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Non-Organic Household Currently, the increasing buildup of nhon-organic household waste and the excessive
Waste, Environmental use of single-use plastics cause environmental damage. Several tons of plastic waste
Damage, Sustainable dumped into the sea. The increasing accumulation of waste results in polluted air
Products, Awareness, pollution, the spread of disease, and ecological damage. In developing countries
Socialmedia, Developing there is a lack of information about sustainable products, therefore social media
Country plays an important role in disseminating information about sustainable products and
citizen awareness about the environment. This research was conducted in DKI
ARTICLE INFO Jakarta, Indonesia, a developing country. Furthermore, this study uses SEMPLS
Accepted: 2023-09-15 software to test the validity and reliability. This research specifically aims
Revised: 2023-09-25 dependency on social media for sustainability-related information influence the
Published: 2023-09-26 intention to purchase sustainable products, and also this paper as a recommendation

material for companies engaged in manufacturing to use materials that have
sustainable principles. Citizen’s trust will be gained if the government succeed in
implementing campaigns with the scope of environment awareness, sustainable
product usage, and reduction of plastic usage.

INTRODUCTIONS

People are gradually valuing the concepts of sustainable development and green and
environmentally friendly consumption (Keim, 2017). In about their daily shopping, some
consumers use product labels to determine whether a product is environmentally friendly and
to guide their purchasing decisions (Rex & Baumann, 2007). Furthermore, businesses
recognize the significance of sustainable development, and they must adapt their sustainable
development strategies to meet consumers' new environmental protection consumption concept
(Qi, Shen, Zeng, & Jorge, 2010). Individuals and businesses use social media information
sharing to develop business opportunities, create online fan pages, and increase customer-
business interactions. It is clear that the role of social media information sharing in shaping
consumer behavior is gradually growing (Mangold & Faulds, 2009).

The internet and social media are revolutionizing the way consumers communicate with
one another (Buzeetto-More, 2013; Men & Tsai, 2013). This increased internet makes it easier
for consumers to access information about product usage and increases awareness of the
circumstances in which industrial companies manufacture their products (Saeed, Farooq,
Kersten, & Ben Abdelaziz, 2019). This will lead to both of sustainable product’s sales
increment and encouragement for the companies acknowledging social sustainability and
environmental issues created by the company’s operations, moreover to apply sustainability in
the company’s supply chain networks (Saeed et al., 2019). The massive growth in the number
of Internet users over the years has led to a paradigm shift in shopper behavior worldwide and
a changing trend in the desire of shoppers to seek data from new mass communication channels,
including social media (Men & Tsai, 2013). Therefore, the use of the Internet and social media
can influence the buying behavior of customers because it allows buyers to associate with
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various buyers and organizations to communicate with existing and potential customers (Saeed
etal., 2019).

Previous research has shown that media addiction can positively affect purchase
intention, but consumers are more likely to feel uninformed when they feel they do not have
enough information to make an informed purchase decision (Abdelaziz, Saeed, Amas,
Benleulmi, & Ziad, 2015). Examine how sustainability information on social networking
influence consumers' purchase intentions, in line with the research objectives of the previous
article (Saeed et al., 2019). Regarding on last research, the research location is in a developing
country, namely Pakistan, while this study focuses on DKI Jakarta which has a smaller reach
than previous research. This lack of academic literature and consumers’ awareness emphasizes
the importance to recognize how, in developing countries, sustainability-related records on
social media act because the conscience of agencies holds them liable for their wrong doings
and praises them for doing matters right (Saeed et al., 2019). Furthermore, this study discusses
awareness at the conclusion of this study.

According to Hootsuite in February 2022, total population in Indonesia is 277,7M.
Internet users are 204,7M, which is 73.7% of total population. Active social media users are
1914, which is 68.9% of the total population (Riyanto, 2022). Moreover, Average daily time
spent using social media via any device is 8 hours, 17 minutes. People have spent a lot of time
with social media, therefore social media has an important role for firms to promote green
products and it is also important for consumer purchase intentions. Nevertheless social media
platform’s developing significance, the academic on how facts that are to be had on social
media influence customers’ purchase behavior in regards to sustainable products, is scanty
(Saeed et al., 2019). Even though sustainability has emerged as a critical worldwide issue, in
developing countries (Jaiswal & Kant, 2018; Saeed & Kersten, 2019). Clients are less aware
of environmental issues and sustainable merchandise than consumers in developed countries
(Altarawneh, 2013; Butt, 2017; Darley & Johnson, 1993; Mohiuddin, Al Mamun, Syed,
Masud, & Su, 2018). Furthermore, research on sustainable purchasing behavior in developing
countries is restricted. (Jaiswal & Kant, 2018; Joshi & Rahman, 2019). The aim of this study
is that E-WOM about sustainable products greatly influences belief and hazard on consumers’
behavior.

Hypothesis Development
Willingness to seek sustainability-related information and dependency on social media
The willingness of consumers to seek out sustainability-related information is dependent
on their willingness to change their state of sustainability knowledge (Saeed et al., 2019). As
already stated, social media gives distinct and improved sustainability-related statistics and it
is highly possible that purchasers who are inclined to search this sort of information emerge
depending on social media (Saeed et al., 2019). Consequently of customers’ improved social
media utilization, entrepreneurs additionally amplify their social communication bearing to
draw users and to build lengthy-time period relationships with them via diverse canals (Jaiswal
& Singh, 2018).

Laksmi Deva Octavia Kubayan, Muhammad Dhafi Iskandar | http:/hawalah.staiku.ac.id -


http://hawalah.staiku.ac.id/

[ A Quantitative Report on How Information Sustainable Products
on Social Media Affects Purchase Behavior in DKI Jakarta Social

September 1,2023 [RYC:IEREL )

In addition, interactions between social media users and other people can help shape their
beliefs about sustainable product purchases (Saeed et al., 2019). According (Abdelaziz et al.,
2015), stimulated purchasers who bear in mind online assets (e.g., social media) are beneficial,
and would most likely become reliant on them. Deliberation on social media platforms allows
consumers to accidentally approve or disapprove of sustainable products, leading consumers
to trust information sources and rely on social media to guide sustainable product purchasing
decisions (Abdelaziz et al., 2015). Thence, the authors devise the first hypothesis as follows:
H1: Willingness to seek sustainability-related information positively associated the
dependency on social media for sustainability-related information.

Dependency on social media for sustainability-related information and intention to
purchase

The consumers' lack of knowledge about a particular product, which is required to make
an informed purchase decision, prevents them from engaging in purchasing. (Saeed et al.,
2019). This can affect the customer's product selection and, apart from canceling the purchase,
it can also delay the purchase to prevent cognitive pressure. (V. W. Mitchell & Papavassiliou,
1999). Moreover, detailed verbal information about environmentally friendly products,
according to the literature, helps educate consumers, which in turn influences consumers'
intention to purchase sustainable products (Gleim, Smith, Andrews, & Cronin, 2013). Online
user-generated content is thought to be more effective in terms of information usefulness than
traditional marketer-generated content (Buzeetto-More, 2013).

Social media are interaction sites that facilitate the formation of relationships among
internet users from various backgrounds (Saeed et al., 2019). Consumer-generated product-
related information on social media assists other potential customers in making purchasing or
not purchasing decisions (Abdelaziz et al., 2015; Carillo et al., 2017). Describe by (Abdelaziz
et al., 2015) dependency on social media for sustainability-associated records as The
appearance of individuals on social media information sources to achieve their goals in making
the good choice in terms of purchasing sustainable products In relation to the preceding
arguments, social media provide a favorable situation for consumers by providing
comprehensive information from multiple sources, whereby consumers may become overly
reliant on social media. (Authors, 2016). Subsequently, the authors devise the second
hypothesis as follows:

H2: Dependency on social media for sustainability-related information positively associated
the intention to purchase sustainable products.

Social Media Information Dependency and Sustainability Trust and Sustainability Risk
on Social Media

Public networking has turned out to be crucial for global business because it permits
consumers to have greater freedom in expressing their voices over (Saeed et al., 2019). The
sustainability belief structure is based on beliefs and expectations about the sustainability of a
product, which can receive positive statements about its sustainability attributes from past,
actual, or potential consumers through social network, trends and trends indicate (Abdelaziz et
al., 2015). Therefore, hypothesize that consumers who rely on social network tend to accept
the positive and build greater trust in products that are mentioned or discussed as sustainable
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by other social media users (Saeed et al., 2019). Subsequently, the authors formulate the third
hypothesis as follows:

H3: Dependency on social media for sustainability-related information positively associated
sustainability trust on social media.

Academics emphasized that trust antecedents differ depending on the type of
communication that occurs on social media. (M. K. Chang et al., 2013; Laroche et al., 2012).
They also claim that perceived information usefulness and credibility cause social media users
to spread both positive and negative word of mouth (Cheung & Thadani, 2012). Alternatively,
(Abdelaziz et al., 2015) define the assembly of sustainability risk on social media platform as
the expectancy of bald outcomes impacts sustainability because of shopping products that have
been uncovered to poor statements by using earlier, real, or ability customers on social media,
regarding their sustainability quality. Likewise, clients who are depending on social media are
inclined to an adverse opinion concerning a product’s sustainability functioning and are likely
to understand products that acquired bad feedback on social media as unstable and
comparatively lower sustainable (Saeed et al., 2019). Subsequently, the authors formulate the
fourth hypothesis as follows:

H4: Dependency on social media for sustainability-related information positively associated
sustainability risk on social media.
Sustainability Risk on Social Media and Intention to Purchase

The idea that perceived risk has a negative impact on purchase intent is well established
in the literature (H. H. Chang & Chen, 2008; Grégoire et al., 2015; D. J. Kim et al., 2008; V.
W. Mitchell & Papavassiliou, 1999). Additionally (Chen & Chang, 2012), showed that the
perceived risk of harmful environmental damage has a negative impact on product purchase
intention. Users who perceive products with negative social media comments as harmful are
presumably more aware of product or brand-related sustainability issues and adopt other users'
negative WOM about products' sustainability performance (Abdelaziz et al., 2015).

Therefore be assumed that consumers will abstains from purchasing a product or brand
if they perceive poor sustainability functioning. In consequence, consumers prefer to buy
sustainable products. For this reason, the authors formulate the fifth speculation formulated as
follow:

H5: Sustainability risk on social media positively associated the intention to purchase
sustainable products.
Sustainability Trust on Social Media and Intention to Purchase

In the academic article, several researchers believe that perceived trust is the main reason
for purchase intention (H. H. Chang & Chen, 2008; D. J. Kim et al., 2008). It has been found
that trust in high-performance eco-friendly products has a positive impact on purchase
intentions for those products (H. W. Kim et al., 2012). Thus, consumers are more likely to
follow products or brands that are associated with positive WOM and thus rebuff products or
brands they do not like (Ladhari & Michaud, 2015; Markos-Kujbus & Gati, 2012). Social
networking users who recognize products that are positively endorsed on social media
platforms as sustainable products are increasingly aware of sustainability issues and are
probably to see other users' affirmations about the sustainability performance of their products
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(Abdelaziz et al., 2015). Subsequently, consumers are apparently to buy a product or brand if
they see a positive sustainability performance of the product, and consumers are more likely to
consider buying that product or brand to be more sustainable (Saeed et al., 2019). Therefore,
the authors formulate the sixth hypothesis as follows.

H6: Sustainability trust on social media positively associated the intention to purchase
sustainable products.

The research framework of this study is following (Abdelaziz et al., 2015) and is depicted in
the followingfigure:

Sustainability
risk (SR)

Dependency on

social media for
sustainability -related
information (DSM)

Sustainability-related
information seeking
(WSS)

Intention to

purchase (IP)

Figure 1. Framework

RESEARCH METHODS

This research is a structured quantitative approach. This study uses a survey method by
distributing online questionnaires from the Google Form platform. In this study, use primary
data. This study uses a Likert scale ranging from strongly disagree (1) to strongly agree (6).
Furthermore, this study uses SEM-PLS to test the validity and reliability.

Two independent sections make up the questionnaire. The first part concerns the
demographic information of the respondents (Wang et al. 2019). The second part is the search
for sustainability information, dependence on social media for sustainability information,
sustainability risks, sustainability trust, and purchase intentions. Four measures of seeking
information related to sustainability (Borah, 2014). Seven measures of dependence on social
media for sustainability-related information (Grant & Crigler, 1981). Five measures of
sustainability risk (Chen & Chang, 2012). Five measures of sustainability trust (Chen & Chang,
2012). Six items measures purchase intention(Chen & Chang, 2012).

This study was conducted in the DKI Jakarta area with a population using Social Media
such as Instagram, Tiktok, and Twitter with ages between 18-41 years. The minimum number
of samples used is according to the formula of Hair (2014) 5 times the number of questions.
Thereby the number of samples used is 150. Determination of the sample are never have
purchased the sustainable products, looking for information on social media, environmental
awareness.
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RESULT AND DISCUSSION
Responden Demographics

Researchers conducted a survey on consumers who had not use sustainable products at
DKI Jakarta, distributing questionnaires online with 27 questions via Google Form, with 150
respondents. Gender, age, residence, and how social media is used to find information on
sustainable products are among the characteristics used in this study. According to the
calculated results, respondents were divided by gender, with 52% female respondents and 48%
male respondents. Furthermore, the majority of respondents (71.3%) were between the ages of
18 and 25. Moreover, West Jakarta had a percentage of 37.3%, South Jakarta had a percentage
of 21.3%, Central and North Jakarta had a percentage of 14.7%, East Jakarta had a percentage
of 10.7%, and Kepulauan Seribu had a percentage of 1.3%. Furthermore, with a percentage of
41.3%, Instagram is the most popular social media platform for finding information about
sustainable products.
Outer Model Evaluation

The objective of this outer model is to describe how latent variables and their indicators
interact. Validity and reliability testing are used to gauge the outer model's analysis phase. A
sample of 150 respondents was used for the study, and there were a total of 27 statements in
the questionnaire

ST1 ST2 ST3 5T4 ST5

Figure 2. Path Diagram T-Values

Testing the validity using the convergent validity test and comparing the correlation in
both constructs on the variables sustainability-related information seeking, dependence on
social media for sustainability-related information, sustainability trust, sustainability risk, and
intention to purchase reveals that the statements in the questionnaire representing the indicators
are valid whenever the loading factor (> 0.5) and the AVE value (> 0.5) are seen (STEI
INDONESIA, 2017). The survey performed a reliability test to measure the consistency of the
measurement instruments by evaluating the value of Cronbach alpha (> 0.6) and composite
reliability (> 0.7) in convergent validity (Ghozali and Latan, 2015). All instrument components
are deemed reliable for further testing if the Cronbach alpha and composite reliability values
are met (STEI INDONESIA, 2017).
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Table 1. Measurement Model Result

Variable Indicator Outgr AVE Cronbach* CR
Loading s Alpha
WSS1 0.841
Sustainability-related WSS2 0.752 0.62
information seeking WSS3 0.741 9 0803 0871
WSS4 0.833
DSM1 0.822
DSM2 0.822
Dependency on Social Media DSM3 0.84 0.69
for Sustainability-related DSM4 0.839 '2 0.926 0.94
information DSM5 0.842
DSM6 0.813
DSM7 0.846
SR1 0.9
SR2 0.937
Sustainability Risk SR3 0.882 0';?3 0.951 0.962
SR4 0.914
SR5 0.933
ST1 0.847
ST2 0.861
Sustainability Trust ST3 0.862 0'? 6 0.873 0.909
ST4 0.721
ST5 0.782
IP1 0.668
P2 0.728
Intention to Purchase IP3 0.068 0-52 0.82 0.868
IP4 0.799 6
IP5 0.827
IP6 0.642

Inner Model Evaluation

The inner model measurement is intended to assess the model's suitability and to quantify
direct and indirect impacts. The research model must be bootstrapped in order to obtain the
analysis results inner model. Internal model analysis employing r-square, path coefficient,
direct effect, and indirect effect.

Structural test analysis was carried out to determine the value of Rz in each equation. The
R2 value serves to show how far the exogen variable is able to explain the endogen variable.
Based on the results of the conducted SEM analysis, the outcome decision for each variable
has been gathered. First outcome analysis stated that the Dependecy on social media for
sustainable-related information variable is influenced by the Sustainable-related information
seeking variable with the score of R? is 0,3, means 30% varian from Relationship Quality
variable can be explained by WSS while the rest of 70% can be explained from other variables
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that are not included in this study. Second outcome analysis stated that the Intention to purchase
variable is influenced by Intention to purchase the variable with the score of R? is 0,23, means
23% varian from Intention to purchase variable can be explained by Sustainable Trust while
the rest of 77% can be explained from other variables that are not included in this study. Third
outcome analysis stated that the Intention to purchase variable is influenced by the Dependency
on Social Media for Sustaianbility-related information variable with the score of R2 is 0.445,
means 44.5% varian from Intention to purchase variable can be explained by Dependency on
Social Media for Sustaianbility-related information while the rest of 55.5% can be explained
from other variables that are not included in this study.

Path coefficient explains that a comparison between t-statistics and t-table can be used to
find a significant measure of hypothesis support. The hypothesis is supported if the t-statistics
value is greater than the t-table value (Ghozali 2018). T-statistic is used to test the significance
of path coefficients (Hair et al. .2014). The significance threshold for t-values are 2.58, 1.96,
and 1.75 for confidence levels of 99%, 95%, and 90%, respectively (Hair et al. .2014). These
thresholds indicate the minimum values of t that must be exceeded in order to reject the null
hypothesis and conclude that the path coefficient is statistically significant at the specified
confidence level (Hair et al. .2014).

The variable willingness to sustainability-related information seeking for dependency on
social media for sustainability-related information, it has a t-statistic value of 7.283 and a P-
Value of 0. There is a direct influence significant difference between the willingness of those
looking for sustainability-related information to depend on social media because the t-statistics
value is > 1.96 and P-Values 0.05.

Second, the dependency variable on social media for sustainability-related information
on intention to purchase, it gets a t-statistic value of 5.11 and a P-Value of 0. There is a
significant direct relationship between reliance on social media for sustainability-related
information and intention to purchase, as shown by the t-statistics value > 1.96 and P-Values
0.05. That is, buyers feel more inclined to make purchases the more dependent they are on
social media for sustainability-related information.

Furthermore, on the dependency on social media for sustainability-related information
variable on sustainability trust, the t-statistic value is 7.244 and the P-Value is 0. Because the
t-statistics value is > 1.96 and P-Values < 0.05, there is a significant direct effect between
dependencies on social media for sustainability-related information on sustainability trust. That
is, the more consumers depend on social media to find information, the more their sustainability
trust will increase.

Then, on the variable dependency on social media for sustainability-related information
on sustainability risk, the t-statistic value is 0.716 and the P-Value is 0.474. There is no
substantial direct relationship between reliance on social media for sustainability-related
information and sustainability risk due to the t-statistics value being less than 1.96 and P-values
being greater than 0.05. Therefore, the hypothesis is rejected.

Likewise, the variable sustainability risk to the intention to purchase, it gets a t-statistic
value of 0.331 and a P-Value of 0.74. The direct relationship between sustainability risk and
purchasing intention is not statistically significant because the t-statistics value is 1.96 and the
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P-Value is greater than 0.05. In other words, the theory is rejected. Given that the t-statistics
value is greater than 1.96 and the P-value is less than 0.05, there is a substantial direct
relationship between sustainability trust and purchase intention. In other words, the more
sincere reviews that are provided, the higher the buy intention.

Then, the sustainable trust variable on intention to purchase, the t-statistic value is 4.408
and the P-Value is 0. Because the t-statistics value is > 1.96 and P-Values < 0.05, there is a
significant direct effect between sustainable trust variable on intention to purchase. That is, the
more positive reviews about sustainable products, the higher the consumers' purchase intention
towards the product.

The indirect effect value on the variable sustainability-related information seeking on
intention to purchase through dependency on social media for sustainability-related
information gets a t-statistic of 4.169 and a P-Value of 0. There is a substantial indirect
influence between the sustainability-related information seeking factors on intention to
purchase through reliance on social media for sustainability-related information, as shown by
the t-statistics value > 1.96 and P-Values 0.05.

Additionally, the value of the variable sustainability-related information seeking on
sustainability trust through dependency on social media for sustainability-related information
obtained a t-statistic value of 4.46 and a P-Value of 0. There is a positive significant relationship
between the variables of sustainability-related information seeking on sustainability trust
through dependence on social media for sustainability-related information since the t-statistics
value is > 1.96 and P-Values 0.05.

Based on the description above, it can be concluded that the hypothesis in this study can
be seen in the table below:

Table 2. Research Model Hypothesis Test
t- p-
Hypothesis Hypothesis Statement statistic value Information Conclusion
(>1.96) (0.05)

Willingness to seek
sustainability-related
information positively Data support Hypothesis
. 7.283 0 .
associated the dependency on the hypothesis accepted
social media for sustainability-
related information.
Dependency on social media for
sustainability-related
H2 information positively ~ 5.11 07.28
associated the intention to
purchase sustainable products.

H1

Data support Hypothesis
the hypothesis accepted

Dependency on social media
H3 for sustainability-related 7.244 0
information positively

Data support Hypothesis
the hypothesis accepted
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associated sustainability trust
on social media.

Dependency on social media

for sustainability-related Data do not ..
. . - Hypothesis is
H4 information positively 0.716  0.474 support the not accented
associated sustainability risk on hypothesis P
social media.
;uest;[?a:nas:ilt?//el rISaksso(():ri]atest;) (ftlha(! Data donot Hypothesis is
H5 media p y 0331 074  supportthe P
intention to purchase hvoothesis not accepted
sustainable products. yp
Sustainability trust on social
media positively associated the Data support Hypothesis
H6 . . 4.408 0 .
intention to purchase the hypothesis accepted
sustainable products.
Discussion

First, based on the results of the research test, it shows that sustainability-related information
seeking has a significant influence on dependency on social media for sustainability-related
information. In other words, the more a consumer's desire to learn more about sustainability, the more
likely they are to rely on social media because it makes it simpler for them to access information.
According to the research's findings, respondents said that social media is a good location to find
information about sustainability that confirms their viewpoint. The findings of this study are consistent
with earlier research (Borah, 2014), (Saeed et al., 2019), (Abdelaziz et al., 2015) which claims that a
person's propensity to seek knowledge has a favorable and significant impact on how dependent they
are on social media for information about sustainability.

Second, the research results prove that the sustainable products' purchase intention positively
influenced dependency on social media for sustainability-related information. This means that
consumers who depend on social media tend to buy sustainability products. Social media is a place to
get information, look for products, and even buy sustainability products. Easily accessible social media
increases consumer purchase intentions. The results of this study are in line with previous research
(Abdelaziz et al., 2015; Grant & Crigler, 1981; Saeed et al., 2019), which stated that the sustainable
products' purchase intention positively influenced dependency on social media for sustainability-related
information.

Third, based on the results of the research that have been conducted, the dependency on social
media for sustainability-related information has a significant effect on sustainability trust. Consumers
might well be influenced by good social media posts and reviews. Positive ratings of the sustainability
items they offer can help customers who rely on social media for sustainability information feel trusted.
Consumers are not more susceptible to bad evaluations because of the volume of good ratings. The
findings of this study are consistent with other research (Chen & Chang, 2012; Saeed et al., 2019),
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which indicates that sustainability trust is significantly impacted by a person's reliance on social media
for knowledge on sustainability.

Fourth, the results of the research state that dependence on social media to seek information has
no effect on perceived risk. The existence of bad EWOM in social media has no impact on consumers.
The responses of respondents who are located in DKI Jakarta indicate that they believe the product does
not meet the sustainability standards. People in developed nations like Germany are more susceptible
to WOM. According to research by (Abdelaziz et al., 2015), German consumers are more sensitive
when they rely on social media to learn about negative WOM than when they receive the positive WOM
they experience. Similar to earlier study, it is less responsive to negative WOM in emergent nations like
Pakistan (Saeed et al., 2019). The study's findings are consistent with earlier research (Saeed et al.,
2019), which found that Sustainability risk on social media positively influenced dependency on social
media for sustainability-related information.

Fifth, the study's findings indicate that sustainable risk has no appreciable impact on purchasing
intention. In developing countries such as Pakistan, long-term risk has a significant impact on
purchasing intentions (Saeed et al., 2019). Negative reviews have little impact in developed countries
such as Germany (Abdelaziz et al., 2015). The research results obtained in this study, which was
conducted in DKI Jakarta, the capital of a developing country in Indonesia, show that sustainable risk
has no significant effect on purchase intention. Despite the fact that the research was conducted in
developing countries' capitals, the findings differed from previous studies conducted in developing
countries such as Pakistan. Furthermore, the findings of this study are consistent with those of developed
countries such as Germany. The findings of this study support previous research (Abdelaziz et al., 2015)
that sustainable risk has no effect on purchase intention.

Sixth, the study showed that sustainability significantly affects buying intention. Consumer
confidence might grow as a result of positive reviews. The consumer's intention to buy is higher when
there is more favorable E-WOM. The propensity to purchase sustainable items increases when
consumers have confidence in favorable E-WOM about those products. The findings of this
investigation were consistent with those of earlier studies (Abdelaziz et al., 2015; Chen & Chang, 2012;
Saeed et al., 2019) sustainable trust on intention to purchase has a significant influence.

CONCLUSION

In this study, dependencies on social media for sustainability-related information acts as a
mediating variable. Dependencies on social media for sustainability-related information as a mediating
of the relationship between sustainability-related information seeking on intention to purchase.
Furthermore, the relationship between sustainability-related information seeking and intention to
purchase via dependencies on social media for sustainability-related information has a significant
indirect effect. Moreover, dependency on social media for sustainability-related information has a
significant direct influence on intention to purchase. This means that dependency on social media for
sustainability-related information has a direct influence on intention to purchase without going through
sustainability trust. It can also be interpreted as dependency on social media for sustainability-related
information through sustainability trust to influence intention to purchase.

In previous research in developed countries such as Germany, sustainability risk or negative
reviews of products did not have a significant effect on intention to purchase (Abdelaziz et al., 2015).
In contrast to developing countries such as Pakistan, sustainability risk has a significant influence on
the intention to purchase (Saeed et al., 2019). This study shows that DKI Jakarta is the capital of
developing country, which is one of the cities in developing countries such as Indonesia, shows that
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negative reviews of product sustainability on social media do not have a significant effect on the
intention to purchase.

The findings in this research are that consumers are more aware of sustainable products.
Consumers already know the benefits and impacts of using sustainable products. Not only the uses and
ingredients of sustainable products. DKI Jakarta consumers stated, “The environment and climate will
benefit from products that are more durable, reusable, repairable, recyclable, and energy efficient.” DKI
Jakarta consumers are aware that the use of sustainable products can have a good effect on the
environment and climate.
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