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Abstract: Global warming, exacerbated by greenhouse gas emissions from non-green product 
manufacturing, necessitates a shift towards green production to safeguard ecosystems and finite 
resources. The United Nations Environment Programme emphasizes the importance of 
environmental considerations in corporate ESG criteria. Despite the higher costs of designing and 
manufacturing green products, which deter some companies and lead to greenwashing, efforts 
persist to promote sustainable goods. This study explores enhancing consumer repurchase 
intentions for green products through social media marketing, emphasizing green values, 
environmental concerns, brand image, and involvement. Findings reveal social media’s role in 
boosting these factors, thus encouraging green repurchases. Insights are valuable for green 
businesses, social media groups, environmental agencies, and future research. 

Keywords: social media marketing activities; green values; environmental concerns; brand image; 
brand involvement; repurchase intention 

 

1. Introduction 

The effects of global warming include: polar melting, sea level inundation of low-lying coastal 
lands, global climate change, resulting in heavy rains, droughts and even desertification [1,2]. Global 
warming threatens the ecosystem, food chain, water resources, human activities and life safety [3,4]. 
The main cause of warming is the emission of greenhouse gas, especially direct or indirect human 
emissions of carbon dioxide [5]. Carbon Brief, an organization that studies climate change, points out 
that most of the greenhouse gas emissions come from the combustion process of fossil energy and 
the manufacturing process of non-green products [6–8]. To provide for the diverse needs of the 
world’s 8 billion people, climate and environmental quality pay a heavy price. One of the main 
culprits is non-green products, so it is very important to promote green products. Green products are 
products that require less physical resources to manufacture [9] and energy [10]. After the product is 
sold to the consumer, it will eventually go back to the producer [11]. The design must prohibit or 
restrict the use of toxic substances, consider the recyclability of waste, the proportion of recycling, 
durability, and maintainability [12,13]. In order to promote the production and sale of green products 
to reduce the carbon emissions of enterprises and the impact of production lines on the environment, 
as well as to improve energy efficiency, the United Nations Environment Programme (UNEP) 
released Who cares wins. The report mentions that operators or investors should not be obsessed 
with profit while ignoring their responsibilities. It is also clearly pointed out that companies should 
pay attention to ESG, which are Environmental Protection, Social Responsibility and Corporate 
Governance [14]. Among them, environmental protection includes the norms to be considered in the 
design and manufacture of green products. 

Although the United Nations Environment Programme (UNEP) and various environmental 
NGOs around the world have called for and promoted the production and marketing of green 
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products [15,16]. However, the study also pointed out that the proportion of consumers actually 
buying green products is still not high [17]. For example, Park and Lin [18] pointed out that many 
consumers have a positive attitude towards green, sustainable products, and their consumer 
awareness has indeed increased. Also, Tanuwijaya and Balqiah [19] discovered that even though the 
Indonesian government has enacted regulations to reduce the price and tax rate of EVs, and 
consumers have high expectations for reducing air pollution, there has been no significant 
improvement in the penetration of EVs in Indonesia. There are many more studies providing similar 
results [20–22]. There are even some companies or organizations that invest a lot of money in image 
advertising in the name of environmental protection, instead of investing resources in the design and 
manufacture of green products, in order to meet the requirements of environmental regulations or 
just to meet the environmental awareness of consumers. This phenomenon is known as 
Greenwashing [23,24]. These studies show that ESG’s focus on sustainable corporate development, 
rising consumer awareness, and governmental environmental regulations are leading companies to 
transform their production of green goods. However, the design and manufacturing of green goods 
require higher costs, and higher costs will inevitably lead to higher prices and lower product 
competitiveness. In order to prevent enterprises from being reluctant to switch to green goods 
production due to higher costs, or to make greenwashing behavior in order to meet the requirements 
of environmental protection regulations, the most direct solution is to Increase consumers’ 
purchasing behavior of green goods, which in turn increases enterprises’ willingness to produce 
green goods, make enterprises, consumers and environmental protection win-win.  

The Theory of Planned Behavior (TPB) proposed by American psychologist Ajzen [25] suggests 
that an individual’s specific behavior is influenced by his or her behavioral intention. Therefore, this 
study proposes to enhance the intention to re-purchase green goods according to TPB. Many studies 
have mentioned how to increase the purchase intention of products. First, Wibowo, et al. [26] 
empirical study confirms that Social Media Marketing Activity (SMMA) positively and significantly 
affects consumers’ purchase intention. Many studies have addressed how to increase product 
purchase intention. First, empirical research confirms that Social Media Marketing Activity (SMMA) 
positively and significantly affects consumer purchase intention. Sanchez and Lacap [27] showed that 
the millennials’ green values influence their green purchase intention. Secondly, Sanchez and Lacap 
[27] stated that the increase in environmental concerns among students of Azad Islamic University 
of Yazd will increase their attitude towards green products and thus increase their purchase demand 
for green products. Furthermore, Situmorang [28] mentioned that brand image has a moderating 
effect on the repurchase intention of green brand positioning goods and green brand attitude. In 
addition, Aziz and Ahmed [29] suggested that the level of brand involvement of customers affects 
their brand engagement and through that brand engagement affects their purchase intention of the 
product. 

The mentioned studies show that social media marketing activities, green values, environmental 
concerns, brand image, and brand involvement are significantly associated with repurchase intention 
(RI) or purchase intention. Although the mentioned research context is different from the green brand 
industry, these variables may also have a causal relationship in the green brand industry. Therefore, 
this study armed the members of social media green product groups in Taiwan as the target 
population, with social media marketing activities as the independent variable and green values, 
environmental concerns, brand image, and brand involvement as the mediating variables, to 
investigate their effects on the repurchase intention of green goods. The research data will be collected 
through questionnaires, and the results will be analyzed by statistical methods to test whether the 
research hypotheses are valid. Based on the results of the study, we will provide practical suggestions 
to the enterprises, relevant organizations and government for promoting green products in Taiwan, 
as well as references for subsequent related studies. 

2. Literature Review 

2.1. Social Media Marketing Activities 
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Al-Rahmi, et al. [30] reviewed several related papers and proposed that social media is defined 
as an Internet channel used by individuals to communicate, collaborate, and exchange information; 
social media can be an effective strategy to reach and engage potential consumers, as well as to 
encourage interaction between companies and consumers and among consumers [31]. In addition, 
Clark, et al. [32] argue that social media is a type of electronic communication, specific apps, and 
websites, through which users create and share information, ideas, and personal information in an 
online community. Social media is considered to be part of integrated marketing communication that 
provides a platform that allows interaction between like-minded people. Furthermore, Suharto, et al. 
[33] define social media marketing as the use of social media technologies such as blogs, Facebook, 
Twitter, Instagram, and Youtube to communicate, deliver, and exchange relevant products and 
services to the marketing of business interests. To better represent the marketing executed in social 
media, many studies have proposed social media marketing campaigns [34–36]. Ibrahim, et al. [37] 
define social media marketing activities as those activities that aim to market or promote goods and 
services through social media. Guha, et al. [38] suggest that social media marketing activities make it 
easier for social users to interact, collaborate, or share content on an online platform for the purpose 
of increasing product impressions and sales. In summary, this study defines social media marketing 
activities as activities that promote various green products through interaction, sharing, and 
marketing of green products in social media groups. 

There are many studies on social media marketing campaigns. First, Almohaimmeed [39] 
investigated the effect of social media marketing activities on product purchase intention and brand 
loyalty. The study’s results showed that social media marketing activities significantly impact 
customer purchase intention and brand loyalty. Secondly, Balakrishnan, et al. [40] studied the effect 
of social media marketing on the purchase intention of products among Generation Y students in 
Malaysian universities. The results indicated that social media marketing affects product purchase 
intention. Among them, online word-of-mouth (IWOM), an observed variable of social media 
marketing, had the greatest effect on product purchase intention. In other words, social media 
members’ favorable and unfavorable opinions about products affect the purchase intention of 
Generation Y students. Furthermore, Moslehpour, et al. [41] investigated the effect of brand trust and 
brand image on the purchase intention of online car-hailing customers through social media 
marketing campaigns. The results of the study showed that social media marketing activities 
influenced purchase intention. The most significant direct effect on purchase intention was found for 
the subcomponents of social media marketing activities, entertainment, and word of mouth. In 
addition, social media marketing campaigns indirectly influence customers’ purchase intentions 
through brand trust and brand image referral effects. According to Olson, et al. [42], Silva, et al. [43], 
and Aman and Hussin [44], the popularity of social media has become a business strategy because of 
its high intensity of use and high marketing effectiveness. It is clear that marketing products and 
services on social media is relatively low-cost and efficient, and is an excellent channel to increase 
product purchase behavior. 

2.2. Green Values 

Furchheim, et al. [45] defined green values as the tendency of individuals to express the 
importance of environmental protection through their purchasing and consumption behaviors. In 
addition, Hamzah and Tanwir [46] define green values as the moral sense of individuals who respect 
pro-environmental actions honoring pro-environmental actions and perceive that these actions 
benefit them by reducing environmental damage and energy costs. Consumers who share green 
values will try to reduce, avoid or reject consumption that damages the environment [47]. Individuals 
with higher green values reduce or avoid environmentally harmful products by choosing 
environmentally friendly alternatives [45,48]; leading simpler lifestyles, and use products for as long 
as possible before replacing them [49]; and are more aware of the physical and psychological benefits 
of green products [50]. Hur, et al. [51] further suggest that consumers’ green values increase their 
satisfaction with goods and reduce their price sensitivity. That is, green values make individuals less 
concerned about high prices and make producers more willing to produce higher-cost green goods. 
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In summary, this study defines green values as the extent to which members of the green product 
community media group identify with pro-environmental behaviors, environmentally friendly 
alternatives, and simple lifestyles. 

Studies have shown that marketing environmental or green products on social media affects the 
green values of social media users. For example, McQueen and Turner [52] examine the factors that 
influence sustainability and green values among senior managers in UK energy companies. The 
findings suggest that social media marketing not only influences customers’ green values but also 
increases managers’ willingness to produce sustainable energy. Secondly, Kane, et al. [53] studied 
how social media affects users’ purchasing behavior toward green products and services. The results 
of the study showed that the use of social media affects the users’ green attitudes and green values. 
Furthermore, Barboza and Filho [54] analyzed the relationship between the use of social media 
mobile applications and green consumption. The results of the study showed that the green values 
of social media users are related to the use of social media. In addition, Dabija and Bejan [55] 
investigated the relationship between millennial consumers’ green values, green tendencies, and 
green reuse motivations. The study mentions that marketing green products through social media 
can help promote personal care and attention to nature, adoption of sustainable products, and 
motivate the purchase of green products. Sanchez and Lacap [27] studied the effect of green product 
beliefs on green values, attitudes, and green purchase intentions. The study suggests that companies 
and marketers should use integrated and effective marketing communication strategies to establish 
green brand positioning in the minds of consumers and that the use of social media marketing is an 
effective way to communicate corporate green values. The above study revealed that the marketing 
activities of social media related to green products would influence or contribute to the green values 
of social media members. Therefore, the following hypotheses are proposed: 

H1: Social media marketing activities positively influence the green values of their members 

2.3. Environmental Concerns 

Borusiak, et al. [56] defined environmental concern as the degree of concern for the importance 
of environmental issues, an attitude of concern for eco-friendly behavior, and an environmental 
concern attitude that will influence their green purchase intention together with Subjective Norm and 
Perceived Behavioral Control [57,58]. Secondly, Febrianti and Permana [59] defined environmental 
concern as a tool to identify the purchase behavior of environmentally friendly products and 
environmental concern is a major factor in the green fee process. Furthermore, Ruslim, et al. [60] 
defined environmental concern as the degree of emotional involvement in environmental issues. 
Moreover, environmental concern is an important factor in predicting the purchase of green products 
[61]; individuals with high environmental concerns tend to purchase products that are 
environmentally safe [62]. Related studies also mentioned environmental concerns including the 
following. Balance of Nature, which refers to the individual’s belief that the balance of nature is 
highly vulnerable to disruption by human activities [63]; Limit to Growth, which refers to the 
individual’s belief that the resources that exist on Earth are limited [64]; Anti anthropocentrism, 
which refers to the idea that nature not only satisfies human needs but also the needs of other 
organisms [65]; anti-exemptionalism, which refers to the belief that human life cannot be separated 
from the rules and laws of nature [66]; and eco-crisis, which refers to the belief that humans are 
causing harmful effects on the physical environment. is the belief that humans are causing harmful 
damage to the physical environment [67]. In summary, this study defines environmental concern as 
the extent to which members of the green product community media group are concerned about 
environmental issues including environmentally friendly products, the balance of nature, and 
ecological crises. 

Studies have shown that marketing eco-friendly or green products on social media affects the 
environmental concerns of social media users. For example, Farhat, et al. [68] investigated how social 
media influences green purchasing behavior through environmental concerns and ecological 
concerns. The results showed that social media influences green purchasing behavior through users’ 
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environmental concerns. The study also pointed out that social media marketing must emphasize the 
benefits of green products to consumers in order to shape green purchasing behavior. Also, social 
media marketing must be designed to emphasize an environmentally conscious attitude in order to 
create positive green purchasing behavior among customers. Secondly, Ali, et al. [69] pointed out 
that social media plays an important role in promoting green products. In particular, social media 
influences the environmental concerns of young users, including the increased intention for a 
sustainable environment, which leads to lower carbon emissions. This in turn influences their green 
purchase intention and green consumption behavior. Furthermore, Sultan, et al. [70] investigated the 
impact of social media marketing of sustainable green tourism products on the environmental 
behavior of ecotourism. The results of the study showed that social media marketing content 
influenced the environmental concerns and attitudes of travelers and made important contributions 
to responsible environmental behavior. The above study revealed that the marketing activities of 
social media related to green products would affect or contribute to the environmental concerns of 
the social media members. Therefore, the following hypotheses are proposed: 

H2: Social media marketing activities positively influence the environmental concerns of their 
members. 

2.4. Brand Image 

Shafa and Hidayat [71] defined a brand image as the consumer’s perception of a brand, and 
companies can position their brand image through social media marketing campaigns. 
Communicating information about a brand or product through social media not only allows 
consumers to directly engage in marketing activities but also strengthens consumers’ image of a 
particular brand [72]. Secondly, Deniz and Onder [73] defined brand image as a set of perceptions 
about a brand that consumers reflect through brand associations. The study also defines green brand 
image as a brand perception associated with environmental commitment and environmental concern 
in the minds of consumers. Green brand image is more important for companies, especially in areas 
where consumers are environmentally conscious [74]. Further, Bashir, et al. [75] defined green brand 
image as a set of brand perceptions related to environmental issues and commitments in the minds 
of consumers. Chen [76] stated that in the context of green marketing, a green brand image is defined 
as a set of impressions, concepts, and considerations of a brand in the memory of customers. A green 
brand image is associated with sustainability and eco-friendly concerns [77]. In summary, this study 
defines brand image as the perception of a green product brand by members of the green product 
community media group, including the brand’s perceived level of environmental commitment and 
environmental concern. 

Studies show that marketing products on social media affects the brand image of social media 
users. For example, Sanny, et al. [78] analyzed the effect of social media marketing on brand image, 
brand trust, and product purchase intention. The results of the study showed that social media 
marketing had a significant effect on brand image and brand trust. In addition, brand image and 
brand trust also had a significant effect on product purchase intention. Secondly, Jasin [79] studied 
the effect of social media marketing and Internet word of mouth on purchase intention through brand 
image. The results demonstrated that social media marketing had a positive and significant effect on 
brand image; the brand image had a positive and significant effect on purchase intention. Social 
media marketing positively and significantly influenced purchase intention through brand image 
referral. Furthermore, Putra and Aprilson [80] analyzed the effect of social media marketing on brand 
image and purchase intention of the hotel industry. The results of the study showed that social media 
marketing had a positive and significant effect on brand image; the brand image had a positive and 
significant effect on purchase intention; and social media marketing had a positive and significant 
effect on purchase intention through the intermediary effect of brand image. The above study 
revealed that the marketing activities of social media related to green products would affect or 
contribute to the brand image of green products. Therefore, the following hypotheses are proposed: 
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H3: Social media marketing activities positively influence the brand image of their members. 

2.5. Brand Involvement 

Zaichkowsky and Simpson [81] defined Involvement Involvement as the degree of perceived 
relevance of an object based on needs, values and interests. Brand involvement occurs when the object 
is a brand. Thus, brand involvement is defined as the perception of brand relevance [82]. Secondly, 
Wang, et al. [83] define brand involvement as the propensity of individuals to purchase specific 
branded products and the extent to which they associate with connections. The concept is similar to 
brand commitment [84]. Yu, et al. [85] suggest that brand involvement is an emotion that influences 
consumers’ reactions to a brand or product. The study mentioned that consumers are usually 
reluctant to be the first to try a new product, especially if the product is expensive. Therefore, it is 
necessary for marketers to build customer involvement with a brand in order to stimulate consumer 
buying behavior. Furthermore, Chowdhury and Khare [86] define brand involvement as the extent 
to which consumers expect and recognize the current brand product; for example, a particular brand 
is purchased because of its ease of use, good quality, unique design, or efficient functionality. In 
summary, this study defines brand involvement as the extent to which members of a green product 
social media group purchase a specific green brand product or perceive the relevance of a specific 
green product brand based on their needs, values, and interests. 

The study suggests that consumers’ green values affect their brand involvement in green 
products. For example, Khare, et al. [87] investigated the impact of pro-environmental clothing 
product brand involvement, organic clothing knowledge, and materialistic materialism on the 
willingness of Indian consumers to purchase organic apparel. The study mentioned that consumers’ 
commitment to green values was associated with pro-environmental apparel brand involvement. 
Secondly, Rizomyliotis, et al. [88] investigated the effect of green consumption values on green brand 
loyalty and brand-related factors. The study mentioned that green consumption values help to 
enhance the product involvement of green brands. Furthermore, in order to understand the 
relationship between the implementation of green policies by the Macau government and the actual 
level of participation in green activities, Wong, et al. [89] analyzed the influence of green values of 
green activity participants on green consumption. In this study, it was mentioned that people’s green 
consumption values were related to their level of involvement in green products. The above study 
shows that green values or green consumer values are related to the brand involvement or product 
involvement of green products. Therefore, the following hypotheses are proposed: 

H4: The green values of social media members positively influence their brand involvement in green 
products 

Studies have shown that consumers’ environmental concerns affect their brand involvement in 
green products. For example, Huang, et al. [90] studied the relationship between green brand 
positioning, green brand attitudes, and green purchase intentions. The study found that the more 
environmentally concerned consumers were, the higher their brand involvement in green products; 
consumers’ ability to evaluate the products offered by green brands also increased. In other words, 
the more environmentally concerned consumers are, the more they are involved in environmental 
issues. Second, Tucker, et al. [91] studied the effect of personal environmental attitudes on green 
product advertising. The study found that consumers’ personal characteristics, such as their concern 
for environmental issues, were related to their involvement in green product brand advertisements 
and influenced their green brand attitudes. Furthermore, Baiquni and Ishak [92] analyzed the effect 
of green branding factors on the purchase intention of green products. The study mentioned that as 
consumers become more environmentally conscious and concerned, their involvement in green 
products will increase and their attitude will be more positive, which will in turn affect their purchase 
intention of green products. The above study revealed that environmental concerns are related to the 
brand involvement of green products or their brand advertising. Therefore, the following hypotheses 
are proposed: 
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H5: The environmental concerns of social media members positively influence their brand 
involvement in green products 

Related studies have pointed out that the brand image of green products will affect consumers’ 
brand involvement in green products. For example, Bouhlel, et al. [93] studied the influence of brand 
personality on consumer decisions. The results showed that brand image is related to brand 
involvement. Secondly, Srivastava and Kamdar [94] investigated the relationship between brand 
image formation and consumers’ involvement in the brand. The results of the study indicated that 
the higher the consumer’s involvement in the brand, the more consistent their brand image profile is 
and there is a correlation between the two. Furthermore, Gorgulu [95] investigates how digital 
influencers can help companies market their brand image, and brand involvement, and increase 
consumer loyalty through Instagram. The results of the study show that when brand image increases, 
brand involvement also increases. The above study shows that brand image is related to brand 
involvement. Therefore, the following hypotheses are proposed: 

H6: The brand image of green products positively influences social media members’ brand 
involvement in green products 

2.6. Repurchase Intention 

The Theory of Planned Behavior (TPB), proposed by Ajzen [96], suggests that a person’s 
behavior can be predicted by Behavioral Intention. Behavioral intention is defined as an individual’s 
perception of performing a specific behavior [97]. Balla, et al. [98] defined repurchase intention as the 
extent to which an individual perceives to repurchase the specified products [99,100], services 
[101,102] from the same company, considering the current possibilities. Herjanto and Amin [103] 
defined repurchase intention as the likelihood of self-reported future repurchase behavior by 
customers. From the perspective of online purchases, Ali and Bhasin [104] define repurchase 
intention as the subjective probability that an individual will continue to purchase a product from an 
online vendor or store in the future. Further, from the customer’s perspective, repurchase intention 
may be a result of the customer’s attitude and commitment to repurchase a specific product [105]. In 
addition, Amoako, Kutu-Adu, Caesar and Neequaye [105] defined green purchase intention as the 
degree of likelihood and willingness of environmentally conscious consumers to choose products 
that are more environmentally friendly than conventional products. In summary, this study defines 
the likelihood and willingness of social media group members to repurchase green products from 
the same company. 

Studies have shown that consumers’ brand involvement in products affects their repurchase 
intentions. For example, Smith, et al. [106] investigated the influence of online and offline purchases 
and the impact of fashion brand involvement and online brand involvement on the purchase 
intention of social media products. The results of the study showed that online brand involvement 
directly influenced the purchase intention of social media products. The pre-purchase influence was 
also found to influence product purchase intention through the mediating effect of fashion brand 
involvement. Secondly, the aforementioned study Bouhlel, Mzoughi, Hadiji and Slimane [93] also 
mentioned the purchase moderation effect of brand involvement; Martín-Consuegra, et al. [107] had 
similar results. Furthermore, Hanzaee and Taghipourian [108] investigated the effect of brand 
credibility and prestige on consumers’ purchase intention at different levels of product involvement. 
The findings suggest that product involvement affects product repurchase intention through brand 
credibility and prestige. The above study shows that the brand involvement of the product affects the 
purchase intention of the product. Therefore, the following hypotheses are proposed: 

H7: The brand involvement of social media members positively influences their repurchase intention 

In summary, this study also concluded that social media marketing activities affect brand 
involvement through the mediating effects of green values, environmental concerns, and brand 
image. Moreover, green values, environmental concerns, and brand image will affect their repurchase 
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intention through the mediating effect of brand involvement. Therefore, the following mediating 
hypotheses are proposed: 

H8: Green values mediate the relationship between social media marketing activities and brand 
involvement 

H9: Environmental concerns mediate the relationship between social media marketing activities and 
brand involvement 

H10: Brand image mediates the relationship between social media marketing activities and brand 
involvement 

H11: Brand involvement mediates the relationship between green values and repurchase intention 

H12: Brand involvement mediates the relationship between environmental concerns and repurchase 
intention 

H13: Brand involvement mediates the relationship between brand image and repurchase intention 

3. Methodology 

3.1. Conceptual Framework 

In this study, repurchase intention was used as the dependent variable, social media marketing 
activities as the independent variable, and green values, environmental concern, brand image, and 
brand involvement as the mediating variables to investigate their effects on the repurchase intention 
of green products. Based on the literature review, the conceptual framework of this study is drawn 
as Figure 3-1. 

Green Values

H8

Brand Image

Social Media 
Marketing 
Activities

Brand
Involvement

H1

Environmental
Concerns

H9

Repurchase
Intention

H2

H3

H4

H6

H5 H7

H10

H12 H13H11

 

Figure 3-1. Conceptual Framework. 

3.2. Research Subjects and Data Collection 

This study investigates the repurchase intention factors of members of social media green 
product groups in Taiwan. The survey was conducted by means of an online electronic questionnaire, 
and research data were collected. The period of distribution is 2022/11/01~2022/11/30, a total of xx 
questionnaires were collected. After removing invalid questionnaires, the total number of valid 
questionnaires is xx. According to Creative Research Systems [109], with a statistical confidence level 
of 95% and a confidence interval of 5%, for the total population of Taiwan, a sample size of 384 was 
required. The sample for this study met the requirement. 

3.3. Measurement 
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The scale investigated the basic personal information of the study subjects, including gender, 
marriage, education level, and monthly income. A five-point Likert scale was also used to measure 
their opinions on all study variables ranging from strongly disagree (1) to strongly agree (5). After 
the scale questions were designed, experts and scholars were invited to review the questions and give 
their opinions. 

3.3.1. Social Media Marketing Activities Scale 

The social media marketing campaign scale was referenced to the same constructs of the 
Wibowo, Chen, Wiangin, Ma and Ruangkanjanases [26] and Ebrahim [110] studies. Both studies 
categorize social media marketing activities into five subcomponents: entertainment, interaction, 
trending, customization, and word-of-mouth, based on Kim and Ko [34]. Among them, Wibowo, 
Chen, Wiangin, Ma and Ruangkanjanases [26] investigated the effect of social media marketing 
activities and customer experience on purchase intention. Ebrahim [110] examined the impact of 
social media marketing campaigns on brand loyalty through brand trust and brand equity. The social 
media marketing activity scale was adapted to the context of this study to include questions such as 
“I buy green products on social media because the content is interesting”, “I buy green products on 
social media because it allows me to share information with others”, and “I am willing to pass on 
information about green brands and green products/services on social media to my friends”. A total 
of eleven items were developed.  

3.3.2. Green Values Scale 

The green values scale refers to Dumont, et al. [111] individual green values and Chou [112] 
personal environmental norms scale. In this study, the green values scale was adapted to the study 
context to include questions such as “I feel obligated to conserve energy as much as possible”, “I feel 
morally obligated to conserve energy regardless of what others do”, and “I should do my best to 
reduce energy use”. A total of five items were developed. 

3.3.3. Environmental Concern Scale 

The environmental concern scale was referenced from Pattanapomgthorn, et al. [113] and Yadav 
and Pathak [114] for the same construct name environmental concern scale. In this study, the 
environmental concern scale was adapted to the study context to include questions such as “When 
humans interfere with nature, there are often disastrous consequences”, “Humans must live in 
harmony with nature in order to survive”, and “Humans are seriously abusing the environment”. A 
total of five items were developed. 

3.3.4. Brand Image Scale 

The brand image scale was referenced from Gómez-Rico, et al. [115] and Gomez, et al. [116] for 
the same construct name brand image scale. In this study, the brand image scale was modified 
according to the study context to include questions such as “I think green brand products have high 
quality”, “I think green brand products have high competitiveness” and “I think green brand 
products are attractive”. A total of five items were developed. 

3.3.5. Brand Involvement Scale 

The brand involvement scale was referenced from Duong, et al. [117] and Leckie, et al. [118] for 
the same construct name brand involvement scale. In this study, the brand involvement scale was 
adapted to the study context to include questions such as “I think I must buy green brand products 
because of my personal attitude”, “I think I must buy green brand products because of my personal 
values” and “When buying a product, I think it is very important that the product is a green brand”. 
A total of five items were developed. 

3.3.6. Repurchase Intention Scale 
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The repurchase intention scale was referred to Ali and Bhasin [104] and Tandon, et al. [119] for 
the same construct name repurchase intention scale. In this study, the repurchase intention scale was 
adapted to the study context to include questions such as “I intend to continue buying green brand 
products”, “I intend to give preference to green brand products in my future purchases”, and “I 
intend to recommend green brand products to others. A total of five items were developed. 

3.4. Data Analysis 

In this study, the questionnaires were analyzed, descriptive statistics and inferential statistics 
were examined by SPSS 23.0 for the valid samples collected. The data analysis methods include the 
frequency distribution analysis, the distribution and percentage of the number of times the sample 
was obtained by gender, marriage, education level, and month. Then, the mean and standard 
deviation of each component will be calculated to understand the degree of concentration of each 
variable. After that, the reliability analysis of the questions and constructs will be examined through 
the confirmatory factor analysis. The convergent and discriminate validity will be tested. Finally, the 
structural equation modeling will be conducted to examine the modal fit, the direct effect, and the 
mediating effects, respectively. 

4. Results 

4.1. Descriptive Analysis 

The gender of the respondents was mainly male 292 people accounted for 66.7%; the marriage 
was mainly married 347 people accounted for 79.2%; the education level was mainly graduate school 
and above 317 people accounted for 72.4%; the monthly income was 70,001 and above 304 people 
accounted for 69.4%, as shown in Table 1. 

Table 1. Frequency distribution. 

Category  Label Frequency Percentage 
    

Gender Female 146 33.3 
 Male 292 66.7 

Marriage Married 347 79.2 
 Unmarried  91 20.8 

Education level University 104 23.7 

 
Master’s degree and 

above 
317 72.4 

 Junior college 17 3.9 
Monthly income 30,000 and below 10 2.3 

 30,001-50,000 52 11.9 
 50,001-70,000 72 16.4 
 70,001 and above 304 69.4 

4.2. Structural Equation Modeling 

4.2.1. Measurement Model Test 

1. Convergent Validity 

According to Anderson and Gerbing [120], a complete Structural Equation Model (SEM) analysis 
should be divided into at least two stages, with the first stage consisting of the Measurement Model 
and the second stage followed by the evaluation of the Structural model. Confirmatory Factor 
Analysis (CFA) is equivalent to measurement model evaluation and is part of Structural Equation 
Model (SEM) analysis. The evaluation and reduction of the number of CFA measurement models in 
this study were modified according to the two-stage model proposed by Kline [121]. If the 
measurement model fit is acceptable, the complete SEM model report can be performed next. The 

Preprints.org (www.preprints.org)  |  NOT PEER-REVIEWED  |  Posted: 19 March 2024                   doi:10.20944/preprints202403.1138.v1



 11 

 

measurement model was estimated using the Maximum Likelihood Estimation (MLE) method, and 
the estimated parameters included factor loadings, reliability, convergent validity, and discriminant 
validity. Table 4-2 provides the standardized factor loadings, composite reliability, and Average 
Variance Extracted (AVE). According to Fornell and Larcker [122] criterion for convergent validity: 
First, standardized factor loading for each variable is higher than 0.50. Second, composite reliability 
is higher than 0.60. Third, Average Variance Extracted is higher than 0.50. 

As shown in Table 2, the standardized factor loadings ranged from 0.549-0.942, all of which were 
within a reasonable range, indicating that each question had reliability. The composite reliability of 
the constructs ranged from 0.858 to 0.939, all of which exceeded 0.7 and met the criteria suggested by 
Nunnally [123], indicating that the six constructs were internally consistent. Finally, the AVE range 
was 0.552-0.756, all above 0.5, which is in line with the criteria of Hair and Anderson [124] and Fornell 
and Larcker [122], indicating that the constructs have good convergent validity. 

Table 2. Convergent validity. 

Constructs 
Standardized Factor 

Loading 
Composite 
Reliability 

Average Variance 
Extracted 

Social Media Marketing Activities 
Green Values 

0.701-0.835 0.934  0.564  
0.603-0.827 0.858  0.552  

Environmental Concern 0.549-0.886 0.893  0.632  
Brand Image 0.747-0.817 0.896  0.633  

Brand Involvement 0.764-0.929 0.928  0.722  
Repurchase Intention 0.824-0.942 0.939  0.756  

2. Discriminant validity 

In this study, discriminant validity was examined by applying the rigorous AVE method. Fornell 
and Larcker [122] suggested that discriminant validity should also consider the relationship between 
convergent validity and construct correlation, and therefore suggested that the square root of AVE 
for each construct should be greater than the correlation coefficient between the constructs, which 
indicates that the model has discriminant validity. As shown in Table 3, the root square of AVE for 
each diagonal component of this study is greater than the off-diagonal correlation coefficient, thus 
this study has discriminant validity. 

Table 3. Discriminant validity for the measurement model. 

 AVE SMMA GV  EC BI BV RI 
SMMA 0.564  0.751      

GV 0.552  0.476 0.743     
EC 0.632  0.295 0.664 0.795    
BI 0.633  0.674 0.469 0.305 0.796   
BV 0.722  0.540 0.595 0.534 0.667 0.850  
RI 0.756  0.555 0.469 0.336 0.624 0.719 0.869 

Note: SMMA=Social Media Marketing Activities; GV=Green Values; EC= Environmental Concern; BI=Brand 
Image; BV=Brand Involvement; RI=Repurchase Intention. Note: The items on the diagonal on bold represent the 
square roots of the AVE; off-diagonal elements are the correlation estimates. 

4.2.2. Structural Model Test 

1. Goodness-of-Fit 

The Goodness-of-Fit indices in this study are based on the 194 SSCI papers examined by Jackson, 
et al. [125] as a blueprint for applying analysis. The nine most widely used indices are used to examine 
the Goodness-of-Fit. Since the SEM sample is larger than 200, the cardinality value is too large, 
resulting in poor fit, so the fit value should be corrected by Bootstrap method [126]. The results of the 

Preprints.org (www.preprints.org)  |  NOT PEER-REVIEWED  |  Posted: 19 March 2024                   doi:10.20944/preprints202403.1138.v1



 12 

 

Bollen-Stine Bootstrap modified Goodness-of-Fit are shown in Table 4. After the modified Goodness-
of-Fit, all the fit indicators of this study passed, indicating that the results of this study are acceptable. 

Table 4. Goodness-of-Fit. 

Fit Indices Allowable range Fitness Model Adaptation 
Chi-square  763.082  

Degree of freedom  587  
CFI >.9 0.987 Passed 

RMSEA <.08 0.026 Passed 
TLI >.9 0.986 Passed 
GFI >.9 0.945 Passed 
NFI >.9 0.945 Passed 

χ2/df <3 1.300 Passed 
AGFI >.8 0.937 Passed 

2. Path Analysis 

The results of the path coefficients can be seen in Table 5. Social media marketing activities 
(b=0.390, p<0.05) significantly influenced green values. Social media marketing activities (b=0.359, 
p<0.05) significantly influenced environmental concerns. Social media marketing activities (b=0.743, 
p<0.05) significantly influenced brand image. Green values (b=0.302, p<0.05) significantly influenced 
brand involvement. Environmental concern (b=0.268, p<0.05) significantly influenced brand 
involvement. Brand image (b=0.545, p<0.05) significantly influenced brand involvement. Brand 
involvement (b=0.645, p<0.05) significantly influenced repurchase intention. The results of the study 
support the research questions of the model. Social Media Marketing Activities can explain 24.7% of 
Green Values. Social Media Marketing Activities can explain 10.3% of Environmental Concerns. 
Social Media Marketing Activities can explain 47.0% of Brand Image. Green Values, Environmental 
Concerns, and Brand Image can explain 56.8% of Brand Involvement. Brand Involvement (BV) can 
explain 51.1% of Repurchase Intention. 

Table 5. Path Analysis. 

Dependen
t Variable 

Independen
t Variable 

Unstandardized 
Regression 
Coefficient 

Standar
d Error 

C.R  P  
Standardized 

Regression 
Coefficient 

R2 

GV SMMA 0.390 0.044 8.867 0.000 0.497 0.247 
EC SMMA 0.359 0.058 6.158 0.000 0.322 0.103 
BI SMMA 0.743 0.062 11.901 0.000 0.685 0.470 
BV GV 0.302 0.059 5.142 0.000 0.215 0.568 
BV EC 0.268 0.039 6.943 0.000 0.271  
BV BI 0.545 0.047 11.478 0.000 0.536  
RI BV 0.654 0.041 15.813 0.000 0.715 0.511 

Note: SMMA=Social Media Marketing Activities; GV=Green Values; EC= Environmental Concern; BI=Brand 
Image; BV=Brand Involvement; RI=Repurchase Intention. 
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Figure 4-1. SEM statistical model diagram. 

4.2.3. Mediating Effects 

The indirect effect of Social Media Marketing Activities→Green Values→Brand Involvement, 
P<0.05, and the confidence interval does not contain 0 [0.018 0.224], which means that the indirect 
effect holds. Social Media Marketing Activities→Environmental Concern→Brand Involvement, 
P<0.05, the reliance interval does not contain 0 [0.028 0.175], indicating that the indirect effect holds. 
Social Media Marketing Activities→Brand Image→Brand Involvement, P<0.05, and the reliance 
interval does not contain 0 [0.319 0.509], indicating that the indirect effect holds. Green 
Values→Brand Involvement→Repurchase Intention, p<0.05, the reliance interval does not contain 0 
[0.022 0.416], indicating that the indirect effect holds. Environmental Concern→Brand 
Involvement→Repurchase Intention, P<0.05, the reliance interval does not contain 0 [0.047 0.273], 
indicating that the indirect effect holds. Brand Imagen→Brand Involvement→Repurchase Intention, 
P<0.05, the reliance interval does not contain 0 [0.252 0.485], indicating that the indirect effect holds, 
as shown in Table 6. 

Table 6. The analysis of indirect effects. 

Parameter Estimate Lower Upper P 
Social Media Marketing Activities→Green Values→Brand 

Involvement 
0.118 0.018 0.224 0.026 

Social Media Marketing Activities→Environmental 
Concern→Brand Involvement 

0.096 0.028 0.175 0.010 

Social Media Marketing Activities→Brand Image→Brand 
Involvement 

0.405 0.319 0.509 0.002 

Green Values→Brand Involvement→Repurchase Intention 0.198 0.022 0.416 0.029 
Environmental Concern→Brand Involvement→Repurchase 

Intention 
0.175 0.047 0.273 0.013 

Brand Imagen→Brand Involvement→Repurchase Intention 0.356 0.252 0.485 0.002 

5. Discussion and Conclusion 

This study uses social media marketing activities as independent variables and green values, 
environmental concerns, brand image, and brand involvement as mediating variables to investigate 
their effects on the repurchase intention of green products. The research model and related direct and 
indirect hypotheses are proposed. After collecting data from the questionnaire survey, the model was 
tested and the hypotheses were verified using Structural Equation Modeling 
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5.1. Theoretical Contributions 

After empirical analysis, the results of this study validate that social media marketing activities 
positively affect the green values of their members; these two direct effects are consistent with the 
results of previous studies by McQueen and Turner [52] and Kane, Chiru and Ciuchete [53]. In 
addition, social media marketing activities positively affect the environmental concerns of their 
members; these two direct effects are similar to the results of previous studies by Farhat, Aslam and 
El Alfy [68] and Ali, Ullah, Ahmad, Cheok and Alenezi [69]. Furthermore, social media marketing 
activities positively affect the brand image of green products; these two direct effects are similar to 
the results of previous studies by Sanny, Arina, Maulidya and Pertiwi [78] and Jasin [79], respectively. 
The direct hypotheses on brand involvement of green products were examined as follows. First, 
social media members’ green values positively affect their brand involvement in green products; 
these two direct effects were found to be the same or similar to the results of previous studies by 
Khare, Sadachar and Manchiraju [87] and Rizomyliotis, Poulis, Konstantoulaki and Giovanis [88], 
respectively. Second, the environmental concerns of social media members positively influence their 
brand involvement in green products; these two direct effects were found to be similar to the findings 
of previous studies Huang, Yang and Wang [90] and Tucker, Rifon, Lee and Reece [91], respectively. 
Furthermore, the brand image of green products positively influences consumers’ brand involvement 
in green products; these two direct effects were found to be similar to the results of previous studies 
Bouhlel, Mzoughi, Hadiji and Slimane [93] and Gorgulu [95], respectively. In terms of mediating 
effects, green values, environmental concerns, and brand image mediated the relationship between 
social media marketing activities and brand involvement. Moreover, brand involvement mediated 
the effect between green values, environmental concern, brand image, and repurchase intention; all 
were similar to the results of previous studies. 

5.2. Practical Contributions 

The results of the study showed that social media marketing activities positively influenced 
group members’ green values, environmental concerns, and brand image of green products. Green 
product group members will increase their green values and environmental concerns through 
various green product marketing and promotion contents of the group, including interactive, 
cooperative, or sharing activities, and then increase their intention to repurchase green products 
through the mediation of brand involvement. Therefore, this study proposes the following practical 
directions to strengthen social media marketing activities, green values, environmental concerns, the 
brand image of green products, and green brand involvement to increase the repurchase intention of 
green products. 

First, this study proposes to involve green values, environmental concerns, the brand image of 
green products, and green branding in social media marketing activities. Providing data on the 
environmental friendliness of green products, the use of no or less non-recyclable raw materials, the 
confidence of consumers in green products, the manufacturing, design, and raw material compliance, 
the recycling mechanism at the end of product life, the flat packaging to save on shipping costs, and 
to let consumers know that companies are committed to reducing carbon emissions. In addition, 
through the social media video, it promotes respect for nature, enough to replace more, protection of 
diversity, design according to nature, and consequences of disrespecting nature; and asks members 
what they think and whether they want to see the sequel. Ask open-ended environmental questions 
that will start a dialogue. For example, what green products are you most interested in? Invite a friend 
to a green product event and get an extra bonus. In addition, green product enterprises, community 
group administrators, and stakeholders must set an example of environmental protection and 
encourage social media members to engage in environmentally concerned behavior. Through social 
media marketing activities to strengthen the intention of re-purchasing green products, we not only 
let the group members consider green and environmental protection as an attitude of life but also 
promote the concept of coexistence with nature. 

Second, recruiting channels in social media. After promoting the company’s commitment to 
energy saving and environmental protection, and gaining the approval of social media group 

Preprints.org (www.preprints.org)  |  NOT PEER-REVIEWED  |  Posted: 19 March 2024                   doi:10.20944/preprints202403.1138.v1



 15 

 

members, we can recruit like-minded channels. By allowing suppliers who are willing to invest in 
improving the environment and equipment to join the green supply chain, we may get more orders 
and more sales. By promoting corporate green initiatives, we can create more business opportunities. 
More companies will invest in it. In this way, more people will understand that energy saving and 
environmental protection are not contrary to each other, but rather complementary, thus creating a 
four-win situation for enterprises, suppliers, consumers, and the environment. 

Third, the green enterprise should recruit social media digital influencers and key opinion 
leaders to help promote green products. Green products can use the charisma and influence of digital 
influencers and key opinion leaders to create momentum for green brands and achieve marketing 
goals. The community can first hold a poll to select the green key opinion leaders and invite them to 
present an easy-to-understand green point of view after training but in the interest of the 
environment. Green key opinion leaders must use products that have obtained the green label and 
the carbon footprint label in real life. Through the promotion of social media digital influencers and 
key opinion leaders, not only can the green products reach more social consumers quickly and 
effectively, but also attract public attention to the green brand. This will enhance the company’s green 
reputation and build up a green trust relationship with consumers in the community. 

5.3. Limitations and Future Research 

This study focuses on the members of green product social media groups in Taiwan and will be 
expanded to include other social media groups in the future. For example, we will include members 
of environmental protection, resource recycling, minimalism, earth care, second-hand goods, energy 
saving, and carbon reduction groups as research subjects. The study will also compare the impact of 
different types of social media groups on green and environmental protection-related intentions. 
Secondly, the identity of community group members may affect their willingness to fill out the 
questionnaire, for example, group administrators and members who are more frequently involved in 
group activities may be more willing to fill out the questionnaire, which may affect the validity of the 
results. In addition, this study focuses on the intention to repurchase green products. Due to the time 
constraints of this study and the fact that all the variables used in this study are positive factors, the 
results of this study may not present the reasons for the reduction of intention to repurchase green 
products. In the future, the negative impact will be investigated using the suppressed green intention 
variable and a more detailed sampling method will be used. 
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