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Abstract: This study investigates how social media exposure shapes young adults’ attitudes
and intentions toward sustainable products in Kuwait—a high-income, oil-dependent con-
text undergoing a digital and cultural shift. Integrating the Theory of Planned Behavior
(TPB) and the Elaboration Likelihood Model (ELM), the research explores the mediat-
ing roles of environmental responsibility, social influence, and consumer attitudes in the
formation of sustainable purchase intentions. Data were collected via an online survey
of 702 respondents aged 18–30 and analyzed using structural equation modeling (SEM).
The findings reveal that social media usage significantly influences sustainable purchase
intention, social influence, and consumer attitudes. Environmental responsibility emerges
as a key driver of both attitudinal and normative pathways. Notably, the study finds no
direct link between consumer attitude and intention, highlighting a persistent attitude–
behavior gap. The results offer theoretical insights into digital persuasion and normative
influence while providing practical guidance for marketers and policymakers promoting
sustainability in digitally connected, non-Western societies.

Keywords: sustainable consumption; social media; young adults; TPB; ELM; Kuwait;
structural equation modeling

1. Introduction
The increasing urgency of environmental challenges—including climate change, re-

source depletion, and ecological degradation—has positioned sustainable consumption
as a pressing concern for scholars, policymakers, and practitioners alike [1,2]. Among
various demographic groups, young adults have emerged as particularly salient actors in
advancing sustainability agendas [3]. Their heightened awareness of environmental issues,
coupled with their digital nativity, renders them both responsive to and influential within
sustainability-related discourses. In parallel, the ubiquity of social media platforms has
reconfigured the landscape of consumer engagement by facilitating real-time information
sharing, peer influence, and value-based expression. Social media, therefore, represents
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a powerful context through which pro-environmental attitudes and behaviors may be
shaped [4–6].

While prior research has recognized these dynamics, empirical studies in non-Western
or culturally distinct settings, such as Kuwait, remain limited [7]. The extent to which such
mechanisms operate in socio-economically and culturally distinct settings remains under-
explored. Kuwait presents a unique and underexamined context in this regard. As a high-
income, oil-dependent economy undergoing rapid urbanization, Kuwait is characterized
by entrenched consumerist norms and significant sustainability challenges [8,9]. Nonethe-
less, a growing segment of the youth population is demonstrating increased receptivity
to environmentally responsible practices, often mediated through digital platforms [9,10].
The extent to which this shift translates into attitudinal change and behavioral intention,
particularly in response to sustainability-related content encountered online, warrants
systematic investigation.

Moreover, there is limited empirical evidence on the mechanisms through which
social media exposure influences sustainable attitudes and intentions. Social influence,
environmental responsibility, and consumer evaluations of product attributes are potential
mediators that merit closer theoretical and empirical scrutiny. Understanding the interplay
among these constructs is essential for advancing a more refined account of how digital
communication influences pro-environmental behavior.

This study addresses these gaps by investigating the impact of social media exposure
on young adults’ attitudes toward sustainable products in Kuwait. Drawing upon the
Theory of Planned Behavior [11] and the Elaboration Likelihood Model [12,13], the study
examines how key psychological constructs mediate the relationship between digital en-
gagement and sustainable purchase intentions. Contextualizing these dynamics within a
Gulf state setting, the research contributes to the broader literature on sustainability com-
munication, extending its applicability to non-Western, digitally integrated societies. The
findings aim to offer theoretically grounded and context-sensitive insights with implications
for both academic inquiry and sustainability-oriented marketing strategies.

2. Literature Review and Hypotheses Development
2.1. Theoretical Foundation: Integrating the Theory of Planned Behavior and the Elaboration
Likelihood Model

To understand how young adults in Kuwait form attitudes toward sustainable prod-
ucts through social media, this study integrates two complementary theoretical frame-
works: the Theory of Planned Behavior (TPB) [11] and the Elaboration Likelihood Model
(ELM) [13].

The TPB has been extensively applied to predict environmentally relevant behav-
iors. It posits that an individual’s behavioral intention is influenced by three constructs:
attitude toward the behavior, subjective norms, and perceived behavioral control. This
model provides a robust framework to examine how favorable attitudes, normative pres-
sure, and personal efficacy collectively influence the decision to engage in sustainable
consumption [14]. In this study, TPB helps explain the motivational underpinnings of sus-
tainable purchase intention, particularly by examining how social influence, attitudes, and
internal responsibility drive intention.

However, the TPB alone does not fully capture the informational dynamics of social
media environments, where users are exposed to vast streams of content varying in quality,
depth, and credibility. Here, the ELM adds conceptual richness. According to ELM, individ-
uals process persuasive information via two routes: the central route, where they engage in
thoughtful consideration of arguments, and the peripheral route, where superficial cues
like source attractiveness or message repetition shape attitudes [13]. Social media content
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may activate both routes, depending on the consumer’s involvement, perceived credibility
of the source, and relevance of the message [15,16].

The integration of TPB and ELM thus provides a comprehensive framework: TPB
accounts for motivational and normative components of behavior, while ELM addresses
how digital content influences cognition and attitude formation. This combination is
particularly relevant for young adults in Kuwait, who are simultaneously influenced by peer
norms and saturated with persuasive environmental content through social media [17,18].
Linking these perspectives, this study aims to illuminate how social media influences
sustainable purchase intention.

2.2. Social Media Usage

Social media offers interactive environments where users engage with sustainability-
related content, observe peer behaviors, and form beliefs through digital storytelling,
influencer endorsements, and visual campaigns [19,20]. Such platforms play an important
role in translating environmental awareness into behavioral intention by shaping values
and offering models for sustainable consumption. Prior studies demonstrate that exposure
to green messages on social media can increase environmental concern and willingness to
purchase eco-friendly products [4,21].

Nonetheless, the direct influence of social media usage on sustainable purchase inten-
tion has been debated. While some argue that exposure alone may not result in behavioral
change unless accompanied by motivation or social pressure [22], others highlight the
role of emotional resonance and repeated exposure in strengthening commitment [23]. In
this study, social media usage is conceptualized as a combination of active engagement
(e.g., sharing content) and passive exposure (e.g., viewing posts), both of which can shape
behavioral intention. Thus, we propose the following hypothesis:

H1: Social media usage positively influences sustainable purchase intention.

Social media not only informs but also amplifies social norms. Through likes, shares,
and influencer advocacy, these platforms signal what behaviors are socially desirable. The
“social proof” embedded in these signals fosters normative pressure, especially among
young adults who are sensitive to peer approval [24]. In collectivist-leaning societies like
Kuwait, such cues may exert stronger influence, creating environments in which sustainable
behaviors are more likely to be internalized and enacted [25,26].

Moreover, the convergence of digital identity and peer influence creates a context
where individuals model their values in line with perceived group expectations. Thus,
social media usage contributes to the construction and reinforcement of social influence
around sustainability. Therefore, the following hypothesis emerges:

H2: Social media usage positively influences social influence.

Social media enables both cognitive and affective processing of information—ideal
conditions for attitude formation. Through the central route, users may scrutinize
sustainability-related claims, such as a product’s environmental impact or supply chain
transparency. Through the peripheral route, attitudes may form based on visually appeal-
ing content, trusted influencers, or repeated exposure [13,27].

Studies have shown that exposure to environmentally themed content online leads to
more favorable evaluations of green products, particularly when messages are personally
relevant and credible [28,29]. Accordingly, regular social media engagement with sustain-
ability narratives is likely to strengthen pro-sustainability attitudes. Thus, we hypothesize:
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H3: Social media usage positively influences consumer sustainable purchase attitude.

2.3. Drive for Environmental Responsibility

Environmental responsibility reflects a person’s internalized sense of obligation to
act in ways that protect and preserve the natural environment. It is shaped by emotional
affinity toward nature [30], biospheric values [31], and self-identity alignment with pro-
environmental roles [32]. Individuals who perceive themselves as morally accountable for
environmental outcomes are more likely to engage in behaviors that are consistent with
this self-concept, such as supporting sustainable products [33].

In emerging economies like Kuwait, where regulatory mechanisms around sustainabil-
ity remain limited, environmental responsibility may operate as a critical internal driver
of sustainable consumption [34]. It serves not only to guide individual attitudes but also
to legitimize sustainability practices within one’s social circles. That is, individuals with
strong environmental responsibility are more likely to express and promote these values,
potentially influencing the behaviors and expectations of those around them. This aligns
with research suggesting that moral conviction often translates into advocacy, thereby
reinforcing perceived social norms [35].

Furthermore, those with a strong drive for environmental responsibility are more
receptive to sustainability messaging and tend to evaluate sustainable products more
favorably. Such individuals are also more likely to act on their attitudes, as their intention
is underpinned by value congruence and emotional commitment. Based on this reasoning,
we propose the following hypotheses:

H4: Drive for environmental responsibility positively influences consumer sustainable purchase attitude.

H5: Drive for environmental responsibility positively influences sustainable purchase intention.

H6: Drive for environmental responsibility positively influences social influence.

2.4. Consumer Attitudes and Sustainable Purchase Intention

Attitudes toward sustainable products reflect consumers’ evaluative judgments about
the desirability and utility of green alternatives. According to TPB, favorable attitudes
increase the likelihood of intention formation [11]. These attitudes are shaped by beliefs
about product quality, ethical value, and personal relevance [36–38].

While past studies have identified a gap between attitude and behavior, it is argued that in
value-congruent situations, such as when consumers identify as environmentally responsible,
attitudes are more predictive of intention [39,40]. This suggests that pro-sustainability attitudes,
when reinforced by internal responsibility or normative pressure, can significantly influence
intentions. Therefore, we are investigating the following hypothesis:

H7: Consumer sustainable purchase attitude positively influences sustainable purchase intention.

2.5. Social Influence and Sustainable Purchase Intention

Subjective norms, as conceptualized in TPB, refer to the perceived expectations of
significant others. In social media environments, these expectations are hyper-visible and
often shaped by influential figures, peers, and online communities [14]. When sustainability
is portrayed as a normative behavior, individuals are more likely to align their intentions
accordingly [41]. This effect may be particularly strong in transitional societies like Kuwait,
where traditional norms coexist with modern, digitally mediated influences. As such,
the perceived social acceptability of sustainable consumption may act as a critical bridge
between exposure and behavior. Thus, we seek to explore the following hypothesis:
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H8: Social influence positively influences sustainable purchase intention.

Figure 1 presents the hypothesized model.

Sustainability 2025, 17, x FOR PEER REVIEW 5 of 19 
 

As such, the perceived social acceptability of sustainable consumption may act as a critical 
bridge between exposure and behavior. Thus, we seek to explore the following hypothe-
sis: 

H8: Social influence positively influences sustainable purchase intention. 

Figure 1 presents the hypothesized model. 

 

Figure 1. Hypothesized model. 

3. Methodology 
3.1. Research Design 

This study adopted a cross-sectional quantitative research design, which is appropri-
ate for examining relationships among constructs at a single point in time [42,43]. While 
this approach does not allow for establishing causal inferences, it is widely accepted for 
identifying associative relationships and explaining behavioral patterns across population 
segments [44]. Given the aim of this research—to investigate how social media usage in-
fluences young adults’ attitudes and intentions toward sustainable products in Kuwait—
this design offers both feasibility and analytical robustness. 

A survey method was selected due to its efficiency in collecting standardized data 
from a relatively large and demographically diverse sample, which is essential for ena-
bling generalizability and valid statistical inference [45]. The survey instrument was struc-
tured to capture multiple latent constructs central to the theoretical framework. 

3.2. Sampling Strategy 

The target population comprised young adults aged 18 to 30 years living in Kuwait, 
a segment identified as both highly active on social media and increasingly responsive to 
environmental concerns [24,46]. According to national demographic estimates, this group 
represents approximately 900,000 individuals [47]. The required sample size was deter-
mined using Cochran’s formula for large populations: 𝑛 =  𝑍ଶ × 𝑝 × (1 − 𝑝)𝑒ଶ  

Assuming a 95% confidence level (Z = 1.96), an estimated population proportion of 
0.5, and a margin of error (e) of 3.7%, the target sample size was calculated to be 702 re-
spondents, which is well above the 200–400 minimum recommended for structural equa-
tion modelling [48]. Due to the absence of a comprehensive sampling frame, a non-

Figure 1. Hypothesized model.

3. Methodology
3.1. Research Design

This study adopted a cross-sectional quantitative research design, which is appropriate
for examining relationships among constructs at a single point in time [42,43]. While
this approach does not allow for establishing causal inferences, it is widely accepted for
identifying associative relationships and explaining behavioral patterns across population
segments [44]. Given the aim of this research—to investigate how social media usage
influences young adults’ attitudes and intentions toward sustainable products in Kuwait—
this design offers both feasibility and analytical robustness.

A survey method was selected due to its efficiency in collecting standardized data
from a relatively large and demographically diverse sample, which is essential for enabling
generalizability and valid statistical inference [45]. The survey instrument was structured
to capture multiple latent constructs central to the theoretical framework.

3.2. Sampling Strategy

The target population comprised young adults aged 18 to 30 years living in Kuwait,
a segment identified as both highly active on social media and increasingly responsive
to environmental concerns [24,46]. According to national demographic estimates, this
group represents approximately 900,000 individuals [47]. The required sample size was
determined using Cochran’s formula for large populations:

n =
Z2 × p × (1 − p)

e2

Assuming a 95% confidence level (Z = 1.96), an estimated population proportion
of 0.5, and a margin of error (e) of 3.7%, the target sample size was calculated to be
702 respondents, which is well above the 200–400 minimum recommended for struc-
tural equation modelling [48]. Due to the absence of a comprehensive sampling frame, a
non-probability sampling strategy was employed, combining convenience and snowball
sampling methods [49]. Initial respondents were drawn from academic institutions, youth
networks, and professional circles, after which they were encouraged to share the survey
within their social networks. While this approach introduces potential limitations in terms
of representativeness, it is widely accepted in behavioral studies where the sampling frame
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is diffuse. Efforts were made to ensure a degree of demographic variation to support
analytical generalizability. Given the non-probabilistic nature of our sampling, this study is
exploratory and seeks to identify emerging relationships among psychological and behav-
ioral constructs related to sustainable consumption among young Kuwaiti adults, rather
than making claims of generalizability to the national population.

3.3. Data Collection

Data were collected through an online survey distributed via Google Forms, targeting
popular social media channels in Kuwait, namely Instagram, Twitter (X), and WhatsApp.
This mode of distribution was selected to reflect the digital media consumption habits
of the target demographic and to support efficient data capture [50]. Participants were
provided with an information sheet and consent form at the beginning of the survey. The
form outlined the study’s purpose, data confidentiality procedures, and the voluntary
nature of participation. Only individuals who explicitly agreed to these terms were able to
proceed, in accordance with ethical guidelines for social research [42].

The instrument comprised 23 items measuring five core constructs: social media usage,
social influence, drive for environmental responsibility, consumer sustainable purchase
attitude, and sustainable purchase intention.

To ensure clarity and relevance in the Kuwaiti context, the instrument underwent
translation and back-translation between English and Arabic by two independent bilingual
experts [51]. An expert panel review was also conducted with five academics in marketing,
sustainability, and cross-cultural consumer behavior to confirm content validity. A pilot
study was carried out with 50 participants to evaluate reliability and item performance.
All subscales achieved Cronbach’s alpha values above 0.70, demonstrating acceptable
internal consistency. Specifically, social media usage (0.77), social influence (0.83), drive
for environmental responsibility (0.79), consumer sustainable purchase attitude (0.88), and
sustainable purchase intention (0.85).

3.4. Measures

The study employed validated measurement scales adapted from established liter-
ature to assess key constructs, with all items measured on a 7-point Likert scale ranging
from 1 = strongly disagree to 7 = strongly agree. Social media usage items were adapted
from Arora, Rana, and Prashar [46] and Hajli [19], capturing the role of online engage-
ment in influencing sustainable behavior. Subjective norms, as outlined in the Theory
of Planned Behavior, were operationalized through the social influence construct. This
was measured using items adapted from [11] and supported by empirical studies [14,46],
which assess perceptions of peer expectations, conformity pressures, and influence from
significant others regarding sustainable purchasing. Drive for environmental responsibility
items were adapted from works focusing on environmental self-identity and emotional
involvement with nature [30–33,52]. Attitude was operationalized as consumer sustainable
purchase attitude, measured using items adapted from Chan [36], Griskevicius, Griske-
vicius, Tybur and Van den Bergh [37], Mostafa Mostafa [39], and Roberts Roberts [53].
These items capture respondents’ evaluative judgments regarding the environmental value,
effectiveness, and personal significance of sustainable products. Lastly, sustainable pur-
chase intention items were adapted from Chan [36], D’souza, et al. [54], Kumar Kumar and
Ghodeswar [55], and Nguyen Nguyen, et al. [56], reflecting deliberate and informed choices
toward environmentally friendly products. All measures are available in Appendix A.

3.5. Data Analysis

Data analysis was conducted in two stages. First, confirmatory factor analysis (CFA)
was employed to assess the measurement model. The goal was to verify convergent and
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discriminant validity among the latent constructs. Key fit indices, such as the comparative
fit index (CFI), root mean square error of approximation (RMSEA), and standardized root
mean square residual (SRMR), were evaluated using recommended thresholds [48].

Second, structural equation modeling (SEM) was used to test the hypothesized relation-
ships between constructs [57,58]. SEM is particularly well-suited for complex behavioral
models as it simultaneously accounts for measurement error and estimates direct and
indirect relationships among variables [59]. All analyses were conducted using SPSS 28 for
preliminary statistics and AMOS 26 for model estimation and path analysis.

4. Results and Analysis
Table 1 represents the demographic characteristics of the respondents, highlighting

key attributes such as gender, age, occupation, and nationality. The sample consists of
702 respondents, with a slight majority being male (56.7%) and the rest female (43.3%). The
largest age group falls within the 24–26 years range (43%), followed by 18–20 years (29.8%)
and 21–23 years (27.2%), reflecting a predominantly young adult population. Occupation-wise,
more than half of the respondents are employees (57.8%), while 42.2% are students, suggesting
diversity in professional engagement. In the context of nationality, Kuwaiti nationals make up
the majority (59%), with non-Kuwaitis comprising 41%. This demographic composition is
critical for understanding the context of the study, as variations in gender, age, occupation, or
nationality may influence responses and the generalizability of our findings.

Table 1. Demographic characteristics of respondents.

Characteristics Frequency
(n)

Percentage
(n%)

Gender
Male
Female
Total

398
304
702

56.7
43.3
100

Age

18–20 years
21–23 years
24–26 years
Total

209
191
302
702

29.8
27.2
43.0
100

Occupation
Employee
Student
Total

406
296
702

57.8
42.2
100

Nationality
Kuwaiti
Non-Kuwaiti
Total

414
288
702

59.0
41.0
100

The most common social media channels used by the participants, as indicated on the
survey: Instagram was the most commonly used platform, well ahead of Snapchat, and
Twitter. Facebook and LinkedIn were less popular. By doing so, we utilize the platform-
specific understanding to better understand the effects of exposure to social media on
attitudes towards sustainable products.

Table 2 displays the descriptive analysis for five factors, such as social media usage
(SMU), social influence (SI), drive for environmental responsibility (DFER), consumer
sustainable purchase attitude (CSPA), and sustainable purchase intention (SPI), segmented
by gender, occupation, and nationality, which were obtained by the statistical package for
social science (SPSS). Composite scores for each construct were calculated by averaging
the responses across their respective Likert-scale items. These composite values were
used for the descriptive analysis and reporting of means and standard deviations in
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Table 2. Across all factors, variations are observed based on these demographic groups.
Female employees (both Kuwaiti and Non-Kuwaiti) tend to score slightly higher on social
media usage (mean ± SD: 3.16 ± 0.69 and 3.03 ± 0.54, respectively) compared to male
employees, while male employees show slightly higher scores for SPI among Non-Kuwaitis
(mean ± SD: 3.05 ± 0.73). Female students, especially Kuwaiti, display higher means for
SMU (3.13 ± 0.66) and SI (3.16 ± 0.70). Interestingly, male students (Non-Kuwaiti) show
a higher DFER (3.14 ± 0.70) and consumer sustainable purchase attitude (3.17 ± 0.73).
These findings highlight differences in sustainable behavior and attitudes influenced by
gender, occupation, and nationality, offering valuable insights for targeted strategies in
sustainability-related interventions.

Table 2. Descriptive statistics of five factors by gender, occupation, and nationality.

Factors
Social Media

Usage Social Influence
Drive for

Environmental
Responsibility

Consumer
Sustainable

Purchase Attitude

Sustainable
Purchase
Intention

Mean ± SD Mean ± SD Mean ± SD Mean ± SD Mean ± SD

Female Employee
Kuwaiti
Non-Kuwaiti

3.16 ± 0.69 3.07 ± 0.67 3.06 ± 0.76 3.07 ± 0.8 3.12 ± 0.70
3.03 ± 0.54 3.00 ± 0.78 3.09 ± 0.59 2.88 ± 0.71 3.01 ± 0.65

Female Student
Kuwait
Non-Kuwaiti

3.13 ± 0.66 3.03 ± 0.80 3.16 ± 0.70 3.07 ± 0.90 3.06 ± 0.75
2.89 ± 0.57 3.07 ± 0.63 3.09 ± 0.57 3.03 ± 0.7 2.99 ± 0.67

Male Employee
Kuwaiti
Non-Kuwaiti

3.01 ± 0.79 2.98 ± 0.82 3.05 ± 0.81 3.04 ± 0.82 3.01 ± 0.82
3.12 ± 0.61 3.08 ± 0.69 3.03 ± 0.66 3.05 ± 0.73 2.96 ± 0.70

Male Student
Kuwaiti
Non-Kuwaiti

3.02 ± 0.66 2.91 ± 0.73 2.91 ± 0.67 3.02 ± 0.73 2.98 ± 0.84
2.92 ± 0.60 3.14 ± 0.70 3.05 ± 0.57 3.17 ± 0.73 2.90 ± 0.81

Preliminary diagnostics were conducted in SPSS prior to SEM estimation. Skewness
and kurtosis values were within ±2, indicating acceptable univariate normality, and the
large sample size supports approximate normality based on the Central Limit Theorem.
VIF values were below 3, suggesting no multicollinearity concerns. Mahalanobis distance
revealed no significant multivariate outliers.

In order to obtain the relationship between factors, we performed the Pearson’s
correlation analysis between five factors: social media usage, social influence, drive for
environmental responsibility, consumer sustainable purchase attitude, and sustainable
purchase intention, as shown in Table 3. All correlations are statistically significant at the
0.01 level, indicating meaningful relationships among the factors. The strongest correla-
tion is observed between social media usage and drive for environmental responsibility
(r = 0.297), suggesting that increased engagement with social media is closely associated
with a higher drive for environmental responsibility. Social influence also shows moderate
correlations with drive for environmental responsibility (r = 0.224) and consumer sustain-
able purchase attitude (r = 0.259). Meanwhile, sustainable purchase intention is moderately
correlated with social media usage (r = 0.232) and Drive for environmental responsibility
(r = 0.220), emphasizing their role in shaping sustainable purchasing behavior. Overall,
the data confirm the interconnectedness of these factors in promoting sustainable practices
and attitudes.
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Table 3. Cross-correlation between five factors.

Pearson’s Correlation Between Factors 1 2 3 4 5

1-Social media usage 1 0.205 ** 0.297 ** 0.206 ** 0.232 **

2-Social influence 0.205 ** 1 0.224 ** 0.259 ** 0.191 **

3-Drive for environmental responsibility 0.297 ** 0.224 ** 1 0.251 ** 0.220 **

4-Consumer sustainable purchase attitude 0.206 ** 0.259 ** 0.251 ** 1 0.157 **

5-Sustainable purchase intention 0.232 ** 0.191 ** 0.220 ** 0.157 ** 1
** Correlation is significant at the 0.01 level (two-tailed).

4.1. Confirmatory Factor Analysis

The confirmatory factor analysis (CFA) model obtained using AMOS was employed to
validate the relationships between the observed variables (indicators) and their respective
latent factors: social influence, drive for environmental responsibility, sustainable purchase
intention, consumer sustainable purchase attitude, and social media usage. CFA is a critical
step in estimating the measurement model in order to test a priori hypotheses regarding
the relations between observed and latent variables. Large values of the t-test confirm that
factor loadings in the CFA model are significant (p < 0.001). These high loadings indicate
that the relationship between each observed indicator and its respective factor is both
strong and positive. Table 4 represents the factor loadings from the estimated CFA model
for five key factors. The estimated CFA model network is also shown in Figure 2.

Table 4. Loading of the estimated CFA model.

Factors Indicators Estimate S.E. t-Test p-Value

Social influence

SI4 0.807 0.200 4.031 ***
SI3 0.746 0.193 3.876 ***
SI2 1.000
SI1 0.711 0.195 3.651 ***

Drive for environmental responsibility

DFER5 0.827 0.212 3.900 ***
DFER4 0.942 0.227 4.144 ***
DFER3 1.000
DFER2 0.815 0.214 3.813 ***
DFER1 0.850 0.216 3.944 ***

Sustainable purchase intention

SPI1 1.000
SPI2 0.851 0.241 3.533 ***
SPI3 0.781 0.233 3.352 ***
SPI4 0.908 0.244 3.717 ***

Consumer sustainable purchase attitude

CSPR1 0.856 0.211 4.056 ***
CSPR2 0.957 0.222 4.314 ***
CSPR3 1.000
CSPR4 0.705 0.197 3.580 ***

Social media usage

SMU6 0.896 0.228 3.933 ***
SMU5 0.738 0.209 3.534 ***
SMU4 0.780 0.244 4.195 ***
SMU3 1.000
SMU2 0.940 0.234 4.020 ***
SMU1 1.012 0.243 4.165 ***

*** Correlation is significant at the 0.1 level (two-tailed).
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Table 5 displays the fit indices for the CFA fitted model, offering a comprehensive
evaluation of how well the model represents the data. The CMIN value of 260.432, along
with DF (219), reflects the overall fit, although the chi-square statistic is generally interpreted
alongside other indices. The χ2/df = 1.189, which is within the excellent range of 1 to 3,
suggests a strong model fit. The comparative fit index (CFI), at 0.902, is deemed acceptable
since it is above the threshold of 0.95, though a value greater than 0.95 would indicate an
even better fit. The standardized root mean square residual (SRMR) value of 0.035 and root
mean square error of approximation (RMSEA) of 0.016 both fall well below their respective
thresholds (0.08 and 0.06), indicating an excellent fit of the model to the data. Lastly, the
PClose value of 1.000 is ideal, indicating that the model’s fit is highly probable. Overall,
these indices collectively suggest that the CFA model fits the data well, with most measures
indicating an excellent or acceptable fit [48].

Table 5. CFA model fit measures.

Measure Estimate Threshold Interpretation

CMIN 260.432 -- --
DF 219.000 -- --

CMIN/DF 1.189 Between 1 and 3 Excellent
CFI 0.902 >0.95 Acceptable

SRMR 0.035 <0.08 Excellent
RMSEA 0.016 <0.06 Excellent
PClose 1.000 >0.05 Excellent
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4.2. Hypotheses Test Results

To examine the relationships proposed in the conceptual model, SEM was conducted.
Table 6 summarizes the estimated path coefficients, standard errors, t-values, and signifi-
cance levels for each hypothesized relationship.

Table 6. Estimated paths of the SEM model.

Outcome
Variables Predictor Variables Estimate S.E. t-Test p-Value Hypotheses Outcome

Social influence
Social media usage 0.114 0.027 4.184 *** H2 Supported
Drive for environmental
responsibility 0.186 0.032 5.748 *** H6 Supported

Consumer
sustainable
purchase attitude

Drive for environmental
responsibility 0.111 0.028 3.986 *** H4 Supported

Social media usage 0.154 0.031 4.906 *** H3 Supported

Sustainable
purchase intention

Social influence 0.114 0.038 3.035 0.002 H8 Supported
Consumer sustainable
purchase attitude 0.061 0.037 1.659 0.097 H7 Rejected

Social media usage 0.117 0.028 4.247 *** H1 Supported
Drive for environmental
responsibility 0.114 0.027 4.184 *** H5 Supported

Note: Level of significance *** p < 0.001.

H1: Social media usage was found to significantly influence sustainable purchase
intention (β = 0.117, t = 4.247, p < 0.001), supporting the hypothesis.

H2: Social influence had a significant positive effect on social media usage (β = 0.114,
t = 4.184, p < 0.001), providing support for H2.

H3: Social media usage positively influenced consumer sustainable purchase attitude
(β = 0.154, t = 4.906, p < 0.001), supporting H3.

H4: Drive for environmental responsibility significantly influenced consumer sustain-
able purchase attitude (β = 0.111, t = 3.986, p < 0.001), thus H4 is supported.

H5: Drive for environmental responsibility also had a significant effect on sustainable
purchase intention (β = 0.114, t = 4.184, p < 0.001), confirming H5.

H6: A strong positive relationship was observed between social influence and drive
for environmental responsibility (β = 0.186, t = 5.748, p < 0.001), supporting H6.

H7: The relationship between consumer sustainable purchase attitude and sustainable
purchase intention was not statistically significant (β = 0.061, t = 1.659, p = 0.097), hence H7
is not supported.

H8: Social influence significantly predicted sustainable purchase intention (β = 0.114,
t = 3.035, p = 0.002), supporting H8.

5. Discussion
The results confirm that social media usage has a direct and significant impact on

sustainable purchase intention (H1). This supports prior literature suggesting that digital
exposure to sustainability messaging, whether processed through central (analytical) or
peripheral (emotional or heuristic) routes, can drive behavioral intention [4,13,23]. So-
cial media thus serves as a key informational and motivational environment for young
consumers navigating environmental choices.

In addition, the study provides robust support for H2, showing that social media
usage positively influences social influence. This finding highlights how online interactions
not only inform individual values but also amplify perceived social norms through peer
content, influencer engagement, and visible endorsement behaviors, such as likes and
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shares [22,24]. The result is particularly salient in collectivist-oriented societies like Kuwait,
where youth are often attuned to peer approval and community expectations [26].

Moreover, H3 is also supported, indicating that social media usage significantly
enhances consumer sustainable purchase attitude. This aligns with the ELM’s proposi-
tion that both deep cognitive elaboration (e.g., analyzing sustainability messages) and
peripheral cues (e.g., source credibility, repetition, and aesthetic appeal) can influence
attitude formation [16,27]. As young adults in Kuwait increasingly engage with sustain-
ability content online, these findings affirm the potential of digital platforms to shape
pro-environmental evaluations even in traditionally consumerist contexts.

The construct drive for environmental responsibility was found to significantly influ-
ence consumer sustainable purchase attitude (H4), sustainable purchase intention (H5), and
social influence (H6). These findings highlight the argument that internalized moral respon-
sibility, rooted in biospheric values and environmental self-identity, plays a crucial role in
fostering both personal and social outcomes [31–33]. The results are especially relevant in
Kuwait, where external sustainability incentives are limited, and internal motivations must
compensate for structural deficiencies in environmental policy and infrastructure [34].

Importantly, the significant relationship between environmental responsibility and
social influence (H6) highlights how personal values do not remain isolated but instead
extend into social systems. Environmentally responsible individuals may act as opinion
leaders, diffusing sustainability norms through digital platforms and interpersonal net-
works. This social spillover effect offers important implications for sustainability advocacy
and campaign design in Kuwait and similar transitional economies.

Contrary to TPB predictions, consumer sustainable purchase attitude did not significantly
predict purchase intention (H7). This non-significant finding draws attention to the widely
discussed attitude–behavior gap in sustainable consumption literature [39,40]. While young
adults may evaluate green products favorably, several contextual factors—such as product
availability, perceived cost, or lack of institutional reinforcement—may hinder the translation
of attitude into behavioral intent. This outcome also signals that in the Kuwaiti context,
attitudinal approval alone is insufficient to generate action, especially when the behavior
requires additional effort, cost, or deviation from social norms. Instead, internal responsibility
and perceived social influence appear to be stronger predictors of intention, calling for more
nuanced modeling of mediating and moderating factors in future studies.

The final supported hypothesis, H8, confirms that social influence significantly predicts
sustainable purchase intention. This is consistent with TPB’s emphasis on subjective norms
as a key determinant of behavioral intention [11] and is further magnified in the context of
digital platforms where social cues are highly visible and rapidly diffused [14,41].

Given the collectivist leanings and high social media penetration among Kuwaiti
youth, this finding suggests that digital social environments serve not only as channels for
personal expression but also as platforms for value alignment and behavioral conformity.
The implication is that sustainability campaigns in such settings may be more effective
when they leverage social endorsement strategies, such as influencer partnerships or peer
advocacy mechanisms, rather than relying solely on informational appeals.

6. Theoretical Contribution
This study offers several key theoretical contributions to the fields of sustainable

consumption, digital persuasion, and behavioral theory, particularly by integrating the
Theory of Planned Behavior (TPB) and the Elaboration Likelihood Model (ELM) in a
culturally specific, digitally active context—young adults in Kuwait.

First, this study extends the application of the TPB [11] to a non-Western, oil-reliant
context where pro-environmental policy enforcement is relatively weak. While TPB has
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been widely validated across Western and Asian economies [14], its relevance in the
Gulf region remains empirically underexplored. The finding that social influence and
environmental responsibility significantly predict sustainable purchase intention confirms
the model’s robustness across cultures. Notably, the stronger predictive power of subjective
norms over attitudes in this study suggests that normative pressures may be particularly
influential in collectivist or transitional societies [41], supporting cross-cultural adaptations
of TPB.

Second, this study advances theoretical understanding of the persistent attitude–
behavior gap [60,61]. Although TPB assumes that favorable attitudes toward a behavior
will predict intention, this study found no significant relationship between consumer
sustainable purchase attitude and purchase intention. This contradiction highlights the
importance of incorporating contextual moderators, such as cost, availability, or policy
support, when applying TPB in emerging economies [40]. The findings emphasize the need
to move beyond linear models and adopt context-sensitive frameworks that account for
structural and motivational constraints.

Third, this study contributes to theory by integrating the Elaboration Likelihood
Model [13] to explain how social media influences pro-environmental attitudes and inten-
tions. The ELM’s central and peripheral processing routes [12,15] offer a more understand-
ing of how individuals process persuasive sustainability messages online. The finding that
social media usage significantly influences both attitudes and normative perceptions high-
lights the power of digital content to engage both analytical (central) and emotional/social
(peripheral) pathways in shaping consumer intentions [16,27]. This dual-route perspec-
tive enriches the literature on digital environmental communication, where theoretical
integration has been limited.

Fourth, the study enhances conceptualizations of environmental responsibility by
positioning it as a dual-path construct: it affects individual-level cognition (attitudes) and
also reinforces group-level perceptions (social norms). Prior research has treated environ-
mental responsibility as a personal value or internalized moral norm [31,32]. However,
this study demonstrates that individuals with stronger environmental convictions can
influence peer perceptions and thus indirectly shape broader behavioral intentions [35].
This dual influence complements the TPB by introducing a social diffusion mechanism for
value-driven behavior.

Finally, the study contributes to the intersection of sustainability and digital engage-
ment by proposing a theoretically integrated model that explains how social media ex-
posure shapes sustainable behavioral intentions. While prior research has addressed the
informational role of social media [19,22], this study explicitly models the psychological
processes (e.g., attitudes, norms, responsibility) through which digital exposure leads to
pro-environmental intentions. The integration of ELM and TPB, supported by empirical
evidence from a Gulf state, offers a comprehensive framework for future studies aiming to
explore sustainability behavior in digitally saturated, culturally distinct environments.

Moreover, the applicability of this integrated TPB–ELM framework extends beyond
Kuwait. The model offers a theoretically grounded lens through which to understand
sustainable consumption dynamics in other non-Western or transitional economies where
social influence, moral responsibility, and digital exposure are similarly salient. In contexts
marked by collectivist cultural orientations and increasing digital connectivity—such as
other Gulf states, Southeast Asian nations, or emerging African economies—the strong
influence of normative and internalized motivational constructs observed in this study
may be particularly pronounced [62–64]. This highlights the potential for broader cross-
cultural adaptation of the model and contributes to the development of context-sensitive
approaches to sustainability behavior research [65].
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7. Managerial Implications
The findings of this study offer valuable insights for marketing professionals, sus-

tainability managers, and policymakers seeking to encourage pro-environmental behavior
among digitally active youth segments. Given that social media usage significantly in-
fluences both sustainable purchase intention and attitudes toward sustainable products,
marketers should position social media platforms not merely as promotional tools, but as
strategic vehicles for sustainability communication. Brands targeting younger consumers
in Kuwait and similar contexts should prioritize content formats that encourage both
central and peripheral processing, such as short-form educational videos, influencer-led
narratives, interactive polls, and visually engaging infographics. These formats can stimu-
late both rational evaluation and emotional resonance, leading to stronger attitudinal and
behavioral responses.

The significant effects of social media usage on social influence and social influence
on sustainable purchase intention highlight the importance of peer endorsement and com-
munity norms. Organizations should identify and collaborate with local micro-influencers
and digitally active sustainability advocates who are trusted within youth networks. User-
generated content, social proof (e.g., testimonials, reviews, “X people like this product”),
and cause-driven hashtags can reinforce subjective norms and create an impression of
widespread adoption of green products.

The results indicate that environmental responsibility drives both attitudes and social
influence. Brands and non-profits should actively engage consumers who demonstrate
strong environmental values and empower them to act as peer educators and commu-
nity role models. Initiatives such as referral campaigns, sustainability ambassador pro-
grams, and co-created storytelling can convert these environmentally responsible individ-
uals into effective word-of-mouth channels, thereby expanding the reach and credibility
of green messaging.

The study finds that attitude alone does not significantly predict intention, highlighting
a well-documented attitude–behavior gap. To overcome this, companies must go beyond
awareness campaigns and lower behavioral barriers by ensuring that sustainable products
are accessible, competitively priced, and easy to identify. Retailers can highlight green
products using distinct shelf labels or app filters, while e-commerce platforms can offer
filters or incentives (e.g., eco points or discounts) that simplify sustainable choices.

The findings reaffirm the salience of social influence in behavior formation within
Kuwait, a society where peer norms, family expectations, and reputation considerations
hold cultural weight. Sustainability campaigns must be culturally congruent, emphasizing
shared responsibility, community benefit, and Islamic environmental ethics where appro-
priate. Rather than framing green behavior solely in terms of global impact, marketers
should also emphasize its local relevance, such as preserving Kuwait’s future, protecting
its water resources, or reducing household waste.

Policymakers can use these insights to design more digitally integrated awareness cam-
paigns and engage in public–private partnerships that promote sustainable consumption.
Ministries of Youth, Environment, and Commerce can co-create content with private brands,
support green influencer training programs, and integrate sustainability into national edu-
cational platforms. Further, supporting digital literacy and media credibility assessments
may improve how citizens interpret sustainability messages on social platforms.

8. Limitations
While this study provides valuable theoretical and practical insights into the role of

social media in shaping sustainable consumption among young adults in Kuwait, several
limitations must be acknowledged. These limitations also open avenues for further research.



Sustainability 2025, 17, 4442 15 of 19

The study employed a cross-sectional survey design, which limits the ability to infer
causality among variables. While structural equation modeling (SEM) allowed for testing
directional relationships within the hypothesized model, the temporal sequencing of effects,
such as whether exposure to sustainability content leads to intention formation over time,
cannot be confirmed. Longitudinal designs in future studies would offer a more robust
framework to examine causal pathways and behavioral change over time [43].

The use of non-probability sampling methods (convenience and snowball sampling)
limits the generalizability of the findings beyond the study sample. Although efforts were
made to include diverse participants in terms of gender, nationality, and occupation, the
sample may not fully represent the broader young adult population in Kuwait. Future
studies should consider stratified or random sampling techniques to enhance external
validity and include underrepresented demographic segments such as rural populations or
those with limited internet access.

The reliance on self-reported measures introduces potential biases, including social de-
sirability bias and recall inaccuracies. Respondents may overstate their pro-environmental
attitudes or intentions due to the perceived social approval associated with sustainable
behavior. Incorporating behavioral tracking data, such as online engagement metrics or
actual purchasing patterns, could enhance the validity of future findings.

Although the study integrates core constructs from the Theory of Planned Behavior, it
omits one key variable—perceived behavioral control (PBC)—which has been shown to
play a crucial role in bridging the intention–behavior gap [11]. Including PBC in future
models could help capture barriers (e.g., cost, accessibility, time constraints) that influence
whether a favorable attitude or normative belief results in action. Similarly, emotional
variables such as pride, guilt, or eco-anxiety may offer additional explanatory power.

This study was conducted within the specific cultural and socioeconomic context of
Kuwait, a high-income, oil-based economy with a rapidly modernizing youth demographic.
While this context presents unique insights, caution must be exercised in generalizing the
findings to other regions. Comparative cross-national studies across Gulf states, or between
Arab and non-Arab markets, could illuminate how cultural values and digital behaviors
interact to influence sustainable consumption.
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Appendix A
Scale items used in the study

1. Social media usage, adapted from [19,46].
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- My engagement on social media influences my green products purchase behaviour;
- I see social media to search for information about green products;
- Expressing my opinion about green products that I am thinking about buying is

very easy via social media;
- Contents about green products on social media are trustworthy;
- Contents about green products on social media are credible;
- I gain feedback on green production through environmental information on

social media.

2. Social influence, adapted from [11,14,46].

- Most of the people who are important to me support my purchases of green products;
- Those who, I think, are valuable to me would prefer me to buy green products;
- If I purchase green products, people who are important to me will also do so;
- I would like to share information from social media about green products with

my friends.

3. Drive for environmental responsibility, adapted from [30–33,52].

- Supporting environmental protection makes me feel like an environmentally
responsible person;

- I should be responsible for protecting our environment;
- Environmental protection starts with me;
- I would say I am emotionally involved in environmental protection issues;
- Supporting environmental protection makes me special.

4. Consumer Sustainable purchase attitude, adapted from [36,37,39,53].

- I believe that sustainable purchasing by me will help in reducing pollution and
help in improving the environment;

- I believe that sustainable purchasing by me will help in reducing wasteful use of
natural resources;

- I believe that sustainable purchasing by me will help in conserving natural resources;
- I feel good about myself when I am involved in sustainable purchasing.

5. Sustainable Purchase intention, adapted from [36,54–56].

- When shopping, I deliberately check products for environmentally harmful ingredients;
- When shopping, I deliberately choose products with environmentally

friendly packaging;
- I’ll prefer to buy sustainable products even if they are expansive than others;
- While purchasing, I see environmental and fair-trade labels before buying

the products.
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