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Using Key Opinion Leaders (KOLs) is an emerging marketing strategy to promote

green fashion products. However, research on the influence of KOLs on

consumers’ purchase intentions for green fashion products remains insu�cient.

Therefore, this study investigated how KOLs gained consumer trust and a�ected

their green purchase intentions by applying the stimulus-organism-response

(SOR) framework. Based on a literature review, this study considers KOL features,

including reputation, perceived fit, and production involvement, and KOL content

features, including content quality, aesthetic quality, and interactive content.

To empirically verify these relationships, we conducted an online survey of

Vietnamese consumers. We collected four hundred valid responses and employed

structural equation modeling (SEM) to test the hypotheses based on the SOR

framework. Of the six latent variables, KOL’s perceived fit and interactive

content were positively associated with consumer trust and strengthened their

intention to make green purchases. Given the limited knowledge and low

awareness of organizations of green products, this study recommends leveraging

KOLs as a powerful marketing method to provide consumers with a more

comprehensive understanding of the benefits associated with green fashion

products. Furthermore, the limited applicability of the SOR framework (two

of the six latent variables were significant) reveals the need for more studies

on KOLs by further testing the SOR framework in di�erent contexts or using

alternative frameworks.
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key opinion leader (KOL), green trust, green purchase intention, green fashion products,

SOR framework

1 Introduction

The overproduction and overconsumption of cheap clothing make the fashion industry

and its supply chain massive contributors to climate change, waste accumulation, and air,

land, and ocean pollution (Boström and Micheletti, 2016; Niinimäki et al., 2020). The

fashion industry is considered to be one of the largest contributors to climate change, with

approximately 10% of the world’s greenhouse gas emissions, releasing 1.2 billion tons of

carbon dioxide annually (Shukla, 2022). Furthermore, if the current rate is maintained,

emissions are expected to increase by over 50% by 2030 (Shukla, 2022). Despite the

considerable environmental impact of the fashion industry, retailers now seek low-priced

products that offer design flexibility while maintaining high quality to remain competitive

(Doyle et al., 2006). Therefore, fast fashion, which offers trendy items in large volumes at

affordable prices and is widely accessible to customers, is becoming a prominent business

model (Doyle et al., 2006). Bhardwaj and Fairhurst (2010) predicted that the influence of fast
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fashion would persistently shape the fashion industry and

consumer behavior in clothing purchases throughout the

upcoming decade.

Given the rise of fast fashion that led to a massive

environmental impact, the global demand for sustainable products

is emerging and is expected to be the inevitable choice of

customers (Weber, 2019; Vâtâmânescu et al., 2021). The increase

in the number of environmentally conscious customers has

opened new markets for numerous businesses (Cherian and

Jacob, 2012). This market provides lucrative opportunities for

companies to meet the growing demand for sustainable products,

driving innovation and promoting environmentally responsible

approaches when developing eco-innovation throughout the

supply chain (Paparoidamis et al., 2019). By aligning their offerings

with the values and aspirations of these discerning consumers,

businesses can meet the demands of the emerging market and

contribute to sustainable development (Paparoidamis et al., 2019;

Erzurumlu et al., 2023). As the influence of sustainability continues

to permeate consumer consciousness, forward-thinking enterprises

are poised to thrive by embracing environmentally friendly

practices and delivering products that resonate with the evolving

value of the global marketplace.

The green movement has evolved notably and has become

an integral aspect of the global economy (Palevich, 2012). It

encompasses a paradigm of sustainable manufacturing and

collaborative supply chain practices (Palevich, 2012). This

movement adopts a comprehensive approach that spans various

stages, including production, storage, packaging, transportation,

and distribution, and incorporates standards, technologies, and

applications that are friendly to the environment and people

(Palevich, 2012). As societal awareness of environmental impacts

continues to grow, a recent study by Mastercard (2021), conducted

in 24 countries, revealed that 58% of adults are now more aware

of their environmental footprint, with an overwhelming 85%

expressing their willingness to take personal action to address

environmental and sustainability concerns in 2021.

Recognizing the urgent need to tackle climate change

and protect the environment (Posas, 2007; Tan et al., 2021),

the integration of the green movement into various sectors,

including the fashion industry, is steadily gaining momentum

(Kutsenkova, 2017). The adoption of green fashion products

and the promotion of sustainable practices are inevitable in this

industry. This movement aimed to improve the ethical treatment

of workers while reducing textile waste and environmental

degradation (Kutsenkova, 2017). Decelerating global production

and consumption aims to cultivate a sustainable and long-term

fashion industry (Kutsenkova, 2017). In recent years, a shift toward

a more sustainable fashion industry has been supported by the

widespread use of Internet technology (Akram et al., 2022; Ikram,

2022). For example, the rise of e-Commerce platforms and social

media has allowed fashion brands to connect and reach a wider

customer and promote their sustainable practices (Plantin and

Daneback, 2009; Zailskaite-Jakšte and Kuvykaite, 2010; Ikram,

2022). Driven by the power of the Internet, this green movement

in the fashion industry is expected to advance sustainability,

transparency, and accountability in the fashion industry (Ikram,

2022).

Because of the need to support the green movement worldwide

and adapt to the strong development of Internet technology,

promoting green fashion products using Key Opinion Leaders

(KOLs) is currently a popular marketing method (Li and Du,

2011) and a product-selling strategy (Hua et al., 2021). KOLs

are the key people who have led public opinion (Valente and

Pumpuang, 2007; Steensma, 2015). They can be an individual

or organization with expertise and influence in any field. These

people also attract numerous fans with similar tastes; therefore,

they “influence the opinions, attitudes, beliefs, motivations, and

behaviors of others” (Valente and Pumpuang, 2007). This word

originated from research on influence conducted in the 1940s

by the communication theorist Paul Lazarsfeld, who doubted the

relationship between the effect of mass media and its impact on

public opinion (Katz and Lazarsfeld, 1964). Concepts that are

similar to KOLs (e.g., influencers and brand ambassadors) are

often assimilated; however, it is essential to recognize that each

actor holds distinct characteristics and plays a unique role in the

implementation of marketing strategies. According to Influencity

(n.d.), “influencers” encompass a broader scope than KOLs; in

fact, KOLs are often considered to be a subset of influencers. Both

KOLs and influencers have the ability to impact the opinions and

behaviors of their audiences, but KOLs are typically recognized

for their expertise and knowledge in a specific field, industry, or

domain. They often provide insights that are influential in their

niche. In contrast, influencers may not necessarily be experts in any

specific field. Another related term that is often used in marketing

is “brand ambassador.” Brand ambassadors represent and promote

a specific brand or product (Rehmet and Dinnie, 2013). They often

have a close relationship with the brand and work to improve the

visibility, loyalty, and advocacy of the brand, using their reputation

(Harris and de Chernatony, 2001; Goutam, 2013). Although KOLs

and influencers can serve as brand ambassadors, not all brand

ambassadors are necessarily KOLs or influencers (Rehmet and

Dinnie, 2013). Therefore, while there is some overlap in the roles of

KOLs and brand ambassadors, a key distinction lies in the expertise

associated with KOLs (He and Jin, 2022). Notably, the standardized

criteria for defining the expertise level of a KOL vary by industry,

context, and individual perspectives; thus, the criteria is subjective.

In this study, wherein we focus on green fashion products,

KOLs encompass a diverse group of individuals. For example,

KOLs can include fashion bloggers and vloggers who offer

style advice, models who use their social media presence to

showcase their work, local celebrities, such as actors, singers,

and TV personalities, who can significantly impact fashion

trends, designers who promote their brands and collections, and

sustainable fashion advocates. Influencers can also be considered as

KOLs; micro-influencers with niche followings can have significant

influence within specific fashion segments, and macro-influencers

can have an extensive reach and influence the mass demographics

(Thomala, 2023). All these individuals possess a substantial social-

media following and have expertise in their respective fields.

Because KOLs have a strong influence on their fans, who

are important sources of potential consumers, this suggests that

their impact can have the power to influence consumers’ purchase

decisions, brand perception, and marketing strategies. Previous

studies have shown that KOLs play a crucial role in fashion
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designers and brands trying to dominate the fashion industry

market (Zou and Peng, 2019), contributing to brand building and

brand image in the field of skincare products (Xiong et al., 2021),

and affecting motivation and attitudes toward the promotion of

agricultural products (Liao et al., 2021). Researchers have also

explored the effectiveness of KOL collaborations in influencer

marketing campaigns, highlighting their role in promoting

engagement rates, reach, and returns on investment (Chen X. et al.,

2020; Ge and Guo, 2022; Priyandhini et al., 2022). Businesses

can choose different types of KOLs to shape consumer opinions,

attitudes, and purchase decisions, based on factors such as audience

size, expertise, and relevance to specific industries.

Some studies have revealed the factors that influence consumer

knowledge, commitment, and general awareness of green products

(Kaufmann et al., 2012; Vazifehdoust et al., 2013; Kumar

and Ghodeswar, 2015). However, studies examining how KOLs

influence consumers’ purchase intentions toward green products

remain insufficient (Joshi and Rahman, 2015). Furthermore,

KOLs play a fundamental role in influencing consumer purchase

behaviors (Che et al., 2017; Alotaibi et al., 2019; Qin, 2020).

Despite this recognition, academic exploration of this marketing

strategy remains fragmented, as highlighted by Meffert (2009) and

Vrontis et al. (2021). Further research is required to understand

the influence of KOLs on consumer purchases. To fill this

research gap, this study investigates whether KOLs have gained

customers’ trust and increased their purchase intention toward

green fashion products. This study has two research objectives.

First, it investigates the influences of KOLs on consumers’ green

trust and purchase intentions. Second, it investigates howKOLs can

be used as external stimuli to generate trust and purchase intention

among consumers.

To attain these research objectives, this study adopts the

stimulus-organism-response (SOR) framework of Mehrabian and

Russell (1980), which enables a quantitative analysis of the influence

of KOLs on consumer green trust and purchase intentions. An

online survey was administered to Vietnamese consumers, and the

collected data were analyzed using structural equation modeling

(SEM), a widely adopted approach to capture consumer purchase

behavior due to its ability to examine complex relationships among

various influencing factors (Golob, 2003; Bollen and Noble, 2011;

Carvalho and Chima, 2014).

The remainder of this paper is organized as follows. A review of

the relevant literature is presented in Section 2; based on the results

of this evaluation, hypotheses are developed. Section 3 introduces

the research methodology used in this study, including how

variables were measured and the data collected. Section 4 presents

our empirical findings. Finally, Section 5 presents our conclusions.

2 Literature review and hypotheses
development

This study used literature reviews to establish

the characteristics of KOLs, including their features

and content. Using the SOR framework, we analyzed

the impact of KOL-derived factors on consumer

purchasing intentions.

2.1 SOR framework

The purchasing intentions of consumers can be influenced

by a wide range of elements, such as price, product availability,

social conventions, brand loyalty, and the marketing strategies of

manufacturers. Personal characteristics, such as emotions, habits,

lifestyle, personal norms, and environmental awareness, also play

a pivotal role in shaping consumers’ purchasing intentions (Joshi

and Rahman, 2015). The SOR framework of Mehrabian and Russell

(1980) is commonly used to investigate consumers’ online purchase

intention and behavior, indicating that stimuli (S) can affect

consumers’ behavior and emotional state. Stimuli are categorized

based on several attributes that affect how consumers perceive

them as an internal state (Zhang and Benyoucef, 2016). The

dominant organism (O) is an internal process linking stimuli to

consumer responses (Zhang and Benyoucef, 2016). It comprises

of the perceptual, physical, emotional, and philosophical activities

of consumers (Bagozzi, 1986), with the aim of investigating their

intentions. This framework suggests that humans respond to

climate in three stages: exposure to an ecological stimulus (S),

the formation of internal organism (O), and response (R), with R

referring to humans respond to environmental stimuli. Humans are

organisms that produce emotional and psychological components,

as well as mood, emotions, and response-related attitudes; thus,

the SOR framework has been widely used, especially to capture

consumption behavior with various components (Table 1).

2.2 Research model

Regarding the KOL features, this study considers reputation,

perceived fit, and production involvement as stimuli (S). Regarding

KOL’s content features, the stimuli (S) encompass content quality,

aesthetic quality, and interactive content. In this study, organism

(O) refers to the level of green trust, whereas response (R)

represents the subsequent behavioral outcomes displayed by

individuals after exposure to these stimuli (Figure 1).

2.2.1 Green trust
Trust is a complex social phenomenon that encompasses

various interactions between human and technological actors,

including behavioral, social, technological, psychological, and

organizational aspects (Salam et al., 2005). In the e-Commerce

context, trust refers to a positive expectation and attitude toward

the ability and goodwill of trading partners to fulfill their

obligations (Beldad et al., 2010). Trust is widely recognized as a

critical and influential factor in numerous products (Dutta and

Bhat, 2016), and green products are no exception. According to

Chen (2010), green trust refers to the willingness to rely on a

product or service based on beliefs or consumers’ positive attitudes

toward the expectations derived from its credibility, benevolence,

and environmental performance. The strength of consumers’

beliefs in companies claiming eco-friendliness directly impacts

their evaluation of and attitude toward green products (Lee et al.,

2012).
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TABLE 1 Studies using the SOR framework to address consumers’ purchase intentions.

References Stimulus (S) Organism (O) Response (R)

Ahmad and Zhang (2020) Electronic service quality Consumer intrinsic assessments of green WOM, Green trust,

Consumer social responsibility, Greenwashing, Green

perceived value, and green involvement

Green purchase intention.

Che et al. (2017) Instagram store Consumer trust in an Instagram store Intention to buy in an

Instagram store.

Dong et al. (2022) Live streaming E-commerce

quality

Green Trust Purchase intention of green

agriculture products.

Gong et al. (2022) KOL feature and content

feature

Consumer perception Purchase intention.

Guo et al. (2021) Cross-border E-commerce

Live Streaming Features

Perceived value, perceived uncertainty Consumers’ purchase

intention in the context of

cross-border E-commerce.

Hewei and Youngsook (2021) Social Media Interactivity Perceived value, immersive experience Consumers’ continuous

purchase intention to fashion

products in social

E-commerce.

Hu et al. (2016) Peer characteristics and

technical features of a social

shopping website

Perceived utilitarian value, social cues, and technical cues Purchase intention.

Hussain et al. (2022) Instagram sponsored

advertising

Consumer ad-related involvement, flow experience Purchase intention.

Kühn and Petzer (2018) Online retailer websites Website trust, Flow Purchase intention.

Lavuri et al. (2022) Green factors Trust, Green attitude Purchase intention of

innovative luxury organic

beauty products.

Zhang P. et al. (2023) In-store Live stream Customers’ attitudes Consumers’ intentions to

purchase in-store.

One of the most important innovations in recent years has been

the advent of Internet technology. This transformative technology

has revolutionized the way organizations operate, offering them

unprecedented opportunities to expand their services beyond

the confines of traditional retail sales, commercial property, and

physical stores (Baen, 2000). Internet technology has also provided

organizations with a platform to connect with customers (Yerpude

and Singhal, 2018), and to reach wider audiences (Plantin and

Daneback, 2009; Zailskaite-Jakšte and Kuvykaite, 2010) without the

barriers of time and geographical limitations. However, technical

methods of building credibility and integrity are insufficient for

forging enduring relationships of trust between consumers and

online e-commerce businesses (Salam et al., 2005). The lack of

physical clues and interactions in online environments makes it

difficult to establish trust among consumers. Therefore, to address

this issue and bolster confidence, using a third-party Internet-based

intermediary that assumes responsibility for seamless transactions,

when transacting parties cannot physically interact, has emerged as

a viable solution (Atif, 2002).

KOLs present themselves as potential solutions to foster trust

(Che et al., 2017; Alotaibi et al., 2019) by sharing personal

experiences, providing reviews, and offering recommendations for

products and services (De Veirman et al., 2017). According to Yin

et al. (2019), KOLs with a substantial following have a greater

capacity to influence public opinion than professionals. By acting

as spokespersons for brands and products, KOLs can establish

connections with consumers, bridge the gap, and instill trust in the

online marketplace.

Lou and Yuan (2019) and Wang et al. (2021) studied

the relationship between content features and their impact on

consumer trust. Factors such as authenticity, transparency (Busser

and Shulga, 2019), and credibility (Shamim and Islam, 2022) have

had a notable impact on consumer trust. Consumers tend to

perceive KOLs as authentic and trustworthy sources of information

when deciding to purchase a product (Schwemmer and Ziewiecki,

2018). Consequently, when KOLs incorporate greenmessaging into

their content, they foster a sense of authenticity, credibility, and

transparency among consumers, strengthening their trust in the

sustainability of a product.

Based on this, this study defines green trust generated by

KOLs as the confidence and belief levels that consumers place

in the features and content features of KOLs when purchasing

green products. Green trust in this context reflects consumer

perceptions that KOLs have a genuine concern for environmental

issues, knowledge, and experience to provide reliable guidance and

recommendations regarding green products.

2.2.2 Features of key opinion leaders (KOLs) and
green trust

When defining KOLs, popularity is often a primary feature

for identifying influential figures (Rapanos, 2023). However, in
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FIGURE 1

Research model.

the virtual realm of the Internet, wherein consumers lack physical

interaction with products, false advertising on online platforms is

an issue. This issue underscores the importance of credibility on

consumer trust (Keh and Xie, 2009; Besalú et al., 2021). Therefore,

this study measures reputation as one feature of KOLs, based on

their popularity and credibility.

Furthermore, the effectiveness of a product’s marketing

campaign is tied to how well the spokesperson’s image matched

the brand of the product (Zou and Peng, 2019). When the chosen

spokesperson represents the brand, it creates a compelling narrative

that resonates with consumers and is effective in humanizing

the brand, while evoking empathy (Fleck-Dousteyssier et al.,

2014). KOLs serve as brand spokespersons and brand images, and

green fashion products are showcased in KOLs’ uploaded content.

Therefore, this study considers the variable perceived fit as a

feature of KOLs that demonstrates the link and degree of relevancy

between the KOLs’ image and their “green posts,” both of which

affect consumer trust.

Moreover, the participation of KOLs in endorsing and

engaging with products is considered a pivotal factor in shaping

consumer trust and behavior in the modern digital landscape

(Yuan et al., 2022; Lau et al., 2023). This involvement is more

than just promotional; it establishes a sense of authenticity

and reliability in the eyes of consumers, through opinions,

reviews, and recommendations for products. When KOLs share

their personal experiences and opinions, consumers perceive it

as genuine endorsements, rather than traditional advertising.

Negative product reviews are more likely to be trusted and spread,

but favorable reviews lead to increased brand interest and buying

intentions (Xue and Zhou, 2011). Therefore, this study examined

variable production involvement as a KOL feature, referring to the

degree of involvement of the KOL in the recommended product.

Based on the justifications above, this study proposes the

following hypotheses.

H1: Green trust is positively related to KOL’s reputation.

H2: Green trust is positively related to KOL’s perceived fit.

H3: Green trust is positively related to KOL’s

production involvement.

2.2.3 KOL’s content feature and green trust
The use of KOL-created content on an e-commerce platform

is a pervasive phenomenon that attracts consumers and increases

product sales (Lin et al., 2020). This movement provides KOLs with

an integrated platform to build their brand as a go-to resource for

purchases by sharing expert knowledge with interactive materials

relevant to their niche sectors (Influencity, n.d.). Compared

with brand-generated commercials, influencer-produced branded

content is believed to be more authentic and natural and serves

as a direct connection with potential consumers (Adweek, 2015).

A KOL audience varies depending on the type of KOL, but

they should all share the ability to produce high-quality content

and provide content based on their understanding of audience

preferences to effectively engage audiences and market brands.

However, Agichtein et al. (2008) stated that Internet content varies
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TABLE 2 Measurement items.

Construct Items Measurement items References

KOL’s Feature

Reputation (R) R2 I prefer to buy the green fashion products recommended by KOLs without

scandals.

(Vogler and Eisenegger, 2019)

R3 I prefer to buy green fashion products recommended by KOLs who are experts

(expert, experienced, and knowledgeable)

(Zhang et al., 2020)

R4 I prefer to buy green fashion products recommended by KOLs who are

trustworthy (dependable, honest, and reliable)

(Zhang et al., 2020)

R5 I prefer to buy green fashion products recommended by KOLs who are intimate. (Zhang et al., 2020)

Perceived Fit (PF) PF1 (I prefer to buy when) The image of KOLs should be relevant and matches the

green fashion products.

(Gong et al., 2022)

PF2 The KOL content atmosphere should be relevant and match the green fashion

products.

(Gong et al., 2022)

PF3 The expertise of KOLs should answer consumers’ enquiries about green fashion

products.

(Dom et al., 2016)

PF4 KOL’s attractiveness when using green fashion products makes me want to buy

the products.

(Till and Busler, 1998; Dom

et al., 2016)

PF5 The KOLs and the green fashion products caught my attention to the products

and brands.

(Dom et al., 2016)

Production Involvement

(PI)

PI1 I prefer to buy green fashion products when KOLs gives positive reviews on the

products.

(Clement et al., 2007)

PI2 I prefer to buy green fashion products when KOLs give detailed reviews about

the products.

(Wang et al., 2020)

PI3 I prefer to buy green fashion products when KOLs share their personal

experience about the products.

(Zimand Sheiner et al., 2021)

PI4 I prefer to buy green fashion products when KOLs test/try on the products

directly (virtual clothing try on)

(Meng et al., 2010)

PI5 I prefer to buy green fashion products when KOLs offer special promotions for

products on the e-Commerce platform. (Niu et al., 2023)

Content’s Feature

Content Quality (CQ) CQ1 The content on green fashion products recommended by KOLs meets my needs. (Ahmad and Zhang, 2020)

CQ2 The content on green fashion products recommended by KOLs is correct. (Ahmad and Zhang, 2020)

CQ3 The content on green fashion products recommended by KOLs is credible. (Scher and Schett, 2021)

CQ4 The content about green fashion products recommended by KOLs is valuable. (Scher and Schett, 2021)

CQ5 The source of content about green fashion products recommended by KOLs can

be trusted.

(Dong et al., 2022)

Aesthetic Quality (AQ) AQ1 I prefer the green fashion products recommended by KOLs who are visually

appealing.

(Yang et al., 2021)

AQ2 I prefer the green fashion products recommended by KOLs with attractively

arranged content.

(Yang et al., 2021)

AQ3 I prefer the green fashion products recommended by KOLs with visually creative

content.

(Ramezaninia and

Shokouhyar, 2020)

AQ4 I prefer the green fashion products recommended by KOLs with good

craftsmanship in content.

(Ramezaninia and

Shokouhyar, 2020)

AQ5 I prefer the green fashion products recommended by KOLs with strategic colors. (Ramezaninia and

Shokouhyar, 2020)

Interactive contents (IC) IC1 I can effectively interact with KOLs on e-commerce when they introduce green

fashion products.

(Wang et al., 2021)

IC2 I can feel the genuine connections with KOLs when they recommend purchasing

green fashion products.

(Wang et al., 2021)

IC3 I am eager to interact with KOLs when they introduce green fashion products. (Wang et al., 2021)

(Continued)
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TABLE 2 (Continued)

Construct Items Measurement items References

IC4 I feel satisfied when KOLs interact with my concern about green fashion

products.

(Dong et al., 2022)

IC5 When considering purchasing green fashion products, communicating with

KOLs made me feel at ease.

(Dong et al., 2022)

Green Trust (GT) GT1 I trust the recommendation of KOLs regarding green fashion products. (Dong et al., 2022)

GT2 I believe that the standard of green fashion products provided by KOLs are high. (Dong et al., 2022)

GT3 The green fashion products recommended by KOLs will fulfill their

commitments and guarantee environmental safety.

(Dong et al., 2022)

GT4 The eco-friendly reputation of the green fashion products recommended by

KOLs is commonly trusted.

(Dong et al., 2022)

GT5 When listening to the recommendation of KOLs on green fashion products, I felt

that the environmental performance was reliable.

(Dong et al., 2022)

Green Purchase Intention

(GPI)

GPI1 I will consider purchasing green fashion products by KOLs’ recommendations. (Dong et al., 2022)

GPI2 Purchasing fashion agricultural products by KOLs’ recommendations has many

advantages.

(Dong et al., 2022)

GPI3 I think it is a good choice to purchase green fashion products by KOLs’

recommendations.

(Dong et al., 2022)

GPI4 Along with other options, I will give priority to purchasing green fashion

products by KOLs’ recommendations.

(Dong et al., 2022)

GPI5 I will advise my friends and acquaintances to purchase green fashion products by

KOLs’ recommendations.

(Dong et al., 2022)

drastically from “excellent” to “abusive” or “spam,” which may be

due to the increase in the availability of content and accessibility.

Therefore, this study considers content quality as a feature of the

content generated by KOLs, based on its value, credibility, accuracy,

and adaptability to consumers’ needs.

Consumers are more likely to connect with content that

contains high aesthetic quality, be it a post, video, or website.

Niu and Liu (2012) indicated that the aesthetic features of videos

play a crucial role in distinguishing high-quality professional

videos from low-quality amateur videos. Cai and Xu (2011)

also highlighted the importance of aesthetic elements such as

color, graphics, and website style, which can improve consumer

purchasing experiences. Because the importance of aesthetic quality

in consumer shopping experiences is undeniable, we examined

the aesthetic quality of content as an independent variable,

to determine the content features (of KOLs) that can affect

consumer trust.

Finally, regarding experiential consumption, one way to

effectively build genuine connections with consumers is by

exploring interactive content, to encourage user participation

(Labrecque, 2014). Interactive content generated by KOLs refers to

content that actively engages and involves the audience, allowing

them to participate, interact, and communicate in two ways

with the KOL. Unlike passive content, such as text or images,

interactive content encourages the audience to actively engage with

KOL’s content and enables them to contribute, provide feedback,

or participate in various activities (Hennig-Thurau et al., 2004).

Interactive content generated by KOLs can make consumers feel

more involved in their engagement with the content, such as

interacting with KOLs on a live stream (video) or responding to

consumers’ questions regarding the products in a post (picture).

Moreover, with the expansion of social media platforms and e-

commerce, the new source of “word of mouth,” influencer/KOL

marketing, can be a way to satisfy consumers’ desire for product

suggestions (Hennig-Thurau et al., 2004; Labrecque, 2014). Such

interactive-content features can promote consumer interaction

and aid in establishing a relationship between a business and

its target audience (Labrecque, 2014). Therefore, we examined

different types of interactive content to assess the content quality

on the Internet.

Therefore, to evaluate the characteristics of the content created

by KOLs, this study investigated “content quality,” “aesthetic

quality,” and “interactive content” as independent variables. Based

on these justifications, we propose the following hypotheses:

H4: Green trust is positively related to KOL’s content quality.

H5: Green trust is positively related to KOL’s aesthetic quality.

H6: Green trust is positively related to KOL’s interactive content.

2.2.4 Green trust and green purchase intention
Green purchasing is the practice of purchasing eco-friendly

products and services while avoiding products that have

detrimental impacts on the environment and human health (Chan,

2001). Intentions refer to factors that affect consumer motivation

and behavior in the green purchasing process (Ramayah et al.,

2010). Green purchase intention relates to consumers’ possibilities

and desire to purchase environmentally friendly products. Green

trust is one factor that affect green purchase intentions (Chen

and Chang, 2012). Several researchers have illustrated the positive
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relationship between green trust and green purchase intention.

Ahmad and Zhang (2020) indicated that green trust positively

affects green purchase intention in e-service quality because

consumer green trust is a crucial determinant of green purchases.

Dong et al. (2022) indicated that the Chinese intention to buy

green agricultural products through e-commerce is affected by

green trust. Existing literature indicates that consumers’ intention

to purchase green products is positively affected by green trust.

Therefore, the following hypothesis is proposed.

H7: Green purchase intention is positively related to consumers’

green trust.

3 Material and methods

3.1 Sample and questionnaire design

An online survey was conducted to collect information and

evaluate the research model. The questionnaire used in the study

was divided into two parts. The first part focused on demographic

variables, such as gender, age, income, and the respondents’

knowledge and experience about green fashion products, whereas

the second part included constructs related to the impact of KOLs

on participants’ intentions to purchase green fashion products.

Participants were asked to evaluate the influence of KOLs on their

purchasing intentions, allowing the researchers to gather data on

their perceptions and attitudes toward KOLs’ recommendations in

the context of green fashion products.

In the survey, we also provided the respondents with a

definition of green fashion products: “Green fashion is similar

to sustainable, slow, and eco-friendly fashion. It’s part of the

global sustainable fashion movement that aims to decrease the

social and environmental impact of apparel production and

consumption.” However, it is important to note that despite the

positive attitudes toward eco-innovations and sustainability in

surveys market, the market perception of green products and

sustainable practices is often correlated to consumer expectations

(Byrka et al., 2016). In green fashion, the goal is to mitigate

the social and environmental impacts of clothing; however, there

is variability in achieving environment-friendly products, which

may arise from factors such as sustainable materials, energy

efficiency, pollution prevention, ethical manufacturing practices,

and transparent labeling (Dangelico and Pujari, 2010; Cervellon

and Carey, 2011). The challenge lies in the ensuring that

these products adhere to eco-friendly standards throughout their

entire lifecycle.

3.2 Measurements of variables

Table 2 lists the measurement items for the latent variables. The

39 items for KOL features, KOL content features, green trust, and

green purchase intention were drafted based on literature research

and then modified after a pretest with a group of 29 participants to

fit this study’s purposes and to see if all the survey questions were

understandable. We used a five-point Likert scale ranging from 1

(strongly disagree) to 5 (strongly agree) as a calculating tool for all

the measurement items. One item was eliminated due to low factor

loading (<0.7), as recommended by Chin (1998). The deleted item

was R1 (I prefer to buy green fashion products recommended by

KOLs with numerous subscribers/followers).

3.3 Data collection and analysis

We conducted an online survey for data collection. The study

population comprised of Vietnamese participants who regularly

used at least one social-media platform and followed at least

one Vietnamese KOL. Vietnam is a developing country, with a

growing economy and rapidly changing market. Companies in

such environments are increasingly utilizing KOLs as a marketing

method for influencing consumer behavior and perception

(Vietnam Briefing News, 2023). Furthermore, a large proportion

of the Vietnamese population is actively engaged in various social-

media platforms (Nguyen et al., 2020). As online surveys were

conducted through social-media platforms, the demographic’s high

social-media usage made it convenient to access the target group

for gathering data. By focusing on a demographic that is not only

representative of a growing economy (with a rapidly changing

market), but also heavily engaged in digital channels, we aim to

provide conclusions that are applicable to similar economies or

regions where online and social-media usage plays a pivotal role

in consumer behavior.

Following snowball sampling, we used our accounts

(Instagram, Facebook, Line, and Zalo) to invite acquaintances

to participate and asked them to complete a questionnaire. As

snowball sampling allows researchers to access a population

that may be difficult to identify or define clearly (Naderifar

et al., 2017), in this case, individuals who regularly use at least

one social media platform and follow at least one Vietnamese

KOL. By leveraging participant networks and referrals, snowball

sampling exploited existing connections within social media and

influencer communities, making it a convenient and cost-effective

approach (Naderifar et al., 2017). Furthermore, this method helped

overcome sampling bias by including individuals who actively

engaged with social media platforms and followed Vietnamese

KOLs, which could provide a more representative sample. To test

these hypotheses, data were collected from March to April 2023

via an online survey. A total of 400 participants were recruited

for this study. Hypotheses (Figure 1) were tested using SEM,

which can effectively account for complex relationships between

multiple variables and handle latent variables (Carvalho and

Chima, 2014). A two-step approach was used to perform SEM

analysis. First, a measurement model was used to determine the

adequacy of latent variable indicators. Confirmatory factor analysis

(CFA) was performed to evaluate the fit of the measurement

model including factor loading, Cronbach’s α, composite reliability

(CR), and average variance extracted (AVE), ensuring that the

observed variables adequately represented their respective latent

constructs. Second, a structural model was examined to test the

hypothesized relationships between the latent variables. This

step allowed for the evaluation of the direct and indirect effects

among KOL features, KOL content features, green trust, and

green purchase intention. Several model fit indices such as the

Comparative Fit Index (CFI), Tucker-Lewis Index (TLI), Root

Frontiers inCommunication 08 frontiersin.org

https://doi.org/10.3389/fcomm.2023.1296174
https://www.frontiersin.org/journals/communication
https://www.frontiersin.org


Tran and Uehara 10.3389/fcomm.2023.1296174

TABLE 3 Sociodemographic characteristics of survey respondents.

Variable Option Frequency Percentage Vietnamese population distribution

Age 18–25 years old 126 31.50 11.26

26–35 years old 99 24.75 15.91

36–45 years old 100 25.00 14.48

Over 45 years old 75 18.75 29.56

Gender Male 113 28.25 49.8

Female 287 71.75 50,2

Income Less than VND 5,000,000 per

month

86 21.50 3.00

VND 5,000,000–<10,000,000

per month

52 13.00 14.00

VND

10,000,000–<20,000,000 per

month

88 22.00 38.00

VND

20,000,000–<30,000,000 per

month

83 20.75 30.00

More than VND 30,000,000

per month

91 22.75 15.00

The population distribution data were sourced from General Statistics Office of Vietnam in 2019 (age), the General Statistics Office of Vietnam in 2021 (gender), and Statista (income).

Mean Square Error of Approximation (RMSEA), Incremental

Fit Index (IFI), Fmin, Standardized Root Mean Square Residual

(SRMR), and Normed Fit Index (NFI) were used to evaluate the

overall fit of the SEM model. Furthermore, because the knowledge

level of green fashion products could have a confounding effect

on the relationship between green trust and green purchase

intention, as indicated by previous relevant studies (e.g., Hossain

et al., 2022; Sultana et al., 2022; Asif et al., 2023), we tested if the

knowledge level of green fashion products (which was analyzed

on a scale of 1–5, wherein 1 = No knowledge about green fashion

products and 5 = Know very well about green fashion products)

had a confounding effect on the relationship, by employing

linear regression analysis (Pourhoseingholi et al., 2012). Data

analyses were performed using R version 4.3.0 (The R Foundation,

Vienna, Austria).

4 Results

4.1 Sample characteristics

Table 3 provides the sociodemographic characteristics of the

sample from which the data were collected and a comparison

with the Vietnamese population. According to the table, 81.25%

of the respondents were under the age of 45, with 31.50% of

the respondents aged 18–25, indicating a predominantly young

sample. In terms of sex distribution, 28.25% were male and

71.75% were female. This disparity can be attributed to the

influence of researchers’ social networks on their participant

selection. Almost all acquaintances who were approached to

participate in the study and helped distribute the questions

were female, with their genuine interest in the subject related

to green fashion products, thus inadvertently contributing to

the over-representation of females in the sample. Although the

study sample had an over-representation of females, with respect

to the population gender ratio, the work pertains to Vietnam,

wherein females consumemore apparel thanmales (StatistaMarket

Insights., 2023). Consequently, comparing the gender ratio only

with the general population may have over-emphasized the gender

bias in this study. Given the Vietnamese market’s largest segment

is women’s apparel, with a market volume of USD 3.25 billion in

2023 (Statista Market Insights., 2023), the larger representation of

females in our study sample reflects the context of the Vietnamese

market to a certain degree. Finally, the income levels of the

respondents were relatively consistent across the different ranges,

indicating a balanced distribution across income brackets. The

sample of this study deviates slightly from the distribution of

the Vietnamese population; notably, the income of 85% of the

population ranges from VND 5,000,000 to VND 30,000,000 per

month.

Regarding the knowledge of green fashion products and

their purchasing experiences with purchasing based on

KOL recommendations, Table 4 reveals that approximately

33.75% of the respondents reported having no or limited

knowledge of green fashion products, equal to the percentage

that claimed to have a good understanding of the subject

matter. Among the respondents, 32.50% stated that they

had a general level of knowledge. Furthermore, 42.75% of

respondents reported not purchasing green fashion products,

followed by 38.50% who reported having bought green fashion

products but had not yet followed a KOL’s recommendations.

Among the 18.75% of the respondents who demonstrated

experience buying green fashion products following a KOLs’

recommendations, most of the respondents had bought them

<5 times.
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TABLE 4 Respondents’ knowledge and experience about green fashion products.

Variable Option Frequency Percentage

Knowledge of green fashion products None 24 6.00

Not much 111 27.75

General 130 32.50

Know well 94 23.50

Know very well 41 10.25

Experiences purchasing green fashion

products by KOLs recommendation

Have bought some and followed KOLs’

recommendations.

75 18.75

Have bought some but not followed KOLs’

recommendations.

154 38.50

Have not bought green fashion products 171 42,75

Purchase times influenced by KOLs (N = 75) 1–2 times 36 48.00

3–5 times 18 24.00

6–10 times 10 13.33

11–20 times 4 5.33

Over 20 times 7 9.33

4.2 Measurement model

Although the measurement items were adapted from previous

studies, it was crucial to test the validity and reliability of the

measurement items to test the survey instruments. The results of

the four measures, including factor loadings, Cronbach’s alpha,

CR, and AVE, are presented in Table 5. According to Fornell and

Larcker (1981), the factor loading of each variable corresponding

to a topic should be greater than the threshold value of 0.7, which

indicates that each potential variable is representative. The factor

loading results are acceptable except for R1 (coefficient = 0.68);

therefore, this factor was dropped. Furthermore, the values of

Cronbach’s α should be > 0.7 to verify the reliability (Bujang

et al., 2018), the CR should be >0.6, and the AVE of each latent

variable should be >0.5 (Awang, 2015, 2018). The results of the

findings all exceeded these criteria, indicating good reliability,

convergent validity, and discriminant validity, and confirming that

the constructs were statistically diverse (Table 3).

4.3 Structural model

In this study, an analysis of the SEM model was used to verify

hypotheses 1–7. The findings of the research model’s goodness-

of-fit (GFI) indicators revealed that the GFI was acceptable, as

indicated in Table 6.

Regarding the SEM diagram and the results shown in Figure 2,

it is worth noting that an R-squared (R2) value >0.2 is considered

substantial and acceptable (Hair et al., 2021). In this study, the R2

values for green trust and purchase intention were 0.812 and 0.868,

respectively, indicating that the SEM results were acceptable.

The structural equation model analysis results in Table 7

indicated that a KOL’s reputation did not have a significant impact

on green trust (R, path coefficient = −0.298, p = 0.079); thus, H1

is not supported. KOL’s perceived fit had a significantly positive

impact on green trust (PF, path coefficient = 0.629, p < 0.001),

supporting H2. KOL’s production involvement (PI) did not have

a significant impact on the green trust of the product (path

coefficient = −0.021, p = 0.862); thus, H3 is not supported. The

KOL content quality did not have a significant impact on green

trust (CQ, path coefficient = −0.033, p = 0.691); thus, H4 is not

supported. KOL’s aesthetic quality did not have a significant impact

on green trust (AQ, path coefficient = −0.054, p = 0.655); thus,

H5 is not supported. KOL’s interactive content had a significant

positive direct influence on green trust (IC, path coefficient =

0.691, p < 0.001), supporting H6. Green trust had a significantly

positive direct influence on green purchase intention (GT, path

coefficient = 0.932, p < 0.001), supporting H7. Furthermore, the

linear regression analyses revealed that the knowledge level did not

present a confounding effect (Green Trust: β = 0.049, p > 0.05;

Green Purchase Intention: β = 0.223, p > 0.05), indicating that the

significance of H7 was not affected by the knowledge level.

5 Discussion

Descriptive analysis demonstrates an interesting finding

regarding the gap between the knowledge of green fashion

products and consumer purchasing behavior. Although they have

a good understanding of these products, a considerable number

of respondents reported not purchasing green fashion products,

indicating a gap between consumer awareness and purchase

attitudes (Table 4). This finding aligns with those of Tang et al.

(2014) and Vecchione et al. (2015). The difference between the

stated importance of conserving the environment and the actual

behavior to act refers to the green gap (Mahoney, 2011), which

existed for several reasons, such as poor perceptions of quality, lack

of green product availability, and brand loyalty to conventional

products (Gleim and Lawson, 2014). In the case of Vietnam,

the main barriers to purchasing green products identified in
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TABLE 5 Construct reliability and validity.

Construct Items Factor loading CR Cronbach’s α AVE

Reputation (R) R2 0.740 0.888 0.877 0.638

R3 0.826

R4 0.861

R5 0.761

Perceived Fit (PF) PF1 0.813 0.889 0.894 0.628

PF2 0.802

PF3 0.787

PF4 0.761

PF5 0.805

Production Involvement (PI) PI1 0.763 0.915 0.905 0.661

PI2 0.844

PI3 0.855

PI4 0.834

PI5 0.768

Content Quality (CQ) CQ1 0.839 0.941 0.941 0.761

CQ2 0.859

CQ3 0.884

CQ4 0.913

CQ5 0.870

Aesthetic Quality (AQ) AQ1 0.759 0.913 0.91 0.681

AQ2 0.857

AQ3 0.860

AQ4 0.828

AQ5 0.806

Interactive Content (IC) IC1 0.845 0.923 0.922 0.702

IC2 0.841

IC3 0.831

IC4 0.831

IC5 0.849

Green Trust (GT) GT1 0.850 0.923 0.928 0.722

GT2 0.838

GT3 0.848

GT4 0.851

GT5 0.854

Green Purchase Intention

(GPI)

GPI1 0.770 0.926 0.927 0.725

GPI2 0.868

GPI3 0.896

GPI4 0.837

GPI5 0.873

CR, composite reliability; AVE, average variance extracted.

a previous study corresponded to the lack of information and

confidence in green claims, sellers, certifications (Nguyen and

Dekhili, 2019). Furthermore, factors such as high prices, limited

product availability, perceived lack of trustworthiness in eco-labels,

and inadequate information play a significant role in hindering

consumers from making green purchases (Nguyen et al., 2017).
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TABLE 6 Results of model fitness tests.

Actual Suggested

χ2 1,516.934 -

df 674 -

χ2/df 2.251 1–3

CFI 0.943 >0.9

TLI 0.937 >0.9

RMSEA 0.056 <0.08

IFI 0.943 >0.9

Fmin 1.896

SRMR 0.049 <0.05

NFI 0.902 >0.9

Owing to the current situation in Vietnam and the reasons behind

this green gap, utilizing KOLs as a stimulus to enhance the green

trust of the product and drive consumers’ intentions to make

green purchases could be a viable strategy to influence the actual

purchasing behaviors of consumers.

5.1 Influence of KOLs on consumers’ green
trust and green purchase intentions

Among the six features of KOLs and KOLs’ content,

only perceived fit (H2) and interactive content (H6) were

positively related to consumer green trust, thereby strengthening

respondents’ intention to make green purchases (H7), as shown in

Table 7.

Therefore, the empirical findings of this study exhibit limited

applicability of the SOR framework to the influence of KOLs on

Vietnamese consumers’ green purchase intentions. Previous studies

have demonstrated mixed findings regarding the applicability of

SOR findings when applying this framework to different products

and mediating mechanisms (organisms), highlighting the influence

of KOLs on purchase intention (Mohd Suki, 2016; Zhang R. et al.,

2023). The effectiveness of the SOR framework in explaining the

influence of KOLs on consumer purchase intentions depends on

the products and mediating mechanisms (Gong et al., 2022; Zhang

R. et al., 2023).

Zhang R. et al. (2023) investigated the impact of virtual and

real KOLs on consumers’ purchase intentions for search and

experience goods using the SOR framework. These results indicate

notable similarities with our findings on the influence of KOLs on

consumer purchase intentions. Both studies underscore the role of

KOLs in shaping consumer purchase intentions, highlighting the

need for companies to use KOLs to recommend their products.

Furthermore, both studies show a positive mediating function

of trust in the KOL-consumer relationship. However, Zhang

R. et al. (2023) showed that there were significant differences

between KOLs’ influences on purchase intention in different

product types, considering different mediating mechanisms; that

is, perceived trust was significantly mediated in the generation

of purchase intentions for experiential products but not for

search products, in which the results differed from our study.

In our study, green fashion products (e.g., clothing, footwear,

and accessories) can be categorized as search goods in terms of

quality and applicability, which can be objectively assessed based

on the information-searching behavior before purchase, with a

low degree of information asymmetry (Zhang R. et al., 2023).

However, green products can also be considered as experience

goods due to the necessity of subjective post-use experiences for

quality assessment (Zhang R. et al., 2023). Because green products

often involve considerations related to their environmental impact,

durability, and long-term benefits, consumersmay not have enough

information to accurately assess their quality, engaging them

in a sensory and ethical exploration that extends beyond mere

evaluability. These differences in the characteristics of green fashion

products transcend the definitions of either search or experiential

goods experimented with by Zhang R. et al. (2023), thus extending

the application of the SOR framework to a KOL’s influence on

purchase intentions regarding green products.

Gong et al. (2022) highlighted the significance of both KOL and

content features in shaping purchase intention within short video

platforms using the SOR framework. Although both studies shared

the same hypotheses on the influence of KOL features on purchase

intention, the results were different. In contrast to the findings of

Gong et al. (2022), in which reputation (H1) and perceived fit (H2)

were statistically significant and positively correlated with purchase

intention, our research demonstrates a different outcome, in which

only perceived fit (H2) exhibits a statistically significant positive

relationship with purchase intention. Furthermore, in terms of

content features, whereas our study primarily mentioned KOL’s

generated content features and their impact on green purchase

intention, Gong et al. (2022) introduced content features in the

context of short video platforms (aesthetic quality and content

richness), which were omitted in our study. Furthermore, it is

crucial to emphasize that, as the central focus of Gong et al. (2022)

is general purchase intention, our study specifically targets the

purchase intention of green products.

Because our findings demonstrate the limited applicability

of the SOR framework, further studies are needed required

for to identifying the factors that influence the relationship

between KOLs and green purchase intentions in different

research contexts, for example, considering different products

and mediating mechanisms by exploring these factors using the

SOR framework in other contexts than Vietnam, while exploring

alternative theoretical frameworks.

Green trust is not related to KOL’s reputation (H1). This

result contrasts with the conclusions of Einwiller (2003) and

Gong et al. (2022), who emphasize the role of reputation in

strengthening trust when making a purchase decision. A possible

explanation for the lack of significance in this study could refer

to the “green” factor of products, where the relationship between

KOL’s reputation and green trust can differ from that in another

context. Trust in green products is demonstrated to depend on

green attribute transparency (Deng and Yang, 2021), where tangible

proof of their environmental benefits is highlighted; therefore,

depending on a KOL’s reputation alone does not always provide

this proof. Consumers may seek specific information, such as
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FIGURE 2

Results of the structural model (hypothesis testing). Solid lines represent statistically significant paths. Dotted lines represent statistically insignificant

paths. Significance levels: ***p < 0.001; **p < 0.01.

TABLE 7 Hypothesis testing results.

Hypothesis Causal path Coe�cient SE Z P value Results

H1 R→ GT −0.298 0.170 −1.757 0.079 Not supported

H2 PF→ GT 0.629 0.205 3.062 0.002 Supported

H3 PI→ GT −0.021 0.119 −0.174 0.862 Not supported

H4 CQ→ GT −0.033 0.082 −0.398 0.691 Not supported

H5 AQ→ GT −0.054 0.121 −0.447 0.655 Not supported

H6 IC→ GT 0.691 0.067 10.299 <0.001 Supported

H7 GT→ GPI 0.932 0.014 67.124 <0.001 Supported

sustainable material usage, reduction in carbon footprint, or

ethical sourcing, before trusting the green claims and depending

solely on the reputation of the KOL. For example, a prevalent

issue in contemporary green product advertising is greenwashing,

the practice of exaggerating or falsely claiming environmentally

friendly attributes in marketing and advertising (de Freitas Netto

et al., 2020). Consumers are often skeptical about green products

due to the prevalence of greenwashing (Aji and Sutikno, 2015).

A good reputation among KOLs alone may not be sufficient

to convince consumers of a brand’s genuine commitment to

sustainability. They may require more concrete evidence, such

as third-party certifications or transparent sustainability practices.

Therefore, brands must back up their reputations with verifiable

data and certifications and actual evidence of sustainability, as well

as focus on post-use experiences in the context of green products

and sustainability.

Green trust is positively related to KOL’s perceived fit

(H2). This indicates that the degree of relevance and matching

between KOLs’ image, temperament, style, content atmosphere,

recommended products, and green intention to purchase have a

strong relationship. This result is consistent with that of Putri and

Agus (2019) and Gong et al. (2022). Followers often identify with

KOLs and aspire to adopt their lifestyles, values, and choices. When

KOLs demonstrate a perceived fit with green products, followers

perceive them as congruent with the desired image or identity

they associate with the KOL. This identification and aspiration

drive followers to align their consumption choices with a KOL’s

endorsement, results in a higher intention to purchase green
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products. The results also demonstrate that achieving a good fit

between a KOL’s image and the recommended products will lead

to higher purchase intention among consumers.

Green trust is not related to KOL’s production involvement

(H3), although a previous study revealed a favorable effect on

consumer trust in a previous study (Fledderus et al., 2013). One

explanation for the lack of significance in this finding could be

attributed to the Vietnamese context, where the mainstreaming

of social media platforms has indeed contributed to the rise of

KOLs and their self-proclaimed status (Báo Công an Nhân dân

diên tu̇, 2022). With the widespread accessibility of social media

and its ability to reach audiences, individuals have established

themselves as authorities or experts in specific fields. They

create content that resonates with their audience and, over time,

amass dedicated followers who trust and value their opinions.

However, not all self-proclaimed KOLs necessarily possess the

expertise or qualifications they claim to possess. The ease of

creating an online presence and the lack of stringent verification

processes on social media platforms can lead individuals to

exaggerate their qualifications or knowledge to gain credibility

and followers. Consequently, some self-proclaimed KOLs may lack

the necessary expertise, or individuals claiming expertise in their

purported fields may pose a significant challenge to consumers

in discerning genuine and reliable sources of information,

ultimately resulting in a lack of trust. Therefore, consumers may

become skeptical and hesitant to accept recommendations or

guidance from KOLs, regardless of their authenticity or actual

expertise, leading to the diminished importance of production

involvement by KOLs. Furthermore, knowledge of green fashion

products can be perceived as complex (Niinimäki, 2011). In such

cases, the reputation and perceived fit of KOLs could play a

crucial role in fostering a sense of reliability among consumers

when promoting trust in green products, thus diminishing the

importance of KOL’s production involvement in recommending

these products.

Green trust was not related to content quality (H4) or

aesthetic quality (H5), although it had been found to have

a favorable effect on consumer trust in a previous study by

Gong et al. (2022). The absence of significance in this finding

may be because consumers’ knowledge regarding green fashion

products is still limited and superficial, with a lack of in-

depth understanding and low awareness of organizations that

promote green products (Cherian and Jacob, 2012). This also

applies to the study’s research population, where the number of

respondents who reported having no, little, or general knowledge

of green fashion products was 6.00, 27.75, and 32.50%, respectively,

accounting for 66.25% of the survey respondents. Consequently,

the quality of the presented content may not have a significant

impact on consumer trust, despite its importance. Furthermore,

the lack of importance of aesthetic quality on consumers’ green

trust of consumers could be attributed to factors such as

subjectivity (as consumers have diverse tastes and preferences,

relying solely on aesthetic factors may not necessarily build

trust universally) and our perception of substance (as consumers

prioritize substance over style for building trust). Although

aesthetics can initially attract attention, consumers ultimately

consider the value, quality, and reliability of information of

products or services, which affects their purchasing intentions

(Chang and Wildt, 1994; Tsiotsou, 2006). If an offering lacks these

essential elements, aesthetic appeal alone is unlikely to foster trust.

This indicates a potential gap between the perceived importance

of content and aesthetic quality and their actual influence on

purchase intentions in the context of green fashion products.

Therefore, future research should further investigate the influence

of KOLs’ content and aesthetic qualities on consumers’ green

purchase intentions. Understanding how these specific attributes

of KOL-generated content affect consumers’ decisions to embrace

green products can provide valuable insights for businesses

and marketers.

Green trust is positively related to KOL’s interactive content

(H6). Although previous studies mentioned the importance of

interactive marketing (Haeckel, 1998; Wibowo et al., 2021) and its

effects on customer satisfaction and loyalty (Aslam et al., 2015),

there is insufficient research confirming the impact of interactive

content on customer purchasing behaviors. The empirical findings

of this study show that interactive content allows KOLs to interact

effectively with consumers and create genuine connections with

a sense of satisfaction and contentment by demonstrating their

knowledge, expertise, and authenticity in real-time interactions,

thus establishing a higher level of credibility and trustworthiness

in green fashion products. Furthermore, advertising in interactive

formats leads to a higher consumer attitude toward and higher

intentions (Shen et al., 2015). Through interactive formats, such

as live streaming (Lyu et al., 2022) and SNS (e.g., Instagram or

Facebook) story features, KOLs can create question-and-answer

sessions, multiple-choice, and so on, which can create two-

way direct communication (Wibowo et al., 2021). Using these

features, KOLs can address specific questions, clarify doubts,

and provide in-depth explanations of the environmental benefits,

features, and sustainability aspects of products by sharing personal

experiences, providing reviews, and offering recommendations for

products and services (De Veirman et al., 2017). This can improve

information processing and facilitate a better understanding of

green products, leading to higher levels of green trust and

greater purchase intention. Emotional connection is a crucial

element of social media settings that affect consumer attitudes

and purchase intentions (Sheth and Kim, 2017). Given the

characteristics of interactive content, KOLs can foster a sense

of emotional connection with their customers, actively engage

and involve their followers, and create a more personalized and

relatable experience. This emotional connection and identification

with KOL’s features (reputation and perceived fit) can strengthen

followers’ trust in KOL’s recommendations and opinions regarding

green products. Consequently, green purchase intentions are

positively influenced.

Green purchase intention is positively related to consumers’

green trust (H7). This aligns with the conclusions drawn by

Ahmad and Zhang (2020) and Dong et al. (2022), who show

that consumers’ green trust is a critical determinant of green

purchase intention. The results also emphasize the role of

promoting green purchase intentions in the online context by

choosing KOLs as a marketing strategy to promote sustainable

fashion consumption and foster a more environmentally

conscious society.
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5.2 Policy implications

Our study revealed that the use of KOL and content features can

foster green trust and subsequently influence intentions to purchase

green products. Therefore, when using KOL as a marketing

strategy, green fashion product enterprises should pay special

attention to KOL’s perceived fit and interactive content because

the linkage between KOL’s image and their green-posted content,

and the interactions in content between KOLs and consumers were

related to KOL’s influence on green purchase intention.

KOLs can enhance their strong perceived fit with green

fashion products by aligning their values with sustainability

and engaging in interactive content that fosters meaningful

interactions with customers. Through KOL’s recommendations,

consumers can not only increase their trust in products but also

enhance their understanding of the environmental value of green

fashion products. By strategically leveraging KOL’s features and

content features, green fashion enterprises can use the power of

influencer marketing to drive positive consumer behavior toward

sustainable choices.

It is crucial to note that consumers’ knowledge of green

products remains limited and superficial, with a lack of green

knowledge and low awareness of green product organizations

(Cherian and Jacob, 2012; James and Montgomery, 2017).

Consequently, when consumers face decision-making situations,

especially when purchasing green products, a lack of trust can

diminish their willingness to purchase green products. To address

this issue, recommendations should take advantage of KOLs to

provide consumers with a more comprehensive understanding

of the benefits of green fashion products. For example, KOLs

and green manufacturing companies must work collaboratively to

foster consistent, positive, and multi-frequent green consumption

through well-orchestrated KOL participation. To ensure ethical

practices, a robust punishment mechanism should be established

to address instances of “misleading” marketing in which KOLs

disseminate inaccurate information, for example, about the

accuracy of environmental claims in advertisements, along with

information on product packaging (Polonsky et al., 1998).

5.3 Limitations and future research topics

This study has limitations. First, it examines how the KOL

recommendations shape green buying intentions. However, there

is a gap between buying intentions and actual behavior (Tang et al.,

2014; Vecchione et al., 2015; ElHaffar et al., 2020). Second, the

purchase of green products involves complicated psychological and

behavioral interactions influenced by several variables, including

price, quality, product brands, and the level of consumers’

environmental concerns (Sheikh et al., 2014; Joshi and Rahman,

2015; Chen Y. S. et al., 2020). However, these aspects were not

covered in this study due to model and variable restrictions.

Future research could pursue the following: First, research

can investigate other variables relevant to green products in the

empirical analytical model by varying the price, quality, product

brands, level of consumer environmental concern, and so on.

Second, the green consumption behavior generated by KOLs can be

compared with the green purchasing behavior by other marketing

methods, such as traditional marketing channels. Thus, one can

find more efficient ways to encourage green product purchases.

Third, future studies can adopt a more comprehensive approach

than SOR to understand the complexities of KOLs’ influence on

sustainable consumer behavior, by exploring the impacts of KOLs

beyond Vietnam and investigating in different cultural contexts;

for example, future studies can consider environmental awareness

and consumer preferences. This will help in promoting the

understanding of whether the influence of KOLs on green purchase

intentions is universal, or if it varies across cultures. Fourth,

integrating other theoretical frameworks with the SOR framework

can provide a more comprehensive understanding of how KOLs

impact consumer behavior toward sustainable consumption. For

example, future studies can apply the Theory of Planned Behavior

(TPB) and further extend the TPB to investigate KOLs’ impact on

consumer attitude, subject norm, and perceived behavioral control,

while considering additional constructs, such as perceived value

and the customers’ willingness to pay a premium, to measure

its appropriateness in determining consumer purchase intention

and behavior toward green products (Yadav and Pathak, 2017).

Furthermore, future studies can consider the Social Identity Theory

to explore how social identities can impact an individual’s behavior

and attitude (Sierra and McQuitty, 2007). By applying this theory

and carrying out further analyses, scholars can explore the social

dimensions of how KOLs can cultivate a sense of belonging

and identification and promote sustainable consumption practices.

This approach can provide insights into the intricate dynamics

of the context. Fifth, in the realm of promoting sustainable

consumption, future studies should fill the gap between buying

intentions and actual consumer behavior toward the purchase of

green products, by investigating psychological dimensions, such

as self-cognition and self-awareness, that influences consumer

intentions. Sixth, to address the issue of gender bias, future studies

should develop a design that considers a gender ratio that aligns

with the market consumption patterns, with the representative

sample of male and female participants reflecting the actual

distribution of consumers in the market. This approach can

provide a more accurate and comprehensive perspective on the

subject, thus, enhancing the overall validity and generalizability of

the findings.

Previous studies examined the correlation between the

educational levels and green purchasing behaviors of customers

(Zhao et al., 2014; Goh and Wahid, 2015; Witek and Kuzniar,

2021), emphasizing its relevance in understanding consumer

behavior in the context of green purchase. Therefore, future studies

could further explore the relationship between the educational

levels and green purchasing behaviors of customers under the

influences of KOLs, to gain a more comprehensive understanding

of the market.

Future studies should also consider incorporating qualitative

methods to provide a more comprehensive perspective on social-

media marketing. This approach can provide valuable insights

into the reasons behind consumer behaviors and attitudes,

while offering an in-depth understanding of the complex

dynamics involved in the adoption of green products and the

impact of KOL endorsements. Previous studies demonstrate
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the effectiveness of integrating both quantitative and qualitative

analyses methods. For example, Zou and Peng (2019) carried out a

quantitative analysis based on the survey and a qualitative analysis

based on three focus groups (from interviews), to investigate

the influence of KOLs on the Chinese fashion market. By

incorporating qualitative analyses methods, future investigations

can acknowledge the complexities of consumer behavior and

KOL influence.

Notably, our study did not consider certain factors

related to participants’ lifestyle and generation, known to

influence the consumer purchasing intention toward green

products. For instance, “sustainability” often aligns with a

specific lifestyle (Evans and Abrahamse, 2009), suggesting

that consumers who follow sustainable lifestyles are likely to

make more informed and conscious choices. Furthermore,

Generation Z and Millennials are generally considered to be

an environmentally conscious group and are knowledgeable

on sustainable living than previous generations (Su et al.,

2019), thus, highlighting the importance of consumer age in

such surveys.

6 Conclusion

This study aimed to fill a research gap by examining

the features of KOLs that influence consumer trust and

their purchase intentions toward green fashion products.

This study provides valuable information for marketers,

brands, and policy makers looking to leverage KOLs as

an influential marketing strategy to promote sustainable

consumption and foster a more environmentally conscious

society. KOLs and their generated content serve as tools for

building green trust, which can positively influence consumers’

intentions to adopt more sustainable practices and make

environmentally conscious purchase decisions. Through an

analysis of the influence of KOLs on consumer purchase

intention in Vietnam, this study contributes to more targeted

and impactful marketing strategies that aim to promote green

fashion consumption.
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