5/11/2026 Ya Laki-laki | 18- | Pelajar/Mahasisw | 3.000.001 - 3.000.001 - | Clothes (baju, celana, dress)
11:47:45 29 a 5.000.000 5.000.000
5/11/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - < 1.000.000 | Souvenir (lilin, hand mirror,
14:19:55 n 29 a 3.000.000 coaster, pouch, tote bag),
Clothes (baju, celana, dress),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet), Furniture (bamboo
chair, recycled plastic chair)
5/11/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | < 1.000.000 < 1.000.000 | Souvenir (lilin, hand mirror,
15:12:21 n 29 a coaster, pouch, tote bag)
5/11/2026 Ya Perempua | 18- | Pegawai Swasta | >5.000.000 1.000.001 - | Clothes (baju, celana, dress),
17:56:03 n 29 3.000.000 Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
5/12/2026 Ya Perempua | 18- | Pelajar/Mahasisw | <1.000.000 | <1.000.000 | Souvenir (lilin, hand mirror,
12:44:44 n 29 a coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
5/18/2026 Ya Perempua | 18- | Pelajar/Mahasisw | < 1.000.000 | < 1.000.000 | Souvenir (lilin, hand mirror,
21:29:42 n 29 a coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
5/19/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
20:26:52 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),

Clothes (baju, celana, dress),
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Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)

5/19/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 3.000.001 - 3.000.001 - | Souvenir (lilin, hand mirror,
23:35:04 n 29 a 5.000.000 5.000.000 coaster, pouch, tote bag),
Furniture (bamboo chair,

recycled plastic chair)

5/24/2026 Ya Perempua | 18 - Wirausaha > 5.000.000 > 5.000.000 | Souvenir (lilin, hand mirror,
16:41:18 n 29 coaster, pouch, tote bag),

Clothes (baju, celana, dress),

Homeware (piring,

mangkuk, gelas, vas, botol,

karpet), Furniture (bamboo

chair, recycled plastic chair)

5/24/2026 Ya Perempua | 18- | Pegawai Swasta | >5.000.000 1.000.001 - | Souvenir (lilin, hand mirror,
23:58:43 n 29 3.000.000 coaster, pouch, tote bag)

5/25/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 3.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
19:18:53 n 29 a 5.000.000 3.000.000 coaster, pouch, tote bag),

Clothes (baju, celana, dress)

5/25/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - < 1.000.000 | Souvenir (lilin, hand mirror,
20:05:08 n 29 a 3.000.000 coaster, pouch, tote bag)

5/25/2026 Ya Perempua | 18- | Pelajar/Mahasisw | 1.000.001 - < 1.000.000 | Souvenir (lilin, hand mirror,
20:10:38 n 29 a 3.000.000 coaster, pouch, tote bag),

Clothes (baju, celana, dress)

5/25/2026 Ya Laki-laki | 18- Wirausaha 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
20:22:09 29 3.000.000 3.000.000 coaster, pouch, tote bag)

5/25/2026 Ya Perempua | 18- | Pegawai Swasta 3.000.001 - 1.000.001 - | Clothes (baju, celana, dress)

20:23:36 n 29 5.000.000 3.000.000
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5/25/2026 Ya Perempua | 18- | Pelajar/Mahasisw | < 1.000.000 | < 1.000.000 | Souvenir (lilin, hand mirror,
20:29:03 n 29 a coaster, pouch, tote bag),
Clothes (baju, celana, dress),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
5/25/2026 Ya Perempua | 18- | Pegawai Swasta | 3.000.001 - 1.000.001 - Homeware (piring,
20:36:13 n 29 5.000.000 3.000.000 mangkuk, gelas, vas, botol,
karpet), Furniture (bamboo
chair, recycled plastic chair)
5/25/2026 Ya Perempua | 18- | Pelajar/Mahasisw | >5.000.000 | >5.000.000 | Clothes (baju, celana, dress)
21:02:51 n 29 a
5/25/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 3.000.001 - < 1.000.000 | Souvenir (lilin, hand mirror,
21:40:00 n 29 a 5.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
5/25/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | <1.000.000 | <1.000.000 Homeware (piring,
23:19:13 n 29 a mangkuk, gelas, vas, botol,
karpet)
5/26/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | <1.000.000 | < 1.000.000 Homeware (piring,
12:18:55 n 29 a mangkuk, gelas, vas, botol,
karpet)
5/27/2026 Ya Perempua | 18- | Pegawai Swasta | 3.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
21:19:02 n 29 5.000.000 3.000.000 coaster, pouch, tote bag),

Clothes (baju, celana, dress)
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5/29/2026 Ya Perempua | 18- | Pelajar/Mahasisw | < 1.000.000 | < 1.000.000 | Souvenir (lilin, hand mirror,
16:09:39 n 29 a coaster, pouch, tote bag),
Clothes (baju, celana, dress)
5/29/2026 Ya Perempua | 30- | Pegawai Swasta | >5.000.000 1.000.001 - | Clothes (baju, celana, dress)
19:39:19 n 38 3.000.000
5/31/2026 Ya Laki-laki | 18- | Pelajar/Mahasisw | 1.000.001 - < 1.000.000 | Souvenir (lilin, hand mirror,
14:27:19 29 a 3.000.000 coaster, pouch, tote bag),
Furniture (bamboo chair,
recycled plastic chair)
5/31/2026 Ya Perempua | 18- | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Clothes (baju, celana, dress),
14:33:21 n 29 a 3.000.000 3.000.000 Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
5/31/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001- | < 1.000.000 Homeware (piring,
14:35:33 n 29 a 3.000.000 mangkuk, gelas, vas, botol,
karpet), Furniture (bamboo
chair, recycled plastic chair)
5/31/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - Homeware (piring,
14:43:29 n 29 a 3.000.000 3.000.000 mangkuk, gelas, vas, botol,
karpet), Furniture (bamboo
chair, recycled plastic chair)
5/31/2026 Ya Perempua | 18- | Pelajar/Mahasisw | < 1.000.000 | < 1.000.000 | Clothes (baju, celana, dress),
15:01:43 n 29 a Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
5/31/2026 Ya Perempua | 18- | Pelajar/Mahasisw | < 1.000.000 | < 1.000.000 | Souvenir (lilin, hand mirror,
15:07:53 n 29 a coaster, pouch, tote bag)
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5/31/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Clothes (baju, celana, dress)
15:09:47 n 29 a 3.000.000 3.000.000
5/31/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - < 1.000.000 | Souvenir (lilin, hand mirror,
15:28:46 n 29 a 3.000.000 coaster, pouch, tote bag)
5/31/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 3.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
15:33:35 n 29 a 5.000.000 3.000.000 coaster, pouch, tote bag)
5/31/2026 Ya Perempua | 18- | Pegawai Swasta | >5.000.000 | 3.000.001- | Souvenir (lilin, hand mirror,
15:36:30 n 29 5.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
5/31/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - < 1.000.000 | Clothes (baju, celana, dress),
16:04:08 n 29 a 3.000.000 Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
5/31/2026 Ya Perempua | 18- | Pegawai Swasta | 3.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
16:15:40 n 29 5.000.000 3.000.000 coaster, pouch, tote bag)
5/31/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
16:21:42 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),
Clothes (baju, celana, dress)
5/31/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | < 1.000.000 | < 1.000.000 | Clothes (baju, celana, dress)
16:55:05 n 29 a
5/31/2026 Ya Perempua | 18- | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
17:30:49 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),
Clothes (baju, celana, dress)
5/31/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 3.000.001 - 1.000.001 - Furniture (bamboo chair,
17:35:30 n 29 a 5.000.000 3.000.000 recycled plastic chair)
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5/31/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - < 1.000.000 | Souvenir (lilin, hand mirror,
17:36:06 n 29 a 3.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
5/31/2026 Ya Perempua | 18 - Freelance 1.000.001 - | < 1.000.000 Homeware (piring,
20:39:18 n 29 3.000.000 mangkuk, gelas, vas, botol,
karpet)
5/31/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - Homeware (piring,
20:56:24 n 29 a 3.000.000 3.000.000 mangkuk, gelas, vas, botol,
karpet)
6/1/2026 Ya Perempua | 18- | Pelajar/Mahasisw | <1.000.000 | < 1.000.000 | Clothes (baju, celana, dress)
0:20:44 n 29 a
6/1/2026 Ya Laki-laki | 18- | Pelajar/Mahasisw | 3.000.001 - 3.000.001 - | Clothes (baju, celana, dress)
6:05:32 29 a 5.000.000 5.000.000
6/1/2026 Ya Perempua | 18- | Pegawai Negeri | >5.000.000 | 3.000.001 - Homeware (piring,
9:15:18 n 29 Sipil 5.000.000 mangkuk, gelas, vas, botol,
karpet)
6/1/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | >5.000.000 1.000.001 - | Clothes (baju, celana, dress),
9:40:27 n 29 a 3.000.000 Homeware (piring,
mangkuk, gelas, vas, botol,
karpet), Furniture (bamboo
chair, recycled plastic chair)
6/1/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Clothes (baju, celana, dress)
14:01:33 n 29 a 3.000.000 3.000.000
6/1/2026 Ya Perempua | 18- | Pelajar/Mahasisw | >5.000.000 | >5.000.000 | Souvenir (lilin, hand mirror,
14:37:20 n 29 a coaster, pouch, tote bag),

Homeware (piring,
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mangkuk, gelas, vas, botol,
karpet), Furniture (bamboo
chair, recycled plastic chair)

6/1/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 3.000.001 - 1.000.001 - | Clothes (baju, celana, dress)
14:58:20 n 29 a 5.000.000 3.000.000
6/1/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
15:00:17 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag)
6/1/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | < 1.000.000 1.000.001 - | Souvenir (lilin, hand mirror,
15:06:25 n 29 a 3.000.000 coaster, pouch, tote bag),
Clothes (baju, celana, dress)
6/1/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
15:09:39 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),
Clothes (baju, celana, dress)
6/1/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - < 1.000.000 | Souvenir (lilin, hand mirror,
15:16:12 n 29 a 3.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/1/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - Furniture (bamboo chair,
16:11:26 n 29 a 3.000.000 3.000.000 recycled plastic chair)
6/1/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
17:05:20 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/1/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
21:34:06 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),

Clothes (baju, celana, dress),
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Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)

6/2/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 3.000.001 - 3.000.001 - | Clothes (baju, celana, dress)
14:07:59 n 29 a 5.000.000 5.000.000
6/2/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 3.000.001 - 1.000.001 - Furniture (bamboo chair,
14:15:20 n 29 a 5.000.000 3.000.000 recycled plastic chair)
6/2/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
14:20:38 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/2/2026 Ya Perempua | 18- | Pelajar/Mahasisw | <1.000.000 | <1.000.000 | Souvenir (lilin, hand mirror,
14:22:14 n 29 a coaster, pouch, tote bag)
6/2/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | <1.000.000 | < 1.000.000 | Souvenir (lilin, hand mirror,
14:35:36 n 29 a coaster, pouch, tote bag),
Clothes (baju, celana, dress),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet), Furniture (bamboo
chair, recycled plastic chair)
6/2/2026 Ya Perempua | 18- | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
14:55:44 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/2/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - < 1.000.000 | Souvenir (lilin, hand mirror,
16:23:01 n 29 a 3.000.000 coaster, pouch, tote bag),
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Clothes (baju, celana, dress),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet), Furniture (bamboo
chair, recycled plastic chair)

6/2/2026 Ya Perempua | 18- | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
16:47:03 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),
Clothes (baju, celana, dress)
6/2/2026 Ya Perempua | 18 - Wirausaha >5.000.000 | >5.000.000 | Souvenir (lilin, hand mirror,
17:07:30 n 29 coaster, pouch, tote bag),
Furniture (bamboo chair,
recycled plastic chair)
6/2/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | < 1.000.000 1.000.001 - | Souvenir (lilin, hand mirror,
17:16:27 n 29 a 3.000.000 coaster, pouch, tote bag)
6/2/2026 Ya Laki-laki | 18 - | Pelajar/Mahasisw | < 1.000.000 | < 1.000.000 | Clothes (baju, celana, dress)
17:32:01 29 a
6/2/2026 Ya Perempua | 18- | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
17:35:33 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag)
6/2/2026 Ya Perempua | 18 - Freelance 3.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
19:25:57 n 29 5.000.000 3.000.000 coaster, pouch, tote bag),
Furniture (bamboo chair,
recycled plastic chair)
6/2/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | <1.000.000 | < 1.000.000 Homeware (piring,
21:42:48 n 29 a mangkuk, gelas, vas, botol,
karpet)
6/2/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
21:46:58 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag)
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6/2/2026 Ya Laki-laki | 18- | Pelajar/Mahasisw | >5.000.000 | 1.000.001 - Homeware (piring,
21:47:39 29 a 3.000.000 mangkuk, gelas, vas, botol,
karpet)
6/2/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
21:52:37 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/2/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 3.000.001 - 1.000.001 - Homeware (piring,
21:54:24 n 29 a 5.000.000 3.000.000 mangkuk, gelas, vas, botol,
karpet)
6/2/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - Souvenir (lilin, hand mirror,
22:02:51 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),
Clothes (baju, celana, dress),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/2/2026 Ya Perempua | 18- | Pegawai Swasta | >5.000.000 | 3.000.001- | Clothes (baju, celana, dress),
22:35:56 n 29 5.000.000 Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/2/2026 Ya Perempua | 18- | Pelajar/Mahasisw | < 1.000.000 | <1.000.000 | Souvenir (lilin, hand mirror,
23:02:27 n 29 a coaster, pouch, tote bag),
Clothes (baju, celana, dress),
Furniture (bamboo chair,
recycled plastic chair)
6/2/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | < 1.000.000 | < 1.000.000 | Clothes (baju, celana, dress)
23:49:13 n 29 a
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6/3/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - < 1.000.000 | Souvenir (lilin, hand mirror,
14:06:23 n 29 a 3.000.000 coaster, pouch, tote bag),
Clothes (baju, celana, dress),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet), Furniture (bamboo
chair, recycled plastic chair)
6/3/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | <1.000.000 | 3.000.001- | Souvenir (lilin, hand mirror,
14:48:59 n 29 a 5.000.000 coaster, pouch, tote bag)
6/3/2026 Ya Perempua | 18- | Pelajar/Mahasisw | 3.000.001 - 3.000.001 - Souvenir (lilin, hand mirror,
17:14:49 n 29 a 5.000.000 5.000.000 coaster, pouch, tote bag),
Clothes (baju, celana, dress)
6/3/2026 Ya Perempua | 18- | Pegawai Swasta | >5.000.000 | 3.000.001- | Clothes (baju, celana, dress),
17:44:00 n 29 5.000.000 Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/3/2026 Ya Perempua | 18 - Wirausaha 3.000.001 - 3.000.001 - Homeware (piring,
19:52:06 n 29 5.000.000 5.000.000 mangkuk, gelas, vas, botol,
karpet), Furniture (bamboo
chair, recycled plastic chair)
6/4/2026 Ya Perempua | 18- | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
9:57:14 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag)
6/5/2026 Ya Perempua | 18- | Pegawai Swasta 1.000.001 - < 1.000.000 Homeware (piring,
15:05:51 n 29 3.000.000 mangkuk, gelas, vas, botol,
karpet)
6/8/2026 Ya Perempua | 18- | Pelajar/Mahasisw | 3.000.001 - 3.000.001 - | Souvenir (lilin, hand mirror,
5:16:30 n 29 a 5.000.000 5.000.000 coaster, pouch, tote bag),

Clothes (baju, celana, dress)
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6/8/2026 Ya Perempua | 18- | Pelajar/Mahasisw | < 1.000.000 | < 1.000.000 | Clothes (baju, celana, dress)
5:33:49 n 29 a
6/8/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - Homeware (piring,
6:00:56 n 29 a 3.000.000 3.000.000 mangkuk, gelas, vas, botol,
karpet), Furniture (bamboo
chair, recycled plastic chair)
6/8/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - Homeware (piring,
6:23:20 n 29 a 3.000.000 3.000.000 mangkuk, gelas, vas, botol,
karpet)
6/8/2026 Ya Perempua | 18- | Pelajar/Mahasisw | 1.000.001- | < 1.000.000 Furniture (bamboo chair,
11:26:04 n 29 a 3.000.000 recycled plastic chair)
6/8/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - < 1.000.000 | Souvenir (lilin, hand mirror,
14:49:41 n 29 a 3.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/8/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | <1.000.000 | < 1.000.000 | Souvenir (lilin, hand mirror,
18:03:26 n 29 a coaster, pouch, tote bag)
6/8/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - Homeware (piring,
18:12:49 n 29 a 3.000.000 3.000.000 mangkuk, gelas, vas, botol,
karpet)
6/8/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
18:18:03 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag)
6/8/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
18:37:19 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),

Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
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6/8/2026 Ya Perempua | 18- | Pelajar/Mahasisw | >5.000.000 1.000.001 - | Souvenir (lilin, hand mirror,
19:10:07 n 29 a 3.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/8/2026 Ya Perempua | 18- | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Clothes (baju, celana, dress),
19:31:24 n 29 a 3.000.000 3.000.000 Furniture (bamboo chair,
recycled plastic chair)
6/8/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 3.000.001 - 1.000.001 - | Clothes (baju, celana, dress)
19:36:20 n 29 a 5.000.000 3.000.000
6/8/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
20:30:32 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/8/2026 Ya Perempua | 18- Lainnya 1.000.001 - 1.000.001 - | Clothes (baju, celana, dress)
20:32:12 n 29 3.000.000 3.000.000
6/8/2026 Ya Perempua | 18 - Freelance >5.000.000 | 3.000.001- | Souvenir (lilin, hand mirror,
20:32:39 n 29 5.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/8/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - Homeware (piring,
20:34:49 n 29 a 3.000.000 3.000.000 mangkuk, gelas, vas, botol,
karpet), Furniture (bamboo
chair, recycled plastic chair)
6/8/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
20:42:37 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag)
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6/8/2026 Ya Perempua | 18- | Pegawai Swasta | >5.000.000 | 3.000.001- | Souvenir (lilin, hand mirror,
20:45:00 n 29 5.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet), Furniture (bamboo
chair, recycled plastic chair)
6/8/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | < 1.000.000 | < 1.000.000 | Souvenir (lilin, hand mirror,
21:21:52 n 29 a coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/8/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 3.000.001 - 1.000.001 - Souvenir (lilin, hand mirror,
21:28:48 n 29 a 5.000.000 3.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet), Furniture (bamboo
chair, recycled plastic chair)
6/8/2026 Ya Laki-laki | 18 - Freelance 3.000.001 - 3.000.001 - Souvenir (lilin, hand mirror,
21:30:21 29 5.000.000 5.000.000 coaster, pouch, tote bag),
Clothes (baju, celana, dress)
6/8/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - < 1.000.000 | Souvenir (lilin, hand mirror,
21:32:07 n 29 a 3.000.000 coaster, pouch, tote bag)
6/8/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
21:57:09 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),

Clothes (baju, celana, dress),
Furniture (bamboo chair,
recycled plastic chair)
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6/8/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
23:49:46 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),
Clothes (baju, celana, dress),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
10:02:52 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),
Clothes (baju, celana, dress),
Furniture (bamboo chair,
recycled plastic chair)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | <1.000.000 < 1.000.000 | Souvenir (lilin, hand mirror,
10:10:21 n 29 a coaster, pouch, tote bag)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 3.000.001 - | Clothes (baju, celana, dress)
10:17:36 n 29 a 3.000.000 5.000.000
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
10:21:46 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | < 1.000.000 1.000.001 - | Souvenir (lilin, hand mirror,
10:24:13 n 29 a 3.000.000 coaster, pouch, tote bag)
6/9/2026 Ya Perempua | 18- | Pegawai Swasta | >5.000.000 | 3.000.001 - Homeware (piring,
10:31:41 n 29 5.000.000 mangkuk, gelas, vas, botol,
karpet), Furniture (bamboo
chair, recycled plastic chair)
6/9/2026 Ya Laki-laki | 18- | Pelajar/Mahasisw | 3.000.001 - 1.000.001 - | Clothes (baju, celana, dress),
10:32:55 29 a 5.000.000 3.000.000 Furniture (bamboo chair,
recycled plastic chair)
6/9/2026 Ya Perempua | 18- | Pelajar/Mahasisw | < 1.000.000 1.000.001 - | Souvenir (lilin, hand mirror,
10:34:03 n 29 a 3.000.000 coaster, pouch, tote bag)
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6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - < 1.000.000 | Souvenir (lilin, hand mirror,
10:36:24 n 29 a 3.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | < 1.000.000 | < 1.000.000 | Souvenir (lilin, hand mirror,
10:41:04 n 29 a coaster, pouch, tote bag)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Clothes (baju, celana, dress)
10:44:18 n 29 a 3.000.000 3.000.000
6/9/2026 Ya Perempua | 18- | Pelajar/Mahasisw | 1.000.001 - < 1.000.000 | Souvenir (lilin, hand mirror,
10:54:20 n 29 a 3.000.000 coaster, pouch, tote bag),
Clothes (baju, celana, dress),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
10:56:16 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
10:59:28 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
11:04:58 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),
Clothes (baju, celana, dress)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | <1.000.000 | < 1.000.000 | Clothes (baju, celana, dress),
11:09:09 n 29 a Homeware (piring,

mangkuk, gelas, vas, botol,
karpet)
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6/9/2026 Ya Laki-laki | 18- | Pelajar/Mahasisw | < 1.000.000 | 1.000.001 - Homeware (piring,
11:31:50 29 a 3.000.000 mangkuk, gelas, vas, botol,
karpet)
6/9/2026 Ya Perempua | 18 - Freelance 3.000.001 - 3.000.001 - | Souvenir (lilin, hand mirror,
11:31:55 n 29 5.000.000 5.000.000 coaster, pouch, tote bag)
6/9/2026 Ya Perempua | 18 - Wirausaha 3.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
11:35:39 n 29 5.000.000 3.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/9/2026 Ya Perempua | 18 - Wirausaha > 5.000.000 1.000.001 - | Souvenir (lilin, hand mirror,
11:36:26 n 29 3.000.000 coaster, pouch, tote bag)
6/9/2026 Ya Perempua | 18- | Pegawal Negeri 3.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
11:48:05 n 29 Sipil 5.000.000 3.000.000 coaster, pouch, tote bag)
6/9/2026 Ya Perempua | 18 - Freelance < 1.000.000 3.000.001 - | Souvenir (lilin, hand mirror,
11:59:11 n 29 5.000.000 coaster, pouch, tote bag)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
12:18:15 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 3.000.001 - 3.000.001 - | Souvenir (lilin, hand mirror,
12:24:41 n 29 a 5.000.000 5.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/9/2026 Ya Laki-laki | 18- | Pelajar/Mahasisw | < 1.000.000 | 3.000.001- | Souvenir (lilin, hand mirror,
12:32:06 29 a 5.000.000 coaster, pouch, tote bag),

Homeware (piring,
mangkuk, gelas, vas, botol,
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karpet), Furniture (bamboo
chair, recycled plastic chair)

6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - Furniture (bamboo chair,
12:34:27 n 29 a 3.000.000 3.000.000 recycled plastic chair),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
12:56:25 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - Furniture (bamboo chair,
12:59:16 n 29 a 3.000.000 3.000.000 recycled plastic chair),
Clothes (baju, celana, dress)
6/9/2026 Ya Laki-laki | 18 - | Pelajar/Mahasisw | >5.000.000 3.000.001 - Souvenir (lilin, hand mirror,
13:07:42 29 a 5.000.000 coaster, pouch, tote bag),
Clothes (baju, celana, dress),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet), Furniture (bamboo
chair, recycled plastic chair)
6/9/2026 Ya Perempua | 18- | Pegawai Negeri 3.000.001 - 1.000.001 - Homeware (piring,
13:10:59 n 29 Sipil 5.000.000 3.000.000 mangkuk, gelas, vas, botol,
karpet)
6/9/2026 Ya Perempua | 18- | Pelajar/Mahasisw | <1.000.000 | <1.000.000 | Clothes (baju, celana, dress)
13:25:44 n 29 a
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6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 3.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
13:45:48 n 29 a 5.000.000 3.000.000 coaster, pouch, tote bag)
6/9/2026 Ya Laki-laki | 18 - | Pelajar/Mahasisw | < 1.000.000 1.000.001 - Homeware (piring,
13:45:57 29 a 3.000.000 mangkuk, gelas, vas, botol,
karpet)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | <1.000.000 | < 1.000.000 | Souvenir (lilin, hand mirror,
13:55:52 n 29 a coaster, pouch, tote bag)
6/9/2026 Ya Laki-laki | 18- | Pegawai Swasta | >5.000.000 1.000.001 - | Clothes (baju, celana, dress),
13:58:08 29 3.000.000 Clothes (baju, celana, dress)
6/9/2026 Ya Perempua | 18- | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - Souvenir (lilin, hand mirror,
14:01:57 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),
Clothes (baju, celana, dress),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/9/2026 Ya Laki-laki | 18- | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - Souvenir (lilin, hand mirror,
14:.06:34 29 a 3.000.000 3.000.000 coaster, pouch, tote bag)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - < 1.000.000 | Souvenir (lilin, hand mirror,
14:37:36 n 29 a 3.000.000 coaster, pouch, tote bag),
Clothes (baju, celana, dress)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
14:43:19 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),

Clothes (baju, celana, dress),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet), Furniture (bamboo
chair, recycled plastic chair)
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6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
14:54:28 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/9/2026 Ya Laki-laki | 18- | Pelajar/Mahasisw | 3.000.001 - 3.000.001 - | Souvenir (lilin, hand mirror,
15:54:29 29 a 5.000.000 5.000.000 coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | < 1.000.000 | < 1.000.000 Homeware (piring,
16:19:25 n 29 a mangkuk, gelas, vas, botol,
karpet)
6/9/2026 Ya Perempua | 18- | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - Homeware (piring,
16:37:14 n 29 a 3.000.000 3.000.000 mangkuk, gelas, vas, botol,
karpet), Clothes (baju,
celana, dress), Furniture
(bamboo chair, recycled
plastic chair)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | < 1.000.000 1.000.001 - | Souvenir (lilin, hand mirror,
16:37:59 n 29 a 3.000.000 coaster, pouch, tote bag),
Furniture (bamboo chair,
recycled plastic chair)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
16:47:01 n 29 a 3.000.000 3.000.000 coaster, pouch, tote bag),
Clothes (baju, celana, dress)
6/9/2026 Ya Laki-laki | 18- | Pelajar/Mahasisw | 1.000.001 - 3.000.001 - | Souvenir (lilin, hand mirror,
17:01:20 29 a 3.000.000 5.000.000 coaster, pouch, tote bag),
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Clothes (baju, celana, dress),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet), Furniture (bamboo
chair, recycled plastic chair)
6/9/2026 Ya Perempua | 18- | Pegawai Swasta 1.000.001 - 1.000.001 - | Souvenir (lilin, hand mirror,
17:14:50 n 29 3.000.000 3.000.000 coaster, pouch, tote bag)
6/9/2026 Ya Perempua | 18 - | Pelajar/Mahasisw | >5.000.000 | >5.000.000 | Souvenir (lilin, hand mirror,
17:17:58 n 29 a coaster, pouch, tote bag),
Homeware (piring,
mangkuk, gelas, vas, botol,
karpet)
6/9/2026 Ya Laki-laki | 18 - | Pelajar/Mahasisw | 3.000.001 - 3.000.001 - | Souvenir (lilin, hand mirror,
17:22:20 29 a 5.000.000 5.000.000 coaster, pouch, tote bag)
6/9/2026 Ya Laki-laki | 18 - | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - Homeware (piring,
17:31:51 29 a 3.000.000 3.000.000 mangkuk, gelas, vas, botol,
karpet)
6/9/2026 Ya Laki-laki | 18- | Pelajar/Mahasisw | 1.000.001 - 1.000.001 - Furniture (bamboo chair,
17:51:47 29 a 3.000.000 3.000.000 recycled plastic chair)
6/9/2026 Ya Perempua | 18- Freelance 1.000.001 - 1.000.001 - Homeware (piring,
22:22:27 n 29 3.000.000 3.000.000 mangkuk, gelas, vas, botol,
karpet)
SM|SM | SM | SM | SM | SM ? ? ? ? DE DE |DE|DE|DE| CS | CS | CS | CS |SP|SP|SP|SP
Ul | U2 | U3 | U4 | U5 | U6 112134 R1| R2 | R3| R4 | R5 |PALl |PA2 |PA3|PA4 |11 |12 |13 | 14
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Lampiran 4. SmartPLS

Construct Reliability and Validity

I
| =] Matrix |{i% Cronbach's Alpha }i:_é: rho_& 1;}._' Composite Reliability };j.: Average Variance Extracted (..
|
Cronbach's Al.. rho_A Composite Rel...  Average Yarian...
C5PA 0.757 0.759 0.845 0.578
DER 0.766 0.767 0.842 0.5317
5l 0.703 0.704 0.818 0.529
SMU 0.769 0.774 0.844 0.520
SPI 0.713 0.723 0.822 0.537
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SPI
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5P

0.744
0.755
0.653

0.774
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Discriminant Validity

| =] Fornell-Larcker Criteri... || ] Crossloadings ||| Heterotrait-Monotrait R... ii_‘é_' Heterotrait-Monotrait R...

CSPA DER 5l SMU 5P
C5PAT 0,746 0.538 0.457 0477 0,504
C5PAZ 0.774 0.644 0.516 0.461 0.534
CSPA3S 0.753 0.568 0.449 0.514 0371
C5PA4 0.766 0.595 0.528 0.579 0.481
DERA 0.531 0.690 0.4 0.494 0.537
DER2 0.601 0.713 0.442 0.403 0.600
DER3 0.596 0.685 0.432 0.506 0.528
DER4 0.538 0.766 0.5 0.563 0.578
DERS 0.508 0.739 0.4e0 0341 0.534
5N 0413 0.443 0.734 0.498 0.500
512 0.447 0.446 0.756 0.457 0.452
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Discriminant Validity

Fornell-Larcker Criteri... || =
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Model_Fit
| FitSummary ||| rmsTheta
Saturated Model  Estimated Ma...
SRMR 0.078 0.079
d_ULS 1.521 1.560
d_G 0.530 0.538
Chi-5quare 587.18 592.902
NF 0.704 0.701

Path Coefficients

[Z] Mean, STDEY, T-Values, P-‘u’a?ﬂj Confidence Intervals | [=| Confidence Intervals Bias C... | | =] Samples
Original 5ampl.. 5ample Mean (... Standard Devia.. T Statistics {|0... P Values
| CSPA-> 5P| -0.074 -0.073 0.084 0.330 0.379
DER -> CSPA 0.598 0.599 0.083 7194 0.000
DER -> & 0.333 0333 0.097 3.440 0.001
DER -» SPI 0.552 0.548 0.087 6,366 0.000
§1-> SPI 0.206 0.213 0.071 2333 0.004
SMU - CSPA 0.231 0.243 0.083 2.363 0.004
SMU > 5l 0.442 044 0.005 4673 0.000
SMU == SPI 0.211 0.205 0.082 2584 0.010
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Abstract: This study mmvestigates how social media exposure shapes young adults’ attitedes
and infentions toward sustainable products in Kuwait—a high-income, oil-dependent con-
text undergoing a digital and cultural shift. Integrating the Theory of Planned Behavior
(TFB) and the Elaboration Likelihood hModel (ELM), the research explores the mediat-
in.g robes of environmental n.'-.:-pnn:si.bi.]il}:, social influence, and comsumer attibudes in the
formabion of sustainable purchase intentions. Data woere collected via an online survey
of 702 respondents aged 15-30 and analyzed wsing structural equation modeling (SEM).
The findings reveal that social media usage significantly influences sustainable purchase
intention, social inflwence, and consumer athtudes. Environmental n'.kpnn.'sibdlil}' emeTges
as a key driver of both attitedinal and normative pathways. Notably, the study finds no
direct link bebween conswmer attitude and intention, highlighting a persistent attitude—
behavior gap. The results offer theoretical insights into digital persuasson and normative
influence while prividing practical guidance for marketers and policy makers promoting
!l.l:ﬂ.ni.nabi]il'y i djgltn“y'c\cmedud,mr'l\l'ﬁnm societies.

Keywords: sustainable consumption; social media; young adults; TPB; ELM; Kuwait;
structural squation modeling

1. Introduction

The i.nl:r\ea:u'ng urgency of environmental c]\allengtw—indud'ing climatbe chanﬁ\e.. re-
SCRITCE dep|eﬁ|:u1,, and nu.n]ngi:a] dEEradali.u:ln—luﬁ ]:||.1xi1:i|:||w|:| sustainable n:lnm.un]:!ti.q:ln
&% A Pressing concern for scholars, Pﬁ|i|::,.-ma.kers. and practiticaers alike [1,2]. Armnarg
WAL d.emusmpl'l.il: BT, pOung adults have emrrﬂed as particularly salient schors in
sdvancing sustainability agendas [3]. Their heightened awareness of envirenmental issues,
coupled with their dagital natavity, renders them bath responsive ke and mfluential within
sustainability-related discourses. In parallel, the ubiquity of social media platforms has
reconfigured the L:nd.m.'ape af consumer engagement b}- F.::i]i.L:ti.nE real-time information
Hharinﬁ. peer intluence, and value-based expl\exxi.ﬂm. Social media, therefore, Tepresents
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a powerful context through which pro-envirenmental attitudes and behaviors may be
shaped [1-6].

While prior research has recognized these dynamics, empirscal studies in non-Western
or culturally distinet settings, such as Kuwait, remain limited [7]. The extent to which such
mechanisms operate in m:lcin—mm.sm:i:a]ly and cu|h|.m|l}' distinct settings remains unders-
Exp]l:lmd. Kuwait presents a unigue and underexamined context in this regard. As a high-
incorne, oil-dependent sconomy undergoing rapid urbanization, Kuwait is characterized
by entrenched consumerist norms and significant sustainability challenges [5,9]. Nonethe-
less, a Ermv'mg 25!1151! o the }'uu.'ll'l pu]:mlaﬁcn 1% dl:mimsl:ml:inﬁ increased r\e:r']:!tivil}-
In-mvi'mnmmtall}r mpnrmble practices, often mediated through diEi.I:al PInH:wms [, 10].
The extent to which this shift translates imbo attitudinal change and behavioral intention,
particularly in response to sustainabiliby-related content encountered online, warrants
sysbemabic investigation.

Moreover, there i limited empirical evidence on the mechanisms through which
social media exposure influences sustainable attibudes and intentions. Social influence,
enviraanmental rupuuﬂ:i]i.{]-, and corsumer evaluations of p'mdl.u:I attribastes are pnllml:ia]
miediators that merit closer theoretical and empirical scruting. Understanding the interplay
among these constructs is essential for advancing a more refined account of how digital
commumnication influences pro-envirenmental behavior.

This sh.ld]- addresses these Eal“'h]' investigating the impact of sincial media ENpELTE
on young: adults’ athitudes foward sustainable products in Kuwait. Drawing upon the
Theory of Planned Behavior [11] and the Elaboration Likelihood Meded [12,13], the study
examines how 1&:}- ps:,u.'hulusi.mlcurmhuch mediate the rdal'i.m'd'lip between di.Eifal -
gagement and sustainable purchase intentions. Contextualizing these dynamics within a
Ciulf state sething, the nesearch contributes to the broader literature on sustainability com-
munication, extending its applicability o non-Western, digitally sntegrated societses. The
findings aim o offer theoretically grounded and conbext-sensitive inesights with implications
for both academic inquiry and sustainability-oriented marketing strabegies.

2. Literature Keview and Hypotheses Development
2.7 Theoretical Foemdation: Integrating the Theary of Plawwed Schawior ard the Elaboration
Likefilrood Maodel

Torunderstand how young adults in Kuwait form atbtudes toward sustainable prod-
ucts through social media, this study integrates two complementary theonetical frame-
warks: the Theory of Planned Behavigr (TPB) [11] and the Elaboration Likelibood bisdel
(ELM} [13).

The TPB has been e.xh:n.ivdy apf]:!!iud 13 Fru‘lil:l‘ mh'irnnmunl‘n]l}- relevant behav-
iors. It posits that an individual's behavioral intention is influenced by three constrcts:
attitude toward the behavior, subjective norms, and perceived behavioral control. This
model provides a rebust framework ko examine how favorable attitudes, normative pres-
sure, and Pmunal :ﬂ:imq.- :nlle:ti.'.nel}- influence the decision to engage in sustainable
consumption [14]. In this study, TPE helps explain the motivational underpinnings of sus-
tainable purchase intention, particularly by examining how social influence, attitudes, and
internal responsabiliby drive intengion.

However, the TFPB alome does not Ful|}r capture the informaticonal d.:rna:rl.icx of social
miedia environments, where wsers are exposed ke vast streams of conbent varying in quality,
depth, and credibility. Here, the ELM adds conceptual richness. According to ELM, mdivid-
uals process Pl:rsu.axiw.- information via two routes: the central route, where l|'||.-_3,I enKaEL*:in
lhsmghtf‘ul consideration of argumenits, and the Fer.il:rhuraJ moute, where ml:rerf:il:i.al s
like: source attractivensss or message repetition shape attitudes [13]. Social media content
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may activate both reutes, depending on the consumer's imvalvement, perceived credibility
of the sovree, and relevance of the message I]=,1n|.

The integration of TPB and ELM thus provides a comprebensive framewaork: TPB
accounts for motivational and normative components of behavior, while ELM addresses
b digital content influences cognition and attitude formation. This combination is
Fﬂl’li.i.‘l.ll.'!l":f’ relevant Bm'ym.ma adults in Kuwait, who are si.mqua:rmmsl}- influenced Iry peer
nerrms and saturated with persuasive environmental content through secial media [17,15].
Linking these perspectives, this study aims to illuminate how social media influences
sustainable p1.|r|:|1.'n.'ne intembion.

2.2 Social Madin Lsage

Social media offers interactive environments where users engage with sustainability-
related content, observe peer behaviors, and form beliefs Hnn:lugh digitaJ n‘bm'}-l'l.-llinﬁ.
influsencer endorsements, and visual campaigns [17,20]. Such Flal:ﬁi:lrrnx Pla}r an important
role in franslating environmental awareness into behavioral intention by shaping values
anid efering madels for sustainable consumption. Prior studies demonstrate that exposuns
o green messages on social media can increase environmental concern and w:iUlnEnm o
purchase eco-friendly products [4,21].

Monetheless, the direct influence of social media usage on sustainable purchase inten-
taon has: been debated. While some argue that exposure abne may not result in behavioral
change unless accompanied by motivation or social pressure [22], others highlight the
role of emotional resonance and repeated exposure in strengthening commitment [23]. In
this study, social media usage is conceptualized as a combination of active engapement
{e-g., sharing content} and passive exposure (e.g., viewing posts), both of which can shape
behavioral intention. Thus, we F'ru]:nseﬂ'l: fn[lnw:inﬁ hypulhuis:

HI: Social nwdin wsage posiftoely mflueoes sushrinable prrchise intemtion.

Social media not -:snl}- informs bt also a'rrrpliﬁcs social norms. T]'IEI:II.I.HH likes, shares,
and influencer advacacy, these platforms signal what behaviors ane socially desirable. The
“social proof” embedded in these signals fosters normative pressure, especially among
youny, adults who are sensitive to peer approval [24]. In collechivist-leaning societies like
Kuwait, such cues may exert stronger inflsence, creating environments in which sustainable
behaviors are mare likely bo be internalized and enacted [25,24].

Moreover, the comvergence of digital identity and peer influence creates o context
where individuals model their values in line with Pcn:l:i.v:d group uxped:aliunx. Thus,
social media usage contributes to the construction and reinforcement of social influence
around sastainability. Therefore, the following by pothesis emerges:

H2: Secial nwdie nm}&rpd-hhbﬂy |'r1_|']m'|u1'.\ sociil orfudinee.

Social media enables both cognitive and affective processing of information—ideal
conditions for attitude formation.  Through the central route, users may scrutiniee
:ﬂ.l.sdainabi]i.l::(-n.-htu:l claims, such as a Pn:ldul:t'n environmental :impad qar :mp]:!l:( chain
transparency. '.I'.hruush the Periphl:ral roarte, attitudes may form based on wsuaJl:.r a.]:!Fln:l-
ing content, trusted imfluencers, or repeated exposure [13,27].

Studies have shiwn that exposure to environmentally themed content online leads to
more favorable evaluations of green pmdu:bs. Parl:i:u]:u'l:( wihen messages ane ]:u:rmm.a"}r
relevant and credible [28,29]. Ammdlnﬁl:.r. regular social media engagement with sustain-
ability narratives is likely to strengthen pro-sustyinability attitudes. Thus, we hypothesize:
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H3: Sociel nedie usege pesitively inflaerces conswneer sustamable purdnise atbitade,

2.3 Drive for Enviroemenial Besponsibility

Environmental I'I:ﬂPi:lI'IHi.biJi.t:f’ reflects a person’s internalized sense of ﬂb\.lllﬁlﬁl:ﬂ'l. to
act in ways that protect and Preserve the: natural environment. 1t is Hhaprd h}remnti.ima]
affinity bvward nature [3], binspheric values [31], and self-identity alignment with pro-
enwironmental roles [32]. Individuals whao perceive themselves as morally accountable for
environmental outcomes are more likely to engage in behaviors that are consistent with
this self-concept, such as supporting sustainable products [13].

In EMETRIng SCOnHmies like Euwait, whens r:a;ulabm'}' merchanisms around sustainabil-
ity remiain limited, environmental responsibility may operate as @ critical internal driver
of sustainable consumption [54]. [t serves not only to guide individual attitudes bt also
In]:s'ilim'm: lu!lz'i.rlnl:rili.ly Pral:ﬁcu within omes social cirches. That ix, individuals with
EL T environmental rq:nmil:ri]il‘)r are Mo liJu:[J.' b EXpTESS and anrbe these values,
pestentially influencing the behaviors and expectations of those arcund them. This aligns
with research sugpesting that moral conviction often translates into advecacy, thereby
reinborcing perceived social norms [35].

Furthermore, those with & strong drive for envirenmental responsibility are more
receptive o mlla'i.mbilily Tssing and tend tor evaluate sustinable Puudu:ts fali e
h\r\u‘mH}-. Such individuals are also maore Iibel}r tis act an their attitudes, as their intention
is underpinned by value congruence and emotional commitment. Based on this reasoning,

we propose the following hypotheses:
Hi: Diviee for exvvimmnerti! respovustbity posshively enfhoemces: o birialle parchitse ahithude.

HE: Dwine for environmendal resporesibility posihoely onfluences sustamable purchne interbion.

Hé: [hrrve fur envtrarmeental resporesibality posihieely onfliences soeial ogffience

@ d

2. Comzanmer Aftitades ond Sustatnable Purctuse Intention

Aftitudes toward sustainable products reflect consumess' evaluative judgments about
the desirability and 1.|l:||'i|}' of green alternatives. According to TI'B, tavarable attitudes
increase the likelibood of intention formation [11]. These attitudes are shaped by belieds
about product quality, ethical value, and personal relevance [36-38].

While past studies have identified a gap between attitude and behavier, itis argued thatin
value-cnngrl.m'l{ satuations, such as when consumers 1.|:|.:|'rli.["|,r A% ﬂ'ru'in:lm:rm'rlau:r rrspumub]r.
attitucies ane miore Fmdi.di.\'lz of intention [34,17). This suggests that an—.*lﬂhi!‘ub:il.ﬂ}' attitudes,
wiem reanforoed h‘}' aribermal rq:uﬁi'bciﬁt:( o noEmz Hve pressme, coa :iEnLFlcantl}r influwence
mnitentions. Thenefore, we ane investigating the folkowing hypothesis:

HT: Comsumer susttmahle perchase attibide posioely imfJuences suskinable prrchizse intention.

2.5 Soctal Influence and Sustainable Purchase Intenfion

Subjlecl:ive marms, as concepiualized in TPB, refer to the perceived expectations of
significant others. [n social media envirenments, thess expectations ane hyper-visible and
often shaped by influential figures, peers, and online communities [14]. When sustaimability
% Fm'tra}-rd. as a mrmative behavior, individuals are more |iJu.-|y bix ﬂJi.ETI their intentions
sccordingly [11]. This effect may be particulady strong in transitional socseties like Kuwait,
where traditional norms coexist with modemn, disita]l:.r miediated influences. As such,
the perceived social acceptability of sustainable consumption may act as a critical bridge
between exposure and behavicor. Thus, we ssek to explore the following hypothesis

170



Satabsilviity DO2E, 17, 4442

Sal 19

HE: Sccial influsnce positively imflueences sushiineble perchnse iefendion.

Figure 1 presents the hypothesized model.

Lanal mfluence
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Figure 1. Hypothesized midel.

3. Methodology
3.1, Research Design

This stud}r ailn]:l::d a cres-sectional qumtl'i.la'l:ive ressearch |:|=n'5r|.. which iz aﬂjpnnpu'i.:be
for examining relationships among, constructs at a single point in Gme [4243]. While
ks apprmch o nod allow for uxbb]ﬂ'l'ng causal inferences, it is wi.dl:ly m:l:\eplrd foor
sdentifying associative relationships and explaining behavioral patterns across population
segments [44]. Given the aim of this rescarch—to investigate bow social media usage
inflsences young adults” attitedes and intentions toward sustainable products in Kowait—
this design offers both feasibility and analytical robustness.

A survey method was selected due toits cfﬁ:irm:}- in I:DI.I.BCfI'IH standardized data
from a relatively large and demographically diverse sample, which i essential for enabling
generalizability and valid stabistical inference [15]. The survey instrument was struchared

fo caphure :|'|11.1|1:|P]|: latent constructs central fo the theoretical Framework.

3.2 Sanrpling Stndegy

The target population comprised young adults aged 18 to30 years living in Kuwait,
a sepment identified as both highly active on social media and increasingly responsive
o cnvirnmental concerns [24,46). According to national demographic estimates, this
group represents approximately 900000 individuals [47]. The required sample siee was
determined using Cochran's formula for large populations:

Fuwpw (1—
.

Assuming a 95% confidence level (& = 1.96), an estimated population proportion
of (1.5, and a margin of error () of 3.7%, the target sample size was calculated to be
2 :I'I:ﬁPl:lI'ldEl‘lhﬁ, which i well above the =400 minimum recommended for struc-
tural equation madelling [15]. Due to the absence of a comprehensive sampling frame, a
mm-Pn:babiEl}- nampli:rlﬁ strategy was rmph!}rud, cumbininﬁ convenience amd smowhall
sampling methaods [19]. Initial respomdents wese drawn from academic institutions, youth
networks, and professional circles, after which they were encouraged to share the survey
within their social networks, While this appﬂn:h introduces F-nlenl:ia] limitations in terms
of representativensss, it is widely accepted in behaviosal studses where the sampling frame
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is diffuse. Efforts were made to ensure a degree of demographic variation to support
amalytical generalizability. Given the non-probabilistic nature of our sampling, this study is
EIPJ!IE.!IIJF_!.' and seeks o ldml:if}- emerging r\e|:||:i|:|r|.-1|1.|pﬁ aming Fm}'l:l'll:ll.d:lg‘l:ﬂ] and behav-
ioral constructs related to sustainable consumption among young Kuwaiti sdults, rather

than making claims of generalizability to the national population.

3.3, Db Collection

Dt weere collescted through an onlbine survey distributed via Google Forms, targeting
Pnpul:u' social media channels in Kuwait, :I'Iﬂ.‘l'l'l.ll}l’ [nxtagn:m,, Twitber [X], and Whabﬂ.‘\.]:!p.
This mode of distribution was selected to reflect the digital media consumption habits
of the target demographic and to support efficient data capture |50]. Participants were
Pu'uvi.ded with an information shest and consent form at the Iu.-EilminE of the survey. The
form outlined the study’s purpose, data confidentiality procedures, and the voluntary
nature of partscipation. Only individuals who explicitly agreed to thess terms were able to
Pu'un:ed, in accordance with ethical Euidn]inu for social research [42].

Thee nstrument comprised 23 items measuring five cote constructs: social media wsage,
social influence, drive for environmental responsibility, consumer sustainsble purchase
attitude, and sustainable |'.I1.|r|:|1.'n.'ne infembon.

Tev ensure clarity and relevance in the Kuwaiti context, the instrument underwent
translation and back-translation bebween English and Arabic by twe independent bilimgual
experts [51]. An expert panel review was also conducted with five academics in marketing,
sustainability, and cros-cultural consumer behavior to confirm content validity, A pilot
!Iudy was carried out with 50 participants to evaluate lEI.‘il]:!'i.]i.l‘,’ and ibem P:rﬁrrmm:l:.
All subscales achieved Cronbach’s a]FJ'm wvalwes above 0.70, :lenlmu‘hnl:ing aocep‘table
infermal consistency. Specifically. social media wage (0.77), social influence [(L83), drive
for environmental responsibility (0.79), consumer sustainable purchase atbtude (088), and
sustainable purchase intention {(1.85).

34 Meranres

The study L-m'PI.cryL'd validated measurement scales ad.upbed from established liter-
ature to assess key constructs, with all items measured on a 7-point Likert seale ranging
from 1 = strongly disagree bo 7 = strongly agree. Social media wsage itemes were adapied
from Arora, Rana, and Frashar [46] and Haijli [19], capturing the role of online engage-
ment in influencing sustainable behavior. Subjective norms, as outlined in the Theory
of Planned Behavior, were -:rpl.vra.l'in:mlizud thn:rugh the socal mfluence construct. This
was measuged using items adapied from [11] and supported by empirical studies [14,446],
which assess perceptions of peer expectations, conformity pressures, and influence from
!i@iiﬁc.:nt others msa.rdi.nﬁ sustainable purchasing. Urive for environmental l\ves&]:u:lr|.1:i|:|iJi.|:_3,I
items were sdapted from werks focusing on envirenmental self-identity and emotional
involvement with mature [20-33,52]. Attitude was operationalized as consumer sustainable
P'urd\a.-u.- attitude, measured minﬁ items a.daplrd from Chan I.’in]_. Griskevicius, Griske-
vicius, Tybur and Van den Bergh [37], Mostata Mostata [39), and Roberts Roberts [53].
These items capture respondents” evaluative udgments regarding the environmental value,
effectiveness, and ]:!Er!una.l signiﬁl:a.n:b of sustainable Pu'ndu:m. Lasl:|}-_. sustainable pur-
chase intention items were adapted from Chan [36], Dsouza, et al. [54]. Kumar Kumar and
Ghodeswar [55], and Mguyen Mguven, et al. [56], reflecting deliberate and informed choices
torward mvin:lnmema”}' ﬁiendl}' |:|u'udu.u:bs All measures are available in A.Ppend.ix A,

3.5 Db Anabiiz

[ Fata anal}rn:ix weas conducted in two stages. First, |.-|:n.1|‘L||'r|:|=||b|:lrl!.I factor anal:(xix I:CF.ﬁ.:I
was employed to assess the measurement madel, The goal was to verify comvengent and
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discriminant validity amaong the latent constructs. Key it indices, such as the comparative
fit imedes (CFLY, oot mean squuare error of approsimation (RMSEA), and standardized root
mean square residual (SRME), were evaluated using recommended threshalds [45].

Second, structural equation maodeling (SEM) was used ko test the hypothesized relation-
ships between constructs [57,58]. SEM is particularly well-suited for complex behavioral
musdels as it Hi.mull:ann:u.lsly accounts for measurement error and estimates direct and
indirect relationships amang variables [59]. All amalyses wene conducted wsing SPS5 28 for
preliminary statistics and AMOS 26 for model estimation and path analysis.

4. Results and Analysis

Table 1 rz]:rn:m'lh the dmmgmplﬁr characterisdices of the mxpum:lentx. HEhlighﬁnE
h::,r attributes such =s Euﬂer.. age, occupation, and nul:iunali.l:}r. The nmn]:!le consists of
TU2 respondents, with a slight majority beirg mabe (56.7%) and the rest female (43.3%). The
largest age group falls within the 24-26 years range (43%), followed by 18-20 years (29.6%)
anad 21-23 years (27.2%), reflecting a predominantly young adult population. Occupation-wise,
miore tham half of the respondents are employees (57 8%}, whilie 42.2% ane students, supggesting
d.'i\!n'ii:r hipmtfu.:imul engagement. In ther conbext of nationaliby, Kuwaiti nationals make up
the majority (59%), with non-Euwaitis comprising 41%. This demographic composition is
critical for understanding the contexct of the shedy, as varisbons in gendes, age, scoupation, or
nationality may influeme: responses and Hhe E:n.l:uli.ﬂhililyufwr ﬁw:llv

Table 1. Dempgraphic characteristics of respondents.

Characteristics 5 wl i lﬂ“l;#
Mlale 398 56.7
Cender Female o 133
Tevtal o2 a0
1820 vears 208 e
21-23 yvears 191 72
Age 24-26 years oz 50
Teovtal, e 100
Employes 406 ITe
Ocupation Student 2196 42.2
Tevtal o2 100
Kuwaiti 414 .0
Maticmality Bon-Kuwaiti 258 41.0
Tovtal o2 100

The most common social media channels used b:r the Pﬂl‘ﬁl:i.]:!ﬂ!‘l.‘bﬁ. as% indicabed on the
survey: Instagram was the most c:m'l.rm:lnl:r sl Pla.tfm'm.. well ahead of ﬁﬁnpl:hat. and
Twitter. Facebook and Linked In were less popular. By dodng so, we utilize the platborm-
:spe:il:ic um:lersl:anrli:ng to better understand the effects af exposure bo social media on
attitudes towards sustainable products.

Table 2 displays the descriptive analysis for five factors, such as social media usage
I:EMIJ:l. social influence DSH. drive for environmental rl:e:pt:lnxil:dli.{}r (DFER), consumer
sustainable purchase attitude (CSPA), and sustainable purchase intention (SP1), segmented
by gender, occupation, and nationality, which were obtained by the statistical package tor
social sciemce [SI’EEL f_'nmp-smitb spores bor each construct were caleulated b}- avEmEi.nE
the respomses across their respective Likertscale items. These composite values were
used for the deseriptive analysis and reporting of means and standard deviations in
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Table . Across all factors, variations are observed based on these demagraphic groups.
Female employees (both Kuwaiti and Mon-Kuwaiti) tend to scone slightly higher om socal
media usage (mean = S0: 3.16 £ (069 and 303 £ (.54, respectively) compared to male
I.':I'I.'IPJI.'I}'\EH. while make rmplu:iy-au showr nlighﬂ:( highcr soires bor GP1 amng Mon-Kuwaitis
(mean + 5[ 3.05 £ (0.73). Female students, Ex]:u.*naJl:r Kuwaiti, dixl:r]a:( l'llEl'lEr means bar
SMLY (313 £ [U66) and S1 (316 £ 0.70). Interestingly, mabe students (Non-Kawaiti) show
a higher DFER (314 £ 0.70) and consumer sustainable purchase attitude (317 £ 0.73).
These findings highlight differences in sustainable behavior and attitudes influenced by
gﬂ'u:lcr.. nn:l.lpuhnn, and naﬁm\uli.{}l; nﬂ:r.inﬁ valuahle inxiﬁhhﬂ for I:a.'rEEh:d stratl:-s;im n
sustainability-related interventions.

Table 2. Dt'scri.ptiw- skatetics of fivwe fackors by gender, I:i.‘l.'l.‘)ﬂ:lm and naticnality.

O S astainabl
Sacial Media o S Delxe el s
E Sacial Purchase
Pactod Laige Responsibility  Purchase Atitde Intention
Keam = SD BMean + 5D Meam + SD Mean + 5D Mean = SD
Female Emplovee
Kuwaiti ERES L 37 £+ 0&7 306 =076 37 0§ 312 + 070
Blon-Ruwait 303 =054 300+ 078 309 = 059 2884071 30 + 0es
Femaale Student
Kuwait 313 = ek ETEESE ] ERT ] 307 £ 0% 10 + 075
Mon-Kuwarth 280 = 057 307 £ 08 309 = 057 305 +£07 200 4 1ET
Male Emploves
Kuwaiti im =07 298 & 08 306 = .81 34 £+ E2 A £ 082
Blon-Kuwaith 313 = 0ed 108 £ 0ée 303 = ek G405 £ 073 108 & 070
Pelale Student
Fuwaiti 302 = s 9] £ 073 2.0 = ka7 A2 £ 073 208 & (.84
M- Kuwaity 292 = (el 304 £ 050 3.05 = (.57 317 £073 2500+ .81

Preliminary diagnostics were conducted in SPSS prior to SEM estimation. Skewness
and kurfosis values were within £2, indicating acceptable univariate normality, and the
large sample sie supports approsimate normality based on the Central Limit Theorem.
WIF values were below 3, .'\ﬂ.IEEL‘ﬁti.'nK no |1'||.|.|l:u:\|:-|]i.1wa1'i.l'y' concerns. Mahalamobis distance
revealed no signiticant multivariate outliers.

In order to obtain the r|:|.:|:i.¢mxh:||:| between factors, we 'PL-q'iurmud the Pearson's
correlation analysis between five factors: social media usage, social influence, drive for
environmental responsibility, consumer sustainable purchase attitude, and sustainable
Purdu!e intention, as shown in Table 2. All correlations m:hﬁsl:u:a]l:( xigniﬁcanl: at the
0,01 lewed, irl.dil:a.tinx mnn.ingf-ul m|ati.1:lnxhip5 among the factors. The Hl'l\l:ll'luﬂt correla-
tion is ebserved between socal media wsage and drive for envicenmental responsibility
(r = {L.257), suggesting that increased engagement with social media is closely associated
with a higher drive for envirenmental responsability. Social influence abse shows moderate
correlations with drive for envionmental responsibility {r = 0.224) and consumer sustain-
able purchase attihede {r = 0.259). Meanwhile, sustsinable purchase intention is maderately
correlated with social media usage {r = 0.232) and Drive for environmental n.-x]:mnxihdlit}r
(r = 0.220), emphasizing their role in shaping sustainable purchasing behavior, Overall,
the data confirm the inferconmectednes of these factors in promaoting sustainable practices
and attibudes.
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Table 3. Crass-correlation betwesn five factars
Piearson’s Correlation Belwesn Fackors 1 2 3 4 5
1-Smaal media usage 1 Libe i 297 = 0205 = [ e
TSowaal indlueses .5 1 L2324 = nasg = 191 %
3-Drive for enviconmenkil mespensibadiy 97 1234 ™ 1 015l [ |
4L [ inable punchase aiiiude I *2 1153 = [ 1 157 %
ESslainable purdaee sriemtion 3z LiRG) 230 = Qs = 1

= Correlalicn is signidicant at the 101 kevel {iwo-talad).

4.1 Comfirmatory Fackor Awalysia

The confirmatory factor analysis (CFA) model obtained using AMOS was employed to
valsdate the relationships between the observed variables {indicators) and their respective
latent fackors: social influence, drve for enyvironmental responsibility, sustyinable purchase
inbention, consumer sustainakble Fmtha.l: attitude, and social media usage. CFA is a critical
step in estimating the meas. t mndel in order o test 2 priori hypotheses regarding
the relations between observed and latent varables. Lange values of the f-test confirm that
factor ]L\ﬂdi'np in the CFA model are ngrl.iﬁﬂnl: {p = DU001). T s h.igh lua.dirlux indicate
that the rdalic:rl.'lhip between each observed indicator and ats respective factor is both
strong and positive. Table 4 represents the factor loadings from the estimated CFA madel
for five key factors. The estimated CEA model network is also shown in Figare 7

Table 4. Loading of the estirmated CEA midel.

Factors Imdicators Estimate EE t=Test P-Value
£l BT (200 4081 t
L g3 L.746 m193 1876 t
Social mfluence P 1.000
&N 0714 n195 151 e
DFERS axr n212 1.500 -t
OFER4 942 22T 4144 -t
Drrmve for envircnmental responsibality LDFERS 1.000
DFEER2 MR15 maid 1813 -t
OFERL (LRS5O [Eled 1Y 1044 -t
&Pl 1.000
SPL2 L851 241 1533 e
Sustainable purchase intenbon P 0,781 B33 3953 _
SP14 [ 244 <y e
CSPRTY L856 21t 4084 -t
. . CSPR2 1.957 [l ] 1314 -t
Consumer sustainable purchase attibode CIPRL 1.000
CSPR4 L7105 1T 1580 -t
shills .88 m228 15933 e
ShiLIS 1.738 (204 1534 et
. shilld LT8O 244 4155 =
Social media usage AL 1,000
shaL2 1940 0234 4020 =
shaLl 1012 243 4165 e

2 Correlation is signifzant ab the D1 level {Bo-tailad).
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Figure 2. CFA estimated model of five factors.
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Table 5 displays the fit indices for the CEA fitted model, offering a comprehensive
evaluation of how well the model represents the data. The CMIN value of 260.432, along
with DF (219), reflects the m'uall fit, although the chi-square statistic is generally interpreted
alongside other indices. The x /dl = 1.189, which is within the excellent range of 1 to 3,
suggests a strong model fit. The comparative fit index (CF1), at 0.902, i deemed acceptable
since it is above the threshold of 0.95, though a value greater than 095 would indicate an
even better fit. The standardized root mean square residual (SRMR) value of 0.035 and root
mean square error of approxamation (RMSEA) of 0.016 both fall well below their respective
thresholds (0.08 and 0.06), indicating an excellent fit of the model to the data. Lastly, the
PClose value of 1.000 is ideal, indicating that the model’s fit is highly probable. Overall,
these indices collectively suggest that the CEA model fits the data well, with most measures
indicating an excellent or acceptable fit [45].

Table 5. CFA model fit measures.
Measure Estimate Threshold Interpretation
CMIN 260432 - -
DF 219.000 - -
CMIN/DF 1.189 Between 1 and 3 Excellent
CFl 0902 >0.95 Acceptable
SRMR 0.035 <0.08 Excellent
RMSEA 0016 <0.06 Excellent
PClose 1.0 >0.05 Excellent
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4.2, Hypobheses Test Residis

To examine the relationships proposed in the conceptual model, SEM was conducted.
Table & summarizes the estimated path coefficients, standard errors, Fvalues, and signifi-
cance levels for each hy]:!ul:hl:-xi.t:d mlati.imship.

Table 6. Estimated paths of the SEM model.

Oubenme

Variables Predictor Yariables Estimate  S.E fTest  pANalue  Hypolheses Cutcome
I red

g linflaence %ﬁ:;:d;;‘av " 114 LT 4.184 F2 Supported
resibii L1886 [.0EE 5748 Los Fi4 Supporhed

Caorsumer D"“:;;‘;m“l 111 LOXS o8 i n Supparted

taimnakbl i

e ude  Social media usage 0154 DO 4906 . H3 Supparted

F Social mnflurnoe 114 s ETE (K1 1 Es Supported

Sustamable Consumer sustainable 0061 o7 1450 BreT e Reiected

purchase intention  purchase attitwde

social media usage 11y (s 4247 e H1 Supported
Dirive foor enviranmeental

respansibiliby

114 LT 4.154 - H5 Supporhed

sk Livel of sigralicanes ** [ < 0001,

H1: Social media usage was found to significantly mfluence sustainable purchase
intention {{ = 0117, t = 4247, p < (01), supporting the hypothesis.

HZ: Social influence had a significant positive effect on social media usage (B = (0114,
t=d.184, p = 0.001), providing support for H2.

H3: Social media wape ptmti.v:ly influenced consumer sustainable purd\ase attitude
(B =015, F = 4.5906, p< (L0 ), ::u.FPm'l'irﬁHJ\.

H: Drive for envirenmental responsability significantly mfluenced consumer sustain-
able purchase attitude ([ = 0.111, ¢ = 3986, p < (001, thus H4 is supported.

HS: Urive for environmental responsibility alse had a ssgnificant etect cn sustainable
Ptn'l:lm intention {f = 0.114, { =4.184, p {D.ml],mf:imu'ng Hs.

Hi: A strong positive relationship was observed between social mfluence and drive
for envirenmental responagbility (= 0,186, § = 5748, p < 0001}, supporting Hé.

H7: The relationship bebween consumer sustamable purchase attitude and sustainable
Plu.n:ha:ﬂ.' anfentsem wiss rast .\hHHticnllv.\iﬁmH:anf{[‘. = 0461, + = 1659, p = (D97}, hence HT
15 Tk supporbed.

HE: Social influence signibcantly predicted sustainable purchas: mtentson (B = (1114,
= 3035, p = 0.002), supporting HH.

5. Discussion

The results confirm that social media usage has a direct and :si.Enif'icant impact on
sustainable purchase intention (H1). This supports prior literature suggesting that digital
exposure to sustaimability messaging, whether processed through central (analvtical) or
PE!‘.iFI'II:ﬂJ {emuotional or heuristic) routes, can drive behavioral intention I-I..]3.2.'!-|. Lo
cial media thus serves as a key informational and motivational environment for young
consumers navigating environmental choices.

Im additson, the :sl:l.u‘l:,.- Pﬂ'ﬂ'\.‘idt‘i robuest :ﬂ.lppt:lrl: for H2, nl'u:lwing that social media
LS |:N.1s:il|lune|.}I influences social influence. This F.ind.ing h.lsH:iEhL: hiwe online interactions
nast only inform individual values but also amplify perceived social morms through peer
comtent, influencer engagement, and visible endorsement behaviors, such as likes and
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shares [22,24]. The result is particulary salient in collectivist-orsented socseties like Kuwait,
where youth are often attuned to peer approval and communiby expectations |26].

Moreover, H3 is also supported, indicating that social media usage significantly
enhances consumer sustainable Fur\cham: attitude. This aJiEn:s with the ELM's proposi-
tion that both deep cognitive elaboration {e.g., analyzing sustainability messages) and
peripheral cues (e, source credibility, repetition, and aesthetic appeal) can influence
attitude formation [16,27]. As voung adults in Kuwait increasingly engage with sustain-
ability content online, these findings affiom the potential of digital platforms o shape
Pcm-envirnrm'l.lmlal evaluations even in h'ad'i.ﬁm'la]l:( consumerist combexts.

The construct drive for envirenmental responssbility was found bo significantly influ-
ence consumer sustainable purchase attibede {(HA), sustainable purchase imtention {H5), and
social mfluence (He). These findings highlight the argument that internalized moral respon-
stbility. rooted in biwspheric values and environmental seli-identity, playvs a crucial role in
fostering both personal and social eutcomes [11-37]. The resulks are especially relevant in
Kuwait, whers external ludadna]xilil'}- imcentives are limited, and mbernal modivations must
compensate for structural deficiencies in environmental policy and mfrastructure [34).

Importantly, the significant relationship between environmental responsibility and
social influence (H&) highlights how personal values do not remain isolated but insteasd
extend into social sysbems. Env.irmmmta]l.}' r:s]:un:ible:irﬂivic'!mh may act as opinion
leaders, dif:ﬁ:s'ms mhinahiﬁt}- TN l‘h.'rnu.ah diﬁ'i.hl FL:tfnrn'u and inl:l:rpemt:lna] niet-
works. This social spillover effect offers important implications for sestainability advocacy
and campaipn design in Euwait and similar transitsonal sconomies.

l:m'l.lnu':( o TPR prtdid:inn.:, consumer sustainabls ]:!url:ha.ue attibsde dsd rmI.n'B'l'liﬁmuily
Putd.ict pl.m:l'm:u"i.rllﬂrtiun {H7). This nnn—ri.smiﬁnm! ﬁ:rd'nﬁ draws atbention to the wide|}-
discussed attibsde—behavior gap in sustainable consumption literature [39,40]. While young
adults may evaluate green products favorably, several contextual factors—such as product
availability, peregived cost, or lack of instibetional reinforcement—may hinder the translation
of athitude imbo behavioral infent. This oubcome also sisna.]s that i the Kuwaiti contest,
attitudinal ;:'Pp-nn'al alone is insufficient o penerate achion, E&Pﬂﬂ.l]'}' when the behavior
respuires: additional edffort, cost, or deviation from @ocial norms. Instesd, internal rupurmbcihl:}-
and perceived social influence appear b be stronger prediciors of intention, calling for maone
nuanced modeling of mediating and moderating factors in future studies

The tinal xupl:i:-'rbud I'I}'P(I!I'Il.‘ﬁi.\_, H#, confirms that secial in ﬂuuncl.*::i.gndfimﬂ}- Pmdi.n.-bs
sustainable purchase intention. This is consistent with TPE's emphasis on subjective norms
as a key determinant of behavioral intentson [11] and is fusther magnified in the context of
digital platforms where social cues are highly visible and rapidly diffused [14,41].

Given the collectivist leanings and high social media penetration among Kuwaiti
yl:ruih.. this Hnd:inﬁ !uﬁsh that diEi.f.ﬂ social environments werve not unly as channels for
personal expression but also as platforms for value alignment and behavioral conformity.
The implication is that sustainability campaigns in such settings may be more etective
when they leverage social endorsement strategies, such as influencer partnerships or peer
advocscy mechanisms, rather than relving solely on mformational appeals.

6. Theoretical Contribution

This study obfers several key theoretical contributions to the fields of sustainable
comsumption, digital persuasion, and behavioral theory, particularly by integrating the
'.|'|'||:1:||'}- aof Planned Behavior {TFPB) and the Elaboration Likelihood Model [ELM) In a
cu|l|.|.m|l}' :ipeciﬁc. |:|:i3||:al|y ackive n:mtl.-xl—}-uunﬁ adulbs im Kuwait.

Fizst, this study extends the application of the TPB [11] to a non-Western, oil-reliant
comtext where pro-environmental policy enforcement is relatively weak. While TPE has
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bewen widely validated scross Western and Asian sconomies [14], its relevance in the
Gulf TEgion remains rm]:!i.'ri:aJI:( Lmden.-xphmd. The Ei.nding that social influence and
emwvitonmental responsibility significantly predict sustainable purchase intention confirms
the model’s robustnes scros cultures. Notably, the stronger predictive power of subjective
norms over attitudes in this xl'udy suggests that normative pressures may be Parti.culaﬂ}r
influential in collectivist or transitional societies [11], supporting exoss-cultural sdaptations
of TFE.

Second, this study advances theoretical understanding of the persistent atbitude—
behavior BAap [60,61]. Mthl:u.lsh TPB assumes that favorable attitudes toward a behavior
wrill Pu'n:ll.d: imtention, this :.'h:d.}' found no :iEru'ﬁch: l\elalit:ln:ihip between consumer
sustainable purchase attitude and purchase intention. This contradiction highlights the
impm'lmm.'t* of i.|'||.'1.1rpr.m1lin5 comtexctual moderators, such as cost, avai.|abiJit}-. or ]:u:||.i|.-_5.-
support, when applying TPB in emerging economies [40]. The findings emphasize the nesd
o maove beyond linear models and adopt context-sensitive frameworks that account for
structural and motivational constraints.

Third, this lh.u‘l:p contribubes fo 'H'l:nr}- I:Vy 'i.rlbesnﬁng the Elaboration Likelihood
Maodel [13] to explain how social media influences pro-envimnmental attitudes and inten-
tiome:, The ELM's central and peripheral processing routes [12,15] offer a maore understand-
ing of how individuals Process persuasive -u.nlmna]:ul:l}- mEssAgEs online, The tinding that
social media usage :isnifi:anﬂy influences both attitudes and nomative percep tiomns hi.gh—
lights the power of digital content to engage both anabytical {central) and emotional /secial
(peripheral) pathways in shaping consumer intentions [16,27]. This dual-route perspec-
tive enriches the liberatune on digi.tnl environmental communication, where theoretical
integration has been limated.

Fourth, the study enhances conceptualizations of environmental responsibility by
pesstioning it as a dual-path construct: it atects individual-level eognation (attibudes) and
also reintorces p;mup-h"\.'l:] perceptions [social norms). Prior research has treated environ-
mental rﬂ]:m-ubi] ity as a personal value or internalized moral norm [71,52]). However,
this study demonstrates that mdividuals with stronger environmental convictions can
influgnce peer perceptions and thus indirectly shape broader behavioral intentions [35].
This dual influence complements the TPE by intmducing a social diffusion mechanism for
value-driven behavior,

Finally, the study comtributes to the intersection of sustainability and digital engage-
ment by proposing a theoretically integrated model that explains how social media ex-
pesne shapes sustainable behavioral intentions. While prior research has addressed the
informational roele of social media [19,22], this study explicitly models the psychalogical
processes (e.q, attitudes, norms, responsability | through which digital exposure leads to
Pu'n-lml.-'irnnmrntn] intentions., ﬂ\l:-:il'l.t&ﬁl.’ﬂtid:ll‘l of ELM and '['["B..mppurbad Ir:.r rm]:!i.rica]
evidenice from a Gulf state, offers a comprehensive framework for future studies aiming to
explore sustainability behavior in digitally saturated, culturally distinct environments.

Moreover, the appl:im]:ri]il}' of this |n|:|:-5n.ted TPB-ELM framework extends I:!I:‘}'I:lﬂd
Kuwait. The model offers a theoretically grounded lens through which to understand
sustainable consumption dynamics in other non-Western or ransitional economies whers
social influence, maoral responsibility, and digital exposure ane similarly salient. In contexts
marked by eollectivist cultural orientations and increasing di.gihl cnnm:ti.vi{]r\—nu:h as
other Gulf states, Southeast Asian nations, or emerging Adrican sconomies—the strong
influence of normative and internalized motivational constructs observed in this study
may be particularly pronounced [62-64]. This highlights the potential for broader cross-
cultural ada]:!l:ahnn of the model and contributes to the dmh:l]:!mm‘t of context-sensitive
approaches bo sustainability behavior research [65].
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7. Managerial Implications

The F.indi.nEx af this study offer valuable in:si.Ehl:x toar rnarketinE Pn:lﬁe:ixi.ima]:i. S
tainability managers, and policymakers seeking to encourage pro-envimonmental behavior
among ditp'h”}- actve }N:lu“'l. segments. Given that social media usage signi F.i:a.ntl:r in-
fluences both sustainable pun‘.ha.-u: intention and atitudes boward sustainable F-mdu:ts.
marketers should posttion sedal media platforms mot merely as promastional tools, but as
strategic vehicles for sustainability communication. Brands targeting vounger consumers
in Kuwait and similar contexts should prioritize content formats that encourage both
central and ]::ripheral processing. such az short-form educational videos, influsnoer-led
narratives, interactive polls, and visually engaging intographics. These formats can stimu-
late both raticmal evaluation and emotional reonance, leading bo stronger atibudinal and
behavioral TESEITSs,

The sigmificant effects of social media usage on social nfluence and social mfluence
on sustaimable purchase intention highlight the importance of peer endorsement and com-
munity nermes. Organizations should :id.:nl'i.f]r and collaborate with local micro-influencers
and digitally active sustainability advocates who are trusted within youth nebworks. Uses-
generated content, social proof (e.g.. testimonials, reviews, “X people like this product™),
and cause-driven hashtags can reinforce subjective norms and create an impression of
w:id.q:!ru:l a.ilu]:bu'l of green pmdul:h.

The results indicate that environmental responsibility drives both attibudes and secial
influence. Brands and non-prodits should actively engage consumers who demonstrate
strong environmental values and empower them o ack as peer educators and comemu-
nity rale models, Indtiatives such as t:f:mlmlpﬂi&p'm. su!la'i.'lubilil}' ambasssdor pro-
grams, and co-created storytelling can convert these cnvirenmentally responsible individ-
uals info effective word-of-mouth channels, thereby expanding the reach and cred ibility
of green messaging.

'['heshui}- finds: that athitude alone does not sipi.ﬁcanﬂ}r pu'ed:'u:l: intention, highlighting
a well-documented attitude-behavior gap. To evercome this, companies must go beyond
awareness campaigrs and lower behavioral bacriers by ensuring that sustamable products
ane accessible, :r.n'nplﬂ:lti.\.'l.']'.-' P:ri.c:l:L and BAsY b idtnliﬁ.-. Fetailers can highlighl: Ereen
products using distinct shelf labels or app filters, while e-commerce platforms can odfer
filters or imcentives (L., eon FII:Ii.I'II‘.'i or discounts) th:lr.v.'impli.h-' sustainable choices.

The findings reatfirm the salience of social influence in behavior formation within
Kuwait, a society where PUET OIS, tamuily L‘.\(Pt'l:tnl'il:m.‘i-_. and n-puht"u:ln comsiderations
hald cultural weight. Sustainability campaigns must be culturally congruent, emphasizing
shared responsabiliby, community benefit, and lslamic envirenmental ethics where appro-
praate. Rather than ['mmingsmen behavior ﬂ.ljl."]}' in berms of p;[cshal :irnpa-.—t, marketers
should also emphasiee its local relevance, such as preserving Kawait’s future, protecting
its waber resources, or reducing household waste.

I’qﬂqmakzm can use these |nsi3|‘|ls ter d.u-_'dgn ITeiaTes dlKilall:( :intl:gr.:bed AWATENESS CAMT-
paigns and engage in Publil:‘—]:r.i\-abe Farh'u:rshi.]:m that primmarhe sustainable consumption.
Mingstries of Youth, Environment, and Commerce can co-create content with private brands,
xuppurt green indluemoer I.'mirl.inE programs, and i.nhugrahe xunlain:ibtilil}- into national edu-
cational PIa.{Fm'ms. Further, supporting d.ig.ita] Ii.tera:}' and media -:r:di.bili{}r assessments
may improve how citizens interpret sustainability messages on social platforms.

&. Limitations

While this study provides valuable theoretical and practical insights into the role of
social media in shaping sustainable consumption among voung adults in Kuwait, several
limitations must be scknow ledged. These limitations also open svernues for further sesearch.
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The study employed a cross-sectional survey design, which limits the abality to infer
causalibty among variables. While stroctural equation modeling (SEM) allowed for testing
direchonal n.-]ah:-rm}mipu writhin the h}'PuthHimd model, the h.-mp-m'zl segUencing i erffiects,
such as whether exposure to sustainability content leads to intention formation over time,
cannot be confirmed. Longitudinal designs in future studies would offer a mone robust
framework bo examine causal pathways and behavioral change over time [43].

The use of non-probability sampling methads (convenience and snowball sampling)
limits the generalizabality of the fndings beyvond the study sample. Although efforts wens
made to include diverse Fm‘t‘iclpml: im berms of send.er. mﬁunahil}-, and imupati.qm. thae
sample may mot fully represent the broader young adult population in Kuwait, Future
studies should consider stratified or random sampling technigques to enhance external
'h’ﬂJi.di.tl-' and include underrz]:!rr.\mlnd d.enwsmp"rir SEEIMEnts such as rural Pnpuhl:iunx or
thaose with limated inbermet access.

Thie relianee om self-reported measures introduces potential biases, including secial de-
sirability bins and recall imaccuracies. Respondents may overstate their pro-environmaental
attitudes or intentions due to the perceived social approval asseciated with sustainable
behavior. h:mpma.ﬁng behavioral Iral:king data, such as online ensps;l:ment meefrics or
actual Furd'u!ins patterns, could enhance the W"I.I:'l".}' af future ﬁnd.in.p.

Although the shedy integrates core constructs from the Theory of Planmed Behavios, it
omits one key variable—perceived behavioral control (PECl—which has been shown o
play a crucial role in bridging the intention-behavior gap [11]. Including PBC in future
models could help capture barziers (e_g., cost, sccessibility, time corstraints) that influences
whiether a favorable attitude or normative belief results in achon. Simni.la'r]}-.. emotiomal
varables such as pride, guilt, or eco-anxiety may offer additional explanatory power.

This study was conducted within the specitic cultural and socioeconomic combext of
Kuwait, s hi.ah—im:nmq, mil-based ECONONTY with a rapidl}r mndzm.izhs }nmlll\ demusm]:!hi.c.
While this context presents unigue insights, caution must be exercised in generalizing thae
ﬁ.'ndi:rws o other rugitmﬁ. E.'-:rrnpa.mtive erass-national studies acrmss Gulf <tates, or between
Arab and non-Arab markets, could illuminate how coltural valoes and d.i;l.;'ilal‘beha\'i.i:lm
interact to influence sustzinable consumption.
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Appendix A
Scale items used in the study

L Social media usage, adapted from [19,46].
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- My engagement on sowcial media influenoes my green pn:ducbs Purchmwlmha’v:'umr.
- Dsee social media o search for inkermation about green products;
- Expressing my opinion about green Pm-dul:lx that | am I:hink:irl.g about In.l.:(ing is
VETY Basy via social media;
- Contents about green products on social media are trustworthy;
- Comntbents a]:luutsrm'l pruducbs aon social media are credible;
- 1 gain feedback on green production through envirenmental information on
social media
2. Social influence, adapted foom [11,14,46].
- Mmtofﬂwepenpkwhumiuwhr&hmswﬂmypudﬂamnfsmmpndu:bﬁ
- Those wha, | think, are valuable to me would prefer me to buy green produacts;
- il FLI.I'I'J'I:I:’-E green pu'ndm:t&, PL%(:rPE whn mim]_:mdanl tor e will alse do so;
- lwould like bo share information from social media about green products with
my friereds.
3 Drive for envimnmental responsibility, adapted drom [30-33,53].
o ﬂupl:mrhg environmental profection makes me feel like an En\'inmr.n-enfa“}l
responsible person;
- 1 showuld be mspunuﬂ:!l: fn'r]_:rnlncﬁngm:nvi.mnmml:;
- Environmental profection starts with me;
= Dwould say | am emotionally invelved in environmental protection issues;
- S‘uwn‘rﬁnﬁmrh‘m‘lmu‘lﬁ! prntncﬁnnmah: mz:pm:inl.
4. Consumer Sustainable purchase attitude, sdapted trom [36,37,39,57).
= lbelieve that sustainable purchasing by me will help in reducing pollution and

hl:'lp'i.n imp'rn'r:lns the snvironment;
- I believe that sustainable purchasing by me will help in neducing wasteful use of
natural resources;

- I believe that sustainabbs Pun:hn:sing 'by et weilll |'u.'|F m mnm'ing matural resources;
= Dfeel good about myself when Lam invelved in sustainable purchasing.
5. Sustainable Purchase intention, adapted from [36,54-56].
- When shoppirg, | deliberately check products for envirenmengally harmbul ingredients;
- When shopping, [ du|'i|:||:r..'4b|.'l:.-' choose prosducts with unvinmn‘wnfa“}-
friendly packaging:
- I P‘TE"‘EI’ i buy sustamable 'Pmdurh even i[H.'I.E}I’ﬂI\E L'xpan:si.\ne than others;
- While purchasing. | see envirmnmental and fair-trade labels bedore buying

the products.
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