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Abstract 

This study examines the effectiveness of green 
influencer marketing in promoting sustainable 
consumption, focusing on consumer 
perception, trust, and purchase intent shaped by 
eco-friendly social media influencers. It 
highlights key engagement strategies that foster 
brand loyalty and offers insights into 
sustainable marketing dynamics and 
consumer behavior. 
 

Introduction 

With rising environmental awareness, green 
influencer marketing has become a key tool for 
promoting sustainable products. This study 
explores how eco-friendly social media 
influencers influence consumer trust, 
engagement, and purchasing behavior, offering 
insights into the effectiveness of 
sustainable marketing. 

Literature Review 
i. Influencer Marketing: 

• Rise of Social Media Influencers as a New 
Marketing Channel - Kim & Kim (2024) - 
Examines influencer attributes similarity, 
interest similarity, interaction frequency, 
self-disclosure and their impact on perceived 
friendship, psychological well-being, and 
loyalty. 
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Highlights the role of social responsibility 
in influencer marketing. 

 
• Influencer Marketing Effectiveness: A 

Meta-Analytic Review - Pan, Blut, & Lee 
(2024) - Analyzes 251 studies to identify 
key drivers of influencer marketing 
success. Finds that follower characteristics, 
post value, and influencer communication 
style significantly impact engagement and 
purchase behavior. 

 
ii. Consumer Behavior: 

 
• Sales Promotions & Consumer Buying 

Behavior in India - Mishra, Kushwaha, & 
Gupta (2024) - Examines how discounts, 
coupons, and flash sales influence purchase 
decisions. Finds economic and 
psychological factors play a crucial role, 
especially among young urban consumers. 

 
• Social Media Marketing & Consumer 

Behavior in Fashion Retail - Chowdhury, 
Hasan, & Alam (2024) - Analyzes case 
studies of fashion brands, highlighting the 
importance of authenticity, influencer 
collaborations, and personalized 
storytelling in consumer engagement. 



Objectives 
 
• To assess the influence of influencer 

credibility on consumer trust in green 
marketing. 

• To evaluate the impact of green influencers 
on eco-friendly purchase decisions. 

• To examine how storytelling and 
authenticity boost consumer engagement. 

• To explore the role of environmental 
awareness in green influencer marketing 
success. 

• To study how visuals and clear messaging 
drive interest in sustainable products. 

 
Hypothesis 

Hypothesis 1: 
Null Hypothesis H₀: Influencer credibility has 
no effect on consumer trust or sustainable 
behavior. 
Alternative Hypothesis H₁: Influencer 
credibility boosts consumer trust and sustainable 
behavior. 
 
Hypothesis 2: 
Null Hypothesis H₀: Green influencer marketing 
doesn't impact brand perception or purchase 
intent. 
Alternative Hypothesis H₁: Green influencer 
marketing improves brand perception and 
purchase intent. 
 
Hypothesis 3: 
Null Hypothesis H₀: Storytelling in green 
content doesn't increase engagement over 
traditional marketing. 
 
Alternative Hypothesis H₁: Storytelling in green 
content increases engagement over traditional 
marketing. 

Hypothesis 4: 
Null Hypothesis H₀: Environmental concern 
doesn't influence green influencer marketing 
effectiveness. 
Alternative Hypothesis H₁: Environmental 
concern enhances green influencer marketing 
effectiveness. 
 
Hypothesis 5: 
Null Hypothesis H₀: Visuals and message 
clarity don't affect eco-friendly consumer 
behavior. 
Alternative Hypothesis H₁: Strong visuals and 
clear messages drive eco-friendly consumer 
behavior. 
 

Research Methodology 
 
Research Design: A mixed-methods approach 
combining Descriptive (to analyze trends and 
patterns). 

Data Collection: 
 
• Survey: 

o Sample Size: 50 respondents 
o Age Group: 18 and above 
o Focus: Evaluating consumer trust, 

engagement, and purchase intent 
through green influencer campaigns. 

Data Analysis: 
 
• Qualitative Data: Analyze survey responses 

to uncover emotional and psychological 
factors influencing consumer behavior in 
response to green influencer campaigns. 

Expected Outcomes 
 
• Influencer Credibility: Understanding how 

credible influencers build trust and drive 
sustainable purchases. 



• Brand Perception: Strategies for eco- 
friendly brands to improve consumer 
perception. 

• Consumer Engagement: Tips on using 
storytelling and authenticity to boost 
engagement. 

• Moderating Factors: Identifying how 
environmental concern affects 
campaign success. 

 
 

Data Collection 
 
1. Awareness of Green Products Through 

Influencers: 

 

 
 
Interpretation: 
76.5% of respondents have seen influencers 
promoting eco-friendly products on social media, 
showing strong sustainable marketing visibility. 
However, 13.7% were unsure—indicating a need for 
clearer messaging—while 9.8% hadn't seen such 
content, highlighting room to boost awareness and 
engagement in green promotions. 

 

Interpretation:  
69.2% of respondents learned about green products 
or brands through influencers, showing their strong 
impact on awareness. However, 19.2% were unsure 
and 11.5% hadn’t seen such content, indicating room 

to expand reach and promote sustainability further. 
 
2. Influence on Purchase Decisions: 

 

 
 
Interpretation:  
70.6% of respondents are influenced by influencers 
when deciding to try a green product, showing their 
strong impact on consumer choices. Meanwhile, 
19.6% are uncertain and 9.8% not influenced, 
suggesting influencer marketing effectively 
promotes eco-friendly products and sustainable 
behavior. 

 

 
 
Interpretation: 
 
60.8% of respondents value an influencer's 
credibility when trusting sustainable product 
recommendations. Meanwhile, 27.5% are 
uncertain and 11.8% aren't influenced by 
credibility, highlighting the importance of 
authenticity and trust in eco-friendly 
influencer marketing. 
 
 
 
3. Transparency and Behind-the-Scenes 

Content: 



 

 

Interpretation: 
64.7% of respondents would trust green product 
recommendations more if influencers shared 
detailed, transparent info. Meanwhile, 19.6% are 
uncertain and 15.7% say it wouldn’t affect their 
trust, emphasizing the need for honesty and clarity 
in sustainable influencer marketing. 

 

Interpretation: 
54.2% of respondents are more likely to support a 
brand after seeing behind-the-scenes eco-friendly 
practices. Meanwhile, 29.2% are uncertain and 
12.5% say it wouldn’t influence them, suggesting 
that transparency boosts consumer trust and support. 
 

 
4. Desire for More Influencer Content on 

Sustainability: 

 

Interpretation: 
74.5% of respondents want more content from 
influencers about green products, showing strong 
demand for sustainability content. Meanwhile, 
13.7%  are  unsure  and  11.8%  not  interested, 

highlighting influencers’ key role in promoting eco- 
conscious choices. 

 

Interpretation: 
 
50% of respondents are more likely to 
consider buying an eco-friendly product if an 
influencer uses it. Meanwhile, 41.7% are 
uncertain and 8.3% wouldn’t be influenced, 
indicating influencer endorsements 
significantly impact interest in sustainable 
products. 
 
5. Change in Environmental Awareness: 
 
Question: Before seeing influencers promote 
green products, were you aware of 
environmental issues, and has your awareness 
or opinion changed after seeing these 
campaigns? 
 
Interpretation: 
Most respondents were already aware of 
environmental issues, but influencer campaigns 
reinforced their knowledge and introduced 
sustainable brands. Some admitted learning 
about sustainability through influencers, which 
changed their views. Many also became more 
conscious of their consumption habits after 
engaging with such content. 
 
6. Adoption of Sustainable Practices 
 
Question: Have you adopted any sustainable 
changes in your life after seeing a green 
marketing campaign by an influencer? 



Interpretation: 
Most respondents adopted sustainable habits 
due to influencer campaigns, such as using 
reusable, eco-friendly products, and sustainable 
fashion. Some intended to make changes but 
hadn’t yet, while a minority learned from the 
campaigns but didn’t alter their behavior. 

 
Research Findings & Outcomes 

 
• Consumers trust eco-friendly products more 

when influencers are authentic and 
transparent. Overly promotional content 
reduces credibility. 

• Influencers raise awareness, but actual 
purchases depend on trust and product 
relevance. 

• Consumers connect better with personal 
experiences and real-life sustainability 
applications rather than generic promotions. 

• Influencer campaigns increase awareness, 
but not everyone takes action. Some need 
continuous engagement. 

• High-quality visuals and straightforward 
sustainability benefits enhance consumer 
appeal. 

• Many consumers make eco-friendly 
changes, while some remain passive. 

 
Recommendations/ Suggestions 

 
• Brands should collaborate with 

knowledgeable influencers who genuinely 
support sustainability. 

• Personal experiences and eco-lifestyle 
content are more engaging than direct 
promotions. 

• Clear, verifiable sustainability claims combined 
with engaging videos and infographics enhance 
trust and make green products more appealing 

• Campaigns should include eco-challenges, 
calls-to-action, and incentives to drive real 
behavior change. 

• Tailor content for eco-conscious buyers, 
new learners, and skeptical consumers 
differently. 

 
Conclusion 

 
Green influencer marketing boosts awareness 
and encourages sustainable consumption, 
especially through credible, authentic 
storytelling and engaging visuals. Trust is key- 
overly promotional content can harm 
credibility. Interactive campaigns and tailored 
messaging help engage different consumer 
segments, but lasting change needs consistent, 
ongoing efforts. 
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