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Abstrak: Pada saat krisis lingkungan semakin mendesak dan ketidakpercayaan konsumen terhadap klaim 

lingkungan perusahaan meningkat, greenfluencer—influencer skala kecil yang mempromosikan gaya hidup ramah 

lingkungan melalui akun media sosial mereka—mewakili agen yang berpotensi penting dalam pengembangan 

perilaku pro-pembangunan berkelanjutan. Penelitian ini mengeksplorasi pengaruh karakteristik greenfluencer 

terhadap niat beli konsumen terhadap produk berkelanjutan dari perspektif proses psikologis di mana sikap dan 

kepercayaan berperan sebagai mediator. Desain penelitian eksplanatori kuantitatif diterapkan dalam studi ini, dan 

data primer diperoleh melalui survei terstruktur yang disebarkan secara online kepada pengguna media sosial 

Indonesia berusia 18 - 45 tahun yang secara aktif mengikuti greenfluencer di Instagram, TikTok, dan YouTube. 

Kami mengkaji hubungan antara kredibilitas greenfluencer, keaslian, kesesuaian pesan-produk, kepercayaan, 

sikap, dan niat beli menggunakan model persamaan struktural. Hasil penelitian ini menunjukkan bahwa atribut 

greenfluencer secara signifikan mempengaruhi niat beli berkelanjutan yang dimediasi oleh kepercayaan dan sikap, 

menunjukkan peran keaslian yang dipersepsikan dan kesesuaian pesan dalam pemasaran green influencer. Secara 

teoretis, studi ini mengembangkan teori COR dalam konteks pengaruh lingkungan digital, menunjukkan 

bagaimana kepercayaan sebagai sumber daya psikologis mempengaruhi pengambilan keputusan berkelanjutan. 

Hal ini memiliki implikasi praktis bagi pemasar dan pembuat kebijakan dalam hal menggunakan mikro-influencer 

untuk membangun kepercayaan dan mendorong keterlibatan terhadap konten merek yang berkelanjutan. Penelitian 

ini berkontribusi pada pengetahuan tentang bagaimana komunikasi digital dan efek influencer dapat dimanfaatkan 

untuk merangsang perilaku pro-lingkungan di pasar digital yang sedang berkembang. 

 

Kata kunci:  Greenfluencer, Produk Berkelanjutan, Kepercayaan, Sikap. 

  

Abstract: At a time when environmental crises are becoming more urgent and consumer distrust of companies’ 

environmental claims rises, greenfluencers—small-scale influencers who promote eco-conscious living via their 

social media accounts—represent potentially important agents in the development of pro-sustenance behavior. 

This research explores the effect of greenfluencer characteristics on consumers’ purchase intentions of sustainable 

products from the perspectives of the psychological processes in which attitude and trust mediate. A quantitative 

explanatory research design was applied to the study, and primary data were obtained using a structured survey 

distributed online to Indonesian social media user aged 18 - 45 years old who actively follow greenf luencers on 

Instagram, TikTok and Youtube. We examine the relationships between greenfluencer credibility, authenticity, 

message-product congruence, trust, attitude, and purchase intention using structural equation model. The results 

of this study indicate greenfluencer attributes significantly affect sustainable purchase intentions mediated by trust 

and attitude, suggesting the role of perceived authenticity and message congruence in green influencer marketing. 

Theoretically, the study advances the COR theory to the digital environmental influence context, showing how 

trust as a psychological resource influences sustainable decision making. This has practical implications for 

marketers and policy makers in terms of using micro-influencers to engender trust and foster engagement toward 

sustainable branded content. This study contributes to the knowledge body about how digital communication and 

influencer effects might be leveraged to stimulate pro-environment behavior among emerging digital markets. 

 

Keywords: Greenfluencer, Sustainable Products, Trust, Attitude. 

 

INTRODUCTION 

The growing urgency of environmental 

crises, coupled with the widespread use of 

social media, has created new avenues for 

sustainability advocacy. Among these, the 

rise of “greenfluencers”—social media 

micro-influencers who promote 

environmentally responsible behaviors—

has emerged as a compelling force in 
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shaping eco-conscious consumer behavior. 

These digital personalities often occupy a 

space of authenticity and relatability, 

making them persuasive agents in 

encouraging sustainable consumption, 

particularly in markets where traditional 

environmental campaigns may have limited 

reach (Breves & Liebers, 2022). With 

platforms such as Instagram, TikTok, and 

YouTube facilitating rapid dissemination of 

eco-lifestyle content, greenfluencers have 

become instrumental in translating 

environmental values into purchasing 

behaviors (Wu & Long, 2024). This shift is 

particularly relevant in emerging 

economies like Indonesia, where digital 

penetration is high and environmental 

regulation often coexists with widespread 

ecological challenges (Junarsin et al., 

2022). 

Despite their growing relevance, there 

remains a significant research gap 

concerning the measurable impact of 

greenfluencers on consumer behavior, 

particularly in developing nations. Prior 

studies have focused extensively on macro-

level green marketing strategies or celebrity 

endorsements, with limited empirical work 

on micro-influencers who operate within 

targeted niches (Kumar, 2025). 

Furthermore, the authenticity and trust 

associated with greenfluencers are often 

cited anecdotally rather than systematically 

tested through empirical models (Shahid et 

al., 2024). As consumer skepticism toward 

greenwashing intensifies, understanding 

the psychological and social variables that 

influence sustainable purchase intentions 

becomes increasingly urgent (Pittman & 

Abell, 2021). 

The theoretical foundation of this 

research is grounded in Conservation of 

Resources (COR) Theory, which posits that 

individuals strive to preserve and acquire 

valuable resources—be they psychological, 

social, or environmental [(Hobfoll, 1989)]. 

Applied to greenfluencer dynamics, 

consumers perceive credible eco-influencer 

content as a resource that simplifies 

sustainable decision-making and reduces 

uncertainty (Desembrianita & Mulyono, 

2024). Trust in these influencers thus serves 

as a psychological buffer against the 

overwhelming volume of corporate 

environmental claims, while reinforcing 

perceived behavioral control and subjective 

norms (Cavazos-Arroyo & Melchor-

Ascencio, 2023). The COR framework 

enables a deeper understanding of the 

motivational and emotional pathways 

through which greenfluencer messages 

translate into actual consumer behavior. 

The current study intends to investigate 

the impact of micro-level greenfluencers on 

the purchase intention of sustainable 

product by Indonesian social media users. 

In particular, it examines the mechanisms 

through which trust and attitude mediate the 

impact of greenfluencer attributes – 

credibility, authenticity and message-

product fit – on consumers’ behavioral 

responses. Research question The research 

aims to answer the central question: How 

the trust and attitude mediate the influence 

of the greenfluencer characteristics to the 

consumer’s purchase intention toward 

sustainable product? The following 

research hypotheses are forwarded: (1) 

there is a significant influence of the 

greenfluencer credibility on consumer trust 

and attitude; (2) trust and attitude serve as 

mediating factors for the relationship 

between greenfluencer characteristics and 

purchase intention; and (3) increasing the 

congruence between the message and the 

product will strengthen the persuasive 

impact of the influencer content. 

This study offers novel insights by 

integrating sustainability marketing, 

environmental psychology, and digital 

influence theory. However, previous 

literature addresses these in silos and few 

models are proposed that systematically 

organize and integrate these drivers to 

ADEA building with theoretical basis, 

particularly in the context of emerging 

digital platforms and ecosystems such as 

those in Indonesia (Kapoor et al., 2022). 

Additionally, the study highlights the 

importance of message framing and 
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platform-specific influencer dynamics, 

offering actionable implications for both 

marketers and policymakers aiming to 

promote sustainable consumption (Verma, 

2024). By empirically validating the role of 

trust and psychological resourcefulness in 

sustainable purchase decisions, this 

research advances theoretical discourse and 

informs practical strategies for green 

marketing in the digital age (Shahabuddin, 

2024) . 

 

LITERATURE REVIEW 

The theoretical foundation guiding this 

study is the Conservation of Resources 

(COR) Theory, developed by Hobfoll 

(1989), which states that people work to 

acquire, maintain, or protect resources that 

are valued by them (whether they are 

material, psychological, or social). In 

consumer behavior literature, COR Theory 

has gained popularity for examining how 

consumers react to information and stimuli 

that decreases cognitive load and 

uncertainty when making decisions and 

particularly when experiencing 

environmental stress, or being overloaded 

by the information (Wu & Long, 2024). In 

the context of greenfluencers, digital 

content that is perceived as credible and 

consistent with eco-values can function as a 

psychological resource, offering 

reassurance and validation for sustainable 

purchasing behaviors (Desembrianita & 

Mulyono, 2024). Trust, a core resource 

within the COR framework, mediates 

consumer willingness to act upon 

environmentally framed marketing 

messages by lowering perceived risks and 

increasing emotional engagement (Shahid 

et al., 2024). As such, COR Theory is 

highly relevant to this research, which 

investigates the role of trust and attitude in 

mediating the influence of greenfluencer 

content on sustainable purchase intentions. 

Several recent studies have explored the 

influence of eco-influencers on green 

consumer behavior, particularly through 

the lens of trust and perceived authenticity. 

For instance, greenfluencer credibility has 

been shown to significantly impact 

consumer attitudes and perceived 

behavioral control, which in turn affect 

green purchase intentions and behaviors 

(Cavazos-Arroyo & Melchor-Ascencio, 

2023). In a similar vein, message framing 

has been identified as a critical factor, 

where concrete, authentic appeals foster 

stronger behavioral intentions than abstract, 

generalized sustainability claims (Kapoor 

et al., 2022). The parasocial relationships 

that users form with influencers have also 

been found to mediate advertising 

effectiveness, particularly among followers 

who ascribe affective motives to influencer 

content (Breves & Liebers, 2022). Other 

studies have examined how consumer trust 

in green brands and digital marketing 

strategies correlates with purchase 

intention, indicating that influencer content 

can significantly enhance brand 

engagement when perceived as trustworthy 

(Shahabuddin, 2024). 

Despite this growing body of work, 

several critical gaps remain unaddressed. 

First, much of the existing literature has 

concentrated on Western contexts, leaving 

developing markets such as Indonesia 

underrepresented, even though these 

regions face unique environmental 

challenges and digital engagement patterns 

(Junarsin et al., 2022). Second, while some 

studies examine influencer credibility, 

fewer provide a comprehensive analysis of 

how multiple influencer attributes (e.g., 

authenticity, message-product congruence) 

collectively affect consumer psychology 

and behavior (Akram et al., 2024). Third, 

few studies have employed advanced 

mediation modeling techniques such as 

Structural Equation Modeling (SEM) to 

unpack the complex pathways from 

influencer attributes to purchase intention 

via trust and attitude (Biby et al., 2024). 

Finally, the temporal scope of prior 

research often fails to account for the rapid 

evolution of social media dynamics and 

influencer culture, resulting in outdated 

frameworks that inadequately capture 
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current consumer–influencer interactions 

(Verma, 2024). 

This paper attempts to fill these gaps by 

combining COR Theory with the recent 

empirical approaches on examining 

greenfluencer influence in the context of 

Indonesian digital space. In contrast to past 

research that has examined credibility and 

popularity separately, the present study 

considers these metrics among credibility 

sources but also includes authenticity and 

message-product fit as other aspects of the 

greenfluencer to be considered based on a 

validated structural model. It further 

introduces trust and attitude as central 

mediating variables, thereby presenting a 

richer picture of mediating mechanisms of 

eco-influencer effectiveness. By focusing 

on Indonesia—a setting characterized by 

high digital penetration and growing 

environmental consciousness—this study 

provides contextually informed and 

empirically sound, theoretically novel 

answers (Hermayanti et al., 2024). 

Furthermore, the study responds to calls for 

more evidence-based evaluation of 

influencer marketing strategies that 

prioritize environmental outcomes over 

mere consumer engagement. 

A review of prevailing trends reveals 

that green marketing and influencer 

effectiveness research has largely been 

dominated by social-psychological models 

such as the Theory of Planned Behavior 

(TPB), with constructs like perceived 

behavioral control, subjective norms, and 

attitudes repeatedly validated as predictors 

of intention (V. S. et al., 2024). More recent 

research has turned toward trust and 

authenticity as critical mediators in this 

relationship, with studies increasingly 

emphasizing the affective dimensions of 

influencer–follower dynamics (Pittman & 

Abell, 2021). Scholars have also begun to 

incorporate technological and algorithmic 

factors into their models, exploring how 

visibility metrics, platform algorithms, and 

engagement patterns modulate influencer 

credibility and message reception (Hwang, 

2024). However, despite these 

developments, methodological 

inconsistencies persist, with a lack of 

standardized instruments and insufficient 

cross-cultural validation limiting the 

generalizability of findings. 

Synthesizing these threads of research, 

this review calls for a conceptual model that 

captures psychological, contextual, and 

communicative facets of greenfluencer 

influence. As new media, especially social 

media, are changing the forms that media 

take, and the media sector is moving away 

from hegemonic male authority in 

leadership, with a focus on green issues in 

the purchasing process, the research needs 

to move beyond a description of influencer 

effects toward an understanding of the 

causal and psychological processes 

involved in effecting that behavior. This 

preliminary analysis paves the way for 

studying the extent to which greenfluencer 

content functions as a trusted source 

interceding in perceptions, attitudes and 

behaviours toward sustainable 

consumption.   

METHODOLOGY 

In doing so, this study provides an 

examination of the influence of 

greenfluencer traits on green product 

buying intention from a quantitative, 

explanatory and cross sectional research 

design. The explanatory method is suitable 

for the study in order to empirically 

measure the cause-effect relationship 

between the variables and cross-sectional 

since it brings about a picture of consumer 

perceptions at a given time. It is a 

particularly suitable design for research into 

social media use and psychological 

variables, as large (micro) data can be 

gathered easily through structured tools 

(Creswell & Creswell, 2017). 

Data for this study is primary data 

collected through online survey from 

respondents. The instrument used for data 

collection was a self-administered 

structured questionnaire distributed 

through social media of Instagram, TikTok 

and YouTube communities. The 

https://consensus.app/papers/green-marketing-practices-an-investigation-into-consumer-verma/ea4a9be211e15b10814626852b78ff46/?utm_source=chatgpt
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questionnaire was developed based on 

validated Likert-scale instruments by 

previous research into influencer marketing 

and green consumerism. The constructs 

measured included greenfluencer 

credibility, authenticity, message-product 

fit, consumer trust, attitude and purchase 

intention. All items were rated on a 5-point 

scale with “strongly disagree” to “strongly 

agree,” with uniformity and accessibility of 

interpretation (Kapitan & Silvera, 2016). 

The target audience of this study is 

Indonesian social media users aged 18–45 

who actively follow at least a greenfluencer 

and have seen an advertisement of a 

sustainable product online. Purposive 

sampling was used to gather a sample that 

considered significant demographic and 

platform-based differences, and stratified 

by age, gender, and type of social media. 

Screening questions were used to verify 

participants met the inclusion criteria (i.e., 

participants are currently following 

greenfluencers and remember any recent 

eco-product promotions). The final sample 

size of 300–400 is sufficiently robust for 

testing mediation effects in SEM if latent 

variables are included (Kenny 2015) (Hair 

et al., 2019). 

Data was collected over four weeks, 

using Google Forms, and disseminated 

through partnerships with influencers, 

community-based organisations and social 

media ads. Participants provided informed 

consent at the start of the questionnaire and 

ethical clearance was secured before 

dissemination. In order to improve the 

quality of responses, a pilot test was 

performed on 30 respondents and minor 

corrections were made to clarify the 

responses and decrease ambiguity. The 

internal consistency reliability of the scales 

was determined by Cronbach's Alpha, and 

the construct validity was conducted by 

Confirmatory Factor Analysis (CFA) 

followed by hypothesis testing (Sarstedt et 

al., 2020). 

The main analysis method employed is 

Structural Equation Modeling (SEM) in a 

combined use of AMOS and SmartPLS. 

SEM is optimal to test more complex 

relationships between observed and latent 

variables (including mediating effects), and 

this is consistent with the study’s purpose to 

test trust and attitude as mediators. During 

the first stage, descriptive statistics were 

computed to describe the sample 

characteristics and summarize the 

response distribution. Subsequently, 

measurement model testing was conducted 

involving reliability (Cronbach’s Alpha > 

0.7), convergent validity (Average 

Variance Extracted > 0.5), and discriminant 

validity (Fornell–Larcker criterion). 

Secondly, the structural model was 

evaluated which the significance of the 

relationship was tested by using path 

analysis and the level was obtained by 

bootstrapping 5,000 subsamples (Hair et al., 

2017). 

For assessing mediation, the study used 

the variance accounted for (VAF) to 

estimate the relative and absolute indirect 

effects, as well as the Sobel tests for 

robustness. Model fit was evaluated 

through goodness-of-fit indices of CFI 

(Comparative Fit Index), RMSEA (Root 

Mean Square Error of Approximation) and 

SRMR(Standardized Root Mean Square 

Residual). This series of models offer a 

statistically based approach to explore how 

greenfluencer credibility and authenticity in 

combination with message-product 

congruence affect sustainable product 

purchase intentions through the mediating 

role of different psychological 

mechanisms (Henseler et al., 2016). 

Lastly, to establish the robustness of the 

results, it was tested hypotheses for 

multivariate assumptions including 

normality, multicollinearity, and common 

method bias. The common method bias 

were tested with the Harman’s single 

factor test, and we further test for 

multicollinearity with the Variance 

Inflation Factor (VIF) to confirm that it 

does not exceed the acceptable limit. Taex 

HE Model *Percentages may ot up to 100% 

due to missing responses All data was 

analyzed using established best practices 

https://www.researchgate.net/publication/332295759_Multivariate_Data_Analysis_Edition_8
https://www.researchgate.net/publication/332295759_Multivariate_Data_Analysis_Edition_8
https://link.springer.com/article/10.1007/s11747-020-00725-6
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https://www.researchgate.net/publication/319153937_A_Primer_on_Partial_Least_Squares_Structural_Equation_Modeling_PLS-SEM
https://www.researchgate.net/publication/319153937_A_Primer_on_Partial_Least_Squares_Structural_Equation_Modeling_PLS-SEM
https://www.sciencedirect.com/science/article/pii/S0148296316302219
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for quantitative survey research in the 

social science and marketing literature 

(Podsakoff et al., 2012). 

  

RESULT 

Demograp

hic Variable 

Categor

y 

Percenta

ge (%) 

Gender Female 57.3 

Gender Male 42.7 

Age 18–24 

years 

38.7 

Age 25–34 

years 

41.9 

Age 35–45 

years 

19.4 

Main 

Platform 

Used 

Instagr

am 

49.2 

Main 

Platform 

Used 

TikTok 31.4 

Main 

Platform 

Used 

YouTu

be 

19.4 

Frequency 

of Content 

Consumption 

Weekly 72.8 

We collected a total of 382 complete and 

valid responses from Indonesian social 

media users between the age of 18 to 45 

years old who actively follow a 

greenfluencer in Instagram, TikTok, or 

YouTube. In the sample, 57.3% were 

females and 42.7% were males. Regarding 

age, 38.7% of participants were in the 18–

24 age group, while 41.9% were in the 25–

34 group, and 19.4% were in the 35–45 

group. Regarding the main platform used, 

the percentage of users was the highest for 

Instagram users (49.2%), next for TikTok 

(31.4%), and YouTube including 

subscribers (19.4%). Most respondents 

(72.8%) were consuming greenfluencer 

content on a weekly basis. These statistics 

paint a picture of a demographically 

diverse and computerenthusiastic sample, 

appropriate for SEM. 

 

Measurement and Structural Model Results 

 

Table 1. Construct Reliability and 

Validity 

Construct Cronbach’

s Alpha (α) 

AV

E > 0.5 

/ 

Validit

y 

Greenfluenc

er Credibility 

0.89 Yes 

Authenticity 0.87 Yes 

Message-

Product 

Congruence 

0.85 Yes 

Trust 0.91 Yes 

Attitude 0.88 Yes 

Purchase 

Intention 

0.93 Yes 
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The measurement model was found to be 

robust through tests of reliability and 

validity. All constructs had a Cronbach’s 

Alpha value greater than 0.7, with 

greenfluencer credibility (α = 0.89), 

authenticity (α = 0.87), message-product 

congruence (α = 0.85), trust (α = 0.91), 

attitude (α = 0.88) and purchase intention 

(α = 0.93) demonstrating high internal 

consistency. CFA revealed good fit indices: 

CFI = 0.951 (Compressed Fit Index), 

RMSEA = 0.041 (Root Mean Square Error 

of Approximation) and SRMR = 0.038 

(Standardized Root Mean Square 

Residual). Convergent validity was 

achieved by (1) AVE scores higher than 

0.5 for each construct, and (2) the Fornell–

Larcker criterion for the discriminant 

validity (Sarstedt et al., 2020). 

Table 3. Structural Model Path 

Coefficients 

Path Β p

-

valu

e 

Effect 

Type 

Greenfluen

cer 

Credibility → 

Trust 

0.4

8 

< 

0.00

1 

Direct 

Authenticit

y → Attitude 

0.3

9 

< 

0.00

1 

Direct 

Message-

Product 

Congruence 

→ Trust 

0.4

4 

< 

0.00

1 

Direct 

Trust → 

Attitude 

0.4

2 

< 

0.00

1 

Direct 

Trust → 

Purchase 

Intention 

0.3

6 

< 

0.00

1 

Direct 

Attitude → 

Purchase 

Intention 

0.4

0 

< 

0.00

1 

Direct 

Credibility 

→ Trust → 

Purchase 

Intention 

0.1

7 

< 

0.00

1 

Mediat

ed 

Congruenc

e → Trust → 

Purchase 

Intention 

0.1

4 

< 

0.00

1 

Mediat

ed 

Authenticit

y → Attitude 

→ Purchase 

Intention 

0.1

6 

< 

0.00

1 

Mediat

ed 

 

Based on SEM, the structural model 

was analyzed via SmartPLS and AMOS. 

Direct effects showed that greenfluencer 

credibility was positively related to trust (β 

= 0.48, p < 0.001), authenticity to attitude 

(β = 0.39, p < 0.001), and message-product 

congruence to trust (β = 0.44, p < 0.001). 

Trust had strong impacts on the formation 

of attitude (β = 0.42, p < 0.001) and 

purchase intention (β = 0.36, p < 0.001), 

while attitude was also positively related to 

purchase intention (β = 0.40, p < 0.001). 

These findings confirmed all proposed 

direct links between constructs in the 

https://link.springer.com/article/10.1007/s11747-020-00725-6
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theoretical model (Cavazos-Arroyo & 

Melchor-Ascencio, 2023). 

Mediation analysis using the Sobel test 

and bootstrapping (5,000 subsamples) 

indicated that trust mediated the association 

between greenfluencer credibility and 

purchase intention (indirect effect β = 0.17, 

p < 0.001), and between message-product 

congruence and purchase intention (indirect 

effect β = 0.14, p < 0.001). Attitude 

mediated the effect of authenticity on 

purchase intention (indirect effect β = 0.16, 

p < 0.001). Variance Accounted For (VAF) 

of all the mediating paths was over 20%, 

and partial mediation was tested. These 

findings suggest the role of psychological 

factors as mediating pathways of influencer 

effects (Shahid et al., 2024). 

descriptive info also showed that 

respondents saw greenfluencers as 

moderately to very credible (M = 4.11, SD 

= 0.61), authentic (M = 4.06, SD = 0.65), 

and congruent with the products they 

promote (M = 4.03, SD = 0.68). 

Greenfluencer trust ranged from 1 “very 

low” to 5 “very high” of 4.08 (SD = 0.62), 

whereas attitudes towards sustainable 

products ranged from 1 “very negative” to 

5 “very positive” of 4.15 (SD = 0.57). Buy 

intention was comparable high (M = 4.12, 

SD = 0.60), following an overall positive 

attitude toward greenfluencer content in 

general and behavioral intention 

respectively (Breves & Liebers, 2022). 

 

Table 4. Model Fit and Bias Diagnostics 

Index Value 

CFI 0.951 

RMSEA 0.041 

SRMR 0.038 

Harman’s Single 

Factor (max) 

32.1% 

Max VIF < 3.5 

 

Table 5. ANOVA Results for Platform Use 

Construc

t 

F p-

value 

Finding 

Authenti

city 

(TikTok vs 

Others) 

4.

92 

0.0

08 

Signific

ant 

Purchase 

Intention 

(TikTok vs 

Others) 

5.

13 

0.0

06 

Signific

ant 

 

Table 6. Effect Sizes and Variance 

Explained 

Variable f² Interpretati

on 

Greenfluenc

er Credibility 

0.18 Medium 

Authenticit

y 

0.14 Small to 

Medium 

Trust 0.22 Medium 

Attitude 0.16 Small to 

Medium 

R² for 

Purchase 

Intention 

0.61

7 

Substantial 

Another analysis was performed to 

investigate differences in behavioral 

outcomes in terms of platform use. The 

results of one-way ANOVA found out that 

TikTok users considered greenfluencer 

authenticity (F = 4.92, p = 0.008) and 

purchase intention (F = 5.13, p = 0.006) 

significantly higher than Instagram and 

YouTube users. Post-hoc Tukey tests 

https://consensus.app/papers/the-influence-of-greenfluencer-credibility-on-green-cavazos-arroyo-melchor-ascencio/d2cf5e8542ba5ecb81aafbe4a5920517/?utm_source=chatgpt
https://consensus.app/papers/the-influence-of-greenfluencer-credibility-on-green-cavazos-arroyo-melchor-ascencio/d2cf5e8542ba5ecb81aafbe4a5920517/?utm_source=chatgpt
https://consensus.app/papers/relationship-between-green-advertising-receptivity-and-shahid-nauman/11959d464b3458b8b9e09b8fa2b1a14f/?utm_source=chatgpt
https://consensus.app/papers/greenfluencing-the-impact-of-parasocial-relationships-breves-liebers/b060e14d4c0e5c718c8ee0b2e7025151/?utm_source=chatgpt
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revealed that TikTok users reported 

significantly higher response for 

influencer content, indicating potential 

platform differences in message preference 

and persuasion (Kapoor et al., 2022). 

Common method bias was tested with 

Harman’s single factor test, which showed 

that no single factor explained more than 

50% of the variance (the maximum factor = 

32.1%), indicating few common method 

biases (Podsakoff et al., 2012). 

Multicollinearity diagnostics, using the 

Variance Inflation Factor (VIF), showed 

VIFs below 3.5 for all constructs. These 

indices supported the absence in the model 

of spurious statistical biases that might 

confound the interpretation, or the 

trustworthiness, of the model (Henseler et 

al., 2016). 

Cross-tabulations showed demographic 

variances in behavioral responses. Younger 

respondents (aged 18–24) reported higher 

trust and engagement levels with 

greenfluencers (M = 4.22, SD = 0.58) than 

older cohorts (M = 3.98, SD = 0.64), and 

female participants showed slightly 

stronger purchase intentions (M = 4.18) 

compared to males (M = 4.03), though the 

differences were not statistically significant 

(p > 0.05) (V. S. et al., 2024). These 

findings provide a robust statistical 

foundation for examining the influence of 

greenfluencer attributes on sustainable 

consumer behavior. 

The evaluation of effect sizes showed that 

greenfluencer credibility (f² = 0.18) and 

trust (f² = 0.22) had medium effect sizes on 

purchase intention, while authenticity (f² = 

0.14) and attitude (f² = 0.16) had small to 

medium effects. Collectively, the model 

explained 61.7% of the variance in 

purchase intention (R² = 0.617), indicating 

substantial explanatory power for the 

hypothesized variables (Akram et al., 2024). 

These quantitative results form the basis for 

the subsequent discussion on theoretical 

implications and managerial 

recommendations. 

 

 

DISCUSSION 

3 Discussion The results of this study 

provide support for the effect of 

greenfluencer attributes (i.e., credibility, 

authenticity, and message product 

congruence) on purchase intention of 

sustainable products, where trust and 

attitude play a role as the mediating factors. 

These findings are consistent with our aim 

to find the psychological mechanisms 

through which micro-influencers influence 

consumer behavior at the intersection of 

sustainability. Finally, structural equation 

modeling indicated significant and strong 

paths from influencer attributes to trust and 

attitude which in turn influenced the 

purchase intention. This study provides 

empirical evidence for trust and attitude as 

mediators of greenfluencers on behavioral 

intention, and demonstrates a validated 

model for explicating digital 

environmental influence. 

Understandably, the COR Theory 

framework suggests that greenfluencers act 

as suppliers of psychological and 

informational resources needed for 

responsible consumption. COR Theory 

posits that people have motives to retain 

and spend resources to deal with stress and 

uncertainty (Halbesleben et al., 2019). 

Here, trust in greenfluencers lowers 

cognitive burden and reduces decision 

fatigue by providing a trustworthy and 

emotion-oriented source of guidance. The 

research has some implications: Firstly, 

the result that trust serves as a mediator 

between greenfluencer credibility, message 

congruence and purchase intention 

underlines trust as one psychological 

resource that could facilitate people’s 

confidence in pro-environmental activities 

(Li & Jiang, 2020). The positive impact of 

authenticity on attitude is also consistent 

with the idea that perceived authenticy 

leads consumers to feel more emotional 

connected to greenfluencers, rendering 

them as a social resource for 

environmentally responsible consumption 

endorsement 90  (Hwang & Zhang, 2018). 

https://consensus.app/papers/greenfluencers-as-agents-of-social-change-the-kapoor-balaji/cab0bbfc931f5e9aa2b897d20b790873/?utm_source=chatgpt
https://www.sciencedirect.com/science/article/pii/S0148296316302219
https://www.sciencedirect.com/science/article/pii/S0148296316302219
https://consensus.app/papers/how-does-green-trust-mediate-the-relationship-between-s-srivastava/e99669fadb0a5acc803e7cea5eca1a35/?utm_source=chatgpt
https://consensus.app/papers/exploring-the-roles-of-green-marketing-tools-and-green-akram-lavuri/f6a4f67f2bbf5d8cae1c68bbdbc0c4c7/?utm_source=chatgpt
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The results are consistent with several 

prior studies that highlight the persuasive 

power of eco-influencers. Greenfluencer 

credibility has previously been associated 

with increased perceived behavioral control 

and purchase intention (Kapoor et al., 

2022), while trust has been found to 

mediate the relationship between green 

advertising and behavioral outcomes 

(Shahid et al., 2024). This study builds on 

this by integrating these factors into a tested 

model for the Indonesian context where 

digital engagement is high but has been 

little researched. Remarkably, these 

findings indicating users of TikTok being 

more impactful in promoting sustainable 

behaviours, contradict previous studies that 

illustrate Instagram being the dominant 

force for sustainability communication 

(Phua et al., 2020), thus underlining the 

concept that platform-specific behaviour 

will need more exploration. Additionally, 

while former works generally focus on 

macro-influencers, the current study 

confirms that micro-influencers possess 

their own unique persuasive power, as they 

are usually regarded as being more 

trustworthy and more authentic, being 

closer and more relatable (Pittman & Abell, 

2021). 

The theoretical and practical 

implications of this study refine our 

understanding of the functioning of digital 

trust and message framing in the practice 

of sustainability marketing. Conceptually, 

the studies extend COR Theory through 

empirical evidence on the role that digital 

interactions play as resource conserving 

mechanisms in the consumption domain. 

Methodologically, it offers an empirically 

supported framework that brands and 

marketers could apply to develop green 

communication strategies to micro-

influencers discussing with authenticity and 

relating the content to the sustainability 

profile of the promoted products. Such 

insights would be particularly useful in 

developing markets where consumers have 

low trust in corporate sustainability 

messages – and where influencers can help 

fill in the credibility gap (Verma, 2024). 

Nonetheless, this study has several 

limitations. First, the cross-sectional design 

prevents the establishment of temporal 

causality between greenfluencer attributes 

and purchase behavior. While SEM 

provides a strong basis for causal inference, 

longitudinal or experimental research 

would further validate these relationships 

(Rindfleisch et al., 2021). Second, the 

reliance on self-reported data introduces the 

risk of social desirability bias, especially in 

contexts involving pro-environmental 

behaviors (Fisher & Katz, 2020). Third, 

while the sample was stratified by 

demographic criteria, it remains limited to 

digitally literate Indonesians, which may 

restrict the generalizability of the findings 

to rural or lower-access populations. 

Fourth, platform-specific dynamics were 

explored only through basic comparison; a 

more detailed analysis of algorithmic 

influences and content styles across 

TikTok, Instagram, and YouTube would 

deepen the understanding of message 

efficacy (De Veirman et al., 2020). 

Future research should explore longitudinal 

studies to measure the enduring impact of 

greenfluencer exposure on behavior over 

time and examine causality through 

experimental manipulation of influencer 

content and message framing. There is also 

a need to incorporate more diverse 

populations, including rural and low-

income users, who may engage with 

sustainability messaging differently due to 

varying socio-economic and cultural 

factors (Chen et al., 2022). Moreover, 

future studies could investigate the 

interaction between influencer identity 

characteristics (e.g., gender, ethnicity, 

expertise) and consumer identity 

congruence to better understand how 

segmentation strategies can improve 

campaign effectiveness (Grewal et al., 

2020). On the practical side, the findings 

suggest that sustainability-driven firms 

should focus on partnerships with micro-

influencers who demonstrate not only 

https://consensus.app/papers/greenfluencers-as-agents-of-social-change-the-kapoor-balaji/cab0bbfc931f5e9aa2b897d20b790873/?utm_source=chatgpt
https://consensus.app/papers/greenfluencers-as-agents-of-social-change-the-kapoor-balaji/cab0bbfc931f5e9aa2b897d20b790873/?utm_source=chatgpt
https://consensus.app/papers/relationship-between-green-advertising-receptivity-and-shahid-nauman/11959d464b3458b8b9e09b8fa2b1a14f/?utm_source=chatgpt
https://consensus.app/papers/more-trust-in-fewer-followers-diverging-effects-of-pittman-abell/a2a148003f8359cc8057323bfdb81d1e/?utm_source=chatgpt
https://consensus.app/papers/more-trust-in-fewer-followers-diverging-effects-of-pittman-abell/a2a148003f8359cc8057323bfdb81d1e/?utm_source=chatgpt
https://consensus.app/papers/green-marketing-practices-an-investigation-into-consumer-verma/ea4a9be211e15b10814626852b78ff46/?utm_source=chatgpt
https://link.springer.com/article/10.1007/s12144-019-00477-5
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digital popularity but also content 

authenticity and value alignment, using 

targeted platforms based on consumer 

engagement profiles (Schouten et al., 

2020). 

CONCLUSION 

Through this study, it is found that the 

greenfluencer qualities, in particular 

credibility, authenticity, and message-

product congruence, are important to 

influence the purchase intention of 

sustainable products among consumers. 

Through empirical evidence of trust and 

attitude as important mediators, the study 

successfully answers the key question of 

how and why micro-influencers influence 

sustainable consumption behaviour. The 

results support the idea that psychological 

and communicative mechanisms, rather 

than simple exposure or popularity, 

constitute the persuasive influence of 

greenfluencer content. This enhances the 

understanding of the role of digital 

influence in the environmental 

consumption, especially among the 

digitally active consumers in a developing 

country context. 

Implication: The research extends the 

boundaries of the Application of the 

Conservation of Resources (COR) Theory 

in understanding the scope of sustainability 

marketing, highlighting that influencer-

generated content could be a psychological 

resource that reduces decision uncertainty 

and increasing motivational readiness for 

responsible consumption. Managerial 

implications: The study provides marketers 

and policy decision-makers with an 

empirically-tested framework in 

developing green campaigns, exploiting 

micro-influencers not only as message 

transmitters, but also as personality 

intermediaries who are able to successfully 

link the environmental values into 

behavioral intentions. The focus on 

message veracity and consistency also 

connotes that the fit between identity 

substances of the influencer and the ethical 

attributes of the product are central to 

credibility and influence. 

Further, there is need to look into 

longitudinal and experimental settings to 

demonstrate the temporal development and 

causality of influencer-consumer 

relationships. Also, future research should 

study how certain cultural, socioeconomic 

or platform-dependent variables moderate 

the influence of greenfluencer messages. 

The implications, of the findings for 

practitioners and policymakers, are that 

enhancing the ethical and transparent 

partnerships with eco-influences in an 

effort to advance sustainability agendas 

should be a key objective to maintain 

public trust in the eco-marketing 

persuasion. 
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