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ABSTRACT. This study aims to investigate the direct and indirect impacts of influencer marketing on Balinese consumers' 

propensity to purchase eco-friendly products and services. It specifically explores the mediating roles of information 

credibility and positive emotions within this framework. This quantitative research design collected data from 246 

Balinese consumers through questionnaire and analyzed it using SEM AMOS. A structural study methodology is 

adopted. To test the model and hypotheses, the authors used the analysis moment structure structural equation 

modeling AMOS 23. This study reveals that while influencer marketing may not directly lead consumers to purchase 

eco-friendly products, it wields a powerful indirect influence. The findings highlight that information credibility and 

positive emotions are crucial mediators in this relationship. This study offers valuable insights into influencer 

marketing’s impact on eco-friendly purchases in Bali, but further research is needed for broader applicability. This 

research guide marketers in using influencer marketing to promote sustainable consumption, higlihgting information 

credibility and positive emotions as key to enhancing  purchase intention. 

 

1. Introduction 

In recent years, the rise in environmental consciousness among consumers has led 

businesses to prioritize eco-friendly marketing strategies to distinguish their products and attract 

sustainability-minded individuals [1-4]. One such approach that has gained considerable traction 

is the use of celebrity or influencer endorsements to promote green products and services [1]. 

These influential figures can leverage their credibility and established platforms to shape 
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consumer attitudes and purchasing behaviors towards environmentally sustainable offerings. 

However, as the influencer marketing landscape continues to evolve, there is a growing need to 

understand the underlying mechanisms through which these partnerships can effectively 

resonate with eco-conscious consumers. 

Influencer marketing has risen as a potent force in today's digital world, significantly 

influencing consumer opinions and buying habits, particularly as traditional advertising loses its 

effectiveness and younger generations increasingly turn to social media for product 

recommendations [5]. This shift in the marketing landscape underscores an urgent need to 

understand how influencer marketing can be effectively leveraged to promote not only products 

but also socially responsible behaviours, such as sustainable consumption. The role of influencer 

marketing in promoting eco-friendly products is paramount in today's environmentally 

conscious market [5, 6]. Unlike traditional advertising, influencer marketing thrives on trust and 

authenticity. Influencers build genuine relationships with their audience, leading consumers to 

perceive their endorsements as trustworthy recommendations rather than purely commercial 

ventures [5]. This trust factor is particularly crucial for eco-conscious consumers who often 

prioritize values and transparency [7]. Moreover, influencer marketing provides brands with 

targeted reach. Influencers cultivate dedicated communities around shared interests, allowing 

companies to connect with niche groups of eco-conscious consumers effectively [8].  

The research on influencer marketing and its impact on consumer behavior, particularly 

in the context of eco-conscious consumption, is important for understanding modern consumer 

trends and the effectiveness of influencer campaigns targeting environmentally conscious 

audiences [5]. Multiple studies have individually explored the impact of source credibility [2] and 

emotional engagement [9] on pro-environmental attitudes and behaviors. However, [10] found 

that influencers can drive awareness, this does not always lead to green purchases.  The influence 

of celebrities and communities may be more about engagement rather than direct purchase 

conversion [11]. There remains a significant gap in understanding how these two elements 

interact and collectively shape consumer purchase intentions towards eco-friendly products. 

This study aims to bridge this gap by investigating the combined effect of perceived 

influencer credibility and positive emotional associations elicited through their messaging on 

consumer willingness to purchase eco-friendly products. Rooted in the Theory of Reasoned 

Action, this study proposes that an individual's inclination to engage in a specific behavior, such 

as purchasing an environmentally friendly product, is predominantly shaped by their attitude 

toward the behavior and the subjective norms surrounding it [12]. In this context, influencer 

credibility can be seen as a significant driver of positive attitudes towards eco-friendly products 

[13], while positive emotional appeals may act as a potential moderator [5], strengthening the 

relationship between credibility and purchase intention [14].  
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By focusing on this interplay, the research offers a nuanced understanding of how 

influencer marketing can be leveraged effectively to promote sustainable consumption patterns. 

Moreover, this study will contribute to the existing literature by developing a robust 

measurement framework to quantify the impact of this synergistic effect on actual purchase 

intention, addressing the need for more precise evaluation methods in influencer marketing 

research. The findings will provide valuable insights for marketers seeking to harness the power 

of influencer marketing to drive both brand engagement and promote environmentally 

responsible consumer choices. 

 

2. Theoretical Framework 

This study rooted to the TRA framework [15-17] by including the role of influencer 

marketing, a modern marketing approach that uses the influence of individuals with a large 

online audience to promote products or services. In this context, influencer marketing refers to 

eco-conscious consumers encountering promotional content from social media influencers who 

endorse eco-friendly products or services. This exposure has the potential to shape both attitudes 

and subjective norms, ultimately influencing green purchase intention. This study further 

clarifies the relationship between influencer marketing and green purchase intentions by 

examining two key mediating factors. First, Information Credibility refers to how believable and 

trustworthy consumers perceive the information shared by the influencer to be. Factors such as 

the influencer's expertise, trustworthiness, and attractiveness contribute to their credibility [18]. 

When consumers view an influencer as credible, they are more likely to trust the information 

presented, leading to more positive attitudes towards eco-friendly products and a stronger 

intention to purchase them. Second, Positive Emotions are the positive affective responses (e.g., 

enjoyment, cheerfulness, excitement, inspiration) evoked by the influencer marketing campaign. 

These positive emotions can enhance how consumers perceive eco-friendly products and create 

a sense of social desirability around eco-conscious behavior, thereby strengthening both attitudes 

and subjective norms related to green purchases [19]. In this regard, understanding the interplay 

between influencer credibility and the elicitation of positive emotions is crucial, as it offers 

insights into how these components can foster an environment conducive to green purchase 

intentions among consumers, thus aligning with contemporary marketing strategies aimed at 

sustainability  

Influencer Marketing, Credibility, Positive Emotion and Green Purchase Intention 

Influencer marketing has emerged as a prominent strategy for promoting eco-friendly 

products and services, capitalizing on the persuasive power of social media influencers to reach 

and engage with eco-conscious consumers [18]. Studies have shown that influencer endorsements 

can significantly impact consumer attitudes and purchase intentions towards green products [5]. 
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This influence stems from the parasocial relationships that consumers develop with influencers, 

leading them to trust and identify with their values and preferences [20]. The perceived 

authenticity and relatability of influencers, often cultivated through personal storytelling and 

transparent brand interactions, can make their endorsements more persuasive than traditional 

advertising, which may be perceived as impersonal or biased [21]. Furthermore, this approach 

works best when influencers align with environmental values, boosting their credibility and 

emotional connection with consumers, which drives higher engagement and eco-friendly 

purchases [22]. Moreover, authenticity is key in influencer marketing, as discerning consumers 

seek trust and engagement. This genuine connection can encourage eco-friendly purchases [20]. 

Individuals are more likely to engage in behaviors they view favorably [23]. Therefore, 

when consumers perceive influencers as credible and trustworthy, their positive attitudes 

towards these figures should extend to the information they share [18], enhancing its perceived 

credibility [22]. This idea aligns with the Theory of Reasoned Action, which suggests that people 

are more likely to believe a message if it comes from a source they perceive as credible [24]. In the 

context of influencer marketing, influencers with high credibility are more likely to be seen as 

trustworthy sources of information, leading to greater acceptance of their messages [25]. Based 

on the existing literature, this study proposes the following hypotheses: 

H1: Influencer marketing has a positive direct effect on green purchase intentions. 

H2: Influencer marketing has a positive effect on information credibility. 

H3: Influencer marketing has a positive effect on positive emotions. 

Influencer Marketing, Credibility and Positive Emotions 

Information credibility and positive emotions are two key factors that can mediate the 

relationship between influencer marketing and green purchase intention. Information credibility, 

which refers to the perceived trustworthiness and expertise of the information source, is crucial 

in shaping consumer attitudes and behavior [20]. In the context of influencer marketing, the 

credibility of the influencer and the information they provide can significantly impact consumers' 

perceptions of eco-friendly products and their willingness to purchase them [26, 27]. This is 

particularly relevant in the realm of eco-conscious consumerism, where consumers are often 

skeptical of green claims and seek reliable information from trustworthy sources to make 

informed decisions [28]. 

Positive emotions elicited by influencer marketing campaigns can also play a crucial role 

in driving green purchase intention [29]. Positive emotions, such as enjoy, cheerful, thrilling, 

amusing and inspiration, can create a positive association with the endorsed product, enhance its 

perceived value, and strengthen the desire to acquire it [30]. When consumers experience positive 

emotions in response to influencer marketing messages, they are more likely to develop favorable 

attitudes towards the endorsed brand and its products, leading to increased purchase intentions 
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[29]. These emotions can also enhance consumers' engagement with the influencer's message, 

making them more receptive to the information being conveyed and more likely to adopt the 

advocated behavior [31]. The emotional appeal of influencer marketing can be particularly 

effective in promoting eco-friendly products, as it can tap into consumers' values and aspirations 

for a sustainable future [5].  

Information credibility, which refers to the perceived trustworthiness and expertise of the 

information source [32], is a critical factor in influencing consumer attitudes and behavior 

towards eco-friendly products. When consumers perceive the information shared by influencers 

to be credible, they are more likely to trust the claims surrounding green products, thus 

enhancing their intention to purchase such items [25], which is particularly vital in an era of 

increasing environmental consciousness among consumers [33] that triggered positive emotion. 

Positive emotions play a crucial role in influencing consumers' green purchase intentions [34]. 

These emotions not only enhance consumers' overall perception of green products but also 

contribute to a positive consumer experience, thereby encouraging them to engage in sustainable 

purchasing behaviors in alignment with their environmental values and social identity [35]. 

Positive emotions can make eco-friendly products seem more appealing and motivate consumers 

to buy them. People experiencing positive emotions are more likely to see green products as both 

environmentally beneficial and personally desirable.  The hypothesis purpose[36]: 

H4: Information credibility has a positive effect on green purchase intentions.  

H5: Positive emotions have a positive effect on green purchase intentions. 

The Mediating Role of Credibility and Positive Emotions 

The Theory of Reasoned Action (TRA) provides a theoretical framework for 

understanding how information credibility and positive emotions can mediate the relationship 

between influencer marketing and green purchase intention [37]. In the context of influencer 

marketing, the credibility of the influencer and the positive emotions elicited by their 

endorsements can strengthen consumers' attitudes towards eco-friendly products and increase 

their perceived social pressure to purchase them, thereby enhancing their green purchase 

intentions. This mediating role of information credibility and positive emotions is consistent with 

the TRA framework, which emphasizes the importance of attitudes and subjective norms in 

shaping behavioral intentions [38]. By influencing these two key factors, influencer marketing can 

indirectly drive green purchase intentions. Furthermore, integrating psychological insights into 

influencer marketing strategies may further enhance the effectiveness of campaigns aimed at 

promoting eco-friendly products, as consumer perceptions of psychological benefits can 

significantly drive their purchasing intentions towards renewable energy and other green 

offerings [28]. Based on these insights, this research proposed the following hypothesis: 
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H6: Information credibility mediates the relationship between influencer marketing and green 

purchase intentions. 

H7: Positive emotions mediate the relationship between influencer marketing and green purchase 

intentions. 

 

3. Method 

Sampling and data collection  

We gathered data by distributing questionnaires to all respondents in Bali, who are 

individuals with knowledge about eco-friendly products/services. We choose respondent in Bali 

to test our proposed model for several reasons. Firstly, Bali as a tourism hub, has great potential 

to become a leader in sustainable tourism. Secondly, Bali's diverse population from various 

cultural backgrounds can be used to identify practices in utilizing influencer marketing to 

promote eco-friendly product and services, thirdly, to support the sustainable growth of Bali's 

tourism industry.  300 questioners were distribute but a total of 246 completed questionnaires 

were retrieved from distributed questionnaires. This study utilized purposive sampling to gather 

the data samples. Based on a study by [39], a minimum sample size of 100 was deemed 

appropriate for this quantitative study. A variant-based structural equation model was used to 

analyze the relationships between latent variables.  

Common Method Bias: 

To minimize potential bias associated with self-reported data, this study will employ 

several procedural safeguards [40, 41]. These will include ensuring anonymity and confidentiality 

for respondents, utilizing well-validated measurement scales, and incorporating both positively 

and negatively worded items in the survey to mitigate response bias [36, 41, 42]. As this study 

utilizes a single survey for data collection, it's important to acknowledge and address potential 

common method bias [41].  The presence and extent of CMB were evaluated using Harman's 

single-factor test. The findings indicated that the single-factor test represented 30.60% of the 

overall variance. This is below the widely recognized threshold of 50%, indicating that common 

method bias is not a significant issue in this study. Additional procedural measures will be 

implemented during data collection to ensure respondent anonymity and confidentiality, further 

minimizing any potential CMB effects. 

 

4. Result and Discussion 

The goodness-of-fit indicators from the structural equation model (SEM) suggest that the 

model fits the data well. The Chi-Square value of 219.588 and the p-value of 0.242 indicate that 

there is no significant difference between the model and the observed data, implying a good fit. 



Int. J. Anal. Appl. (2025), 23:86 7 

 

The RMSEA value of 0.028, which is below the threshold of 0.05, further confirms that the model 

has an excellent fit to the data. 

  

Figure 1. Goodness of Fit 

Additionally, the Goodness of Fit Index (GFI) is 0.924, and the Adjusted Goodness of Fit 

Index (AGFI) is 0.905, both of which exceed the acceptable cutoff of 0.90, indicating that the model 

is a good representation of the data. The Tucker-Lewis Index (TLI) is 0.972, and the Comparative 

Fit Index (CFI) is 0.975, both of which are very close to 1, demonstrating a near-perfect fit. In 

summary, the combination of these indices (RMSEA, GFI, AGFI, TLI, and CFI) provides strong 

evidence that the model accurately reflects the relationships among the variables, indicating a 

very good fit between the model and the data. 

 

Table 1: The result of hypothesis examination 

Nu Hypothesis C.R. P Explanation 

H1 
Credibility <--- 

Influencer 

marketing 
3.128 .002 Accepted 

H2 Positive Emotion 

Quality 
<--- 

Influencer 

marketing 
1.896 .058 rejected 

H3 Purchase 

Intention 
<--- 

Influencer 

marketing 
5.365 *** Accepted 

H4 Purchase 

Intention 
<--- Credibility 4.730 *** Accepted 

H5 Purchase 

Intention 
<--- 

Positive Emotion 

Quality 
2.760 .006 Accepted 
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The hypothesis analysis results indicate that four out of the five proposed hypotheses 

were supported. H1, which examines the effect of Influencer Marketing on Credibility, was 

accepted with a significant critical ratio (C.R.) of 3.128 and a p-value of 0.002, indicating a positive 

and significant relationship. However, H2, which tests the influence of Influencer Marketing on 

Positive Emotion Quality, was rejected, as the p-value of 0.058 exceeds the threshold of 0.05, 

suggesting no significant effect. 

On the other hand, H3 shows that Influencer Marketing positively influences Purchase 

Intention, with a high C.R. of 5.365 and a significant p-value (***), confirming its strong impact. 

The study found a significant positive relationship between Credibility and Purchase Intention 

(H4), supported by a C.R. of 4.730 and a significant p-value. Similarly, Positive Emotion Quality 

showed a positive effect on Purchase Intention (H5), with a C.R. of 2.760 and a p-value of 0.006. 

Overall, the results confirm strong connections between Influencer Marketing, Credibility, 

Positive Emotion Quality, and Purchase Intention. However, Influencer Marketing did not 

significantly influence Positive Emotion Quality. 

The path analysis revealed significant findings regarding the relationship between 

influencer marketing and green purchase intentions. While influencer marketing did not directly 

influence green purchase intentions (β = 0.111, p = 0.167), it demonstrated a significant indirect 

influence through the mediating roles of information credibility and positive emotions. This 

finding aligns with previous research emphasizing the importance of indirect pathways in 

influencer marketing's effectiveness (e.g., Kim & Kim, 2014; Lou & Yuan, 2019). Specifically, the 

study found that influencer marketing positively affects information credibility (β = 0.560, p < 

0.001), which in turn leads to increased green purchase intentions (β = 0.379, p < 0.001). This 

highlights the importance of influencer credibility in shaping consumer perceptions and driving 

purchase behavior towards eco-friendly products. Additionally, influencer marketing 

significantly influenced positive emotions (β = 0.487, p < 0.001), which also positively impacted 

green purchase intentions (β = 0.272, p < 0.001). This finding underscores the power of emotional 

appeals in influencer marketing, as positive emotions can enhance product evaluations and foster 

a sense of social desirability around eco-conscious behavior. 

The indirect effects of influencer marketing on green purchase intentions through both 

information credibility (β = 0.212, p < 0.001) and positive emotions (β = 0.132, p < 0.002) were also 

significant. Influencer marketing's effectiveness in promoting eco-friendly products relies on both 

cognitive and emotional factors. Consumers are more likely to develop positive attitudes and 

purchase intentions towards such products when they perceive influencers as credible 

information sources and experience positive emotions from their endorsements. This highlights 

the potential of influencer marketing as a tool for encouraging is sustainable consumption. 
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Discussion  

This study highlights how influencer marketing can boost green purchasing by increasing 

trust in information and sparking positive emotions in eco-conscious consumers. To effectively 

promote sustainable products, brands should choose influencers who share their values and 

connect with their target audience's environmental concerns [43] and services. 

The study's conceptual framework and empirical evidence suggest that influencer 

marketing's indirect impact on green purchase intentions is crucial, as it operates through the 

dual mechanisms of information credibility and positive emotions [2, 44]. This insight reinforces 

the notion that consumer engagement with sustainability messaging is significantly influenced 

by the perceived trustworthiness of the source and the emotional resonance of the content, further 

affirming the critical role of influencer marketing in shaping attitudes towards eco-friendly 

products and consumption patterns [25] [45]. Moreover, brands must carefully consider the 

demographics and psychographics of their consumer base, as these factors also play a pivotal role 

in shaping perceptions of eco-products and purchase intentions, highlighting the intricate 

relationship between consumer characteristics and green marketing strategies [46]. In addition, 

firms must continuously adapt their strategies to address the evolving landscape of consumer 

preferences and attitudes towards sustainability, ensuring that their marketing efforts remain 

relevant and effective in fostering a culture of eco-consciousness among potential buyers [28]. To 

promote sustainable consumption, we need to better understand how influencer marketing and 

consumer behavior intersect, including the impact of demographics on eco-consciousness and 

purchase intent, and how social causes influence green purchasing [47]. 

 

5. Conclusion 

This study examined the influence of influencer marketing on green purchase intentions, 

with a focus on the mediating roles of information credibility and positive emotions. The findings 

indicate that influencer marketing can effectively enhance consumer intentions to purchase eco-

friendly products, underscoring the importance of strategic approaches in promoting green 

consumption behaviors through credible and emotionally appealing content [43, 48]. 

Furthermore, considering the increasing consumer awareness and the pivotal role of social media 

in shaping purchasing behaviors, integrating green attitudes through innovative marketing 

strategies becomes essential for driving sustainable consumption [47, 49]. Moreover, the 

emphasis on educating consumers about the environmental impacts of their choices, coupled 

with the strategic use of influencer marketing, may lead to significant shifts in consumer behavior 

towards more sustainable practices, as supported by existing research on green innovation and 

ethical responsibility [43, 50, 51]. This aligns with findings that suggest green innovation and 

ethical responsibility positively influence consumer behaviors and intentions towards purchasing 
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green products, indicating a trend towards greater environmental consciousness among 

consumers [43].  

These insights underscore the necessity for businesses to adopt comprehensive green 

marketing strategies that not only promote eco-friendly products but also cultivate a deeper 

understanding of sustainability among their consumer base, thereby fostering a culture of 

responsible consumption and environmental stewardship [43, 52]. Such a commitment is 

essential, especially as consumers increasingly seek out brands that demonstrate a balanced 

combination of innovation and ethical practices in their offerings, which can significantly enhance 

their green purchase intentions and overall brand loyalty [43, 49, 53]. This positions green 

marketing not merely as a trend, but as a fundamental aspect of strategic marketing planning that 

organizations must adopt to ensure long-term viability and relevance in a rapidly changing 

consumer landscape [54].  

In conclusion, the importance of integrating green marketing into broader business 

strategies cannot be overstated, as it not only addresses the changing preferences of consumers 

but also aligns with the imperative of promoting sustainable practices that benefit the 

environment and society at large, highlighting the intersection of marketing, innovation, and 

corporate social responsibility in driving a more sustainable future. As such, companies must 

embrace a forward-thinking approach that encompasses both environmental responsibility and 

effective marketing strategies, ensuring that they remain competitive while also contributing to 

the well-being of the planet and future generations [54, 55].  

As such, the role of green marketing extends beyond mere compliance or response to 

consumer demands; it represents a proactive commitment to integrating environmental 

sustainability into the core values and operations of a business, which is increasingly viewed as 

a critical success factor in the contemporary marketplace [50, 54]. This commitment not only 

enhances the credibility of the brand but also establishes a loyal customer base that values 

transparency and ethical practices, reflecting the fundamental shifts in consumer behavior 

towards eco-friendliness and sustainability in recent years. 

Limitation and Future research 

This study offers valuable insights into the relationship between influencer marketing and 

green purchasing decisions, but it is important to acknowledge its limitations. The focus on 

Balinese consumers limits the generalizability of the findings to other populations. Additionally, 

the reliance on self-reported data may introduce social desirability bias, potentially influencing 

the accuracy of the results. To address these limitations, future research should consider 

expanding the study's scope to include more diverse populations and geographic locations. 

Furthermore, incorporating longitudinal designs that track consumer behavior over time could 

provide more robust insights into the long-term impact of influencer marketing on green 
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purchasing decisions. Researchers could also explore potential moderating factors, such as 

product involvement or environmental consciousness, to gain a more nuanced understanding of 

how these variables influence the relationship between influencer marketing, information 

credibility, and eco-friendly purchasing behavior. 
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