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Abstract

Key Opinion Leaders (KOLs) on social media are playing an increasingly vital role in shaping green
purchase intention. However, the moderating effect of green advertising skepticism on the relationship
between trust and behavioral intention remains unclear in digital media. This study builds a model based
on the integration of Social Cognition Theory and Behavioral Reasoning Theory to examine the
mechanism by which KOL characteristics influence green product purchase intentions through
trustworthiness and green trust, and to assess the role of green advertising skepticism in these
relationships. This study uses convenient sampling to reach 300 Viethamese consumers who have
experience purchasing green products and regularly follow KOLs. The results show that the
attractiveness of KOLs has a positive impact on trustworthiness and green trust, thereby promoting
green purchase intention. Specifically, both trustworthiness and green trust have a positive impact on
intention. Notably, skepticism about green advertising did not alter the impact of trustworthiness, but
significantly diminished the influence of green trust as the level of skepticism increased. This finding
suggests that trust in information sources and trust in products operate through different cognitive
mechanisms. This study expands the explanatory power of behavioral reasoning theory in the context of
digital media, while also providing practical implications for businesses in selecting KOLs, designing
transparent green messaging, and effectively managing consumer skepticism.

1 Introduction

Economic development is one of the top priorities on national development goals, especially in emerging
economies [1]. However, pursuing rapid growth with high industrialization intensity has led to many
environmental and social consequences, such as air pollution, forest resource depletion, and increased
material consumption [2]. In Vietnam, this cycle is becoming increasingly clear as the country maintains
an impressive GDP growth rate while also being among the countries with the best air quality in the
world. According to [3], the average PM2.5 dust concentration in 2024 is 28.7 ug/m?, 5-7 times higher
than the WHO recommendation. On the other hand, according to UNOCHA, Vietnam will lose about
183,000 hectares of tree cover in 2024 [4]. These figures suggest that the demand for green
consumption should be considered a crucial lever to balance the goals of economic growth and
environmental protection.

Within the limited public resources, adjusting consumer behavior, especially among young people,
becomes a viable approach [5]. Although environmental awareness is increasing, green purchase
intentions and behaviors are still not commensurate. This gap raises the important question of what
factors can transform environmental awareness into green purchase intention (GPI) in digital media.

The explosion of social media has made key opinion leaders (KOLs) a major source of information
influencing consumer behavior [6]. In Vietnam, the high level of social media use and strong community
culture make KOLs central in influencing consumer decision-making [7]. However, the increase in
deceptive advertising and greenwashing also increases skepticism towards green messages. Therefore,

Page 2/21



KOLs are both a driving force and a potential source of eroding trust [8]. This raises the need to clarify
the mechanism by which the characteristics of KOLs, especially KOL attractiveness and KOL
trustworthiness, impact green trust and GPI. The reason for focusing on these two characteristics is that
they are perceptual external signals that have a strong influence in the context of information asymmetry
such as green consumption. Meanwhile, expertise is often difficult to assess the actual level of expertise
of KOLs [8]. Instead, individuals tend to rely on more recognizable signals such as attractiveness and
trustworthiness to form green trust and GPI [9].

Previous studies have confirmed that green trust is a key factor in converting green messages into
purchase intentions [10, 11]. When consumers believe that brands and products are truly
environmentally friendly, they tend to accept risks, are willing to pay higher prices, and maintain long-
term green purchasing behavior [12, 13]. Green trust often acts as a mediator between marketing
elements such as green value, green label, green promotion, and GPI, while weakening the negative
impact of green advertising skepticism [14]. In Vietnam, where environmental information asymmetry is
still significant, green trust is even more important because consumers find it difficult to verify green
claims themselves, forcing them to rely on signals from brands and social reference sources such as
KOLs [15]. However, existing studies mainly consider green trust from the perspective of businesses or
traditional marketing elements, paying little attention to the specific role of KOLs in forming green trust
and GPI[16, 17, 18]. This gap is particularly important regarding green products, which are difficult to
verify, forcing consumers to rely on alternative social signals.

From a theoretical perspective, Social Cognitive Theory (SCT) and Behavioral Response Theory (BRT)
provide two complementary platforms to explain the role of KOLs in green consumption. SCT
emphasizes that individual behavior is formed through social learning and observing others [14, 19].
Today, KOLs become role models that help consumers learn, evaluate expected outcomes, and adjust
their beliefs about green products [20]. BRT, on the other hand, focuses on how individuals make
behavioral responses to marketing stimuli based on reasons for and reasons against [21]. Accordingly,
green trust is a core form of reason for believing that if consumers believe the green message conveyed
by KOLs is authentic, they are more likely to respond by increasing GPI instead of being indifferent or
rejecting it [22]. However, there is still a lack of integrated empirical models of SCT and BRT to fully
explain how KOL attractiveness and KOL trustworthiness impact green trust, and through that to GPI,
while also considering the moderating role of green advertising skepticism.

To address the aforementioned gaps and explain how KOL characteristics interact with consumers'
environmental beliefs to shape the GPI in Vietnam, this study answers the following three research
questions:

RQ1 How does KOL attractiveness influence green trust through attention and information processing
mechanisms?

RQ2 How does KOL trustworthiness impact the GPI?
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RQ3 How does green advertising skepticism regulate these relationships?

Answering these questions complements the SCT and BRT theories in the digital communication, and
provides practical implications for businesses and policymakers in designing effective green
communication campaigns, limiting the risk of greenwashing and leveraging the positive influence of
KOLs on sustainable consumption [23, 24].

By integrating SCT and BRT to develop a model explaining GPI through a chain of effects.
Simultaneously, the study assesses the moderating role of green advertising skepticism. Based on a
survey of young Vietnamese consumers, a group with high social media usage and sensitivity to green
trends, the study aims to clarify the mechanisms by which KOLs influence GPI, thereby contributing
further evidence to the research stream on green consumption in developing economies. The following
sections present a literature review and hypothesis development. This is followed by the research
methodology and data analysis results. Finally, there is a discussion, managerial implications,
limitations, and suggestions for future research.

2 Literature review

2.1 Green purchase intention

GPI reflects the extent to which consumers are willing to choose environmentally friendly products. This
concept is developed from planned behavior theory, in which intention is considered a direct predictor of
actual behavior [11, 25]. In terms of sustainable consumption, GPI not only expresses the desire to buy a
product but also reflects the consumer's environmental value orientation [13, 15].

Studies show that GPI is formed through a cognitive evaluation process, in which consumers weigh
personal benefits against environmental responsibility. Belief in the greenness of a product plays a
crucial role in driving purchase intention, while personal awareness and attitudes influence how
consumers make decisions [12, 26).

However, between intention and behavior still exists a gap due to barriers such as price, convenience,
and the level of trust in environmental information [27, 28]. In the context of digital media, information
sources such as KOLs and social networks increasingly influence perceptions and beliefs, thereby
impacting GPI [24]. GPI is not only a behavioral intention but also reflects consumers' environmental
value orientation, distinct from ordinary consumer decisions.

2.2 Social cognitive theory

SCT explains human behavior through the interaction between individual perceptions and the social
environment [14, 19]. According to SCT, behavior is not formed passively but is the result of the
individual's process of observing, receiving, and processing information from the environment [29]. The
two core cognitive elements in SCT are belief in self-efficacy and outcome expectations, where self-
efficacy reflects the ability to perform the behavior, and outcome expectations represent the prediction
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of the outcome of the behavior [30]. When these elements are positive, the ability to perform the
behavior will be higher [31, 32].

In green consumption, SCT explains that purchase intentions are formed from a combination of
individual perceptions and social influence. Studies show that belief in green information and the impact
of the social environment can promote sustainable consumption behavior [5, 15]. In the digital
environment, KOLs are an important source of influence, helping consumers observe and learn behavior
[33]. Therefore, KOL attractiveness represents awareness, credibility represents social influence, and
green trust and green skepticism reflect the information evaluation process.

2.3 Behavioral reasoning theory

BRT was developed by Westaby [34] to explain how cognitive reasoning processes shape human
intentions and behavior. According to BRT, behavior is not only influenced by general attitudes or beliefs
but is also determined by specific reasons that individuals use to justify their choices [34]. These
reasons act as a link between personal values, beliefs and behavioral intentions [13].

In BRT, the decision-making process involves two groups of reasons: reasons for and reasons against.
Reasons for promote the intention to perform the behavior, while reasons against can reduce or hinder
the intention [34]. These two groups of reasons interact with each other in the process of individuals
evaluating information and making decisions, making behavior the result of weighing positive and
negative factors [15].

In addition, BRT helps explain how consumers weigh environmental benefits against skepticism about
product information. Studies show that consumers are often both attracted to green value and tend to be
skeptical, especially in the context of unclear information [35, 36]. Therefore, BRT provides a suitable
theoretical framework to explain green consumer behavior, as consumers simultaneously weigh
motivation and skepticism in the decision-making process.

2.4 The integration of SCT and BRT

Both SCT and BRT approach human behavior from a perspective that emphasizes the role of cognitive
processes. Both theories suggest that individuals do not passively react to the environment but actively
receive, interpret, and evaluate information before taking action [34, 37]. The core similarity lies in
viewing behavior as the result of the interaction between individual cognition and social context [19, 38].
Therefore, integrating SCT and BRT helps to explain green consumer behavior more comprehensively.

SCT is widely used to explain how cognitive and social environmental factors influence behavior. SCT
mainly focuses on the mechanism of social learning and has not clarified the intrinsic reasoning process
when individuals make decisions [14, 19]. Specifically, although SCT explains well how consumers form
perceptions through observing KOLs, this theory has not fully explained why those perceptions are
transformed into specific behavioral intentions. Meanwhile, BRT provides an additional perspective by
emphasizing the role of contextual reasons in the decision-making process [34]. According to BRT,
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behavior is not only dependent on perception but is also shaped by the justifications and justifications
that individuals use to justify their actions [11]. This helps to better explain the reasoning process in
complex contexts such as green consumption [39]. This is a context where consumers are both
attracted by environmental value and skeptical about the authenticity of green information [22, 36].

2.5 Hypothesis development

2.5.1 The relationship between KOLs attractiveness and
KOLs trustworthiness

KOL attractiveness is an important factor influencing how consumers assess the credibility of
information sources. According to research on celebrity credibility, attractiveness helps create a first
impression and guides how consumers receive messages [40]. When consumers feel that the KOLshas
similarities or creates a positive impression, they tend to evaluate information more favorably and
increase trust in the information source [24, 33]. Instead of just a formality, KOL attractiveness acts as a
cognitive mechanism that simplifies the process of evaluating information in the digital environment.

From a SCT perspective, consumers tend to observe and learn from KOLs they find attractive, thereby
forming positive perceptions of both the KOL and the content they convey [9, 37]. According to BRT, KOL
attractiveness can be seen as an initial reason for, helping consumers justify trusting KOLs in a complex
information environment [34]. Empirical evidence also reinforces that the high level of KOL
attractiveness is directly proportional to the trust from followers [6, 41]. Therefore, KOL attractiveness
directly contributes to the formation of KOL trustworthiness in consumer perception.

H1

KOL attractiveness has a positive impact on KOL trustworthiness.

2.5.2 The relationship between KOLs attractiveness and
green trust

KOL attractiveness can influence green trust through how consumers receive and evaluate
environmental messages. When KOLs create empathy and closeness, consumers tend to form positive
emotional responses, thereby reducing skepticism and increasing acceptance of green information [42,
43]. In the context of difficult-to-verify environmental information, consumers often rely on signals from
media sources to infer the credibility of the message [15, 44].

According to SCT, consumers tend to learn from KOLs they like, especially when KOLs demonstrate
environmentally friendly lifestyles, thereby forming positive perceptions of green information [23, 31].
According to BRT, KOL attractiveness can be seen as a reason for, helping consumers justify trusting
environmental claims in the context of green bleaching [34]. Therefore, when KOLs are attractive,
consumers tend to form stronger green trust.
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H2

KOL attractiveness has a positive impact on green trust.

2.5.3 The relationship between KOLs trustworthiness,
green trust and green purchase intention

With green products, consumers often face a high level of perceived risk due to the difficulty in verifying
the authenticity of environmental claims. Therefore, they tend to rely on the reliability of the information
source to make decisions [6, 24]. According to SCT, when the information source is considered
trustworthy, consumers will reduce skepticism and increase the level of acceptance of the message [45].
From a BRT perspective, KOL trustworthiness acts as a direct reason for, helping consumers justify their
purchase decisions under conditions of information uncertainty [21, 34].

In green consumption, KOL trustworthiness is particularly important in reducing concerns about green
boycotting and enhancing the perception of the authenticity of the message [46, 47]. When consumers
believe that reviews from KOLs stem from real-life experiences rather than commercial motives, they will
form stronger trust in the product, thereby boosting purchase intention [24, 48].

H3
KOLs trustworthiness has a positive impact on green purchase intention.

Green trust reflects the degree to which consumers believe that a product is truly environmentally
friendly and worth choosing [10]. As this level of trust increases, consumers will tend to choose that
product more often. According to BRT, green trust acts as a direct reason for driving behavior. When
consumers believe in the environmental value of a product, they will easily translate that belief into
purchase intention through cognitive justification [21, 24]. According to SCT, perceptions formed from
the social environment can lead to behavior through personal beliefs [14]. Therefore, green trust acts as
a bridge between social influence and behavioral intention.

H4

Green trust has a positive impact on green purchase intention.

2.5.4 The relationship between green advertising
skepticism, KOLs trustworthiness and green trust

Green advertising skepticism is increasing due to the phenomenon of greenwashing and lack of
transparency in information. Green advertising skepticism reflects the degree to which consumers doubt
the authenticity of environmental claims, thereby affecting how they receive and evaluate information
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[49]. According to BRT, green advertising skepticism can be seen as a reason against, weakening the
process of converting positive elements into behavioral intentions [34, 36].

Regarding the relationship between KOL trustworthiness and GPI, KOL trustworthiness helps reduce
uncertainty and promote consumer behavior [12, 40]. However, when green advertising skepticism is
high, consumers tend to doubt the commercial motives behind the content shared by KOLs, thereby
weakening the impact of KOL trustworthiness on GPI. Conversely, when green advertising skepticism is
low, the positive impact of KOL trustworthiness is enhanced [50].

Similarly, green trust promotes GPI by reducing perceived risk [12]. However, under conditions of high
green advertising skepticism, consumers tend to be suspicious of environmental commitments, thereby
weakening the impact of green trust on GPI [49]. When green advertising skepticism is low, green trust
can play a stronger role in promoting purchase intention [51].

Thus, green advertising skepticism does not directly negate the role of positive factors but acts as a
regulator, changing the level of influence of KOL trustworthiness and green trust on GPI. Therefore, the
following hypotheses are proposed:

H5a

Green advertising skepticism regulates the relationship between KOLs trustworthiness and green
purchase intention.

H5b

Green advertising skepticism regulates the relationship between green trust and green purchase
intention.

Based on the theoretical relationships proposed from SCT and BRT, the study constructs a model in
which KOL attractiveness influences KOL trustworthiness and green trust. Subsequently, KOL
trustworthiness and green trust together impact GPI. At the same time, green advertising skepticism
plays a moderating role in these relationships (see Fig. 1).

3 Methodology

The theoretical framework has five research constructs (see Fig. 1). Specifically, the attractiveness and
trustworthiness scales, each consisting of four observed variables, are adapted from Ohanian's study
[52]. The green trust scale consists of three observed variables, inherited from Wasaya et al.'s study [53].
Meanwhile, the green advertising skepticism scale with three observed variables is developed based on
Mohr et al.'s study [54]. Finally, the GPI scale is inherited from Paul et al's study [55], consisting of five
observed variables. To ensure clarity and comprehensibility, the survey provides explanations of key
terms at the beginning. The variables were evaluated using a 5-point Likert scale, ranging from "Strongly
disagree" to "Strongly agree".
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This study focuses on consumers using social media platforms to shop and get acquainted with
celebrities. In addition, a convenient sampling method was used due to limitations in accessing formal
sampling frameworks and the ease of accessing modern consumers from diverse backgrounds, learning
conditions, and income levels through the online platform Google Forms [56].

After data collection, a total of 300 valid responses were collected. 110 respondents were male (36.67%)
and 190 were female (63.33%). Regarding age, 278 participants (92.67%) were between 18 and 29 years
old, while 22 respondents (7.33%) were 30 years old or older. In terms of monthly income, 221 survey
participants earned less than USD 380 (73.67%), followed by 50 participants (16.67%) earning between
USD 380 and USD 760, and 29 participants (9.66%) earning more than USD 760. Regarding purchasing
behavior, 247 people (82.33%) of the survey participants reported buying green products less than three
times per month, while 53 people (17.67%) reported buying green products four or more times per month
(see Table 1).

This study used SmartPLS 4.0 software to analyze partial least squares structural equation model (PLS-
SEM). The analysis process was carried out in two main stages: stage one evaluated the measurement
model, and stage two evaluated the structural model [57].

Table 1
Descriptive statistics.

Source: Own research

Variable Category N Percent %
Gender Male 110 36.67
Female 190 63.33
Age 18-29 278 92.67
30 or above 22 7.33
Monthly Income Lessthan USD 380 221 73.67
USD 380-760 50 16.67
More than USD 760 29 9.66
Monthly frequency of buying green products  Below 3 times 247 82.33
4 times or above 53 17.67

4 Results
4.1 Measurement model assessment
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The first stage involved evaluating the measurement model. First, the reliability of the Cronbach’s Alpha
coefficient (CA) and the composite reliability (CR) of the scale were checked. Table 2 shows that the
lowest values of the KOL attractiveness scale are 0.719 and 0.825, respectively, which ensures the
reliability of the scale. It should also be noted that from Table 2, all extracted mean variance (AVE) values
are greater than 0.5 and the output loading coefficients are greater than 0.7, meeting the proposed
conditions [58].

The study used the heterogeneity-monogeneity correlation ratio matrix (HTMT) to assess discriminant
validity. On top of that, all values are less than 0.85 [58], so discriminant validity meets the conditions
[59]. Then, the structural model was evaluated.

Table 2
Data validity
Concept CA CR AVE Outer AN GPI GAS GT
loading
AN 0.719 0.825 0.542 0.711-
0.752
GPI 0.813 0.869 0.569 0.729- 0.353
0.773
GAS 0.877 0.879 0.711 0.726- 0.278 0.083
0.949
GT 0.731 0.848 0.650 0.787- 0.272 0.331 0.131
0.823
TW 0.750 0.841 0.570 0.724- 0.474 0.355 0.181 0.174
0.766
AN: KOLs attractiveness, GPI: Green purchase intention, GAS: Green advertising skepticism, GT:
Green trust, TW: KOLs trustworthiness

4.2 Structural model assessment

The first step in evaluating the measurement model is to verify the absence of multicollinearity between
the variables. Table 3 shows that the VIFmax coefficient is 2.840, which is less than 3 and therefore
satisfies the conditions proposed by [60]. Multicollinearity thus does not affect the research model.
Furthermore, to ensure the reliability of the structural model, we also assessed the common method bias
(CMB). A high CMB can amplify or attenuate the estimated relationships between the structures.
According to the study by Cheah et al. [57], a VIF value less than 3.3 indicates that the CMB is unlikely to
significantly bias the research results.

In addition, the coefficient of determination Rz of most variables is greater than 0.1, indicating that the
model has an acceptable level of explanation for the research variables in the context of consumer
behavior research [61]. The GT variable alone has an R? = 0.038, reflecting its limited explanatory power.
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Additionally, the Q2 index being greater than 0 indicates that all variables in the model are highly
explanatory.

Table 3

Multicollinearity and power explanatory
Variable VIF R2 Q2
AN 1.326-1.404 0.129 0.111
GPI 1.513-1.760 0.178 0.029
GAS 2.278-2.840
GT 1.427-1.461 0.038 0.018
T™W 1.361-1.506
AN: KOLs attractiveness, GPI: Green purchase intention, GAS: Green advertising skepticism, GT:
Green trust, TW: KOLs trustworthiness

The results of the analysis (see Table 4) show that most hypotheses are accepted at a 95% significance
level (P value < 0.05). However, the path of GAS x TW — GPI was rejected.

Table 4

Results
Path B STDEV T_Value P_Value Result
AN - TW 0.360 0.067 5.351 0.000 Supported
AN — GT 0.196 0.085 2.308 0.021 Supported
TW — GPI 0.220 0.070 3.134 0.002 Supported
GT — GPI 0.240 0.076 3.142 0.002 Supported
GAS x TW — GPI -0.037 0.079 0.468 0.640 Rejected
GAS x GT - GPI -0.186 0.087 2.150 0.032 Supported
AN: KOLs attractiveness, GPI: Green purchase intention, GAS: Green advertising skepticism, GT:
Green trust, TW: KOLs trustworthiness

4.3 Discussion

First, KOL attractiveness has a positive impact on both green trust (8 = 0.196) and KOL trustworthiness
(B =0.360), indicating that when consumers pay more attention to content conveyed by KOLs. They tend
to process information more deeply. From there, consumers form stronger trust in both the
environmental message and the information source [42]. This finding is consistent with recent studies,
emphasizing the role of interaction level and information reception in forming trust in the digital media
environment [62]. At the same time, this finding also reinforces the argument that the perceived
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characteristics of influencers can act as social signals to simplify the information evaluation process in
the context of consumers facing online information overload [23, 38].

Next, KOL trustworthiness had a positive influence on GPI (B = 0.220), indicating that KOL
trustworthiness plays a crucial role in shaping consumer intentions. When consumers perceive KOLs as
trustworthy and knowledgeable, they tend to have a more positive assessment of the product and are
willing to translate that trust into purchase intention [48]. This result is consistent with recent studies on
the role of information sources in the digital environment and influencer marketing, suggesting that the
trustworthiness of information sources helps reduce perceived risk and increase the likelihood of
accepting green messages [45, 63]. Meanwhile, green trust also had a positive impact on GPI (B = 0.240),
indicating that belief in the authenticity of environmental commitments is a key factor driving green
consumption behavior. From a theoretical perspective, green trust acts as a mechanism to reduce
uncertainty and support the decision-making process in spite of the difficult-to-verify environmental
information [10, 13].

The moderation results showed that green advertising skepticism did not significantly affect the
relationship between KOL trustworthiness and GPI (B =-0.037), but weakened the relationship between
green trust and GPI (B = -0.186). This suggests that when the level of skepticism is high, consumers tend
to be more cautious in evaluating environmental claims, thereby reducing the impact of green trust on
GPI [64, 65]. Conversely, the impact of KOL trustworthiness is maintained, implying that personalized
signals from KOLs are better able to overcome the skepticism barrier than corporate messages [49]. This
finding suggests that trust in the source acts as a mediating mechanism to mitigate the negative impact
of skepticism in green consumption [17, 23].

5 Conclusion

This research aims to clarify the mechanism of impact of KOLs on GPI by integrating two theoretical
platforms, SCT and BRT, along with independent and moderating variables. Instead of approaching
consumer behavior from only the perspective of single attitudes or beliefs, the study answers how social
environmental factors, KOLs, and the cognitive inference process: green trust and green advertising
skepticism interact to form behavioral intentions.

Empirical results show that KOL attractiveness has a positive influence on both KOL trustworthiness and
green trust, with the impact on trustworthiness being stronger. This suggests that in the digital media
environment, emotional factors such as KOL attractiveness act as cognitive signals that help consumers
quickly form an assessment of the reliability of information sources [66, 67]. Simultaneously, both KOL
trustworthiness and green trust have a positive impact on GPI, emphasizing the importance of trust in
transforming behavior. [10, 12].

The study shows that green advertising skepticism does not moderate the relationship between KOL
trustworthiness and GPI, but has a negative moderating role in the relationship between green trust and
GPI. This suggests that critical cognitive factors can weaken the conversion of trust into behavior,
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especially when consumers doubt the authenticity of environmental claims [49, 68]. This result is
consistent with BRT's argument that reasons against can reduce the effectiveness of behavior
promoters [21].

The study expands the application of SCT and BRT in green consumption, while affirming KOLs as an
important source of influence in the digital media environment.

5.1 Theoretical implications

The first theoretical contribution of the study is to extend the intersection between SCT and BRT in
explaining GPI. Through the combination of variables such as KOL attractiveness, KOL trustworthiness,
and green trust, the study simultaneously described both the social environment factor and the cognitive
reasoning process in forming GPI [14, 38]. This study overcomes the limitations of SCT in not clarifying
the mechanism of transforming cognition into behavior, as well as the limitations of BRT in not fully
considering the role of the social environment [26, 32].

The study extends BRT by transforming the role of green skepticism as a moderating variable instead of
a direct influencing factor. This approach clarifies that consumer behavior depends not only on
supporting reasons but is also influenced by cognitive conditions that change the effectiveness of
persuasive factors [21, 35].

Furthermore, the theoretical framework about GPI is further enhanced by placing greater emphasis on
the role of social signals in belief formation, especially important with the difficult-to-verify
environmental information and consumers' heavy reliance on intermediary sources [18, 43].

5.2 Practical implications

Research results show that media content from KOLs has a strong influence on consumer awareness
and behavior. Therefore, businesses need to select KOLs not only based on popularity but also on their
ability to build trust and alignment with the green message [6]. Enhancing green trust plays a key role in
promoting purchase intention. Businesses need to ensure transparency, consistency, and verifiable
evidence in environmental claims to minimize consumer skepticism [13]. Results show that green
advertising skepticism can weaken the impact of green trust on GPI. Therefore, communication
strategies need to focus on providing concrete evidence, environmental certifications, and real-world
experiences to reduce skepticism and enhance persuasiveness [5].

5.3 Limitations and future directions

Despite making certain contributions, the study has some limitations. The first limitation is that the study
was conducted with a convenient sampling method, mainly focusing on young people. This may limit the
ability to generalize the results, especially since green consumption behavior is strongly influenced by
cultural factors and market development levels [69]. Therefore, expanding the scope of the survey to
many different countries or target groups is essential to test the stability of the model.
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Using a cross-sectional design, thus only reflecting the relationship between variables at one point in
time. Meanwhile, green trust and green advertising skepticism can change over time, and the gap
between intention and actual behavior still exists in green consumption [27, 28]. Therefore, further
studies should adopt a longitudinal research design to better assess the transformation process from
GPI to actual behavior.

Finally, the research model mainly focuses on KOLs and cognitive factors, while green consumer
behavior is also influenced by other factors such as environmental knowledge, price, and personal values
[23, 70]. Therefore, future studies should expand the model by adding these variables to enhance its
explanatory power and more comprehensively reflect the consumer decision-making process.
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