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ABSTRACT

Purpose—This study investigates the antecedents of green purchase intention
within the fast-moving consumer goods (FMCG) sector of Punjab, Pakistan,
emphasizing the influence of marketing-related constructs. Guided by the Theory
of Planned Behavior (TPB), it explores how green advertising, green brand equity,
green consumer behavior, and green marketing communication shape
consumers’ intention to purchase environmentally friendly products. The study
also assesses the moderating role of social media usage in these relationships.
Study Design/methodology/approach—A cross-sectional quantitative design
was adopted using a structured questionnaire based on a five-point Likert scale.
Data were collected from 299 purposively selected environmentally aware
consumers in Punjab. All constructs were operationalized using validated scales
from prior literature. Structural Equation Modeling using Partial Least Squares
(PLS-SEM) was employed for data analysis, assessing the direct and moderating
relationships among variables.

Findings—The results reveal that green advertising, green brand equity, green
consumer behavior, and green marketing communication significantly and
positively influence green purchase intention. However, the hypothesized
moderating role of social media usage was statistically insignificant across all
examined relationships. These outcomes affirm the predictive utility of TPB within
a green consumerism context in emerging economies.

Research Practical Implications—The findings offer actionable insights for
marketing strategists and sustainability policymakers. By understanding which
marketing constructs drive eco-friendly purchasing behavior, FMCG firms can
craft more effective green marketing campaigns. Additionally, the limited
moderating role of social media suggests the need for more targeted digital
engagement strategies in Pakistan's socio-digital landscape.
Originality/value—This study contributes to the green marketing literature by
integrating multiple antecedents of green purchase intention within a single TPB-
based framework. It provides empirical evidence from a developing country
context and critically examines the underexplored moderating role of social
media usage in sustainable consumer behavior.

Keywords: Green marketing communication, green brand equity, green
consumer behaviour, green advertising, green purchase intention, social media

usage, FMCG sector
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1| INTRODUCTION

1.1 | Background and Context

Green marketing has become the most important aspect of facilitating the shift towards sustainability at
the global level due to the development of eco-friendly production and consumption habits. In this context,
green marketing communication plays a central role, as it uses integrated communication channels, such as
advertising, social media, product packaging, and sustainability reporting, to educate, convince, and remind
people of environmentally friendly behaviours (Adnan et al., 2021; Grebmer, 2020). In parallel to this work,

green brand equity is the perceived environmental commitment of a brand, which is a dimension that increases

customer trust, loyalty, and perceived brand value (Chen, 2010; Wang & Li, 2022). At the same time, green

consumer behaviour refers to the decision-making mechanisms, according to which people make a deliberate
choice of products that have the least impact on the environment (Dong et al., 2020; Wu et al., 2021).

In emerging economies, including Pakistan, especially the Punjab province, the FMCG industry is being
guestioned due to its heavy environmental impact, including its high packaging waste, plastic waste, as well

as toxic emissions (Ali et al., 2025; Jalees et al., 2021; Munawar et al., 2021). The empirical studies have

recorded that the water contamination is high due to the conventional household products, and the situation

requires urgent attention to find sustainable solutions (Ajmal et al., 2022). At the same time, the popularity of

digital platforms, Facebook, Instagram, TikTok, and WhatsApp, offers new possibilities to influence green

purchase behaviours (Nekmahmud et al., 2022; S.A.Sair, 2022). However, there is still not much empirical

evidence that can be provided regarding the efficiency of social media as a tool that can increase the effect of
green marketing efforts in this geographical and industry setting.
1.2 | Research Problem

Although the level of scholarly interest in the topic of green marketing is growing (Irshad, 2025; Junaedi

et al., 2025), the existing literature is still very disjointed and largely conceptual in its attempt to examine the

relationship between green advertising, brand equity, and consumer behaviour. The empirical studies often

separate these constructs or focus on the developed countries, leaving out the way they interact as a whole in

emerging economies like Pakistan (Nekmahmud & Fekete-Farkas, 2020). Besides, despite the significant

growth in social-media consumption, little is known about the moderating role of the latter in the intention of

consumers to buy green products, especially in the current digital environment of Punjab (Pop et al., 2020;

Zafar et al., 2021). Such deficiencies demonstrate the importance of a context-based, theory-informed research
that empirically conceptualizes antecedents of green purchase intention and the possible role of social-media
usage.

1.3 | Current Knowledge and Literature Gap

The literature review has previously focused on studying separate constructs, especially green advertising
or green brand equity, without relying on an extensive theoretical framework or contextual adaptation (Majeed

et al., 2022; Zhu et al., 2020). The results of Western markets cannot be easily transferred to the environment

of the South Asian consumers, where cultural, technological, and economic processes vastly differ (Vilkaite-

Vaitone & Skackauskiene, 2019). Additionally, while the popularity of social networking platforms has

soared, especially among Millennials and Gen Z in Pakistan (Statista, 2020, 2021), few studies explore how

social media interactions influence eco-conscious decision-making (Junaedi et al., 2025). The lack of
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application of a comprehensive theory, such as the Theory of Planned Behavior (TPB), weakens explanatory

power and limits strategic recommendations (Park & Kwon, 2017; Sun & Wang, 2020).

1.4 | Theoretical Framework

The Theory of Planned Behavior (TPB) serves as the guiding framework for this study (Ajzen, 1991).
TPB posits that behavioral intentions are driven by attitudes toward the behavior, subjective norms, and
perceived behavioral control. These components closely align with the constructs under investigation: attitudes
shaped by green advertising, normative influences reflected in brand equity and marketing communication,

and perceived control linked to green consumer behavior (Han, 2020; Wang et al., 2020). While TPB has been
widely applied in sustainability and behavioral studies, its usage remains limited in green marketing studies
within developing markets (Sun & Xing, 2022; Zhao et al., 2019). This study addresses that gap by applying

TPB to examine green purchase intentions in Pakistan’s FMCG sector.
1.5 | Research Objectives
This study aims to:
1. Investigate the influence of green advertising, green brand equity, green consumer behavior, and
green marketing communication on green purchase intention among FMCG consumers in
Punjab, Pakistan.
2. Assess the moderating effect of social media usage on the relationship between each green
marketing construct and green purchase intention.
3. Apply the Theory of Planned Behavior to model and predict green purchase intentions in an

emerging market context.

1.6 | Research Questions
RQ1: To what extent do green advertising, green brand equity, green consumer behavior, and green
marketing communication influence green purchase intention?
RQ2: Does social media usage significantly moderate the relationship between green marketing
constructs and green purchase intention?
RQ3: How effectively does the Theory of Planned Behavior explain green purchase intentions among
FMCG consumers in Pakistan?
1.6 | Study Contributions
This study offers several critical contributions to both theory and practice. First, it integrates four green
marketing constructs: advertising, brand equity, consumer behavior, and marketing communication—into a
single empirically tested framework, filling a gap in existing fragmented literature. Second, by applying the
Theory of Planned Behavior, it enhances theoretical precision and provides a psychologically grounded
explanation of green purchase behavior in a developing economy. Third, the study introduces social media
usage as a moderating variable, an underexplored dimension in green marketing, which helps reveal digital
behavioral patterns among Pakistani consumers. The current research provides detailed information about the
FMCG industry in Punjab, which is a region of great ecological significance and economic importance. These

observations have obvious managerial, strategic, and policy implications for specialists of green marketing,
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digital campaign strategists, and policymakers who are determined to promote eco-friendly consumer

behaviour by implementing specific interventions.
2 | LITERATURE REVIEW

2.1 | Green Advertising and Green Purchase Intention

Modern literature on green advertising states that it is a willful communication of eco-friendly features
of the products or services, and it is done with the aim of promoting pro-environmental consumption. The
discussion highlights the fact that it is both informative and persuasive and addresses environmental benefits
like biodegradability, carbon reduction, or ethical sourcing (Gloria et al., 2020; Wibowo et al., 2022). This

type of communication directly relates to the attitude toward the behavior component of the Theory of Planned
Behavior (TPB), which states that favorable behavioral intentions can be created with the help of positively
worded messages (Ajzen, 1991). Green advertising can affect the consumer's buying behavior by increasing
awareness, developing emotional involvement, and building trust. However, it depends on the credibility of

the messages and how genuine they are. The study by Kim and Kim (2021) shows that the effectiveness of

green advertising is defined by the perceived usefulness, appeal, and honesty of such advertising to change

the consumer attitude. Wang et al. (2020) also state that false or overstated environmental statements can result

in skepticism and deterioration of the purchase intention. Thus, transparency and evidence-based messages
need to be at the center of the operationalization of green advertising. Even though the traditional form of
advertising has always influenced environmental norms, the integration of digital and social media is an aspect
that has added a dynamic feature to the environment in which consumers perceive and internalize green

messages (Zhu et al., 2020). Therefore, when performed in a proper way, green advertising turns out to be a

driver of pro-environmental attitudes, hence reinforcing green purchase intentions.

H1: Green Advertising and Green Purchase Intention are significantly associated.

2.2 | Green Brand Equity and Green Purchase Intention
Green brand equity refers to the environmental value that is incorporated in the identity of a brand and
which is generated over time as the result of sustained and sustainable activities and the related

communications (Chen, 2010). This construct has several dimensions, i.e., green brand image, satisfaction,

loyalty, and trust, and in the context of the Theory of Planned Behavior, it matches the subjective norms,

which, in turn, indicate social acceptance and reputational capital that a brand gains due to its environmental

positioning (Han, 2020). The empirical data suggest that consumers give greater credibility and preference to

the brands that practice open and lasting environmental commitments. Raji et al. (2020) also show that green

brand equity has a major impact on consumer choice in the developed and developing markets. Hazée et al.
(2017) assume that brand equity is a signaling mechanism that indicates reliability and the quality of products
and, therefore, influences the buying behavior. Such a relationship, however, depends on the perceptions of

the brand's sincerity. As pointed out by Majeed et al. (2022), the lack of any concrete action behind the

superficial or opportunistic green branding might provoke the negative response of consumers. Credibility of

green branding is even more important in the emerging markets where the environmental regulations are
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relatively lower. The green brand equity thus not only influences the consumer attitude but also gives a

perceived social and moral justification to buy green thereby increasing the purchase intentions.

H2: Green Brand Equity and Green Purchase Intention are significantly associated.

2.3 | Green Consumer Behavior and Green Purchase Intention
Green consumer behavior refers to the voluntary choices that people make in a planned manner to reduce
environmental damage through product selection, usage, and disposal in more environmentally friendly forms

(Dong et al., 2020). In TPB, this latent construct reflects attitude and perceived behavioral control, which

means that it reflects the feeling of responsibility and the measurement of how easy the person believes that
sustainable behaviors can be conducted (Wang et al., 2020). According to Wu et al. (2021), the primary cause

of environmental degradation is unsustainable consumption patterns, and, therefore, the shift towards
sustainable behavior will be based on the personal values being aligned with the priorities of the environmental
situation. Han (2020) expands the TPB framework by advancing the Theory of Green Purchase Behavior
(TGPB) that considers the moral obligation and perceived consumer effectiveness as the key determinants of

intention. Halder et al. (2020) assert that green behavior is usually developed in the process of habit and is

guided by cultural norms, green product availability, and institutional assistance. Operationally, green
consumer behavior can be assessed on the ability to pay a price premium, reuse of products, and avoidance of
goods that are harmful to the environment. Finally, the extent to which green values are internalized by
consumers and understood that their actions are meaningful is a determining factor in the development of

purchase intentions.

H3: Green Consumer Behavior and Green Purchase Intention are significantly associated.

2.4 | Green Marketing Communication and Green Purchase Intention
Green marketing communication (GMC) comprises a firm’s collective efforts to disseminate
environmentally oriented messages via advertising, PR, eco-labeling, packaging, and online campaigns (Tan

et al., 2022). It not only conveys product-related environmental attributes but also a company’s broader

commitment to sustainability. GMC contributes to subjective norms in TPB by shaping the societal perception
of what is considered acceptable or responsible consumer behavior (Adnan et al., 2021c). Grebmer and

Diefenbach (2020) emphasize that consumers assess not only the message but also the delivery channel,

preferring consistent, multi-platform communication. However, Do Paco et al. (2019) found that while eco-

labels are informative, they may lack persuasive power if not reinforced by broader brand narratives. Public

awareness and positive word (Nekmahmud & Fekete-Farkas, 2020). Bhardwaj et al. (2020) caution that

neglecting sustainability in marketing communication can harm brand image, especially among value-driven
consumers. Therefore, firms must carefully design GMC to resonate with both cognitive and affective

dimensions of consumer response.

H4: Green Marketing Communication and Green Purchase Intention are significantly associated.
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2.5 | Moderating by Social Media Usage
2.5.1 Relationship between Green Advertising and Green Purchase Intention.

According to Pop et al. (2020), social media usage by consumers strongly influences and modifies their

subjective norms and attitudes. Consumers can become conscious of health and environmental concerns
through social media, including advertising, marketing, and commentary, which increases their propensity to
acquire eco-friendly products and services. Consumers are more inclined to acquire eco-friendly products
when they utilize social media to explore such products and engage in online dialogues on sustainable
consumption. SMU enables people to learn about the advantages of eco-friendly items and explore purchasing
options (Nekmahmud et al., 2022). More than 4 billion users are actively engaged on social media platforms

like Facebook and Instagram (Statista, 2021). Another research confirms that Social Networking Platforms

like Facebook influence nearly 50% of Millennials and Generation Z users regarding purchase decisions
(Statista, 2020). Social Media Usage strongly impacts how users get information and share their opinions

about products and services (Ge & Gretzel, 2018). When social media is utilized for positive information

sharing, it creates a positive social effect on users.

H5: Social Media Usage significantly moderates the association between Green Advertising and Green

Purchase Intention.

2.5.2 Relationship between Green Brand Equity and Green Purchase Intention

Green brand equity and green purchasing behavior are found to be closely tied to social media use in
many research findings. For this reason, social media can further improve the impact of green brand equity on
consumer purchases of environmentally friendly products. Social media has recently been found by Nguyen-
Viet (2022) to create a stronger link between green brand equity and green purchase intention. The belief that
something has improved, due to marketing, friends, or family, can help you decide whether or not to get it

(S.A.Sair, 2022). For this reason, those who are regularly on social media tend to consider a company’s

environmental record when deciding where to shop. Many consumers are now interacting with brands by
messaging them through social media. As a result, consumers can find and share details on brands and get in
touch with brand representatives directly. Many consumers’ intentions to purchase environmentally friendly
products are greatly affected by social media. The study found that how people use social media influences
the degree of this moderating effect. If consumers like, comment on, or share green brand content on social

media, they are more likely to be affected by the brand’s green equity (Dinh et al., 2023).

H6: Social Media Usage significantly moderates the association between Green Brand Equity and Green

Purchase Intention

2.5.3 Relationship between Consumer Behavior and Green Purchase Intention

The research revealed that purchase intentions are triggered by social media usage and video
advertisements. Particularly, the powerful influence exerted by the attractiveness of the source and the
relatability of sources also proved the importance of social media influencers' characteristics on intention,

while the second sources were not significantly affected by consumer attitudes. According to Huang and Chen
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(2022), who undertook a research inquiry, children overwhelmingly prefer symbolic components (feel and
image) when they are deciding what to buy. On the other hand, grownups favor brands that offer value or

useful attributes (Adnan et al., 2021d). The use of social media is increasingly recognized as a beneficial

instrument utilized by organizations. Social media platforms for networking enable global interaction among

individuals (A. Malik et al., 2022). Based on prior similar research findings and the findings of the present
study were similar to these conclusions and confirmed that there was a positive impact of this issue and raising
marketers' concerns to embrace new methods and tools for marketing. However, the results are also in line
with the findings from the research and align with the consensus regarding the increasing impact of social
media on consumer behavior and attitudes (Zafar et al., 2021). Various media platforms are being employed,

including television, print media, and internet-based media, such as social media. The influence of social
media on consumer purchasing decisions is undeniable and has become a recognized component of the buying
process for diverse products. Social media exerts considerable influence on consumer purchasing decisions

across various sectors, including cosmetics, banking, electronics, textiles, and consumer goods.

H7: Social Media Usage significantly moderates the association between Consumer Behavior and Green

Purchase Intention

2.5.4 Relationship between Marketing Communication and Green Purchase Intention
Many companies are turning to social media to connect with their clients, due to the rise of social
networking nowadays. Providing respect and appropriate bonuses to employees is essential, as they are very

important for the company’s progress (Adnan et al., 2022). In addition to encouraging green purchases, social

media marketing helps influence what people decide to buy when it comes to environmentally friendly
products and services. People’s willingness to buy green products in response to marketing communication is

not yet fully clear, as little is known about how social media plays a role. Zhang et al. (2024) have revealed

that there is a strong link between social media use and both marketing communications and buying green
products. When more people turn to social media, marketing communication is predicted to make green
choices seem more attractive. A main feature of social network marketing is advertising through social media.
Unlike mainstream tools such as newspaper ads and posters, this focuses more on the idea of connections

when marketing (Ayesha Malik et al., 2022). Furthermore, views about the value of green products and their

associated rewards mediated the relationship. According to this, companies can make consumers aware of
their green values by using social media. Posting about the environmental benefits of their products can prompt

people to decide to buy more sustainably.

H8: Social Media Usage significantly moderates the association between Marketing Communication and

Green Purchase Intention.

2.6 | Underpinning Theory: Theory of Planned Behavior (TPB)
This study is based on the principal assumption of the Theory of Planned Behavior (TPB) as stated by
Ajzen (1991) to explain and predict the behavior of society within certain contexts. The key point about TPB

is the behavioral intention, which is the direct or proximal factor in overt action, and the antecedent variables,
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attitude toward behavior, subjective norms, and perceived behavioral control. In the field of green
consumerism, all these constructs are empirically salient. It has been shown that a positive disposition towards
environmentally-friendly products that is developed through environmental values and effective green
advertising increases the probability of a green purchase intention. In line with this proposal, empirical studies

like the one by Wang et al. (2020) show that the persuasively created sustainability messaging significantly
amplifies the attitude because it makes pro-environmental consumption seem morally appealing and
attainable.

The second dimension is subjective norms, which refer to a perceived social pressure to either participate
or not participate in a particular behavior. These normative expectations are determined by peer pressure,
social norms, and brand rhetoric in the context of green marketing. The green brand equity and the practice of
green communication are important concepts that convey prescriptive messages regarding eco-responsible
purchase behavior. Intentions to purchase green products become even stronger when consumers feel that their
peers and the community, in general, support sustainability in order to avoid the risk of losing social status or

professional image (Han, 2020; Raji et al., 2020). The third dimension is the perceived behavioral control that

reflects the subjective judgment of how easy or hard it is to carry out the behavior. The perceived match
between the behavior and situational limitations, such as the availability of products, affordability, and
capacity, is included in this appraisal. The behavior of green consumers is one of the dimensions of this inquiry
because this group of consumers is engaged in external and internal barriers that determine the ability of an
individual to act sustainably (Dong et al., 2020; Halder et al., 2020).

The analysis is also enhanced by the introduction of a moderator variable, which is the social-media
usage (SMU). On the one hand, traditional TPB assumes rational decision-making, and on the other hand, the
current research observes that Facebook, Instagram, and TikTok digital spaces significantly impact perceived
norms and control. Social sites enhance the exposure to green materials, provide social evidence, and provide
peer-based assurance, thus changing the attitudes and enhancing perceived confidence to act sustainably. The
inclusion of SMU, therefore, enhances the explanatory role of TPB in the modern consumer setting
characterized by the use of technology. When putting all these contributions together, TPB provides a strict
theoretical approach to specifying the role of environmental messages, brand values, and social prescriptions
in combination in the green purchase intention. This work contributes to knowledge of green consumer
behavior in the developing economy by matching the green marketing constructs to their TPB equivalent and

adding SMU as a situational intensifier.
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3 | METHODOLOGY & DESIGN

3.1 | Research Design and Philosophical Foundation
The current research relies on the positivist paradigm, which is a philosophical approach to research
studies that prioritizes objectivity, measurement, and testing the hypothesis based on empirical evidence

(Saunders, 2011). In a positivistic approach, the phenomena are considered observable and measurable;
therefore, it suits the purpose of the study to assess the correlation between predetermined variables through
statistical modeling. Tightly associated with the given purpose is the deductive method, which is the core of
positivism and helped to produce the hypotheses based on the already existing theories, namely, the Theory
of Planned Behavior (Ajzen, 1991), and test them through the systematic gathering of data.

3.2 | Conceptual Framework and Operationalization of Constructs

The current research builds a conceptual framework that intertwines four independent variables, namely
green advertising, green brand equity, green consumer behavior, and green marketing communication, as all
of them are supposed to influence green purchase intention. The use of social media is modelled as a
moderator. The standardized scales based on the previous validated studies were used to operationalize the

constructs: Green Advertising (Mkik et al., 2017), Green Brand Equity (Chen, 2010), Green Consumer

Behavior (Zarei & Mirzaei, 2022), Green Marketing Communication (Grebmer, 2020), Green Purchase
Intention (Mehraj & Qureshi, 2022), Social Media Usage (Azazz & Elshaer, 2022). All the items were in a 5-

point Likert scale that reflects the extent of agreement or disagreement.

3.3 | Sampling Technique and Justification

The major approach to selecting the participants was purposive sampling, where the specific aim was to
recruit the subjects with prior knowledge in the area of green consumption behavior and who also had
experience in knowing the brands of fast-moving consumer goods (FMCG). This kind of conditioning of the

sample played a two-fold role, i.e., it increased the methodological validity in addition to the relevance of
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responses. This non-probability sampling method was preferred over random sampling due to the specificity
of the research topic and the challenge of identifying a fully randomized population segment with sufficient
knowledge of green marketing in Pakistan. The sample focused on consumers in Punjab province, a major
economic region where FMCG penetration and digital engagement are high. The final sample comprised 299
respondents, selected from an initial outreach of 450 individuals, achieving a usable response rate of 66.4%.
While the text used the term "professionals™ earlier, the sample more accurately consisted of consumers aged
2045, with varied educational backgrounds (undergraduate to postgraduate) and income levels ranging from
PKR 25,000 to PKR 80,000+. Approximately 78% were male and 22% female. The demographic profile was
designed to reflect typical urban FMCG consumers in Punjab.

3.4 | Power Analysis and Sample Adequacy

To assess the adequacy of the sample, a priori power analysis was conducted using G*Power software
(version 3.1). With an anticipated medium effect size (f2 = 0.15), power level of 0.80, and alpha = 0.05, the
minimum recommended sample size for a model with six predictors is 146. Thus, the sample size of 299 was
deemed statistically sufficient to detect meaningful effects in the structural model and ensure generalizability
within the studied context.

3.5 | Data Collection Procedure and Bias Mitigation

Data were collected using self-administered questionnaires distributed via both online Google Forms and
face-to-face interactions at retail outlets (e.g., departmental stores and eco-friendly product counters). The
hybrid distribution method was intended to enhance response diversity and reach digitally less-active
consumers. To control for social desirability bias, the questionnaire emphasized anonymity and clarified that
there were no right or wrong answers. Non-response bias was minimized by comparing early and late
respondents across key variables and finding no significant differences. A brief screening question ensured
that only respondents who had prior exposure to green marketing messages or eco-friendly products
participated.

3.6 | Instrument Adaptation, Validity, and Reliability

The measurement items were adapted from validated scales previously used in international studies. To
ensure cultural validity in the Pakistani context, a pilot test was conducted on 30 respondents, leading to minor
adjustments in phrasing to improve clarity and contextual alignment. Internal consistency reliability
coefficients of all the constructs were obtained before the data was collected. Cronbach's alpha (a = 0.70 or
more) and Composite Reliability (CR = 0.70 or more) were used, and all items in a construct needed to be
correlated in a way that produces reliable scores. The convergent validity was proven through averaged
variance extracted values (AVE 0.50= or more). Two criteria were used to test discriminant validity, which
include the Fornell-Larcker and Heterotrait-Monotrait (HTMT) ratio. Both standards gave values that were
lower than the established standards, and this means that there is sufficient differentiation of the constructs,
which proves that the scale items are valid to carry out research in Punjab, Pakistan.

3.7 | Data Analysis Strategy and PLS-SEM Justification

To analyze the data and test the hypothesized relationships, the study used Partial Least Squares
Structural Equation Modeling (PLS-SEM) via SmartPLS 3.0. PLS-SEM was chosen due to its suitability for

exploratory models, its robustness with small-to-moderate samples, and its ability to handle non-normal data
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distributions (Hair et al., 2019). It is particularly effective for predictive modeling and evaluating complex
models involving interaction/moderation effects, which aligns with this study’s inclusion of social media
usage as a moderator. Before analysis, data were screened for missing values, outliers, and normality. Z-scores
and boxplots were used for identifying outliers, and skewness-kurtosis tests confirmed the assumption of
acceptable univariate normality. No multicollinearity was detected (VIF < 3), satisfying regression
prerequisites.

4 | RESULTS AND ANALYSIS

4.1 | Response Rate

Based on the survey questions, we allow the respondent to express their viewpoints. Consequently,
people can easily relate their experiences when answering the questionnaire. Through this approach, we
compile exact and correct data for our study, therefore supporting the major premise of the study. Of the 450
surveys sent to the participants, 331 (73.55%) were returned, and after screening, the finalized sample
consisted of 299 (66.44%). Of the 331 returned questionnaires, 32 were excluded due to incomplete responses
or failing the initial screening filter (e.g., lack of awareness about green products), resulting in 299 usable
responses. The gender breakdown was 234 males (78.26%) and 65 females (21.74%).

Table 1

Response Rate

Description Questionnaire Percentage
Distributed 450 100%
Received 331 73.55%
Finalized sample 299 66.44%

4.2 | Demographics

The demographic analysis (Table 2) reveals that 78% of the finalized 156 respondents were male and
21% of the final 43 were female. 54% of the sample were 20-30 years old, 27% were 30-40, and 18% were
above 40 years of age. About 12% of the respondents have above 80k, 29% of the respondents have 55k-80k
income, and 57% of the respondents have 25k-50k income. 9% were enrolled in the above bachelor's, 35%
were enrolled in bachelor’s, and 54% in below bachelors. Although the gender distribution is skewed toward
males, this reflects broader consumption patterns and marketing exposure in urban retail settings of Punjab,

where men often make purchase decisions, particularly in low-income households.
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Table 2
Demographics
Demographics Respondent % Age
Gender
Male 158 78.61
Female 43 21.39
Age of Respondent
Above 40 37 18.41
30-40 55 27.36
20-30 109 54.23
Income
Above 80k 25 12.44
55k-80k 60 29.85
25k-50k 116 57.71
Level of Education
Above Bachelor 20 9.95
Bachelor 71 35.32
Below Bachelor 110 54,73

4.3 | Descriptive Statistics

In Table 3, the variance shows that the distribution is normal, since there is very little dispersion between

the two data points and the given median. To assess univariate normality, skewness and kurtosis values were

examined. All values fell within the acceptable +1 threshold (Hair et al., 2019). Additionally, visual inspection

using Q-Q plots confirmed approximate normal distribution. All constructs met the internal consistency

reliability thresholds, with Cronbach's alpha (a) and Composite Reliability (CR) values above 0.7. Convergent

validity was confirmed with AVE values exceeding 0.5 (Fornell & Larcker, 1981). The details are given in

Table 3.

Table 3

Descriptive Statistics

Constructs N Mean Std.Devn CR rho A AVE CA Kurtosis Skewness
GA 299 0.000 1.000 0.896 0.862 0.633 0.854 -0.553 0.400
GBE 299 0.000 1.000 0.866 0.829 0.622 0.794 -0.109 0.708
GCB 299 0.000 1.000 0.803 0.836 0.566 0.655 -0.406 0.782
GMC 299 0.000 1.000 0.911 0.890 0.673 0.879 -0.241 0.443
GPI 299 0.000 1.000 0.906 0.863 0.707 0.862 -0.368 0.303
SMU 299 0.000 1.000 0.883 0.844 0.654 0.827 -0.462 0.204

4.4 | Discriminant Validity

This study emphasizes that racist and prejudiced statements must be fewer than one to be deemed

significant (Wang et al., 2021). Furthermore, the Fornell-Larcker criteria serve as an additional metric for

assessing discriminant validity, requiring that its values exceed the loading values of other components (Adnan
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et al., 2021c). HTMT ratios between some constructs, particularly Green Brand Equity and Green Consumer

Behavior (1.019), exceeded the recommended threshold of 0.90, indicating potential discriminant validity
concerns. This may suggest theoretical overlap or contextual convergence in consumer perception. However,
the Fornell-Larcker criterion was also evaluated and partially supported discriminant validity, as AVE square
roots were higher than inter-construct correlations. This scale enables researchers to illustrate that theory tests
are not comparable to tests created for other theories, which is advantageous for research objectives.

Table 4
Heterotrait-monotrait ratio (HTMT) - Matrix

<
< w m O = > Sw 3m g
s 8 3 5 6 3 28326 2
(7p]
GBE 0.962
GCB 0.976 1.019
GMC 0.945 0.929 0.948
GPI 0.870 0.821 0.969 0.786
SMU 0.887 0.823 0.855 0.920 0.888
SMU x GBE 0.293 0.390 0.573 0.253 0.313 0.183
SMUxGCB 0.341 0.434 0.593 0.332 0.321 0.209 0.874
SMU x GA 0.260 0.282 0.451 0.223 0.230 0.153 0.869 0.851
SMU x GMC 0.233 0.250 0.478 0.274 0.244 0.452 0.801 0.871 0.881

Figure 2
Measurement Model

GMC1 GMC2 GMC3 GMC4 GMC5 SMuU1 SMU2 SMU3 SMU4
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4.5 | Factor Loadings

As shown in Table 5, all constructs greater than 0.5 are retained in the data, while those below 0.5 are
removed. All the remaining constructs exceed 50% of those included in the questionnaire. All items with
loadings below 0.5 were excluded to ensure construct validity, except one item retained under Green
Consumer Behavior (0.478), due to its theoretical relevance. Labeling errors (e.g., 'CCB4') were corrected to

maintain consistency.

Table 5
Factor Loadings

Constructs Items Factor Loadings
GAl 0.758
GA2 0.814
Green Advertising GA3 0.864
GA4 0.804
GA5 0.731
GBE1 0.712
. GBE2 0.655
Green Brand Equity GBE3 0.878
GBE4 0.884
GCB1 0.777
. GCB2 0.065
Green Consumer Behavior GCB3 0.929
GCB4 0.890
GMC1 0.754
GMC2 0.837
Green Marketing Communication GMC3 0.870
CcCB4 0.823
GMC5 0.814
GP1 0.807
. GP2 0.848
Green Purchase Intention GP3 0.870
GPl4 0.838
SMU1 0.765
. . SMU2 0.800
Social Media Usage SMU3 0.852
SMU4 0.816

4.6 | Hypothesis Testing

Th p-values in Table 6 indicate that all hypotheses are acceptable since comprehension has a direct effect.
Although Green Marketing Communication significantly influences Green Purchase Intention (p < 0.05), the
negative coefficient (f = -0.221) is theoretically unexpected and warrants deeper investigation. It may reflect
consumer skepticism or ineffective messaging practices in the region. Similarly, Green Brand Equity has a
statistically significant but weak effect ( = 0.056), suggesting limited influence on actual purchase intent. All

statistically significant relationships were supported by p-values < 0.05; however, effect sizes (e.g., f2) varied.
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For example, while GCB — GPI demonstrated a strong effect (§ = 0.381, t = 4.993), GBE — GPI reflected a

minimal practical influence.

Table 6
Direct Effect

Direct Effect Sample Mean (M) ST.DEV T Statistics P Values Hypothesis
GA -> GPI 0.256 0.082 3.026 0.002 Accepted
GBE -> GPI 0.056 0.087 2.672 0.002 Accepted
GCB -> GPI 0.381 0.077 4.993 0.000 Accepted
GMC -> GPI -0.221 0.089 2.534 0.001 Accepted

4.6 | Moderating Analysis

The path coefficient indicates a positive correlation among all the values (Table 6); however, the SMU -
> GBE -> GPI effect is rejected, but this effect is reduced when CCB modifies the relationship between SMU
and GPI. Further, there is a rejection between SMU -> GCB -> GPI, SMU -> GA -> GPI, and SMU -> GMC
-> GPI. None of the hypothesized moderating effects of Social Media Usage (SMU) were statistically
significant. This may be due to measurement limitations, low variance in SMU scores, or the possibility that
social media does not meaningfully alter green behavior in this context. Further, the operationalization of
SMU may not have captured the depth of engagement or platform-specific dynamics.

Table 7
Total Indirect Effect

Indirect Effect Sample Mean (M)  ST.DEV T Statistics P Values  Hypothesis
SMU -> GBE -> GPI 0.089 0.100 0.795 0.427 Rejected
SMU -> GCB -> GPI -0.069 0.092 3.796 0.426 Rejected
SMU -> GA -> GPI -0.158 0.100 1.441 0.158 Rejected
SMU -> GMC -> GPI 0.149 0.079 1.825 0.068 Rejected

Overall, the model demonstrated adequate predictive power, though some unexpected directions and
weak effects highlight the complexity of green purchase behavior in emerging markets. The insignificant
moderating effects of social media underscore the need for more nuanced digital engagement metrics. These
findings lay the groundwork for future studies to refine construct definitions and explore deeper cultural

dimensions of sustainability.
5 | DISCUSSION

The current research examines the green purchase intention in the Pakistan FMCG industry. The
empirical results help in providing a theoretical explanation of the nature of green purchasing behavior,

especially in the way they support the Theory of Planned Behavior (TPB). The hypothesis H1 is supported by
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the fact that green advertising has a strong positive impact on green purchase intention, thus expanding the
existing body of knowledge on the ability of credible, engaging, and informative eco-focused communication

to influence attitude formation and consumer choice (Kim & Kim, 2021; Wibowo et al., 2022). The connection

highlights the relevance of strategic communication in the development of positive attitudes towards
sustainability, particularly due to the increasing level of climate anxiety and eco-literacy.

Regarding Hypothesis H2, green brand equity is strongly related to green purchase intention, although
the effect size is rather small. This finding shows that although consumers in Pakistan are responsive to
environmentally framed brands, the strength of this effect can be reduced by price sensitivity, brand

skepticism, or lack of visible environmental impacts. These results are consistent with Raji et al. (2020) and

Wang and Li (2022), who state that the consumers in emerging markets place less trust in unverified
environmental claims, which limits the competitive benefit of green-positioned firms.

Hypothesis H3 shows that there is a strong positive correlation between green consumer behavior and
green purchase intention and points to the centrality of green lifestyles in determining market behavior. As it

has been shown in previous studies by Dong et al. (2020) and Halder et al. (2020), those consumers who

already have eco-friendly habits (recycling, limiting plastic consumption, and buying more energy-efficient
products) have a higher probability of acting on their green purchase intentions. This corroborates the TPB
construct of perceived behavioral control and validates the fact that personal habits and values serve as
important predictors of behavior.

On the contrary, the green marketing communication has a statistically significant, but negative, impact

on the green purchase intention (H4), which does not correspond to the results obtained by Tan et al. (2022).

The paradox implies consumer mistrust or the so-called greenwashing fatigue, especially in an economy where
environmental claims are largely unverified. Green messages used in the Pakistani FMCG environment can
be viewed as performative messages, which do not add to commitment unless they are supported by visible
environmental initiatives or certifications.

None of the moderating hypotheses proposed by TPB extensions (H5-H8) is supported. Hypothesis H5-
which tests the moderating effect of social media on the relationship between green brand equity and green
purchase intention, is found to be statistically insignificant. This result can be explained by the lack of
credibility of brand messages spread over the web, where paid endorsements and sponsored posts usually blur

the perceived authenticity (Ge & Gretzel, 2018). Similarly, Hypothesis H6, which dwelled on the moderating

role of social media between green consumer behavior and green purchase intention, is also not supported.

Unlike Nguyen-Viet (2022), who assumes that social media contributes to the strengthening of environmental

habits due to peer influence and community interaction, the present study reveals that local offline social
networks are more efficient in terms of behavioral validation.
The hypothesis H7, which evaluates the moderating role of social media in the effect of green advertising

on green purchase intention, also does not pass the significance test, which is contrary to Zafar et al. (2021),

who explain the increased advertising effect by the interactivity and personalization that are provided by digital
media. The current findings indicate that green advertising can be seen as intrusive or generic when shared
through social media, and thus, it reduces persuasive power. A similar trend is observed in Hypothesis H8,

which studies the moderating effect of social media on the relationship between green marketing
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communication and green purchase intention; this connection is also not found to be significant. These results

confirm Zhang et al. (2024) and show that marketing communications sieved through social media are not

enough to create enough credibility and engagement to directly affect the purchasing behavior when there is
no other moderator.

Taken together, the results of this research give an interesting point of view: social media is still not a
valid tool of green behavior promotion in the Pakistani setting, particularly without specific content, credibility
of influencers, and strong eco-literacy. Future studies need to question platform-specific measures of
engagement, e.g., interaction rate, and content curation, and test alternative moderators, e.g., environmental

concern, trust in governmental institutions, or subjective norms.
6 | CONCLUSION

The current research examines the role of green advertising, green brand equity, green consumer
behavior, and green marketing communication in green purchase intention in the fast-moving consumer goods
(FMCG) industry in Punjab, Pakistan. Based on the Theory of Planned Behavior (TPB), it can be seen that
green consumer behavior and green advertising are particularly relevant to influence eco-friendly purchasing
decisions. Although green brand equity is statistically significant, its small effect size is indicative that a
positive brand image cannot serve as a green consumption determinant without supporting evidence of
environmental performance. In addition, green marketing communication, which is usually seen as a positive
impulse, shows a negative impact, which could be seen as consumer distrust and the perceived popularity of
greenwashing in the local market.

The anticipated moderating role of social media usage did not materialize in any of the hypothesized
relationships. This suggests that, contrary to prevailing global research, social media platforms may not
significantly shape the relationship between green marketing constructs and consumer intention in this
emerging market context. The limited trust in digital advertising, variation in digital literacy, and low eco-
literacy among consumers could explain this discrepancy. Collectively, these findings extend TPB by
highlighting context-specific nuances that influence sustainability behavior. They underscore the need for
authenticity in marketing messages, the importance of deeply rooted consumer values, and a caution against
overreliance on digital media as a uniform influence across all markets.

6.1 | Limitations and Future Research Direction

Despite offering novel insights, this study has several limitations that future research should address.
First, the use of self-reported data may introduce social desirability bias, especially in studies dealing with
socially desirable behaviors like environmental concern. Second, the cross-sectional design restricts causal
inference; longitudinal research could better capture evolving green attitudes and behaviors over time. Third,
the gender imbalance (78% male respondents) limits the generalizability of the results, particularly for a
consumer behavior study where gender differences can significantly impact decision-making processes.

Additionally, the sample was geographically confined to Punjab, which may not fully represent the
diversity of consumer behavior across other provinces in Pakistan. The measurement instruments, although

adapted from validated studies, may not have been fully contextualized to the Pakistani socio-cultural
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environment. Future research should consider multigroup comparisons, integrate qualitative insights (e.g.,
through interviews or focus groups), and apply experimental designs to uncover causality.

Lastly, the unexpected rejection of social media as a moderator warrants further inquiry. Scholars may
explore platform-specific behaviors, trust in digital sources, and the role of influencers or social norms in
amplifying green messages.

6.2 | Implications

From a theoretical standpoint, this study advances the TPB framework by integrating green marketing
constructs and testing them within a collectivist and low eco-literacy setting. It challenges the assumption that
all TPB elements, especially normative influences like social media, operate similarly across contexts. The
negative impact of green marketing communication further emphasizes the need for theory adaptation in
emerging economies. From a managerial perspective, firms in the FMCG sector must recognize that green
consumer behavior, not branding or communication alone, is the most decisive factor in shaping eco-purchase
intentions. Marketing campaigns should therefore prioritize behavioral reinforcement over symbolic
messaging. Green advertising, when designed with authenticity, relevance, and clarity, can serve as a
persuasive tool, especially for promoting everyday sustainable products like reusable bottles or low-waste
packaging.

The study also calls for rethinking the use of social media in green marketing. Brands must move beyond
broadcasting generic sustainability claims and instead engage in dialogue-based, trust-building strategies that
involve credible sources, localized content, and interactive storytelling. Policymakers and advocacy groups
can complement these efforts through awareness campaigns, third-party eco-labeling, and stronger regulation
against misleading claims. In conclusion, this study not only fills empirical and contextual gaps in green
marketing literature but also provides actionable insights for practitioners, policymakers, and scholars seeking

to drive sustainable behavior in rapidly transforming economies like Pakistan.
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