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PREFACE 

 

 

The integration of Environmental, Social, and Governance (ESG) initiatives is crucial for 

businesses seeking to build consumer trust and drive sustainable growth. ESG-focused 

companies not only contribute to environmental and social well-being but also foster stronger 

connections with consumers, ultimately leading to increased purchase intentions. Studies 

highlight that incorporating ESG elements enhances green trust, which is critical in influencing 

consumer decisions. However, recent years have shown an increase in skepticism about 

corporate sustainability claims due to instances of greenwashing, making consumers more 

cautious in their purchasing behavior. Recognizing the importance of ESG-driven trust 

emphasizes the need to determine the factors that can reinforce consumer confidence and 

loyalty. Additionally, the growing demand for green products and rising environmental 

consciousness present a competitive landscape, compelling companies to adopt genuine and 

impactful ESG practices that differentiate them in the market. 
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ABSTRACT 

 

Environmental, Social, and Governance (ESG) initiatives are critical determinants of consumer 

purchase intentions, particularly in the context of green products. With the rising global and 

local emphasis on sustainability, it is imperative for companies to implement robust ESG 

strategies to stand out in the competitive market and foster consumer trust. The purpose of this 

research is to investigate the impact of ESG components such as environmental, social, and 

governance on green trust and their influence on consumer purchase intentions. An online 

survey using a structured questionnaire was distributed to 260 Malaysian consumers familiar 

with green products. The data were analyzed using the Statistical Package for Social Sciences 

(SPSS) version 30 Results indicate a positive relationship between all three ESG components 

and green trust, which in turn significantly impacts purchase intentions. Additionally, the 

mediating role of Green Trust was tested using the Sobel test, and the results show a positive 

and significant relationship between ESG components and consumer purchase intentions. The 

implications of the study were discussed for the public, companies, and governance, providing 

insights into practical implications and theoretical implications. The research also addressed its 

limitations and provided recommendations for future studies to enhance and expand upon the 

findings when researching the same topic. 

 

Keywords: ESG, environmental, social, governance, green trust, consumer purchase intentions 
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CHAPTER 1: RESEARCH OVERVIEW 

 

 

1.0 Introduction 

 

Chapter One offers a comprehensive overview of the research background, outlining the 

problem statements that establish the foundation for this study. It then defines the research 

objectives and questions, providing clarity on the study's goals. Lastly, the chapter 

emphasizes the importance of the research, showcasing its potential contributions. 

 

 

1.1 Research Background 

 

This study aims to empirically examine the influence of Environmental, Social, and 

Governance (ESG) initiatives on consumer purchase intentions and the adoption of green 

products. This study offers a comprehensive insight into how different components of ESG 

initiatives influence both the trust in green products (Green Trust) and the subsequent 

purchase intentions of consumers.  

 

Environmental, Social, and Governance (ESG) principles are increasingly central to corporate 

strategies, indicating a move toward more sustainable and ethical business practices. These 

principles focus on reducing environmental impact, improving social equity, and enhancing 

governance and accountability within organizations (Muigua, 2022). As consumers and 

investors become more environmentally conscious, companies are prioritizing ESG metrics 

not only to comply with regulations but also to improve their market competitiveness (Sood 

et al., 2022).  

 

There is a notable connection between ESG initiatives and consumer behavior, especially in 

relation to the purchase of green products. A heightened awareness of environmental and 
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social issues has spurred a growing interest among consumers to support brands with strong 

ESG commitments. Such behaviors are increasingly influencing consumer purchase 

intentions toward products that are environmentally friendly and ethically produced 

(Shapsugova, 2023). 

 

As an indicator of growing consumer interest, Google searches for ESG-related terms have 

surged dramatically, increasing more than twentyfold in South Korea and over thirtyfold in 

Indonesia in the past five years (Lightowler et al., 2022). Additionally, Lightowler et al. 

(2022) highlight that consumer across Asia-Pacific, Europe, and the United States place 

significant importance on environmental sustainability when making purchasing decisions. 

 

 

Figure 1.1: Comparative importance of key purchasing criteria between Asia-Pacific and 

Western countries (2022). 

 

 

 

Source: Bain Asia-Pacific Environmental, Social and Corporate Governance Survey, January 

2022. 

 

The graph offers a detailed comparison of the relative significance of different purchasing 

criteria among consumers in the Asia-Pacific, European, and US regions. In the Asia-Pacific 
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region, consumers prioritize health at 81%, quality at 71%, and environmental impact at 51% 

as their top three purchasing criteria, demonstrating a strong inclination towards products that 

promote well-being, high standards, and sustainability. European consumers similarly place 

high value on quality at 72%, but rank health at 68% slightly lower, with cost-effectiveness at 

56% as their third priority, showing a balanced consideration for premium products that also 

offer good value. US consumers prioritize health at 79% the most, followed closely by 

quality at 68% and cost-effectiveness at 63%, indicating a strong preference for products that 

ensure personal and family health while also providing good value. Among these, the Asia-

Pacific consumers show the most significant concern for environmental aspects, suggesting a 

region where products with strong ESG (Environmental, Social, Governance) credentials are 

likely to be especially favored, aligning with global trends towards sustainability (Lightowler 

et al., 2022). 

 

From these results, these are the top priorities across all regions, with health being the most 

important for Asia-Pacific and US consumers, and quality leading in Europe. This emphasis 

suggests a strong consumer preference for products that directly affect personal and family 

well-being or are perceived as superior in quality. Moreover, the environmental impact, 

termed “is good for the planet”, ranks third and fourth across all regions, reflecting a 

significant, albeit secondary, consideration for consumers. This highlights a growing trend 

where environmental aspects of ESG are becoming more influential in consumer choices but 

still rank below personal health and product quality. Furthermore, while less prioritized 

overall, social criteria, which focus on how companies treat their employees and suppliers, 

still hold some relevance, particularly in Europe where it is slightly more important at 33% 

compared to the US at 17% and Asia-Pacific at 26%. This indicates a somewhat greater 

consideration for corporate social responsibility in European markets, potentially due to 

higher visibility of social issues or stronger regulatory and cultural pressures in these regions. 

 

Besides, another impact of consumer purchase intentions is that feeling the effects of 

environmental issues can trigger sustainable purchasing behaviors.  

 

 

Figure 1.2: Drivers of Sustainable Purchasing Decisions (2022). 
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Source: Bain Asia-Pacific Environmental, Social and Corporate Governance Survey, January 

2022. 

 

The graph illustrates a detailed breakdown of the key factors that drive individuals to begin 

purchasing sustainable products. The most influential prompt, as shown, is the personal 

impact of environmental issues like floods and pollution, with 5,852 responses indicating this 

as a key driver.  

 

The noticeable effects of environmental challenges in rapidly expanding markets underscores 

the reality of these threats. These regions experience pollution levels that are on average 2.5 

times higher than those in mature markets, with the highest figures recorded in India and 

China. Additionally, fast-growing markets face a natural disaster risk index that is twice as 

high as that of mature markets. Additionally, seven of the fifteen markets most impacted by 

poorly managed plastic pollution are rapidly growing Asian economies, such as China, 

Indonesia, the Philippines, Vietnam, Thailand, Malaysia, and India. Despite these challenges, 

half of these fast-growing markets have achieved parity with developed markets regarding 

water quality and sanitation (Lightowler et al., 2022). 
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Besides that, according to Lightowler et al. (2022), in nearly every country, consumers 

anticipate that brand owners, in conjunction with governments, will spearhead efforts towards 

sustainability.  

 

 

Figure 1.3: Percentage of respondents identifying one of four sectors as primarily responsible 

for aiding consumers in purchasing sustainable products (2022). 

 

 

 

Source: Bain Asia-Pacific Environmental, Social and Corporate Governance Survey, January 

2022. 

 

The graph highlights that both brands and governments are viewed as primary drivers for 

promoting sustainable consumer shopping, with brands being seen as more responsible in 4 

out of 11 countries surveyed. This underscores a significant expectation for corporate 

leadership in sustainability. In addition, with government viewed as key contributors in 

Malaysia at 40%, China at 37%, Indonesia and Singapore, each at 35%. These figures reflect 

a belief that regulatory frameworks and policies significantly impact sustainable consumer 

behaviors. Moreover, in India where 30% of respondents feel retailers are crucial. This 

emphasizes the role of retailers in providing sustainable options and information to 

consumers. Furthermore, In Thailand, 23% of respondents believe that the primary 
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responsibility lies with consumers themselves, suggesting a recognition of the power of 

individual choices in driving sustainability (Lightowler et al., 2022). 

 

Building on this regional perspective, in Malaysia, there is a particularly strong expectation 

for the government to lead in sustainability initiatives. Notably, 40% of respondents in 

Malaysia indicate that the government should assume primary responsibility. This is the 

highest percentage among the countries listed for government responsibility, underscoring a 

strong belief in governmental leadership in sustainability efforts within Malaysia. This data 

highlights Malaysian public showing a notable reliance on governmental initiatives over 

other sectors.  

 

Furthermore, Lightowler et al., (2022) to show the overview captures the current landscape of 

consumer behavior towards sustainability in Malaysia, providing key insights into their 

purchasing habits and preferences. 

 

 

Figure 1.4: Consumer Behavior Related to Sustainability in Malaysia (2022). 
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Source: Bain Asia-Pacific Environmental, Social and Corporate Governance Survey, January 

2022. 

 

The infographic provides sustainable consumer behaviors in Malaysia, revealing that 48% of 

respondents have started purchasing sustainable products within the last two years, although 

only 9% prioritize environmental and social benefits as their top purchasing criteria. The 

majority (58%) place a higher value on health benefits as their primary purchasing driver. 

Despite this, a significant 93% are willing to invest more in sustainable products, and 38% 

intend to increase their spending on such items in the future. This data not only underscores a 

growing trend towards sustainability among Malaysian consumers but also highlights the 

primary motivations and potential areas for increased consumer education and marketing 

efforts to further integrate ESG considerations into purchasing decisions (Lightowler et al., 

2022). 

 

This study primarily focuses on the Asia-Pacific region, with a particular emphasis on 

Malaysia. The Asia-Pacific region is chosen due to its significant and varied consumer 

responses to ESG initiatives, which present a unique opportunity to explore regional 

differences in ESG impact. Within this broader context, Malaysia represents a critical case 

study due to its high consumer responsiveness to governmental leadership in sustainability 

efforts and its rapidly growing market for green products. By narrowing the focus to 

Malaysia, this research aims to provide detailed insights into how specific local ESG policies 

and corporate practices influence consumer purchase intentions, offering a nuanced 

understanding of regional ESG dynamics. 

 

This study, “The Impact of ESG Initiatives on Green Products and Consumer Purchase 

Intentions”, seeks to explore the relationship between ESG initiatives and consumer 

behaviors specifically within the Malaysian context. By synthesizing empirical data with 

theoretical frameworks, it evaluates how environmental, social, and governance factors 

influence Malaysian consumers’ preferences and their intentions to purchase green products. 

The research seeks to emphasize the role of ESG strategies in building consumer trust and 

influencing purchasing decisions. Findings from this study are anticipated to provide crucial 
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insights for companies looking to integrate sustainable practices into their business models 

and for policymakers aiming to reinforce a regulatory environment that promotes sustainable 

consumer behaviors in Malaysia. 

 

 

1.2 Problem Statement 

 

This study seeks to fill research gaps by exploring the effect of Environmental, Social, and 

Governance (ESG) initiatives on consumer intentions to purchase green products. 

Specifically, it seeks to understand how these initiatives influence consumer behavior. By 

bridging these gaps, this research contributes to understanding the connection between ESG 

efforts, green trust, and consumer purchase intentions, focusing specifically on the 

perspective of Malaysian consumers. 

 

From a theoretical perspective, earlier studies have emphasized the significance of ESG 

initiatives in enhancing a company’s brand image, brand credibility, brand choice, brand trust, 

brand loyalty, and customer engagement (Nugroho et al., 2024; Lee & Rhee, 2023; Bae et al., 

2023; Koh et al., 2022; Tripopsakul & Puriwat, 2022). These findings highlight the 

significant impact of ESG efforts in driving brand value and fostering consumer relationships 

from a company perspective. Beyond companies, industries represent the second most 

extensively studied topic within ESG research. Beyond companies, many industries have also 

placed a strong emphasis on ESG practices, recognizing their potential to shape market 

dynamics and consumer behavior.  Sectors such as automotive (Byambajav, P., 2024; Pan et 

al., 2024), cosmetics (Svarc et al., 2023), and fashion (Park & Heo, 2022) have been 

extensively studied in relation to ESG initiatives.   

 

As noted by Boufounou et al. (2023) and Duan et al. (2023), Environmental, Social, and 

Governance (ESG) initiatives play a vital role in shaping corporate strategies and driving 

consumer behavior. Despite significant efforts to explore consumer perspectives, much of the 

research has predominantly focused on investors. ESG has primarily been leveraged as a tool 

to appeal to investors by promoting sustainability awareness and attracting investment 
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(Wang, 2024; Assaf et al., 2024; Krausz et al., 2023; Khalil & Khalil, 2022). There is a 

noticeable lack of focus on direct consumer insights.  

 

In addition, ESG topics have been widely explored in areas such as greenwashing, carbon 

washing, green trust, and green innovation (Yu et al., 2020; In & Schumacher, 2021; Zhang, 

2023; Baldi & Pandimiglio, 2022; Lin et al., 2023; Sirimon et al., 2024; Liu et al., 2023; Ma 

et al., 2024). As highlighted by Sood et al. (2022), consumers are becoming increasingly 

environmentally conscious, leading to heightened interest in ESG practices. However, this 

research specifically explores green trust as a mediating factor to analyze the relationship 

between ESG initiatives and consumer purchase intentions. 

 

In conclusion, while prior studies have successfully underscored the role of ESG initiatives in 

improving corporate image and attracting investment, there remains a substantial gap in 

understanding how these initiatives directly influence consumer purchase decisions, 

especially regarding green products. This study aims to bridge this gap by examining green 

trust as a critical mediator in the relationship between ESG initiatives and consumer purchase 

intentions. By shifting the focus from investors to actual consumers, this research will 

contribute significantly to understanding the relationship between ESG initiatives, green trust, 

and consumer purchase intentions. 

 

 

1.3 Research Questions 

 

As previously discussed, numerous gaps in the research have been identified in understanding 

consumer behavior concerning ESG initiatives. Therefore, it is crucial to explore the impact 

of ESG initiatives on green products and their influence on consumer purchase intentions. 

This study aims to fill this gap by examining the relationship between ESG initiatives and 

consumer purchase intentions in the context of green products within Malaysia.  

 

1. What is the relationship between ESG components (Environmental, Social, and 

Governance) and Consumer Purchase Intentions? 
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2. What is the relationship between ESG components and Green Trust? 

3. What is the relationship between Green Trust and Consumer Purchase Intentions? 

4.  Does Green Trust mediate the relationship between ESG components and Consumer 

Purchase Intentions? 

 

 

1.4 Research Objectives 

 

The primary objective of this study is to investigate how ESG initiatives related to green 

products influence consumer purchase intentions. 

 

The specific research objective is listed below: 

 

1. To investigate relationship between ESG components (Environmental, Social, and 

Governance) and Consumer Purchase Intentions 

2. To determine relationship between ESG components and Green Trust 

3. To assess the direct impact of Green Trust on Consumer Purchase Intentions 

4. To explore the mediating effect of Green Trust on ESG components and Consumer 

Purchase Intentions 

 

 

1.5 Significance of The Study 

 

Consumers today are increasingly concerned about the environmental and social impact of 

their purchases, making Environmental, Social, and Governance (ESG) initiatives more 

critical than ever for companies. These initiatives reflect a company’s commitment to 

sustainable practices, which can significantly influence consumer behavior, especially when 

it comes to green products. Despite the growing interest in sustainability, the relationship 

between ESG initiatives, green trust, and consumer purchase intentions in the green product 

market remains underexplored. 
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Importantly, from a consumer behavior standpoint, this study is significant as it highlights 

how ESG initiatives empower consumers to make informed and ethical purchasing decisions 

by building trust in green products and offering transparency that helps prevent 

greenwashing. By providing measurable benchmarks and certifications, ESG efforts enable 

consumers to assess product sustainability and align their choices with personal values. This 

not only fosters confidence in companies’ commitments to social and environmental 

responsibility but also drives long-term benefits for consumers through access to higher-

quality, sustainable products and cost-effective solutions. Additionally, the study underscores 

how genuine ESG practices strengthen consumer trust, ensuring businesses can effectively 

communicate their sustainability efforts while enhancing consumer loyalty and market 

success. 

 

In addition, from an academic perspective, this research adds to the expanding body of 

knowledge on consumer behavior and sustainability. It delves into the underexplored 

relationship between ESG initiatives and green trust, shedding light on how these elements 

collectively influence consumer purchase intentions for green products. By doing so, it 

bridges a critical gap in the literature, offering a nuanced understanding of the mechanisms 

through which sustainability initiatives drive consumer decisions. The findings aim to 

advance theoretical frameworks that link ESG practices with behavioral outcomes, providing 

a foundation for future research in sustainability marketing and consumer psychology. 

 

Moreover, from a practical standpoint, the study is significant as it provides actionable 

insights for businesses on how ESG initiatives can effectively influence consumer trust and 

purchase intentions. By understanding how consumers perceive and respond to ESG efforts, 

companies can develop targeted strategies to prevent greenwashing, communicate 

sustainability authentically, and build credibility in the market. The study highlights the 

practical benefits of aligning ESG practices with consumer expectations, such as fostering 

loyalty, improving brand image, and driving higher sales of green products. Additionally, it 

offers guidance on leveraging measurable benchmarks and transparent reporting to enhance 

trust and ensure that sustainability claims resonate with increasingly eco-conscious 

consumers. 
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The research also emphasizes the importance of effective communication strategies for ESG 

initiatives. By understanding the factors that build green trust, companies can craft clear, 

transparent, and compelling messages that resonate with their target audience. This can lead 

to stronger consumer connections, increased purchase intentions, and greater success in 

marketing green products. The practical recommendations provided by this study can help 

companies refine their sustainability messaging, ensuring that it aligns with consumer 

expectations and fosters trust. 

 

On a macro level, the study underscores the growing influence of consumer demand for 

sustainability on business practices across industries. It highlights how aligning ESG 

initiatives with consumer values not only drives individual purchase behavior but also shapes 

broader industry trends. The findings offer a roadmap for companies in various sectors to 

integrate sustainability into their operations and marketing strategies, ensuring long-term 

relevance in an increasingly eco-conscious market. 

 

 

1.6 Chapter Layout 

 

 

1.6.1 Chapter 1: Introduction  

 

Chapter 1 serves as the introduction to this research, providing an overview by 

discussing the background of Environmental, Social, and Governance (ESG) 

initiatives, green trust and consumer purchase intentions, outlines the research 

problem, formulates the research questions, defines the research objectives, and 

highlights the significance of the study.  

 

 

1.6.2 Chapter 2: Literature Review  
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Chapter 2 delves into the variables of this research by examining relevant literature on 

the three independent variables, one mediator, and one dependent variable. It reviews 

studies completed by previous researchers to establish a theoretical foundation for 

these variables. Following the literature review, the chapter presents the conceptual 

framework and develops hypotheses concerning the relationships among the 

variables. 

 

 

1.6.3 Chapter 3: Literature Review  

 

Chapter 3 explains the research methodology, providing a detailed account of the 

techniques utilized for data analysis. It encompasses the research design, sampling 

framework, data collection approaches, and the tools selected for analyzing the data. 

 

 

1.6.4 Chapter 4: Data Analysis  

 

Chapter 4 presents the results of the data analysis, utilizing tables, charts, and figures 

to clearly illustrate and summarize the findings. The chapter includes descriptive 

analysis, correlation analysis, multiple regression analysis, and the Sobel test. Each 

type of analysis contributes to a comprehensive understanding of the data collected 

for this study. 

 

 

1.6.5 Chapter 5: Discussion, Conclusion, and Implications 

 

Chapter 5 presents the key findings derived from hypothesis testing and explores the 

implications and limitations of the study. The chapter concludes by offering 
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recommendations for future research, paving the way for deeper exploration and 

enhanced understanding of the topic. 

 

 

1.7 Conclusion  

 

In conclusion, this chapter provides a summary of the research project. It discusses the 

background of the study, explains the research problem, outlines the research objectives and 

questions, illustrates the significance of the research, and presents the structure of the 

subsequent chapters. 
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CHAPTER 2: LITERATURE REVIEW 

 

 

2.0 Introduction 

  

In the literature review, the definitions of both the dependent variable (consumer purchase 

intentions), independent variables (environmental, social, and governance components of 

ESG) and mediating (green trust) will be explored. This exploration is crucial for 

understanding how the three ESG components influence consumer purchase intentions in the 

context of green products. Furthermore, the literature review will analyze the role of green 

trust as a mediating factor in this relationship, providing insights into its impact on the 

connection between ESG components and consumer behavior. Additionally, relevant 

theoretical models will be reviewed to support and establish the conceptual framework for 

this study. 

 

 

2.1 Underlying Theories 

 

In this study adopted the theory of stakeholder (Freeman, 1984) to examine the impact of 

Environmental, Social, and Governance (ESG) initiatives on consumer purchase intentions, 

particularly through the mediating role of Green Trust. According to stakeholder theory, 

stakeholders are defined as individuals or entities that can influence an organization’s goals 

(Al-widi et al., 2022). Hence, consumers as key stakeholders, have the authority to hold 

directors accountable if they fail to adequately fulfill their responsibilities on behalf of the 

company (Khalil & Khalil, 2022). From this perspective, for companies to thrive, 

organizations must engage with their primary stakeholders, including consumers, by sharing 

information and aligning expectations (Hartmann et al., 2017). This approach ensures that 

stakeholders remain informed about the company’s sustainability initiatives, which are aimed 

at promoting societal well-being (Huang et al., 2019). Research indicates that consumer 

awareness of a company’s sustainability practices influences purchasing decisions, with 92% 
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of consumers being affected by such awareness (Herjanto et al., 2021). Additionally, 86% of 

consumers reportedly consider health and environmental factors when assessing products 

(Khalil & Muneenam, 2021). In alignment with these insights, stakeholder theory advocates 

for a balanced sustainability communication strategy through regular engagement and 

interactive collaboration with consumers.  

 

In conclusion, this study utilized stakeholder theory to frame the research topic, which 

examines the impact of Environmental, Social, and Governance (ESG) initiatives on 

consumer purchase intentions, particularly through the mediating effect of Green Trust. This 

theoretical approach highlights the importance of consumers as key stakeholders who 

increasingly assess whether a company is acting responsibly based on its sustainability 

measures. When companies effectively communicate their ESG efforts, consumers are 

empowered to determine if a company is genuinely committed to positive environmental and 

social practices or simply pursuing profit. By addressing consumer expectations and 

providing transparency, companies can build stronger trust and loyalty, ultimately 

encouraging consumers to make informed decisions about which businesses they support, 

thus positively influencing their purchase intentions. 

 

 

2.2 Review of The Literature 

 

 

2.2.1 Dependent Variable 

 

 

2.2.1.1 Consumer Purchase Intentions 

 

According to Jauhari et al. (2019), consumer purchase intention is a facet of 

behavioral intention. Purchase intention is a form of consumer behavior 

triggered by external factors, where individuals decide to make a purchase 
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influenced by their personal attributes and decision-making processes. This 

intention involves attention directed toward a product, accompanied by feelings 

of pleasure towards the item. Such feelings then spark interest and the desire to 

own a product that either offers benefits or fulfils a desire, ultimately 

culminating in the decision to acquire the goods or product through purchase. In 

the same vein, purchase intention reflects the level of consumer confidence in 

their decision to buy a product or service. Consumers typically decide to 

purchase after gathering information to ensure the product meets their needs and 

desires (Moslehpour et al., 2021).  

 

According to Bianchi et al. (2021), consumer purchase intention is described as 

an individual’s intentional plan and readiness to exert effort to acquire a product 

or service. This definition emphasizes the intentionality and deliberateness 

involved, distinguishing purchase intention from impulsive or spontaneous 

behaviors. It represents deliberate and cognitive aspects of consumer decision-

making, where purchase intention reflects the likelihood that a consumer will 

buy a product given their current preferences, attitudes, and situational factors. 

Similarly, Nursyirwan and Ardaninggar (2020) described purchase intention as 

the decision-making process in which consumers evaluate alternatives and form 

preferences before committing to a purchase. This explanation underlines the 

cognitive and evaluative nature of purchase intention, as consumers assess the 

compatibility of products or services with their needs, preferences, and 

resources. 

 

Based on Mirabi (2021) defined as a consumer’s decision-making process 

inclined toward buying a specific brand or product under certain conditions. The 

decision-making process involves stages such as awareness, interest, preference, 

persuasion, and purchase. However, according to Wong et al. (2022), purchase 

intention is a decision-making process in which consumers assess the reasons 

for choosing a particular brand. In other words, purchase intention determines 

whether products meet consumers’ expectations and desires, guiding their 

evaluation of those products or services.  
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2.2.2 Independent Variable 

 

 

2.2.2.1 Environmental, Social, and Governance (ESG) 

 

The concept of ESG (Environmental, Social, and Governance) was first 

articulated in the 2004 report “Who Cares Wins—Connecting Financial 

Markets to a Changing World” by the UN Global Compact. This report 

highlighted the necessity for companies to systematically address non-

financial factors to sustain growth. Later, in 2006, the United Nations 

Environment Program Finance Initiative (UNEP FI) further affirmed that 

corporate ESG concerns influence investment outcomes and should be a 

critical criterion in company selection. Building on this momentum, the 

International Organization for Standardization (ISO) introduced “ISO 

26000:2010—Guidance on social responsibility,” which underscored the 

importance of ESG management and established it as an internationally 

recognized standard for corporate social responsibility (Bae et al., 2023). 

 

According to Muigua (2022), Environmental, Social, and Governance (ESG) 

principles signify a shift towards more sustainable and ethical business 

practices. These principles encompass non-financial performance indicators 

such as sustainability, ethics, and corporate governance, with a focus on 

reducing environmental impact, improving social equity, and enhancing 

governance and accountability within organizations. Similarly, Lee and Rhee 

(2023) define ESG as the criteria for assessing the non-financial performance 

of companies, focusing on their contributions across various fields. ESG 

activities aim to achieve sustainable growth by minimizing the negative 

impacts that companies have on the environment and society while enhancing 

governance efficiency. 
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However, Koh et al. (2022) noted that the concept of ESG, often regarded as 

the new pillars of corporate social responsibility, encompasses a variety of 

definitions, including green, ethical, mission, impact, responsible, values, 

socially responsible, and sustainability. Each of these terms emphasizes 

creating a positive societal impact. ESG provides a holistic framework that 

encompasses environmental considerations such as resource conservation, 

social responsibility including community impact, and corporate governance 

such as compliance with ethical codes of conduct. Acknowledging the 

significance of ESG can enhance a company’s reputation and build consumer 

trust, influencing consumer attitudes and purchase intentions in a positive 

manner through the implementation of effective ESG management strategies. 

 

In the same vein, Feng (2021) defined strong ESG practices often reflect a 

company’s commitment to corporate social responsibility (CSR) and enhance 

its business image. This positive image benefits both the company and its 

customers, leading to increased customer loyalty and greater trust from 

business partners. Effective ESG performance not only helps to increase a 

company's value but also mitigates the negative effects of managerial 

entrenchment. 

 

 

2.2.2.1.1 Environmental 

 

Environmental criteria, as detailed by Boufounou et al. (2023), 

evaluate whether business activities are aimed at safeguarding and 

managing the natural environment. This evaluation covers a number of 

topics, such as energy use, the use of renewable energy sources, 

pollution and greenhouse gas emissions, resource management, waste 

management, and climate change mitigation. 

 

Muigua (2022) highlighted that the Environmental ‘E’ pillar of ESG 

stresses the need for businesses to align their operations with a low-
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carbon transition. Critical environmental factors such as carbon 

emissions, severe temperatures, water scarcity, and climate risk are 

essential in influencing a company’s competitive standing. Companies 

are expected to act as environmental stewards, responsibly managing 

natural resources while considering the local and global impacts of their 

operations. Notably, the United Nations Global Compact (UNGC) 

already has over 13,000 businesses and 3,000 non-business signatories 

from 160 nations. By 2030, this program helps companies achieve one 

or more of the 17 Sustainable Development Goals (SDGs) set forth by 

the UN. 

 

Monsen and Heggen (2020) further underscored the significance of 

environmental issues within ESG, including biodiversity conservation, 

which requires companies to carefully select materials and explore 

environmentally friendly alternatives. Additionally, effective waste 

management, recycling, and effluent control are critical components. 

Water management is especially important in regions facing scarcity, 

and companies must prioritize reducing greenhouse gas emissions and 

energy consumption. Innovation is key to addressing these challenges, 

as new environmental technologies, processes, and eco-designed 

products are essential for achieving sustainability. 

 

 

2.2.2.1.2 Social 

 

According to Muigua (2022), the COVID-19 pandemic has highlighted 

the previously underemphasized 'S' pillar within Environmental, 

Social, and Governance (ESG) frameworks. Its widespread effects on 

areas such as healthcare accessibility, workplace safety, cybersecurity, 

and community challenges have reinforced the critical role of social 

responsibility. It has exposed and exacerbated existing inequalities, 

highlighting the need to address these challenges for those committed 
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to social responsibility. Businesses are increasingly acknowledging 

that social responsibility plays a crucial role in mitigating risks such as 

data breaches, labor disputes, litigation, and workplace accidents. 

Furthermore, the impact of work-related injuries and fatalities on 

families, particularly their financial stability, is acknowledged as 

directly influencing the United Nations Sustainable Development 

Goals (SDGs). These include goals related to eradicating poverty, 

ensuring food security, promoting health and well-being, and fostering 

decent work and economic growth, which align with the objectives of 

many investors. 

 

Boufounou et al. (2023) explored the social "S" dimension focuses on 

examining a company's impact on society, human rights, and labor 

relations within the communities where it operates. This analysis covers 

aspects such as gender equality, equitable employment opportunities, 

fair compensation, employee education and development, community 

benefits, supplier assessments, health and safety issues, and data security 

and privacy considerations. 

 

Similarly, Tripopsakul and Puriwat outlined the social pillar of ESG as 

encompassing a wide range of topics, including human rights, health 

and safety, ethics, indigenous reconciliation, and diversity and 

inclusion, all of which focus on the interactions between corporations 

and their surrounding communities. This pillar reflects a company’s 

strengths and challenges in relation to political, labor, and social 

trends, suggesting that addressing social issues can enhance both 

profitability and corporate responsibility. Additionally, strong 

governance practices play a critical role in driving economic 

performance. 

 

On the other hand, in the study by Monsen and Heggen (2020), they 

defined social issues in ESG revolve around stakeholders in both the 
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local community and the areas where raw materials are sourced. These 

concerns include human rights, the rights and protections of indigenous 

communities, and the prevention of child and forced labor. Additionally, 

health, safety, and environmental (HSE) measures are crucial, alongside 

fostering a positive working environment that promotes gender diversity 

and non-discrimination policies. In sectors like Consumer Staples, 

ensuring the safety of products by avoiding toxic ingredients and 

protecting personal information, such as credit card and address details, 

are vital aspects of social responsibility. 

 

 

2.2.2.1.3 Governance  

 

According to Muigua (2022), the “G” pillar of ESG is the most well-

established, as governance has long been a cornerstone of sound 

investment practices. Over time, governance in ESG has evolved to 

emphasize compliance with legal and regulatory standards, 

transparency, corporate structures, and ethical conduct. This pillar also 

supports several United Nations Sustainable Development Goals 

(SDGs). 

 

Boufounou et al. (2023) explored governance by analyzing elements like 

management practices, decision-making approaches, ethical business 

conduct, and corporate governance structures. This analysis includes 

elements like executive compensation, corruption, bribery, 

organizational accountability, and overall ethical behavior within 

companies. 

 

As stated in Monsen and Heggen (2020), governance issues within ESG 

include anti-corruption measures and adherence to environmental and 

socioeconomic standards, emphasizing the responsibility of businesses 

to engage only with countries and companies that reject corruption. 
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Effective governance also involves management strategies that balance 

the interests of both shareholders and stakeholders. This includes 

implementing corporate social responsibility (CSR) strategies, which 

involve transparent disclosure of both financial and non-financial 

information and integrating these considerations into the decision-

making process. 

 

 

2.2.2.2 Green Trust 

 

Green trust was first conceptualized within the realm of green consumption. 

According to Chen (2010), green trust is defined as the belief and expectation in 

green products, coupled with a tendency to rely on them due to their 

environmentally friendly and energy-saving attributes. 

 

According to Chairy and Alam (2019) defined trust is a pivotal element in 

marketing products or services, playing a vital role in fostering long-term 

relationships between consumers and sellers. Trust in a consumer context is an 

expectation related to a product, which encompasses credibility and the 

consumer's willingness or intention to proceed with a purchase. It represents a 

commitment in a transaction, based on the confidence that the other party will 

fulfill their obligations as anticipated. Specifically, green trust refers to the 

intention to rely on a product, service, or brand, driven by beliefs or 

expectations formed from credibility, beneficial actions, and a focus on 

environmental achievements. Trust involves cognitive, affective, and conative 

dimensions, occurring between individuals who may initially be strangers, 

within the context of an interaction or transaction. Moreover, consumer trust can 

be broken down into two dimensions such as the trusting belief and the 

consumer’s willingness to provide useful information to the seller. 

 

Moreover, Alamsyah and Febriani (2020) describe green trust as the 

confidence in a product, service, or brand based on a foundational belief or 
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expectation related to its credibility, goodwill, and competence in 

environmental performance. When assessing trust in eco-friendly products, 

key factors include the product’s environmental reputation, the reliability of its 

environmental performance, the credibility of its environmental claims, and its 

ability to meet environmental expectations. Additionally, the product’s 

commitment to protecting the environment plays a significant role. Consumer 

trust in green products drives them to purchase items that are safe for the 

environment and contain non-harmful ingredients. Trust, in this context, 

reflects a willingness or readiness to rely on entities that have demonstrated 

trustworthiness in environmentally conscious exchanges. 

 

Further expanding on this, the study by Li et al. (2021) introduced the concept 

of green trust was first introduced in relation to sustainable consumption. This 

term was defined by them as the belief and expectation that consumers hold 

towards green products, shaped predominantly by the products’ sustainable 

and energy-saving characteristics. According to their research, this trust 

significantly impacts consumer behavior. It motivates environmentally 

conscious consumers to actively seek engagement with suppliers of green 

products to obtain a deeper understanding of these products, leading to the 

establishment of sound environmental attitudes. This engagement is further 

seen as a precursor to the promotion of purchasing behaviors focused on green 

products. Therefore, consumers who prioritize environmental concerns and 

have established a trust in green products are more likely to consider these 

products as viable purchasing options, driven by both environmental and 

personal benefits. 

 

 

2.3 Conceptual Framework 

 

Based on the literature review, Figure 2.1 presents the research framework. 
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Figure 2.1: Conceptual Framework of The Study 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Developed for the research. 

 

The conceptual framework depicted in the figure examines the connection between 

Environmental, Social, and Governance (ESG) factors, which function as independent 

variables, and Consumer Purchase Intentions, the dependent variable, with Green Trust acting 

as a mediating variable. Furthermore, it is proposed that Green Trust mediates the link 

between ESG factors and Purchase Intentions. This model aims to analyze the influence of 

ESG initiatives on green trust and their subsequent effect on consumer purchase intentions. 

 

 

2.4 Hypotheses Development 
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2.4.1 The Relationship between Environmental and Consumer 

Purchase Intentions 

 

Environmental concern, defined as an individual’s awareness of and attitude toward 

environmental challenges, significantly influences purchase intentions. 

Environmentally conscious consumers are more likely to prioritize purchasing 

products that align with their values and commitment to sustainability, such as eco-

friendly or sustainably produced goods. Research shows that environmental concern 

is a strong predictor of pro-environmental behaviors, including purchasing eco-

friendly products (Canio et al., 2021). Similarly, Kim and Lee (2023) stated that 

environmental factors influence purchase intentions by acting as psychological drivers 

that shape consumers’ tendencies toward eco-friendly behavior. It refers to the 

willingness to recognize environmental issues, support initiatives aimed at addressing 

them and take personal responsibility by actively contributing to their resolution.  

 

However, environmental factors, such as eco-friendly packaging, reduced carbon 

footprints, and green product labels, have been shown to significantly influence 

consumer purchase intentions. Studies have demonstrated that consumers, especially 

younger generations like Generation Z, are more inclined to purchase products from 

brands that align with their environmental values. This is often mediated by their 

knowledge of environmental issues and their attitude towards sustainability. Positive 

perceptions of a brand’s environmental initiatives enhance brand image and 

credibility, which then boosts purchase intentions (Kim & Lee, 2023). 

 

Furthermore, according to Jakubowska et al. (2024) defined environmental awareness 

often leads to stronger consumer attitudes toward purchasing green products. For 

instance, research on sustainable food products indicated that a positive 

environmental attitude significantly boosts purchase intentions by creating trust in 

eco-friendly claims and producers. Consumers who prioritize environmental 

sustainability are likely to make purchasing decisions that reflect their values, thereby 

supporting brands that demonstrate a strong commitment to green practices. 
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Based on these findings, it is proposed that: 

H1: There is a relationship between environmental and consumer purchase intentions 

 

 

2.4.2 The Relationship between Social and Consumer Purchase 

Intentions 

 

According to Nugroho et al. (2024) emphasized that socially responsible practices 

within companies can positively impact brand credibility and brand image, both of 

which are crucial mediators between ESG efforts and consumer purchase intentions. 

When consumers perceive a company as socially responsible such as engaging in fair 

treatment of workers, contributing to social causes, or practicing inclusivity. It boosts 

their trust in the brand, leading to higher purchase intentions. This effect is especially 

pronounced when consumers identify with the company’s social values. In the same 

vein, research shows that social aspects of ESG, such as community welfare and 

employee well-being, directly enhance customer satisfaction. Customers who 

experience satisfaction are more inclined to demonstrate loyalty, share positive 

recommendations, and build lasting relationships with brands, which in turn fosters 

stronger purchase intentions. Consumers are more inclined to purchase from 

companies they perceive as socially equitable and ethically engaged (Koh et al., 

2022).  

 

Besides, studies demonstrate that consumers are increasingly driven by social 

responsibility when making purchase decisions. For example, companies that engage 

in socially responsible activities such as ethical labor practices and community 

involvement often see enhanced consumer trust, brand image, and ultimately, 

increased purchase intentions. This is because consumers are more likely to support 

brands that align with their values, particularly around issues of fairness, social 

justice, and corporate ethics (Zhuang et al., 2021).  
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Furthermore, Boufounou et al. (2023) argued that social factors in ESG are also tied 

to consumer trust. Studies indicate that social initiatives such as whether in the form 

of corporate social responsibility (CSR) programs or direct social engagement or 

create a sense of trust, which is a strong predictor of purchase intention. Consumers 

who trust that a company genuinely cares about social issues are more likely to 

support it through their buying decisions 

 

In conclusion, it is proposed that: 

H2: There is a relationship between social and consumer purchase intentions 

 

 

2.4.3 The Relationship between Governance and Consumer Purchase 

Intentions 

 

Governance is a key component of ESG (Environmental, Social, and Governance), 

and it ensures that companies are operating with accountability and ethical standards. 

Research indicates that strong governance practices positively influence consumers’ 

purchase intentions by increasing trust and reducing perceived risks. When consumers 

believe a company is governed responsibly, they are more inclined to engage in 

purchasing behavior, as they associate ethical governance with product quality, 

reliability, and corporate accountability (Lin, 2023).  

 

Besides, according to Koh et al. (2022) defined that a company’s ESG efforts, 

especially in governance, significantly enhance brand credibility, which positively 

impacts consumer trust and purchase intentions. Consumers are more inclined to trust 

a brand and support its products or services when they recognize that the company 

operates ethically and actively engages in environmental and social initiatives. In the 

same vein, another study highlighted that ESG activities, particularly those related to 

governance aspect, significantly boost corporate reputation, which directly influences 

purchase decisions. This relationship is mediated by factors like brand image and 
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perceived quality, reinforcing the idea that consumers prefer to buy from companies 

that align with their ethical and sustainability values (Puriwat & Tripopsakul, 2022). 

 

Additionally, governance-related factors such as transparency in decision-making, 

anti-corruption practices, and clear communication about ethical operations have been 

shown to bolster corporate reputation. This enhanced reputation increases consumer 

confidence, leading to stronger purchase intentions. Companies with robust 

governance structures tend to be viewed more favorably, as they mitigate risks of 

unethical behavior, which could otherwise deter consumers (Dong et al., 2021). 

 

Furthermore, according to Li et al. (2022) argued that governance factors also play a 

role in reducing perceived risk. Consumers often evaluate the risks associated with 

buying from a company based on how well it is governed. A company with robust 

governance structures, including transparent reporting and responsible management, 

can alleviate concerns about risks related to product quality or business practices, thus 

positively impacting consumer purchase decisions. Meanwhile, according to Zhuang 

et al. (2021) stated that governance factors also enhance the potential for building 

long-term relationships with consumers. Ethical governance not only draws customers 

initially but also encourages repeat purchases. Consumers tend to remain loyal to 

brands they perceive as being governed by strong, ethical principles, which align with 

their values. 

 

In short, it is posited that: 

H3: There is a relationship between governance and consumer purchase intentions 

 

 

2.4.4 The Relationship between Environmental and Green Trust 

 

According to Bae et al. (2023), ESG comprises three key elements, with the 

environmental component (E) being the foremost. This pillar encompasses initiatives 

designed to positively impact the natural ecological environment surrounding a 
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company, addressing issues including topics such as climate change, carbon 

emissions, environmental pollution, regulatory adherence, ecosystem and biodiversity 

preservation, resource and waste management, energy efficiency, and ethical 

sourcing. Growing concerns about environmental pollution and global warming, 

especially in the wake of industrialization, have prompted many companies to adopt 

strategies aimed at reducing their carbon footprint. 

 

The environmental (“E”) pillar has a strong and positive influence on green trust. This 

is supported by Zheng et al. (2023), who explored the symbiotic relationship between 

ESG performance and corporate green innovation. Their findings showed a 

bidirectional influence, with ESG performance significantly driving green innovation 

outputs. Similarly, Alderbesti (2024) highlighted that the environmental pillar of ESG 

provides critical insights into an organization’s management and sustainability-driven 

resilience, particularly when addressing physical environmental challenges in the 

pursuit of long-term value creation. According to the OECD, numerous businesses are 

now concentrating on strategies to minimize water usage, packaging, and waste in 

order to advance their environmental goals and meet their sustainability and ESG 

objectives. ESG rating agencies often include criteria related to environmental 

impacts, the reduction of climate risks, and the adoption of renewable energy 

technologies, further enhancing the importance of the environmental pillar in 

fostering green trust among consumers and stakeholders. 

 

However, Ahmad et al. (2021) argued that when companies commit to meaningful 

environmental initiatives, such as reducing carbon emissions, managing waste 

responsibly, and enhancing energy efficiency, they signal to consumers their 

dedication to sustainability. This transparency and commitment contribute to building 

green trust as a key factor in consumer decision-making. Green trust is the assurance 

consumers have in a company’s environmental statements and sustainable practices. 

Companies that actively engage in environmental stewardship and demonstrate 

tangible results are more likely to earn this trust from their customers. 

 

Thus, environment pillar is associated with green trust. It is posited that:  

H4: There is a relationship between environmental and green trust 
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2.4.5 The Relationship between Social and Green Trust 

 

Neuvonen (2024) defines the “S” in the ESG framework as the social component, 

which entails a thorough assessment of a company’s relationships with its employees 

and customers, as well as its broader societal impact. This evaluation takes into account 

factors such as workplace conditions, diversity efforts, and the company’s commitment to 

upholding human rights standards. Similarly, the social pillar of ESG encompasses a 

wide range of topics, including human rights, health and safety, ethical practices, and 

Indigenous reconciliation, alongside diversity and inclusion efforts. Its primary focus 

is on how corporations interact with the communities and institutions around them. 

According to Tripopsakul and Puriwat (2022), the social pillar in sustainable investing 

evaluates a company’s strengths and weaknesses in relation to political, labor, and 

social trends, highlighting its role in shaping societal outcomes. 

 

The social pillar positively impacts green trust by fostering transparency and 

protecting consumers from misleading claims. By emphasizing socially responsible 

practices, the social pillar encourages companies to adopt ethical behaviors and 

adhere to standards that promote fairness and integrity. This commitment to social 

responsibility helps build genuine green trust, as consumers feel confident that the 

company is not only environmentally conscious but also acting in the best interest of 

society. Through compliance with these socially responsible activities, companies can 

strengthen trust in their green initiatives. (Zheng et al., 2024). As argued by Garben et 

al. (2017) given that confidence consumers place in environmentally friendly 

practices or product. It’s influenced by both cognitive (rational) and affective 

(emotional) factors. Social elements like community well-being, social equity, and 

fair distribution of environmental benefits strongly impact this trust. When people feel 

that environmental initiatives also address social issues such as access to clean air, 

equitable resource distribution, or fair labor practices. Thus, their trust in these 

initiatives tends to increase. Studies highlight that socially responsible practices 

within companies, such as fair wages and safe working conditions, enhance consumer 
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trust in the company’s green claims. The intersection between social equity and 

environmental protection is crucial for building long-lasting green trust, as people 

view these initiatives as not only environmentally but also socially sustainable.  

 

Although specific studies on the direct connection between the “social pillar” and 

“green trust” are limited, the broader literature on sustainability consistently 

emphasizes that social fairness and inclusion are vital in fostering trust in green 

products and policies. 

 

With the hypothesis proposed:  

H5: There is a relationship between social and green trust 

 

 

2.4.6 The Relationship between Governance and Green Trust 

 

According to Markopoulos et al. (2020) explained that the governance pillar, which 

focuses on transparency, accountability, and ethical decision-making, plays a critical 

role in shaping how companies’ green claims are perceived and trusted by consumers, 

investors, and communities. Strong governance practices ensure that environmental 

commitments are credible, further enhancing trust in a company’s sustainability 

efforts. Similarity, Mio (2023) contends that while governance (G) is one of the three 

pillars of ESG, it serves as the backbone for the successful implementation of both the 

environmental (E) and social (S) components. The governance pillar pertains to 

upholding honest and transparent accounting practices and ensuring regulatory 

compliance. 

 

Good governance enhances green trust by ensuring transparency and accountability in 

environmental efforts. When companies have robust governance structures, they are 

better equipped to avoid greenwashing such as making false or exaggerated 

environmental claims. Effective governance ensures that environmental practices are 

clearly communicated, risks are managed responsibly, and sustainability goals are 
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integrated into corporate decision-making. This fosters confidence among consumers 

and stakeholders who increasingly value environmentally responsible businesses (Yu 

et al., 2020). In the same vein, Monteiro et al. (2021) defined that governance 

structures are also essential in preventing greenwashing. The act of providing 

deceptive information to stakeholders regarding the environmental advantages of a 

product or company. Strong governance helps ensure that sustainability claims are 

authentic and backed by data, which enhances green trust. By minimizing false claims 

through good governance, organizations can avoid reputational damage and build 

long-term trust with their stakeholders. 

 

Furthermore, Zhang et al. (2023) emphasize effective governance does more than 

prevent greenwashing; it also promotes green innovation. Research has shown that 

companies with strong governance frameworks are more likely to invest in 

sustainable practices and green technologies. These investments, in turn, increase 

stakeholder trust, as they demonstrate a genuine commitment to environmental 

sustainability. Moreover, governance mechanisms such as environmental risk 

management and board-level involvement in sustainability strategies further reinforce 

this trust.  

 

While direct studies linking the governance pillar and green trust are still developing, 

research on ESG and corporate governance consistently emphasizes the critical role 

that strong governance plays in fostering trust in green initiatives.  

 

Therefore, the hypothesis posited that: 

H6: There is a relationship between governance and green trust 

 

 

2.4.7 The Relationship between Green Trust and Consumer Purchase 

Intentions 
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According to Zhuang (2021), research has demonstrated that green trust exerts a 

strong positive influence on purchase intentions. When consumers believe that a 

product or brand is genuinely environmentally friendly, they are more inclined to 

make a purchase. This relationship is strengthened by the perceived authenticity and 

reliability of the brand’s environmental claims. Companies that build trust through 

transparent and ethical environmental practices tend to foster stronger purchase 

intentions among consumers.  

 

Additionally, according to Tan et al. (2022) found that research supports the 

significant role of green trust in shaping consumer behavior. Green trust refers to the 

belief consumers have in the environmental claims and integrity of a brand’s eco-

friendly practices. Studies show that when consumers trust that a product or brand 

adheres to genuine environmental standards, their purchase intentions increase. Green 

trust, driven by factors such as transparency and credible green marketing, directly 

fosters consumer loyalty and willingness to buy eco-friendly products. 

 

Furthermore, green trust is influenced by factors such as the brand’s transparency in 

its environmental initiatives, eco-friendly product features, and avoidance of 

greenwashing (false environmental claims). Research demonstrates that green trust 

acts as a mediator in the relationship between green perceived value (how much 

consumers value a product’s environmental benefits) and green purchase intentions. 

When green trust is high, consumers are more inclined to believe that their purchase 

supports environmental sustainability, thus enhancing their purchase intentions (Asif 

et al., 2022).  

 

Therefore, with the discussions above, it is posited that: 

H7: There is a relationship between green trust and consumer purchase intentions  

 

 

2.4.8 The Mediating Effect of Green Trust on Environmental, Social, 

Governance and Consumer Purchase Intentions 
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The interplay between Environmental, Social, and Governance (ESG) factors, green 

trust, and consumer purchase intentions has significant, highlighting the intricate 

dynamics that influence sustainable consumer behavior. ESG factors are pivotal in 

shaping consumer perceptions and behaviors (Khalil & Khalil, 2022). 

 

Dhir et al. (2021) asserted that environmental sustainability awareness is closely and 

actively linked to consumers' green trust. Green trust, in turn, enhances consumers' 

willingness to embrace eco-friendly products, which are essential for promoting 

environmental protection. Additionally, green trust serves as a crucial mediator, 

influencing consumer satisfaction derived from social and environmental 

sustainability awareness, as well as purchase intentions. For example, green 

consumers prioritize products with minimal environmental impact when making 

purchasing decisions. This behavior is deeply influenced by consumers' trust in green 

products. When trust in these products is higher, consumers are more inclined to 

actively interact with green product suppliers, seek a better understanding of the 

products, enhance their environmental awareness, and, in turn, promote the purchase 

of eco-friendly products. Consequently, environmentally conscious consumers who 

trust green products are more likely to opt for eco-friendly choices, motivated by their 

environmental concerns and personal values (Li et al, 2021). 

 

Khalil and Muneenam (2021) defined practitioners and researchers increasingly focus 

on recognizing the importance of practices that promote social and environmental 

sustainability awareness. Social sustainability, in particular, has been conceptualized 

through various frameworks and approaches. Most definitions converge on the 

understanding that social sustainability is a human-focused framework built on a 

robust foundation of ethical values and principles, including trust, justice, fairness, 

and equity. These principles aim to establish and maintain conditions that support the 

well-being of individuals and humanity as a whole, with a special emphasis on 

protecting the most vulnerable populations. This perspective underscores the essential 

role of ethical considerations in fostering sustainable social systems that prioritize 

equity and inclusivity. In the same vein,  Khan and Chang (2018) described social 

factor extends beyond the realm of luxury and comfort, focusing instead on ensuring 
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access to fundamental necessities that safeguard humanity from systemic crises and 

disruptions. Based these arguments, sustainability has emerged as a critical priority, 

not only in the context of luxury lifestyles but also at both the consumer and global 

scales. Previous research highlights that consumers increasingly prioritize product 

features that carry meaningful social impact, reflecting a shift toward more socially 

conscious purchasing decisions (Khan et al., 2019). 

 

From a social system perspective, social sustainability underscores trust as the most 

influential factor within a thriving human system. Consumers tend to be more attuned 

to attributes associated with social sustainability compared to other domains. This 

heightened awareness fosters consumer trust and interest, often leading them to pay a 

premium for socially sustainable products. Kim (2019) found that exposure to social 

sustainability practices positively impacts consumer trust and their perception of a 

company’s reputation, which, in turn, strengthens consumers’ buy-back intentions. 

Similarly, Sila (2018) emphasized that integrative social contract theory plays a 

critical role in motivating consumer behavior by highlighting the responsibilities of 

corporate entities to meet societal obligations. The theory supports prosperity-driven 

initiatives, such as providing access to quality education, enhancing healthcare, and 

engaging in philanthropic activities, to build stronger connections between businesses, 

society, and consumers. Consumer trust is further enhanced when firms focus on 

community social development, significantly influencing purchasing behavior and 

often leading to impulsive buying. 

 

Other than that, governance domain. Transparent and credible ESG reporting 

enhances brand credibility, fostering green trust among consumers, which in turn 

positively affects their purchase intentions. For example, a study revealed that 

consumers' perceptions of a company's ESG activities significantly influence their 

overall ESG impressions and purchase intentions, underscoring the critical role of 

effective ESG communication (Song et al., 2024). However, the prevalence of 

greenwashing where companies falsely claim environmental benefits can erode green 

trust and diminish purchase intentions. Research indicates that greenwashing 

negatively affects consumers' trust in green brands, thereby reducing their intention to 

purchase such products (Isac et al., 2024).  
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Therefore, with the discussions above, it is posited that: 

H8: There is mediating effect of green trust on environmental and consumer purchase 

intentions 

H9: There is mediating effect of green trust on social and consumer purchase 

intentions 

H10: There is mediating effect of green trust on governance and consumer purchase 

intentions 

 

 

2.5 Conclusion 

 

Chapter two comprehensively examines the literature pertaining to the theoretical framework, 

focusing on the dependent and independent variables and mediator, which consumer purchase 

intentions, ESG and green trust. Additionally, the conceptual framework for this research was 

presented in Chapter Two, along with evidence that supports the development of the 

hypotheses. 
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CHAPTER 3: RESEARCH METHODOLOGY 

 

 

3.0 Introduction 

 

Chapter Three provides a structured framework for the research conducted in this study. It 

begins by describing the research design, methods for data collection, and sampling 

techniques. The chapter then elaborates on the research tools and construct measurements 

incorporated into the questionnaire. Finally, it offers a comprehensive overview of the data 

processing and analysis approaches applied in the study. 

 

 

3.1 Research Design 

 

Research design functions as a strategic blueprint crafted to address the research problem and 

manage variance effectively (Helen, 2015). Ling (2006) similarly characterized research 

design as the collection of methods used to conduct research in response to a specific 

question or inquiry. Abutabenjeh and Jaradat (2018) further highlighted that choosing the 

appropriate research design is a crucial decision for researchers, made after identifying the 

research topic and formulating research questions. They also highlighted that research design 

includes decisions regarding the type of study, the timing and frequency of data collection, 

and the level of control the researcher exerts over the factors influencing the research. 

 

 

3.1. 1 Descriptive Research 

 

This descriptive study seeks to examine the relationship between Environmental, 

Social, and Governance (ESG) factors, Green Trust, and Consumer Purchase 

Intentions. The study investigates how different ESG components, such as 
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environmental sustainability practices, social responsibility, and governance 

transparency, influence consumer perceptions and their trust in brands, with Green 

Trust acting as a mediator. Specifically, it examines how consumers' trust in a brand's 

sustainability efforts (mediated by Green Trust) impacts their intention to purchase 

products or services from companies that demonstrate strong ESG commitments. By 

employing a descriptive approach, this research will provide insights into how ESG 

factors shape consumer attitudes, identify the role of Green Trust in bridging the gap 

between corporate sustainability efforts and consumer behavior, and contribute to 

understanding the drivers of green purchasing intentions in the context of a growing 

focus on sustainability. 

 

 

3.1.2 Quantitative Research 

 

Quantitative research is developed based on existing theories and plays a crucial role 

in investigation and analysis. It is used to seek interpretations and predictions that can 

be applied to other contexts and populations, while also building, verifying, or 

validating relationships and contributing to theoretical development (Williams, 2007). 

Additionally, this method analyzes relationships between variables using techniques 

such as interviews, experiments, or questionnaires, and is typically conducted with a 

larger respondent base compared to qualitative research. It gathers both descriptive 

and analytical data, combining them to create comprehensive summaries (Abdullah & 

Raman, 2000). 

 

This quantitative study aims to empirically investigate the relationship between 

Environmental, Social, and Governance (ESG) factors, Green Trust, and Consumer 

Purchase Intentions. The study will use a survey-based approach to collect numerical 

data from consumers, focusing on how perceptions of ESG practices—such as 

environmental responsibility, social impact, and governance transparency—affect 

their level of Green Trust. Furthermore, the research will assess the mediating role of 

Green Trust in influencing consumer purchase intentions. To achieve this, researchers 

will collect a large number of responses to determine how relationships among 
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variables are established and verified, using an online questionnaire. Consequently, 

quantitative research methodology is selected for this study as it is necessary for 

gathering numerical data on all variables. 

 

 

3.1.3 Casual Research 

 

This causal study seeks to examine the cause-and-effect relationships between 

Environmental, Social, and Governance (ESG) factors, Green Trust, and Consumer 

Purchase Intentions. The study will explore how specific ESG practices, including 

environmental sustainability efforts, social responsibility, and effective governance, 

directly influence Green Trust among consumers, and how this, in turn, affects their 

purchase intentions. By employing experimental or longitudinal designs, the research 

will seek to establish causal links, testing whether enhanced ESG activities lead to 

increased Green Trust, which subsequently drives higher consumer purchase 

intentions. This approach will help identify the direction and strength of these causal 

relationships. 

 

 

3.2 Data Collection Method  

 

The data collection method is a critical component of the research design, and there are 

various approaches to gathering data (Kara, 2023). In this study, primary data collection was 

utilized, with questionnaires serving as the main tool for gathering information. 

 

 

3.2.1 Primary Data 

 

This research employed a survey approach, utilizing questionnaires to gather data 

from participants. Questionnaires were chosen for their simplicity and cost-
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effectiveness (Ajayi, 2017). Written in English, the questionnaires were distributed 

via various online platforms, including WhatsApp, Facebook, WeChat, Instagram, 

email, and other social media networks, to reach the target audience. Social media 

proved to be an efficient tool for reaching specific groups, fostering connections, and 

disseminating information (Taherdoost, 2021). The collected responses were compiled 

into a dataset, which was then analyzed using statistical models and methods to draw 

new conclusions, address the research questions, and validate the hypotheses (Tran & 

Khuc, 2021). 

 

 

3.3 Sampling Design 

 

Sampling design refers to the techniques used to select the primary units for data collection 

and analysis that best address a specific research question (Rahi, 2017). Additionally, Mohsin 

(2021) describes sampling as the process of selecting a representative subset from a larger 

population. Similarly, it is the process in which a researcher intentionally selects a certain 

number of individual items from a larger group of interest for detailed examination, utilizing 

either probabilistic or non-probabilistic methods (Lohr, 2021). 

 

 

3.3.1 Target Population 

 

The target population for this study comprises consumers residing in Malaysia. This 

study focuses on a target population consisting of individuals from Generation X, 

Generation Y (Millennials), and Generation Z, which are demographically significant 

cohorts each showing distinctive responses to ESG initiatives and sustainable 

consumer behaviors. Generation X (born approx. 1965-1980), this demographic is 

increasingly adopting sustainable buying habits, influenced partly by the 

environmental enthusiasm of younger generations. Recent trends indicate a marked 

increase in spending on sustainable products among Generation X consumers, with a 

willingness to spend more on such products than in previous years. Generation Y 
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(Millennials, born approx. 1981-1996), millennials have been at the forefront of 

sustainable investing and consumption, driven by a strong alignment with ESG 

values. This group has shown a robust inclination towards brands that prioritize 

sustainability, and their consumer behavior has significantly contributed to the growth 

in ESG investing over recent years. Generation Z (born approx. 1997-2012), known 

as digital natives, Gen Z has a profound influence on other generational groups, 

especially regarding sustainable consumption. They prioritize sustainability over 

brand loyalty and are more likely to buy from brands that are transparent about their 

sustainable practices. Gen Z’s preferences are reshaping market trends, leading to an 

overall increase in the market demand for sustainably produced goods (Casalegno et 

al., 2022). 

 

 

3.3.2 Sampling Location 

 

In this study, the sampling location, where the sampling selection will be taken place 

in Klang Valley (Kuala Lumpur and Selangor). Klang Valley is a significant economic 

region encompassing Kuala Lumpur and its suburbs, characterized by a diverse and 

economically active population. This area is home to a variety of consumer types, 

providing a rich context for studying varied responses to ESG initiatives. The region’s 

mix of urban and suburban settings will allow to capture a broad spectrum of 

consumer behaviors and purchase intentions related to green products, making it an 

ideal location for gathering impactful and relevant data in this study.  

 

 

3.3.3 Sampling Technique 

 

In this study, a non-probability sampling technique was employed due to the lack of a 

proper sampling frame. Non-probability sampling, which does not depend on a 

sampling frame, offers a practical advantage by allowing researchers to save time and 

reduce costs associated with data collection. 
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A convenience sampling technique will be used to select participants. Convenience 

sampling entails choosing participants who are readily available and willing to take 

part in the research. This approach is suitable for gathering data quickly and 

efficiently, particularly when time and resources are limited (Zikmund et al., 2009). In 

this case, the sample will consist of consumers aged 18 to 50 years who can be 

reached through online surveys, social media platforms, or other accessible channels. 

Although this approach may not guarantee a completely representative sample of the 

entire target population, it facilitates the gathering of relevant data from a practical 

and easily accessible group, offering valuable insights into the connections between 

ESG factors, Green Trust, and Consumer Purchase Intentions. 

 

 

3.3.4 Sampling Size 

 

The sample size refers to the number of participants the researcher plans to include in 

this study Sekaran and Bougie (2013). To determine the minimum sample size 

required for structural equation modeling (SEM), the formula recommended by Hair 

et al. (2010) was applied. According to their guidelines, the minimum sample size is 

calculated using the formula as Minimum Sample Size = (Number of Indicators + 

Number of Latent Variables) × Estimated Parameters. For this study, which includes 

21 measurement items (indicators), 5 latent variables, and assumes an estimated 

number of parameters (such as paths) to be 10, the minimum sample size is calculated 

as Minimum Sample Size = (21 + 5) × 10 = 260. Therefore, the study requires a 

minimum of 260 respondents to meet Hair et al.'s (2010) criteria. This methodology 

aligns with best practices in SEM and ensures a robust analysis of the relationships 

between environmental, social, governance factors, and consumer purchase intentions. 

 

 

3.4 Research Instrument 
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A research instrument serves as a tool designed to measure or evaluate a specific 

phenomenon. In this study, the questionnaire was crafted based on insights derived from the 

literature review, ensuring the questions were both relevant and well-constructed. Data 

collection was carried out using a self-administered survey questionnaire, allowing 

respondents to complete it independently without requiring the presence of a researcher. 

 

 

3.4.1 Questionnaire Design 

 

As noted by Taherdoost (2021), the core element of any survey is the questionnaire, 

which consists of a series of questions aimed at gathering data from participants. 

However, the effectiveness of a survey is heavily influenced by factors such as the 

type of questions, the language used, their sequence, and other specifics (Krosnick, 

2017). Therefore, careful planning of the questionnaire design is essential to ensure 

the collection of valuable and relevant information (Lietz, 2010). Moreover, 

questionnaires are preferred for their efficiency in collecting data from a large number 

of respondents within a short timeframe. A well-designed questionnaire also ensures 

that the collected data is accurate, generalizable, and easy to interpret (Ornstein, 

2014).  

 

In this study, the first page of the questionnaire functions as a cover page, prominently 

displaying the researcher's identity, details about research topic, objectives, and an 

assurance of confidentiality. Additionally, a question is included to collect 

respondents’ email addresses to verify the authenticity of their participation. 

 

This research consists of three sections. Section A is dedicated to collecting the 

demographic information of respondents to gain insights into their background. It 

includes five questions covering age, gender, education level, occupation, and 

monthly income, along with four additional questions related to respondents’ 

awareness and perception of ESG initiatives. 
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Section B of this study is designed to examine the relationship between the 

independent variables (Environmental, Social, and Governance—ESG factors, and 

green trust) and the dependent variable (purchase intentions). This section aims to 

gather data on the factors influencing respondents' attitudes and behaviors. It includes 

21 questions, all structured using a five-point Likert scale, enabling respondents to 

indicate their level of agreement, ranging from "Strongly Disagree" to "Strongly 

Agree." According to Babakus and Mangold (1992), utilizing a five-point Likert scale 

can improve data quality and increase response rates by minimizing respondent 

fatigue during the survey process. 

 

 

3.5 Construct Measurement 

 

Construct measurement is employed to identify broad, conceptual attributes. Similar to 

variables in quantitative research, these measurements are employed in this study to achieve a 

thorough understanding of the constructs involved. Additionally, construct measurement is 

essential for ensuring the credibility and reliability of the study’s results. 

 

 

3.5.1 Scale of Measurement 

 

According to Sekaran and Bougie (2013), measuring is the process of employing 

established principles to express an object's properties by giving symbols to 

phenomena, particularly numerical symbols. In this study, a scale of measurements 

was used to quantify and categorize the variables in the questionnaire. Nominal, 

ordinal, and interval scales are the three measurement scale types used in this 

investigation. 

 

 

3.5.1.1 Nominal Scale 
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The nominal measurement scale, as outlined by Stevens, employs numbers 

qualitatively to classify events or observations according to shared 

characteristics (Idika et al., 2023). In this study, the nominal measurement 

scale was used to construct the questions in Section A, which are aimed at 

demographic profiling. Specifically, the scale was used to measure gender, 

following the suggestion by Forthofer et al. (2007), as categories such as male, 

female, and non-binary are not hierarchical in nature. 

 

 

3.5.1.2 Ordinal Scale 

 

The ordinal scale is a ranking system that organizes options or objects in a 

specific order without employing numerical values. While it shares some 

nominal scale characteristics, it is more advanced because it provides a 

ranking system. However, ordinal scales do not indicate the precise differences 

between two points, making it difficult to calculate the degree of difference 

between them. In simpler terms, the distances between the points are not 

equal. In this study, an ordinal scale was used to classify respondents' ages in 

Section A of the demographic profile, following the recommendations of 

Forthofer et al. (2007). Furthermore, the ordinal scale was utilized to evaluate 

respondents’ income levels, as researchers often lack detailed information on 

actual income, so it can be organized in ranked categories (Mishra et al., 

2018). 

 

 

3.5.1.3 Interval Scale 

 

The interval scale organizes objects in a sequential order while integrating 

characteristics of both nominal and ordinal scales. Unlike the ordinal scale, 

however, the interval scale ensures equal spacing between measurement points 
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(Sekaran & Bougie, 2013). In other words, it not only categorizes and ranks 

data but also maintains uniform gaps between values. In this study, the interval 

scale was employed in Section B to assess factors influencing respondents’ 

opinions regarding the evaluation of ESG initiatives' impact on green products 

and consumer purchase intentions in Malaysia. The interval scale is 

particularly suitable for measuring opinions, such as through the Likert scale 

(Mishra et al., 2018). For example, this study employed a five-point Likert 

scale to measure responses, with options ranging from "Strongly Disagree" to 

"Strongly Agree," including "Disagree," "Neutral," and "Agree." While this 

application enables data ranking, the differences between units of 

measurement are not absolute. 

 

 

3.5.2 Origin of Constructs 

 

Table 3.1: Origin of Constructs 

 

Variables Sources 

Environmental Nugroho, D. P. D., Hsu, Y., Hartauer, C., & 

Hartauer, A. (2024). 

Social  Nugroho, D. P. D., Hsu, Y., Hartauer, C., & 

Hartauer, A. (2024). 

Governance Nugroho, D. P. D., Hsu, Y., Hartauer, C., & 

Hartauer, A. (2024). 

Green Trust Khalil, M. K., & Khalil, R. (2022). 

Consumer Purchase Intentions Guerreiro, J., & Pacheco, M. (2021). 

 

Source: Developed for the research. 
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3.6 Pilot Test 

 

A pilot test is a preliminary trial conducted on a small scale before administering the main 

survey. Its key objectives are to enhance the questionnaire's validity, reliability, and 

feasibility. This step is especially crucial when the survey constructs are adapted from prior 

studies, as it ensures the reliability of the constructs and the effectiveness of the items 

measuring them (Wadood et al., 2021). For this research, an online questionnaire was 

distributed, gathering 30 responses for the pilot test. The results are summarized in the table 

below. 

 

Table 3.2: Cronbach’s Alpha Result 

 

Variables Cronbach’s Alpha 

Environmental 0.818 

Social 0.743 

Governance 0.901 

Green Trust 0.812 

Consumer Purchase Intentions 0.822 

 

Source: Developed for the research. 

 

Both the independent variables, mediator and dependent variable achieved a Cronbach’s 

Alpha value exceeding the acceptable threshold of 0.70 in the pilot test. This result indicates 

that the scale and questionnaire are reliable, allowing the next stage of data collection to 

proceed. 

 

 

3.7 Data Processing 
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Data processing is a critical step that enhances the accuracy and quality of the results derived 

from the questionnaire. This process ensures that the raw data is reliable and suitable for 

analysis. The key steps involved in data processing include questionnaire verification, data 

editing, coding, transcription, cleaning, and subsequent analysis. These procedures 

collectively contribute to refining the data for meaningful insights. 

 

 

3.7.1 Questionnaire Checking 

 

Reviewing and identifying issues in questionnaires is a critical step for detecting 

errors in question flow, content, or grammar. This process is essential to ensure the 

quality of the collected data and to confirm that the questions are clear and easily 

understood by respondents. By resolving potential issues, the research’s overall 

reliability and validity are significantly improved. 

 

 

3.7.2 Data Editing 

 

As noted by Zikmund et al. (2013), the data refinement process addresses issues 

identified during data checking prior to entering data into the system. This involves 

making adjustments to improve clarity and accuracy, including resolving incomplete 

or inconsistent responses. Questionnaires with substantial errors may be excluded to 

maintain the reliability and integrity of the dataset. In this study, an online survey was 

utilized with settings configured to prevent respondents from skipping questions, 

thereby minimizing the chances of invalid responses. 

 

 

3.7.3 Data Coding 
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Bourque (2004) describes data coding as the process of transforming verbal or textual 

information into numerical variables and categories, enabling its integration into 

computer systems for streamlined analysis. This step is crucial for utilizing statistical 

tools like SPSS effectively. For instance, researchers might assign the code "1" for 

male respondents and "2" for female respondents. Similarly, in a survey section such 

as Section B, responses could be coded numerically, with "1" for strongly disagree, 

"2" for disagree, "3" for neutral, "4" for agree, and "5" for strongly agree. This coding 

method simplifies data organization and analysis. 

 

 

3.7.4 Data Transcribing 

 

Following the coding process, the next step is data transcription. This step involves 

transferring and transforming the coded data from the original questionnaire responses 

into a format suitable for analysis, which can be efficiently performed using SPSS 

software (Zikmund et al., 2013). The key-punching method is commonly employed 

by researchers to input the coded data directly into the system. Once entered, the 

system is capable of automatically processing and analyzing the data. 

 

 

3.7.5 Data Cleaning 

 

Data cleaning entails examining, identifying, and rectifying missing or inaccurate 

responses (Zikmund et al., 2013). When using SPSS, the software assists researchers 

in identifying any incorrect values generated in the responses. When errors are 

detected, researchers must revisit the edited and coded questionnaires to pinpoint the 

origin of these errors, since missing or incorrect values may result in unclear or 

erroneous outcomes. If the missing value remains unresolved, researchers can opt to 

treat it using methods such as neutral value replacement, listwise deletion, or pairwise 

deletion. In this study, the researchers addressed omissions by using the neutral value 

as a solution. 
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3.8 Data Analysis 

 

In this section, data analysis is conducted using the Statistical Package for Social Sciences 

(SPSS) software. This software assists researchers in identifying and evaluating significant 

relationships between the dependent variable and the independent variables. 

 

 

3.8.1 Descriptive Analysis 

 

Descriptive analysis involves summarizing respondents’ demographic information 

using various visual tools such as tables, graphs, bar charts, and pie charts (Zook & 

Pearce, 2018). This analysis provides researchers with a comprehensive overview of 

the demographic data and deeper insights into the respondent group. In Section A, 

which contains five questions, the data will be presented using pie charts, as they 

effectively and clearly display the proportions of each segment, making the 

information easier to interpret. 

 

 

3.8.2 Scale Measurement 

 

 

3.8.2.1 Reliability Test 

 

Reliability refers to the internal consistency of a measurement, which is crucial for 

assessing its dependability. A measurement is deemed reliable when repeated 

assessments of a particular attribute yield consistent results. The most widely used 

method for evaluating the reliability of a multi-item scale is coefficient alpha, 
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commonly known as Cronbach’s alpha. Although it does not measure validity, many 

researchers use it as a key indicator of a scale's quality. Cronbach’s alpha ranges from 

0, representing no consistency, to 1, signifying perfect consistency. According to the 

"Rules of Thumb for Cronbach’s Alpha Coefficient Value" in Table 3.1, coefficients 

between 0.80 and 0.95 indicate excellent reliability, values between 0.70 and 0.80 

signify good reliability, and those between 0.60 and 0.70 reflect moderate reliability. 

A coefficient below 0.60, however, suggests poor reliability (Bilgin, 2019).   

 

Table 3.3: Rules of Thumb for Cronbach’s Alpha Coefficient Value 

 

Alpha Coefficient Range Strength of Association 

Less than 0.6 Poor 

0.6 to < 0.70 Moderate 

0.7 to < 0.80 Good 

0.8 to < 0.90 Very Good 

0.90 and above Excellent 

 

Source: Adopted from Zikmund, Babin, Carr, & Griffin, (2010). 

 

As shown in Table 3.0, reliability is categorized into five levels: values above 0.9 

indicate excellent reliability, values between 0.8 and 0.9 are considered very good, 

values ranging from 0.7 to 0.8 are deemed good, values between 0.6 and 0.7 reflect 

moderate reliability, and values below 0.6 are classified as poor. 

 

 

3.8.3 Inferential-Analysis 

 

Inferential analysis is a widely used method for examining data in social and behavioral 
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research (Cohen & Manion, 1989; Oppenheim, 1992). This technique is primarily 

employed for hypothesis testing. In this study, data analysis was conducted using methods 

such as Pearson correlation, multiple regression, and multicollinearity testing. 

 

 

3.8.3.1 Pearson Correlation Coefficient Analysis 

 

Sekaran and Bougie (2013) state that the Pearson Correlation Matrix is 

used to measure the strength and direction of relationships between 

variables. A positive correlation coefficient (r) indicates a direct 

relationship, meaning that as one variable increases, the other also tends 

to increase. Conversely, a negative correlation coefficient (-r) signifies 

an inverse relationship, where an increase in one variable corresponds to 

a decrease in the other. 

 

Table 3.4: Rules of Thumb for Correlation Coefficient 

 

Coefficient Range Strength of Association 

+ 0.91 to + 1.00 Very high correlation 

+ 0.70 to + 0.89 High correlation 

+ 0.50 to + 0.69 Moderate correlation 

+ 0.30 to + 0.49 Low correlation 

+ 0.00 to + 0.29 Negligible correlation 

 

Source: Adopted from Asuero, Sayago, and González (2006). 

 

As shown in Table 3.1, a coefficient between +0.91 and +1.00 indicates 

a very high correlation. A coefficient within the range of +0.70 to 

+0.89 reflects a high correlation, while values between +0.50 and 
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+0.69 are considered to indicate a moderate correlation. Additionally, a 

coefficient from +0.30 to +0.49 represents a low correlation, and 

values between +0.00 and +0.29 suggest little to no correlation. 

 

 

3.8.3.2 Multiple Linear Regression 

 

Multiple regression analysis is a statistical method employed to 

determine the relationship between a single dependent variable and 

multiple independent variables (Sekaran & Bougie, 2013). In this study, 

this method enables the researcher to more comprehensively understand 

how four independent variables influence impulse buying behavior in 

social commerce. The formula applied in this research is outlined as 

follows: 

 

Equation for This Study:  

Y = a + b1X1 (E) + b2X2 (S) + b3X3 (G) + b4X4 (GT)  

 

Whereby:  

 

Y = Dependent Variable  

X = Independent Variable 

E = Environmental 

S = Social 

G = Governance 

GT = Green Trust 

a = Beta Regression Coefficient Value  

b = Regression Constant Value 

 

 

3.8.3.3 Sobel Test 
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Figure 3.1: Sobel Test 

 

 

 

Source: Adopted from Abu-Bader & Jones (2021). 

 

The Sobel test is a statistical test used in mediation analysis to 

determine whether a mediating variable carries the effect of an 

independent variable (IV) to a dependent variable (DV). It evaluates 

whether the reduction in the effect of the IV on the DV (when the 

mediator is included) is statistically significant (Abu-Bader & Jones, 

2021). 

 

Explanation of the required numerical values: 

 

a = raw (unstandardized) regression coefficient for the association 

between IV and mediator. 

sa = standard error of a. 

b = raw coefficient for the association between the mediator and the 

DV (when the IV is also a predictor of the DV). 

sb = standard error of b. 

 

To obtain the necessary numbers: 

1. Perform a regression analysis with the independent variable (IV) 

predicting the mediator. This analysis will provide the coefficients 

for a and sa 
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2. Conduct a regression analysis with both the independent variable 

(IV) and the mediator predicting the dependent variable (DV). This 

will yield the coefficients for b and sb 

It is important to note that sa and sb should always be non-negative. 

 

 

3.9 Conclusion 

 

This chapter provides an in-depth overview of the research methodology, including the 

research design, data collection approaches, sampling methods, and research instruments 

such as questionnaire development and pilot testing. It further details the construct 

measurement process and the planned data analysis methods, which include descriptive 

analysis, reliability testing, Pearson’s correlation analysis, multiple regression analysis and 

sobel test. The findings from these statistical analyses will be explored in the subsequent 

chapter. 
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CHAPTER 4: DATA ANALYSIS 

 

 

4.0 Introduction 

 

After collecting the necessary data, Chapter 4 will present the results with a detailed 

description, based on data analysis conducted using the 30th version of the Statistical 

Package for Social Sciences (SPSS). The outcomes of this chapter will include descriptive 

analysis, outlining the demographic characteristics of the respondents, as well as inferential 

analyses, including multiple regression analysis and correlation analysis.  

 

 

4.1 Survey Distribution and Return Rate 

 

A convenience sampling method was used to distribute 260 questionnaires via Google Forms. 

A total of 260 responses were received, with 241 sets deemed usable by the end of the data 

collection. The usable response rate is approximately 92.7%. 

 

 

4.2 Descriptive Analysis 

 

To clarify and present the demographic details of the respondents, the researcher performed a 

descriptive analysis. This method included the use of pie charts, bar graphs, and tables to 

offer a detailed summary of the data. 

 

 

4.2.1 Respondents’ Demographic Profile 
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This section includes demographic characteristics of the respondents, such as age, 

gender, educational background, monthly income, as well as the influence of ESG on 

green products. 

 

 

4.2.1.1 Gender 

 

According to Figure 4.1 below, among 241 respondents, 51.5% of respondents 

are male, which corresponds to 124 respondents. Meanwhile, females consist of 

48.5%, which corresponds to 117 respondents. 

 

Figure 4.1: Pie Chart of Gender 

 

 

 

Source: Developed for the research. 

 

           Table 4.1: Descriptive Analysis of Gender 

 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Female 117 48.5 48.5 48.5 

Male 124 51.5 51.5 100.0 
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Total 241 100.0 100.0  

 

Source: Developed for the research. 

 

 

4.2.1.2 Age 

 

Based on Figure 4.2 below, 41.9% of respondents are aged between 26–35, 

which corresponds to 101 respondents. Meanwhile, 37.8% are aged between 

36–45, which corresponds to 91 respondents. Additionally, 19.9% are aged 

between 18–25, which corresponds to 48 respondents, and 0.4% are aged 

between 46–55, which is 1 respondent. Age is crucial in this study to evaluate 

the influence of different age groups on attitudes, behaviors, and decision-

making patterns regarding the topic under investigation. 

 

Figure 4.2: Pie Chart of Age Group 

 

 

 

Source: Developed for the research. 

 

    Table 4.2: Descriptive Analysis of Age Group 
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 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 18 - 25  48 19.9 19.9 19.9 

26 - 35  101 41.9 41.9 61.8 

36 - 45  91 37.8 37.8 99.6 

46 - 55  1 .4 .4 100.0 

Total 241 100.0 100.0  

 

Source: Developed for the research. 

 

 

4.2.1.3 Education Background 

 

Based on Figure 4.3 below, 70.5% of respondents have a Bachelor’s degree, 

which corresponds to 170 respondents. Meanwhile, 27.4% have a Diploma, 

which corresponds to 66 respondents. Additionally, 2.1% have a postgraduate 

degree or above, which is 5 respondents. Education background is crucial in 

this study to evaluate the influence of educational background on respondents' 

understanding, awareness, and engagement with the subject under 

investigation. 

 

Figure 4.3: Pie Chart of Educational Background 
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Source: Developed for the research. 

 

Table 4.3: Descriptive Analysis of Educational Background 

 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Bachelor's Degree 170 70.5 70.5 70.5 

Diploma 66 27.4 27.4 97.9 

Postgraduate and above 5 2.1 2.1 100.0 

Total 241 100.0 100.0  

 

Source: Developed for the research. 

 

 

4.2.1.4 Occupation 

 

Based on Figure 4.4 below, 80.1% of respondents are employed, which 

corresponds to 193 respondents. Meanwhile, 18.7% are students, which 

corresponds to 45 respondents, and 1.2% are self-employed, which is 3 

respondents. Occupation is important in this study to examine how different 

roles influence consumers' attitudes and behaviors towards the topic, 

particularly in terms of decision-making and engagement with relevant factors. 

 

Figure 4.4: Pie Chart of Occupation 
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Source: Developed for the research. 

 

Table 4.4: Descriptive Analysis of Occupation 

 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Employed 193 80.1 80.1 80.1 

Self-employed 3 1.2 1.2 81.3 

Student 45 18.7 18.7 100.0 

Total 241 100.0 100.0  

 

Source: Developed for the research. 

 

 

4.2.1.5 Monthly Income 

 

As per Figure 4.5 below, the majority of respondents, 66.4%, have a monthly 

income between RM 3,000 – RM 4,900, which corresponds to 160 

respondents. Additionally, 14.1% have an income of less than RM 1,500, 

which corresponds to 34 respondents, and 11.6% have an income of RM 5,000 

– RM 6,900, which is 28 respondents. Meanwhile, 6.2% earn between RM 
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1,500 – RM 2,900, which corresponds to 15 respondents, and 1.7% have an 

income of RM 7,000 – RM 8,900, which is 4 respondents. Monthly income is 

important in this study to examine the financial capacity and consumption 

patterns of respondents. 

 

Figure 4.5: Pie Chart of Monthly Income 

 

 

 

Source: Developed for the research. 

 

 Table 4.5: Descriptive Analysis of Monthly Income 

 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid < RM 1,500 34 14.1 14.1 14.1 

RM 1,500 - 2,900 15 6.2 6.2 20.3 

RM 3,000 - 4,900 160 66.4 66.4 86.7 

RM 5,000 - 6,900 28 11.6 11.6 98.3 

RM 7,000 - 8,900 4 1.7 1.7 100.0 

Total 241 100.0 100.0  

 

Source: Developed for the research. 
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4.2.2 Respondents’ General Information 

 

This section describes the general awareness and behavioral attributes of the 

participants. It focuses on how their understanding of Environmental, Social, and 

Governance (ESG) initiatives influences their decisions to purchase green products.  

 

 

4.2.2.1 Understanding ESG Initiatives 

 

As per Figure 4.6 below, most respondents are very aware, with a total of 162 

respondents or 67.2% of the sample. Additionally, 27% of respondents are 

extremely aware, which corresponds to 65 respondents. Meanwhile, 4.1% are 

moderately aware, which corresponds to 10 respondents, and both not aware and 

somewhat aware categories comprise 0.8% each, corresponding to 2 respondents 

for each category. Awareness levels are crucial in this study to assess the 

respondents' understanding and consciousness regarding the subject matter being 

investigated. 

 

Figure 4.6: Pie Chart of Understanding ESG Initiatives 
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Source: Developed for the research. 

 

Table 4.6: Descriptive Analysis of Understanding ESG Initiatives 

 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Extremely aware 65 27.0 27.0 27.0 

Moderately aware 10 4.1 4.1 31.1 

Not aware 2 .8 .8 32.0 

Somewhat aware 2 .8 .8 32.8 

Very aware 162 67.2 67.2 100.0 

Total 241 100.0 100.0  

 

Source: Developed for the research. 

 

 

4.2.2.2 Paying Attention to Companies' ESG News 

 

As per Figure 4.7 below illustrates, the majority of respondents, 95.9%, pay 

attention to companies' ESG news, which corresponds to 231 respondents. 

Meanwhile, 3.3% of respondents sometimes pay attention, which corresponds to 

8 respondents, and only 0.8% do not pay attention, which corresponds to 2 

respondents. Understanding the level of attention given to ESG news is vital in 

this study to gauge the respondents' engagement and awareness regarding 

corporate sustainability initiatives. 

 

Figure 4.7: Pie Chart of Paying Attention to Companies' ESG News 
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Source: Developed for the research. 

 

 Table 4.7: Descriptive Analysis of Paying Attention to Companies' ESG News 

 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid No 2 .8 .8 .8 

Sometimes 8 3.3 3.3 4.1 

Yes 231 95.9 95.9 100.0 

Total 241 100.0 100.0  

  

Source: Developed for the research. 

 

 

4.2.2.3 ESG Standards in Ensuring Product and Quality 

 

Based on Figure 4.8 below, the vast majority of respondents, 98.3%, believe 

that ESG standards will help ensure product and company quality, which 

corresponds to 237 respondents. Meanwhile, 1.2% of respondents think maybe, 

which corresponds to 3 respondents, and only 0.4% do not believe, which 

corresponds to 1 respondent. This data highlights a strong consensus on the 
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importance of ESG standards in ensuring quality and building trust in 

companies and their products. 

 

Figure 4.8: Pie Chart of ESG Standards in Ensuring Product and Quality 

 

 

 

Source: Developed for the research. 

 

         Table 4.8: Descriptive Analysis of ESG in Ensuring Product and Quality 

 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Maybe 3 1.2 1.2 1.2 

No 1 .4 .4 1.7 

Yes 237 98.3 98.3 100.0 

Total 241 100.0 100.0  

 

Source: Developed for the research. 

 

 

4.2.2.4 Awareness of Companies' ESG Practices 
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Based on Figure 4.9 below, the majority of respondents, 73%, or 176 

respondents, feel well-informed about the ESG practices of the companies they 

purchase from. Meanwhile, 20.7% or 50 respondents are very well-informed, 

and 4.1% or 10 respondents are moderately informed. Additionally, 1.7% or 4 

respondents are slightly informed, and only 0.4% or 1 respondent is not at all 

informed. This data reflects a generally high level of awareness among 

respondents regarding the ESG practices of the companies they support. 

 

Figure 4.9: Pie Chart of Awareness of Companies' ESG Practices 

 

 

 

Source: Developed for the research. 

 

Table 4.9: Descriptive Analysis of Awareness of Companies' ESG Practices 

 

 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Moderately informed 10 4.1 4.1 4.1 

Not at all informed 1 .4 .4 4.6 

Slightly informed 4 1.7 1.7 6.2 

Very well informed 50 20.7 20.7 27.0 

Well informed 176 73.0 73.0 100.0 

Total 241 100.0 100.0  
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Source: Developed for the research. 

 

 

4.2.2.5 Stopping Support Due to Poor ESG Practices 

 

Based on Figure 4.10 below, all respondents, 100.0 percent of 241 respondents, 

indicated that they would stop supporting a product or company due to poor 

ESG practices. This unanimous result highlights the critical importance of 

maintaining strong ESG standards to retain consumer trust and support. 

 

Figure 4.10: Pie Chart of Stopping Support Due to Poor ESG Practices 

 

 

 

Source: Developed for the research. 

 

Table 4.10: Descriptive Analysis of Stopping Support Due to Poor ESG 

Practices 

 

 Frequency Percent Valid Percent Cumulative Percent 

Valid     Yes 241 100.0 100.0 100.0 
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Source: Developed for the research. 

 

 

4.3 Measurement Scale 

 

The researcher conducted a Cronbach's Alpha test to evaluate the internal consistency and 

reliability of the gathered data. 

 

 

4.3.1 Reliability Analysis Test 

 

Table 4.11: Reliability Statistics 

 

 

 

 

 

 

 

 

 

Source: Developed for the research. 

 

In interpreting the results of the Cronbach’s Alpha reliability test, the following 

thresholds are commonly used: excellent (> 0.9), good (> 0.8), acceptable (> 0.7), 

questionable (> 0.6), poor (> 0.5), and unacceptable (< 0.5) (Schrepp, 2020). As 

shown in Table 4.11, all variables tested demonstrated reliability at an acceptable 

level, as their Cronbach’s Alpha values ranged from 0.701 to 0.797. Specifically, the 

Environmental Dimension and Consumer Purchase Intentions both recorded a value 

of 0.746, the Social Dimension recorded 0.752, the Governance Dimension had the 

No Variables No. of 

items 

Cronbach’s 

Alpha 

Reliability 

Level 

1 Environmental 4 0.746 Acceptable 

2 Social 5 0.752 Acceptable 

3 Governance 4 0.797 Acceptable 

4 Green Trust 4 0.701 Acceptable 

5 Consumer Purchase Intentions 4 0.746 Acceptable 
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highest reliability at 0.797, and Green Trust had the lowest acceptable reliability at 

0.701. These results indicate that all the scales used in the study are consistent and 

suitable for further analysis. 

 

 

4.4 Inferential Analyses 

 

 

4.4.1 Pearson’s Correlation Analysis 

 

Table 4.12: Correlation Matrix 

 

 

 

Source: Developed for the research. 

 

Note:  
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i. Mean_ED: Environmental 

ii. Mean_SD: Social 

iii. Mean_GD: Governance 

iv. Mean_GT: Green Trust 

v. Mean_CPI: Consumer Purchase Intentions 

 

The threshold for determining statistical significance in research is a p-value of less 

than 0.05, also known as the significance level. According to table 4.12 shows that the 

p-value is less than 0.001, which indicates that the correlation is statistically 

significant.  

 

The Pearson correlation values between the independent and dependent variables are 

recorded as follows, where Environmental at 0.742, Social at 0.730, Governance at 

0.738. This show that environmental has the highest correlation with consumer 

purchase intentions whereas social has the lowest correlation with consumer purchase 

intentions. 

 

Moreover, the mediator, Green Trust, is strongly correlated with each of the 

independent variables including Environmental at 0.804, Social at 0.798, Governance 

at 0.774, Consumer Purchase Intentions at 0.776.  This shows that the environment 

has the highest correlation with green trust, while governance has the lowest 

correlation with green trust. 

 

In summary, the Pearson’s correlation analysis reveals that all the variables including 

independent variables, mediator, and dependent variable are positively correlated with 

one another at a statistically significant level (p < 0.001). The strength of these 

relationships, particularly the strong correlation between the mediator and the 

dependent variable, highlights the importance of green trust as a key factor in the 

influence of the independent variables on the dependent variable. 
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4.4.2 Multiple Regression Analysis 

 

 

4.4.2.1 Multiple Regression Analysis of ESG components on Consumer 

Purchase Intentions 

 

Table 4.13: Model Summary 

 

  

 

Source: Developed for the research. 

 

Note:  

a. Predictors: (Constant), Environmental, Social, Governance 

b. Dependent Variables: Consumer Purchase Intentions 

 

From the table above, R equals to 0.796 demonstrates that the model is 

correlated with the data. For the R square, all the independent variables were 

explained 0.634 indicates that 63.4% in the dependent variables. The R-

squared value indicates the proportion of variance, reflecting the extent to 

which the dependent variable is influenced by the independent variables 

(Chicco, 2021).  Additionally, the adjusted R-squared value of 0.629 indicates 

that 62.9% of the variation in the dependent variable, which is consumer 

purchase intentions was influenced by the independent variables in the 

research. The remaining 37.1% of consumer purchase intentions is represented 

by other independent variables. 
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Table 4.14: ANOVA  

 

 

 

Source: Developed for the research. 

 

According to table 4.14, the F- statistics is recorded at 136.701 and the p-value 

at <.001, indicating a statistically significant model since the p-value is less 

than 0.05. When significant level at 1%, the entire multiple regression models 

is significant, it has significant relation on dependent variable (Consumer 

Purchase Intentions) and independent variables (Environmental, Social, 

Governance).  

 

 

Table 4.15: Coefficients 

 

 

 

Source: Developed for the research. 
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Under multiple regression analysis, a p-value of less than 0.05 implies that the 

hypothesis in the research is not rejected. According to Table 4.15 shows 

Environmental and Governance have a p-value at <0.001, while Social has a 

p-value of 0.002. Based on this data, it can be concluded that the hypotheses 

for Environmental, Social, and Governance are not rejected. 

 

The beta value represents the influence on consumer purchase intentions, with 

a higher beta value indicating a greater influence. According to the table, 

Environmental has the highest beta value at 0.317, followed by Governance at 

0.314, and Social at 0.229. In conclusion, all three ESG components positively 

and significantly influence purchase intentions, with Environmental has the 

greatest influence on consumer purchase intentions, while Social has the least 

influence. 

 

 

4.4.2.2 Multiple Regression Analysis of ESG components on Green Trust 

  

Table 4.16: Model Summary 

 

 

 

Source: Developed for the research. 

 

Note:  

a. Predictors: (Constant), Environmental, Social, Governance 

b. Dependent Variables: Green Trust 
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From the table above, R equals to 0.855 demonstrates that the model is 

correlated with the data. For the R square, all the independent variables were 

explained 0.732 indicates that 73.2% in the dependent variables. Additionally, 

the adjusted R-squared value of 0.728 indicates that 72.8% of the variation in 

the dependent variable, which is green trust was influenced by the independent 

variables in the research. The remaining 27.2% of green trust is represented by 

other independent variables. 

 

 

Table 4.17: ANOVA  

 

 

 

Source: Developed for the research. 

  

As shown in Table 4.17, the F-statistic is 215.626, with a p-value of <0.001, 

indicating that the model is statistically significant since the p-value is less 

than 0.05. At a 1% significance level, the multiple regression model is 

significant, demonstrating a meaningful relationship between the dependent 

variable (Green Trust) and the independent variables (Environmental, Social, 

and Governance) 
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Table 4.18: Coefficients 

 

 

 

Source: Developed for the research. 

 

Under multiple regression analysis, a p-value of less than 0.05 implies that the 

hypothesis in the research is not rejected. According to Table 4.18, both 

Environmental, Social and Governance have a p-value at <0.001. Based on 

this data, it can be concluded that the hypotheses for Environmental, Social, 

and Governance are not rejected. 

 

The beta value represents the influence on green trust, with a higher beta value 

indicating a greater influence. According to the table, Environmental has the 

highest beta value at 0.361, followed by Social at 0.308, and Governance at 

0.253. In conclusion, all three ESG components positively and significantly 

influence purchase intentions, with Environmental has the greatest influence 

on green trust, while Governance has the least influence. 

 

 

4.4.2.3 Multiple Regression Analysis of Green Trust on Consumer 

Purchase Intentions 

 

Table 4.19: Model Summary 
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Source: Developed for the research. 

 

Note:  

a. Predictors: (Constant), Green Trust 

b. Dependent Variables: Consumer Purchase Intentions 

 

From the table above, R equals to 0.776 demonstrates that the model is 

correlated with the data. For the R square, all the independent variables were 

explained 0.602 indicates that 60.2% in the dependent variables. Moreover, 

the adjusted R-squared value of 0.601 indicates that 60.1% of the variation in 

the dependent variable, which is consumer purchase intentions was influenced 

by the independent variables in the research. The remaining 39.9% of 

consumer purchase intentions is represented by other independent variables. 

 

 

Table 4.20: ANOVA  

 

 

 

Source: Developed for the research. 
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As presented in Table 4.20, the F-statistic is 362.036, with a p-value of 

<0.001, indicating that the model is statistically significant since the p-value is 

less than 0.05. At a 1% significance level, the multiple regression model is 

significant, showing a strong relationship between the dependent variable 

(Consumer Purchase Intentions) and the independent variable (Green Trust). 

 

 

Table 4.21: Coefficients 

 

 

 

Source: Developed for the research. 

 

Under multiple regression analysis, a p-value of less than 0.05 implies that the 

hypothesis in the research is not rejected. According to Table 4.21, Green 

Trust has a p-value at <0.001. Based on this data, it can be concluded that the 

hypothesis for Green Trust is not rejected. 

 

The beta value represents the influence on consumer purchase intentions, with 

a higher beta value indicating a greater influence. According to the table, 

Environmental has the high beta value at 0.776. In conclusion, green trust 

positively and significantly influences consumer purchase intentions. 

 

 

4.4.3 Sobel Test 
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4.4.3.1 Sobel Test for Green Trust on Environmental and Consumer 

Purchase Intentions 

 

Table 4.22: Sobel Test  

 

 

 

Source: Developed for the research. 

 

The analysis examines the mediating effect of green trust on the relationship 

between environmental and consumer purchase intentions using the Sobel, 

Aroian, and Goodman tests. The path coefficients from the independent 

variable to the mediator (a = 0.747) and from the mediator to the dependent 

variable (b = 0.544) are statistically significant, with small standard errors (sₐ 

= 0.036, sᵦ = 0.070). The test statistics for all three methods (Sobel: 7.28, 

Aroian: 7.27, Goodman: 7.29), and the p-values are 0, confirming a significant 

mediation effect. Additionally, as shown in Figure 4.11, this results in an 

indirect effect estimate of 0.4064 (a × b). 

 

Figure 4.11: Mediation Model 
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Source: Developed for the research. 

 

 

4.4.3.1 Sobel Test for Green Trust on Social and Consumer Purchase 

Intentions 

 

Table 4.24: Sobel Test  

 

 

 

Source: Developed for the research. 

 

From Table 4.24 analysis explores the mediating effect of green trust on the 

relationship between social and consumer purchase intentions. Using Sobel, 

Aroian, and Goodman tests, the results demonstrate a significant mediation 

effect, with test statistics (Sobel: 7.65, Aroian: 7.64, Goodman: 7.66) and p-

values of 0. The path coefficients show a connection, with a = 0.809 (sₐ = 

0.040) and b = 0.570 (sᵦ = 0.069), resulting in an indirect effect estimate of 
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0.4611 (a × b). The diagram highlights mediated relationship, emphasizing the 

critical role of green trust in linking social and consumer purchase intentions.  

 

Figure 4.12: Mediation Model 

 

 

 

Source: Developed for the research. 

 

 

4.4.3.1 Sobel Test for Green Trust on Governance and Consumer 

Purchase Intentions 

 

Table 4.26: Sobel Test  

 

 

 

Source: Developed for the research. 

 

Based on Table 4.26, the analysis investigates the mediating effect of green 
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trust on the relationship between governance and consumer purchase 

intentions. Using Sobel, Aroian, and Goodman tests, the mediation effect is 

confirmed as significant, with test statistics (Sobel: 7.70, Aroian: 7.69, 

Goodman: 7.71) and p-values of 0. The path coefficients indicate an indirect 

effect, with a = 0.661 (sₐ = 0.035) and b = 0.548 (sᵦ = 0.065), resulting in an 

indirect effect estimate of 0.3622 (a × b).  

 

Figure 4.13: Mediation Model 

 

 

 

Source: Developed for the research. 

 

 

4.5 Hypotheses Testing 

 

 

Hypothesis 1: 

 

H1: There is a relationship between environmental and consumer purchase intentions 

 

Referring to Table 4.15, the p-value for the Environmental component is less than 0.001, 

indicating a statistically significant result as it is well below the 0.05 threshold. Therefore, H1 
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is not rejected. This indicates that the Environmental has a statistically significant effect 

relationship with Consumer Purchase Intentions. 

 

 

Hypothesis 2: 

 

H2: There is a relationship between social and consumer purchase intentions 

 

Referring to Table 4.15, the p-value for the Social component is at 0.002, indicating a 

statistically significant result as it is well below the 0.05 threshold. Therefore, H2 is not 

rejected. This indicates that the Social has a statistically significant effect relationship with 

Consumer Purchase Intentions. 

 

 

Hypothesis 3: 

 

H3: There is a relationship between governance and consumer purchase intentions 

 

Referring to Table 4.15, the p-value for the Governance component is < 0.001, which is 

significantly lower than the threshold of 0.05. Therefore, H3 is not rejected. This indicates 

that the Governance has a statistically significant effect relationship with Consumer Purchase 

Intentions. 

 

 

Hypothesis 4: 

 

H4: There is a relationship between environmental and green trust 

 

Referring to Table 4.18, the p-value for the Environmental component is < 0.001, which is 
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significantly lower than the threshold of 0.05. Therefore, H4 is not rejected. This indicates 

that the Environmental has a statistically significant effect relationship with Green Trust. 

 

 

Hypothesis 5: 

 

H5: There is a relationship between social and green trust   

 

Referring to Table 4.18, the p-value for the Social component is < 0.001, which is 

significantly lower than the threshold of 0.05. Therefore, H5 is not rejected. This indicates 

that the Social has a statistically significant effect relationship with Green Trust. 

 

 

Hypothesis 6: 

 

H6: There is a relationship between governance and green trust   

 

Referring to Table 4.18, the p-value for the Governance component is < 0.001, which is 

significantly lower than the threshold of 0.05. Therefore, H6 is not rejected. This indicates 

that the Governance has a statistically significant effect relationship with Green Trust. 

 

 

Hypothesis 7: 

 

H7: There is a relationship between green trust and consumer purchase intentions  

 

Referring to Table 4.21, the p-value for the Green Trust is < 0.001, which is significantly 

lower than the threshold of 0.05. Therefore, H7 is not rejected. This indicates that the Green 

Trust has a statistically significant effect relationship with Consumer Purchase Intentions. 
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Hypothesis 8: 

 

H8: There is mediating effect of green trust on environmental and consumer purchase 

intentions 

 

Referring to Table 4.22, the mediating effect of green trust on the relationship between 

environmental and consumer purchase intentions for the p-value of 0, which is significantly 

lower than the threshold of 0.05. Therefore, H8 is not rejected. This indicates that the Green 

Trust has a significant mediating effect of Green Trust on the relationship between 

Environmental and Consumer Purchase Intentions. 

 

 

Hypothesis 9: 

 

H9: There is mediating effect of green trust on social and consumer purchase intentions 

 

Referring to Table 4.24, the mediating effect of green trust on the relationship between social 

and consumer purchase intentions for the p-value of 0, which is significantly lower than the 

threshold of 0.05. Therefore, H8 is not rejected. This indicates that the Green Trust has a 

significant mediating effect of Green Trust on the relationship between Social and Consumer 

Purchase Intentions. 

 

 

Hypothesis 10: 

 

H10: There is mediating effect of green trust on governance and consumer purchase 

intentions 
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Referring to Table 4.26, the mediating effect of green trust on the relationship between 

governance and consumer purchase intentions for the p-value of 0, which is significantly 

lower than the threshold of 0.05. Therefore, H10 is not rejected. This indicates that the Green 

Trust has a significant mediating effect of Green Trust on the relationship between 

Governance and Consumer Purchase Intentions. 

 

 

4.6 Conclusion 

 

Overall, this chapter has examined the respondents’ demographic profile and general 

information, conducted reliability analysis, Pearson’s Correlation Analysis, Multiple 

Regression Analysis, and hypothesis testing. These analyses reveal that the findings support 

hypotheses H1, H2, H3, H4, H5, H6, H7, H8, H9 and H10.  
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CHAPTER 5: DISCUSSION, CONCLUSION AND 

IMPLICATIONS 

 

 

5.0 Introduction 

 

This chapter will provide a thorough analysis of the findings from Chapter 4, along with an 

exploration of the research's implications, limitations, and suggestions for future research. 

 

 

5.1 Discussions of Major Findings 

 

Table 5.1: Summary of Hypotheses Testing Results 

 

Hypothesis P-value Result Supported/ 

Rejected 

H1: There is a relationship between environmental 

and consumer purchase intentions 

<0.001 Significant Supported 

H2: There is a relationship between social and 

consumer purchase intentions 

<0.001 Significant Supported 

H3: There is a relationship between governance and 

consumer purchase intentions 

0.002 Significant Supported 

H4: There is a relationship between environmental 

and green trust 

<0.001 Significant Supported 

H5: There is a relationship between social and green 

trust 

<0.001 Significant Supported 

H6: There is a relationship between governance and 

green trust 

<0.001 Significant Supported 
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H7: There is a relationship between green trust and 

consumer purchase intentions 

<0.001 Significant Supported 

H8: There is mediating effect of green trust on 

environmental and consumer purchase intentions 

0 Significant Supported 

H9: There is mediating effect of green trust on social 

and consumer purchase intentions 

0 Significant Supported 

H10: There is mediating effect of green trust on 

governance and consumer purchase intentions 

0 Significant Supported 

 
 

Source: Developed for the research. 
 

 

 

5.1.1 Environmental, Green Trust and Consumer Purchase 

Intentions 

 

 

5.1.1.1 Environmental and Consumer Purchase Intentions 

 

H1: There is a relationship between environmental and consumer 

purchase intentions 

 

The results of hypothesis testing confirm a significant relationship between 

environmental factors and consumer purchase intentions. This finding aligns 

with the previous research by Canio et al. (2021), which highlights the critical 

role of environmental factors in influencing consumers' intentions to buy eco-

friendly products. Studies have demonstrated that individuals with heightened 

environmental concerns are more likely to trust sustainable producers and 

display stronger pro-environmental purchase intentions. 

 

Another study found that environmental knowledge and perceived consumer 
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effectiveness have a significant impact on purchase intentions for green 

products. Consumers who possess a strong understanding of environmental 

issues and believe their actions can contribute to positive change are more 

likely to exhibit intentions to purchase eco-friendly products. However, 

environmental concern alone does not always directly influence purchase 

intentions, suggesting that knowledge and perceived effectiveness are critical 

factors (Kim & Lee, 2023). In addition, a research done by Li et al. (2024) 

proved that environmental regulations and green marketing strategies 

significantly influence consumers' intentions to purchase green products. 

Effective green marketing can bridge the gap between environmental 

regulations and consumer behavior, encouraging the adoption of eco-friendly 

products.  

 

In summary, environmental factors influence consumer purchase intentions 

toward green products.  

 

 

5.1.1.2 Environmental and Green Trust 

 
H4: There is a relationship between environmental and green trust 

 
The results of hypothesis testing clearly indicate a significant relationship 

between environmental factors and green trust. The findings of this study align 

significantly with those of Vinoth et al. (2024), a strong sense of 

environmental concern often leads consumers to place greater trust in green 

products and brands. When people care deeply about environmental issues, 

such as deforestation or plastic pollution, they actively seek solutions and tend 

to trust companies offering sustainable alternatives. Studies demonstrate that 

environmental concern acts as a direct influencer of green trust, encouraging 

consumers to align their purchasing behavior with their environmental values. 

This highlights the importance of addressing consumer concerns authentically 

to build trust. 
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Besides, there is also study carried out by Chen et al. (2015) confirming 

consumers are more inclined to trust a company's eco-friendly products when 

they perceive the organization as environmentally friendly. This trust is 

strengthened by visible efforts toward sustainability, such as transparent eco-

friendly policies, reduced carbon emissions, and adherence to environmental 

standards. A study highlights that the perception of environmental friendliness 

directly correlates with green trust, particularly when companies actively 

engage in sustainable practices. This finding underscores the importance of 

environmental credibility in building consumer confidence in green products.  

 

Ahmad et al. (2021) also claimed that environmental quality awareness and 

green trust. Consumers who are aware of environmental quality issues tend to 

have a higher level of green trust. For instance, when individuals understand 

the detrimental effects of pollution and the benefits of sustainable practices, 

they are more likely to trust green products that claim to address these issues. 

This relationship was highlighted in a study where participants with 

heightened environmental awareness showed a stronger inclination to trust and 

purchase eco-friendly products. The finding emphasizes the role of 

environmental education in fostering green trust. 

 

In addition, Asif et al. (2022) proved that environmental knowledge has been 

shown to play a critical role in building green trust. Consumers with a stronger 

understanding of environmental issues, such as climate change and 

biodiversity loss, are better able to evaluate the credibility of green claims 

made by brands. For instance, a study found that individuals with greater 

environmental literacy were more likely to trust and purchase eco-friendly 

appliances. This suggests that providing consumers with accurate and 

accessible environmental information can directly increase their trust in green 

products.  

 

In summary, these findings collectively emphasize the importance of 
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environmental trust in shaping green trust.  

 

 

5.1.1.3 Mediating Effect of Green Trust on Environmental and 

Consumer Purchase Intentions 

 

H8: There is mediating effect of green trust on environmental and 

consumer purchase intentions 

 

The results of hypothesis testing indicate that green trust plays a significant 

mediating role in the relationship between environmental factors and 

consumer purchase intentions. This finding is consistent with previous 

research, such as the study by Li et al. (2021), further validating the 

importance of green trust in influencing consumer behavior. One study 

examined the impact of greenwashing where companies deceptively promote 

their products as environmentally friendly on consumer behavior. The findings 

revealed that greenwashing negatively affects purchase intentions by eroding 

green brand trust. This erosion is particularly pronounced among consumers 

with high environmental awareness, who are more adept at identifying 

insincere green claims (Isac et al., 2024). 

 

Another investigation examined the connection between skepticism toward 

green advertising and the intention to purchase green food products. The study 

found that green trust fully mediated this relationship, indicating that 

skepticism leads to lower purchase intentions primarily through diminished 

trust. Conversely, perceived environmental knowledge was linked to higher 

purchase intentions through increased trust, underscoring the importance of 

credible environmental information in fostering consumer trust and 

encouraging green purchases (Sio et al., 2022). Further research explored how 

greenwashing perceptions influence green purchase intentions, with green 

trust and green word-of-mouth serving as mediators. The results demonstrated 

that greenwashing perceptions indirectly affect purchase intentions through 
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their impact on green trust and the subsequent spread of word-of-mouth. This 

highlights the critical role of trust in shaping consumer engagement and 

purchasing behavior in the context of green products (Guerreiro & Pacheco, 

2021). 

 

Collectively, these studies underscore the significant mediating effect of green 

trust on the relationship between environmental factors and consumer 

purchase intentions.  

 

 
5.1.2 Social, Green Trust and Consumer Purchase Intentions 

 

 

5.1.2.1 Social and Consumer Purchase Intentions 

 

H2: There is a relationship between social and consumer purchase 

intentions 

 

According to the results of hypothesis testing, it is evident that significantly 

the relationship between social factors and consumer purchase intentions. This 

aligns with the findings of previous research where Cheng and Huang (2024) 

noticed that transparent ESG disclosures that highlight social dimensions such 

as fair labor practices, diversity, and community support improve brand 

credibility. Consumers view such companies as trustworthy and ethical, which 

influences their purchasing behavior positively. Research shows that social 

practices like fair treatment of employees, gender equality, and community 

engagement resonate strongly with consumers. These initiatives foster an 

emotional connection, leading to increased brand loyalty and higher purchase 

intentions. 

 

While this factor was supported by the research from Boufounou et al. (2023) 
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proved the social aspect of ESG has a broad appeal across various 

demographic segments, making it a unifying factor in purchase decisions. 

Studies suggest that both younger generations including Millennials and Gen 

Z, and older consumers place a high value on socially responsible behavior. 

However, younger consumers are particularly likely to investigate a brand’s 

social practices before purchasing. A multinational study revealed that 

consumers in urban areas prioritize brands that address social inequality, while 

suburban consumers tend to focus on community-centric practices. This 

universality underscores the significance of integrating social responsibility 

into ESG strategies. 

 

Another study by Song et al. (2024) examined social dimension influences 

consumer purchase behavior, particularly when companies emphasize ethical 

sourcing, fair trade, and community support. For example, the products 

labeled as “fair trade” or “community-supported agriculture” attracted higher 

sales. Consumers preferred these products over others, even when priced 

higher, because they perceived them as aligned with social sustainability 

goals. Additionally, retailers investing in social initiatives, such as supporting 

local farmers or offering fair wages, experienced increased brand loyalty. 

 

In addition, Catlin et al. (2017) found that social sustainability initiatives often 

evoke stronger emotional responses than environmental initiatives, which are 

perceived as longer-term and cognitive. Social initiatives including disaster 

relief contributions, supporting underprivileged communities create an 

immediate and personal impact on consumers. This emotional appeal directly 

translates into higher purchase intentions, as consumers feel they are indirectly 

contributing to social causes. 

 

In conclusion, the social dimension of ESG significantly influences consumer 

purchase intentions.  
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5.1.2.2 Social and Green Trust 

 

H5: There is a relationship between social and green trust 

 

Based on the results of hypothesis testing, it is evident that there is a 

significant relationship between social and green trust. The findings of this 

study align significantly with those of Pinto (2023), prioritize social aspects 

such as ethical labor practices, community engagement, and human rights tend 

to foster greater consumer trust in their environmental claims. This trust is 

built on the perception that a company committed to social responsibility is 

more likely to be genuine in its environmental efforts. For instance, a study 

highlighted that organizations focusing on social ESG factors strengthen 

stakeholder relationships and build trust, which can extend to their 

environmental initiatives.  

 

Kulova and Nikolova (2023) also claimed that transparent disclosure of social 

ESG activities, including diversity initiatives and community engagement, 

positively affects consumer trust in a company's environmental commitments. 

Transparency in social initiatives assures consumers of the company's overall 

integrity, thereby enhancing green trust. The importance of transparent 

communication in building trust is underscored in discussions about the social 

dimension of ESG.  

 

Another study by Maxime et al. (2023) examined that effective 

communication of social ESG efforts through social media platforms can 

enhance consumer trust in a company's environmental claims. Engaging 

stakeholders via social media about social initiatives fosters a positive image, 

which translates into increased green trust. The impact of social media on 

shaping shareholders' perception of ESG reputation highlights its role in 

building trust. 

 

These findings collectively demonstrate that the social dimension directly 
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impacts consumer green trust.  

 

 

5.1.2.3 Mediating Effect of Green Trust on Social and Consumer 

Purchase Intentions 

 
H9: There is mediating effect of green trust on social and consumer 

purchase intentions 

 
According to the results of hypothesis testing, it is evident that green trust 

significantly mediates the relationship between social factors and consumer 

purchase intentions. This aligns with the findings of previous research where 

Cheng and Huang (2024), social practices must be genuine and clearly 

communicated to consumers to strengthen green trust, which subsequently 

enhances purchase intentions. Companies with strong social such as promoting 

workplace diversity, engaging in ethical labor practices, and contributing to 

community welfare build credibility and trust among consumers. Green trust, 

which refers to consumer confidence in the environmental integrity of a brand, 

serves as a bridge between the company’s social ESG activities and the 

consumer’s intention to purchase environmentally friendly products. For 

example, when a company actively engages in community projects or ensures 

equitable treatment of workers, consumers perceive the company as more 

authentic and are more likely to trust its green claims. This trust then directly 

influences their willingness to make green purchases. 

 

As discussed by Song et al. (2024) in their research, greenwashing, where 

companies exaggerate or falsify their ESG claims, erodes green trust. This 

directly diminishes consumers’ purchase intentions, as they are less likely to 

trust products or brands perceived as insincere. Conversely, companies that 

demonstrate authentic social ESG practices, such as providing fair wages and 

supporting local communities, rebuild this trust. Green trust acts as a mediator, 

where honest social ESG efforts can mitigate skepticism and increase the 



THE IMPACT OF ESG INITIATIVES ON GREEN PRODUCT AND CONSUMER PURCHASE INTENTIONS       

 

97 
 

 

likelihood of consumers purchasing green products. 

 

Another study by Asif et al. (2022) examined that green trust plays a 

significant role in linking environmental concern with purchase decisions. 

Consumers with a strong sense of environmental concern are more inclined to 

trust companies that emphasize social ESG dimensions, such as promoting 

health and safety in their supply chains or investing in societal well-being. 

Green trust serves as a mediator, bridging the gap between environmental 

concerns and consumer purchase decisions. For instance, if a consumer cares 

deeply about sustainability, they will favor companies that are socially 

responsible and align with their values, thereby increasing trust in the 

company’s green products and their willingness to purchase. 

 

Ahmad et al. (2021) also claimed that social consumption values, such as 

supporting fair trade, equitable labor practices, and local communities, 

influence green purchase intentions. Green trust mediates this relationship by 

acting as a validating factor. For instance, a consumer who values socially 

responsible production is more likely to trust a company’s green products if 

the company exhibits strong social ESG performance. This trust then 

translates into a higher likelihood of purchasing those products. 

 

These findings demonstrate that green trust is a critical mediator in the 

relationship between the social dimension of ESG and consumer purchase 

intentions.  

 

 

5.1.3 Governance, Green Trust and Consumer Purchase Intentions 

 

 

5.1.3.1 Governance and Consumer Purchase Intentions 
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H3: There is a relationship between governance and consumer purchase 

intentions 

 

The results of hypothesis testing confirm a significant relationship between 

governance and consumer purchase intentions. This finding aligns with the 

previous study by Koh et al. (2022) examined ethical governance and 

transparent communication with stakeholders to influence purchase intentions 

positively. Governance practices, such as transparent board structures, anti-

corruption measures, and accountability, significantly improve brand 

credibility. In a South Korean study, governance was found to directly 

enhance consumer perceptions of brand credibility and quality, which are 

essential precursors to purchase intentions. Consumers associate strong 

governance with reliable and ethical business operations, making them more 

likely to trust and buy from such companies. 

 

Additionally, Cheng and Huang (2024) point out that governance reporting to 

gain consumer trust and encourage green purchasing behavior. Transparency 

in ESG governance disclosures is crucial for building consumer trust and 

influencing purchase intentions. A study found that consumers responded 

positively to companies that disclosed high-quality, transparent governance 

practices. This transparency enhances brand credibility and reassures 

consumers that the company operates ethically and sustainably, leading to 

stronger purchase intentions. 

 

Another study by Puriwat and Tripopsakul (2022) examined that governance 

is not just about compliance but also about building a long-term, trust-based 

relationship with consumers to sustain purchase intentions. Companies with 

strong governance practices often enjoy an enhanced brand image, which 

translates into higher consumer purchase intentions. A study found that ethical 

corporate governance, including transparent decision-making processes and 

stakeholder accountability, positively influences brand loyalty and consumer 
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willingness to purchase. Consumers perceive such companies as trustworthy 

and aligned with their values, which drives purchasing behavior. 

 

In conclusion, the governance pillar of ESG significantly influences consumer 

purchase intentions. 

 

 

5.1.3.2 Governance and Green Trust 

 

H6: There is a relationship between governance and green trust 

 

The results of hypothesis testing clearly demonstrate a significant relationship 

between governance and green trust. The findings of this study align 

significantly with those of Ruan et al. (2022) examined transparent 

governance practices not only fulfill regulatory requirements but also serve as 

a powerful tool for establishing direct consumer trust in green initiatives. 

Transparency in governance is a foundational factor in building green trust. A 

study found that companies that openly share their ESG goals, strategies, and 

progress reports are more likely to gain consumer trust in their green 

initiatives. Governance practices such as third-party audits, comprehensive 

sustainability reports, and clear communication about ESG performance 

ensure that consumers view the company’s environmental efforts as credible. 

For example, governance frameworks that require regular ESG disclosures 

reinforce consumer belief in the company's commitment to sustainable 

practices, directly enhancing green trust. 

 

Long and Chang (2023) conducted a study that proved direct relationship 

exists between corporate governance performance fosters green trust. 

Research analyzing companies across multiple industries found that those with 

robust governance structures, including well-defined board responsibilities and 

transparent risk management systems, demonstrated superior environmental 

performance. This strong environmental performance, enabled by governance, 
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directly builds green trust as consumers associate well-governed companies 

with authentic environmental stewardship. For instance, companies with 

diverse and independent boards are often perceived as more accountable and 

committed to ESG principles, enhancing consumer confidence in their green 

claims. 

 

These findings highlight that governance practices directly impact green trust. 

 

 

5.1.3.3 Mediating Effect of Green Trust on Governance and Consumer 

Purchase Intentions 

 

H10: There is mediating effect of green trust on governance and consumer 

purchase intentions 

 

According to the results of hypothesis testing, it is evident that green trust 

significantly mediates the relationship between governance and consumer 

purchase intentions. This finding aligns with the conclusions of previous 

studies, such as those by Isac et al. (2024) proved implementing robust 

governance structures is essential for fostering green trust, which mediates the 

relationship between governance and consumer purchase intentions. Effective 

governance practices, such as transparency, ethical leadership, and 

accountability, are fundamental in building green trust among consumers. 

When companies demonstrate strong governance, consumers are more likely 

to trust their environmental claims, which in turn influences their purchasing 

decisions. For instance, transparent reporting on environmental performance 

and adherence to ethical standards can enhance consumer trust in a company's 

green initiatives. 

 

In addition, Guerreiro and Pacheco (2021) examined that green trust through 

strong governance to positively influence consumer purchase intentions. 



THE IMPACT OF ESG INITIATIVES ON GREEN PRODUCT AND CONSUMER PURCHASE INTENTIONS       

 

101 
 

 

Green trust acts as a mediating factor between corporate governance and 

consumer purchase intentions. Research on the effects of greenwashing on 

consumer behavior revealed that green brand trust mediates the connection 

between perceived corporate governance and purchase intentions. This 

indicates that consumers' trust in a company's environmental claims, 

influenced by its governance practices, directly affects their intention to 

purchase. 

 

Another study by Amin and Tarun (2020) proved the relationship between 

corporate governance and green purchase intentions is significantly mediated 

by green trust. Research indicates that consumers’ trust in a company’s 

environmental initiatives, fostered by transparent and ethical governance 

practices, leads to higher purchase intentions for green products. This 

underscores the importance of governance in shaping consumer perceptions 

and behaviors. 

 

In summary, these findings highlight the pivotal role of green trust as a 

mediator between corporate governance and consumer purchase intentions. 

 

 

 

5.1.4 Green Trust and Consumer Purchase Intentions 

 

H7: There is a relationship between green trust and consumer purchase 

intentions 

 

The results of hypothesis testing clearly indicate a significant relationship between 

green trust and consumer purchase intentions. This aligns with the findings of 

previous research where Guerreiro and Pacheco (2021), green trust is essential for 

fostering consumer confidence in green products, directly boosting purchase 

intentions.  Green trust is defined as the confidence consumers place in the 
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environmental claims and practices of a brand or product. A study published in 

Sustainability revealed that consumers with higher levels of green trust are 

significantly more likely to demonstrate stronger green purchase intentions. The study 

highlighted that when consumers perceive brands as genuinely committed to 

environmental sustainability, they are more willing to engage in green purchasing 

behavior. Additionally, green trust mitigates the negative effects of greenwashing 

expectations, meaning that trusted brands are less likely to lose consumer confidence 

even in the face of greenwashing controversies. 

 

Chen and Chang (2012) conducted a study that proved green trust significantly 

influences consumers' intentions to buy green products. Green trust has a positive 

impact on green purchase intentions, suggesting that when consumers have 

confidence in a brand's environmental claims, they are more inclined to engage in 

green purchasing behavior. This trust reduces perceived risks associated with green 

products and enhances perceived value, leading to higher purchase intentions. 

 

Moreover, Li et al. (2021) investigated the influence of green trust on consumer 

purchase intentions, highlighting its pivotal role in shaping consumer behavior toward 

green products. Research indicates that consumers with higher green trust are more 

inclined to purchase environmentally friendly products, as trust mitigates concerns 

about product performance and authenticity. This trust is built through consistent and 

transparent communication of a company's environmental efforts and certifications. 

 

In conclusion, these studies collectively demonstrate that green trust plays a pivotal 

role in shaping consumer purchase intentions. 

 

 

5.2 Implications of the Study 

 

 

5.2.1 Practical Implications 
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This research project is useful for consumers, businesses, and policymakers who seek 

to understand the growing importance of Environmental, Social, and Governance 

(ESG) practices in shaping consumer behavior and corporate performance. In today’s 

market, where sustainability and ethical considerations are becoming central to 

purchasing decisions, this study provides crucial insights into how ESG efforts 

influence consumer trust and purchasing intentions. By examining the links between 

ESG practices and business success, the research aims to equip companies with the 

knowledge to adapt their strategies, inform policymakers on the role of governance in 

promoting responsible business behavior, and encourage consumers to make more 

informed choices that support sustainability and social responsibility. 

 

To begin with, the results of this research show that the environmental, social, and 

governance (ESG) components, along with green trust, positively influence consumer 

purchase intentions. From the perspective of some consumers, there is already an 

awareness of ESG factors and green trust in relation to their purchasing decisions. 

Therefore, this study can play a crucial role in improving public awareness regarding 

the importance of Environmental, Social, and Governance (ESG) practices. By 

highlighting how companies’ ESG efforts influence consumer trust and purchasing 

decisions, the study encourages the public to become more discerning in their choices. 

As consumers become increasingly aware of the ethical and sustainability practices of 

businesses, they are more likely to evaluate and support companies that prioritize 

these values. This shift towards more responsible consumerism not only promotes 

sustainable business practices but also pushes companies to align with the growing 

demand for ethical behavior, ultimately fostering a marketplace that values 

sustainability and social responsibility. 

 

Secondly, this research concludes for companies, the findings of this study offer 

valuable insights into how various components of ESG impact consumer behavior, 

particularly Green Trust and Purchase Intentions. Understanding this relationship 

allows businesses to refine their sustainability strategies and tailor their practices to 

better meet consumer expectations. By integrating ESG principles into their 
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operations, businesses can strengthen the trust they build with their customers. This, 

in turn, has the potential to increase sales, enhance brand loyalty, and differentiate 

them from competitors. The study provides a roadmap for companies looking to 

enhance their reputation and align their objectives with consumer preferences for 

ethical and sustainable practices, thus fostering long-term success in an increasingly 

conscientious marketplace. 

 

Last but not least, the research concludes that this research underscores the 

importance of strong governance frameworks and the role of regulatory bodies in 

promoting and enforcing ESG practices. Effective governance ensures that companies 

adhere to ethical standards, contributing to greater transparency, accountability, and 

sustainability in their operations. Regulatory bodies have a crucial role in establishing 

and monitoring these standards, helping to ensure that businesses act in ways that 

benefit both consumers and the environment. The study suggests that governments 

and industry regulators should continue to refine policies that encourage responsible 

corporate behavior and hold businesses accountable for their environmental and social 

impact. A robust governance system is essential for promoting sustainability across 

industries and ensuring that the benefits of ESG practices extend beyond individual 

businesses to society as a whole. 

 

In conclusion, this study highlights the pivotal role of ESG practices in shaping 

modern consumer behavior and corporate strategies. The findings underscore the need 

for businesses to align their operations with sustainable and ethical standards to build 

trust, enhance brand value, and meet the evolving expectations of conscious 

consumers. Additionally, the study emphasizes the importance of strong governance 

frameworks and regulatory oversight in ensuring companies adhere to responsible 

practices. Ultimately, the research suggests that fostering a culture of sustainability 

and ethics not only benefits businesses and consumers but also contributes to the 

broader goal of promoting social responsibility and environmental stewardship across 

industries. 
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5.2.2 Theoretical Implication 

 

This current study also offers significant implications for academics. It expands the 

application of the Theory of Stakeholders in the context of ESG (Environmental, 

Social, and Governance) practices and consumer behavior. By focusing on the 

relationship between ESG initiatives and consumer purchasing decisions, this research 

provides a valuable examination of how businesses can manage their interactions with 

various stakeholders, particularly consumers, in the modern marketplace. Based on 

the findings, this study offers evidence confirming the relevance and applicability of 

the Theory of Stakeholders in understanding how ESG efforts influence consumer 

trust and purchase intentions. Though the research builds upon earlier studies, its 

updated statistics add a distinctive contribution, particularly considering the scarce 

research currently in this field within Malaysia. The study offers fresh insights into 

the dynamic between consumer behavior and corporate responsibility, filling an 

important gap in the literature. The study offers fresh insights into the dynamic 

between consumer behavior and corporate responsibility, filling an important gap in 

the literature. By exploring how ESG practices influence consumer decisions in a 

developing market, this research provides a more nuanced understanding of 

stakeholder theory's application in emerging economies. This contribution is 

significant, as it helps to further contextualize stakeholder theory in the context of 

sustainability and ethical consumerism, offering a broader scope for future academic 

exploration. 

 

 

5.3 Limitations of the Study 

 

This study has several limitations that should be acknowledged. Firstly, the sample size of 

241 valid questionnaires, while providing useful insights, may not fully represent the entire 

population in Malaysia. Although the sample size is sufficient for preliminary analysis, a 

larger and more diverse sample would be necessary to generalize the findings across different 

consumer segments. The relatively small sample size may result in potential biases, and 

certain demographic or behavioral subgroups could be underrepresented, which could limit 
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the external validity of the findings. 

 

Secondly, the study was conducted within the Klang Valley region of Malaysia, which 

further limits the generalizability of the findings. The Klang Valley is a highly urbanized and 

economically advanced region, which may lead to consumer behaviors, attitudes, and 

preferences that differ significantly from those in other areas of Malaysia. By focusing solely 

on this region, the study may not fully capture the perspectives of consumers states in 

Malaysia. This geographic limitation means the findings may not be applicable to the entire 

Malaysian population. Expanding the study to include respondents from other regions would 

provide a broader and more accurate understanding of how ESG practices influence 

consumer behavior across different demographic and cultural contexts. 

 

Lastly, the study used a limited set of variables, primarily focusing on the direct relationships 

between ESG practices, consumer trust, and purchasing intentions. While these factors are 

central to the research, the complexity of consumer behavior suggests that additional 

variables could provide a more nuanced understanding of the dynamics at play. Consumer 

behavior is multifaceted and influenced by a variety of internal and external factors. By 

incorporating a broader range of variables, future research could uncover deeper insights into 

the mechanisms that shape consumer responses to ESG practices. Expanding the set of 

variables would allow for a more comprehensive exploration of the factors influencing 

purchasing decisions, ultimately enhancing the accuracy and depth of the findings. 

 

 

5.4 Recommendations for Future Research 

 

Building on the limitations highlighted in this study, several recommendations for future 

research can be made to further enhance our understanding of consumer behavior in relation 

to ESG practices. 

 

Firstly, future studies should aim to increase the sample size to enhance the 

representativeness and generalizability of the findings. A larger and more diverse sample that 
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spans different demographic groups, including geographic location, would provide more 

reliable and generalized results. A broader sample could also help mitigate potential biases 

and ensure that the insights drawn are applicable to a wider array of consumers. In particular, 

including a more balanced representation of both urban and rural consumers would improve 

the external validity of the findings. 

 

Secondly, expanding the geographical scope of future research is essential to gain a more 

comprehensive understanding of consumer behavior across Malaysia. Since this study was 

limited to the Klang Valley, which may not reflect the diversity of consumer attitudes in other 

regions, future research should include respondents from various states, urban and rural areas, 

and different socio-economic backgrounds. This would allow for a more holistic view of how 

ESG practices influence consumer behavior across Malaysia’s distinct cultural, economic, 

and regional contexts, and enable researchers to explore potential regional variations in 

consumer attitudes towards sustainability. Future research could consider testing in Johor, as 

it is the second most populous state in Malaysia and has a strong economy. 

 

Lastly, future studies should broaden the range of variables examined. This research 

primarily focused on the direct relationships between ESG practices, consumer trust, and 

purchasing intentions. However, consumer behavior is multifaceted and influenced by a wide 

array of both internal and external factors. Future research could benefit from incorporating 

additional variables that reflect the complexity of consumer decision-making. These may 

include psychological and emotional that could offer a more nuanced understanding of how 

and why consumers engage with ESG-related purchasing decisions. Additionally, the 

inclusion of impulse buying as a dependent variable could provide valuable insights, as 

impulsive purchases may be influenced by ESG. Furthermore, exploring alternative 

mediators and moderators, such as perceived value and brand credibility that may shape how 

ESG practices are interpreted and acted upon by consumers. Incorporating these factors could 

offer a more thorough understanding of the mechanisms by which ESG initiatives impact 

consumer behavior. By expanding the scope of variables, future research could yield richer, 

more accurate findings and contribute to a more holistic view of consumer responses to ESG 

practices. 
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5.5 Conclusion 

 

In summary, this chapter presented the study's key findings, including the results of 

hypothesis testing, supported by insights from relevant academic literature. It also explored 

the research implications, acknowledged the limitations faced during the study, and offered 

recommendations for future research initiatives. 
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2.  Pearson’s Correlation Analysis 
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3. Multiple Regression Analysis 
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