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Abstract: In the 21st century, green consumption has risen into a global trend, which inclines cosmetic
companies to be more environmental-friendly and to have a larger green product portfolio to satisfy
these new consumers’ needs. Social media contributed to this trend, shaping consumers’ attitudes
into more environmentally conscious behavior. The present study applied the Theory of Planned
Behavior (TPB) to explain the impact of Social Media on consumers’ purchase intention and motivation
(altruism and egoism). Based on empirical investigation, an online survey was developed to measure
the proposed conceptual model. The reliability and validity of the reflective constructs were tested
using partial least squares (PLS) modeling technique. The results indicate the importance of social
media on consumers’ attitudes, subjective norms, altruistic and egoistic motivations, and the impact of
these variables as the antecedents of green cosmetics purchase intention. These results have important
theoretical implications. They revealed that external factors such as social media as an information
source, have an important role in consumer motivation formation and green cosmetic purchasing
intentions. The findings are relevant for marketers to implement better communication strategies on
social media to increase consumers’ motivations and purchase intention toward green cosmetics.

Keywords: theory of planned behavior; green cosmetics; altruism; egoism; social media;
purchase intention

1. Introduction

The environmental movement has greatly changed consumer behavior and environmental
awareness [1], resulting in an increased demand for green products [2]. The green behavior and benefits
boost the loyalty not only in the case of the products and brands, but also towards the different retail
formats [3,4]. Thus, environmental issues have become a frequent topic among consumers and more
consumers have recognized the consequences of the effects of consumption on the environment [5].
This environmental activism inclines companies to develop and produce more environmentally friendly
products, which are less harmful to the environment. The companies can opt for an entirely green
product portfolio or for a mix of green and traditional product lines [6]. In the last two years, the
global cosmetics industry produced an annual growth rate above 5%, reaching 500 billion U.S. dollars
market value in 2019 [7]. The cosmetics industry has responded to consumer trends with a wide range
of products and preparations for healthier lifestyles and green beauty products [8]. In a worldwide
survey about the importance of green features in cosmetic products, 64% of the women preferred
organic ingredients, 60% sustainable features, and 52% vegan ingredients in cosmetics selection [9].
Although the concept of green cosmetics has become mainstream among companies and consumers,
especially on social media, there is not a uniform and formal definition of green cosmetics. Nonetheless,
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the present study defines green cosmetics by the following: in addition to their essential functions,
they aim to protect the environment, minimize pollution, use renewable resources responsibly, and
protect animal welfare and species [10].

Liobikienė and Bernatonienė [11] argue that factors drive the purchase of the different green
product types differently (e.g., organic food, cosmetics, durable goods, luxury). Based on an extensive
literature review, they proposed a special model for green cosmetics, differentiating even between
personal care and color cosmetic (attributed to luxury category) products. Consequently, internal,
social and external factors should be considered in studying both for personal care products and
color cosmetics. However, in the case of personal care, particular attention should be paid to health
consciousness while in case of color cosmetics, the brand and quality are determinant factors [11].
Most studies explain green cosmetic purchasing through internal (environmental attitude, values, etc.)
and social factors (social pressure, etc.). The effect of external factors (environmental information,
price, etc.) on green cosmetic purchasing are less explored. Chin et al. [12] found that perceived
authority support has a significant effect on buying intention [12]. Murwaningtyas et al. [13] revealed
that celebrities on Instagram influence green cosmetics purchase intention [13]. The role of external
factors on green cosmetic purchasing intention is not conclusive yet, because Ma et al. [14] did not
find significant influence of external variables (such as fashion trend, media impact, quality concern,
wastes and recycling, social pressure) [14]. The present study aims to extend the literature regarding
the role of external factors in green cosmetics related to the source of information such as social media.

Nowadays, social media plays a critical role in shaping consumer opinions, influencing attitudes,
and purchasing decisions [15]. Social media’s impact on consumers’ green behavior and purchase
intention has been studied by several scholars, including in the cosmetic market. Social networks can
promote and sustain environmental behavior [16], and celebrities on social media can shape consumers’
attitudes toward green cosmetics [13]. Social media has become an important communication channel
for creating content, sharing ideas, and expressing opinions and information [17]. Social media has
revolutionized the communication between consumers and companies, including green products,
and allowed consumers to have a more interactive buying experience [18]. Consumers primarily use
social media to obtain information about products [19]. In the cosmetics industry, the social media
platform became an important communication platform. According to global study conducted in 2019,
37% of the consumers discovered online beauty brands by seeing ads in social media, 33% by following
recommendations and comments in social media, 22% rely on posts from expert bloggers, 22% follow
the brands’ social media page, and 22% get information on new products via celebrity endorsements
in social media [7]. Therefore, investigating the impact of social media on behavior formation is an
emerging topic.

When it comes to purchase intention research, studies extensively rely on the Theory of Planned
Behavior (TPB), where attitude toward the action, social norm and perceived behavioral control
determine the formation of the purchase intention [20]. Since green behavior is a relatively new
concept, additional variables are needed in order to describe more properly the impact of social media
on green cosmetics purchase intention. The motivations for purchasing green products are a critical
aspect of ethical consumption in the literature, highlighting the importance of altruistic and egoistic
motivations. Altruism reflects a selfless behavior, e.g., a concern for the environment, while egoism
indicates a concern for one’s own health or the health of one’s own family [21]. Previous studies noted
that both environmental and health concern have positively influenced consumers attitudes toward
green cosmetics [21,22].

Despite the literature showing great interest towards the buying intention formation of green
products, little attention has been paid to the role of social media in this process. The present research
aims to fill this gap in the literature by examining the impact of social media on consumers’ altruistic
and egoistic motivation, attitude and subjective norms toward green cosmetics, as well as outlining the
antecedents of consumers’ purchasing intentions. The present study proposes a research model based
on the Theory of Planned Behavior with prediction of purchase intention as the central element [20].
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The originality of the study stands in the exploring how the social media impacts the purchase intention
through motivations, attitude and subjective norm.

In what follows, the paper presents the review of the literature and the hypotheses development;
the description of the research methodology; the research results and discussion and theoretical and
managerial conclusion, also highlighting the limitations and future research perspectives.

2. Review of the Literature and Hypothesis Development

The Theory of Planned Behavior (TPB) is a widely used socio-cognitive model aimed at explaining
the variance of voluntary behavior. At the center of the model is the intention to purchase, which is
listed as a kind of motivational factor to perform specific behaviors [20]. Based on the TPB, the intention
to implement a particular behavior is influenced by attitude towards behavior, subjective norms, and
perceived behavioral control [23]. Attitude is a positive or negative belief, an opinion on a particular
behavior [20]. According to Ajzen [24], an individual is more likely to behave in a certain way if he or
she has a positive attitude towards that particular behavior. The subjective norm is an individual’s
engagement to a specific behavior due to perceived behavioral expectations and social pressure. The
perceived behavioral control indicates whether a person’s motivation is influenced by how he or she
perceives the level of difficulty or simplicity of a particular behavior [20].

The TPB model is widely used to investigate the intention to purchase green products [25–27];
organic food [27–29], recycling behavior [30] and zero waste lifestyle adoption [31]. As specified earlier,
the TPB is broadly used to examine the intention to buy green products, including the cosmetics market.
Ahmad and Omar [32] found that for Generation Z, the main reason for buying natural cosmetics is
the distinction from their peers, while environmental concerns are not a priority for these consumers.
Kim and Seock’s [33] disagreed with this approach and claimed that environmental concerns affect
consumers’ willingness to buy green cosmetics. Kim et al. [34] suggest that all TPB variables have
significant impact on the intention to purchase green cosmetic products, which has been supported by
other authors [12,35–37]. Consumers’ prior experiences with other organic products have a positive
influence on their willingness to purchase organic cosmetics [38]. Ma, Rau and Guo [14] noted that
environmental awareness affects the intention to buy green makeup.

Previous studies have found a positive relationship between environmentally conscious attitudes
and green buying behavior [39], although some research has shown a weak relationship between
those two variables (e.g., Eze and Ndubisi [40]). According to Yazdanpanah and Forouzani [27],
the main explanatory factor for buying organic products was attitude, while the perceived control
and subjective norm did not influence the purchase. The positive impact of attitudes towards green
cosmetic products on buying intention has been supported by several studies [22,35,36,38,41]. Based on
the above discussion, we assume that:

Hypothesis 1 (H1). Attitude positively influences consumers’ purchasing intention towards green cosmetics.

Consumers often purchase different products not to satisfy their own needs, but to influence
social needs, establish and maintain social relationships, and achieve other social functions such as
social status [42]. Vermeir and Verbeke [43] found a positive relationship between social pressure
and attitude towards buying sustainable products, as supported by similar studies [38]. Gupta and
Ogden [44] found that the majority of green consumers have a high level of trust in others and expect
others to participate in green behavior as well. Thus, consumers often buy green products to show their
ecological concerns to society. Several studies have shown that social norms are positively correlated
with the intention and actual purchase of green products [40,43]. Tan and Lau [45] highlighted
that the most important determinant in attitudes towards a green product was the personal norm.
White et al. [46] conclude that in the case of sustainable actions where the outcomes are abstract for the
consumers (e.g., distant future intangible benefits), the social factor will have a higher impact on the
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behavior. Regarding green cosmetics, the positive impact of the subjective norm on the intention to
buy green products has also been demonstrated [12,35,36,38]. Therefore, we assume that:

Hypothesis 2 (H2). Subjective norms positively influence consumers purchasing intention towards
green cosmetics.

Since its appearance, the TPB has been applied in many contexts and scenarios, each author
adding new variables to the model upon their specific research aims. Thus, in the case of research
undertaken in environment-related context, the consumers’ environmental and health concerns are
frequently investigated. Environmental concern can be viewed as a reflection of altruistic values [21],
which focuses on protecting the natural environment without any benefit for one’s self [47]. Egoistic
value reflects the individual’s concern for their own health or the health of their family [21].

Altruism can be defined as a selfless behavior by an individual that benefits others [48]. Previous
studies found a positive relationship between consumers’ environmental concerns and attitudes
towards buying organic food [49]. Consumers express their pro-environmental behavior and
concern for nature via purchasing organic food [50] and green products [51]. The positive impact of
environmental concern on attitude has been studied in several contexts, e.g., organic food [52] and green
products [53]. Preexisting altruistic values have a stronger influence on attitude than egoistic values
toward eco-friendly packaged products [19]. In the context of green cosmetics, Kim and Chung [38]
found that consumers’ environmental consciousness has a positive impact on the attitude towards
buying organic personal care products and it is an important predictor for green purchase intention of
cosmetics. Fauzi et al. [54] noted that environmental consciousness significantly influences consumers’
attitudes towards buying green cosmetics and skincare products. Based on these, we assume that:

Hypothesis 3 (H3). Altruistic motivation (environmental concern) positively influence consumers’ attitudes
towards green cosmetics.

Previous studies noted that consumers’ health concerns can have a positive effect on attitude
towards green products [55,56]. Health-related topics and attributes are considered to be motivating
factors for purchasing green products [57]. Some studies indicate that egoistic values cannot be
associated with pro-environmental behavior, hence altruistic values suggest that behavior [58].
Magnusson et al. [59] found that consumers’ concerns about their own and their family’s health
positively influence attitude toward organic food. In the case of personal care products, Ghazali et al. [22]
found that health value has a significant positive impact on consumer attitude. Kim and Chung [38]
mentioned that health consciousness is rather important for the attitude towards buying organic
shampoo and body lotion. On the contrary, Fauzi et al. [54] noted that health consciousness
significantly influences consumers’ attitudes towards green cosmetics. Therefore, we derive the
following hypotheses:

Hypothesis 4 (H4). Egoistic motivation (health concern) positively influence consumers’ attitudes towards
green cosmetics.

Li, Lee and Lien [60] found that messages on social media increase consumers’ willingness to buy,
while interactions on social media directly influence purchasing decisions by encouraging consumers
to resemble their peers [61]. Social media has a broad influence on consumers’ attitudes, perceptions,
and purchasing decisions through each stage of purchase decisions [15]. Social media is perceived as
useful and trustworthy by consumers [62]. However, the perceived usefulness of sponsored advertising
on Facebook is negatively affected by intrusiveness and privacy concerns [63]; therefore, it should
be used carefully. Social media was found to be a critical success factor to promote responsible
entrepreneurship (e.g., CSR reporting) by SMEs for stakeholders [64]. Consumers’ social media
activity positively influences pro-environmental behaviors such as reducing, reusing and recycling
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wasteful materials [31]. Consumers are more likely to trust green brands through frequent and positive
experiences published on social media [65]. According to Bedard and Tolmie [66], social media usage
has a positive impact on green purchase intention, also on consumers’ green buying behavior [67].
Murwaningtyas et al. [13] found that the reliability, expertise, and attractiveness of celebrities have
a positive impact on consumers’ advertising attitudes and intentions to purchase organic cosmetics
through Instagram. Social networks sustain, encourage, and disseminate the norm of environmental
behavior [16]. Therefore, we assume that:

Hypothesis 5 (H5). Social media positively influence consumers’ attitude towards green cosmetics.

Hypothesis 6 (H6). Social media positively influence consumers’ subjective norms towarsd green cosmetics.

Altruistic and egoistic motivations are frequently studied factors in the context of information
sharing in social media. According to Oh [68], altruism is the most important motivation for users
to share information and help others (in, e.g., answering a question) on social media. Egoism is
also an influential motivation for receiving and sharing ideas and information. According to Hsu
and Lin [69], enjoyment has a positive impact on attitude toward blogging. Consumers are highly
influenced by their peers and by other opinions [70] in their behavior and decision making. Suki and
Suki [71] found that social values are the most influential factors in consumers’ environmental concern
in the case of green products. Holbert et al. [72] found that television news and nature documentaries
positively influence consumers’ desires to purchase environmentally friendly products. Moreover,
social media can contribute to consumers’ environmental consciousness behavior [73]. It has been
found that social media influencers can successfully address the lack of awareness of their followers
by systematic informational messages regarding a green lifestyle adoption [74]. The power of social
media in altruistic and egoistic motivation formation is indisputable. Chwialkowska [74] found that
social media influencers present the personal benefits of the green lifestyle decisions (personal heath,
effectiveness, savings, etc.) rather than the environmental issues. On the other hand, Min et al. [75]
revealed how influential Instagram and Twitter can be in the spread of the animal testing issues in the
cosmetic industry. Therefore, the following hypotheses have been formulated:

Hypothesis 7 (H7). Social media has a positive impact on consumers’ altruistic motivation regarding
green cosmetics.

Hypothesis 8 (H8). Social media has a positive impact on consumers’ egoistic motivation regarding
green cosmetics.

Figure 1 encompasses the conceptual model proposed for research and the hypotheses.
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3. Materials and Methods

3.1. Research Design and Sample

The present study proposes to explore the impact of social media on consumers’ green cosmetics
purchase intentions. A conceptual model (Figure 1) was developed to test the proposed hypotheses,
which is based on the theory of planned behavior, to analyze the impact of social media on consumers’
altruistic and egoistic motivations, as well as attitude toward green behavior and subjective norms;
also to test the impact of TPB variables on consumers green cosmetics purchase intention.

Based on empirical investigation, this study uses a quantitative survey through a self-administered
questionnaire in Romania and Hungary. The data collection was implemented between March 10th
and April 24th 2020 using a virtual snowball sampling technique through social network sites,
such as specified Facebook groups dedicated to green, natural, and organic cosmetic consumer
users. The population of this study consisted of women who are active social media users and have
at least heard about the term green cosmetics. According to Zelezny et al. [76] women are more
likely to adopt green behavior and are more likely to purchase green products than men [77,78].
The socio-demographic characteristics of the 180 respondents are presented in Table 1. Overall, 75% of
the respondents have heard of the term green cosmetics and 92% of those who were aware, used green
cosmetics. They mostly use facial green care products (65.3%), such as hydrant face cream and green
hair care products (53.2%).

Table 1. Demographic characteristics of the respondents.

Demographics Frequency Relative Frequency %

Age (N = 180)
Over 40 47 26.1
26–39 56 31.1

Below 25 77 42.8

Education level (N = 180)

High School or below 34 18.9
Currently attending university 43 23.9

Bachelor’s Degree 68 37.8
Master’s Degree and PhD 35 19.4

Occupation (N = 180)

Student 55 30.6
Employee 92 51.1

Entrepreneur 26 14.4
Non-workers (unemployed and retired) 7 3.9

Country (N = 180) Romania 153 85.0
Hungary 27 15.0

3.2. Questionnaire Design and Measures

The questionnaire comprises of seven major sections: social media searching behavior (four items),
altruistic motivation (four items), egoistic motivation (two items), attitude toward green cosmetics
(three items), subjective norms (three items), purchase intention for green cosmetics (four items)
and demographic variables. The beginning of the questionnaire was meant to clarify the concept of
cosmetics according to Regulation (EC) No 1223/2009 of the European Parliament and of the Council.
The measurements of each variable were developed according to the literature and previous research
(Table 2), and modified in the context of the present study. A seven-point Likert scale was used (1—total
disagreement/7—total agreement).
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Table 2. Measurement of the reflective constructs.

Construct Item Measure Source

Social media (SM)

SM1 My engagement on social media influences my green cosmetic
purchase.

[79,80]SM2 I use SM to search information about green cosmetic products.
SM3 Contents about green cosmetics on SM are trustworthy.
SM4 Contents about green cosmetics on SM are believable.

Altruistic motives (AL)

AL1
Buying this green cosmetic brand has an ethical interest for
me, considering that the products have been ecologically
produced. [81–83]

AL2 The environmental preservation of this green cosmetic brand
is coherent with my ethical values.

AL3 Humans must maintain the balance with nature in order to
survive.

AL4 While purchasing cosmetics products, I focus on
environmentally friendly cosmetics.

Egoistic motives (EG)
EG1 I consider myself as a health-conscious consumer. [84,85]
EG2 I think air pollution by industry is dangerous for me and my

family.

Attitude (AT)
AT1 For me, using the green cosmetic is wise. [12]
AT2 I like green cosmetic products. [86]
AT3 I feel proud when I buy/use green cosmetic products.

Subjective norms (SN)

SN1 Specialists recommend that I use green cosmetic products.
[12]

SN2 Persons important to me would prefer that I use green
cosmetic products.

SN3 My family and close friends want me to use green cosmetic
products.

Purchase intention (PI)

PI1 I am likely to buy green cosmetic products.

[12]PI2 I will buy green cosmetic products as soon as I run out of the
cosmetic products I am currently using.

PI3 I will recommend green cosmetic products to other people.
PI4 I will tell other persons about the green cosmetic brand.

4. Results

The proposed hypotheses and the conceptual model (Figure 1) were tested using partial least
square (PLS) modelling, a variance-based structural equation modelling method. It is useful to test
complex models based on a smaller dataset. The PLS is less restrictive than other models regarding the
sample size, data distribution and the complexity of the model [87]. For the data analysis, the SmartPLS
3.0 software was used, which first examines the reliability of the scales and then establishes the
relationship between the constructs of the research model.

Confirmatory factor analysis was used to test the reliability and validity (factor loadings,
evaluations of the internal consistency reliability, convergent validity and discriminant validity)
of the reflective constructs: social media (SM), altruistic motivation (AL), egoistic motivation (EG),
attitude (AT), subjective norm (SN) and purchase intention (PI). The factor loading of all items was
higher than 0.7 (Table 3), supporting the convergent validity of the constructs [88]. Cronbach’s α

was used to test the reliability of the constructs, the value of which was greater than 0.7 in all cases,
reflecting the internal consistency of the scale and the competency for confirmatory purposes [89].
The Average Variance Extracted (AVE) values were above 0.5, indicating the convergence validity of
the constructs [90]. According to Hair et al. [88], the composite reliability (CR) should be higher than
0.7, which indicates the reliability of the results.
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Table 3. Scale reliability.

Constructs Items Loading (>0.7) Cronbach’s Alpha (>0.7) AVE
(>0.5)

CR
(>0.7)

Social media (SM)

SM1 0.818

0.925 0.819 0.947
SM2 0.904
SM3 0.945
SM4 0.946

Altruistic motives (AL)

AL1 0.771

0.764 0.586 0.849
AL2 0.832
AL3 0.723
AL4 0.731

Egoistic motives (EG) EG1 0.854
0.721 0.780 0.876EG2 0.911

Attitude (AT)
AT1 0.871

0.825 0.742 0.896AT2 0.824
AT3 0.887

Subjective norms (SN)
SN1 0.822

0.739 0.651 0.848SN2 0.834
SN3 0.763

Purchase intention (PI)

PI1 0.810

0.891 0.755 0.925
PI2 0.901
PI3 0.898
PI4 0.865

Table 4 illustrates the discriminant validity by the Fornell-Larcker criterion. The root square
of the AVE values for each latent variable must be greater than the correlation coefficient between
that latent variable and all other latent variables [91], so all constructs are appropriate indicating
discriminatory validity.

Table 4. Discriminant validity.

Constructs AL AT EG PI SM SN

AL 0.765
AT 0.501 0.861
EG 0.405 0.401 0.883
PI 0.504 0.399 0.229 0.869

SM 0.415 0.388 0.218 0.368 0.905
SN 0.222 0.192 0.069 0.542 0.408 0.807

To test the hypotheses, a bootstrap procedure was applied, using 5000 subsamples. Figure 2
presents the results of the SEM-PLS algorithm and the relations between the elements of the model.
Based on the t-statistics, seven hypotheses are accepted with a positive and significant impact, while H4
(egoistic motivation and attitude) was rejected.
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purchase intention. Based on the t-statistics and path coefficients, there is a positive relationship between
attitude and purchase intention toward green cosmetics (β = 0.306; t = 3.942 and p < 0.001), hence H1
is accepted. This is in line with several studies reported in the field of green cosmetics [22,35,36,38,41].
The results of Table 5 indicate that subjective norms have a positive and significant impact on
consumers’ purchase intentions towards green cosmetics (β = 0.483; t = 6.224 and p < 0.001); therefore,
H2 is supported. Similar results have been reported in several previous studies conducted in green
cosmetics [12,35,36,38].

Table 5. The path coefficients of the structural equation model.

Paths Path
Coefficients

Standard
Deviation T-Value p-Value Hypotheses

AT→ PI 0.306 0.078 3.942 *** 0.000 H1—Supported
SN→ PI 0.483 0.078 6.224 *** 0.000 H2—Supported
AL→ AT 0.325 0.102 3.181 ** 0.001 H3—Supported
EG→ AT 0.225 0.127 1.769 0.077 H4—Not supported
SM→ AT 0.205 0.102 2.001 * 0.045 H5—Supported
SM→ SN 0.408 0.077 5.324 *** 0.000 H6—Supported
SM→ AL 0.415 0.083 4.977 *** 0.000 H7—Supported
SM→ EG 0.218 0.081 2.681 ** 0.007 H8—Supported

Note: * p < 0.05; ** p < 0.01; *** p < 0.001; SM = social media; AL = altruism; EG = egoism; AT = attitude;
SN = subjective norm; PI = purchase intention.

H3 assumed that altruism has a positive impact on the attitude toward green cosmetics. The results
of Table 5 indicate a positive relationship between altruistic motivation and green attitude, hence H3 is
supported (β = 0.325; t = 3.181 and p < 0.01). This supports the findings of previous studies conducted
in fields of organic personal care products [38,54]. Based on the analysis, egoistic motivations have
an insignificant impact on consumers’ green attitudes, therefore H4 is rejected (β = 0.225; t = 1.769
and p > 0.05). This is in line with previous results [38,54] and contrary to the findings conducted by
Ghazali et al. [22].

Regarding the influence of social media, Table 5 indicates that social media has a significant
positive impact on consumers’ attitudes towards green cosmetics (β = 0.205; t = 2.001 and p < 0.05).
Hence, H5 can be supported. Similar findings have been reported previously in the literature [13].
In the second hypothesis, H6 assumed that social media has a positive impact on subjective norms.
According to the results (Table 5), social media positively influenced consumers’ subjective norms
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regarding green cosmetics (β = 0.408; t = 5.324 and p < 0.001), which is also line with the results of
previous similar studies [16]. H7 concludes that social media has a positive impact on consumers’
altruistic motivations. The analysis emphasizes a positive relationship between social media and
the altruistic motivation of consumers towards green cosmetics (β = 0.415; t = 4.977 and p < 0.001).
This suggests that social media can shape consumers’ environmental concerns, which confirms the
results of the studies in the fields of green products [71,73]. Finally, H8 presumed that social media has
a positive impact on egoistic motivation. Based on the t-statistics, social media positively influences
consumers egoistic motivations toward green cosmetics (β= 0.218; t = 2.681 and p < 0.01). This indicates
that social media has a positive impact on consumers’ health concern regarding green cosmetics.

The goodness of fit for the model was satisfactory with a square root mean residual (SRMR) of
0.08, which is equal to the recommended 0.08 maximum [92], in the case of saturated model. However,
the estimated model’s SRMR = 0.1 indicates that the model needs further refinement and testing.
Moreover, the NFI = 0.722 does not fit the minimum criteria [93]; that is, the model might be ill-specified.
The reason could be the limited sample size of n = 180, and the large number of the observed variables.
Overall, the subjective norm and the attitude explain 38.4% of the variance of green cosmetics purchase
intention (R2 = 0.384), altruistic and egoistic motivation and the social media explain 33.2% of the
variance of the attitude (R2 = 0.332), representing a moderate predictive power of the model, and
exceeding in all cases the minimum criteria of 0.25 [94]. Social media also has a direct positive impact
on altruistic motivation and the subjective norm. The effect sizes of the relations (f2) vary from 0.05 to
0.365. Weak effect sizes (0.02 < f2 <0.15) can be reported in the case of altruistic motivation (f2 = 0.114),
egoistic motivation (f2 = 0.063) and social media activity (f2 = 0.052), impacts on attitude toward
green cosmetics, the social media effect on egoistic motivations (f2 = 0.050), and attitudes’ impacts on
purchase intentions (f2 = 0.146). Moderate effect size (0.15 < f2 < 0.35) can be reported in the case of
the social media activity on altruistic motivation (f2 = 0.208) and on the subjective norms (f2 = 0.200).
Finally, a strong effect (f2 > 0.35) can be reported in the case of social norms on green cosmetics purchase
intentions (f2 = 0.365) [95].

5. Discussion

The present study explores the impact of social media on green cosmetics purchase intentions
through motivations, attitude, and subjective norm as the antecedents of purchase intention. This study
contributes to the literature by examining and supporting the effects of the TPB variables, attitude,
and subjective norms on green buying intentions, and exploring the motivational factors of the green
attitude. The innovativeness of the research is in introducing the influence of social media on elements
of TPB and on the formation of altruistic and egoistic motivations in the case of green cosmetic products.

Empirical findings indicate that attitude and subjective norm have a positive impact on the
purchase intention of green cosmetics. Results also show that social media has multiple impacts on
buying intention formation. First, social media plays a significant role in the formation of consumers’
attitude and subjective norms, and there is an indirect effect between social media and purchase
intention toward green cosmetics. According to responses, consumers’ engagement on social media
can influence their cosmetic purchasing decision while perceiving the information on social media
trustworthy and believable. The results are in line with the work of Murwaningtyas et al. [13],
which focuses on the impact of celebrity endorsers through social media on organic cosmetics purchase
intentions. Their findings suggest that celebrities on Instagram positively influence the attitude towards
advertisement and organic purchase intention. Moreover, Lee [16] noted that social influence was
the main influential factor for green purchasing behavior in the context of Hong Kong adolescents.
Although the previous research was conducted in different contexts from the present study, they overlap
with the current results. Furthermore, social media has a significant impact on consumers’ altruistic
and egoistic motivations. Social media can influence consumers’ environmental concerns, for instance
in the motivation to buy cosmetics which are less harmful to the environment. Moreover, social
media has a positive impact on consumers’ egoistic motivations, meaning that social media can
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influence consumers’ health concerns regarding green cosmetics, in order to choose cosmetics which are
positive for their own health. Despite the fact that Suki and Suki [71] did not conduct an investigation
on an online platform such as social media, they find that social influence has the most powerful
impact on consumers’ environmental concern regarding green products, which is supported also
by Zahid et al. [73]. Egoistic motivations (health concern) do not influence consumers’ attitudes
toward green cosmetics, but altruistic motivations (environmental concern) do. These results support
the work of Kim and Chung [38], who also find that health consciousness is not a predictor for
consumers’ purchasing intentions regarding organic personal care products, while environmental
consciousness is. This result was supported by Fauzi et al. [54], who noted that only environmental
consciousness influences generation X purchase intention towards green cosmetics. The findings
contrasted with those of Ghazali et al. [22], who highlighted that health values influence consumers’
attitudes toward re-purchasing organic care products. It can be concluded that consumers’ motivations
for purchasing green cosmetics are still unclear, and there are several findings in the literature which
are in contradiction. For this reason, future research needs to investigate this gap in the literature.

6. Conclusions

Green cosmetics are receiving an increasing interest on behalf of the consumers; however, the
formation of the attitude and motivations towards these products is still an open research topic in
the literature. Even so, lately, social media has radically changed the nature of the communication
between both the company and consumers, and the consumers themselves. The results of the present
study contribute to the theory by investigating the impact of social media on consumers’ motivations
and purchase intentions towards green cosmetics. Based on a TPB model, the present study extends
the green cosmetics literature by revealing the role of external factors on consumers’ motivations and
purchasing intentions. The results reinforce the predictive power of attitude and subjective norm
on purchase intention for green cosmetics, confirm the impact of altruistic motivation on attitude,
and extend the model with the effect of the social media as an information source for the formation of
these antecedents. Thus, the present research provides a better understanding and a good starting
point for further research on how social media can impact consumers’ buying intentions. According to
present research, social media influences the attitude toward green cosmetics, the subjective norm, and
also impacts the formation of both altruistic and egoistic values of the consumers.

The findings of the present study are also relevant for marketers and managers, as they provide
valuable information about consumers’ intentions to purchase green cosmetics and relevant factors that
may influence this behavior. The results highlighted that social media can increase consumers’
environmental concerns, which in turn determine a positive attitude toward green cosmetics.
Thus, social media is a powerful vehicle for altruistic messages, and can be an important channel of
sensitization towards environmental issues and motivation of pro-environmental behavior. These
messages can be later translated into positive attitudes, and then into a purchase intention towards green
cosmetic brands. The effect of social media on health concerns was proved, but with no further impact
on green attitude, for the simple reason that the information on social media regarding green cosmetics
focuses on environmental issues rather than health issues. For example, there are highly exposed green
issues such as cruelty-free cosmetics [75] or the negative public opinion on massive deforestation for
obtaining palm-oil, a basic component for many cosmetic products [96]. Thus, consumers associate their
green cosmetics orientation with pro-environmental motivations, and they do not feel that the egoistic
motives outcomes (linking and buying green cosmetics) can also converge with environmental benefits.
Nowadays, social media is not only a communication channel, but can also influence the consumers’
behavior and purchasing decisions through multiple mechanisms. For this reason, companies need
to provide more informational materials on the concept of green cosmetics. The green concept is a
multidimensional one, it can denote the product development, ingredients, supplying, packaging,
consuming and discarding issues. Different social media communication tools can cover all these
dimensions and benefits.
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Besides, social media can influence the reference groups of the consumers, generating social
pressure (in, e.g., families) which directly influences the purchase intention towards green cosmetics.
Thus, celebrities’ and influencers’ posts, content shared by friends, family members, thematic group
discussions, and reviews should be considered as effective means for creating awareness and positive
attitudes towards green brands. Based on these findings, companies can develop their messages on
social media platforms, emphasizing the environmental benefits of their products in order to enhance
the positive attitude and perceived social pressure in a green cosmetics buying context.

Finally, there are several limitations to the research which needs to be taken into account. As the
number of samples was relatively low (n = 180), the present research can be seen as exploratory, and in
need of further testing and confirmation. The structural model should be treated carefully, as the fit
indices did not return a consistent validity of the inner model. As can be seen in the literature review,
green buying intention and behavior are influenced by several factors. Since the predictive power
of the model is moderate in the present research, for future research, it is recommended to examine
the effects of other internal (e.g., trust) and external (e.g., product benefits, price, brand) factors to
explain the development of purchase intent. Further research may identify the impact of social media
on repurchasing [73] and electronic word-of-mouth of green cosmetics. Moreover, the present study
did not differentiate the effect of various social media platforms [66], content type and sources (peers,
influencers, companies etc.) [61,74]. Instead, it handles social media as a homogenous place where
consumers seek various information. The influence of the different social media sources and tools are
welcomed to be integrated into the model.
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