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Consumer behavior in purchasing green products, especially food and cosmetics, is influenced by many factors.
However, the role of online member group support in supporting the purchase of green products has received less
attention despite the increase in the number of social media users. With the support of the norm activation model
and social learning theory, this study unveils the purchase behavior of green products with the critical factors of
social media use, online member group support, and psychological factors. Using a sample of 323 respondents
who are experienced in purchasing green products and belong to green communities on social media, structural
equation modeling revealed that social media usage and online member group support have a significant in-
fluence. Both constructs significantly influence green purchasing behavior. In addition, social media usage
significantly influences subjective norms and green knowledge, whereas subjective norms also support green
purchasing behavior. Green knowledge contributes to social responsibility, and social responsibility supports
green purchasing behavior. This research provides valuable insights for companies on the importance of sus-
tainability innovation for green food and cosmetic products.

1. Introduction

There has been substantial growth in the market for green products
worldwide. This is due to high consumer awareness and encouragement
from government regulations. Deloitte reports that around 46 % of
consumers in 23 countries purchased green products or services in April
2023 (Pieters et al., 2023). While this is a decrease compared to 2021,
when the percentage reached 61 %, this trend still indicates strong
consumer motivation to consume green products (Pieters et al., 2023).
Based on demand, climate activists purchase green products from the
public community (Pieters et al., 2023). With the growing vogue of
green product purchases, consumer expectations of green products ripen
across different categories. As many as 27 % of consumers are willing to
pay more for green brands (Pieters et al., 2023). Furthermore, Pieters
et al. (2023) also explained that almost half of consumers buy green
products, about 35 % purchase products for the green food category, and
5 % purchase care and beauty products.

Furthermore, Martins (2024) revealed that there has been a 71 %
increase in online searches for green products globally in the last five
years. This means that social media is still a mainstay for consumers who
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want to find more information about green products. Concerning online
inquiries, a study by Hasan et al. (2024) explains that social support
from others in the consumer community (online and offline) plays a vital
role in purchasing green products. They often seek online reviews and
more information from other consumers before purchasing (Hasan et al.,
2024; Ikhsan et al., 2024).

Consumers no longer use social media to share photos, stories, and
experiences in the digital age. More than that, social media has become
an essential source of information for consumers when making attitudes
and purchasing decisions. Statistical numbers: 62.6 % of the world’s
population uses social media (Devgan, 2024), and most of them shape
their lifestyles and have the potential to purchase green products (Zafar,
Shen, Shahzad, & Islam, 2021). For consumers who care about and
support a healthy environment, communities on social media serve as a
bridge to gain knowledge and support in purchasing green products
(Khare et al., 2022). In addition, the decision to purchase green products
is also influenced by reference groups, such as family, role models, and
leaders. Therefore, producers have both opportunities and challenges to
utilize social media, given that consumer purchasing decisions often
depend on the results of interactions with peers (Hasan & Sohail, 2021;
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Hutter et al., 2013) and online communities (Khare et al., 2022).

Statistics show that 51 % of consumers in Asia Pacific choose to
consume green products due to their awareness and concern for their
own and their family’s health (Lightowler et al., 2022). In addition,
according to the Rakuten Insight 2023 survey, 63 % of respondents in
Indonesia stated that buying green products is very important (Statista,
2023). Specifically, the study by Ikhsan et al. (2024) on green product
purchasing behavior in Indonesia found that 34.45 % of consumers buy
green food and 24.01 % buy green cosmetics. In addition, 40.08 % of
consumers buy green products because they are concerned about the
environment. Therefore, consumers’ attention to switching to green
products, both cosmetics and food, is driven by their awareness of the
negative impact of chemical use on the body and environmental dam-
age. Consuming green products is also considered a form of responsible
behavior.

Online purchase behavior in the context of conventional products
has been extensively studied by previous researchers (Chidambaram
et al., 2024; Harrigan et al., 2021; Liao et al., 2021; Pena-Garcia et al.,
2020; Song et al., 2023; Zhu et al., 2023). However, green product
purchasing behavior in an online environment is still a dilemma (Zhang
et al., 2024) as there is still limited understanding of how consumers
understand green purchasing decisions online (Al-Swidi & Saleh, 2021).
The study by Liao et al. (2021) explains that consumers who have
experience purchasing conventional products online may help others
make purchasing decisions. Furthermore, the study by Ikhsan et al.
(2024), in the context of green products, confirmed that consumers will
ask people with fine experience with green products as references that
they consider trustworthy when buying them online. These people come
from offline communities (subjective norm) (Hasan & Sohail, 2021) and
online community groups (Khare et al., 2022). Both groups play an
important role in green product purchase decisions. Through social
media, consumers freely review positive experiences in consuming
green products (Ikhsan et al., 2024) and give high ratings. In addition, in
the social environment, consumers share good stories about the green
products they consume and influence others who share the same views
on environmental stewardship (Van Tonder et al., 2023). related to
knowledge about green products, consumers evaluate alternative in-
formation (e.g., quality of reviews) before making a decision (Ikhsan
et al., 2024). Therefore, consumers need comprehensive knowledge
about the environmental impact of their products, thus converting them
into actual purchasing behavior (Tehreem et al., 2021).

Regarding the involvement of conventional product purchase de-
cisions, consumers believe that purchase decisions have a close affinity
with product involvement (Ramadan et al., 2019). Meanwhile, online
engagement level affects purchase intentions and behavior (Liao et al.,
2021). In contrast to mass-produced conventional products, although
consumers feel concerned about the environment and are committed to
protecting the environment by buying green products, there is a concern
that consumers do not consistently buy green products due to limited
product supply (Tan et al., 2019). Furthermore, online engagement
occurs when a product is associated with a self-concept consumers
strongly believe in (Van den Broeck et al., 2018). When consumers
realize that green products are highly relevant to themselves (e.g.,
environmental concerns and social responsibility), they will be highly
engaged. A state of high engagement will lead consumers to actively
search for online information related to the product, including brand
and price (Ballon et al., 2018).

This study aims to address some of the research gaps related to the
factors that drive green product purchasing behavior in the context of
social media use and online communities. In addition, this study ex-
amines psychological factors such as knowledge, subjective norms, and
consumer social responsibility that serve as mechanisms for behavior
formation. The theoretical foundations are the norm activation model
(Schwartz, 1977) and social learning theory (Bandura, 1977). The norm
activation model explains how consumers are willing to sacrifice
themselves for the welfare of others through altruistic intentions and
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behaviors (Meng et al., 2020) that benefit others. Furthermore, social
learning theory is the process consumers go through to gain knowledge
through observation and imitation of the actions of others (Smith,
2021). In the context of social media, this theory emphasizes that con-
sumers can learn something not only from direct experience but also
from the experiences of others in the online community. Discussions and
reviews about green products on social media are more effective in
providing valuable knowledge about the benefits of green products
because people in the online community share a common goal of caring
about the environment. All the knowledge from social media can help
consumers make better decisions. The norm activation model and social
learning theory are relevant to consumers’ desire to gain knowledge and
environmentally responsible attitudes. Based on this theory, this study
reveals that information companies post through social media can in-
crease consumers’ knowledge, attention, and engagement with envi-
ronmental issues. In addition, consumers are also influenced by
communities on social media that share similar green lifestyles, which in
turn shapes the drive to be environmentally responsible and leads to
green product purchasing behavior.

Based on the literature review results, several researchers have
examined purchasing behavior that impacts the environment in online
and offline contexts, such as purchases in the online environment
(Palalic et al., 2021; Zafar, Shen, Shahzad, & Islam, 2021), Gen-Z
behavior in purchasing footwear products (Borah et al., 2024), con-
sumerable and durable consumer goods (Ikhsan et al., 2024), green
energy products (Ruiz-Alba et al., 2022), food (Armutcu et al., 2024;
Mazhar et al., 2022), and cosmetics (Dlamini & Mahowa, 2024; Shimul
et al., 2022). However, studies on online member group support in the
context of social media use and green product purchases have received
less attention from researchers. Therefore, there is a need for more in-
depth investigation to address this phenomenon and provide more
comprehensive insights to support the transformation of green product
innovation. The proposed framework to investigate the relationship
between online member group support and green product purchase
behavior in the context of social media use is a new contribution and
extension of the norm activation model.

This study offers significant practical and theoretical implications by
investigating several key factors that influence the purchase of green
products. Companies producing green cosmetics and foods can leverage
the findings of this study to gain a deeper understanding of how con-
sumers perceive green products in the context of social media and
support from online member groups. Furthermore, this study is struc-
tured in a logical sequence, starting with a literature review and hy-
pothesis development, followed by research methods, results and
discussion, implications, and conclusions.

2. Literature review and hypotheses development
2.1. Norm activation model

This research is based on the norm activation model to explain
consumers’ altruistic behavior in consuming green products (Schwartz,
1977). This model explains that awareness of consequences, re-
sponsibilities, and needs can shape consumers’ norms (Schwartz, 1977;
Schwartz & Howard, 1984). In addition, awareness of consequences and
responsibility attributes also reflect consumers’ beliefs that irresponsible
actions can have adverse effects (Xie & Xu, 2024). In conclusion, con-
sumers’ moral obligation driven by awareness of consequences and re-
sponsibility can influence their behavior in supporting a green
environment (Kim & Hwang, 2020).

In implementing the norm activation model in this study, when
consumers use social media with the same intent, they join the green
community as a form of concern and responsibility for the environment.
Interactions in online communities (social media) encourage consumers
to feel morally obligated to protect the environment by consuming green
products. In addition, social media can educate consumers, increase
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knowledge, and inspire behavior that cares about the environment
(Zhao et al., 2019). Consumer posts on social media often provide in-
formation about environmentally conscious activities, such as reducing,
reusing, and recycling useless materials (Pourabbasi & Shokouhyar,
2022). Environmental actions triggered by activities on social media
receive positive support from consumers’ social groups.

2.2. Social learning theory

Social learning theory, as proposed by Bandura (1977), is a key
concept in understanding consumer behavior. It refers to the process of
gaining knowledge through observing the actions of others. This process
involves external interactions with culture, environment, or society,
triggering internal psychological processes that aid in decision-making
(Illeris, 2003). Observation and imitation are key in understanding
consumer behavior, where behaviors are often repeated and spread,
influencing attitudes and values (O’Fallon & Butterfield, 2012). Social
media, a modern platform for social learning, allows consumers to learn
from the experiences and knowledge of others, including in the context
of eco-friendliness (Chung et al., 2020).

Referring to social learning theory, the study of Chen et al. (2017) es
for posts from friends, community activities, and recommendations that
influence their internal cognitive and affective processes and ultimately
form purchase preferences when using social media. Social learning
theory has been applied in various fields, including social and behav-
ioral sciences, as an approach that focuses on understanding various
human behavioral and developmental issues (Akram et al., 2021; Chen
et al., 2017; Shahzad et al., 2024). In line with some previous re-
searchers, this study proposes a framework (Fig. 1) to predict green
product purchase behavior for food and cosmetics. This study explains
that the use of social media may play an essential role in shaping the
desire to join the green community due to the similarity of goals, gaining
knowledge about green products, and subjective norm encouragement.
In addition, knowledge gained from social media about green products
can foster a sense of social responsibility. The definitions and in-
terrelationships of the various constructs in the framework will be dis-
cussed further.

2.3. Green purchase behavior

Green purchase behavior is the behavior of consumers responsible
for the environment by choosing environmentally friendly products to

Online
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reduce the negative impact on nature (Han, 2020). This behavior in-
volves avoiding purchasing and using environmentally harmful prod-
ucts (Amoako et al., 2020). Study Soomro et al. (2020) explained that
green purchase behavior includes avoiding products that can damage
the environment, meeting life needs without damaging the ecosystem,
choosing products with low environmental impact, and excelling in
sustainability. Meanwhile, Otto et al. (2021) added that green products
usually use environmentally safe materials, can be recycled, and require
less packaging. This study operationalizes green purchase behavior as
consumer actions to buy green products (such as food and cosmetics)
influenced by social media, online community support, knowledge,
environmental and social responsibility, and exposure to subjective
norms.

In consumer goods, green food and cosmetics are eco-friendly
products produced for environmental sustainability (Suphasomboon &
Vassanadumrongdee, 2022; Tan et al, 2022) and innovation for
corporate sustainability. Green cosmetics, as a practice, prioritize the
well-being of animals by not using them for experiments, use pure in-
gredients from nature without any artificial chemical elements as the
main content, are packaged with recyclable materials, and reduce the
carbon footprint in the distribution process. On the other hand, green
food emphasizes the use of sustainable ingredients (local and organic)
and a production process that does not negatively impact the environ-
ment. Green cosmetics and food products are widely considered safer
and healthier than their non-green counterparts, offering added value to
consumer.

2.4. Social media usage

Internet technology has revolutionized the way consumers and
companies communicate and changed social behavior (Dwivedi et al.,
2023; Shihab & Wangsa, 2024). Social media is one of the main
communication channels that support this change (Melovic et al., 2020).
From a marketing perspective, social media is a technological aspect of
business communication, transaction, and relationship-building activ-
ities, utilizing a network of potential customers and clients to drive
shared value creation (Andzulis et al., 2012).

In the social context, this research views social media as a new
channel to communicate with friends in the community, aiming to share
information and support green product consumption behavior. Re-
searchers agree that the use of social media has a vital role in influencing
green product purchasing behavior (Nekmahmud et al, 2022),

H8

Member
Group Supy

HI H3

Social Media
Usage

H4

Green
Consumer
Knowledge

Subjective
Norm

Consumer
Social
Responsibility

Green
Purchase
Behavior

Fig. 1. Theoretical Framework
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subjective norms (Nekmahmud et al., 2022; Sun & Xing, 2022), and
consumer knowledge (Sun & Wang, 2020). It happens because social
media is a platform for disseminating information about environmental
issues, sustainable practices, and green products (Zhao et al., 2019). In
addition, the study of Vyas and Pandey (2021) explained that social
media usage increases employee knowledge from information-sharing
activities.

Based on the results of previous studies, this research argues that
social media can shape consumers’ subjective norms as they tend to pay
attention to what their peers in the community and people who are
considered influential in supporting attitudes are doing. It can create
social pressure to adopt similar practices, thus strengthening the desire
to purchase green products. In addition, social media provides con-
sumers with easy access to information about green products (Chi,
2021). It helps them make choices and prioritize the purchase of green
products. Social media also fosters a community with the same envi-
ronmental values, where members support and motivate each other to
make sustainable choices. Therefore, this study proposes the following
hypothesis:

H1. Social media usage positively affects the online member group
support.

H2. Social media usage positively affects green purchase behavior.

H3. Social media usage positively affects the green consumer’s
knowledge.

H4. Social media usage positively affects the subjective norm.
2.5. Green consumer knowledge

Knowledge and awareness of environmental issues can encourage
consumer attitudes to be more sensitive and engage in environmentally
and socially responsible behavior (Borah et al., 2024; Chaihanchanchai
& Anantachart, 2023). This behavior is reflected in the consumption of
green products. This research interprets green knowledge as consumer
awareness to make informed choices that are aligned with the values of
sustainability and environmental responsibility. This argument is sup-
ported by the study of Dhir et al. (2021), which shows that knowledge
can change consumer attitudes when they are aware of environmental
issues. In addition, the study of Hosta and Zabkar (2021) also empha-
sizes that the availability of information is very important for consumers
in consuming green products. Therefore, companies must provide valid
information about green products (Schrader, 2007) as a form of
accountability. Ultimately, it is the individual consumer’s knowledge
that forms the basis for increasing social responsibility, highlighting the
importance of each person’s actions in the larger context of
sustainability.

The study of Mansoor and Wijaksana (2023) show that consumer
knowledge about the environment positively influences behavior that
supports the environment. This finding suggests that knowledge about
green products can also encourage socially responsible consumer
behavior. In addition, the study of Borah et al. (2024) also proved that
consumer social responsibility mediates the relationship between con-
sumer knowledge and green product purchasing behavior. This finding
indicates that consumer knowledge directly impacts their social re-
sponsibility. It is consistent with Hosta and Zabkar (2021) study, which
proves that the availability of information about the environment as a
form of consumer knowledge can increase environmentally and socially
responsible behavior. Based on this, this study proposes the following
hypothesis:

H5. Green consumer knowledge positively affects the consumer social
responsibility.
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2.6. Subjective norms

Subjective norms are closely related to social pressure and expecta-
tions from people who expect individuals to participate in specific ac-
tions (Ajzen, 1991; Van Tonder et al., 2023). Adherence to subjective
norms depends on social pressure or direction from social groups to
behave beneficially (Wang, 2014). In addition, consumers often seek
input from group members when uncertain about the outcome of their
behavior, such as opinions on the benefits and availability of green
products in the market (Sreen et al., 2018). This social pressure can
come from friends, family, or other community members (Setiawan
et al., 2021).

In the norm activation model, subjective norms differ from personal
norms (Van Tonder et al., 2023). Personal norms emphasize individual
morals that lead to specific behaviors (Moser, 2015), while subjective
norms concern the actions that other people expect consumers to do
(Paul et al., 2016). Therefore, this study interprets subjective norms as
the support and expectations from social members that consumers
should voluntarily act to help others and the environment by purchasing
green products.

Several previous researchers agree that subjective norms have a
positive impact on green product purchasing behavior (Li et al., 2020;
Ling et al., 2024; Liu et al., 2020; Roh et al., 2022; Synodinos et al.,
2023; Taufique & Islam, 2021; Van Tonder et al., 2023). Based on this,
this study proposes the following hypothesis:

H6. Subjective norm positively affects green purchase behavior.
2.7. Consumer social responsibility

Conceptually, consumer social responsibility extends corporate so-
cial responsibility towards its consumers. Consumer social responsibility
emphasizes consumption behavior that contributes to sustainable, fair,
and ethical practices (Pawaskar et al., 2018) and maximizing long-term
beneficial impacts on society (Mohr et al., 2001). Roberts (1995) has
defined consumer social responsibility as an attitude towards purchas-
ing, consuming, and disposing of products that are believed not to
damage the environment. Thus, consuming green products shows con-
sumers’ social concern for environmental protection (Borah et al.,
2024).

Furthermore, socially responsible consumers ensure that product
purchase, use, and disposal do not negatively impact others or the
environment (Fazal, 2011). Evidence of consumers who care about so-
cial and environmental responsibility can be seen from their tendency to
buy green products and choose distribution channels that apply sus-
tainability principles (Joshi & Rahman, 2015). This statement is sup-
ported by the findings of Dabija and Bejan (2018), which show that the
higher the level of consumer social responsibility, the greater the posi-
tive influence on purchasing green products.

Consumer social responsibility is significantly influenced by con-
sumers’ knowledge about environmental issues. For instance, a study by
Mansoor and Wijaksana (2023) demonstrated that knowledge about
green products can stimulate socially responsible consumer behavior.
This concept not only has a sustainable effect on consumers but also on
business actors such as retailers, distributors, and manufacturers (Quazi
et al., 2016). Their actions, which support socially responsible and safe
business entities, are crucial in promoting consumer social
responsibility:

H7. Consumer social responsibility positively affects green purchase
behavior.

2.8. Online member group support

Research on online member group support in the context of green
purchase behavior has received less attention, even though the presence
of social media has changed the mindset of consumers to be more
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concerned about the environment (Horrich & Bekir, 2024; Teufer &
Grabner-Krauter, 2023) and social. For example, Nick et al. (2018)
clearly state that the Internet affects the development and maintenance
of social relationships. In addition, online social media can create new
social spaces similar to offline ones (Goncalves et al., 2011). The study
by Zhang, Tang, and Liu (2023) conceptualizes online social support as
emotional, informational, and practical help provided by others via the
Internet and a sense of connectedness and acceptance from friends,
family, and other social network members. This concept provides insight
into how group members in online communities support consumers’
decisions to consume green products (Nick et al., 2018; Zhao et al.,
2021).

Online communities on social media focused on green practices
provide a platform to share knowledge, offer support, and influence
behavior (Ali et al., 2023; Kim et al., 2020). Members of these com-
munities provide information on green products and emotional
encouragement to be committed and environmentally responsible.
Therefore, support from fellow online community members plays a vital
role in shaping green product purchase behavior. Previous research has
proven that using social media can strengthen consumers’ relationships
with others and increase willingness to provide support (Salem & Ala-
nadoly, 2021), encouraging green product purchasing behavior. In
addition, the study of Gilmour et al. (2020) confirmed that using social
media (Facebook) for social support impacts overall consumer well-
being. Based on this, this study proposes the following hypothesis:

H8. Online member group support positively affects green purchase
behavior.

3. Methods
3.1. Measurements and social disability bias

This study aims to discuss purchase behavior towards green food and
cosmetic products by identifying five exogenous variables: social media
usage, online member group support, subjective norms, consumer green
knowledge, and consumer social responsibility. Each variable is
measured reflectively, by referring and adapting from several previous
researchers. For example, green purchasing behavior (Ikhsan et al.,
2024) and online member group support (Nick et al., 2018), each
measured with four items. While social media usage was measured with
three items, and subjective norms were measured with two items
(Armutcu et al., 2024). Green consumer knowledge and consumer social
responsibility were each measured with five items (Borah et al., 2024).
This research model, which has been developed with thoroughness, uses
23 question items (Table 1).

The structured questionnaire consists of several sections. The first
section informed respondents about the purpose of the survey and
motivated them to answer according to actual conditions, stating that
there were no right or wrong answers. The second section contained
questions to ensure that respondents met the sample criteria. The
criteria include (1) knowing about green products, (2) belonging to
communities on social media such as Instagram, Facebook, WhatsApp,
and others, and (3) having purchased and used green products in the
food and cosmetics categories. Respondents who do not meet the criteria
will be automatically eliminated.

The third section of the questionnaire is dedicated to gathering de-
mographic information. This includes age, gender, occupation, educa-
tion level, average monthly spending on green products (food or
cosmetics), and frequently used social media platforms. To ensure that
respondents feel comfortable providing this information, the question-
naire does not ask for personal data such as name, email, or mobile
phone number (Fisman et al., 2020; Ikhsan et al., 2024). This approach
helps to avoid unintended social bias and ensures that the data collected
is accurate and unbiased.

The questionnaire consisted of questions regarding the independent
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Table 1
Variable Measurement

Variable Code Questionnaire Items

In general, my friends on social media care about
OMGS1 me.
My friends on social media tell me about green

OMGS2  products that I want to know about.

When asking for advice on green products (food

and cosmetics), my friends on social media gave
OMGS3  useful advice.

I always get responses (such as: Like, Comment,

Online member Share) when posting green products (food and
group support OMGS4  cosmetics) that I use.

My engagement on social media influences the
SMU1 purchase of green products (food and cosmetics).

Social media content about green products (food
SMU2 and cosmetics) is trustworthy.

Social media content about green products (food
and cosmetics) is reliable.

I understand the environmental symbols on the
packaging of green products (food and

Social media usage SMU3

PK1 cosmetics).
I know that consuming non-green products can
PK2 damage the environment.
PK3 I'am knowledgeable about environmental issues.
I know the environmental laws and regulations
PK4 in Indonesia.

Green consumer
knowledge PK5

I know the various ways to minimize pollution

for the better health of living beings.

People who are important to me think that I

SN1 should buy green products (food and cosmetics).
Most people I care about buy green products

Subjective norms SN2 (food and cosmetics).
I am concerned about the environment and
believe I am responsible for improving the
CSR1 situation.
I believe everyone should be responsible when
CSR2 they enjoy the benefits of nature.

I believe that if consumers communicate their

responsibility to the environment, companies
CSR3 will act responsibly.

My responsible actions towards environmental
CSR4 protection will help preserve natural resources.

Consumer social I believe that humans must live in harmony with

responsibility CSR5 nature in order to survive.
I intentionally buy green products (food and
PB1 cosmetics).
I always buy green products (food and
PB2 cosmetics) for environmental reasons.

When I choose two products (green and
nongreen), I choose the one that is less harmful
PB3 to humans and the environment.
I strive to avoid purchasing products (food and
cosmetics) that could harm the environment.

Green purchase
behavior PB4

and dependent variables. Since the variables are measured simulta-
neously, it is essential to identify common method bias (CMB) (Kock
et al., 2021). CMB testing uses the complete collinearity method based
on each variable’s latent variable score (LVS) value. The random value
of the LVS is then regressed on the random value to get the variance
inflation factor (VIF) value. If the VIF value is <3.3 (Diamantopoulos &
Siguaw, 2006), the data is considered free from collinearity problems. A
summary of CMB testing with SmartPLS 4.1.0.6 software is presented in

Table 2
CMB
Random

LV scores — Consumer social responsibility 2.320
LV scores — Green consumer knowledge 2.948
LV scores — Online member group support 2.512
LV scores — Green purchase behavior 3.115
LV scores — Social media usage 2.267

LV scores — Subjective norms 2.527
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Table 2.

Based on Table 2, the VIF value for each variable measured is highest
at 3.115 for the green purchase behavior variable and lowest at 2.267 for
the social media usage variable. Since the highest VIF value is less than
3.3, it can be concluded that the research data does not have collinearity
problems.

The fourth section contains a list of questions with response options
that use a semantic differential scale (1 = strongly disagree to 5 =
strongly agree). A linguist and two members of the green community on
social media checked all question items to ensure language appropri-
ateness and measurement accuracy. Finally, the questionnaire was
distributed online through social media (WhatsApp, Instagram and
others online platforms).

3.2. Sampling strategy

The population in this study is an infinite number of Indonesian
consumers who have purchased and used green products in the food and
cosmetics category. The sample size was determined using the 10-time
rule (Hair Jr et al., 2022), resulting in a research sample of 230 re-
spondents. The sampling strategy, a meticulously planned approach,
was carried out using a purposive sampling method, as it focused on
predetermined criteria.

3.3. Normality

Statistical hypothesis testing with partial least square-structural
equation modeling (PLS-SEM) uses bootstrapping techniques (Hair Jr
et al., 2022). Therefore, it is free from normal distribution problems.
However, using PLS-SEM on highly abnormal data can lead to unsatis-
factory results, especially in terms of the statistical significance of the
parameters (Guenther et al., 2023; Hair Jr et al., 2022). Consequently, it
is vital to check the normality of the data when using PLS-SEM (Sarstedt
et al., 2022). To increase the meaningfulness of the indicator residual
variances within each model construct (Guenther et al., 2023) and
because the research objectives are predictive (Hair et al., 2019; Ringle
et al., 2023), the data normality evaluation uses the skewness and excess
kurtosis values with a value limit of —2 to +2. The summary of the data
normality test is presented in Table 3.

Based on Table 3, the excess kurtosis value for each variable item is
in the range of —2 to +2, except for the CSR2-CSR5 item, which exceeds
+2. At the same time, all skewness values are in the range of —2 to +2.

Table 3
Normality Distribution Level of Data

Variable Item Excess kurtosis Skewness

Online member group support OMGS1 0.533 —0.527

OMGS2 -0.116 —0.520

OMGS3 0.792 —0.841

OMGS4 —-0.322 —0.420

SMU1 —0.168 —0.484

Social media usage SMU2 0.446 —0.540

SMU3 —0.102 -0.411

GCK1 0.576 -0.799

GCK2 0.836 —-1.078

Green consumer knowledge GCK3 0.367 —0.648

GCK4 —-0.517 —0.290

GCK5 0.315 —0.663

Subjective norms SN1 0.339 —0.697

SN2 —-0.102 —0.452

CSR1 1.218 -1.075

CSR2 2.283 -1.339

Consumer social responsibility CSR3 3.860 -1.732

CSR4 2.794 —1.418

CSR5 3.641 -1.670

PB1 —0.260 —0.493

. PB2 0.229 —0.660

Green purchase behavior PB3 1.146 _1.036

PB4 0.298 —0.842
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These results indicate that the research data is not entirely normal, but
there is no indication of normality-related severe problems. Therefore,
using the PLS-SEM technique for structural model testing is considered
appropriat.

3.4. Data analysis

As discussed in the data normality section, this study used the PLS-
SEM technique with SmartPLS 4.1.0.6 software to answer the research
hypothesis. The PLS-SEM analysis technique includes a measurement
model (outer model) and a structural model (inner model) (Hair Jr et al.,
2022). The measurement model aims to evaluate the validity and reli-
ability of questionnaire items. Validity is tested through two methods:
convergent and discriminant validity. Convergent validity is determined
by the outer loading (OL) value >0.70 and the average variance
extracted (AVE) value >0.50 (Hair Jr et al., 2022), while discriminant
validity is measured using the heterotrait-monotrait correlation ratio
(HTMT) and Fornell-Larcker criteria (Henseler et al., 2015). The reli-
ability of the questionnaire was tested using Cronbach Alpha (CA) and
Composite Reliability (CR), with the CA and CR value limits for each
variable being >0.70 (Hair Jr et al., 2022).

The next step is structural model assessment. This research refers to
the stages of structural model assessment suggested by Hair Jr et al.
(2022). The first stage assesses collinearity problems in the structural
model, the second tests the significance of the relationship between
variables, the third assesses the explanatory power (R? dan %), and the
fourth assesses the structural model’s predictive power.

4. Results
4.1. Respondent profiles

Based on the sampling procedure, the study initially targeted data
collection from 230 respondents. However, during the questionnaire
distribution period (June to July 2024), 497 responses were collected.
After data cleaning and adjustment to the sample criteria, the final
number of data met the criteria was 323. Demographic information of
the respondents was obtained from the questionnaire and analyzed
using cross-tabulation with SPSS software (Table 4).

Referring to Table 4, the younger age group (17-28 years) showed a
higher preference for green products, especially green cosmetics, than
the older age group. Female respondents tend to prefer green cosmetics,
while males prefer green food. By occupation, university students and
private employees are the most prominent groups, with university stu-
dents more likely to prefer green food and private employees more likely
to prefer green cosmetics. Respondents with undergraduate education
are dominant in choosing green cosmetics, while high school graduates
are likelier to choose green food. In the IDR 100.000-500.000 per month
spending category for green products, preferences are almost balanced
between green cosmetics and green food, but at higher spending, green
cosmetics are more dominant. Respondents who use Instagram social
media are the primary users when choosing green products, followed by
WhatsApp and TikTok.

Furthermore, Levene’s test and t-test were used to evaluate the mean
differences between the two green product categories (cosmetics and
food) on several variables: social media use, online group member
support, subjective norms, green consumer knowledge, consumer social
responsibility, and green purchasing behavior.

Based on the Levene test for equality of variances (Table 5), the value
of F = 0.173 and Sig = 0.678 > 0.05 for the online member group
support variable, indicating homogeneous variance, while the t-test
value = 1.737 and Sig = 0.083 > 0.05 indicates no statistically signifi-
cant difference between the means of purchasing green products (cos-
metics and food). This result also applies to social media usage,
consumer social responsibility, and green purchasing behavior. How-
ever, the t-test values for green consumer knowledge and subjective



M.S. Shihab et al

Table 4
Cross Tabulation of Respondents’ Demographics
Green Product Total
Cosmetic ~ Food
Age 17-22 Count 33 42 75
% 10.2 % 13.0 23.2
% %
23-28 Count 59 44 103
% 18.3 % 13.6 31.9
% %
29-34 Count 38 26 64
% 11.8 % 8.0 % 19.8
%
35-40 Count 36 20 56
% 11.1 % 6.2 % 17.3
%
41-46 Count 9 11 20
% 2.8% 3.4% 6.2 %
> 46 Count 2 3 5
% 0.6 % 0.9 % 1.5%
Gender Female Count 118 80 198
% 36.5 % 24.8 61.3
% %
Male Count 59 66 125
% 18.3 % 20.4 38.7
% %
Job Student Count 45 54 99
% 13.9% 16.7 30.7
% %
Government Count 23 26 49
Employee % 7.1 % 8.0 % 15.2
%
Private Employee Count 87 49 136
% 26.9 % 15.2 42.1
% %
Professional Count 8 8 16
% 2.5 % 2.5 % 5.0 %
Entrepreneur Count 12 7 19
% 3.7 % 2.2% 5.9 %
Others Count 2 2 4
% 0.6 % 0.6 % 1.2%
Education High School Count 41 50 91
% 12.7 % 15.5 28.2
% %
Diploma Count 21 17 38
% 6.5 % 5.3 % 11.8
%
Undergraduate Count 89 62 151
% 27.6 % 19.2 46.7
% %
Graduate Count 23 15 38
% 7.1% 4.6 % 11.8
%
Doctoral Count 3 2 5
% 0.9 % 0.6 % 1.5%
Expenditure 100.000-500.000 Count 70 67 137
(IDR)/ % 21.7 % 20.7 42.4
mount % %
500.001-1.000.000 Count 39 29 68
% 12.1 % 9.0 % 21.1
%
1.000.001-1.500.000 Count 26 17 43
% 8.0 % 5.3 % 13.3
%
1.500.000-2.000.000 Count 15 13 28
% 4.6 % 4.0 % 8.7 %
> 2.000.000 Count 27 20 47
% 8.4 % 6.2 % 14.6
%
Social Media Instagram Count 109 77 186
% 33.7 % 23.8 57.6
% %
TikTok Count 26 29 55
% 8.0 % 9.0 % 17.0
%
Facebook Count 2 6 8
% 0.6 % 1.9% 25%
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Table 4 (continued)

Green Product Total

Cosmetic ~ Food

Twitter Count 5 2 7

% 1.5% 0.6 % 2.2%
WhatsApp Count 35 32 67

% 10.8 % 9.9 % 20.7

%

norms indicate a statistically significant difference between the means of
green product purchases (cosmetics and food) as their respective Sig
values are 0.043 < 0.05. The mean difference for green consumer
knowledge was 0.921 with a non-zero 95 % confidence interval (0.035
to 1.806), while the mean difference for subjective norms was 0.371
with a non-zero 95 % confidence interval (0.012 to 0.730).

Levene’s test and t-test results imply that companies need to develop
more specific educational strategies since there are significant differ-
ences in consumers’ knowledge of green products (cosmetics and food).
For example, marketing campaigns on social media can be conducted to
increase consumer knowledge about the benefits of green products, with
customized content for each type of product (cosmetics and food). In
addition, subjective norms showing significant differences indicate that
social factors or perceptions of others may influence consumers’ choices
differently between green cosmetics and green food. Companies can
utilize influencers or testimonials from influential figures to influence
consumer perceptions, especially among those who strongly prefer one
of the green products.

4.2. Measurement model evaluation

The results of the convergent validity analysis (Table 6) show that all
items on the variables of social media usage, online member group
support, green consumer knowledge, subjective norms, consumer social
responsibility, and green purchase behavior produce OL > 0.70 and
AVE > 0.50 values. These results indicate that each item reflects each
variable measured, so it can be stated that convergent validity is met.
Furthermore, the CA and CR values for each measured variable are
>0.70 and do not exceed 0.95 (Hair Jr et al., 2022), so the questionnaire
is declared reliable.

Discriminant validity testing refers to the HTMT and Fornell Lacker
criteria (Table 7 and Table 8). Table 7 presents the HTMT assessment
results, which indicate good discriminant validity with the highest
correlation value of 0.836 and less than the threshold value of 0.90 (Hair
Jretal., 2022). Overall, the HTMT values indicate that each construct in
the research model is distinct, so discriminant validity is met according
to the HTMT criteria.

On other criteria, Table 8 provides information about discriminant
validity using the Fornell-Lacker criterion. The results are also declared
good because of the root AVE value (0.881). For example, the consumer
social responsibility variable is greater than the correlation value be-
tween other variables. Likewise, the root AVE value for other variables is
also more excellent.

4.3. Evaluation of the structural model

This study aims to explain the theoretical model by following several
stages of testing. The first stage is to check for collinearity issues.
Collinearity detection is done by referring to the VIF value <3.3. Based
on Table 9 and Fig. 2, all relationships between variables show VIF
values in the range of 1-2.460, so the model is declared free from
collinearity problems.

The next stage assesses the estimated relationship between variables
using the p-value to determine the acceptance or rejection of the hy-
pothesis (Table 9). Social media usage positively and significantly af-
fects online member group support with ; = 0.678 and p-value <0.001,
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Table 5
Independent Samples Test-Green Cosmetic (n = 177), Green Food (n = 146).
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Levene’s Test for Equality of Variances

t-test for Equality of Means

F Sig. t df Sig. Mean Difference SE Difference 95 % C-I of the Difference

Lower Upper
OMGS Equal variances assumed 0.173 0.678 1.737 321 0.083 0.611 0.352 —0.081 1.304
SMU Equal variances assumed 0.080 0.777 1.491 321 0.137 0.379 0.254 —0.121 0.879
GCK Equal variances assumed 0.446 0.505 2.045 321 0.042 0.921 0.450 0.035 1.806
SN Equal variances assumed 1.554 0.213 2.031 321 0.043 0.371 0.183 0.012 0.730
CSR Equal variances assumed 1.561 0.212 1.250 321 0.212 0.477 0.382 —0.274 1.228
GPB Equal variances assumed 1.475 0.225 0.761 321 0.447 0.244 0.321 —0.387 0.875

Noted: OMGS: Online Member Group Support; SMU: Social Media Usage; GCK: Green Consumer Knowledge; SN: Subjective Norms; CSR: Consumer Social Re-
sponsibility; GPB: Green purchase behavior; df: degree of freedom; SE: Standar Error; C-I: Confidence Interval; Sig: Significance.

Table 6 Table 9
Validity and Reliability Structural Model
Construct Item OL AVE CA CR Path VIF- Std Stdev T p
csr1 0.856 Inner statistics values
CSR2 0.904 H1. Social media
Consumer social responsibility CSR3 0.923 0.777 0.928 0.928 usage—Online member 1.000 0.678 0.040 16.956 <0.001
CSR4 0.857 group support
CSR5 0.865 H2. Social media
OMGS1 0.789 usage—Green purchase 2.136 0.150 0.057  2.623 0.009
Online member group support gxgzi ggzz 0.715 0.867 0.868 " : e:j:il:lrme dia
OMGS4 0.853 usage—Green consumer 1.000 0.633  0.043 14.571 <0.001
GCK1 0.736 knowledge
Green consumer knowledge ggii g;z; 0.642 0.859 0.864 Htsi(g)fceflsrl?bej:lcative norms 1.000 0615 0.041 15059 <0.001
GCK4 0.780 H5. Green consumer
GCK5 0.862 knowledge—Consumer 1.000  0.694 0.040 17.301 <0.001
SMU1 0.748 social responsibility
. . . . . —
Social media usage :xgi gggg 0.718 0.800 0.805 H?Jusrlcls_;escet::hzsirxs Green 2,030 0332 0061 5470 <0.001
Subjective norms :EZ g:::: 0.807  0.760  0.760 HZefy)zI:;ig:;rt;icCl}iLen 1521 0381 0.049 7.701 <0.001
PB1 0.838 purchase behavior
Green purchase behavior iﬁi 32323 0.787 088l  0.882 HZLE;é;TiE::;Ee;ui%‘ze 2460 0128 0.061  2.090 0.037
PB4 0.881 behavior
Table 7 so the first hypothesis is accepted. Social media usage also positively and
Discriminant Validity - HTMT significantly affects purchase behavior with a p, value = 0.150 and p-
CSR GCK OMGS GPB SMU SN value = 0.009, so the second hypothesis is accepted. Furthermore, this
Consumer social study proves that social media usage positively and significantly affects
responsibility green consumer knowledge with a 3 value = 0.633 and p-value <0.001,
Green consumer knowledge  0.769 so the third hypothesis is accepted. Social media usage positively and
Online member group 0.601 0.715 significantly affects subjective norm with a 4 value = 0.615 and p-value
Zizgzr;umhase behavior 0747 0832 0756 <0.001, so the fourth hypothesis is accepted. Green consumer knowl-
Social media usage 0610 0764 0816  0.764 edge positively and significantly affects consumer social responsibility
Subjective norms 0.532 0.804 0.836  0.834 0.791 with a f5 value = 0.649 and p-value <0.001, so the fifth hypothesis is
accepted. Subjective norm positively and significantly affects purchase
behavior with a pe value = 0.332 and p-value <0.001, so the sixth hy-
Table 8 pothesis is accepted. Consumer social responsibility has a positive and
Discriminant Validity — Fornell Lacker Criterion significant effect on purchase behavior with a 7 value = 0.381 and p-
CSR GCK  OMGS _ GPB SMU SN value <0.001, so the seventh hypothesis is accepted. Finally, online
- member group support positively and significantly affects purchase
S;I;:::iirﬂsi?;lal 0.881 behavior with a pg value = 0.128 and p-value <0.037, so the eighth
Green consumer osot 0801 hypothesis is accepted.' N .
knowledge Furthermore, referring to the beta coefficient value, this study pro-
Online member group 0539 0617  0.846 vides information that the effect of media use on online member group
support support and consumer knowledge on consumer social responsibility are
Séﬁzzig:mhase 0.678 0723  0.660  0.859 the two most dominant and significant directions in explaining green
Social media usage 0529 0633 0.678 0642  0.847 product purchasing behavior in the structural model.
Subjective norms 0.448  0.649 0.679  0.682 0.615 0.898 The next step is to evaluate the strength of the structural model

described in Table 10. Green consumer knowledge showed a 48.1 %
contribution to consumer social responsibility R? = 0.481), and in the
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0.678 (0.000)

0.615 (0.000)

Social Media Usage

0.633 (0.000)

Green Consumer Knowledge

0.128 (0.037) >

Online Member Group Support

0.150 (0.009)

Subjective Norm

0.694 (0.000)
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Purchase Behavior

0.332 (0.000)

SN1

0.381 (0.000)
SN2

Consumer Social Responsibility

Fig. 2. Inner Model.

Table 10
The Model’s Explanatory Power
R? i Decision
Green c.or?s.umer knowledge—Consumer social 0481 0928  Strong
responsibility
Social media usage—Green consumer knowledge 0.401 0.670  Strong
Social media usage—Online member group support  0.459  0.849  Strong
Social media usage—Subjective norms 0.378  0.608  Strong
Social media usage—Green purchase behavior 0.031 Weak
Consufner social responsibility—Green purchase 0.285 Moderate
behavior
Online member group support—Green purchase 0.665
—
; group supp P 0.020 Weak

behavior
Subjective norms—Green purchase behavior 0.162  Lemah

structural model, this relationship has a strong influence (% = 0.928).
Green consumer knowledge and online member group support are
determined by social media usage with R? = 0.401 and R? = 0.459,
respectively. Both relationships strongly influence the structural model,
with 2 values of 0.670 and 0.849, respectively. Similarly, subjective
norms are influenced by social media usage by 37.8 % (R? = 0.378), but
their influence in the structural model is significant (Z = 0.609 >
0.350).

Some variables, such as social media usage, consumer social re-
sponsibility, online member group support, and subjective norms,
contribute to shaping green purchase behavior by 66.5 % (R? = 0.665).
However, the contribution of social media usage (f2 = 0.031), online
member group support (f2 = 0.020), and subjective norms (2 = 0.162)
to green purchase behavior is relatively weak. In contrast, consumer

social responsibility strongly influences green purchase behavior with a
value of f* = 0.285.

The last test in the structural model is to assess the model’s predictive
power using the PLS-predict method. This method aims to evaluate the
ability of the PLS model to predict new values of the dependent variable
(predicted variable) based on the value of the independent variable
(predicting variable) (Shmueli et al., 2019). In addition, PLS-predict can
also be used to predict models both in and out of the sample (Hair Jr,
2021). The smaller the root mean squared error (RMSE) value in the
PLS-SEM model compared to the RMSE value in the linear model (LM),
the better the model’s predictive ability. Table 11 summarizes the PLS-
predict results using the RMSE approach, which includes predictions for
20 indicators.

5. Discussions

This study predicts consumer behavior in purchasing green products
(especially cosmetics and food), which is influenced by social media
usage, online member group support, and psychological factors (green
consumer knowledge, subjective norms, consumer social responsibility).
Eight hypotheses were tested and statistically resulted in positive and
significant coefficient estimates. Social media usage influences online
member group support (H1), and online member group support in-
fluences green purchase behavior (H8). Together, these new hypotheses
contribute to the norm activation model and social learning theory in
the context of social media usage and green purchase behavior. In
addition, this study also proves that social media usage has a positive
impact on green purchasing behavior (H2). Concerning these findings
(H1 and HS8), consumers use social media to interact, learn about the



M.S. Shihab et al

Table 11
Predictive Power - PLSpredict
Item Q?predict RMSE
PLS-SEM LM PLS-SEM vs LM

CSR1 0.244 0.700 0.697 0.003
CSR2 0.219 0.671 0.668 0.003
CSR3 0.155 0.701 0.703 —0.002
CSR4 0.205 0.721 0.716 0.005
CSR5 0.190 0.679 0.676 0.003
GCK1 0.247 0.814 0.822 —0.008
GCK2 0.189 0.779 0.782 —0.003
GCK3 0.251 0.687 0.690 —0.003
GCK4 0.265 0.812 0.805 0.007
GCK5 0.315 0.689 0.686 0.003
OMGS1 0.277 0.689 0.693 —0.004
OMGS2 0.317 0.822 0.814 0.008
OMGS3 0.316 0.750 0.753 —0.003
OMGS4 0.381 0.805 0.786 0.019
PB1 0.259 0.671 0.679 —0.008
PB2 0.323 0.729 0.734 —0.005
PB3 0.336 0.678 0.682 —0.004
PB4 0.275 0.721 0.721 0.000
SN1 0.290 0.741 0.742 —0.001
SN2 0.307 0.790 0.794 —0.004

behavior of others, and seek all information related to green products
through the online communities they join (Zhang, Tang, & Liu, 2023).
Following its function, social media acts as a new information and
learning media for consumers to determine attitudes and behave envi-
ronmentally friendly (Horrich & Bekir, 2024; Nekmahmud et al., 2022;
Teufer & Grabner-Krauter, 2023). Therefore, previous researchers’
statements about the function of social media have supported the hy-
pothesis statement: social media affects green purchase behavior (H2).
Social media is also a new space for consumers to get the support of
community members when they want to make green product purchase
decisions (Nick et al., 2018; Zhao et al., 2021). This argument is based
on the study of Salem and Alanadoly (2021), which explains that social
media facilitates the support of fellow members in shaping certain
behaviors.

The social media usage hypothesis affects subjective norms (H4),
which is in line with the study of Nekmahmud et al. (2022) and Pop et al.
(2020). Meanwhile, the hypothesis that social media usage affects green
consumer knowledge (H3) supports the statement of Vyas and Pandey
(2021) that social media usage is positively correlated with information-
sharing activities. It means that social media has become a source of
information due to the availability of sharing features that encourage
the dissemination of ideas, responses, perceptions, and other user-
generated content to be accepted as consumer knowledge (Kim et al.,
2015; Vyas & Pandey, 2021). In addition, the findings of this study
support social learning theory (Bandura, 1977), which explains that
consumers learn and understand green products by observing and
imitating the behavior of social media users (including community
members). Therefore, social media has become a bridge for conveying
knowledge about norms, values, and ethics.

This study explains that green consumer knowledge affects consumer
social responsibility (H5), and consumer social responsibility affects
green purchase behavior (H7). The findings of these two hypotheses
support the study of Borah et al. (2024). Furthermore, this study ex-
plains that consumers have the right to get the correct information
regarding green products to support them in being socially responsible,
environmentally and in purchasing behavior. Study Shaw and Shiu
(2003) also emphasize the importance of information availability for
consumers to be willing to consume green products. In addition, some
previous researchers have also signaled that information limitations can
reduce green product purchases (Chang et al., 2021). The study findings
of Ikhsan et al. (2024) provide a controversial statement that informa-
tion limitations can increase green product purchases because con-
sumers pay attention to a company’s reputation. Furthermore, the study
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of Tanveer et al. (2024) and Dabija and Bejan (2018) reinforce the study
findings that consumers with a high sense of social responsibility tend to
choose to consume green products. Thus, this study supports the norm
activation model.

5.1. Implications for theory

This study has proven that green consumer purchase behavior can be
well predicted by social media usage, online member group support,
subjective norms, and consumer social responsibility. Meanwhile, green
consumer knowledge predicts consumer social responsibility. Therefore,
this research framework model contributes theoretically to expanding
the norm activation model and social learning theory literature. Ac-
cording to Gutierrez et al. (2023), using social media can encourage
human interaction by exchanging ideas with fellow users, communities,
companies, and governments to establish informal communication.
Therefore, the conceptual model has been statistically proven by
correlating the constructs of social media use and online member group
support with green purchase behavior to expand the study of social
learning theory.

Meanwhile, correlating subjective norms and consumer social re-
sponsibility with green purchase behavior supports the norm activation
model. In addition, correlating green knowledge with consumer social
responsibility supports the norm activation model. This model also
provides insight into environmental, social, and technological changes.
The results of this study prove that combining theories has the oppor-
tunity to assess and explain green purchase behavior for cosmetics and
food products on social media.

5.2. Practical implications

The findings of this study not only enrich the literature on the norm
activation model and social learning theory implemented in green
purchasing behavior, particularly green cosmetics and food products but
also provide some practical implications for innovative businesses
seeking to increase purchasing value.

Community management is essential (Aquino et al., 2024). Con-
sumer decisions to consume green products (green food and cosmetics)
are often driven by the support of group members in online communities
(Nick et al., 2018; Zhao et al., 2021). Therefore, companies can use
social media to increase group support and strengthen online commu-
nities. With a community management approach, companies can
encourage and facilitate interactions on social media platforms by
creating engaging content, organizing discussions, and holding inter-
action campaigns that motivate members to participate actively.

Social media can maintain relationships, share ideas, and promote
businesses. Effective use of social media can encourage consumers to
choose green products (Jain et al., 2020; Lee et al., 2021), specifically
green food and cosmetic products. Therefore, companies can focus on
campaigning their products on social media to encourage behavior
change towards green purchasing. In addition, companies can increase
consumer engagement (Pop et al., 2020) through various activities, such
as live chat, content competitions, sharing success stories, and testi-
monials. Companies can also run educational campaigns on social media
about the positive impacts of green purchasing behavior. In addition,
companies can consider triggering feelings of shame in consumers who
do not take environmental sustainability seriously (Tandon et al., 2020).

Companies need to utilize social media to increase consumer
knowledge about environmental sustainability and encourage the use of
green products. For this reason, companies can continue to develop
innovative green food and cosmetics products that meet consumer needs
and expectations. Huang et al. (2024) showed how companies can
optimize green innovation and exploit the label-based marketing envi-
ronment. In addition, companies must also provide clear and trans-
parent information regarding environmental issues, which helps build
trust and commitment to their sustainability programs.
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Subjective norms are a person’s beliefs regarding how essential in-
dividuals around them support or do not support a behavior or decision.
Strategic use of social media can shape and influence consumers’ sub-
jective norms, influencing their purchasing behavior towards green food
and cosmetics brands. To reinforce these subjective norms, companies
can create content that features testimonials from respected influencers
or endorsers, which can change consumers’ views towards green prod-
ucts. Engaging influencers (Singh & Aggarwal, 2023) or figures they
respect is another strategy that can encourage consumers to follow this
trend.

Consumers’ knowledge of green food and cosmetic products helps
them make purchasing decisions and strengthens their commitment to
social responsibility. By capitalizing on this knowledge, companies can
build stronger consumer relationships, increase brand value, and
contribute to sustainability goals. Furthermore, companies can use
consumers’ knowledge of green products to encourage more responsible
social actions, such as getting them involved in social and environmental
activities that support the company’s commitment to social re-
sponsibility. Macca et al. (2024) showed that participation in sustain-
ability initiatives can increase the sense of social responsibility. In
addition, companies can integrate ethical and social responsibility
practices into their entire business chain, from upstream to downstream.

The influence of subjective norms on green product purchase
behavior suggests that pressure from people around consumers can in-
fluence the decision to purchase green food and cosmetic products.
Caniels et al. (2021) explain that social value can increase the likelihood
of consumers choosing green products to strengthen their social per-
ceptions. Therefore, companies can expand consumers’ access to social
value creation, for example, by highlighting how people in social groups
or communities choose green products and displaying information about
the company’s green practices that conform to social norms. It can
encourage consumers to follow the same behavior.

The results of this study show that the higher consumers’ sense of
social responsibility, the more likely they are to purchase green food and
cosmetics products. Companies need to leverage this sense of social re-
sponsibility to encourage more sustainable purchasing behavior. Lee
et al. (2021) revealed that interactivity (two-way engagement between
companies and consumers) in social responsibility campaigns can in-
crease consumer engagement. They feel more connected and motivated
to participate when they actively participate in the campaign. Therefore,
companies can design more effective strategies to attract and retain
consumers who care about sustainability, for example, through inter-
active campaigns that provide opportunities to provide feedback and
rewards to those who participate. In addition, companies need to not
only develop green products but also support broader social causes.

Online communities’ support can help companies promote green
food and cosmetics products. Zhang, Hassan, and Migin (2023) pointed
out that consumers use community group buying platforms to improve
shopping efficiency without having to leave home. Therefore, com-
panies can encourage the purchase of green products by designing
simpler and easier-to-use operating systems in popular languages
(Zhang, Hassan, & Migin, 2023). In addition, managing online com-
munities such as discussion forums that focus on green purchasing
behavior can provide a platform for people to share positive experiences.

6. Conclusions

This research has found several findings that can contribute to un-
derstanding and assessing green purchase behavior in the context of
social media usage and psychological factors. Therefore, this study
concludes that social media usage affects online member group support,
green consumer knowledge, subjective norms, and green purchase
behavior in green food and cosmetic products. Social media usage, on-
line member group support, subjective norms, and consumer social re-
sponsibility influence green purchase behavior. Finally, green consumer
knowledge affects consumer social responsibility. This research opens
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up opportunities to examine green purchase behavior in the same or
different product categories by adding online review constructs (Ikhsan
et al., 2024), trust in social media (Zafar, Shen, Ashfaq, & Shahzad,
2021) and personal norms (Han, 2020). Methodologically, this study did
not specifically examine the indirect relationship between variables,
which is one of the study’s limitations. Therefore, future researchers can
conduct indirect testing in our proposed model by differentiating one of
the green product categories in a sample of developing and developed
countries to gain greater insight into understanding consumer behavior.
In addition, this research has been comprehensively designed to answer
the research objectives but still has limitations, such as the frequency of
social media use. Future researchers can add the frequency of social
media use as a moderating relationship between social media usage,
green purchase behavior, and green consumer knowledge.
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