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Abstract: This study proposes a conceptual framework to examine the role of social media analytics
in predicting green consumer behavior. As sustainability becomes increasingly important in consumer
decision-making, social media has emerged as a powerful tool for influencing attitudes and behaviors.
The framework suggests that social media engagement, measured through analytics such as likes,
shares, comments, and sentiment, influences green attitudes, environmental awareness, and green
purchase intentions, which ultimately affect consumer behavior. Additionally, the study highlights that
generational differences, environmental concern, and trust in green claims moderate these
relationships. The proposed model builds upon existing theories in consumer behavior and
sustainability marketing, offering new insights into how digital engagement shapes green consumer
choices. From a practical perspective, this framework provides guidance for marketers to leverage
social media analytics in promoting sustainable consumption, especially by tailoring strategies to
different generational segments. Future research should empirically test the framework, explore its
applicability across diverse cultural contexts, and examine the role of emerging social media platforms
in fostering sustainable consumer behavior.

Keywords: Environmental Awareness; Generational Differences; Green Consumer Behavior; Social
Media Analytics; Sustainability Marketing.

1. Introduction

In recent years, the role of social media as a powerful tool for shaping consumer
behavior has gained significant attention in both academic and business circles. Social media
platforms, such as Facebook, Instagram, and Twitter, provide brands with a unique
opportunity to engage directly with consumers, influencing their perceptions, attitudes, and
purchasing decisions. This is particulatly evident in the context of green consumer behavior,
where social media plays a critical role in raising awareness about environmental issues and
promoting sustainable consumption practices (Smith & Jones, 2020; Lee & Kim, 2021). Social
media analytics, which include engagement metrics such as likes, shatres, comments, and
sentiment analysis, have emerged as key instruments for understanding consumer preferences
and predicting behavior. These analytics offer insights into how consumers interact with eco-
friendly content, allowing businesses to tailor their marketing strategies to meet the growing
demand for sustainable products (Baker & Williams, 2020; Thompson et al., 2021).

The green consumer movement is driven by an increasing awareness of environmental
challenges, including climate change, resource depletion, and waste accumulation. As more
consumers prioritize environmental impact in their purchasing decisions, businesses must
adapt their marketing strategies to align with these values. However, while the influence of
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social media on consumer behavior is well-documented, the specific impact of social media
analytics on green consumer behavior remains underexplored (Wilson & Smith, 2020; Patel
& Zhao, 2021). Social media's ability to shape green attitudes, influence putchase intentions,
and ultimately drive green consumer behavior is influenced by a variety of factors, including
engagement with eco-friendly content, trust in sustainability claims, and the increasing use of
social media by younger generations (Millennials and Gen Z) (Rojas & Benitez, 2020; Harris
et al,, 2022).

Moreover, generation plays a critical role in shaping how social media content is
consumed and acted upon. Younger generations, particularly Gen Z and Millennials, are more
likely to engage with and trust eco-friendly content on social media, whereas older generations
may have different priorities and engagement patterns (Johnson & Lee, 2021; Wang et al.,
2021). The generational divide is particularly important because it influences how
sustainability messages are received, interpreted, and acted upon by consumers.
Understanding these generational differences is crucial for businesses aiming to optimize their
social media marketing strategies for different consumer segments.

This article aims to explore the role of social media analytics in predicting green
consumer behavior, with a particular focus on how generation moderates the relationship
between social media engagement and consumer action. The study proposes a conceptual
framework that examines the impact of social media analytics on green attitudes, purchase
intentions, and actual consumer behavior, while considering the moderating effects of
environmental concern and trust in green claims across generational groups. By advancing
this framework, the study contributes to a deeper understanding of how social media analytics
can be leveraged to promote sustainable consumption in the digital age (Huang & Zhang,
2022; Lee & Tan, 2021).

2. Literature Review

The literature on social media analytics and green consumer behavior has grown
significantly in recent years, reflecting the increasing role of digital platforms in shaping
consumer attitudes and purchasing decisions. Social media has become a key space for
consumers to engage with brands, share opinions, and make decisions based on information
encountered online. As sustainability becomes a core value for many consumers,
understanding how social media analytics can influence green purchasing behavior is crucial.
This literature review explores the major themes of social media analytics, green consumer
behavior, and the influence of generational differences on the uptake of sustainable practices.
Social Media Analytics and Consumer Behavior

Social media analytics refers to the data generated from user interactions on social media
platforms, including likes, shares, comments, and sentiment. These interactions provide
valuable insights into consumer preferences and can influence consumer decision-making
(Baker & Williams, 2020). Recent studies emphasize the power of social media in shaping
consumer behavior, particulatly in the context of sustainability. According to Harris et al.
(2022), social media platforms serve as channels where consumers are exposed to eco-friendly
messages, influencer endorsements, and sustainability campaigns. Through content
engagement, consumers are not only informed about environmental issues but also influenced
in their purchasing choices. For example, brands that actively post about sustainability or
partner with eco-friendly influencers can build a positive image and foster brand loyalty
among environmentally-conscious consumers (Lee & Kim, 2021).

Social media also allows brands to track consumer sentiment and behavior, providing an
opportunity for businesses to adjust their strategies in real-time (Thompson et al., 2021).
Engagement with green content, such as liking or sharing posts about environmental causes,
is associated with increased consumer awareness of sustainability issues and more eco-
conscious behavior. Studies by Patel and Zhao (2021) indicate that consumers who frequently
engage with sustainability-related content on social media are more likely to purchase green
products, showing a direct link between social media interactions and green purchasing
behavior.

Green Consumer Behavior

Green consumer behavior refers to the buying decisions made by consumers based on
environmental considerations. Consumers who exhibit green behavior prioritize products
with lower environmental impacts, such as those made from sustainable materials, that are
energy-efficient, or produced through ethical practices (Wilson & Smith, 2020). Several
factors influence green consumer behavior, including environmental attitudes, awareness, and
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values (Jones & Smith, 2018). The literature shows that environmental concern plays a key
role in shaping consumers' green behaviors, as individuals with high levels of environmental
awareness are more likely to choose products that align with their values (Baker & Williams,
2020).

A critical aspect of green consumer behavior is purchase intention, which refers to a
consumer’s likelihood of purchasing eco-friendly products. Purchase intention often precedes
actual behavior, acting as an important mediator in the decision-making process. Social media
analytics can influence purchase intention by shaping consumers’ perceptions of green
products through exposure to positive content, user reviews, and green endorsements. As
suggested by Lee and Tan (2021), social media-driven content has the power to affect
consumer attitudes towards sustainability, which in turn influences their purchasing decisions.
Furthermore, social proof, such as the number of likes or shares a green product post receives,
plays an important role in shaping consumers' perceptions and intentions to buy eco-friendly
products.

Generational Differences in Green Consumer Behavior

An emerging body of research emphasizes the impact of generation on consumer
behavior, particularly in relation to social media engagement and sustainability. Different
generations use social media in distinct ways, and this affects their response to environmental
messages. Millennials and Gen Z, for example, are considered digital natives who are highly
active on social media and show a greater interest in environmental sustainability compared
to older generations (Johnson & Lee, 2021). According to Wang et al. (2021), younger
generations are more likely to engage with eco-friendly content and participate in
sustainability-related discussions on social media. They also tend to be more skeptical of
traditional advertising and are more likely to trust content shared by peers or influencers on
platforms like Instagram or TikTok. This generation’s responsiveness to social media content
makes them a key target audience for brands promoting green products.

On the other hand, older generations, such as Gen X and Baby Boomers, tend to engage
less with social media, and when they do, their interaction with sustainability-related content
is often more passive. These consumers may still care about environmental issues but
prioritize other factors, such as product cost or convenience, when making purchasing
decisions (Johnson & Lee, 2021). Generational differences also influence how trust in green
claims is formed. Younger consumers are more likely to be skeptical of greenwashing, the
practice of misleading consumers about a product’s environmental benefits (Rojas & Benitez,
2020). In contrast, older generations may be less critical of such claims and more likely to
accept them at face value, as they have different information processing and trust levels when
engaging with sustainability claims on social media.

Moderators of the Social Media Analytics and Green Consumer Behavior
Relationship

Several factors moderate the relationship between social media engagement and green
consumer behavior. Environmental concern is one of the most significant moderating
variables, as consumers with a high level of concern for the environment are more likely to
act on the green messages they encounter on social media (Harris et al., 2022). Moreover,
trust in green claims also plays a crucial role in shaping consumer behavior. If consumers trust
the environmental claims made by brands, they are more likely to make green purchases (Patel
& Zhao, 2021). However, when environmental concern and trust in green claims are low,
even high levels of social media engagement may not lead to actual green consumer behavior.

Furthermore, social media literacy can moderate the effect of social media analytics on
consumer behavior. Consumers who are more familiar with social media platforms and digital
content are more likely to critically engage with green messages and shatre them, whereas those
with lower social media literacy may not interpret sustainability-related content effectively
(Wang et al., 2021). These factors contribute to the complexity of the relationship between
social media engagement and green consumer behavior, highlighting the need for more
targeted marketing strategies that consider the moderating effects of environmental concern,
trust, and social media literacy.
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3. Conceptual Framework and Hypotheses

This section presents the conceptual framework that underpins this study on the role of
social media analytics in predicting green consumer behavior. The framework draws on
existing theories of consumer behavior and sustainability, integrating social media
engagement as a predictor, and identifying the mediating and moderating factors that
influence green consumer decisions. The primary aim of the conceptual framework is to
examine how social media analytics shapes consumer behavior in the context of sustainability,
and how this relationship is affected by various generational and environmental factors.
Conceptual Framework Overview

The proposed conceptual framework posits that social media analytics influence green
consumer behavior by affecting green attitudes, environmental awareness, and green purchase
intentions. Social media analytics, which includes metrics such as engagement with eco-
friendly content, sentiment analysis, and influencer endorsements, can shape how consumers
think and feel about sustainability. These attitudes, in turn, influence their purchasing
intentions and actual green consumer behavior. The key components of the framework are:

a.  Social Media Analytics (Independent V ariable): Social media analytics, including engagement
metrics such as likes, shares, comments, sentiment, and influencer endorsements, drive
awareness and attitudes about sustainability issues.

b.  Green Attitudes | Environmental Awareness (Medjator): Social media content that engages
users in sustainability discussions may influence their awareness of environmental
issues, shaping attitudes towards green products and brands.

c.  Green Purchase Intention (Mediator): Attitudes towards sustainability and increased
environmental awareness can lead to stronger intentions to purchase green products.
This intention serves as a precursor to actual green consumer behavior.

d.  Green Consumer Bebhavior (Dependent 1V ariable): The ultimate outcome, which is the actual
behavior of purchasing green products, participating in sustainability campaigns, or
supporting eco-friendly brands.

e.  Moderating V ariables:

1)  Generation: Different generations may react differently to social media content.
Younger generations (Gen Z and Millennials) may be more influenced by social
media engagement compared to older generations.

2)  Environmental Concern: Individuals with higher environmental concern may be more
likely to act on social media analytics and engage in green consumer behavior.

3)  Trust in Green Claims: Trust in the sustainability claims of brands can moderate the
relationship between green purchase intention and actual purchase behavior.

Hypotheses Development

Based on the conceptual framework, the following hypotheses are proposed to test the
relationships between social media analytics, green consumer behavior, and the moderating
variables of generation, environmental concern, and trust in green claims.

Hypothesis 1 (H1): Social media analytics significantly influence green attitudes and environmental
awareness. Social media platforms that actively promote eco-friendly content are expected to
shape consumer attitudes by increasing awareness of environmental issues. This hypothesis
posits that greater engagement with sustainability content will enhance consumers'
environmental awareness, thus influencing their green attitudes (Baker & Williams, 2020;
Harris et al., 2022).

Hypothesis 2 (H2): Green attitudes and environmental awareness positively influence green purchase
intention. Consumers who develop positive attitudes toward sustainability are more likely to
intend to purchase green products. As environmental awareness increases, consumers'
intention to buy eco-friendly products should also increase (Jones & Smith, 2018; Rojas &
Benitez, 2020).

Hypothesis 3 (H3): Green purchase intention significantly affects green consumer bebavior. Purchase
intention is a strong predictor of actual consumer behavior. This hypothesis suggests that
consumers who express a high intention to purchase green products are more likely to
translate that intention into actual behavior, such as making sustainable purchases (Thompson
et al.,, 2021; Lee & Kim, 2021).

Hypothesis 4 (H4): Generation moderates the relationship between social media analytics and green
consumer behavior. Different generations (e.g., Gen Z, Millennials, Gen X, Baby Boomers)
respond differently to social media engagement. Younger generations, particularly Gen Z and
Millennials, are more likely to engage with green content and act on sustainability messages,
while older generations may exhibit less responsiveness (Johnson & Lee, 2021; Wang et al.,
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2021). This hypothesis posits that the impact of social media engagement on green consumer
behavior is stronger in younger generations.

Hypothesis 5 (H5): Environmental concern moderates the relationship between social media analytics
and green consumer bebavior. Consumers who are highly concerned about environmental issues
are more likely to be influenced by social media analytics related to sustainability. This
hypothesis suggests that individuals with high environmental concern will be more likely to
convert social media engagement into green consumer behavior (Harris et al., 2022; Rojas &
Benitez, 2020).

Hypothesis 6 (HG): Trust in green claims moderates the relationship between green purchase intention
and actual green consumer bebavior. Consumers who trust green claims made by brands are more
likely to act on their purchase intentions. This hypothesis asserts that trust in the authenticity
of sustainability claims will strengthen the relationship between purchase intention and actual
green purchasing behavior (Patel & Zhao, 2021; Wang et al., 2021).

Visual Representation of the Conceptual Framework

To visualize the relationships in the proposed framework, a simple diagram of the

conceptual model is presented below:

Generation
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Figure 1. Proposed framework.

The conceptual framework and hypotheses laid out in this section provide a foundation
for testing how social media analytics influence green consumer behavior. By exploring the
mediating roles of environmental awareness and purchase intention, and the moderating
effects of generation, environmental concern, and trust, this study aims to deepen our
understanding of how digital engagement shapes sustainable consumer actions. The following
section will detail the methodology used to test these hypotheses and collect data from social
media users.

4. Proposed Methods

This section outlines the proposed methodology for testing the hypotheses and
conceptual framework presented earlier in the study. The methodology will include data
collection procedures, the measurement of key variables, and the statistical tests that can be
used to analyze the data. Given the exploratory nature of the study, the methodology will be
designed to assess the relationships between social media analytics, green attitudes, purchase
intentions, and green consumer behavior, while also accounting for moderating factors such
as generation, environmental concern, and trust in green claims.

Data Collection

The data for this study will be collected through survey-based research, allowing for an
in-depth understanding of consumer attitudes and behavior. The survey will be designed to
capture data on consumer engagement with social media content related to sustainability, their
environmental attitudes, purchase intentions, and actual consumer behavior. Additionally, the
survey will include demographic questions to categorize respondents by generation (e.g., Gen
Z, Millennials, Gen X, Baby Boomers) and assess environmental concern and trust in green
claims.

Survey Design: Survey Instrument: An online questionnaire will be developed using a
reliable survey platform (e.g., SurveyMonkey, Google Forms). The survey will be structured
into several sections:

a. Section 1: Demographics (e.g., age, gender, income, education, generational group).

b. Section 2: Social media engagement (e.g., frequency of interaction with green
content, social media platforms used).

c.  Section 3: Green attitudes (e.g., sustainability values, environmental concern).
Section 4: Purchase intention (e.g., likelihood of purchasing eco-friendly products).

e. Section 5: Actual behavior (e.g., past purchases of green products, participation in
sustainability-related campaigns).

. Section 6: Moderators (e.g., trust in green claims, environmental concern, and
generational differences).
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Sampling: The sample will be drawn from social media users who regularly engage with
sustainability-related content. To ensure the diversity of perspectives, the sample will be
stratified by generation, with a target of 500-800 participants across different age groups. The
sample will be collected from social media platforms that have a strong presence of eco-
conscious users, such as Instagram, Facebook, TikTok, and Twitter. The sampling procedure
will be as follows:

a. Convenience Sampling: Participants will be recruited via social media ads targeting
eco-conscious consumers.

b. Stratified Sampling: Respondents will be grouped by generation to ensure that the
perspectives of each generation are well-represented. The study will focus on
Millennials, Gen Z, Gen X, and Baby Boomers.

Social Media Analytics Tools: To measure social media analytics (e.g., user engagement
with green content), the study will leverage existing social media analytics tools to gather
quantitative data on the interaction rates with eco-friendly content. Tools such as Hootsuite,
Sprout Social, or Brandwatch can provide data on:

a. Engagement metrics (likes, shares, comments, and sentiment analysis) for
sustainability-related posts.

b. Reach and impressions of green content to understand the level of exposure among
participants.

Measurement

Each of the key variables identified in the conceptual framework will be measured
through specific items within the survey. The measurement scales will be adapted from
existing validated scales in the literature, ensuring reliability and validity.

a.  Social Media Analytics:

1) Engagement: Measured through self-reported questions asking respondents
about their frequency of engagement with sustainability-related posts on social
media (e.g., "How often do you like or share posts about sustainability?").

2) Sentiment Analysis: Respondents will rate the sentiment of eco-friendly content
they encounter on social media using a Likert scale (e.g., “I feel positively about
sustainability content on social media”).

b. Green Attitudes / Environmental Awareness:

1) Environmental Concern Scale: Measured using a well-established scale, such as
The New Environmental Paradigm (NEP) (Dunlap et al., 2000), which assesses
attitudes toward nature, sustainability, and environmental responsibility.

a) Example items: "I am concerned about environmental issues," "'l believe individnals
have a responsibility to protect the environment."

c.  Green Purchase Intention:

Purchase Intention Scale: Adapted from Ajzen’s Theory of Planned Behavior
(1991), this will measure the likelihood of purchasing green products. Items will
include statements such as: "I am likely to purchase eco-friendly products in the future” , "I
intend to buy products that are labeled as environmentally friendly.”

d. Green Consumer Behavior: Behavioral Measures

Actual consumer behavior will be measured by asking participants about their
past purchase decisions related to green products.

Example items: "In the past month, 1 bave purchased a green or eco-friendly product,” "'l
have participated in sustainability-related campaigns (e.g., recycling, reducing waste)."

e. Moderating Variables:

1) Generation: Self-reported demographic question asking participants to identify
their generation (e.g., "Which of the following best desctibes your age group?").

2) Environmental Concern: Measured through items on a 5-point Likert scale (e.g.,
“I am concerned about the environmental impact of my purchases”).

3) Trustin Green Claims: Adapted from Chaudhuri and Holbrook’s (2001) scale for
trust, patticipants will be asked to rate their agreement with statements like: "I
trust the environmental claims made by brands on social media","l believe that brands genuinely
care abont the environment."
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Statistical Tests

To analyze the data and test the hypotheses, the following statistical methods will be
employed:
Descriptive Statistics

Descriptive Analysis will be used to summarize demographic characteristics and social
media usage patterns. Frequency distributions will provide insights into how participants
engage with sustainability-related content.

Regression Analysis

Multiple Regression will be used to test H1, H2, and H3, examining the relationship
between social media analytics and green consumer behavior, mediated by green attitudes and
purchase intentions. This method will allow for testing the direct effects of independent
vatiables (social media analytics) on the dependent vatiables (green purchase intention and
behavior).

Structural Equation Modeling (SEM)

SEM will be employed to test the full conceptual model, including all direct and indirect
effects. SEM will help assess the relationships between social media analytics, green attitudes,
purchase intention, and green consumer behavior, as well as the moderating effects of
generation, environmental concern, and trust in green claims. SEM is particularly useful when
testing complex relationships in a conceptual framework with multiple variables (Byrne,
2013).

Moderation Analysis:

Moderation analysis will be conducted using SPSS PROCESS Macro to test H4, H5, and
HO6, examining how the relationship between social media analytics and green consumer
behavior is moderated by generation, environmental concern, and trust in green claims.

This methodology outlines how the proposed conceptual framework can be tested using
a structured survey design and robust statistical techniques. The use of regression analysis,
SEM, and moderation analysis will allow for a comprehensive exploration of the relationships
between social media analytics, green attitudes, purchase intentions, and actual consumer
behavior. By collecting data across different generations and accounting for moderating
factors, the study will offer valuable insights into how social media can influence sustainable
consumer behavior and the role of generational differences in shaping responses to
sustainability content.

5. Discussion

This section discusses the theoretical and practical implications of the proposed
conceptual framework and outlines directions for future research. The proposed framework
aims to contribute to the existing literature by offering new insights into how social media
analytics influence green consumer behavior, particularly by exploring generational
differences and moderating factors such as environmental concern and trust in green claims.
Theoretical Implications

The proposed framework significantly contributes to consumer behavior theory by
extending existing models to include social media analytics as a driver of green consumer
behavior. Traditional models of consumer behavior, such as Ajzen's Theory of Planned
Behavior (1991), emphasize the role of attitudes, norms, and perceived control in influencing
purchase intentions and behavior. However, these models have largely overlooked the digital
era's influence, particulatly the role of social media in shaping attitudes and behaviors toward
sustainability.

By incorporating social media analytics into the framework, this study proposes an
innovative approach to understanding how digital engagement influences consumer decision-
making. Previous research has primarily focused on the traditional antecedents of green
behavior, such as environmental concern or ethical consumption (Thegersen, 2020;
Schlegelmilch et al., 2021). This framework enhances the theoretical understanding by
suggesting that social media engagement—through metrics like likes, shares, and
comments—directly shapes green attitudes and purchase intentions, offering a more
comprehensive view of the factors influencing consumer behavior.

Moreover, the generational perspective introduced in the framework aligns with the
generation-based segmentation models (Johnson et al, 2021; Lyons & Hummert, 2020),
which suggest that different generational cohorts engage with media differently. This research
positions social media as a moderator in the generational divide, showing how younger
consumers, particulatly Gen Z and Millennials, are more likely to respond to digital
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sustainability messages. The framework also ties in trust and environmental concern as
moderators, which strengthens the application of consumer trust theory (Chaudhuri &
Holbrook, 2001) and offers new ways to understand consumer decision-making processes in
sustainability contexts.

Practical Implications

From a practical standpoint, the findings from this conceptual model can be highly
beneficial for marketers seeking to promote sustainable consumption through digital
platforms. Social media platforms have proven to be powerful tools for engaging with
consumers, particularly among younger generations who are highly active in digital spaces
(Tuten & Solomon, 2021; Carrington et al., 2020). Marketers can leverage social media
analytics to understand which types of content resonate most with eco-conscious consumers,
thereby tailoring their marketing strategies to generate greater engagement.

For example, brands can use social media analytics tools to track engagement rates on
eco-friendly content, identify which types of sustainability messages (e.g., product
sustainability, ethical production) generate the most positive reactions, and refine their
content strategy accordingly. By monitoring sentiment analysis and the level of engagement
with green messages, companies can fine-tune their green marketing campaigns to ensure they
align with consumer expectations and increase the likelihood of behavior change (Smith et
al., 2021; Wessel et al., 2020).

Moreover, the study's generational segmentation provides actionable insights for
marketers to customize their strategies. For Gen Z and Millennials, brands can focus on visual
content and influencer partnerships, as these younger consumers are more likely to trust
recommendations from influencers over traditional advertising (Hughes et al, 2020;
Djafarova & Trofimenko, 2021). In contrast, for older generations like Gen X and Baby
Boomers, marketers might prioritize trustworthiness and product transparency, focusing on
the environmental benefits of the products rather than flashy or influencer-driven content.

In this context, the framework also emphasizes the importance of trust in green claims.
To build consumer loyalty, brands must ensure that their sustainability claims are authentic
and backed by evidence. Transparency, honesty, and third-party certifications (e.g., organic,
fair trade) will be crucial in fostering trust among consumers (Dangelico & Vocalelli, 2020;
Ferreira et al., 2021).

Future Directions

While the conceptual framework offers valuable insights, several future research
directions can be pursued to further validate and expand on this study's findings.
Empirical Testing of the Proposed Model

One of the most immediate next steps is the empirical testing of the conceptual model.
Future research can collect survey data or conduct experiments to test the relationships
outlined in the framework. Data can be collected from various social media platforms to
measure engagement levels, attitudes, and behaviors related to sustainability. Additionally, the
role of moderating variables, such as generation, environmental concern, and trust in green
claims, can be tested using moderation analysis or Structural Equation Modeling (SEM) to
validate the proposed pathways (Hair et al., 2020; Byrne, 2016).

Expansion into Other Cultural Contexts

The proposed framework was developed primarily with Western consumers in mind,
where social media usage and environmental concern are relatively high. However, it would
be valuable to test the framework in different cultural contexts to see how cross-cultural
differences might influence the role of social media in green consumer behavior. For instance,
research could explore whether consumers in emerging markets (e.g., India, Brazil) engage
differently with social media content related to sustainability, or if trust in green claims varies
across cultures (Chaudhuri & Holbrook, 2001; Minton et al., 2021).

a. Exploration of Emerging Social Media Platforms

With the rapid growth of emerging social media platforms like TikTok, Snapchat,
and Clubhouse, future research could examine how these platforms influence consumer
behavior differently than traditional platforms like Instagram or Facebook. Younger
generations, especially Gen Z, have shown a preference for newer platforms, which may
offer unique opportunities for engaging them with sustainability messages (Wright et al.,
2021; Tuten & Solomon, 2021). Understanding how these platforms can be utilized for
green marketing would be valuable for marketers aiming to reach younger audiences.
b. Longitudinal Studies

Longitudinal studies could provide deeper insights into how social media
engagement with sustainability content influences long-term behavior. While this study
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consumer behavior over time would allow for a more nuanced understanding of how
green attitudes evolve and lead to actual behavior change.

6. Conclusions

This study presents a conceptual framework that underscores the significant role of
social media analytics in influencing green consumer behavior. The framework suggests that
social media platforms serve as key vehicles for shaping consumer attitudes and intentions
towards sustainability. By leveraging engagement metrics such as likes, shares, comments, and
sentiment analysis, brands can not only raise environmental awareness but also foster positive
attitudes that lead to green purchase intentions and behaviors. Importantly, the study
highlights that this influence is moderated by generational differences, environmental
concern, and trust in green claims, suggesting that different consumer segments engage with
sustainability messages in unique ways. From a theoretical standpoint, this research extends
existing consumer behavior models by incorporating digital engagement as a critical driver of
sustainable decision-making. Practically, it provides actionable insights for marketers aiming
to design more targeted and effective sustainability campaigns. Future research should
empirically test the proposed model, explore cross-cultural variations, and investigate the
evolving role of emerging social media platforms in shaping sustainable consumer behavior.
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