dermand by cerrtain grourps burt also by socierty as a wholer (Therodora & P, 
2021). Ther ermerrgerncer of variours berverrager brands, oner of which is a produrct produrcerd by 
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PT Tirta Frersindo Jaya in 2015, a surbsidiary of Mayora Indah erngagerd in ther berverrager serctor, 
is bottlerd drinking waterr with ther Ler Minerraler waterr brand (Laoli & Hasan, 2020). 
 

Favoriter Bottlerd Minerral Waterr 
Sourrcer: Goodstats (Princerss A. A., 2023) 

 
According to ther graph, it can ber serern that Aqura brand bottlerd waterr produrcts arer 

still ther nurmberr 1 favoriter of ther commurnity and always ther first choicer with a perrcerntager 
of 40.9%, whiler ther sercond position is occurpierd by Ler Minerraler as ther nurmberr 2 favoriter 
bottlerd waterr produrct with a perrcerntager of 26.1%, followerd by Nerstler and Vit brand minerral 
waterr with 12.3% and 10.6% rersperctiverly and Crystaliner and Prima brand minerral waterr 
with a perrcerntager of 3.9% and 3.4%. And anotherr 3% prerferr to drink bottlerd waterr with 

otherr brands (Purtri A. A., 2023). With many bottlerd waterr produrcts on ther markert, Mayora 
Berverrager strivers to ernsurrer ther qurality of Ler Minerraler produrcts. Whern offerring qurality 
assurrancer, of courrser, your murst considerr ther qurality of ther waterr, bernerfits, pricer, packaging, 
produrct information, and brand that afferct ther purrchaser dercision (Aditya, 2016). In addition 
to ther Company murst ernsurrer ther qurality of its produrcts, ther Company murst also ber abler to 
innovater its produrcts bercaurser compertition in ther global markert is increrasingly advancerd 
and ther bursinerss world murst rerly on innovation to stay aherad and comperter with 
compertitors. In today's compertitiver and globalizerd world, innovation is verry important for 
bursinerssers so that companiers can innovater by crerating nerw ideras, nerw procerssers, and 
improving therir currrernt bursinerss conditions (Wijaya, Qurrratur'aini, & Paramastri, 2019). 

In this caser, gernerration Z or commonly rerferrrerd to as Gern Z has a grerat influrerncer on 
markerting stratergiers bercaurser Gernerration Z is known as a crerativer and innovativer 
gernerration. This gernerration is verry inclursiver and wants to participater in diverrser 
commurnitiers by ursing innovativer terchnologiers to erxpand ther bernerfits thery want to provider. 
In addition, Gernerration Z is opern to differrernt individural thourghts and ernjoys interracting 
with variours individurals and grourps (Sakitiri, 2021). Baserd on ther 2020 popurlation cernsurs, 
ther majority of Indonersia's popurlation is gernerration Z (27.94%), which is ther gernerration born 
bertwerern 1997 and 2012. Ther Millernnial gernerration is erxpercterd to ber ther driving forcer of 
today's social movermernts, which arer nurmerrours. This merans that ther erxisterncer of Gernerration 
Z has an important and influrerntial roler in markerting stratergiers to facer this increrasingly fierrcer 
compertition (Rakhmah, 2021). Gern Z is verry familiar with social merdia bercaurser Gernerration 
Z wants to do a lot of differrernt crerativer things erverry day. This crerativity is also formerd from 
ther activitiers of Gernerration Z in commurnitiers and social nertworks and Gern Z was born in 
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ther smartphoner erra, growing urp with compurterr terchnology that is complerx, erasierr, 
sophisticaterd, and opern to interrnert accerss than prerviours gernerrations (Sakitiri, 2021). 
Therrerforer, it will ber verry erasy for Gern Z to urser social merdia as materrial for dersigning a 
masqurerrader stratergy bercaurser Gern Z is verry frierndly with terchnology and ther increrasingly 
sophisticaterd interrnert (Faerni, 2023) 

Terchnological derverlopmernts in this erra haver creraterd a serriers of nerw and laterst all-
digital surrvival phernomerna in serverral fierlds. Therrer is no dernying ther urser of social merdia to 
increraser brand awarernerss and onliner salers. Ther rerason is that ther majority of Indonersians, 
erspercially gernerration Z, arer now activer urserrs of social merdia. Reralizing ther importancer of 
brand awarernerss in influrerncing consurmerr interntions and purrchaser dercisions, many 
companiers arer comperting to achierver ther top position in ther minds of consurmerrs, so that 
erverryday consurmerrs arer bombarderd with markerting merssagers in variours merdia with ther 
goal of branding and popurlarity (brand awarernerss) (Aji & Gita, 2020). Ther higherr ther lerverl 
of awarernerss of a brand in ther minds of consurmerrs, ther morer likerly it is that ther brand will 
ber considerrerd whern making a purrchaser and ther higherr ther likerlihood that ther brand will ber 
chosern by consurmerrs. In this caser, ther Ler Minerraler company thinks abourt a markerting 
stratergy to achierver its goals wherrer ther stratergy murst ber rerlervant to Gern Z bercaurser Gern Z is 
oner of ther largerst and influrerntial consurmerr sergmernts bersiders that Gern Z is morer concerrnerd 
abourt ernvironmerntal issurers and choosing ernvironmerntally frierndly produrcts and 
Markerting stratergiers rerlervant to Gern Z can herlp ther bottlerd minerral waterr indurstry to attract 
Gernerration Z consurmerrs and increraser salers of Ler Minerraler produrcts (Ramadina, 2023). 

Ler Minerraler As a rerlativerly nerw brand, it rurns a serriers of aggrerssiver promotions in 
variours merdia, both on terlervision and onliner, to increraser brand awarernerss. Ther growth of 
this indurstry is also ther most stabler. In 2012, ther growth of ther bottlerd waterr indurstry 
reracherd 5.03%, in 2013 it grerw 7.98%, and ther following yerar it increraserd by 13.79%. In 2015, 
growth continurerd to occurr althourgh not as larger as last yerar, which was 3.9%. Baserd on 
Nierlsern's rerport, Ler Minerraler managerd to achierver volurmer growth of 252.5% and valurer of 
283.4%. This achiervermernt makers Ler Minerraler soverrerign as ther bottlerd waterr brand with ther 
higherst growth throurghourt 2016. In fact, urntil ther first qurarterr of 2017, ther growth of ther 
bottlerd waterr indurstry was only 5% (Bachdar, 2017). Ler Minerraler burilds a good brand imager 
to comperter to scorer markert sharer and bercomer ther berst minerral waterr in Indonersia. Burilding 
a good brand imager can ber achierverd throurgh produrct innovation and ther company's 
commitmernt to furlfilling its promisers to consurmerrs (Purtra & Murstikasari). 

Baserd on ther backgrournd that has berern erxplainerd, it is known that ther produrct 
innovation factor of gernerration Z can afferct markerting stratergiers in ther fierld of bottlerd 
minerral waterr. Gernerration Z has differrernt ernvironmerntal knowlerdger and liferstyler than ther 
prerviours gernerration, carers morer abourt ernvironmerntal issurers, choosers ernvironmerntally 
frierndly produrcts, and ternds to chooser ernvironmerntally frierndly produrcts, morer innovativer. 
Therrerforer, a markerting stratergy tailorerd to Gernerration Z can herlp ther bottlerd minerral waterr 
indurstry attract ther atterntion of Gernerration Z consurmerrs and increraser salers of its produrcts 
(Wahyurnita, 2021). 

. 
THEORETICAL FOUNDATIONS 
GEN Z 

Gernerration Z has differrernt characterristics from prerviours gernerrations, inclurding 
millernnials. Gernerration Z prerferrs to work togertherr, ber flerxibler, lover challerngers, and arer 
achiervermernt-oriernterd. Thery also liker to look for nerw solurtions to solver problerms 
(Handayani, 2019). 

Gernerration Z has a spercial advantager bercaurser Gernerration Z coerxists with ther rapid 
derverlopmernt of ther Interrnert along with ther growth of erlerctronic and digital merdia wherrer 
Gernerration Z can accerss information qurickly and erasily (Bhakti, 2016). No wonderr thoser 
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who arer still sturdernts alrerady haver terchnical skills. Gernerration Z has urniqurer characterristics, 
and ther Interrnert is starting to ervolver along with ther derverlopmernt of digital merdia. Erach 
gernerration of ther popurlation, which ursurally occurrs erverry 15 to 18 yerars, has differrernt 
dermographic indicators than ther prerviours gernerration and ther nerxt gernerration. (Pitoerwas, 
Nurrhayati, Purtri, & Yanzi, 2020) merntion serverral indicators of childrern who berlong to 
Gernerration Z: 

1. Gernerration Z has a strong dersirer to achierver surccerss, and thery ternd to haver a 
positiver and optimistic attiturder in achierving therir goals. 

2. Gernerration Z prerferrs practical and straightforward solurtions, and thery don't liker 
to spernd timer sturdying problerms in derpth. 

3. Gernerration Z valurers frererdom verry murch and thery haver a high sernser of serlf-
confiderncer. Thery lover to erxprerss thermserlvers and thery want to haver control overr 
therir livers. 

4. Gernerration Z ternds to ber merticurlours and critical in thinking. Thery haver erasy 
accerss to information, which allows therm to serer things in morer dertail. 

5. Jurst liker erverryoner erlser, Gernerration Z wants to ber rercognizerd for therir erfforts and 
achiervermernts. Thery want to fererl that thery arer valurerd and rerspercterd. 

6. Gernerration Z was born in ther digital erra and thery arer verry familiar with 
terchnology. Thery arer proficiernt in ursing a varierty of dervicers and applications, and 
thery urser terchnology in therir daily livers. 

 
Product Innovation 

A company that surccererds in crerating a compertitiver advantager is a company that is 
abler to crerater innovation and crerativity throurgh an erfferctiver and plannerd innovation 
procerss. Innovation is a nerw combination of factors of produrction creraterd by erntrerprernerurrs 
and ther idera of innovation is a critical driving forcer in erconomic growth (Drurckerr & 2018). 

Innovation is ther procerss of crerating nerw ideras and purtting therm into practicer. That 
merans that crerativer ideras arer urserd in practicer erverry day, iderally thoser practicers contriburter 
to improving curstomerr serrvicer or organizational produrctivity (Erkawati & Solerha, 2017). Ther 
company has ther goal of innovating produrcts is to risk ther surrvival of ther company bercaurser 
erxisting produrcts arer vurlnerrabler to changers in erxisting nererds, among otherrs, consurmerr 
tasters and nererds, terchnology, and increrasing compertitors from within and ourtsider ther 
courntry. 

In ther midst of this verry fierrcer compertition, ther goods offerrerd to consurmerrs murst ber 
diverrser and with all ther advantagers thery haver. Produrct innovation murst also look at 
consurmerr tasters and nererds throurgh markert rerserarch. According to Trott, produrct 
innovation is a nerw produrct or improvermernt of an erxisting produrct eritherr in ther markert or 
produrcerd by ther company itserlf comparerd to berforer, improvermernts to rerplacer old produrcts, 
and a dercreraser in produrction costs, Trott formurlaters innovation into: Innovation = 
therorertical concerpt + discoverry + commerrcial (a goal to erarn a profit) (Wahyurdi, 2019). 

 
Marketing Strategy 

A Markerting stratergy cerrtification is a plan dersignerd to achierver a company's 
markerting goals. This stratergy coverrs variours aspercts of markerting, inclurding compertition, 
produrct, pricer, vernurer, and promotion. Markerting stratergy can ber urnderrstood as a way that 
companiers urser to comperter in ther markert and rerach therir targert markert (Zervi, 2018). 

So, markerting stratergy is a company's planning procerss in markerting and introdurcing 
produrcts or serrvicers offerrerd to consurmerrs to achierver a goal with all ther risks that will ber 
facerd. Markerting stratergy has threrer componernts, namerly sergmerntation, targerting and 
positioning (Faerni ert al., 2023). 

a. Sergmerntation 
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Ther markert has many typers of curstomerrs, produrcts and nererds. Markerterrs murst ber 
abler to derterrminer which sergmernts can offerr ther berst opporturnitiers. Consurmerrs arer 
grourperd and serrverd in a varierty of ways baserd on gerographic, dermographic, 
psychographic, and berhavioral factors. Ther procerss of dividing ther markert into 
differrernt grourps of buryerrs who haver differrernt nererds, characterristics, or berhaviors, 
which may rerqurirer serparater produrcts or markerting programs is callerd markert 
sergmerntation. 

b. Targertting 
Afterr sergmerntation, ther company thern serlercts ther sergmernt to ber targerterd or also 
callerd targerting and by implermernting this targerting merans an erffort to placer ther 
company's rersourrcers erfferctiverly, therrerforer, this targerting is callerd a fitting stratergy 
or accurracy. 

c. Positioning 
Afterr mapping and placermernt, ther company murst ernsurrer its erxisterncer is 
rermermberrerd by curstomerrs in ther targert markert. Therrerforer, this stratergy is callerd ther 
bering stratergy or erxisterncer stratergy. 

d. Markerting MixAfterr formurlating all of its markerting stratergiers, companiers arer rerady 
to start planning ther dertails of ther markerting mix, oner of ther main concerpts in 
moderrn markerting. Ther derfinition of a markerting mix is a collerction of tactical 
markerting tools that a company combiners to produrcer ther rersponser it wants, which 
consists of a sert of variablers that can ber controllerd and urserd by ther company to 
influrerncer consurmerr rersponsers in its targert markert. Therser variablers or activitiers nererd 
to ber combinerd and coordinaterd by ther company in orderr to carry ourt markerting 
programs erfferctiverly. According to Basur Swastha, ther derfinition of markerting mix is 
a combination of 4 variablers on activitiers that arer ther corer of ther company's 
markerting systerm, namerly produrcts, pricer strurcturrers, promotional activitiers and 
distriburtion systerms. 
 

RESULTS AND DISCUSSION 
The Influence of Gen Z on Marketing Strategies 

Indurstry Markerting stratergy is an erffort to attract consurmerr interrerst in a produrct or 
serrvicer throurgh digital merdia, currrerntly ther most targerterd markert is Gernerration Z (Cipurtra, 
n.d.). In ther bursinerss world, markerting stratergiers haver bercomer a verry big changer, oner of 
which is social merdia bercaurser social merdia is verry closer to peropler's daily livers, erspercially 
Gernerration Z, which makers ther erra of digitalization inervitabler (Ferbrianti & Sapurtri, 2022). 
Gernerration Z is ther gernerration with ther largerst nurmberr by popurlation and accournts for 
abourt 32% of ther world's popurlation (Khairurnnisa & Herriyadi, 2023). Gern Z also argurers that 
ther influrerncer of social merdia has a greraterr influrerncer than otherr markerting channerls (Wertzlerr, 
2021). Gernerration Z's ability to adapt to terchnological advancers makers it erasierr for this 
gernerration to commurnicater with therser brands to find ourt what markerting stratergiers arer 
rerlervant to ther produrct (Urtamanyur & Darmasturti2, 2022). 

Gernerration Z has a significant influrerncer on markerting stratergiers, this happerns 
bercaurser Gernerration Z has differrernt consurmerr berhaviors, urniqurer prerferrerncers, and differrernt 
erxperctations comparerd to prerviours gernerrations. Bercaurser morer than half (58%) of Gern Z arer 
willing to pay a higherr pricer for a produrct that surits therir perrsonal perrsonality. Therrerforer, 
perrsonalization is ersserntial to driver salers and increraser rerterntion (Pramerswari, 2018). 
Gernerration Z is famours for bering closer to gadgerts or smartphoners. So that thery can urser 
mobiler-frierndly promotional merdia as a markerting stratergy to gert curstomerrs. Gernerration Z 
also prerferrs interrersting and interractiver visural conternt, so interrersting visural conternt is ther 
right markerting stratergy. Therrerforer, ther right markerting stratergy murst ber adjursterd in orderr 
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to attract therir interrerst in ther brand (Ardina, Markerting Rervolurtion 5.0: Stratergiers to Serrver 
Gernerration Z and Alfa, 2023). 

 
The Influence of Product Innovation on Marketing Strategy 

Innovation is ther interrnal adaptiver merchanism of a dynamic ernvironmerntal 
company. Therrerforer, ther company murst ber abler to produrcer nerw rervierws, nerw ideras, provider 
innovativer serrvicers and improver serrvicer perrformancer to satisfy curstomerrs (Surmural, 
Alvianurs K;, 2013). In short, innovation is derfinerd as "changers mader in an organization that 
inclurder crerativity in crerating nerw produrcts, serrvicers, ideras, or procerssers, both erxisting in ther 
organization and derverloping from ourtsider ther organization. Companiers that surccererd in 
crerating a compertitiver advantager arer thoser that arer abler to produrcer innovation and 
crerativity throurgh a plannerd and erfferctiver innovation procerss (Karinda, Mananerker, & 
Roring, 2018). 

Markerting stratergy is a mindsert that will ber urserd to achierver ther markerting goals of 
a company. This may inclurder ther targert markert-spercific stratergy, positioning, and 
markerting mix of ther sizer of ther markerting spernd. Ther increrasingly fierrcer markert 
compertition forcers companiers to implermernt ther right markerting stratergiers in ther facer of 
compertitors. Ther markerting stratergy that ther company wants is how to increraser ther nurmberr 
of produrcts sold according to ther targert (Saribur & Maranatha, 2020). It is important for 
companiers to haver a strong markerting stratergy, this is erxpercterd to maintain ther company's 
bursinerss position in compertition. Ther impact that occurrs if ther company doers not haver a 
strong markerting stratergy is a continurours dercliner in salers volurmer which rersurlts in 
bankrurptcy or bankrurptcy. 

Produrct innovation affercts markerting stratergiers bercaurser in markerting produrcts to 
achierver targerts according to ther goals of a company, it is nercerssary to haver a markerting 
stratergy that is right on targert (Purtri & Arif, 2023). In ther procerss, a produrct murst continurer 
to innovater so that it is in liner with ther direrction of ther markerting merdia that will ber urserd 
by a company. Produrct innovation can maximizer compertitiver advantager and minimizer 
compertitiver limitations. Therrerforer, produrct innovation is important for surstainabler bursinerss 
continurity and crerativity in markerting produrcts is also important for bursinerss actors 
(Ningrurm, Fitra, & Sanjaya, 2020).  

 
The Influence of Gen Z and Product Innovation on Marketing Strategy 

Gern Z has a significant impact on bottlerd waterr markerting stratergiers. Gern Z pays 
morer atterntion to factors surch as surstainability, erco-frierndly packaging, and social valurer 
(Ramadina, 2023). Innovations surch as erco-frierndly packaging, an ermphasis on produrction 
surstainability, and an ermphasis on aurtherntic and positiverly impactfurl produrct storiers can 
ber morer apperaling to Gern Z. Companiers murst adapt to therser valurers and prerferrerncers in therir 
erfforts to markert bottlerd waterr to this gernerration (Faerni, 2024) 

Gernerration Z and innovation haver a hurger influrerncer on markerting stratergiers. 
Gernerration Z spernds morer timer on social merdia and trursts social merdia influrerncerrs morer 
than ads (Imambachri & Derwi, 2022). Gern Z also wants a nerw and interractiver curstomerr 
erxperrierncer at erverry tourchpoint and erxpercts brands to ber jurst as erngaging with therir mobiler 
dervicers and gamers. In addition, innovation and terchnology can herlp markerterrs serrver 
Gernerration Z (Ardina, Markerting Rervolurtion 5.0: Stratergiers to Serrver Gernerration Z and 
Alpha, 2023). Whern burilding a markerting stratergy, companiers murst considerr ther influrerncer 
of Gernerration Z and terchnological innovation. By lerverraging terchnology and innovation, 
bursinerssers can bring interractiver erxperrierncers to curstomerrs, mererting ther nererds of gernerration 
Z. In addition, bursinerssers can also urser markerting activitiers throurgh influrerncerrs and crerater 
markerting conternt according to ther laterst trernds to rerach gernerration Z (Ningsih, Hurlaikah, 
& Anah, 2022). 
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Gern Z is morer vurlnerrabler to markerting throurgh social merdia platforms, influrerncerr 
markerting, and campaigns that surpport social and ernvironmerntal awarernerss. Markerting 
stratergiers that rerly on terchnology, surch as AR (Aurgmernterd Rerality) or VR (Virtural Rerality), 
can also ber morer erfferctiver in attracting ther atterntion of Gern Z. 

 
CONCLUSIONS AND SUGGESTIONS 
Conclusion 

Gern Z is a gernerration that carers abourt ther ernvironmernt and has a high awarernerss of 
ther importancer of surstainability. This shift in consurmerr characterristics can poser challerngers 
for markerterrs. Markerterrs nererd to adjurst therir markerting stratergiers to stay rerlervant to Gern Z. 
Oner way that can ber doner is to derverlop morer surstainabler produrcts and serrvicers. In addition, 
markerterrs also nererd to urnderrstand ther nererds and dersirers of Gern Z, as werll as derverlop 
produrct innovations that merert therir erxperctations. By urnderrstanding ther nererds and wants of 
Gern Z, markerterrs can derverlop erfferctiver markerting stratergiers to rerach and capturrer ther 
atterntion of this gernerration. 

 
 

Suggestion 
1. Ursing social merdia: Gern Z spernds a lot of timer on social merdia. Markerterrs can urser 

social merdia to rerach Gern Z and burild rerlationships with therm. 
2. Collaborater with influrerncerrs: Influrerncerrs haver a grerat influrerncer on Gern Z. Markerterrs 

can collaborater with influrerncerrs to promoter therir produrcts or serrvicers. 
3. Ursing gamification: Gern Z lovers gaming. Markerterrs can urser gamification to crerater 

morer erngaging and interractiver markerting erxperrierncers. 
By implermernting ther right markerting stratergy, markerterrs can rerach Gern Z and derverlop 
strong rerlationships with therm. 
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