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Abstract 

Pollution, global warming, and water waste have become a major concern throughout the globe as 
a result of rapid industrialization, urbanization, and an enormous rise in the human population since 
the 20th century. If these issues are not properly handled, the planet would face serious 
environmental problems. Green marketing is a strategy that emphasizes environmentally friendly 
products that are recyclable, reusable, and biodegradable with no environmental footprint. 
Nowadays, social media platforms, particularly Instagram, are considered highly curtail tools that 
influence peoples’ lifestyle and decision making. Using the Theory of Reasoned Action (TRA) and 
the Uses and Gratifications Theory (UGT), this study aims to examine the Instagram influencers’ 
values, attitudes, and concerns towards purchasing green products in the green marketing industry. 
To achieve this goal, an online questionnaire is distributed among Instagram users. Findings of this 
study will contribute to increasing awareness about environmental problems among Instagram 
users. Additionally, this study will provide insights for both Industry and academician.  
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1. Introduction 

The social media development has largely changed and improved the methods 
interacting, communicating, and engagement of people who live in this era. The 
platforms established by social media have made it significantly easier for people to 
make influence on each other. As a result, scholars believe that social media is in 
the course of occupying the place of conventional media as the key platforms for 
communicating the brands [1]. Previous studies have shown that social media as an 
emerging tool has changed entirely the way consumers interact with products and 
services [2],[3],[4],[69]. A great number of researchers have shown a great tendency 
to study the feasibility of social media as a place for marketing activities. Some 
scholars have attempted to explore different aspects of social media, which may 
include the risks that are accompanied with its use, the values created by these 
media, and the negative stigma that may be attached to them in workplace. 

Recent years companies have found the social media a significant tool for 
penetrating into market and promoting their own brands by advertising their 
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products through social media influencers in a way to affect their respective 
followers' attitude and purchasing and practicing green behaviors. Influence refers 
to the capability of driving the action and making people engaged in a post shared 
by a social influencer in real life or on social media [5]. The online environment is 
flooded with myriad of influencers (which include celebrities, musicians, singers, 
athletes, etc.); therefore, according to Gillin [6], the right category of influencers 
needs to be identified at the right time. Further, it is important to know what is the 
social credibility of Instagram influencers important feature to change the 
follower’s attitudes in order to change follower’s decision making regarding green 
products. 

Influencer refers to one with the capability of affecting the other individuals and 
creating a new line of actions and new patterns of thinking [7]. In the United States, 
a great deal of research has been dedicated to social media influencers [5]. Studies 
that have been carried out on social media influencers in the context of Australia 
[68], Sweden [8] and Netherlands [9] have found a positive and significant influence 
exerted upon the users in social media environments by their respective influencers 
on Instagram. 

Instagram is an important platform for influencers since the rapid growth of users 
has presented a change in how marketing is done on social media [10]. The literature 
review showed that only a few articles have targeted Instagram. Since there is little 
guidance for Instagram influencers, it is of interest to examine the way an 
influencer’s credibility on Instagram profile is affected by the influencer-follower 
relationships. Moreover, the central gap that this paper aims to fill is the impact of 
Instagram Influencers on influencers-follower’s relationships with regard to green 
consumption behaviors that can be revealed from their Instagram posts. 

According to Chwialkowska [11], literature lacks adequate research into 
influencers and their effects on green consumption behavior using Instagram 
platform. Few former studies have focused on the relationship between social 
credibility and green consumption behavior [12] where consumers perceived the 
influencers’ credibility and its effects upon the users’ purchase intentions. Moreover, 
few researchers have evaluated the impacts of influencers’ credibility 
[13],[14],[15],[16] on green consumption behaviors. Furthermore, literature lacks 
research examining the moderating effects of gender difference on social credibility 
and green consumption behaviors. Therefore, this study attempts to address these 
gaps in literature. In other words, the present research intends to shed light on the 
effects of social credibility of Instagram influencers upon the green consumption 
behaviors of users, and examine the moderating effects of gender on social 
credibility level and green consumption behaviors. 

The rest of this paper is structured as follows. First, theoretical underpinning of 
research is explained. After that, related literature is reviewed, and then the last 
section concludes the whole paper. 
 

2. Theoretical Underpinning 

To give a comprehensive explanation in regard to the consumers’ green behavior, 
previously-conducted research has been centered on giving descriptions about the 
underlying values, behavioral intentions, and attitudes towards the environmentally-
friendly products [17]. The theory of reasoned action (TRA) [18] has been used in 
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many studies as an effective theoretical approach. On the basis of this theory, two 
key factors determine the individuals’ behaviors: individual attitudes and social 
norms. On the other hand, another factor was added to the list by the theory of 
planned behavior (TPB) [19], namely the perceived behavioral control. It refers to 
the perceived control an individual possesses over his/her purchasing activities.  

Many studies have been carried out into various levels of the pro-environmental 
behavior’s intensity and the attitudinal determinants [19]. The results of these 
studies have implied that those people who think their activities have an influence 
will show higher tendency for getting engaged in pro- environmental behaviors at 
all levels: supportive, active, and lifestyle [20]. However, majority of researchers 
have reported a weak connection between the positive attitudes expressed by 
customers towards purchasing green products and the way they actually behave 
[21]. A number of modifications have been suggested for TPB by different scholars 
for the purpose of overcoming its limitations. Such changes can explain the reasons 
for the attitude-behavior inconsistencies that have been observed in the green 
purchasing context. Several theories have maintained that the attitude cannot 
influence the behavior alone; some other factors exist with an impact not only upon 
the behavior itself, but also on the strength of connection between attitude and 
behavior [22] assumed that individuals that may have a weak level of environmental 
attitudes may show environmentally-friendly behaviors, while in restrictive 
conditions, individuals with highly positive environmental attitudes might fail to 
demonstrate such behavior. 

The Uses and Gratifications Theory (UGT) theory, on the other hand, is focused 
on the reasons and the way people actively search for and utilize some certain media 
in order to meet their certain needs [23]. According to UGT, previously-conducted 
research has taken into consideration the motivations of people in utilizing social 
media for the purpose of predicting specific behaviors of the users towards social 
media sites [24], [25]. According to the theoretical underpinnings of UGT, literature 
suggests that issues like the requirement for social interactions, entertainment, and 
information as well as the need for sharing needs and also the individuals’ wish for 
reward or remuneration are effective factors on the customers’ choice of social 
media [26]. 

Majority of studies previously-carried out into U&G have been centered upon 
television [27],[28],[29],[30],[31],[32],[33] and some other conventional media  
[34],[35]. The prevalent use modern media like Instagram, Twitter, Facebook, and 
WeChat has brought about a new line of research from the perspective of U&G. The 
current study attempts to shed more light on the issues that motivate people to switch 
from conventional media to novel media and to explore the type of gratifications the 
media have provided [36],[37],[38],[39],[40]. One of the most significant 
characteristics of new media is their interactivity that assists the users to produce 
content to respond to a source or a communication partner  [41]. As the theoretical 
framework, UGT develops the hypotheses suggested in regard to the influence of 
entertainment, information sharing, and relationship maintenance motives upon the 
continuance of social media usage and intentions behind information sharing 
activities. Precisely, UGT is defined as “the social and psychological origins of 
needs which generate expectations of the mass media and other sources, which lead 
to differential patterns of media exposure (or engagement in other activities) 
resulting in needs gratifications and other consequences, perhaps mostly unintended 
ones”. In addition, according to [42], UGT provides an explanation about the way 



Open International Journal of Informatics (OIJI)                                            Vol. 7 Special Issue  (2019) 
 
 

50 

people’s needs are met through media and the way this process reproduces new 
needs. Focused upon the motives for media acceptance, UGT is actually a proper 
framework for studying the interactive media or the issues regarding Internet, in 
general, and social media, in particular. 

Literature consists of numerous models and theories applied to social media 
research aiming at studying the socio-psychological behaviors of social media users 
and those of other stakeholders like the marketing people and consumers. In fact, 
UGT is a mass communication theory [36] implemented in conventional traditional 
media for the purpose of understanding the behaviors of consumers. Researchers in 
the field of social media have discussed and used UGT extensively, especially to 
investigate the way for meeting the consumers’ requirements [43],[44]. Together 
with the internet use, the initiation of social media has made it necessary to further 
investigate the UGT perspectives explore the Instagram influencers credibility 
within this platform, discussed in the following section. In UGT, an approach is 
proposed for exploration of the reason and the way individuals actively search for 
certain media for the purpose of satisfying their specific requirements [45]. In 
various studies, a variety of predictors like perceived enjoyment, information 
quality, social presence, or familiarity have been used to find out the motivations 
behind the utilization of web technologies [46]. 

 
Despite the fact that UGT has been often applied to explanation of the social 

network selections [47] this theory has not been employed for explaining the way 
consumers select social commerce as a source for purchasing activities and finding 
information about the products [48].Using UGT for explaining the intention of 
individuals in getting engaged in social commerce is completely reasonable since 
people generally utilize social commerce for social, hedonic, and utilitarian 
gratification [49]. While TRA focuses on subjective norms and trust predict 
behaviors for prediction of the media use, UGT is mostly focused on gratification 
motives in this regard. As a result, both the above-mentioned theories make 
available conceptual variables defining the motives or intention behind the 
individuals’ behaviors [50] credible endorser generally exhibits positive effect 
towards consumers’ perception [51]. Trustworthiness and expertise are two 
elements that are discussed within source credibility. 

 

3. Literature review 

Some years ago, the current impact of social media upon our relationships and 
activities was not imaginable. Social media’s impacts are incredible not only at an 
individual level, but also at social and organization levels. Nowadays, the private 
life of many people is tightly connected to social media. Based on the reports 
released by Pew Research in 2013, more than 70 percent of online adults in the 
United States utilize social networking sites and around 60 percent of them visit 
these social media at least once a day [52]. 

These days, social media are considered as an essential part of our daily lives. 
Online social media significantly affect the way we are communicating and 
interacting with each other. There are multiple social networking websites; among 
them, the most widely used are Facebook, Instagram Twitter, and WhatsApp. These 
websites all allow people to join and share their ideas on various matters. This varies 
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from interest in food and beverage, fashion, searching job opportunities, political 
issues, environmental concerns and engaging in social practices. 

According to a website named as Smart Insights, there are 3.196 billion social 
media users around the globe in the year 2018. This shows a 13% increase from the 
previous year. Totally, 103 countries around the world use social media platforms. 
Therefore, they definitely do have an impact on society [53]. 

Instagram is one of the most popular social media platforms that has more than 
1 billion monthly users [14]. Instagram is a social networking application that was 
developed for sharing photos and videos using a smart phone. It is very much similar 
to Facebook or Twitter where a user creates an account and maintains a profile with 
news feeds. When they post a picture or video on this application, it will be shown 
on their profile. Photographs can be given title which is helpful as well as fun. These 
photos can be shared not just on Instagram but instantly on other platforms such as 
Twitter, Facebook, Flickr, Tumbler, and Prosperous. Instagram can also be termed 
as a photograph sharing application. It is also one of the best applications among all 
other social media networking websites [54]. 

 

3.1 Defining Green Consumption Behaviour 

 
Climate change is characterized by extreme scale and urgency. The environment 

concerns are significant public issues and also a critical subject in academic 
contexts. United States and western Europe have experienced a surge in people’s 
tendency to environmentalism. A significant rise in environmental awareness levels 
that has occurred since the 1970s has caused positive changes in the consumers’ 
behaviors toward environmental-related products. Currently, scientists, economists, 
politicians, and companies are actively doing their part to awaken the awareness of 
people. Together with profit, firms and organizations are being more and more 
focused upon the exploration of innovative methods, development of novel ideas, 
and adopting new strategies in order to make their own green brands and raise their 
competitiveness in new marketplace in a way to realize sustainability of their 
business. 

Green purchasing suggests the purchase of products and services that are 
environmentally friendly and avoidance of products that can be destructive in any 
way for environment. Green purchasing can be mainly referred to as a measurement 
for green purchase intention and behaviors. Green purchase intention is referred to 
as the individuals’ readiness for buying green products. Intention captures the 
motivational factors that have effect on the individuals’ green purchase behaviors 
[55]. 
 

3.2 Social media influencers 

Instagram is an application widely used by users to capture and share photo 
(video). This application, which was first launch in October 2010, has more than 
150 million of users [56]. In this application, a unique way is provided for posting 
pictures and videos with the use of smartphones and various manipulation tools (16 
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different filters) for transforming the appearance of images and sharing them 
promptly on several platforms like Twitter as well. There are options for adding 
captions and hashtags (#) that can be used for describing the pictures and videos. It 
also offers tools for tagging or mentioning other users through the @ symbol. 

According to [57], on common social media platforms such as Instagram, users 
generally follow social media profiles that are public and popular 

Influencers are well established and known people globally and they have 
connection with a specific product or service that Instagram users are in touch with 
[58]. These people who act as influencers usually have a huge follower base and 
authoritative power for influencing their followers in some manner. 

Influencer marketing is defined as a form of marketing that identifies and gets 
focused on individuals in a way to exert its intended influence [7]. This is about the 
association between an influencer and his/her followers and the expertise and 
credibility of the influencer. Influencer marketing is the type of marketing that 
focuses on influential individuals rather than targeting the entire market. This type 
of marketing identifies individuals who have influence on potential customers or 
market; then, they orient their marketing activities around the influencer. 

Instagram influencers play a vital role in social media. Sharing photographs and 
educational and/or informative videos by influencers increases awareness among 
followers and shapes their attitudes. In marketing, Instagram influencers are 
considered to have a positive influence on communities and followers; much 
importance is given to their ability to impact actions and behaviors of their 
followers. Their trust or social credibility among followers plays a vital role in 
influencing process. It is commonly agreed that word of mouth is one of the most 
effective marketing methods and this effectiveness is increased when people who 
have established authority and credibility on a particular subject or product or 
service endorse the same. 

Lin, Bruning, and Swarna [59] and Djafarova & Rushworth [60] investigated 
certain online opinion leadership roles like celebrities, micro-celebrities, experts, 
early adopters, market mavens, enthusiasts, and other micro-influencers. The 
above-noted roles are different depending on their social reach (i.e., the number of 
followers), the extent to which their personal brand can be thought as one of their 
main professions, and the extent to which the products/services offered pertain to 
their expertise and/or knowledge. 
 

3.3 Social Credibility 

Social credibility or social trust is formed by creating content that is newsworthy 
and bringing value to your readers like a social media such as Wikipedia. Content 
that is unique is shareable by others [61]. 

Few scholars have investigated the credibility factors of consumers for interacting 
with influencers through blogs [62]. Nevertheless, to the best of our knowledge, no 
other research has been carried out into the Portuguese market specifically in regard 
to the Instagram platform. As consumers move forward, they increasingly make use 
of the social media as a reliable source of information in relation to the brands they 
tend to know more about [63]. As the information released by influencers affects 
the positive perception of credibility on consumers [64,[65] , the current study’s 
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objective is understanding the Instagram users’ perceived credibility towards these 
influencers. On the basis of several studies [60],[62],[66],[67] exploring the 
credibility of online celebrities in social media will explain their influence on the 
purchase decisions of consumers. 

More products and services of a certain firm will be purchased by consumers if 
influencers show their relationships with a certain product or service and their 
appreciation for that product or service [70],[71]. The present paper is mainly aimed 
to find out the perceived credibility of Instagram users towards an influencer in 
order to study their effects upon purchasing intention of users  
[62],[66],[72],[73],[74]. Findings of the present research will have contribution to 
the body of literature available in this field and the formulation of novel variables 
that can be taken into account when studying the behaviors of digital consumers. 
This contribution will be obtained through studying the relationships between the 
perceived credibility of Instagram users towards Instagram influencers examining 
the effects of this issue on the purchasing the products encouraged by these 
influencers by consumers. In addition, this study is aimed to identify gender–related 
differences that exist amongst the same constructs. This is because a number of 
researchers have confirmed the existence of significant differences in regard to 
gender characteristics [75],[76],[77],[78]. Influencers are confirmed as the key 
sources of information, the perceived credibility can be used as a meaningful aspect 
for advertisers [79]. Furthermore, different brands have recognized the influencers’ 
power in directly influencing the consumers through making suggestions, which can 
lead to search for purchasable products [80]. Thus, firms are searching for methods 
of employing such influence for the creation of interest, driving action, formation of 
good will, establishment of expertise and mutual conversation with their online 
stakeholders [81] rather than being only focused upon conventionally-used media. 
Therefore, through identifying the opportunities that can be provided by influencers, 
marketers tend to benefit from features like their perceived credibility [82].  

Based on findings of Katz & Lazarsfeld [83], brand managers cannot easily 
make direct communication with their consumers, but they have the chance of 
influencing them through influencers as intermediates. In addition, this is of a high 
significance to find out the effect’s influencers have upon SM since it has been 
proved to affect the purchase decision of consumers [84]. Thus, the objective of the 
present study is providing pertinent managerial implications for identifying the 
influencers’ credibility as perceived by the Instagram users and the effects this 
credibility can have upon purchasing intention of users. This helps advertisers and 
marketers to explore those perceptions of influencers that are perceived better by the 
Instagram users. Then, marketers will be able to adopt better strategies and better 
acknowledge the underlying mechanisms of the relationships between consumers 
and influencer on Instagram. It is also helpful for scholars attempting to disclose 
insights of purchase intention to understand gender differences in regard to 
perceived credibility and its relationship with purchasing through SM platforms and 
purchasing intention [85]. As a result, a question the present paper attempts to 
answer is whether an influencer’s credibility is perceived differently by male and 
female Instagram users, and also whether their purchase intentions are different 
from each other. To end with, and as the scope of the present study is the Portuguese 
Instagram users, the authors hope to help brand managers and marketers engage 
effectively in market through presenting insights into the way influencers’ 
credibility is perceived by Instagram users, and the effects this credibility may have 
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upon the consumers’ intention for purchasing the products and services promoted 
by influencers. According to above-mentioned discussion, we propose that: 

P1: Instagram influencers’ credibility or values contribute to green consumption 
behavior of their followers. 
 

3.4 Gender as Moderator 

Regarding the Instagram users’ demographic, majority of users of Instagram are 
between the ages 18 and 19; which currently accounts for nearly 71% of Instagram 
users, according to Pew report. This is a 59% increase from the year 2016. Nearly 
55% of these users check their Instagram account more than once a day [86]. It can 
be a positive element for governments and environment friendly organizations. 
People spend more time on Instagram than other social networking websites, as 
suggested by Sheldon & Bryant [87]. 

A few studies point out that the majority of Instagram users are women (39%), 
while only 30% of men surveyed do use Instagram. Taking into account the fact 
that active Instagram users nearly 50.3% are woman and 49.7% are men, it can be 
said that women have outnumbered men. When age groups are taken into 
consideration, the age group from 18 to 34 is an exception; in this age group, male 
users are nearly 20 million more than female users. Three among the top 10 
Instagram accounts (based on statistics released in September 2018) are woman 
[88]. 

In another study, it was indicated that social media influencers play a vital role 
in branding in order to reach out to potential customers [59],[89]  Ngai, Tao, & 
Moon, (2015)discussed the significance of public relations of the social media 
influencers’ perceived personality as a third-party endorser in the formation of 
customers’ attitudes toward a brand. Influencer refers to anyone on Instagram, 
YouTube, Facebook, blogs, or other forms of social media with a comparatively 
small follower base (i.e., less than 10,000 followers) of highly engaged and 
extremely attentive users [90]. 

As young generation are the main social media consumers, they can influence 
their family's purchase decision making. According to the latest research carried out 
on social media, Qi, Monod, Fang, & Deng  [91] believes that social media services 
are used by young people in order to examine or find justification related to various 
aspects of their identity, including cultural, sexual, or ethnic characteristics. 

An examination of past studies on green consumption behavior through social 
media platforms like Instagram indicates that there have been very fewer studies in 
this field, especially regarding the behavioral aspects of green products 
consumption in developing countries. Only few studies have been conducted on 
Instagram platform; for instance, Thaler & Dahmen [92] carried out a research on 
photo-based media sites like Instagram that is considered as an emerging platform  
[93]. Instagram as an exclusive tourism photo-sharing platform, satisfies people’s 
need for communication. In recent years, Zhang, Li, Cao, & Huang [94] have 
studied the effects of gender differences on Instagram. It should be acknowledged 
that most of studies carried out in this field of study have been focused on female 
users, while the effects of Instagram upon the male population have remained 
relatively unknown [58]. 
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In addition, another study has been conducted on Instagram by [95]. It has been 
one of the pioneer studies that has examined the moderating effects of gender on 
social credibility and green consumption behavior among Instagram followers. The 
current study intends to see whether an individual's demographic profile such as 
gender has an impact on their purchasing behavior. If this is verified, then the main 
difference among male and female Instagram users will be of concern. 
Consequently, we propose: 

P2: Gender moderates the relationship between social credibility and green 
consumption behavior. 

According to theories explained in previous sections and based on developed 
discussion on influence of influencers credibility, this study proposes the framework 
depicted in Figure 1. 
 

 
Figure 1. Theoretical framework 

 

4. Conclusion 

In this paper, we study the interrelationships among influencer's credibility, 
gender, and green consumption behavior. We proposed the credibility of Instagram 
influencers would affect green purchase decisions. Djafarova & Rushworth [60] 
have found that celebrities on Instagram are influential in the purchase behavior of 
young female users. However, non-traditional celebrities such as bloggers, YouTube 
personalities and ‘Instafamous’ profiles are more powerful, as participants regard 
them as more credible and are able to relate to these, rather than more traditional, 
celebrities. Female users are perceptively aware and prefer to follow Instagram 
profiles that intentionally portray positive images and provide encouraging reviews. 
Additionally, it is suggested that gender would moderate the relationship between 
credibility and green consumption behavior among Instagram followers. Future 
research may empirically test the conceptual model proposed in the present study. 
Since Instagram is used widely around the world, further research will be able to 
compare different countries in these regards and analyze the effects of cultural 
differences on Instagram and what the influencer-follower relationships can be 
further studied in different countries. Furthermore, researchers can further 
investigate gender differences when it comes to evaluating Influencers’ credibility 
on Instagram. To explain the social credibility, we have applied theories originally 
developed for social media and purchase intention, including the UGT theory and 
TRA theory, and discussed to what extent they help to enlighten the influential 
relationships between Instagram influencers and green purchase intention of their 
followers. Since literature on message credibility has dealt more with how 
credibility perceptions influence attitudes than vice versa,41 future studies are 
needed to explain the role of previous attitudes in how users have dealt more with 
how credibility perceptions influence attitudes than vice versa. 

Gender 

Social Green 
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