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ABSTRACT

The global population post-pandemic has stimulated the sustainability movement
worldwide, where consumers have transitioned from offline to online businesses.
Increased sustainable users lead to companies actively promoting their products using
social media advertisements. Despite the progress in the market, the literature on social
media advertisement for sustainable brands in developing countries, including Malaysia,
is relatively scarce. Hence, this study seeks to enhance understanding online
advertisement value by incorporating the Ducoffe advertising value model. Specifically,
the factors determining customers’ advertising value based on credibility, perceived
entertainment, and informativeness were examined using user-generated video (UGV)
as a moderator. Data were gathered from 250 Generation Z in Malaysia, while the
proposed conceptual model was assessed using the Partial Least Squares (PLS) method.
The findings revealed a significant direct relationship between informativeness and a
significant indirect relationship between UGV in advertisements toward sustainable
product purchase intention. Conversely, no significant connection between credibility
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and perceived entertainment was discovered. The results significantly contribute to
sustainability literature and advertisement strategy implications.

Keywords: Online Advertising, Ducoffe model, Sustainable Product, Gen Z, Purchase
Intention, COVID-19

1. INTRODUCTION

The focus on sustainability by consumers, government agencies, and other industry
players has rapidly expanded across multiple industries in recent decades [1].
Consumers are among the most crucial groups to consider when supporting the green
revolution [2]. In Malaysia, alignment between the SDG agenda and national
development is achieved through a mapping exercise incorporating national
development action plans, initiatives, and outcomes into SDG objectives, targets, and
indicators [3]. The Sustainable Development Goals (SDG) is linked with 11MP
strategic thrust and six policy pillars [3]. The budget year 2023 contains a sustainability
agenda and the promotion of green technology development as part of Malaysia's
support for sustainability.Additionally, Bank Negara Malaysia would lend RM 1 billion
to small and medium-sized businesses (SMEs) under the Low Carbon Transition
Facility and RM 1 billion to innovative start-ups under the High Technology and Green
Facility to assist innovative start-ups [4]. Various parties have attempted to promote the
green concept to raise public awareness.

All companies still encounter challenges in blending environmental consciousness into
their strategies and activities [5], including sustainable advertising. Nonetheless,
greenwashing has left customers in some nations doubtful about sustainability
marketing [6]. Although consumers refuse to accept credibleontent, green advertising
positively impacts business when presented efficiently [5]. Therefore, sustainable
advertising is crucial for informing consumers of present eco-friendly products and
influencing their attitude towards sustainable consumption [7]. Through interactive and
integrated sustainable communication experiences delivered through the Internet and
social media, brands may engage and reach their target market [8].

Moreover, consumers can actively respond to advertising through social networks and
conduct online research on product information and characteristics [9]. The global
coronavirus disease (COVID-19) pandemic has developed e-commerce regarding
consumer goods and communication investments [10]. Websites are essential tools for
ensuring transparency and communication between businesses and consumers [11].
Focusing on site development techniques based on an appealing and user-friendly
design is necessary to improve a website's competitiveness, information appeal, kind,
quality, and variety of content [11, 12].

Driven by an interest in sustainability, many businesses actively utilize social media to
share information and cultivate a brand image that reflects their commitment to
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sustainability [13]. Sustainability communication is feasible when consumers know the
products that meet their requirements, satisfy their sustainability preferences, and entice
them to purchase [14]. Nevertheless, the literature review in this study reveals
insufficient research on sustainable advertising. Additionally, there have been few
attempts to assess the theoretical underpinnings and the dependability of sustainability
communication across diverse industries [14, 15].

This study addressed the literature gap by applying the Advertising Value Model [16]
to assess customer satisfaction through the advertising value influencing sustainable
brand purchase intention among Generation Z in Malaysia. The novelty of this study
rests in the fact that this existing Ducoffe's web advertising model for predicting the
purchase intention of sustainable products has not yet been examined [17]. Besides, the
study extended the model by including User Generated Video as a moderator. Recent
research [18] indicates that it is necessary to examine the moderating effects of user-
generated video concerning advertisements that promote sustainable products.

2. LITERATURE REVIEW

2.1 Sustainable Marketing Communication
Effective communications with consumers are necessary for business success as

ephemeral and competitive as fashion [19]. The rising awareness focusing on
environmental, social, and ethical issues has increased attention towards creating
effective sustainability advertising [20]. Sustainability Marketing Communication
entails messages promoting sustainable commodities or services and informing
stakeholders about organisations' social, environmental, or economic sustainability
efforts. [21] Thus, sustainability marketing "involves developing and maintaining long-
term relationships with customers, as well as with the social and natural environment."
[22]. Nevertheless, several issues regarding the understanding and believability of
sustainable information have been highlighted [23].

2.2 Social Media

Social media is a web-based application that relies on the technological basis of Web
2.0. This technology allows the creation and exchange of User-Generated Video [24].
Visuals and text convey a vast amount of information through social media. In addition
to textual communication, most social media sites support feature image posts, which
convey continuous signals through discrete symbols or underlying concealed meanings.
These images enable consumers to understand the hidden meaning of brand messages
and comprehend the intended information, thus strengthening brand images. Therefore,
understanding how sustainable brands communicate on social media is crucial [13].
Consequently, it is crucial to comprehend how sustainable brands can optimally utilise
social media to communicate their brand images as sustainable products while
concurrently assessing customer satisfaction via advertising value.
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2.3 Advertising Value Model (Ducoffe, 1995)

The authors in [24] described advertising value as consumers' perceptions of
advertising value, suggesting that consumers select media that best meets their
cognitive and affective needs. It is a comprehensive model built up with personal needs
and gratification-seeking motives [25]. It is evident that the most popular hypothesis
for explaining how consumers perceive and react about advertising is the advertising
value model [26]. The concept is built on three components of advertising value:
informativeness, entertainment, and credibility added to the model [25]. The study
examined the effects of these factors on quality expectations.

2.4 Purchase Intention
People's plans to act in a certain way could be described by how they feel about

behaviour, social pressure and the difficulty of the behaviour (perceived behavioural
control) [26]. This study examined purchase intention as a manifestation of behavioural
intention [27]. [28] stated that research on purchase intention is crucial for online
retailers’ success. Purchase intention in advertising involves consumers planning to
purchase a product or service from advertisements via advertising media [29].

2.5 Credibility

Advertisement credibility is an advertisement's perceived truthfulness or
believability[30]. Several studies expanded Ducoffe's advertising value model by
incorporating credibility, which positively influences advertising value, particularly in
digital advertising (smartphone advertising) [31]. Credibility is a customer's belief in
an advertisement's authenticity, integrity, and reliability[32]. The presence of
credibility may reveal vital information. [33] discovered that advertising credibility will
influence consumers' behaviours easily, especially regarding social media advertising.
Therefore, the current study proposed that credibility positively influences
advertisement value through the following hypothesis:

H1: The credibility of online advertising positively affects sustainable brand
purchase intention.

2.6 Perceived Entertainment
The entertainment elements of an advertisement designate its capacity to hold and

maintain customers' attention and interest through the addition of pleasure and delight
[16]. Entertainment is the most influential factor in creating a favourable attitude
towards advertisements [31]. The transition in recent years of the primary advertising
channel from newspapers to online advertising [35] has resulted in the gaining
of entertainment concepts. Aligning with that, the entertaining nature of advertising
messages poses an effective way to capture the attention of potential clients [35].
Previous findings [31] highlighted the role of entertainment in promoting the product,
which increases the perceived advertising value. Therefore, the following hypothesis is
suggested:

H2: The perceived entertainment of online advertising positively affects sustainable
brand purchase intention.
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2.7 Informativeness

The authors in [42] defined informativeness as a company's ability to give adequate
data for customers to make better purchasing decisions. According to [36],
informativeness significantly impacts advertising value. Informativeness attracts
consumers' attention to product details and functionalities, thereby conveying the
product or service's value [31]. The availability of information boosts the importance
of online platforms involving business websites, product comparison websites, and
social media channels. Therefore, the study proposed the following hypothesis based
on the abovementioned discussion:

H3: The informativeness of online advertising positively affects sustainable brand
purchase intention.

2.8 Moderating Roles of User Generate Video
The term "User Generated Video" refers to a wide variety of video formats, including

long videos (also known as vlogs), short videos (shared on online social media
platforms like YouTube or TikTok), and live videos (posted on Facebook) [37, 38].

The growth of internet video websites (allowed regular users to successfully create and
manage videos, leading to the popularity of UGVs [39]. Generation Z considers UGV
the most trustworthy information search platform [40]. The author in [41] argued that
Generation Z consumers perceive Instagram story advertisements as entertaining,
resulting in a favourable perception of advertising value. Images or videos that are
interesting and entertaining will boost the advertising value for all viewers [42]. The
obvious impact of user-generated videos created by peers is influencing Generation Z
to make a purchase [43, 44]

Similarly, consumers typically use social media networks to learn more about green
purchase intentions before buying [44]. According to research by [45], consumers'
intentions to engage in environmentally friendly behaviours, such as making
ecologically friendly purchases, are bolstered in online communities that feature user-
generated material. Nevertheless, there is a lack of study that assesses the overall value
of the UGV viewing experience when it comes to sustainable products [39]. Therefore,
there is a need for future growth in this area of study [46].

Hence, the following hypothesis is proposed:

Hla: The UGV positively moderates the relationship between credibility and
sustainable brand purchase intention.

H2a: The UGV positively moderates the relationship between perceived
entertainment and sustainable brand purchase intention.

H3a: The UGV positively moderates the relationship between informativeness and
sustainable brand purchase intention.

Figure 1 shows the theoretical foundation that broadens the research model from the
existing literature. Incorporating the extended advertising value model [24] with UGV
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as a moderator, the effect of advertising value on the intention to purchase a sustainable
brand was examined using this model.

User-Generated Video

Credibility

Perceived
Entertainment

Purchase Intention

Informativeness

Figure 1. Theoretical Framework for this study
3. METHODOLOGY

3.1 Sampling and Population

A quantitative method was utilised through a structured self-administered questionnaire
distributed to Generation Z in Malaysia. The idea of capturing Generation Z is
appealing since their perceptions of sustainability now will dictate the regulatory
policies of tomorrow. According to the United Nations, there are 1,8 billion individuals
between the ages of 10 and 24 [49]. Furthermore, the youth will have to deal with the
negative consequences of present environmental concerns [48]. The study was also
conducted using a purposive sampling technique over three months from October 2022.
This method was used to eliminate bias while gathering data from a small group of
people who meet a certain need [47]. Judgmental sampling is an appropriate method
for selecting participants based on the specific knowledge and judgment of the investor
[48]. The selection criteria incorporated individuals who cultivate a sustainable lifestyle
and have been exposed to green or sustainable product advertisements from local or
international brands. Data collection was conducted upon filtering questions. [49]
recommended G*Power sample identification software for any quantitative research
model. A sample size of 150 is sufficient for evaluating fewer than seven constructs
using structural equation modelling (SEM) [50]. Moreover, the questionnaire was
distributed online to 340 respondents with 250 usable and valid samples for analysis
upon screening.

3.2 Questionnaire Development

The first division of the questionnaire consisted of general demographic questions,
including gender, age and monthly income. In the second section, the study focused on
respondents' exposure to advertisements for green or sustainable labels and the various
factors that motivated them to purchase such products. The questionnaire was
concluded with questions on respondents’ perception of the advertising value based on
Ducoffe’s model using measurement instruments comprising five items of sustainable
brand purchase intention. The scales to evaluate advertisement value (informativeness
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and entertainment) were adapted from the reference [17]. For the credibility scale on
the items by research in [52], the current research referenced [51]. The scale used to
measure the purchasing intention of sustainable brands was adapted from [53].
Meanwhile, English and Bahasa Malaysia were used in this study. The items were
designed based on a five-point Likert scale ranging from 1 indicating “strongly disagree”
to 5 “strongly agree.”

3.3 Statistical Technique

Partial Least Squares Structural Equation Modelling (PLS-SEM) was used to test all
the proposed hypotheses. According to [54], “SEM overcomes the limitations of
bivariate analyses through the simultaneous analysis of all the complex relationships
between the constructs.” In literature [55], “SEM is most appropriate when the research
has multiple constructs, each represented by several measured variables, and it allows
for all of the relationship or equations to be estimated simultaneously.” In addition, an
estimation was performed using a bootstrapping method of 5000 subsamples.

3.4 Data Analysis

A descriptive analysis was performed to gather respondents’ demographic information.
Of 250 respondents, 40% were male and 60% were female (see Table 1). The
respondents’ age group presented a significant gap where 62% were 21 to 25 years old.
Meanwhile, most respondents were well educated, where over half (58%) of the
respondents had a bachelor’s degree, 1.6% had a master’s degree, and 32% had a
Diploma and lower education levels. Regarding occupation, 87.8% of the respondents
were students; the remaining 8% had careers in the private sector, 1.2% were self-
employed and unemployed, and 0.8% were working in the government sector.

Table 1. Demographic Profile

Demographic Categories Frequency (%)
Gender Male 100 40
Female 150 60
Malay 119 47.6
Ethnicity Chipese 80 32
India 47 18.8
Others 4 16
10-15 Years old 20 8
Age 16-20 Years old 75 30
21-25 Years old 155 62
SPM 25 10
Diploma 80 32
Educational Level Bachelor’s Degree 121 48.4
Master’s Degree 4 1.6
Others 20 8
Government Sector 2 0.8
Private Sector 20 8
Occupation Self-Employed 3 1.2
Student 222 88.8

Unemployed 3 1.2
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3.5 Measurement Model
The measurements for latent constructs in reliability and validity, such as convergent
and discriminant validity, were assessed at the measurement model stage.

3.6 Reliability Analysis

The reliability of the latent constructs was assessed using Cronbach’s alpha and
composite reliability, the research in [56] emphasized that Cronbach’s alpha and
composite reliability values greater than 0.70 are reasonable; however, values under
0.70 suggest poor internal consistency. Table 2 presents that the composite reliability
values for all constructs surpassed the threshold value of 0.70, where user-generated
video (0.854), credibility (0.875), perceived entertainment (0.847), informativeness
(0.892), and purchase intention (0.938), thus establishing strong reliability between the
measures. Cronbach’s alpha for all values exceeded the rules of thumb where user-
generated video (0.772), credibility (0.802), perceived entertainment (0.766),
informativeness (0.852), and purchase intention (0.910). A few items were removed.

3.7 Convergent Validity

The convergent validity of the construct measures was validated using standardized
factor loadings and average variance extracted (AVE). A bootstrapping analysis of
5000 sub-samples revealed that all measurement items had standardized loadings.
Given that the AVE for the “user-generated video” construct was (0.499), one of its
items (A 14) with a factor loading of (0.345) was removed. Meanwhile, the AVE for the
“Perceived Entertainment” construct did not meet the threshold where the value was
(0.481). Therefore, PEEN4 was removed, and the AVE for user-generated video and
Perceived Entertainment was increased to 0.596 and 0.581. Finally, all constructs
exceeded the prescribed cut-off of 0.60 with no cross-loadings (Hair et al., 2017) (with
a minimum of 0.699) and were statistically significant (p0.001).

The measuring items were consequently correctly loaded on their respective constructs,
and convergent validity was demonstrated. In accordance with [57], convergence
validity was also established when the AVE values of each construct in the model
exceeded 0.50. Essentially, each latent variable explains greater than 50% of the
variance of its respective indicators and ensures that a valid variance rather than an error
is explained [57](see Table 2).
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Table 2. Assessment of Measurement Model

Items Factor
Construct Items Deleted  Loadings CR AVE CA
User Generated UGV1 0.808 0.854 0.596 0.772
Video UuGVv2 0.678
UGV3 0.732
UGV5S UuGV4 0.857
Credibility CREI 0.883 0.875 0.701  0.802
CRE2 0.722
CRE3 0.895
Perceived PEENI1 0.787 0.847 0.581 0.766
Entertainment =~ PEEN2 0.769
PEEN3 PEEN4 0.769
PEENS 0.722
Purchase PI1 0.914 0.938 0.792  0.910
Intention P12 0.753
PI3 0.926
P14 0.632
P15 0.935
Informativeness INFO1 0.855 0.892 0.624  0.852
INFO2 0.699
INFO3 0.869
INFO4 0.746
INFO5 0.768

3.8 Discriminant Validity

The discriminant validity was evaluated by comparing the shared variances between
factors with individual factor AVE [59]. Table 3 indicates that all shared variances
between factors in the model were less than the square root of the individual factor
AVE, hence confirming satisfactory discriminant validity and that the constructs were
conceptually and empirically dissimilar. All of the factor associations were lower than
0.700, which suggests a satisfactory level of discriminant validity [60]. Table 3 shows
that the AVE’s square root for each construct exceeded the correlation with other
constructs. In the meantime, [61] proposed that the heterotrait-monotrait (HTMT) ratio
is preferable to t’e Fornell-Larker criteria because it “offers the best balance between
high detection and low arbitrary violation” [62]. Table 4 shows that none of the
confidence intervals captured the value of one. The bias associated with the
bootstrapping estimates is unlikely, as the confidence intervals for the HTMT values
further proved discriminant validity. Thus, all constructs were distinct from one another,
hence establishing discriminant validity [63].
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Table 3. The Fornell-Lacker of Each Variable

Construct UGV CRE PEEN INFO PI

uGv 0.772

CRE 0.162 0.837

PEEN 0.171 0.255 0.762

INFO 0.586 0.207 0.192 0.890

PI 0.151 0.202 0.199 0.352 0.790
Table 4. The HTMT Value of each Variable

Construct UGV CRE PEEN PI INFO

uGv

CRE 0.216

PEEN 0.208 0.343

INFO 0.684 0.245 0.214

PI 0.190 0.220 0.216 0.382

3.9 Structural Model

The second stage of the PLS data analysis to assess the research model's hypotheses is
the structural model.Table 5 demonstrates that the R2 value for the endogenous variable
was 0.49, exceeding the 10% minimum level suggested by [64]. Consequently, the
model's explanatory power was high (all independent variables explained 49.9% of the
total variance in Sustainable Brand Purchase Intention). This study employed a
bootstrapping resampling technique with 5,000 subsamples to determine the effect of
exogenous variables (user-generated video, Credibility, Perceived Entertainment, and
Informativeness) on the endogenous variable (Sustainable Brand Purchase Intention).
A Dbootstrapping test determines the estimates of standard errors to examine the
statistical significance of path coefficients from the means of the t-tests [65].

The path coefficients and t-values were itemized in Table 5, where informativeness (H2)
signified a significant and positive link with sustainable product purchase intention as
predicted (f = 0.207; SE = 0.046; t-value = 4.651, p-value = 0.000), hence supporting
H2. Further examination of the path coefficient revealed that customer perceptions of
customer credibility and perceived entertainment were insignificant and negatively
related to the intention to purchase a sustainable brand (H1, H3, Hla, and H3).

Table 5. Assessment of Structural Model (Direct Relationship)

Direct Std. T- P- Effect
i R2 2
Hypothesis Effect p Error value value Size
H1 CRE-PI 0.036 0.054 0.638 0.524 0.499 0.002 Small
H2 INFO-PI 0.207 0.046 4.651 0.000 0.083 Small
PEEN-PI 0.030 0.063 0.176 0.860 0.000 No

H3

Effect

Additional investigation into whether user-generated video moderates the relationship
between credibility and perceived entertainment and informativeness with sustainable
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brand purchase intention was assessed using the product indicator approach.
Significantly, the product indicator approach is the typical method for generating the
interaction term in regression-based analyses, and it is also significant in PLS-SEM
[58]. Recent research by [18] implies a need to examine the moderating effects of user-
generated videos on advertisements that promote sustainable products. User-Generated
Video is widely recognised as a source of credible and substantial information for
travellers, managers, and academics [59]. According to [60], users acknowledge that
UGV possesses a greater level of validity and credibility in comparison to traditional
tourism data sources.

Based on the path estimates and t-values presented in Table 6, the moderating effect of
user-generated video on the relationship between credibility and sustainable brand
purchase intention was insignificant (= -0.138, SE = 0.073, t-value = 1.853, p-value =
0.06). The estimation of the interaction term produced a non-significant value. Hence,
the effect of credibility and sustainable brand purchase intention only revealed a small
effect (0.035), hence Hla was not supported. Similarly, perceived entertainment was
insignificant with a value of ( = 0.024, SE = 0.099, t-value = 0.612, p-value = 0.541)
and a small effect. Hence, H3a was not supported. User-generated video revealed a
significantly moderate relationship between informativeness and sustainable brand
purchase intention (f = -0.250, SE = 0.051, t-value = 0.612, p-value = 0.000), thus
supporting H2a (see Table 7).

Table 6. Assessment of Structural Model (Indirect Relationship)
Std. T- P- 0 Effect

Hypothesis  Indirect Effect B

error value value Size
CRE-UGV-PI - 0.073 1.853 0.064 0.035 Small
Hla
0.138
H2a INFO-UGV-PI - 0.051 5.044 0.000 0.138 Medium

0.250
H3a PEEN-UGV-PI 0.024 0.099 0.612 0.541 0.007 Small

Table 7. Hypotheses Testing Result

Hypothesis Path B Std. T- P-value Hypothesis
error value Result

H1 CRE-PI 0.036 0.054 0.638 0.524 Not supported

H2 INFO-PI  0.207 0.046 4.651 0.000 Supported

H3 PEEN-PI  0.030 0.063 0.176  0.860 Not supported

Hla CRE- -0.138 0.073 1.853 0.064 Not supported
UGV-PI

H2a INFO- -0.250 0.051 5.044 0.000 Supported
UGV-PI

H3a PEEN- 0.024 0.099 0.612 0.541 Not supported

UGV-PI
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4. FINDINGS AND DISCUSSION

The findings contribute critical insights into understanding the sustainable purchase
intention of Generation Z, the advertising value, and UGV, which could explain
marketing approaches for this specific group [36]. This study analysed the relationship
between credibility, perceived entertainment, informativeness and the moderation
effect of UGV. The findings revealed that H2 and H2a were supported, while H1, H3,
Hla, and H3a were not supported (see Table 7). This section discusses the findings
where only two out of six hypotheses were significant.

According to the significance of the hypotheses, the desire for information is linked to
a greater perception of advertising's informativeness about the intent to buy sustainable
products.The findings also complement previous research by [61, 62], where
consumers seeking information tend to perceive ads as less intrusive than those who do
not. The comprehensive advertisement can expose customers to a specific product
function, underlying motivation and ultimately, reasons for engaging in green practice
[63, 64, 65]. To shape consumer preferences, a company should continue highlighting
aesthetic appeal and traditional product attributes, including price, quality, convenience,
and availability[66]. Meanwhile, contradicting the early hypothesis, development,
credibility and perceived entertainment are found insignificant.

Similarly,[67] stated that credibility influences the reader's motivation but not in digital
engagement. The important qualities of the social media influencer through the source
credibility depend on the social media influencer's skill and expertise to provide enough
branding trustworthiness [68]. The findings show that social media influencers are seen
as a credible source of information only when their product-related video post has a
convincing argument [69]. In a related finding, [70] found that entertainment content
does not influence the purchase intention of Indonesian smartphone purchasers. This
recent study concluded that enhancing entertainment would not significantly increase
customer intention to purchase due to different ways of attracting customers' attention.

The intervention of UGV in social media platforms provides detailed information which
is meaningful to the target market [71]. The findings provide insight into the practice
of online advertisement strategy that marketing managers might use to target a certain
generation. Consumers have become more environmentally conscious, so they must
strategise their sustainable core values marketing strategies [72]. Brands must increase
innovativeness to attract influencers’ attention by creating a sense of excitement while
advocating sustainability [76]. Customers are the foundation of the sustainable
advertisement message, acting as role models and promoting and supporting social
change across numerous critical issues.

In terms of advertising in Malaysia, more people trust eco-labels and certificates rather
than credibility [73]. The high number of literate consumers suggests they are more
rational and focused on whether the company highlights green aspects with
sustainability perspectives instead of obtaining commercial gains [74]. Align with
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reasoning, and commercial advertisement must be fair, reliable, and verifiable to
capture more consumer confidence [75]. As it helps in making decisions regarding the
endorsement, attractiveness frequently produces a favourable indication for the false
green claim [76]. Therefore, the spokesperson must maintain credibility to persuade
consumers about product greenness and wallow in any of the seven sins of
greenwashing [77].

5. CONCLUSION

The findings disclosed consumers’ tendency towards sustainable advertising value and
emphasised their sustainable brand purchase intention. Including credibility, perceived
entertainment, and informativeness, UGV as a moderator also provided significant
theoretical contributions. The findings suggested that marketers and players could
deploy the attributes of sustainable advertising to attract consumers to purchase
sustainable products. Marketers must concentrate on advertising design to influence the
individual decision to process the information [78]. Incorporating third-party
certifications and traceable supply chain information reduces scepticism and enhances
knowledge [79]. Companies need to focus on making the message subject more
attractive to appeal to receivers at first instance and make them feel motivated to read
and digest the advertising message [80].

5.1 Theoretical and Practical Contribution

This research has a notable contribution to theory and practice. Except for the perceived
entertainment and credibility variables, our study supports Ducoffe's [17] paradigm
for social media. This theoretical conclusion emphasises the effectiveness of social
media advertising for commercial objectives. The moderating variable of user-
generated video will alter expected customer motives and requirements, and the
gratifications or benefits of following influencers appear to outweigh the cost of being
exposed to the social media influencers' endorsement posts. Conversely, this study
provides marketers and influencers with the insights they need to maximize their
benefits and capture the attention of expected customers. The findings suggest that
influencers should improve their endorsement posts' informational value and reliability
to increase the associated advertisement engagement.

Practically, our study offers new insights into the advertising research field of social
media advertising specific to sustainable advertising. In promoting sustainable products,
more specific information is needed to be disseminated to enhance knowledge and the
ability to evaluate the information. Companies should be aware that consumers
appreciate open communication from businesses. To persuade customers of a
company's commitment to sustainability, it is important to communicate with them
effectively. Customers may find it valuable to engage in environmental practices
following sustainable standards [82]. The company must reveal all the information to
support the green products' environmental benefits and performance via existing
sources, including product packaging and promotional materials. It is worth noting that
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including this information can ultimately aid the success of genuinely eco-friendly
products.

6. LIMITATIONS AND FUTURE RESEARCH DIRECTIONS

This study discovered several limitations despite the findings. First, data were only
collected from Gen Z consumers and tested within a collectivistic culture context.
Malaysia is a high-context country and relies on communication [75]. Future research
may benefit from testing the model's generalisability in other cultural contexts, such as
an individualistic culture [83]. Future longitudinal data can be used to comprehend
causality issues in exploring causal relationships. In addition, future research should
investigate additional antecedents of user-generated video in sustainable advertising.
Experimental methods and manipulation of different sustainable advertising forms
should be studied to generalize the findings in this area.

7. ACKNOWLEDGEMENT

This study was granted funding by the TEJA Research Grant. The author is thankful to
UiTM Melaka for supporting this project. Additionally, the author would also like to
express her appreciation for the constructive comments given by an anonymous
reviewer.

8. REFERENCES

[1] Y. J. Kim, W. G. Kim, H. M. Choi, and K. Phetvaroon, “The effect of green
human resource management on hotel employees’ eco-friendly behavior and
environmental performance,” International Journal Hospital Management, vol.
76,2019

[2] F. Nur, N. Akmaliah, R. Chairul, and S. Safira, “Green purchase intention: The
power of success in green marketing promotion,” Management Science Letters,
vol. 11, no. 5, pp. 1607-1620, 2021.

[3] BERNAMA, “A Prosperous 2022, Driving National Economic Sustainability
In 2023,” 2023.

(4] SME Bank Group, “Steps Towards Sustainability,” 2022.

[5] J. J. Davis, “Strategies for Environmental Advertising,” Journal of Consumer
Marketing, vol. 10, no. 2, pp. 19-36, 1993.

[6] T. Nguyen, Z. Yang, N. Nguyen, L. Johnson, T. C, “Greenwash and green
purchase intention: The mediating role of green skepticism,” Sustainability,
11(9), 2653, 2019.

[7] H. J. Yoon and Y. J. Kim, “Understanding Green Advertising Attitude and
Behavioral Intention: An Application of the Health Belief Model,” Journal of
Promotion Management, vol. 22, no. 1, pp. 49-70, Jan. 2016.



(8]

[9]

[10]

[11]

[12]

[13]

[14]

[15]

[16]

[17]
[18]
[19]
[20]

[21]

[22]

Hasbullah, Kiflee, Anwar, Ramachandran, and Sulaiman 63

C. Nicolaou, “The Secret Power of Digital Storytelling Methodology:
Technology-Enhanced Learning Utilizing Audiovisual Educational Content,”
Enhancing  Education  Through  Multidisciplinary  Film  Teaching
Methodologies, pp. 235-246, 2023.

J. L. Schiro, L.C. Shan, Tatlow-Golden, C Li. M., and P. Wall, “# Healthy:
smart digital food safety and nutrition communication strategies—a critical
commentary,” NPJ Science Food, vol. 4, no. 1, p. 14, 2020.

A. Ud Din, H. Han, A. Ariza-Montes, A. Vega-Muioz, A. Raposo, and S.
Mohapatra, “The impact of COVID-19 on the food supply chain and the role of
e-commerce for food purchasing,” Sustainability, vol. 14, no. 5, p. 3074, 2022.
S. A. Qalati, E. G. Vela, W. Li, S. A. Dakhan, T. T. Hong Thuy, and S. H.
Merani, “Effects of perceived service quality, website quality, and reputation
on purchase intention: The mediating and moderating roles of trust and
perceived risk in online shopping,” Cogent Business and Management, vol. 8,
no. 1, 2021.

S. Ashraf, Q. Ali, Z. Zahir, S. , Ashraf, and H. N. Asghar, “Phytoremediation:
Environmentally sustainable way for reclamation of heavy metal polluted
soils,” Ecotoxicology and environmental safety, vol. 174, pp. 714-727, 2019.
B. Canziani and S. MacSween, “Consumer acceptance of voice-activated smart
home devices for product information seeking and online ordering,” Computers
in Human Behavior, vol. 119, p. 106714, 2021.

Y. Zhang and Y. C. Yang, “Exploring the role of green animation advertising
influencing green brand love and green customer citizenship behavior,” BMC
Psychology, vol. 11, no. 1, 2023.

C. Tolkes, “Sustainability communication in tourism—A literature review,”
Tourism Management Perspective, vol. 27, pp. 10-21, 2018.

T. Coles, N. Warren, D. S. Borden, and C. Dinan, “Business models among
SMTEs: Identifying attitudes to environmental costs and their implications for
sustainable tourism,” Journal of Sustainable Tourism, vol. 25, no. 4, pp. 471-
488, Apr. 2017.

R. H. Ducoffe, “Advertising value and advertising on the web-Blog@
management,” Journal of Advertising Research, vol. 36, no. 5, pp. 21-32, 1996.
G. Lea-Greenwood, Fashion marketing communications, no. 2-3. John Wiley
& Sons, 2013.

P. Taylor, K. Abdalla, R. Quadrelli, and 1. Vera, “Better energy indicators for
sustainable development,” Nature Energy, vol. 2, no. §, pp. 1-4, 2017.

E. Minton, C. Lee, U. Orth, C. H. Kim, and L. Kahle, “Sustainable marketing
and social media,” Journal of Advertising, vol. 41, no. 4, pp. 69-84, 2012.

C. N. Leonidou, C. S. Katsikeas, and N. A. Morgan, “‘Greening’ the marketing
mix: Do firms do it and does it pay off?,” Journal of The Academy of Marketing
Science, vol. 41, no. 2, pp. 151-170, 2013.

F. Belz and K. Peattie, Sustainability marketing. Glasgow, Hoboken: Wiley &
Sons, 20009.



64

[23]

[24]

[25]

[26]

[27]

[28]

[29]

[30]

[31]

[32]

[33]

[34]

[35]

[36]

International Journal of Electronic Commerce Studies

B. Kumar, A. K. Manrai, and L. A. Manrai, “Purchasing behaviour for
environmentally sustainable products: A conceptual framework and empirical
study,” Journal of Retailing and Consumer Services, vol. 34, pp. 1-9, 2017.

R. H. Ducoffe, “How consumers assess the value of advertising,” Journal of
Current Issues and Research in Advertising, vol. 17, no. 1, pp. 1-18, 1995.

J. Blumler and E. Katz, “The Uses of Mass Communications: Current
Perspectives on Gratifications Research. Sage Annual Reviews of
Communication Research Volume III.,” Sage Annual Reviews of
Communication Research, vol. 3, 1974.

E. Murillo, M. , Merino, and A. Nuiiez, “The advertising value of Twitter Ads:
a study among Mexican Millennials,” Revista brasileira de gestao de negocios,
pp. 436—456, 2016.

W. Van-Tien Dao, A. Nhat-Hanh Le, J. Ming-Sung Cheng, and D. Chao Chen,
“Social media advertising value: The case of transitional economies in
Southeast Asia,” Taylor & Francis, vol. 33, no. 2, pp. 271-294, Jan. 2014.

F. Bartiaux, “Does environmental information overcome practice
compartmentalisation and change consumers’ behaviours?,” Journal of Cleaner
Production, vol. 16, no. 11, pp. 1170-1180, 2008.

F. Larceneux, “Segmentation des signes de qualité: labels expérientiels et labels
techniques,” Décisions Marketing, pp. 35-46, 2003.

A. Costanzo, D. C. Amos, G. Dinelli, R. E. Sferrazza, G. Accorsi, L. Negri, S.
Bosi, “Performance and nutritional properties of einkorn, emmer and rivet
wheat in response to different rotational position and soil tillage,”
Sustainability, vol. 11, no. 22, p. 6304, 2019.

D. Bougherara and P. Combris, “Eco-labelled food products: what are
consumers paying for?,” European Review of Agricultural Economics, vol. 36,
no. 3, pp. 321-341, 2009.

J. Kang, C., Liu, and S. H. Kim, “Environmentally sustainable textile and
apparel consumption: the role of consumer knowledge, perceived consumer
effectiveness and perceived personal relevance,” International Journal of
Consumer Studies, vol. 37, no. 4, pp. 442-452, 2013.

J. Kang and G. Hustvedt, “Building trust between consumers and corporations:
The role of consumer perceptions of transparency and social responsibility,”
Journal of Business Ethics, vol. 125, no. 2, pp. 253-265, 2014.

A. Pefia-Garcia and F. Salata, “The perspective of Total Lighting as a key factor
to increase the Sustainability of strategic activities,” Sustainability, vol. 12, no.
7, p- 2751, 2020.

E.B.Lee,S.G. Lee,andC. G. Yang, “The influences of advertisement attitude
and brand attitude on purchase intention of smartphone advertising,” Industrial
Management & Data Systems, 2017.

A. Z. Abbasi, U. Rehman, A. Hussain, D. H. Ting, and J. U. Islam, “The impact
of advertising value of in-game pop-up ads in online gaming on gamers’
inspiration: An empirical investigation,” Telematics and Informatics, vol. 62, p.
101630, 2021.



[37]

[38]

[39]

[40]

[41]

[42]

[43]

[44]

[45]

[46]

[47]

[48]

[49]

Hasbullah, Kiflee, Anwar, Ramachandran, and Sulaiman 65

J. Martins, C. Costa, T. Oliveira, R. Gongalves, and F. Branco, “How
smartphone advertising influences consumers’ purchase intention,” Journal of
Business Research, vol. 94, pp. 378-387, 2019.

S. Rajesh, G. Raj, S. Dhuvandran and, and D. R. Kiran, “Factors influencing
customers’ attitude towards sms advertisement: Evidence from Mauritius,”
Studies in Business and Economics, vol. 14, no. 2, pp. 141-159, 2019.

J. Weismueller, P. Harrigan, S. Wang, and G. N. Soutar, “Influencer
endorsements: How advertising disclosure and source credibility affect
consumer purchase intention on social media,” Australasian Marketing Journal,
vol. 28, no. 4, pp. 160-170, 2020.

T.D. Le and B. T. H. Nguyen, “Attitudes toward mobile advertising: A study of
mobile web display and mobile app display advertising,” Asian Academy of
Management Journal, vol. 19, no. 2, p. 87, 2014.

H. R. Gaber, L. T. Wright, and K. Kooli, “Consumer attitudes towards
Instagram advertisements in Egypt: The role of the perceived advertising value
and personalization,” Cogent Business and Management, vol. 6, no. 1, pp. 35—
44,2019.

A. A. Alalwan, “Investigating the impact of social media advertising features
on customer purchase intention,” International Journal of Information
Management, vol. 42, pp. 65-77, 2018.

X. Du, T. Liechty, C. Santos, and J. Park, “‘I want to record and share my
wonderful journey’: Chinese Millennials’ production and sharing of short-form
travel videos on TikTok or Douyin,” Current Issues in Tourism, vol. 25, no. 21,
pp. 3412-3424, 2022.

Q. Qiu, Y. Zuo, and M. Zhang, “Can live streaming save the tourism industry
from a pandemic? A study of social media,” International Journal of Geo-
information, vol. 10, no. 9, p. 595, 2021.

Y. Cheng, W. Wei, and L. Zhang, “Seeing destinations through vlogs:
implications for leveraging customer engagement behavior to increase travel
intention,” International Journal of Contemporary Hospitality Management,
vol. 32, no. 10, pp. 3227-3248, 2020.

A. Huertas, “How live videos and stories in social media influence tourist
opinions and behaviour,” Information Technology and Tourism, vol. 19, no. 1-
4, pp. 1-28, 2018.

V. S. Diwanji and J. Cortese, “Contrasting user generated videos versus brand
generated videos in ecommerce,” Journal of Retailing and Consumer Services,
vol. 54, p. 102024, 2020.

B. Bruce, Frey, The SAGE encyclopedia of educational research, measurement,
and evaluation. SAGE Publications, 2018.

M. Sarstedt, P. Bengart, A. M. Shaltoni, and S. Lehmann, “The use of sampling
methods in advertising research: A gap between theory and practice,”
International Journal of Advertising, vol. 37, no. 4, pp. 650-663, 2018.



66

[50]

[51]

[52]

[53]

[54]

[55]

[56]

[57]

[58]

[59]

[60]

[61]

[62]

[63]

[64]

International Journal of Electronic Commerce Studies

F. Faul, E. Erdfelder, A. Buchner, A. G. Lang, “Statistical power analyses using
G* Power 3.1: Tests for correlation and regression analyses,” Behavior
Research Methods, vol. 41, no. 4, pp. 1149-1160, 2009.

S. Abrahim, B. Mir, H. Suhara, F. A. Mohamed, and M. Sato, “Structural
equation modeling and confirmatory factor analysis of social media use and
education,” International Journal of Educational Technology in Higher
Education, vol. 19, pp. 1-25, 2019.

L. Brackett and B. N. Carr, “Cyberspace advertising vs. other media: Consumer
vs. mature student attitudes,” Journal of Advertising Research, vol. 41, no. 5,
pp. 23-32, 2001.

S. B. MacKenzie and R. J. Lutz, “An empirical examination of the structural
antecedents of attitude toward the ad in an advertising pretesting context,”
Journal of Marketing, vol. 53, no. 2, pp. 48—65, 1989.

R. Y. K. Chan, “Determinants of Chinese consumers’ green purchase behavior,”
Psychology Marketing, vol. 18, no. 4, pp. 389—413, 2001.

L. C. Harris and M. M. Goode, “The four levels of loyalty and the pivotal role
of trust: a study of online service dynamics,” Journal of Retailing, vol. 80, no.
2, pp. 139158, 2004.

J. F. Hair, D, Harrison, J.J. Risher, “Marketing research in the 21st century:
Opportunities and challenges,” Brazilian Journal of Marketing, no. 17, 2018.
K. G. Joreskog, “The ML and PLS techniques for modeling with latent
variables: Historical and comparative aspects,” Systems Under Indirect
Observation, vol. 1, pp. 263-270, 1982.

J. Hair, C. L. Hollingsworth, A. B. Randolph, and A. Y. L. Chong, “An updated
and expanded assessment of PLS-SEM in information systems research,”
Industrial Management and Data Systems, vol. 117, no. 3, pp. 442458, 2017.
C. Fornell and D. F. Larcker, “Evaluating structural equation models with
unobservable variables and measurement error,” Journal of Marketing
Research, vol. 18, no. 1, pp. 39-50, 1981.

S. W. and S. W. S. Sussman, “Informational influence in organizations: An
integrated approach to knowledge adoption. Information systems research,”
Information Systems Research, vol. 14, no. 1, pp. 47-65, 2003.

T. Schamberger, F. Schuberth, J. Henseler, and T. K. Dijkstra, “Robust partial
least squares path modeling,” Behaviormetrika, vol. 47, no. 1, pp. 307-334, Jan.
2020, doi: 10.1007/541237-019-00088-2.

C. Voorhees, M. Brady, R. Calantone, and E. Ramirez, “Discriminant validity
testing in marketing: an analysis, causes for concern, and proposed remedies,”
Journal of Academic Marketing Science, vol. 44, pp. 119-134, 2016.

J. Henseler , “Partial least squares path modeling,” Organizational Research
Methods, vol. 17, no. 2, pp. 182-209, 2014.

R. Falk and N. Miller, A primer for soft modeling. University of Akron Press,
1992.



[65]

[66]

[67]

[68]

[69]

[70]

[71]

[72]

[73]

[74]

[75]

[76]

[77]

[78]

[79]

Hasbullah, Kiflee, Anwar, Ramachandran, and Sulaiman 67

M.Y. Yiand F. D. Davis, “Developing and validating an observational learning
model of computer software training and skill acquisition,” Information
Systems Research, vol. 14, no. 2, pp. 146—-169, 2003.

Z. Zhou and Y. Bao, “Users= attitudes toward web advertising: Effects of
internet motivation and internet ability,” ACR North American Advances, 2002.
V. Noguti and D. S. Waller, “Motivations to use social media: effects on the
perceived informativeness, entertainment, and intrusiveness of paid mobile
advertising,” Journal of Marketing Management, vol. 36, no. 15-16, pp. 1527—
1555, 2020.

M. Masduki and N. Zakaria, “Fulfilling the demand for workplace
communication skills in the civil engineering industry,” Pertanika Journal of
Social Sciences and Humanities, vol. 28, no. 4, pp. 3069-3087, 2020.

M. Elareshi, M. Habes, S. Ali, and A. Ziani, “Using Online Platforms for
Political Communication in Bahrain Election Campaigns.,” Pertanika Journal
of Social Sciences & Humanities, vol. 29, no. 3, 2021.

G. Marcatajo, “Green claims, green washing and consumer protection in the
European Union,” Journal of Financial Crime, vol. 30, no. 1, pp. 143-153, 2023.
M. De Angelis, F. Adigiizel, and C. Amatulli, “The role of design similarity in
consumers’ evaluation of new green products: An investigation of luxury
fashion brands,” Journal of Cleaner Production, vol. 141, pp. 1515-1527, 2017.
S. Li and Z. Kallas, “Meta-analysis of consumers’ willingness to pay for
sustainable food products,” Appetite, vol. 163, p. 105239, 2021.

J. Lee, P. Lee, and S. Park, “Expert-guided Contrastive Learning for Video-Text
Retrieval,” Neurocomputing, 2023.

F. A. Khan, M. A. Wyne, M. Ahmad, and M. U. Quddoos, “Antecedents of
Attitude towards In-app Mobile Advertising: Role of Permission in Mitigating
Privacy Concerns,” Pakistan Journal of Social Sciences, vol. 43, no. 1, pp. 39—
51, 2023.

B. Lariviere and E. G. Smit, “People—planet—profits for a sustainable world:
Integrating the triple-P idea in the marketing strategy, implementation and
evaluation of service firms,” Journal of Service Management, vol. 33, no. 4/5,
pp. 507-519, 2022.

J. Jacobson and B. Harrison, “Sustainable fashion social media influencers and
content creation calibration,” International Journal of Advertising, vol. 41, no.
1, pp. 150-177, 2022.

P. Singh, S. Sahadev, X. Wei, and C. E. Henninger, “Modelling the antecedents
of consumers’ willingness to pay for eco-labelled food products,” International
Journal of Consumer Studies, 2023.

W. O. Vidarshika and F. J. Ashan, “Impact of Green Brand Equity Dimensions
on Green Purchase Intention of the Customers at the Supermarket Sector with
Special Reference to Colombo District.,” 2022.

N. Hasbullah, A. Kiflee, Z. Sulaiman, A. Masa, and H. Rahim, “Communicating
Sustainability Fashion in Marketing Advertisements on the Context of



68

[80]

[81]

[82]

[83]

[84]

[85]

International Journal of Electronic Commerce Studies

2

Malaysia: Stimuli Development and Pre-Testing Results,” Asian Social
Science, vol. 19, no. 1, pp. 1-36, 2023.

A. Bhatnagar and S. Verma, “Celebrity footprint in greenwashing,”
International Journal of Research in Engineering, IT and Social Sciences, vol.
9, pp. 22-37, 2019.

T. Choice, The Sins of Greenwashing: home and family edition. Underwriters
Laboratories, 2010. Accessed: Apr. 10, 2023. [Online]. Available:
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=TerraChoice.+
%282010%29.+The+sinstof+greenwashing%2C+home+and-+family+edition.
+Retrieved+from+https%3 A%2F%2Fsinsofgreenwashing.com%2F%2C+Apri
1+21%2C+2019.&btnG=

H. F. B. Ngan and F. X. Yang, “Transit advertising in corporate branding: a
multilevel study,” International Journal of Contemporary Hospitality
Management, vol. 31, no. 3, pp. 1452-1468, 2019.

L. Copeland and G. Bhaduri, “Consumer relationship with pro-environmental
apparel brands: effect of knowledge, skepticism and brand familiarity,” Journal
of Product and Brand Management, vol. 29, no. 1, pp. 1-14, 2019.

R. R. Sharma and B. Kaur, “E-mail viral marketing: modeling the determinants
of creation of ‘viral infection,”” Management Decision, vol. 58, no. 1, pp. 112—
128, Jan. 2020.

K. S. Chan, J. T. Lai, and T. Li, “Cultural values, genes and savings behavior in

China,” International Review of Economics & Finance, vol. 80, pp. 134-146,
2022.



