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Abstract: In response to the dramatic increase in social media usage among the young generation,
the patterns of manufacturing and consumption have changed. Social media has altered the green
consumption market and completely changed consumer psychology and attitude. The influence of
social media on the younger generation’s behavior regarding green consumption through subjective
norms and perceived green value is hardly discussed in the earlier literature with special reference
to China. This study has the objective to explore the impact of social media on the green purchase
intentions of young people in the presence of subjective norms and perceived green value. A survey
of 303 young people in China is conducted and multiple statistical techniques are applied to deter-
mine the reliability and validity of the data such as the Fisher F test, White’s test, the Durbin-Watson
test, the Shapiro—-Wilks test, and confirmatory factor analysis. The mediating impact of the variables
are explored through the bootstrap method and multiple regression is applied for finding the rela-
tionship among dependent and independent variables. The findings of this study reveal that infor-
mation shared on social media has a positive relationship with green consumption among the
younger generation in China. In addition, perceptions about green environment and “subjective
norms” have a strong mediating impact on increasing the intentions of consumers for purchasing
of green products. Moreover, the occupation of consumers also has a mediating role in moderating
the subjective norms regarding green consumption. The findings of the study have theoretical con-
tributions as well as practical implications. It is found that social media has a stimulus role for green
consumption among the younger generation to devise their subjective norms and perceptions. The
practical implications of the present findings are helpful for policy makers to understand how social
media is effective in combatting environmental deterioration in the context of China’s recent eco-
nomic expansion. The future research may be extended through a splitting sample considering the
location of respondents and in terms of responses” quartiles.
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1. Introduction

The internet is widely used and has gained widespread commercial acceptance [1-
3]. Social media is a most potent instrument to devise the consumers’ behavior and is
becoming more and more integrated into consumers’ everyday lives, transforming how
consumers and marketers communicate with one another [4]. Green consumerism has
come under more attention in recent years due to the increasing impact of sustainable
development. Currently, electronic communication is carried out through the platform of
social media for exchanging information, concepts, and user-generated material through
networking and blogging [5,6]. Many studies deal with the effectiveness of social media
on young people for their purchase behavior [7-9]. The perception of green customers has
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been researched, and a model for green consumption has been presented [10]. While social
media influences young people’s purchasing decisions, numerous studies have shown
that this generation is interested in something other than green consumption. Social media
is more critical for young people’s daily life than any previous generation [11]; hence a
study is needed to determine how social media influences their green consumption habits.

Many firms use social media platforms such as communications sites, news stream-
ing sites, and short video streaming sites to encourage environmentally friendly consump-
tion. Interaction and sharing the capabilities with others are encouraged through the plat-
form of social media. Social presence is defined as “one’s consciousness of the peer and
actual ego while disseminating information via social media” [12]. The social nature fos-
ters humans’ contact with social media, and users feel a sense of coexistence and warmth
when engaging in conversation [13,14]. Unlike traditional advertising, advertising on so-
cial media frequently creates a welcoming environment. Social media advertising can thus
better demonstrate the communal nature of newsfeed advertising than traditional forms
of advertising [15,16]. The elaboration likelihood model, developed by Petty and
Cacioppo [17], proposed two methods for modifying attitudes. By highlighting customer
involvement, the two approaches can explain the differences in how consumers make de-
cisions. Customers with central pathways are more attentive to information and under-
take a thorough investigation, contemplation, and assessment, as compared with consum-
ers with peripheral routes, which modifies their decisions making attitudes. Therefore,
people with varying levels of participation see green consumption differently, which ex-
plains why customers have diverse reactions and purchasing decisions. Highly engaged
consumers are more cognizant of green information and products, which helps them to
recognize and value green products. Contrarily, low-engaged customers frequently have
contemptuous views because they have lower knowledge about green information or
products [18].

Environmental issues and eco-friendliness have drawn much interest from academ-
ics, practitioners, and marketers. “Green items are seen as being made from non-toxic,
natural, recyclable materials and using eco-friendly packaging” [19,20]. Firms employ var-
ious techniques and tools to attract customers for purchasing green products achieving
the long run objectives of firms and a maximization of profits. Moreover, environmental
movements significantly impact consumers’ purchasing habits, environmental concerns,
and behavioral patterns [21,22]. Social media is used more for advertisement as compared
with traditional media sources such as television and print media due to its versatility
[23,24]. Social media is efficiently influential for purchasing behavior for many renowned
products [22,24,25].

Additionally, social media significantly impacts how consumers perceive and plan
to buy green products [26]. Media growth has significantly changed how advertising mes-
sages are conveyed [27]. The usage of social media is expanding due to its easy access and
attractive manners. It is estimated that “3.6 billion people are using social media and it is
predicted that platforms of social media will increase this number to 4.41 billion by 2025”
[28]. It allows businesses to engage their customers directly while advertising their green
products [29]. The earlier literature has focused on determining the factors affecting the
behaviors regarding green purchase intentions in developing and developed economies
such as the UK; China; USA; Italy; and the EU [30-35].

Exploring the consumption pattern of the young generation is crucial but earlier
studies focused little on the role of social media to influence the consumption behavior of
the young generation of China regarding the purchase of green products as a subject of
their research.

This article is focused to investigate the usefulness of social media in devising the
young generation’s behavior for green consumption by examining the role of social media
in Chinese customers’ intentions for purchasing green products and determining the re-
lation between “social media information sharing” (SOS) and “green purchase intention”
(GRP) in the presence of the mediating role of “subjective norms” (SBN) and “perceived
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green value” (PRG). In addition, the role of occupation as a moderating factor for subjec-
tive norms and GRP is also highlighted. This study’s conclusions will aid policy makers
in developing techniques to entice the young generation towards purchasing green prod-
ucts. This study is bridging the gap between social media and behavior toward purchas-
ing green products among the young generation in the presence of subjective norms. To
our knowledge, this is the first study highlighting the relationship between social media
and the green purchase behavior of young Chinese consumers affected through shared
information on social media as well as the formation of norms to mold the purchasing
choices of young people. This study is an addition to the literature by answering the ques-
tions as follows:

e  What type of relationship exists between social media and the intention to purchase
green products?

e Is there any mediating role of perceived green value and subjective norms?

e  How does occupation moderate the relation between subjective norms and intentions
to purchase green products?

This study used occupation as a moderating factor and highlights the impact of sub-
jective norms and intentions to purchase green products for different categories of people
such as different levels of income, students, and non-students. The questionnaire is used
for the collection of data to reveal the mutual relationship of our concerned variables. In-
itially, a consent form was sent to participants to obtain their willingness. The detailed
questionnaire was sent to those participants who were willing to provide the information
of the questionnaire. Moreover, participants were free to quit the survey at any stage.

2. Theoretical Foundations and Hypothesis

The term “Internet natives” or “Generation Z” refers to the generation that was born
between 1995 and 2009, a time when the Internet gained significant popularity in China.
They are familiar with using electronic gadgets, sharing information on social media, get-
ting rapid access, and surfing websites online. They want to be unique and independent,
but they also want to establish a connection with the world through social media. This
population subgroup in China consisted of 260 million individuals in 2020, or 18.4% of
the country’s entire population [28]. They have a significant potential for consumption
due to their size and youth. Some studies related to this topic are summarized in the fol-
lowing Table 1 which demonstrates that green purchase intentions are greatly affected by
the usage of social media, perceptions about green products, and subjective norms.

Table 1. Studies Explaining the Role of Social Media for Green Consumption.

Dependent Independent Estimation .1
Ref S 1 Find
elerence Variable Variables amp’e Technique 1nengs
Social media marketing af-
Social medi - 346 universit
Ismail [4] Brand loyalty octa me, 1a thar IIVErsty SEM fects the brand loyalty pos-
keting students L
itively
Social media usage and
ial . line i Linflu-
Bedardand  Green purchase in- Soc1a.me.d1a usage, online 1nterpe1Ts.()na. influ
. . Online interper- USA SEM ence have positive impact
Tolmie [6] tentions . .
sonal influence on green purchase inten-
tion
Social media information
Lee and Labroo Customer engage- . . . AMT and NLP .
Social media usage 782 companies . affects the customers inten-
[7] ment algorithms .
tions
Prusaand Green consumer be- Environmentalism, Enwronmentahsm post-
520 students SEM tively affects green con-

Sadilek [10]

havior Tolerance

sumer behavior
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Hassanein, Consurr.ler percep- o presence  Canada, China  MANOVA Social presence builfls the
Head, Ju [14] tions consumer perceptions
. . Online survey Advertisement on social
Green purchase in- Advertisement on .
Luo et al. [15] . . . from 1012 re- SEM media encourages green
tention social media
spondents purchases
. Survey from 720 Subjective norms and envi-
Nekmahmud et Green purchase in Environmental European and ronmental knowledge
P knowledge, Subjec- P PLS-SEM, MGA o redee
al. [20] tentions . non-European have positive relation with
tive norms . .
respondents green purchase intention
Positive relationship be-
Sun et al. [22] Green purchase in- Green advertise- Survey from 671  Structural  tween green purchase in-
' tention ment respondents model tention and green adver-
tisement
Masuda, Han, Green purchase in- Social attr.active- 313 respondents Indepen.d.ent yariables
. ness, Perceived ex- from South Ko- SEM have positive impact on
Lee [25] tention . . .
pertise rea green purchase intention
. 180 respondents Social media usage has
Pop, Saplacan, Green purchase in- . . . .. . .
Alt [29] tention Social media usage of Romania and PLS positive relation with
Hungary green purchase intention
Subjecti d so-
Sun and Wang Purchase of green Subjective norms, 654 consumers of SUPJECHVE NOTMS and 5o
SEM cial media encourages pur-

[30]

products

Social media China

chase of green products

De Silva, Wang, Green purchase in- Consumer aware- 956 consumers of Multiple regres-
tentions

Kuah [31]

Consumer awareness has

UK and China positive relation with

ness sion

green purchase intention

The “Stimulus-Organism-Response (SOR)” model depicts attitudes in response to a
specific stimulus, which the organism processes internally, governing how stimuli and
responses interact [18]. The SOR model has been used repeatedly by scholars to forecast
the intentions of consumer purchasing, and SOR is considered one of the traditional the-
ories to analyze the behavior of consumers [35]. The behavior of consumers devised by
information on social media is forecasted through this theory. It is clear that social media
stimuli have an impact on the behavior of consumers regarding online purchasing, and
the desire to purchase [25].

H1: There is a positive relationship between SOS and GRP.

Pop et al. [29] are of the view that social media has a significant importance to trans-
form the subjective norms, perceptions of consumers, purchasing decisions, and attitudes.
The usage of social media affects the decisions of consumers at the time of purchasing
[36]. Social media is a source to educate the consumers regarding the environment and
sustainability [7,37]. Many studies found a significant positive relation between the usage
of social media and green purchases [25,30,37]. Social media is a most powerful and effec-
tive instrument changing the choices of people [37]. The earlier literature is also of the
view that the usage of social media has an impact on pro-environmental attitudes [38],
green purchase intentions [6,8], and subjective norms [29]. Therefore, the following hy-
potheses are devised:

H2: There is a positive relationship between SOS and PRG.

The SOR model has been further developed in recent years, and it now includes web-
site reputation and quality as information stimuli that influence users’ purchase intentions
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through perceived value [29]. According to the SOR theory, information on social media
can meet the social desires of the young generation as an external stimulus. However,
there is limited literature explaining the mutual relation between SOS and GRP under the
framework of SOR theory.

H3: There is a positive relationship between GRP and PRG.

The young generation evaluates the attributes of goods differently compared with
older generations, placing more emphasis on the social characteristics and sensory expe-
rience of products [34,35]. The theoretical foundations of this study are laid on the SOR
theory. The information is shared via social media by the young generation with their
followers and friends, making recommendations for good things. The information about
products is forwarded and the unpleasant experiences regarding products and purchases
are also shared [7]. Social media is used by the young generation prior to the purchasing
of products to gain more information about the characteristics of products. The SOR the-
ory may be used to develop a mechanism describing the relationship between information
sharing on social media and the desire to make green purchases of the young generation
[9] in China.

H4: There is a positive relationship between SOS and SBN.

The knowledge about products is the accumulated information saved in the memory
of consumers about some products [39]. The information shared on social media is a
source of familiarity about green products and consumers make subjective evaluations of
these products [30,40]. The earlier studies reveal that information and past experience
about products have a positive impact to devise the behavior and intentions of the con-
sumers [7,40,41].

HS5: There is a positive relationship between SBN and GRP.

Subjective norms depict the change in behavior under the influence of social interac-
tions [42]. The social pressure applied on an individual to adopt some certain behavior is
also considered as a subjective norm [43,44]. McClelland [44] suggested the theory of
needs highlighting that people adopt the behavior consistent with group association.
Firms adopt pro-environmental activities if a majority of people are in favor of environ-
mentally friendly approaches [45]. The earlier literature supports the positive relationship
between subjective norms and purchase intentions. It means social pressure changes the
behavior of individuals [46].

He6: There is a mediating role of PRG between SOS and GRP.

In recent years, the idea of sharing information via social media has begun to gain
popularity in academics, while its precise definition is still being researched. Previous
studies confirmed that social media can satiate psychological or individual demands
[18,41]. Through the knowledge and enjoyment provided by social media information
sharing, people interact socially and exchange personal experiences and information with
others.

Figure 1 describes the theoretical relationship among social media, perceived green
value, subjective norms, and green purchase intention. Over 2 billion people are registered
users on two major social media platforms; YouTube and Facebook, while SinaWeibo
have over 500 million active users in China [28]. The vast audience that regularly posts
and watches content on social media has a significant impact on daily lives and has the
potential to alter how customers make sustainable purchasing decisions [38]. Green items
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are more environmentally friendly to produce, use, and dispose of at the end of their use-
ful lives, therefore buying them helps preserve the environment [33]. In response to sus-
tainability rules, several stakeholder companies have started to share information via so-
cial media to encourage eco-friendly consumer behavior [14]. Furthermore, numerous re-
search has confirmed “the beneficial effect of social media information sharing on con-
sumers’ desire to make green purchases” [14,17,20].

Perceived

Green Value \
Subjective /

Social Media Green

\/

Purchase

Information

Norms

Figure 1. Theoretical Framework.

H7: There is a mediating role of SBN between SOS and GRP.

3. Methodology

A questionnaire was used for the collection of data. The widely used scales in earlier
literature were considered, and two experts in the field were consulted to omit any am-
biguous entries to assure reliability and questionnaire validity. In addition, a pre survey
of 50 samples was conducted to avoid any translation errors. After ensuring the error-free
translation of the questionnaire, a complete sample was collected. The online resources,
such as social media platforms, were used to collect the data by using formal question-
naires. The focus of the study was the young generation who is actively engaged with
social media and shares information via a social media platform. The random sampling
procedure was adopted for collection of data. The questionnaire was distributed to 450
individuals randomly, but 303 responses were considered for further empirical analysis.
Those questionnaires were not considered in which participants did not match the re-
quirements of the study. Questionnaires were also excluded from the analysis that had
some ambiguities. Therefore, the effective questionnaire return rate was about 67.34%.
The questionnaire was completed online.

Jiang et al. [47] provided the basis for the notion of “social media information shar-
ing” (SOS). The earlier literature depicts that “perceived green value” (PRG), “subjective
norms” (SBN), and “intention of green purchase” (GRP) can gauge SOS. The concept of
PRG is referred from Chen and Chang [48] while Cialdini et al. [49] lays down the foun-
dations of SBN. Pop et al. [29] was considered for categorizing green purchase intention.
The questionnaire was categorized into four variables; SOS, GRP, PRG, and SBN. All these
variables were scaled based on 7 points Likert scale. Fisher F test was applied to find par-
tial impact of the independent variables on the dependent variable (green purchase inten-
tion). The statistical tests were also applied to check the validity of regression assump-
tions; White’s Test for homoscedasticity; Durbin—-Watson (DW) test to determine the non-
correlation of error term while the Shapiro-Wilks test to find the normality of error term.
The scales and sub constructs are shown in Table 2.
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Table 2. Scales and Constructs.

SOS
I use social media to interact with others regarding green products.
The information shared on social media influences the purchase of the green product.

I gain feedback on green products through environmental information on social media.

I trust information shared on social media regarding green products.
GRP
I used to learn about green products.

I recommend green products to other people.
I prefer to purchase the green product.

The information shared on social media encourages me for purchasing of green prod-
ucts.
PRG
Green products are better for the environment compared with general products.

Green products have value against paid money.

I expect that green products increase environmental performance.
SBN
I perceive that social development is associated with green products.

I perceive that family wishes are associated with green products.

I perceive that national policy is associated with green products.

The value of the scale lies between 1 and 7, where 1 and 7 exhibits “strongly disagree”
and “strongly agree”, respectively. The SOS and GRP consist of four items each, while
PRG and SBN have three items each. Bootstrap method and multiple regression tech-
niques were applied to determine the mediating effects. The control variables of this study
are income, age, gender, and education.

4. Results

The “SPSS” software is used for computations of the data. The general characteristics
of the obtained data were 161 males and 142 females. In this sample, 131 were engaged in
academics and 172 were out of school or they have graduated. In the sample, 66 individ-
uals were in the age of 19-22 years, while 204 persons were in the age of 23-26 years, and
33 were in the age of 27-30 years. A consent form was sent prior to the questionnaire to
receive the willingness of individuals for the survey. Upon receiving the consent of the
people, the questionnaire was distributed. Some other variables associated with consumer
behavior are also considered, such as gender, income in RMB (Renminbi; official name of
Chinese currency and 1 RMB is equal to US $0.15), age, education, and occupation. The
descriptive statistics of the survey are described in Table 3.

Table 3. Descriptive Statistics.

Frequency Percentages
Student 131 43.23
Non-Student 172 56.77
Under High School 2 0.66
High School 28 9.24
Bachelors 209 68.98
Above Bachelors 64 21.12
Female 142 46.86
Male 161 53.14

19-22 years 66 21.78
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23-26 years 204 67.33

27-30 years 33 10.89
Income in RMB

<1000 4 1.32

1001-5000 99 32.67

5001-9000 166 54.79

More than 9001 34 11.22

It is essential to check the validity and reliability of the model. The high composite
reliability demonstrates the internal consistency among the variables [50]. The structural
validity of measures is determined through discriminant validity and convergent validity.
“A guiding principle in assessing discriminant validity is that the square root of the root
square of the average variance extracted (AVE) values for each latent variable must be
greater than the correlation coefficient between that latent variable and all other latent
variables” [50], so all constructs depict discriminant validity. While “convergent validity
shows the ability of the latent variable to explain the mean variable. It is judged by the
AVE value” [51]. The factors showing a value of more than 0.5 demonstrate convergent
validity. The findings are in Table 3. The reliability of the model is determined through
values of Cronbach’s a. The scale is reliable if the value of Cronbach’s a for the variable
is greater than 0.7 (standard value) [50] so the problem of reliability does not exist in the
constructs. Table 4 highlights that the value of Cronbach’s alpha for each construct is
greater than 0.700. Table 4 shows the values of factor loadings, Cronbach’s o, combined
reliability, and average variance extracted for scales.

Table 4. Measurement Scales.

Variable Item Loadings Cronbach’s a CR AVE
5081 0.682
50S2 0.792

SOs 5033 0.735 0.913 0.881 0.711
5054 0.716
GRP1 0.714
GRP2 0.697

GRP GRD3 0781 0.901 0.877 0.710
GRP4 0.708
PRG1 0.682

PRG PRG2 0.759 0.846 0.749 0.645
PRG3 0.711
SBN1 0.792

SBN SBN2 0.764 0.954 0.842 0.867
SBN3 0.733

The scale validity is tested through Barlett’s spherical test, and a value of 2998.643
was found at 89 degrees of freedom (p value < 0.002), indicating the significance level, so
factor analysis is possible. The values of all loadings are >0.6, demonstrating good validity
of the constructs used in the study. The convergent validity of the used scales is tested
through combined reliability (CR) [51]. The empirical outcomes reveal that the CR of all
items is >0.7 (standard value), demonstrating good “convergent validity” of scale.

Good discriminant validity is confirmed if “the square root of the AVE values for
each latent variable is greater than their correlation coefficient values with the other fac-
tors” [50]. Moreover, SOS, GRP, PRG, and SBN have a strong correlation with each other,
as pasted in Table 5, so we may proceed toward regression analysis.
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Table 5. Mean, Standard Deviation, Correlation.
Edu Age Gender SOS GRP PRG SBN Ocu
Age 0.282 **
Gender -0.254 ** 0.159
Income -0.146 0.342 ** 0.228 ***
SOS -0.215 ** 0.018 0.215 *** 0.913
GRP 0.158 0.174 0.326 ** 0.681 * 0.932
PRG 0.128 *** 0.155 0.226 *** 0.673 * 0.613 * 0.854
SBN 0.168 -0.231 *** 0.327 * 0.651 * 0.615* 0.585 * 0.947
Ocu -0.18 0.353 -0.186 —0.253 ** —0.212 *** —-0.185 -0.594 *
Mean 3.133 2.368 0.538 6.864 7.114 7.236 6.571 0.564
Std. Dev. 0.614 0.716 0.611 2.003 1.004 0.872 2.153 0.631
Note: ***,** and * show significance level at 1%, 5%, and 10%, respectively. Edu, Ocu, and Std. Dev.
are education, occupation, and standard deviation, respectively.
The four variables, SOS, GRP, PRG, and SNB, are analyzed for factor analysis. The
empirical outcomes highlight the fitness of the model for all factors. The results of con-
firmatory factor analysis (CFA) are shown in the following Table 6.
Table 6. CFA.
Model X2 df X2/df RMSEA CFI GFI
SOS, GRP, PRG, SBN 203.584 63 3.23 0.069 0.896 0.838
SOS + GRP, PRG, SBN 274.684 67 4.01 0.088 0.921 0.911
SOS + PRG, GRP, SBN 347.915 71 4.90 0.090 0.955 0.902
SOS + SBN, GRP, PRG 388.649 74 5.25 0.153 0.965 0.898

There is a possibility of a problem of common method variation (CMV) when data
are collected from the same questionnaire. CMV is an issue found when data are self-
reported because there is possibility of artificial inflation of the relation among the varia-
bles. To avoid the CMV problem, different sources may be used for different constructs.
Harman one factor method is employed for all items of latent variables. The empirical
outcomes highlighted the four factors. It is found that the cumulative explained variance
is 79.58% while the explanatory power of variance for all factors is 15.67%, 22.58%, 26.37%,
and 31.81%. The maximum value of 31.81% is lesser than 50%, so the problem of common
variation only affects the model a little.

Hypothesis Testing and Model Analysis

The mediating effects are tested through the framework suggested by study [52,53]
and the empirical findings are pasted in Table 7.

Table 7. Mediating Impacts.

Variable GRP PRG SBN
M1 M2 M3 M4 M5 Me M7 M8 M9 M10
Constant  6.85** 451 ** 3,62 ** 2.31 ** 3.32 ** 6.49 ** 4.28 ** 5.62 %% 2,94 ***
Education 0.21 0.02 -0.14 0.11 0.18 0.22 0.14 0.31 0.25
Gender  0.49 *** (.36 ** 0.28 0.36** 0.21 0.19 ** 0.66 ** (.55 ***
Age 0.13 0.18 0.24 0.15 0.14 -0.18 0.15 -0.48 -0.45
Income 0.15 0.17 -0.13 0.18 0.16 0.12 0.17 0.38 *** (.25 ***
SOS 0.562 0.447 ***  0.453 *** 0.551 *** 0.637 ***

X%
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PRG

0.375 *** 0.674 ***

SBN

0.343 *** 0.552 ***

R Square

0.16

0.43

0.59 0.39 0.46 0.41 0.25 0.46 0.22 0.46

AR?

0.39

0.05 0.31 0.38 0.33 0.19 0.33 0.19 0.41

Note: **and **show significance level at 1% and 5% respectively.

In the first step, endogenous variables are regressed as exogenous variables, and the
direct impact of SOS, SBN, and PRG is tested on GRP. The second model highlights that
SOS has a significant impact on GRP (coefficient = 0.562) so hypothesis one is supported;
the eighth model shows a significant positive relation between SOS and GRP (coefficient
= 0.551) supporting hypothesis two; the fifth and sixth model reveals that PRG has a sig-
nificant influence on GRP (coefficient = 0.674) proving hypothesis three, and SBN also has
a significant influence on GRP (coefficient = 0.552) supporting hypothesis five. The posi-
tive and significant value between SOS and SBN in the 10th model (coefficient = 0.637)
confirms hypothesis four.

Then, mediating variables are considered independent variables and regressed. The
empirical results of model eight and model ten depict that SOS (coefficient = 0.551) has a
significant impact on PRG, and SOS (coefficient = 0.637) also has a positive and significant
impact on SBN so hypothesis three and five are again proved. Then, mediating variables
are regressed as exogenous in the next step.

The endogenous variable is regressed on mediating and exogenous variables in the
third step. The third model demonstrates that SBN (coefficient = 0.343) significantly im-
pacts GRP. While SOS (coefficient = 0.447) still positively and significantly impacts GRP.
Moreover, the third model reveals that PRG (coefficient = 0.375) has a significant impact
on GRP, and SOS (coefficient = 0.447) still significantly impacts GRP. The mediating im-
pact of PRG and SBN between SOS on GRP is partially mediated so hypothesis six and
seven are proved.

Some researchers argue about some limitations of the Baron test, so a “non-paramet-
ric percentile Bootstrap method” [54] is employed, and findings are reported in Table 8.

Table 8. Mediating Impacts through Bootstrap Estimates.

Path

Boot Strapping
Impact SE Biased Correction Percentile
Lower Upper Lower Upper

GRP

Total Impact
0.4511 0.435 0.451 0.582

0.583 0.153

PRG

SBN

Indirect Impact
0.221 0.410 0.234 0.411

0.331 0.152

SOSs

Direct Impact
0.210 0.524 0.224 0.526

0.342 0.094

The empirical results highlight a direct impact of SOS on GRP which confirms hy-
pothesis one. The findings also show that the confidence interval against the mediating
path of GRP and SOS-SBN-GRP is not zero which confirms hypothesis six, revealing their
direct impact. Moreover, the mediating impact of PRG and SBN between SOS on GRP
exists, so there is partial mediation confirming hypothesis seven.

5. Discussion

This study used PRG and SBN as two mediating factors of GRP to experimentally
evaluate the impact of SOS on the intentions to buy green items. By adding occupation as
a moderating factor, this study expands its analysis regarding young people’s use of green
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products. The developed model appears to match well considering the study’s findings,
which leads to the following conclusions.

SOS substantially impacts the intentions of consumers to make green purchases. This
outcome is consistent with the idea that “posting and watching positive information about
the environment on social media can enhance the intention of young consumers to pur-
chase green products” [33]. This outcome can be attributed to China’s current stress on
environmental conservation and people’s encouragement to purchase eco-friendly goods.
Likewise, firms utilize social media to advertise green concepts and goods.

Many studies concentrated on consumer motivations, looking at how consumers
view and perceive environmental responsibility affecting green consumption. According
to the findings of [52], customers are encouraged on social media to purchase green goods.
This study confirms that SOS has a favorable effect on the young generation’s desire to
make green purchases and, to some extent, inherits and enhances earlier research by using
SOS as an externally determined stimulus. It effectively supports implementing China’s
green consumption rules and related businesses’ promotion of green product sales via
social media sharing.

The empirical outcomes demonstrate that mediating variables, PRG and SBN, affect
the relation between SOS and the intention to make green purchases. This study’s findings
indicate that while mediating factors indirectly influence green product purchase inten-
tion, SOS has a direct effect on that intention. Therefore, consumers’ propensity to pur-
chase green items can improve when they have strong SBN and PRG on social media. On
the one hand, the relationship between SOS and GRP is somewhat mediated by PRG. Pre-
vious studies highlighted that customers’ PRG value affects positively their propensity to
purchase green products [53]. Consumers’ choice to buy green items is influenced by their
perceptions of environmental ecology and the product’s perceived functional value [37].
Lee [54] also argued that morality encourages young people in Hong Kong to make envi-
ronmentally friendly purchases in the online social environment. Retailers of green prod-
ucts can promote environmental information, raise public awareness of the importance of
going green, and encourage people to make green purchases using social media infor-
mation-sharing communication channels [55]. As a result, disseminating messages re-
garding green consumption through social media might help consumers perceive envi-
ronmental ecology more favorably and be more willing to pay for it, which encourages
green purchases. Although earlier research was undertaken by applying different meth-
odologies, their findings were consistent with this research that PRG has a mediating role
to link the SOS and PRG. Contrarily, SBN mediates the connection between SOS and GRP
partially. Consumers’ SBN favorably impacts their propensity to make green purchases
[56]. Collectivist values are a significant contributor to subjective norms in earlier investi-
gations on the causes and effects of SBN. Public awareness of environmental preservation
can also be shaped through social media. However, the possible influence of SBN as a
potent mediator of the intention to make green purchases is disregarded. This study links
SBN and GPI with SOS, demonstrating the mediation of SBN. In conclusion, the impact
of SOS on the GRP through the dual mediation effect of PRG and SBN is investigated in
this study. The government and associated organizations can continually take advantage
of social media to spread information about environmental protection, enhance consum-
ers’ perceptions regarding the value of environmental protection and their subjective
standards for environmentally friendly products, boost those consumers’ intentions to
buy environmentally friendly goods, and promote overall green consumption in society
[18,57,58].

The interaction among customers’ intentions to make green purchases, occupation,
and SBN is significant according to the empirical results of moderating effects. This sug-
gests that consumers’ intentions to make green purchases vary depending on whether
they are students or not. This study’s findings support the notion that the mediating role
of SBN on young people’s intentions to make green purchases varies across different oc-
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cupational categories. An earlier study [29] has examined how SOS affects customers’ in-
tentions to make green purchases, but studies still need to be performed to investigate
fundamental consumer traits. Female customers were the only ones allowed to use green
items in the survey, showing that they were more inclined to do so than male consumers
[57,58]. This paper deviates from prior studies” methodologies because it divides the
young generation into groups of non-students and students. The association between SBN
and GRP was emphasized as being negatively moderated by occupation, with non-stu-
dents being more affected by SBN than students.

On the other hand, the young students have no discernible moderating influence on
the relation between SBN and GRP. Students exhibited higher green purchasing inten-
tions compared with non-students under the moderating impact of low SBN. In contrast,
the student group’s intention to make green purchases showed no discernible change.
One argument is that consumers choose products that are purposefully customized to the
standards of their group [28]. Consumers who are not students are more susceptible to
the moderating impact of SBN. This group, which has strong subjective norms, focuses
more on social acceptance and seeks to improve these qualities through its green con-
sumption habits.

6. Conclusions

Green consumption is a way of resource conservation, environmental improvement,
and reduction in the wastage of resources. This paper has investigated how social media
influences young people’s intentions to make green purchases because young people,
who comprise a sizeable portion of the population, are responsible for the environment
and play a crucial part in consumption. It is highlighted that information shared on social
media has a stimulus role for green consumption among the young generation while PRG
and SBN are mediating variables, enriching the relation between SOS and GRP. The mod-
erating impact of the occupation on SBN and GRP is also investigated, as well as the rela-
tionship between SBN and GRP from the viewpoint of consumers for a better understand-
ing of the behavior of the young generation regarding green consumption. It is found that
information shared on social media via blogs, opinions, news, and advertisement have a
mediating impact to devise the intentions of young people for green purchases and green
consumption. Social media may be used as a policy tool for the promotion of green con-
sumption policies in China to save the environment.

The findings of the study reveal that perceived green value and subjective norms are
mediating variables in the relationship between SOS and GRP. When consumers have
strong perceived green value and subjective norms for sharing the environment related
information on the platforms of social media then people have more willingness for green
consumption.

The implications of this study may be categorized into theoretical and practical im-
plications. The theoretical implications of this research depict that shared information via
social media is an important stimulus to devise the perception of consumers for green
purchases. The earlier literature focused on role of external factors such as policies, atti-
tudes, and consumer behavior. This study contributes to the literature by extending the
understanding of the role of social media in facilitating the purchasing of green products.

The exploration of the consumption behavior of the younger generation is much
needed in the present times while earlier research considered it as a demographic charac-
teristic. This research focused the young generation, its behavior devising through social
media, and the impact of subjective norms on the purchasing of green products by ful-
filling the research gap.

The practical implications of the present findings are helpful in the context of China’s
recent economic expansion, followed by issues with excessive COz emission, the deterio-
ration of the environment, and the depletion of natural resources. The government should
vigorously implement state policies regarding green, low carbon, and development
through the usage of social media. The information shared on social media will actively
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promote green consumption behavior and lifestyle. A low carbon and green lifestyle
should be promoted by motivating the perceptions and recognition of green consumption
through the platforms of social media.

On the other hand, there is a need to improve the low carbon and green production
systems. Firms should be encouraged to stimulate green production to meet the market
demand and social media may be used as a platform to advertise green products. Firms
may create awareness among people regarding the benefits of using green products. Fiscal
and tax relief may be provided to firms adopting environmentally friendly production
techniques. Sharing information on green products via social media is a potent way to
spread awareness of these products and a helpful tool for advancing green causes and
encouraging green consumerism. Using social media’s information-sharing platforms can
increase consumers’ desire to buy environmentally friendly goods. Additionally, the re-
sults of the research indicate that customers” vocations have an impact on their desire to
make green purchases.

On the consumer side, consumers play a significant role in society, and their intention
for green consumption is a crucial indicator of how actively they are involved in resolving
environmental problems. Social media is a viable platform to perform such activities. Con-
sumers sharing their experiences using green products increases the willingness of other
consumers to green consumption. This calls for consumers to take the initiative, and un-
derstand the significance of their purchasing habits for the preservation of environment
protection and sustainable development.

This study has the following limitations and research deficiencies which may be im-
proved by future research:

e  The analysis may be carried out by a splitting sample considering the location of re-
spondents and in terms of responses’” quartiles.

e Theimpact of social media for green purchase intentions may be analysed for specific
industry and regions.

e  The social biasedness cannot be ignored while collecting and analysing the data.

e  The future research may be considered by conducting the controlled experiments for
the further analysis of purchase intentions of the consumers.

e  This study did not analyse the relationship between the usage of social media and
corporate performance in depth so a future research may provide some insights of
this dimension.
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