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How do perceptions of 
information usefulness and green 
trust influence intentions toward 
eco-friendly purchases in a social 
media context?
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Drawing upon the stimulus-organism-response framework and incorporating 
green trust and perceptions of information usefulness, we formulated a model 
to explore how marketing on social media impacts consumers’ intentions 
towards eco-friendly purchases, using eastern Chinese cities as a case study. 
The findings indicate that: (1) marketing on social media significantly boosts 
intentions for eco-friendly purchases, and green trust positively affects the 
perceptions of information usefulness. (2) Green trust and perceptions of 
information usefulness jointly act as mediators between social media marketing 
and eco-friendly purchase intentions, with green trust exhibiting a stronger 
effect (0.306  >  0.122). The multi-group analysis findings indicate significant 
disparities in several potential pathways as a result of moderating factors such 
as educational attainment, etc. The benefits are especially apparent in women, 
people with middle to high incomes, people with intermediate to high levels of 
education, and people who engage with social media for over three hours per 
day. Through the effect analysis between marketing on social media, green trust, 
and perceptions of information usefulness on consumers’ intentions towards 
eco-friendly purchases, this study offers insights to social media platforms, 
businesses, and policymakers, enabling them to enhance strategies for fostering 
eco-friendly consumer behavior through social media channels.
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1 Introduction

With pollution and climate change becoming the concerns of global society, people are 
increasingly interested in green products (Zhang et al., 2018). Due to social media’s influence 
on consumers’ purchasing behavior, utilizing social media for marketing products or services 
has grown tremendously in recent years (Park et al., 2021). To foster sustainable consumption 
behavior, it is crucial to scrutinize consumers’ inclinations to purchase eco-friendly products 
while using social media.

According to Sun et al. (2018), the eco-friendly product itself and its production process 
are resource-saving, safe and recyclable. Consumers’ willingness to make eco-friendly 
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efforts can also be defined as their tendency to buy eco-friendly 
products, according to Gao et  al. (2016). For how to promote 
consumers’ green purchasing behavior and willingness, scholars’ 
research is mainly carried out from two aspects: internal 
characteristics and external situational factors of consumers. The 
intrinsic idiosyncratic factors affecting green purchases include 
demographic factors (Lee, 2009) and psychological variables such 
as environmental values, environmental knowledge, environmental 
responsibility, environmental attitude, environmental concern, 
perceived behavioral effectiveness, consumer innovation, and 
lifestyle (Wang et  al., 2010; Lao, 2013; Sheng et  al., 2017). The 
external situational factors that affect consumers’ green purchases 
include product price, convenience of use, availability of 
information, social norms, etc. These factors affect consumers’ 
willingness to buy green by putting pressure on them or limiting 
their ability to purchase (Della Lucia et al., 2007; Wang and Wang, 
2011). However, current research indicates the necessity for a more 
comprehensive comprehension of potential consumers’ intentions 
to obtain eco-friendly products via social media to further progress 
in this domain.

As a media with a wide audience, according to Huang (2016), 
social media provides users with more possibilities to spread and 
obtain information, which is vital to promoting individuals’ 
willingness and attitude to buy eco-friendly products. Therefore, social 
media platforms have been utilized by more corporations to promote 
products and develop new users (Sun and Wang, 2020), which is 
called marketing on social media. The related literature of marketing 
on social media has analyzed it in different contexts. Taking Sun et al. 
(2022) as an example, the effect of marketing on social media on the 
attitude and purchasing behavior about eco-friendly products was 
analyzed in the post-epidemic era. Different from previous studies, 
we aim to further analyze how perceptions of information usefulness 
and green trust influence eco-friendly purchase intention in the social 
media context. Firstly, as Holdack et  al. (2022) stated, perceived 
information is a vital factor that affect individual’ shopping decisions 
in virtual reality. The existing literature (e.g., Alalwan, 2018) supports 
that information perception is the reason for determining the effective 
completion of individuals’ buying targets and offering guarantees for 
them. Secondly, as Lewandowska et al. (2017) mentioned in their 
study, consumer trust and engagement are important for green 
marketing as a sustainable marketing strategy, mainly because the 
crisis of trust is a major issue in green marketing, which is manifested 
in a lack of trust during the process of ecological information 
dissemination (Lemke and Luzio, 2014) as well as individuals’ own 
greenwashing experiences (Du, 2015). It has been verified in related 
literature about green marketing that green trust has an impact on 
eco-friendly behavior. However, the empirical results were not enough 
to demonstrate whether it is perception of information usefulness that 
has an impact on green trust or vice versa, and the direction of the 
correlation between the two is not clear. Some literature, for example, 
the process leading to forming eco-friendly behavior was described by 
Trivedi et al. (2018), which includes the effect of media and individuals’ 
attitudes towards eco-friendly wrapping, coupled with the efficiency 
of ecological concern and consumer perception. These studies on 
social media and eco-friendly purchase intention or decision have not 
comprehensively considered the influence mechanism of intentions 
towards eco-friendly purchasing in the effect of perceptions of 
information usefulness and green trust in eastern China and the 

comparative analysis of different demographic variables and social 
media use time among different groups.

Overall, a theoretical model was put forward derived from the 
Stimulus-Organism-Response (SOR) model and the Technology 
Acceptance Model (TAM). SOR is utilized for understanding the 
relationship between people’s received stimulus (S) and their internal 
evaluation (O) and response (R). This framework has been used in 
advertising (Olney et al., 1991). It is believed that stimuli, or outside 
influences, affect the internal state of individuals, or organisms, which 
then influence the attitude and behavior of individuals or reactions. 
Stimulation can have positive or negative effects. Individuals’ 
emotional and cognitive responses describe internal processes (Chan 
et al., 2017). As Alalwan (2018) and Kang et al. (2020) verified in their 
study the perceptions of information usefulness reflect one’s favorable 
judgment on advertising, reduce invasiveness, and encourage 
favorable marketing outcomes. Therefore, it can be  preliminarily 
assumed that consumers’ green trust and perceptions of information 
usefulness will influence marketing on social media and eco-friendly 
purchase intentions.

This study seeks to investigate the following issues: (1) What is the 
arrow of the relationship between perceptions of information 
usefulness and green trust? Do they all play the role of intermediary 
variables in the model, and if so, which one plays a greater role? (2) 
What is the correlation between the variables proposed in the SOR 
model and eco-friendly purchase intention? The innovations and 
contributions of this study are: (1) This study explores the complex 
processes by which marketing on social media influences intentions 
toward eco-friendly purchases in the social media context, and it is 
based on the SOR theory and TAM. It contributes to the SOR theory 
by highlighting the essential functions that perceptions of information 
usefulness and green trust play as important antecedent factors. (2) 
The mechanisms of the effects of marketing social media on intentions 
towards eco-friendly purchases have expanded with the addition of 
green trust and perceptions of information usefulness as chain 
mediating variables. This has also given rise to a fresh viewpoint for 
explaining the discrepancies in previous research. In addition, the 
direction and effect values of the correlation between perceptions of 
information usefulness and green trust are clarified.

The other parts of this study are structured as follows: a related 
literature review is conducted and research hypotheses focusing on 
the components of the SOR model and inter-variable relationships are 
established in Section 2. Sample collection, research methods, and 
process are shown in Section 3. In Section 4, numerical research 
findings are presented. Section 5 provides a conclusion and discussion. 
Lastly, Section 6 summarizes the limitations and further directions.

2 Literature review and research 
hypothesis

2.1 SOR theory

The SOR model originally came from the discipline of 
environmental psychology, which was used to clarify that the effect of 
the environment on human behavior was produced by human 
psychology. The model was put forward by Mehrabian and Russell in 
1974. It indicates that the environment is a stimulating factor that 
affects individuals, and these stimulating elements are described as 
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attributes that can influence the perceptions of individuals (Su and 
Swanson, 2017). These stimulating factors (S) will lead to changes in 
consumers’ cognitive or emotional state (O). This kind of change 
mainly refers to the conscious or unconscious psychological state of 
the body after being stimulated. In essence, it is an internal state of the 
individual composed of “perception, physiology, feeling, and thinking 
activities” (Bagozzi, 1986), and the cognitive organism further affects 
the behavior of consumers after receiving stimulation (R).

In previous studies, the SOR model was often used to study 
consumer behavior. For example, trust was regarded as an inner 
condition parameter and the connection involving electronic services 
and intended actions (Gupta et al., 2019). Marketing on social media 
can serve as an external stimulus, and the stimulus factors are related 
to the info about eco-friendly products, such as energy-saving 
certification. Organism refers to the internal characteristic factors of 
individuals, including cognitive factors and emotional factors 
(Bagozzi, 1986). As an external stimulus, marketing on social media 
will trigger individual psychological and physiological changes in 
consumers’ cognition and emotions. Cognitive changes include all 
changes related to information acquisition, processing, retention, and 
retrieval by consumers. Emotional changes reflect the excitement and 
pleasure of individuals under external stimuli. In this study, this 
emotional response is the emotion and feeling aroused by marketing 
on social media. Response refers to the consumer’s behavioral 
response, such as the purchase intention (Batra and Ray, 1986). 
Consumers may have some kind of purchasing behavior after 
complicated physiological and psychological reactions. In the SOR 
framework, green trust and perceptions of information usefulness 
have been accepted by some scholars as internal state variables of the 
organism (e.g., Ahmad and Zhang, 2020; Zafar et al., 2023). Therefore, 
in this study, green trust and perceptions of information usefulness 
can be selected as the internal evaluation variables of consumers in the 
SOR framework. Applying the SOR model, marketing on social media 
(S) stimulates consumers’ green trust in green products and their 
internal evaluation of perceptions of information usefulness (O), 
ultimately producing the buying inclination of individuals (R).

2.2 Marketing on social media and 
eco-friendly purchase intention

As Steinhoff et al. (2019) stated, marketing on social media uses 
the operation mode of online relationships. Alam et  al. (2023) 
analyzed through an experimental survey whether social media affects 
individuals’ eco-friendly buying intentions and the conclusions 
indicated that social media is crucial in shaping behavioral choices 
such as intentions as consumers make decisions. The importance of 
marketers using e-marketing strategies to disseminate details 
regarding environmentally sustainable products on social platforms 
was also emphasized. In addition, as Zahid et al. (2018) stated, social 
media raises consumers’ environmental awareness, which can 
promote individuals’ awareness and search for information related to 
adopting a green lifestyle and influence intentions to purchase. 
Nekmahmud et al. (2022) studied social media’s effects on changing 
intentions for eco-friendly purchases of individuals, through which it 
was concluded that marketing on social media contributes positively 
to eco-friendly buying intentions and sustainable consumption 
behavior. Similarly, Wu and Long (2024) analyzed the impact of 

environmentally conscious messaging on the intention toward 
eco-friendly consumption of social media users in their study, 
regarded marketing on social media as a green communication way, 
and empirically analyzed to get the conclusion that marketing on 
social media improves the sustainability-oriented purchasing 
inclination. Therefore, this study assumes that:

H1. Marketing on social media positively impacts eco-friendly 
purchase inclination.

2.3 The mediating influence of green trust

Green trust is defined as the beliefs and prospects of individuals 
originating from the ability, trustworthiness, and positive image of 
eco-friendly product manufacturers, and the resulting willingness to 
trust the enterprises and products. Consumers typically exhibit greater 
trust in the company’s products if they are promoted as eco-friendly 
(Kalafatis et al., 1999). Chen and Chang (2012) applied structural 
equation modeling to verify the intermediary function of green trust 
when researching intentions for eco-friendly purchases. Schlosser 
et al. (2006) used an experimental method to study the inclination to 
purchase online of individuals and concluded that consumers’ trust 
can have a substantial impact on their inclination to purchase online. 
Bateman and Valentine (2015) stated in their study that consumers’ 
trust in salespeople positively affects their purchase intention when 
studying the sales interaction process between salespeople and 
consumers. To determine the readiness of consumers to purchase 
eco-friendly appliances, Asif et al. (2023) concluded that green trust 
positively impacts the inclination to buy energy-saving appliances 
through an empirical study of Pakistani consumers. According to 
Rousseau et al. (1998), trust directly influences consumers’ propensity 
to buy. The trust of consumers in eco-friendly items affects their 
purchasing choices based on how much they trust them (Garbarino 
and Johnson, 1999). This study assumes that:

H2. Green trust performs the function of a mediating factor in the 
connection involving marketing on social media and the 
intentions toward purchasing eco-friendly products.

2.4 The intermediary function of 
perceptions of information usefulness

Marketing on social media can be viewed, using the SOR model, 
as an external stimulus that affects consumers’ perceptions of the 
information usefulness of eco-friendly products. Marketing on 
social media is only successful as an external stimulant when 
customers believe the content is really powerful. Perceptions 
regarding the utility of information about how consumers gauge the 
efficacy of the information conveyed in advertisements in aiding 
their decision-making process (Matthes and Wonneberger, 2014), 
which is regarded as a cognitive state in SOR (Goi et al., 2014). 
Research indicates that customers’ need for product characteristic 
information is satisfied by green advertising, which helps them 
make more informed judgments about what to buy. Information 
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with a high information utility is seen as dependable and helpful. 
Conversely, poor information usefulness denotes the belief that 
information is false and disregarded (Wei et al., 2017). Regardless 
of whether a product has market value, consumers’ cognitive 
responses to advertising influence their intention to buy, according 
to research on green advertising that supports the SOR model. 
Similarly, within the framework of this study, individuals’ 
perceptions of information usefulness presented in green 
advertisements determine their inclinations towards eco-friendly 
purchasing. Consequently, the following research hypothesis 
is presented:

H3. Perceptions of the usefulness of information serve as a 
mediating factor in the correlation between marketing on social 
media and the intentions toward purchasing eco-friendly products.

2.5 The chain mediating role of 
perceptions of information usefulness and 
green trust

The concept of green trust was originally put forward against the 
background of green consumption. People’s psychological states are 
referred to as trust, and they are willing to accept vulnerability if it 
results in positive experiences (Chen and Chang, 2013). According to 
Flavian et  al. (2005), trust can lower customers’ risk perceptions, 
which will increase the informational value of associated green brands 
or products and encourage consumer activity. Consumers’ trust in 
green products will affect their subjective judgment of product value. 
If consumers believe that an enterprise can produce green products 
and think that it is reliable and well-intentioned, it will have a more 
positive evaluation of the value of its items. Xie et al. (2019) show that 
reference groups influence perceived value through green trust and 
then influence sustainability-oriented purchase intent.

In this study, rational behavior theory and TAM (Davis, 1989) are 
used to explain the effectiveness of green trust and perceived 
information. The cornerstone of rational action is the main belief or 
perception that determines attitude, intention, and behavior (Pavlou, 
2003). TAM holds that action inclination determines the system to 
use, and action inclination is decided by attitude toward using and 
perceptions of usefulness. Saura et  al. (2022) predicted that there 
existed a robust positive association between perceptions of usefulness 
and trust of individuals. Sterrett et al. (2019) investigated the effect of 
the trust of sharers (public figures) on credibility and participation. 
Social media users believe more in news or information shared with 
public figures who are more willing to share their trust (Majerczak and 
Strzelecki, 2022). When Liu and Chen (2023) studied the deeply 
forged information, it was confirmed that because the characters and 
languages involved in the deeply forged information were all real and 
only replaced or spliced, users would rely more on the source clues. 
As the indirect source of the deeply forged information, whether users 
trusted the sharer would also affect their perception and behavior 
toward the information. Therefore, the following research hypothesis 
is proposed:

H4. Green trust and perceptions of information usefulness 
collectively serve as intermediary factors in the correlation 

involving marketing on social media and intentions toward 
purchasing eco-friendly products.

To sum up, Figure 1 shows the theoretical model.

3 Data collection and research 
methodologies

3.1 Sample collection

The survey was conducted with social media users in the eastern 
region, which was chosen mainly because it is a densely urbanized, 
geographically distributed region with a wide range of geographical 
areas, densely populated, economically developed, and with high 
consumption of resources by its residents. Four main economic areas 
can be divided in China, including the east, middle, northeast, and 
west. The eastern part of China includes provinces or regions like 
Beijing, Tianjin, Hebei, Shanghai, Jiangsu, Zhejiang, Fujian, Shandong, 
Guangdong, and Hainan, and it is a relatively developed economic 
zone and covers a wide area in geographical distribution. Wenjuanxing 
was used to conduct the survey, and the purpose of the questionnaire 
was clearly explained and the significance of truthful completion was 
emphasized before the questionnaire was started. In addition, 
definitions and examples were given before the questionnaire started 
to make the definition of eco-friendly products clearer to the subjects. 
The demographic section of the questionnaire collected information 
about respondents’ age, gender, etc. (as depicted in Table 1), and a 
7-point Likert scale was conducted to test the perceptions and 
attitudes of respondents toward marketing on social media, green 
trust, perceptions of information usefulness, and eco-friendly 
purchase intention. The survey process includes two pre-surveys and 
a formal survey. Although the scales are all from authoritative scales 
published in the past, the reliability and validity of the questionnaire 
were not good in the first pre-survey (534 valid questionnaires were 
distributed), so a new round of pre-survey was carried out (227 valid 
questionnaires were distributed). This pre-survey showed that the 
reliability and validity of each variable scale met the requirements, and 
then a formal survey was carried out. Through the process of revising 
the scale in the pre-survey and screening invalid samples in the formal 
survey, 686 valid questionnaires were finally obtained.

3.2 Questionnaire design and analytical 
methods

Every variable’s scale is drawn from the authorized scale and 
suitably adjusted based on the research context. The design process of 
marketing on social media, perceptions of information usefulness, 
green trust, and eco-friendly product purchasing intentions are shown 
in Figure 2.

To test to proposed theoretical model, some methods and 
processes were conducted. Firstly, to verify the validity and reliability 
of the questionnaire, Cronbach’s α and confirmatory factor analysis 
(CFA) are employed. Secondly, the Structural Equation Model (SEM) 
(Anderson and Gerbing, 1988) was utilized in this study. The study 
assessed the correlation among marketing on social media, 
perceptions of information usefulness, green trust, and intentions 
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toward eco-friendly purchases with the assistance of AMOS 22.0. 
Thirdly, Hayes SPSS Process Macro (Hayes, 2013) was used to test the 
mediating effect. We used the Bootstrapping approach to examine the 
direct effects and the intermediary functions of the perceptions of 
information usefulness and green trust between marketing on social 
media and intentions to make eco-friendly purchases. Each proposed 
path was examined for the impact of moderating variables using an 
analysis of multi-group comparative.

4 Research results

4.1 Analysis of reliability and validity

As depicted in Table 2, it is clear that Cronbach’s α of marketing 
on social media, green trust, perceptions of information usefulness, 
and intentions toward eco-friendly purchase all exceed 0.85, which 
means all scales have good reliability. A CFA of marketing on 
social media, green trust, perceptions of information usefulness, 
and intentions toward eco-friendly purchase were conducted to 
evaluate the validity of convergence and discriminant. All of the 
study’s items have standardized factor loads greater than 0.6, the 
SMC value is beyond 0.5, the CR value is beyond 0.85, and the 
AVE value is beyond 0.5, which demonstrates the strong 
convergence validity of the research scales (The criteria are shown 
in Table 3).

4.2 Test for homologous method deviation

To evaluate the varying validity within the variables, we assessed 
the model fitness of marketing on social media, green trust, 
perceptions of information usefulness, and intentions to make 
eco-friendly purchases. The research model has fitting indicators that 
are superior to those of the other three substitute models, as shown by 

the values of indicators like RMSEA and CFI in Table  4. This 
demonstrates that marketing on social media, green trust, perceptions 
of information usefulness, and eco-friendly purchase intention are 
distinct constructs, affirming the robust construct validity of the 
research scales.

4.3 Confirmatory factor analysis 
incorporating common method factors

Since marketing on social media, green trust, perceptions of 
information usefulness, and intentions to make eco-friendly 
purchases rely on self-reports from participants, the study draws 
data from a single pool of subjects, introducing the possibility of 
common method variance. To evaluate the extent of this variance, 
two approaches were employed. Firstly, employing the Harman 
single-factor method, the analysis revealed that the fit indices of the 
single-factor model were less than optimal: χ 2 /df = 4.888, 
RMSEA = 0.075, CFI = 0.918, TLI = 0.909, and IFI = 0.918, implying 
that the common method variation was not severe to a certain 
extent. The unmeasurable factor method is employed in this study 
to examine common method variation risk because the Harman 
single-factor approach is not sufficiently responsive to do so. The 
idea behind this approach is to build a variation factor model using 
a common method and then compare if the model’s fitting index is 
superior to the four-factor model’s. Table 3 shows that the extent of 
enhancement of RMSEA and SRMR is limited to 0.05 when a 
common method variation factor is introduced to the four-factor 
model to create an unmeasurable potential factor model. The CFI, 
TFI, and other indices have improved by approximately 0.02. There 
is virtually little difference between the four-factor model and the 
standard method variation factor model. Consequently, it is possible 
to infer that there is no significant common technique bias in the 
measurement by integrating the analytical results of these 
two approaches.

FIGURE 1

Theoretical model.
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4.4 Mean, standard deviation, and 
correlation coefficients of the variables

Marketing on social media, green trust, perceptions of information 
usefulness, and eco-friendly purchase intention are analyzed by 
descriptive analysis and Pearson Correlation Analysis. As depicted in 
Figure 3, the correlation coefficients between the variables are less 
than 0.9, implying that the data is acceptable.

4.5 Hypothesis test

4.5.1 Test of main effect and mediating effect
The main effect and intermediate effect are tested using the 

hierarchical regression method, and the findings are illustrated in 
Table 5. The main effect is confirmed first. Model 6 extends Model 5 
by using marketing on social media. Model 5 is the regression model 
of control factors for eco-friendly purchase intention. H1 is confirmed 
by the findings, which demonstrate that marketing on social media 
significantly increases the intentions toward eco-friendly purchases 
of individuals (r = 0.744, p < 0.001). Second, it is confirmed that 
perceptions of information usefulness and green trust have an 
intermediary function. The consequence of social media marketing 
on the perceptions of information usefulness and green trust is 
examined through models 2 and 4, respectively. The findings support 
the validity of H2 and H4, demonstrating that marketing on social 
media significantly improves perceptions of information usefulness 
and green trust (r = 0.750, p < 0.001; R = 0.814, p < 0.001). By 

incorporating green trust into Model 6, Model 7 demonstrates that 
intentions toward eco-friendly purchases are positively impacted by 
green trust (r = 0.496, p < 0.001). Model 7’s marketing on social media 
coefficient on eco-friendly purchase intention drops from 0.744 to 
0.373 when compared to model 6, suggesting that green trust may act 
as a partial mediating factor between marketing on social media and 
intentions toward eco-friendly purchase. H3 is also examined. 
Perceptions of information usefulness are added to Model 6 in Model 
8, and the results illustrate a substantial beneficial effect on the 
intentions toward eco-friendly purchasing (r = 0.517, p < 0.001). 
Model 8’s marketing on social media coefficient on eco-friendly 
purchase intention decreases from 0.744 to 0.324 when compared to 
model 6, suggesting that perceptions of information usefulness 
partially mediate the connection between marketing on social media 
and eco-friendly purchase intention. This finding supports 
hypothesis H5.

4.5.2 Chain mediating effect test
The chain mediating roles of green trust and perceptions of 

information usefulness were assessed using the Process tool in SPSS, 
with the findings presented in Table 6. In the path “marketing on 
social media → green trust → intentions toward eco-friendly 
purchasing,” the interval with 95% confidence is [0.185, 0.420], 
excluding 0, suggesting that the intervening effect is statistically 
substantial and H3 is supported. In the path “marketing on social 
media → perceptions of information usefulness → intentions toward 
eco-friendly purchasing,” the interval with 95% confidence is [0.062, 
0.220], excluding 0, suggesting that the intervening effect is statistically 
substantial and H5 is supported. In the path “marketing on social 
media → green trust → perceptions of information 
usefulness → intentions toward eco-friendly purchasing,” the interval 
with 95% confidence is [0.097, 0.246], excluding 0, indicating that 
green trust and perceptions of information usefulness play a chain 
intermediary role involving marketing on social media and 
eco-friendly purchase intention, and H6 is supported.

4.6 Multi-group comparative analysis

This study utilizes multi-group analysis to examine whether the 
eco-friendly purchase intentions among different consumer segments 
conform to the proposed hypothetical model, examining the presence 
of parameter invariance. Demographic variables and daily time spent 
on social media were employed as moderator variables in the multi-
group analysis conducted. The CFI, TLI, and IFI values of the model 
varied from 0.903 to 0.927, all greater than 0.90. RMSEA values 
spanned from 0.051 to 0.055, all less than 0.08. The significance level 
of the chi-square statistic did not reach the significance level. The 
above index values show that the multi-group analysis model is well 
adapted to the sample data.

As depicted in Figure 4: (1) in the pathway where marketing on 
social media positively influences green trust, men exhibit greater 
significance compared to women (β = 0.828, p < 0.001). The influence 
of middle and high education is more significant than that of low 
education (β = 0.847, p < 0.001). Among the low-income groups, the 
high-income group has a greater influence (β = 0.823, p < 0.001). 
Individuals who engage with social media for over 3 h have more 
significant influence than those who spend fewer than 3 h on social 

TABLE 1 Demographic information of subjects.

Variable Frequency Percentage

Gender Male 355 51.7%

Female 331 48.3%

Age Below 20 113 16.5%

21–30 281 41.0%

31–40 210 30.6%

41–50 53 7.7%

51 and over 29 4.2%

Education Junior high school or 

below

15 2.2%

High school and 

technical secondary 

school

48 7.0%

Junior college and higher 

vocational education

153 22.3%

Bachelor’s degree 416 60.6%

Master’s degree or higher 54 7.9%

Income ≤2000 104 15.2%

2001–5,000 117 17.1%

5,001–8,000 162 23.6%

8,001–12,000 174 25.4%

12,001–17,000 84 12.2%

>17,000 45 6.6%
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media (β = 0.856, p < 0.001). After summarizing the findings of the 
aforementioned analysis, this study found that among men, those 
with greater incomes but lower levels of education, and those who 
dedicate more than 3 hours daily to social media, marketing on 
social media dramatically increases green trust. The reason for this 
result may be  that using social media for more than 3 hours has 
given individuals more opportunities to get in touch with 
information related to green products. In addition, this kind of 
person has a higher degree of education, so their understanding of 
this information is relatively high, which in turn affects their 
confidence in green products and thus their stronger trust in 
green products.

(2) Concerning the effect of green trust on the intentions 
toward purchasing eco-friendly items, men (β = 0.614, p < 0.001), 
low education (β = 0.532, p < 0.01), middle and high income 
(β = 0.497, p < 0.001) and low social media contact (β = 0.587, 
p < 0.001).

(3) Upon analyzing how social media marketing influences 
perceptions of information usefulness, compared with men, women 
have a more significant influence (β = 0.661, p < 0.001). Individuals’ 
effects in the middle and high education (β = 0.623, p < 0.001) and the 
importance of the middle and high-income brackets are notable 
(β = 0.548, p < 0.001). Furthermore, the effect of people individuals 
who spend over 3 h on social media is more substantial (β = 0.641, 

FIGURE 2

The detailed scale items and sources of variables.
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p < 0.001). This study believes that this is because women with middle 
and high education and income possess a greater sense of societal 
obligation, information understanding, and attention to 
environmental development. They also have high contact with social 
media (the average daily use time is more than 3 h), so their perception 
of information such as green products is more effective.

(4) Regarding the effect of perceptions of information usefulness 
on eco-friendly purchase intention, women (β = 0.399, p < 0.01), low 
education (β = 0.431, p < 0.05), low income (β = 0.589, p < 0.001) and 
low contact with social media (β = 0.403, p < 0.01). However, the 
influence of males, individuals with middle to high education levels, 
and those in the middle to high-income groups is not 
statistically meaningful.

(5) From the impact of green trust on perceptions of information 
usefulness, men (β = 0.623, p < 0.001), low education (β = 0.696, 
p < 0.001), low income (β = 0.508, p < 0.001) and low social media 
contact (β = 0.634, p < 0.001).

(6) Regarding the impact of social media marketing on intentions 
to purchase eco-friendly items, women (β = 0.376, p < 0.01), middle 
and high education (β = 0.412, p < 0.001), middle and high income 
(β = 0.566, p < 0.001) and high exposure to social media (β = 0.374, 
p < 0.01). Men, low education, low income, and low social media 
contact groups have no significance at all.

Combining the two paths of marketing on social media → green 
trust, green trust → eco-friendly purchase intention and marketing 

TABLE 2 Results and validity of confirmatory factor analysis for each research construct.

Constructs Index Estimation of model parameters Convergent validity Cronbach’s α

Estimate S.E. C.R. p Estimate SMC CR AVE

MSM MSM1 1.000 0.758 0.575 0.921 0.565 0.923

MSM2 1.156 0.054 21.297 *** 0.780 0.608

MSM3 1.084 0.054 20.126 *** 0.744 0.554

MSM4 1.083 0.055 19.845 *** 0.734 0.539

MSM5 1.108 0.054 20.377 *** 0.751 0.564

MSM6 1.074 0.052 20.808 *** 0.765 0.585

MSM7 1.095 0.053 20.773 *** 0.761 0.579

MSM8 1.031 0.052 19.943 *** 0.733 0.537

MSM9 1.144 0.058 19.887 *** 0.736 0.542

GTR GTR1 1.000 0.835 0.697 0.925 0.672 0.924

GTR2 1.018 0.037 27.243 *** 0.841 0.707

GTR3 1.007 0.039 26.135 *** 0.820 0.672

GTR4 0.903 0.038 23.986 *** 0.775 0.601

GTR5 0.994 0.037 26.977 *** 0.836 0.699

GTR6 1.008 0.039 25.612 *** 0.809 0.654

PIU PIU1 1.000 0.818 0.669 0.902 0.605 0.902

PIU2 1.028 0.040 25.950 *** 0.833 0.694

PIU3 0.938 0.038 24.639 *** 0.806 0.650

PIU4 0.994 0.046 21.769 *** 0.733 0.537

PIU5 0.888 0.039 22.678 *** 0.760 0.578

PIU6 0.798 0.039 20.536 *** 0.710 0.504

EPI EPI1 1.000 0.814 0.663 0.883 0.601 0.895

EPI2 0.967 0.037 26.377 *** 0.758 0.575

EPI3 1.091 0.046 23.654 *** 0.795 0.632

EPI4 1.053 0.048 22.086 *** 0.756 0.572

EPI5 1.075 0.049 21.787 *** 0.751 0.564

*** signifies a significance level of p < 0.001, ** indicates a significance level of p < 0.01, and * denotes p < 0.05. MSM, marketing on social media; GTR, green trust; PIU, perceptions of 
information usefulness; EPI, eco-friendly purchase intention. The same is below.

TABLE 3 Ideal value of each index.

Index Ideal value References

SMC >0.5 Hair et al. (2010)

CR >0.7

AVE >0.5

RMSEA <0.08 Bollen (1989)

SRMR <0.08

GFI, TLI, IFL, CFI >0.90 Kline (2015)

χ2 / df 1–5
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on social media → eco-friendly purchase intention, it can be seen 
that women, people with medium and Individuals with higher 
education, middle to high-income levels, and extensive exposure to 
social media all exhibit significant influence across these three 
pathways. However, for males, individuals with lower education 
and income levels, and those with limited exposure to social media, 
although social media marketing significantly impacts both green 
trust and intentions to make eco-friendly purchases, its effect is 
particularly pronounced on eco-friendly purchase intentions. On 
the one hand, it shows that the path of transforming marketing on 
social media into eco-friendly purchase intention is impacted by 
many variables, among which green trust plays an important role, 
gender differences, the improvement of educational level, the 
increase in income, and the length of social media usage help to 
promote consumers’ eco-friendly purchase intention. Conversely, 
women tend to prioritize green products, particularly those with 
higher academic qualifications, while individuals in middle- and 
high-income brackets focus more on enhancing quality of life and 
contributing to social development. Moreover, frequent users of 
social media demonstrate greater receptivity and understanding 
towards information regarding green products, resulting in a 
higher inclination to purchase them. When consumers buy green 

products, they need to have the willingness to buy green subjectively 
and have enough information to support their confidence 
objectively. If consumers have difficulty understanding green 
products, do not believe in green products, or know little about 
green products, they find it challenging to form their eco-friendly 
purchase intention.

5 Conclusion and discussion

The main objective of this study is to evaluate consumers’ 
purchase intentions and observe how social media marketing 
positively affects consumers’ purchases of green products. The SOR 
theory and TAM were expanded through additional variables (green 
trust and perceived information utility), a theoretical framework for 
evaluating the green purchase intention of urban residents in eastern 
China through social media was developed, and an empirical test 
based on 686 consumer survey data in eastern China was made. The 
research results indicate that:

(1) Marketing on social media contributes considerably to the 
improvement of eco-friendly purchase intention. This shows that 
when focusing on marketing on social media, consumers will increase 

TABLE 4 Results of discriminant validity testing between variables.

Model
χ2 / df

RMSEA CFI TLI IFI SRMR

Four-factor model (MSM, GTR, PIU, EPI) 2.871 0.052 0.961 0.956 0.961 0.0283

Unmeasured potential factor model 2.575 0.048 0.970 0.963 0.970

Three-factor model (MSM, GTR + PIU, EPI) 3.666 0.062 0.944 0.937 0.944

Two-factor model (MSM, GTR + PIU + EPI) 3.836 0.064 0.940 0.933 0.940

One-factor model (MSM + GTR + PIU + EPI) 4.888 0.075 0.918 0.909 0.918

FIGURE 3

Mean, standard deviation, and correlation coefficients of the variables. (A) Correlation of variables. (B) Mean and standard variance of each variable.
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TABLE 6 Test results of chain intermediary effect.

Effect path Effect Boot SE BootLLCI BootULCI Proportion of total effect

Total indirect effect 0.583 0.064 0.448 0.693 68.18%

Ind1: marketing on social media → green trust → eco-friendly 

purchase intention

0.306 0.060 0.185 0.420 35.84%

Ind2: marketing on social media → perceptions of 

information usefulness → eco-friendly purchase intention

0.122 0.039 0.062 0.220 14.22%

Ind3: marketing on social media → green trust → perceptions 

of information usefulness → eco-friendly purchase intention

0.155 0.036 0.097 0.246 18.12%

their awareness of green products and get more information about 
green products, thus increasing the individual’s eco-friendly purchase 
intention. Consistent with Alam et  al. (2023), intentions toward 
eco-friendly purchasing were affected by social media, and social 
media plays a crucial role in forming the choices of individuals. 
Similarly, Zahid et al. (2018) revealed that social media significantly 
contributes to individual behavior and affects the intentions of buying. 
Trivedi et  al. (2018) proposed that the increasing attention of the 
media to highlighting different environmental issues indeed forms a 
higher concern of consumers for ecology. To raise ecological 
consciousness and strengthen the attitude of citizens concerned about 
protecting environmental resources, some targeted activities can 
be used by non-profit organizations.

(2) Green trust and perceptions of information usefulness act as 
an intermediary in correlation involving marketing on social media 
and intentions of eco-friendly purchasing, respectively. It has been 
found that green trust is a key determinant of intentions for 
eco-friendly purchasing. The intermediary role of green trust has also 
been demonstrated in previous studies on green consumption 
behavior (e.g., Saif et al., 2024). We also concluded that marketing on 
social media benefits consumers’ eco-friendly purchase intention, 
either directly or indirectly through green trust, which correlates with 
the findings of earlier research. Several e-commerce literature show 
the effect of trust on buying intention, taking Jadil et al. (2022) as an 
example, they analyzed the impact of online trust on Morocco’s 
willingness to purchase online through an online survey and 
concluded that online trust significantly enhances the intention to 
purchase. Moslehpour et  al. (2022) examined the effect of 

trustworthiness and brand perception as mediating variables 
involving marketing activities on social media and intentions of 
purchasing in the Indonesian context, where marketing activities on 
social media were divided into 5 aspects. Regarding the study of 
perceived information utility involving social media and eco-friendly 
buying intention, Luo et  al. (2020) analyzed and concluded that 
perceived information utility plays a mediating role between 
skepticism of green advertisements across social platforms and 
eco-friendly buying intent. Similarly, social media marketing and 
individual skepticism toward green advertisements are essentially 
access to or attitudes toward info related to environmentally friendly 
products, both of which can influence consumers’ intention of 
eco-friendly purchasing through the mediating variable of perceived 
informational utility, which impacts consumers’ intentions of 
eco-friendly purchasing. Analyzing theoretically, the perception of 
information usefulness is an organism that will affect the 
consequences of consumers’ purchases. The SOR model’s supporting 
literature maintains that consumers’ purchase intentions are 
influenced by their cognitive responses to advertisements, 
independent of the product’s market value (Batra and Ray, 1986). 
Consumers’ intention of eco-friendly purchasing is related to the 
perceptions of information usefulness of social media, and higher 
information utility is associated with stronger purchase intention. 
Customers might not know enough about green products because of 
the knowledge imbalance that exists between businesses and 
customers (Matthes and Wonneberger, 2014). As a result, to engage 
in green consumerism, they would proactively search for information 
on environmentally friendly products.

TABLE 5 Results of the main effect and intervening effect tests.

Variables Green trust Perceptions of 
information usefulness

Eco-friendly purchase intention

Model 1 Model 2 Model 3 Model 4 Model 5 Model 6 Model 7 Model 8

Gender 0.034 0.004 0.084* 0.052* 0.060 0.030 0.028 0.004

Age 0.062 0.030 0.059 0.024 0.089* 0.056* 0.042 0.044

Education 0.133** 0.009 0.144*** 0.010 0.196*** 0.073** 0.068** 0.068**

Income 0.126** 0.045 0.106* 0.019 0.128** 0.048 0.026 0.038

Marketing on social media 0.750*** 0.814*** 0.744*** 0.373*** 0.324***

Green trust 0.496***

Perceptions of information usefulness 0.517***

R2 0.058 0.587 0.059 0.682 0.096 0.617 0.718 0.702

ΔR2 0.053 0.584 0.053 0.679 0.091 0.614 0.716 0.699

F 10.554 193.518 10.596 291.061 18.126 219.079 288.661 266.572

https://doi.org/10.3389/fpsyg.2024.1429454
https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org


Wu and Long 10.3389/fpsyg.2024.1429454

Frontiers in Psychology 11 frontiersin.org

(3) Green trust and perceptions of information usefulness act as 
a link mediating role between marketing on social media and 
intentions of eco-friendly purchasing. Green trust benefits perceived 
information utility, and the intermediary role of green trust is greater. 
Pittman and Abell (2021) show that a lower popularity index seems 
to be beneficial to green influencers, and an increase in trust in green 
influencers with lower popularity will enhance their attitude towards 
sponsored products and increase their willingness to buy. Consumers 
use information from green marketing mostly to determine whether 
or not to purchase eco-friendly items. Customers show more interest 
in eco-friendly products, browse, purchase, and use more eco-friendly 
items, and develop a greater level of trust in eco-friendly items when 
they observe the info given in green marketing as beneficial. 
Consumers think that the information presented in green 
advertisements is deemed more valuable. Thus, as Matthes and 
Wonneberger (2014) stated if the info is beneficial for customers, the 
credibility of eco-friendly assertions will be  favorably evaluated. 
Conversely, people would typically utilize fewer environmentally 
friendly products when the informational usefulness is low. As Liao 
et al. (2019) mentioned in their research, when users have a high 
degree of trust in promoting their brands on social media platforms, 
they will demonstrate an elevated degree of belief in buying their 
products. Social information tends to spread rapidly among 
customers. When consumers think this information is useful, it will 
increase their trust and confidence in products, thus affecting their 
readiness to purchase eco-friendly items and minimizing the risk of 
buying needed products or services.

(4) The multi-group analysis results indicate meaningful variations 
in moderating factors like gender, level of education, and time spent on 
social media across different hypothetical pathways. Some studies have 
confirmed that demographic variables affect eco-friendly purchase 
intentions and that there are differences across groups (e.g., Wang et al., 
2021). Women are prone to have a green buying impulse, while men 
are more rational. Within the six hypothetical paths, the cohort with 
elevated educational attainment exhibits significance in all paths 
excluding the one concerning the perceived influence of information 
utility on intentions to make eco-friendly purchases. This suggests that 
individuals with higher education levels demonstrate pronounced and 
distinct intentions to purchase eco-friendly items. While low-income 
groups are important in other routes, the study findings indicate that 
monthly income is not significant in the path of social media marketing 
on eco-friendly purchasing intention, which shows that it is easier for 
high-income groups to avoid low-income groups to buy green products 
after the same exposure to info about eco-friendly items in social 
media. Economic theory shows that income is one of the important 
factors affecting consumption, so high-income groups will demonstrate 
a greater inclination towards purchasing green products after they 
possess a specific comprehension of the performance of sustainable 
items and other aspects. The analysis of the variable regarding time 
spent on social media as a moderating factor reveals that individuals 
who dedicate over three hours daily to social media show significance 
across all pathways. Conversely, those who spend less than three hours 
demonstrate significance in all six hypothetical pathways except for the 
one where perceptions of information usefulness influence intentions 

FIGURE 4

Multiple-group analysis results. The criteria for dividing groups refer to Wu and Long (2024).
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to make eco-friendly purchases. This underscores the considerable 
influence of social media usage time on individuals’ intentions to buy 
eco-friendly products. People who have used social media for more 
than 3 h are more inclined to seek out and obtain pertinent information 
in the realm of the internet, so their understanding and cognition of 
green products will be  deeper, thus enhancing the individual’s 
eco-friendly purchase intention.

6 Drawbacks and future directions

SEM is used to verify the hypothesis model of eco-friendly 
purchase intention, and the multi-group analysis method is used to 
study based on basic variables, and some valuable micro-level 
conclusions are obtained. However, this study can still proceed with 
an in-depth analysis of the following aspects:

(1) Regarding data acquisition, cross-sectional data may not 
eliminate the possibility of causal reversal among variables. Longitudinal 
studies can be employed to gather data on independent, intermediate, 
and outcome variables at various time points, thereby enhancing our 
ability to discern causal relationships among variables. (2) Furthermore, 
despite our efforts to ensure data validity, similar to many questionnaire-
based studies, it remains challenging to completely avoid subjective 
responses from participants, thus compromising the data’s objectivity. 
To address this, some advanced data-collecting methods can 
be integrated to acquire additional data on a larger scope. Additionally, 
efforts can be undertaken to increase the size of sample subjects and 
geographical representation of the study population, thereby increasing 
the generalizability of research findings and enhancing their impact. (3) 
This study only focuses on the consumer groups in the eastern part of 
China, and the study’s breadth should be widened in the future. The 
impact mechanisms of social media marketing on intentions toward 
eco-friendly purchases in different areas can be studied according to 
their demographic characteristics and economic resource endowments. 
In addition, we just analyzed the intermediary function of perceived 
information utility and green trust in its analysis. Future research could 
consider other mediating variables or even introduce the antecedent 
variables of social media marketing for analysis, and more mechanisms 
of influence deserve to be further explored.

Data availability statement

The raw data supporting the conclusions of this article will 
be made available by the authors, without undue reservation.

Ethics statement

The studies involving humans were approved by the School of 
Economics and Management, China University of Mining and 
Technology. The studies were conducted in accordance with the local 
legislation and institutional requirements. Written informed consent 
for participation in this study was provided by the participants’ legal 
guardians/next of kin. Written informed consent was obtained from 
the individual(s), and minor(s)’ legal guardian/next of kin, for the 
publication of any potentially identifiable images or data included in 
this article.

Author contributions

MW: Writing – review & editing, Writing – original draft, 
Methodology, Investigation, Formal analysis, Data curation, 
Conceptualization. RL: Writing – review & editing, Supervision, 
Funding acquisition, Conceptualization.

Funding

The author(s) declare that financial support was received for the 
research, authorship, and/or publication of this article. This work was 
supported by the Major Project of National Social Science Foundation 
of China (No. 23&ZD097). MW was supported by a scholarship 
granted by the China Scholarship Council (202306420090).

Conflict of interest

The authors declare that the research was conducted in the 
absence of any commercial or financial relationships that could 
be construed as a potential conflict of interest.

Publisher’s note

All claims expressed in this article are solely those of the authors 
and do not necessarily represent those of their affiliated 
organizations, or those of the publisher, the editors and the 
reviewers. Any product that may be evaluated in this article, or claim 
that may be made by its manufacturer, is not guaranteed or endorsed 
by the publisher.

References
Ahmad, W., Jafar, R. M. S., Waheed, A., Sun, H., and Kazmi, S. S. A. S. (2023). 

Determinants of CSR and green purchase intention: Mediating role of customer green 
psychology during COVID-19 pandemic. J. Clean. Prod. 389:135888. doi: 10.1016/j.
jclepro.2023.135888

Ahmad, W., and Zhang, Q. (2020). Green purchase intention: effects of electronic 
service quality and customer green psychology. J. Clean. Prod. 267:122053. doi: 
10.1016/j.jclepro.2020.122053

Alalwan, A. A. (2018). Investigating the impact of social media advertising features on 
customer purchase intention. Int. J. Inf. Manag. 42, 65–77. doi: 10.1016/j.ijinfomgt.2018.06.001

Alam, M. N., Ogiemwonyi, O., Alshareef, R., Alsolamy, M., Mat, N., and Azizan, N. A. 
(2023). Do social media influence altruistic and egoistic motivation and green purchase 

intention towards green products? An experimental investigation. Cleaner Eng. Technol. 
15:100669. doi: 10.1016/j.clet.2023.100669

Anderson, J. C., and Gerbing, D. W. (1988). Structural equation modeling in practice: 
a review and recommended two-step approach. Psychol. Bull. 103, 411–423. doi: 
10.1037/0033-2909.103.3.411

Asif, M. H., Zhongfu, T., Irfan, M., and Işık, C. (2023). Do environmental knowledge 
and green trust matter for purchase intention of eco-friendly home appliances? An 
application of extended theory of planned behavior. Environ. Sci. Pollut. Res. 30, 
37762–37774. doi: 10.1007/s11356-022-24899-1

Bagozzi, R. P. (1986). Principles of marketing management. Chicago: Science 
Research Associates.

https://doi.org/10.3389/fpsyg.2024.1429454
https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org
https://doi.org/10.1016/j.jclepro.2023.135888
https://doi.org/10.1016/j.jclepro.2023.135888
https://doi.org/10.1016/j.jclepro.2020.122053
https://doi.org/10.1016/j.ijinfomgt.2018.06.001
https://doi.org/10.1016/j.clet.2023.100669
https://doi.org/10.1037/0033-2909.103.3.411
https://doi.org/10.1007/s11356-022-24899-1


Wu and Long 10.3389/fpsyg.2024.1429454

Frontiers in Psychology 13 frontiersin.org

Bateman, C., and Valentine, S. (2015). The impact of salesperson customer orientation 
on the evaluation of a salesperson’s ethical treatment, trust in the salesperson, and 
intentions to purchase. J. Pers. Sell. Sales Manag. 35, 125–142. doi: 
10.1080/08853134.2015.1010538

Batra, R., and Ray, M. L. (1986). Affective responses mediating acceptance of 
advertising. J. Consum. Res. 13:234. doi: 10.1086/209063

Bollen, K. A. (1989). A new incremental fit index for general structural equation 
models. Sociol. Methods Res. 17, 303–316. doi: 10.1177/0049124189017003004

Chan, T. K., Cheung, C. M., and Lee, Z. W. (2017). The state of online impulse-buying 
research: a literature analysis. Inf. Manag. 54, 204–217. doi: 10.1016/j.im.2016.06.001

Chang, Y. T., Yu, H., and Lu, H. P. (2015). Persuasive messages, popularity cohesion, 
and message diffusion in social media marketing. J. Bus. Res. 68, 777–782. doi: 10.1016/j.
jbusres.2014.11.027

Chen, Y. S., and Chang, C. H. (2012). Enhance green purchase intentions: the roles of 
green perceived value, green perceived risk, and green trust. Manag. Decis. 50, 502–520. 
doi: 10.1108/00251741211216250

Chen, Y. S., and Chang, C. H. (2013). Greenwash and green trust: the mediation effects 
of green consumer confusion and green perceived risk. J. Bus. Ethics 114, 489–500. doi: 
10.1007/s10551-012-1360-0

Cheung, R., Lam, A. Y., and Lau, M. M. (2015). Drivers of green product adoption: 
the role of green perceived value, green trust and perceived quality. J. Glob. Scholars 
Market. Sci. 25, 232–245. doi: 10.1080/21639159.2015.1041781

Costa, C. S. R., da Costa, M. F., Maciel, R. G., Aguiar, E. C., and Wanderley, L. O. 
(2021). Consumer antecedents towards green product purchase intentions. J. Clean. 
Prod. 313:127964. doi: 10.1016/j.jclepro.2021.127964

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance 
of information technology. MIS Q. 13, 319–340. doi: 10.2307/249008

Della Lucia, S. M., Minim, V. P. R., Silva, C. H. O., and Minim, L. A. (2007). Organic 
coffee packaging factors on consumer purchase intention. Food Sci. Technol. 27, 
485–491. doi: 10.1590/S0101-20612007000300010

Du, X. (2015). How the market values greenwashing? Evidence from China. J. Bus. 
Ethics 128, 547–574. doi: 10.1007/s10551-014-2122-y

Du, R. Y., Hu, Y., and Damangir, S. (2015). Leveraging trends in online searches for 
product features in market response modeling. J. Mark. 79, 29–43. doi: 10.1509/
jm.12.0459

Flavian, C., Guinaliu, M., and Torres, E. (2005). The influence of corporate image on 
consumer trust: a comparative analysis in traditional versus internet banking. Internet 
Res. 15, 447–470. doi: 10.1108/10662240510615191

Gao, J., Sheng, G. H., and Zhou, L. (2016). The influence mechanism of green product 
purchase intention: an analysis based on consumer innovativeness. J. Guangdong Univ. 
Finance Econ. 2, 33–42.

Garbarino, E., and Johnson, M. S. (1999). The different roles of satisfaction, trust, and 
commitment in customer relationships. J. Mark. 63, 70–87. doi: 
10.1177/002224299906300205

Gefen, D., and Straub, D. W. (2004). Consumer trust in B2C e-commerce and the 
importance of social presence: experiments in e-products and e-services. Omega 32, 
407–424. doi: 10.1016/j.omega.2004.01.006

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., et al. (2016). 
Social media marketing efforts of luxury brands: influence on brand equity and 
consumer behavior. J. Bus. Res. 69, 5833–5841. doi: 10.1016/j.jbusres.2016.04.181

Goi, M. T., Kalidas, V., and Zeeshan, M. (2014). Comparison of stimulus-organism-
response framework between international and local retailer. Procedia Soc. Behav. Sci. 
130, 461–468. doi: 10.1016/j.sbspro.2014.04.054

Gupta, A., Dash, S., and Mishra, A. (2019). All that glitters is not green: creating 
trustworthy ecofriendly services at green hotels. Tour. Manag. 70, 155–169. doi: 
10.1016/j.tourman.2018.08.015

Ha, T. M., and Trinh, D. V. (2021). “Green brand equity and COVID-19 post-
pandemic: the case of the World’s first coffee face mask in Vietnam” in The future of 
service postCOVID-19 pandemic. eds. J. Lee and S. H. Han, vol. 2 (Springer Singapore), 
65–86.

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., and Tatham, R. (2010). 
Multivariate Data Analysis. London, UK: Pearson.

Hayes, A. F. (2013). Introduction to mediation, moderation, and conditional process 
analysis: A regression-based approach. New York, NY: The Guilford Press.

Holdack, E., Lurie-Stoyanov, K., and Fromme, H. F. (2022). The role of perceived 
enjoyment and perceived informativeness in assessing the acceptance of AR wearables. 
J. Retail. Consum. Serv. 65:102259. doi: 10.1016/j.jretconser.2020.102259

Huang, H. (2016). Media use, environmental beliefs, self-efficacy, and pro-
environmental behavior. J. Bus. Res. 69, 2206–2212. doi: 10.1016/j.jbusres.2015.12.031

Hynes, N., and Wilson, J. (2016). I do it, but don't tell anyone! Personal values, 
personal and social norms: can social media play a role in changing pro-environmental 
behaviours? Technol. Forecast. Soc. Chang. 111, 349–359. doi: 10.1016/j.
techfore.2016.06.034

Jadil, Y., Rana, N. P., and Dwivedi, Y. K. (2022). Understanding the drivers of online 
trust and intention to buy on a website: an emerging market perspective. Int. J. Inf. 
Manag. Data Insights 2:100065. doi: 10.1016/j.jjimei.2022.100065

Kalafatis, S. P., Pollard, M., East, R., and Tsogas, M. H. (1999). Green marketing and 
Ajzen’s theory of planned behaviour: a cross-market examination. J. Consum. Mark. 16, 
441–460. doi: 10.1108/07363769910289550

Kang, H. J., Shin, J. H., and Ponto, K. (2020). How 3D virtual reality stores can shape 
consumer purchase decisions: the roles of informativeness and playfulness. J. Interact. 
Mark. 49, 70–85. doi: 10.1016/j.intmar.2019.07.002

Kline, R. B. (2015). Principles and practice of structural equation modeling. 
Guilford publications.

Kumar, A., Bezawada, R., Rishika, R., Janakiraman, R., and Kannan, P. K. (2016). From 
social to sale: the effects of firm-generated content in social media on customer behavior. 
J. Mark. 80, 7–25. doi: 10.1509/jm.14.0249

Lamberton, C., and Stephen, A. T. (2016). A thematic exploration of digital, social 
media, and mobile marketing: research evolution from 2000 to 2015 and an agenda for 
future inquiry. J. Mark. 80, 146–172. doi: 10.1509/jm.15.0415

Lao, K. F. (2013). Research on mechanism of consumer innovativeness influences 
green consumption behavior. Nankai Business Rev. 4:106-113+132.

Lee, K. (2009). Gender differences in Hong Kong adolescent consumers' green 
purchasing behavior. J. Consum. Mark. 26, 87–96. doi: 10.1108/07363760910940456

Lemke, F., and Luzio, J. P. P. (2014). Exploring green consumers’ mind-set toward 
green product design and life cycle assessment: the case of skeptical Brazilian and 
Portuguese green consumers. J. Ind. Ecol. 18, 619–630. doi: 10.1111/jiec.12123

Lewandowska, A., Witczak, J., and Kurczewski, P. (2017). Green marketing today@ a 
mix of trust, consumer participation and life cycle thinking. Management 21, 28–48. doi: 
10.1515/manment-2017-0003

Liao, S. H., Chung, Y. C., and Chang, W. J. (2019). Interactivity, engagement, trust, 
purchase intention and word-of-mouth: a moderated mediation study. Int. J. Serv. 
Technol. Manag. 25, 116–137. doi: 10.1504/IJSTM.2019.098203

Liu, C. N., and Chen, M. Q. (2023). Research on users' misinformation perception and 
interaction based on cue utility theory toward deep fake information. J. Intellig.

Logan, K., Bright, L. F., and Gangadharbatla, H. (2012). Facebook versus television: 
advertising value perceptions among females. J. Res. Interact. Mark. 6, 164–179. doi: 
10.1108/17505931211274651

Luo, B., Sun, Y., Shen, J., and Xia, L. (2020). How does green advertising skepticism 
on social media affect consumer intention to purchase green products? J. Consum. Behav. 
19, 371–381. doi: 10.1002/cb.1818

Majerczak, P., and Strzelecki, A. (2022). Trust, media credibility, social ties, and the 
intention to share towards information verification in an age of fake news. Behav. Sci. 
12:51. doi: 10.3390/bs12020051

Matthes, J., and Wonneberger, A. (2014). The skeptical green consumer revisited: 
testing the relationship between green consumerism and skepticism toward advertising. 
J. Advert. 43, 115–127. doi: 10.1080/00913367.2013.834804

Mehrabian, A., and Russell, J. A. (1974). An approach to environmental psychology. 
Cambridge: MIT Press.

Moslehpour, M., Ismail, T., Purba, B., and Wong, W. K. (2022). What makes GO-
JEK go in Indonesia? The influences of social media marketing activities on purchase 
intention. J. Theor. Appl. Electron. Commer. Res. 17, 89–103. doi: 10.3390/
jtaer17010005

Nekmahmud, M., Naz, F., Ramkissoon, H., and Fekete-Farkas, M. (2022). 
Transforming consumers' intention to purchase green products: Role of social media. 
Technol. Forecast. Soc. Chang. 185:122067. doi: 10.1016/j.techfore.2022.122067

Nekmahmud, M., Ramkissoon, H., and Fekete-Farkas, M. (2022). Green purchase and 
sustainable consumption: a comparative study between European and non-European 
tourists. Tour. Manag. Perspect. 43:100980. doi: 10.1016/j.tmp.2022.100980

Olney, T. J., Holbrook, M. B., and Batra, R. (1991). Consumer responses to advertising: 
the effects of ad content, emotions, and attitude toward the ad on viewing time. J. 
Consum. Res. 17, 440–453. doi: 10.1086/208569

Park, J., Hyun, H., and Thavisay, T. (2021). A study of antecedents and outcomes of 
social media WOM towards luxury brand purchase intention. J. Retail. Consum. Serv. 
58:102272. doi: 10.1016/j.jretconser.2020.102272

Pavlou, P. A. (2003). Consumer acceptance of electronic commerce: integrating trust 
and risk with the technology acceptance model. Int. J. Electron. Commer. 7, 101–134. doi: 
10.1080/10864415.2003.11044275

Pittman, M., and Abell, A. (2021). More trust in fewer followers: Diverging effects of 
popularity metrics and green orientation social media influencers. J. Interact. Mark. 56, 
70–82. doi: 10.1016/j.intmar.2021.05.002

Rose, S., Clark, M., Samouel, P., and Hair, N. (2012). Online customer experience in 
e-retailing: an empirical model of antecedents and outcomes. J. Retail. 88, 308–322. doi: 
10.1016/j.jretai.2012.03.001

Rousseau, D. M., Sitkin, S. B., Burt, R. S., and Camerer, C. (1998). Not so different after all: 
a cross-discipline view of trust. Acad. Manag. Rev. 23, 393–404. doi: 10.5465/amr.1998.926617

https://doi.org/10.3389/fpsyg.2024.1429454
https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org
https://doi.org/10.1080/08853134.2015.1010538
https://doi.org/10.1086/209063
https://doi.org/10.1177/0049124189017003004
https://doi.org/10.1016/j.im.2016.06.001
https://doi.org/10.1016/j.jbusres.2014.11.027
https://doi.org/10.1016/j.jbusres.2014.11.027
https://doi.org/10.1108/00251741211216250
https://doi.org/10.1007/s10551-012-1360-0
https://doi.org/10.1080/21639159.2015.1041781
https://doi.org/10.1016/j.jclepro.2021.127964
https://doi.org/10.2307/249008
https://doi.org/10.1590/S0101-20612007000300010
https://doi.org/10.1007/s10551-014-2122-y
https://doi.org/10.1509/jm.12.0459
https://doi.org/10.1509/jm.12.0459
https://doi.org/10.1108/10662240510615191
https://doi.org/10.1177/002224299906300205
https://doi.org/10.1016/j.omega.2004.01.006
https://doi.org/10.1016/j.jbusres.2016.04.181
https://doi.org/10.1016/j.sbspro.2014.04.054
https://doi.org/10.1016/j.tourman.2018.08.015
https://doi.org/10.1016/j.jretconser.2020.102259
https://doi.org/10.1016/j.jbusres.2015.12.031
https://doi.org/10.1016/j.techfore.2016.06.034
https://doi.org/10.1016/j.techfore.2016.06.034
https://doi.org/10.1016/j.jjimei.2022.100065
https://doi.org/10.1108/07363769910289550
https://doi.org/10.1016/j.intmar.2019.07.002
https://doi.org/10.1509/jm.14.0249
https://doi.org/10.1509/jm.15.0415
https://doi.org/10.1108/07363760910940456
https://doi.org/10.1111/jiec.12123
https://doi.org/10.1515/manment-2017-0003
https://doi.org/10.1504/IJSTM.2019.098203
https://doi.org/10.1108/17505931211274651
https://doi.org/10.1002/cb.1818
https://doi.org/10.3390/bs12020051
https://doi.org/10.1080/00913367.2013.834804
https://doi.org/10.3390/jtaer17010005
https://doi.org/10.3390/jtaer17010005
https://doi.org/10.1016/j.techfore.2022.122067
https://doi.org/10.1016/j.tmp.2022.100980
https://doi.org/10.1086/208569
https://doi.org/10.1016/j.jretconser.2020.102272
https://doi.org/10.1080/10864415.2003.11044275
https://doi.org/10.1016/j.intmar.2021.05.002
https://doi.org/10.1016/j.jretai.2012.03.001
https://doi.org/10.5465/amr.1998.926617


Wu and Long 10.3389/fpsyg.2024.1429454

Frontiers in Psychology 14 frontiersin.org

Saif, S., Zameer, H., Wang, Y., and Ali, Q. (2024). The effect of retailer CSR and 
consumer environmental responsibility on green consumption behaviors: mediation 
of environmental concern and customer trust. Mark. Intell. Plan. 42, 149–167. doi: 
10.1108/MIP-04-2023-0181

Saura, J. R., Ribeiro-Soriano, D., and Palacios-Marqués, D. (2022). Adopting digital 
reservation systems to enable circular economy in entrepreneurship. Manag. Decis. doi: 
10.1108/MD-02-2022-0190

Schlosser, A. E., White, T. B., and Lloyd, S. M. (2006). Converting web site visitors into 
buyers: how web site investment increases consumer trusting beliefs and online purchase 
intentions. J. Mark. 70, 133–148. doi: 10.1509/jmkg.70.2.133

Sheng, G. H., Xie, F., and Qu, J. T. (2017). Study on the formation mechanism of chinese 
residents' green purchase intention led by new consumption. J. Xi’an Jiaotong Univ. 4:1. doi: 
10.15896/j.xjtuskxb.201704001

Steinhoff, L., Arli, D., Weaven, S., and Kozlenkova, I. V. (2019). Online relationship 
marketing. J. Acad. Mark. Sci. 47, 369–393. doi: 10.1007/s11747-018-0621-6

Sterrett, D., Malato, D., Benz, J., Kantor, L., Tompson, T., Rosenstiel, T., et al. (2019). 
Who shared it?: deciding what news to trust on social media. Digit. J. 7, 783–801. doi: 
10.1080/21670811.2019.1623702

Su, L., and Swanson, S. R. (2017). The effect of destination social responsibility on 
tourist environmentally responsible behavior: Compared analysis of first-time and 
repeat tourists. Tour. Manag. 60, 308–321. doi: 10.1016/j.tourman.2016.12.011

Sun, Y., Leng, K., and Xiong, H. (2022). Research on the influencing factors of 
consumers’ green purchase behavior in the post-pandemic era. J. Retail. Consum. Serv. 
69:103118. doi: 10.1016/j.jretconser.2022.103118

Sun, Y., and Wang, S. (2020). Understanding consumers’ intentions to purchase green 
products in the social media marketing context. Asia Pac. J. Mark. Logist. 32, 860–878. 
doi: 10.1108/APJML-03-2019-0178

Sun, Y., Wang, S., Gao, L., and Li, J. (2018). Unearthing the effects of personality traits 
on consumer’s attitude and intention to buy green products. Nat. Hazards 93, 299–314. 
doi: 10.1007/s11069-018-3301-4

Trivedi, R. H., Patel, J. D., and Acharya, N. (2018). Causality analysis of media 
influence on environmental attitude, intention and behaviors leading to green 
purchasing. J. Clean. Prod. 196, 11–22. doi: 10.1016/j.jclepro.2018.06.024

Wang, G. M., Li, J. X., Liao, S. X., and Wen, L. (2010). Study of the relationship 
between environmental values and green purchasing behavior: the mediating effect of 
environmental attitude. J. Dalian Univ. Technol. 4, 37–42. doi: 10.19525/j.
issn1008-407x.2010.04.007

Wang, H., Ma, B., Bai, R., and Zhang, L. (2021). The unexpected effect of frugality on 
green purchase intention. J. Retail. Consum. Serv. 59:102385. doi: 10.1016/j.
jretconser.2020.102385

Wang, J. M., and Wang, J. H. (2011). Influencing factors model of public low-carbon 
consumption pattern and government regulation policy: an exploratory study based on 
grounded theory. J. Manag. World 4, 58–68. doi: 10.19744/j.cnki.11-1235/f.2011.04.008

Wei, C. F., Chiang, C. T., Kou, T. C., and Lee, B. C. (2017). Toward sustainable 
livelihoods: investigating the drivers of purchase behavior for green products. Bus. 
Strateg. Environ. 26, 626–639. doi: 10.1002/bse.1942

Wu, M., and Long, R. (2024). How does green communication promote the green 
consumption intention of social media users? Environ. Impact Assess. Rev. 106:107481. 
doi: 10.1016/j.eiar.2024.107481

Xie, F., Sheng, G. H., and Gong, S. Y. (2019). Study on the influence of reference 
groups on green consumption behavior of Chinese residents under the background of 
civil environmental co-governance. China Popul. Res. Environ. 8, 66–75.

Zafar, A. U., Shahzad, M., Ashfaq, M., and Shahzad, K. (2023). Forecasting impulsive 
consumers driven by macro-influencers posts: intervention of followers' flow state and 
perceived informativeness. Technol. Forecast. Soc. Chang. 190:122408. doi: 10.1016/j.
techfore.2023.122408

Zahid, M. M., Ali, B., Ahmad, M. S., Thurasamy, R., and Amin, N. (2018). Factors 
affecting purchase intention and social media publicity of green products: The mediating 
role of concern for consequences. Corp. Soc. Responsib. Environ. Manag. 25, 225–236. 
doi: 10.1002/csr.1450

Zhang, L., Li, D., Cao, C., and Huang, S. (2018). The influence of greenwashing 
perception on green purchasing intentions: the mediating role of green word-of-mouth 
and moderating role of green concern. J. Clean. Prod. 187, 740–750. doi: 10.1016/j.
jclepro.2018.03.201

Zhao, L., Lee, S. H., and Copeland, L. R. (2019). Social media and Chinese consumers’ 
environmentally sustainable apparel purchase intentions. Asia Pac. J. Mark. Logist. 31, 
855–874. doi: 10.1108/APJML-08-2017-0183

https://doi.org/10.3389/fpsyg.2024.1429454
https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org
https://doi.org/10.1108/MIP-04-2023-0181
https://doi.org/10.1108/MD-02-2022-0190
https://doi.org/10.1509/jmkg.70.2.133
https://doi.org/10.15896/j.xjtuskxb.201704001
https://doi.org/10.1007/s11747-018-0621-6
https://doi.org/10.1080/21670811.2019.1623702
https://doi.org/10.1016/j.tourman.2016.12.011
https://doi.org/10.1016/j.jretconser.2022.103118
https://doi.org/10.1108/APJML-03-2019-0178
https://doi.org/10.1007/s11069-018-3301-4
https://doi.org/10.1016/j.jclepro.2018.06.024
https://doi.org/10.19525/j.issn1008-407x.2010.04.007
https://doi.org/10.19525/j.issn1008-407x.2010.04.007
https://doi.org/10.1016/j.jretconser.2020.102385
https://doi.org/10.1016/j.jretconser.2020.102385
https://doi.org/10.19744/j.cnki.11-1235/f.2011.04.008
https://doi.org/10.1002/bse.1942
https://doi.org/10.1016/j.eiar.2024.107481
https://doi.org/10.1016/j.techfore.2023.122408
https://doi.org/10.1016/j.techfore.2023.122408
https://doi.org/10.1002/csr.1450
https://doi.org/10.1016/j.jclepro.2018.03.201
https://doi.org/10.1016/j.jclepro.2018.03.201
https://doi.org/10.1108/APJML-08-2017-0183

	How do perceptions of information usefulness and green trust influence intentions toward eco-friendly purchases in a social media context?
	1 Introduction
	2 Literature review and research hypothesis
	2.1 SOR theory
	2.2 Marketing on social media and eco-friendly purchase intention
	2.3 The mediating influence of green trust
	2.4 The intermediary function of perceptions of information usefulness
	2.5 The chain mediating role of perceptions of information usefulness and green trust

	3 Data collection and research methodologies
	3.1 Sample collection
	3.2 Questionnaire design and analytical methods

	4 Research results
	4.1 Analysis of reliability and validity
	4.2 Test for homologous method deviation
	4.3 Confirmatory factor analysis incorporating common method factors
	4.4 Mean, standard deviation, and correlation coefficients of the variables
	4.5 Hypothesis test
	4.5.1 Test of main effect and mediating effect
	4.5.2 Chain mediating effect test
	4.6 Multi-group comparative analysis

	5 Conclusion and discussion
	6 Drawbacks and future directions
	Data availability statement
	Ethics statement
	Author contributions

	References

