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This master’s thesis report examines the role of sustainability influencers (SIs) at bridging 

the green gap. The aim is to investigate how sustainability influencers influence on the 

consumer behavior of their followers and could influencers have a role at bridging the green 

gap.  

 

The theoretical background of the study is presented first. It introduces the framework of the 

study including theory about theory of planned behavior (TPB) in the context of sustainable 

consumer behavior, green intention-behavior gap and social media influencers (SMIs).  

 

The empirical part of the master’s thesis is conducted as qualitative research. Six 

Sustainability Influencers and seven followers are interviewed personally.  

 

According to the results of this master’s thesis, Sustainability Influencers drive change in 

sustainable change in consumer behavior by impacting on their attitudes, intentions and 

actual consumer behavior by inspiring and educating, encouraging followers to think on their 

own, normalizing sustainable lifestyle, giving recommendations, reminding of original 

intention, giving peer support and showing example and giving concrete tips. 
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Tämä pro gradu -tutkielma tarkastelee vastuullisuusvaikuttajien roolia asenteiden, 

aikomusten ja vastuullisen kuluttajakäyttäytymisen kuilun (green gap) sulkemisessa. 

Tavoite on tutkia, kuinka vastuullisuusvaikuttajat vaikuttavat seuraajiensa 

kuluttajakäyttäytymiseen ja voivatko he kuroa kuilun umpeen.  

 

Tutkimuksen teoreettinen viitekehys esittelee suunnitellun käyttäytymisen teoriaa 

vastuullisen kuluttamisen näkökulmasta sekä aikaisempaa tutkimustietoa aikomusten ja 

vastuullisen kuluttajakäyttäytymisen kuilusta ja sosiaalisen median vaikuttajista. Näitä 

kaikkia esitellään kuluttajaköyttäytymisen näkökulmasta. Pro gradun empiirinen tutkimus 

on toteutettu kvalitatiivisena tutkimuksena. Kuusi vastuullisuusvaikuttajaa ja seitsemän 

heidän seuraajaansa haastateltiin henkilökohtaisesti. 

 

Pro gradun tulosten mukaan vastuullisuusvaikuttajat vaikuttavat seuraajiensa asenteisiin, 

aikomuksiin ja kuluttajakäyttäytymiseen seuraavasti: inspiroimalla ja opettamalla, 

rohkaisemalla seuraajiansa ajattelemaan itsenäisesti, valtavirtaistamalla vastuullista 

elämäntyyliä, antamalla suosituksia, muistuttamalla alkuperäisestä aikeesta, antamalla 

vertaistukea ja näyttämällä esimerkkiä sekä antamalla konkreettisia vinkkejä. 

 



 

 

Table of contents 

 

Abstract 

 
1 Introduction .................................................................................................................... 1 

1.1 Background of the study ........................................................................................ 1 

1.2 Preliminary literature review ................................................................................. 3 

1.3 Research questions ................................................................................................. 6 

1.4 Delimitations of the study ...................................................................................... 7 

1.5 Theoretical Framework .......................................................................................... 8 

1.6 Definitions ............................................................................................................. 9 

1.6.1 Social media influencer (SMI) ......................................................................... 10 

1.6.2 Sustainability influencer (SI) ........................................................................... 10 

1.6.3 Sustainability ................................................................................................... 10 

1.6.4 Sustainable consumer behavior ....................................................................... 10 

1.6.5 Instagram ......................................................................................................... 11 

1.7 Structure of the study ........................................................................................... 11 

2 Theory of planned behavior (TPB) in the context of sustainable consumer behavior . 12 

2.1 Sustainable consumer behavior ........................................................................... 12 

2.2 Theory of planned behavior ................................................................................. 14 

2.3 The use of TPB in the context of social media influencers ................................. 16 

3 Green intention-behavior gap ....................................................................................... 18 

4 Social media influencers (SMIs) .................................................................................. 21 

4.1 Influencer marketing ............................................................................................ 21 

4.2 Impact of social media influencers in consumer behavior................................... 23 

5 Research design and methods ....................................................................................... 24 

5.1 Research context .................................................................................................. 24 

5.2 Research and data collection methods ................................................................. 24 

5.3 Data analysis methods ......................................................................................... 26 

5.4 Credibility of the study ........................................................................................ 27 

6 Results .......................................................................................................................... 28 

6.1 Sustainability influencers ..................................................................................... 29 



 

 

6.1.1 Sustainable influencing on social media .......................................................... 29 

6.1.2 What SIs do to get followers act more sustainable? ........................................ 33 

6.1.3 Perceived influence on followers’ consumer behavior .................................... 35 

6.2 Followers of sustainability influencers ................................................................ 36 

6.2.1 Followers’ consumer behavior......................................................................... 36 

6.2.2 Following sustainability influencers ................................................................ 40 

6.2.3 Challenges at sustainable consuming behavior ............................................... 42 

7 Findings and discussion ................................................................................................ 45 

7.1 SIs’ intentions to impact on sustainable consumer behavior ............................... 45 

7.2 How SIs have influenced on their followers’ consumer behavior ....................... 46 

7.3 How SIs of Instagram drive sustainable change in consumer behavior, and can 

they narrow the green behavior gap? ............................................................................... 49 

7.4 Concluding and visualizing the main findings of the study................................. 50 

7.5 Recommendations for the marketing management ............................................. 51 

8 Limitations and future research .................................................................................... 53 

9 Conclusion .................................................................................................................... 55 

References:........................................................................................................................... 57 

 

 

Appendices 

Appendix 1. Interview questionnaire for sustainability influencers (SIs) 

Appendix 2. Interview questionnaire for the followers of sustainability influencers (SIs) 

Appendix 3. Instagram post which aim was to find followers for interview 

  



 

 

Figures 

Figure 1: Theoretical framework of the master’s thesis 

Figure 2: Framework of theory of planned behavior 

Figure 3: Key findings of the research 

 

Tables 

Table 1: Previous literature about social media influencers and sustainability 

Table 2: Description of followers interviewed 

Table 3: Description of sustainability influencers interviewed 

 

  



 1 

1  Introduction 

This qualitative research examines sustainable consumer behavior and sustainability 

influencers influence to that. First chapter introduces the background of the study and the 

preliminary literature about the subject. It also introduces the framework of the study as well 

as the research questions. 

 

1.1  Background of the study 

At the moment, sustainability and sustainable consuming is a trendy and important topic 

globally. Amongst many others, climate change, global warming and over-consumption 

have driven governments, companies, activists, scientists, and individuals to figure out e.g., 

how to minimize the environmental harm in our everyday life. At the same time, we fight 

against several societal issues in e.g., companies’ production practices, employment 

circumstances and fair payment. According to the Johannesburg’s United Nation’s World 

Summit on sustainable development in 2002 the fundamental changes in how societies 

produce and consume are in the key role when going towards sustainable development. The 

summit highlighted that in order to achieve sustainable future, the effort and actions are 

needed from governments, producers and consumers. (United Nations 2002).  

 

Sharma and Joshi (2019) argue that it is possible to shift consumers behavior to be 

sustainable by increasing the level of awareness, interest, and positive attitude towards 

sustainable consuming and lifestyle. The consumer’s attitude towards sustainable consuming 

and knowledge of it is relatively high, but it doesn’t mean that consumer behaves according 

to it. For example, 33 per cent of Europeans consider that changing the way we consume is 

the most effective way to tackle against environmental problems thus 21 per cent say they 

have taken seven or more environmentally friendly actions in past half year. In the context 

of clothing industry, the 92 per cent of Europeans say that good working conditions should 

be ensured globally. However, even 49 per cent of responders said that clothes should be 

available at the lowest possible price, regardless of the environment or the working 
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conditions under which they were made. (Eurobarometer 2019). This leaves so called 

intention-behavior gap. Reasons for that can e.g., be lack of support in society, lack of 

knowledge, high expenses, hustle or for male the fact that sustainable behavior is perceived 

with feminity. (Salonen 2010; White et al 2019; Bedard & Tolmie 2018; Mukherji & 

Mukherji 2020). Controversially, two major reasons that drive sustainable consumption are 

high concern for environmental and social issues, and the functional and green attributes of 

product (Joshi & Rahman 2015).  

 

During past couple of decades, the phenomenon called social media influencers has been 

rising. Influencers  itself is not a new phenomenon. It has occurred for decades. For example, 

youngsters have followed celebrities’ dressings from fashion magazines as long as those 

have existed. On the side of social media development, the amount of social media 

influencers is increasing. There are macro-influencers with millions of followers and micro-

influencers with smaller audience. What is similar to them is their aim. They want to engage 

their followers, produce good content and at the end, often make their living by doing it. The 

biggest money flow usually comes from the paid collaboration with different brands also 

known as influencer marketing. (Chen 2019).  

 

Social media influencers and the influencer marketing have a great impact on consumer 

behavior especially on younger generations. (Zak & Hasprova 2019). Amongst millennials, 

social media influencers (SMI) bring change in consumer behavior at least in four levels: 

increasing knowledge, creating awareness, recommending the product and purchasing the 

product. These are based on that SMI’s are seen trustworthy and credible sources, easy way 

to get information and source of inspiration. (Chopra et al 2020). One of the main roles of 

influencer is said to be driving consumer’s purchasing decision-making and affect to their 

opinions and attitudes (Van den Bulte et al 2007) since consumers trust a lot on influencer’s 

opinion during decision-making process (Rya & Han 2021). Perceived authenticity of 

Influencer is said to have strong effect on consumer’s purchasing intentions (Pöyry et al 

2019). 
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Since consumers and consuming are in the key role in sustainable development, social media 

influencers have a great impact on consumer behavior and consumers more and more use 

social media as an information source (Thakur et al 2016) it is worthwhile to investigate 

deeper the role of social media influencers in the sustainable change in consumer behavior. 

This is since influencers clearly have impact on consumers’ behavior (Zak & Hasprova 

2020). When researching the impact of social media in sustainable consumer behavior and 

decision-making process, it is found out that social media usage has significant positive 

effect to consumers sustainable purchasing intention (Bedard & Tolmie 2018). It is worth 

mention that the research that was founded on the impact on social media influencer to 

sustainable change in consumer behavior is relatively scarce. However, literature review of 

founded is presented below. 

 

1.2  Preliminary literature review 

It is found out that there is a link between the importance of influencers and sustainability 

awareness. Importance of influencer decreases the older one gets. Like addressed above, 

influencer’s impact amongst younger generations is indeed bigger. The sustainability 

awareness decreases the younger consumer is. (Johnstone & Lindh 2018). According to 

Rake (2020) the current role of influencer in fashion industry is mainly inspiration and 

entertainment. However, the potential roles of influencer in sustainable (fashion) consuming 

were also identified. They can be a role model, information provider or trendsetter. 

Johnstone & Lindh (2018) argue that the role of influencer is more complicated than thought 

earlier. Older generations rather trust on localized word-of-mouth (WOM) or their self-

opinion when doing sustainable consumer choices. Anyhow, the power of influencers’ 

impact is somewhat based on positive WOM. (Ki & Kim 2019).  

 

Yesiloglu et al (2021) see the role of sustainable influencers as a source of inspiration and 

information about sustainability and raising awareness of how effortless sustainable choices 

are. They also argued for consumers’ need for information about the sustainability that is 

delivered with informal and conversational tone and that sustainability influencers can be 

used in educational ways on popularizing the sustainable lifestyle even though the kind of 
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Instagram posts generated less engagement than less educational. Social media and 

influencers drive sustainable consumer behavior by building a community that informs and 

educates about e.g., how certain products or brands are harmful. (Chwialkowska 2019). 

Results from White et al (2019) support this. Social influence drive powerfully towards 

sustainable consumer behavior by three ways: creating healthy competition between social 

groups, making people’s commitments to eco-friendly behavior in public and making 

sustainable behavior more visible and socially accepted.  

 

According to Quintana Ramos et al (2021) Instagram influencers may have impact on the 

sustainable change in consumer behavior. They say that sustainability influencers tend to 

promote pro-environmental behavior in their content, educate their followers about how 

certain actions harm environment and create discussion how to utilize that in everyday life, 

thus being role models. The study doesn’t tell how this is actually impacting to their 

follower’s behavior and is restricted to female influencers on Instagram.  

 

When studying sustainability and influencer marketing, it is found out that having/being 

right influencer to promote the sustainable message, product or service impacts to how 

message is perceived. If influencer and company don’t have similar values, attitudes and 

goals, it impacts on the message delivered negatively. (Ping metrics 2018).  

 

Kapoor et al (2020) have found out, in the context of hotel’s communication on social media, 

that the tone (sensual/quilt) of the sustainability message delivered affects to how it is 

perceived. Sensual message was more effective, when hotel (company) posted it thus when 

influencer (influence marketing) posted sensual message it was considered misleading. Quilt 

message tended to work when influencers used it as hotel was perceived being preachy. 

Peloza et all (2013) agree that quilt can be powerful emotional tool when driving 

sustainability but should be used carefully. Previous literature about social media influencers 

and sustainability is summarized at table 1. 
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Table 1. Previous literature about social media influencers and sustainability  

 

 

 

According to Johnstone & Lindh (2018) and Bedard & Tolmie (2018) the role of social 

media influencers in sustainable change in consumer behavior is worthwhile to research 

more. In previous academic literature, it is found out that there is a link between influencer 
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(marketing) and the change of consumers attitude towards sustainable consuming. It is also 

found out that changing intentions to consume don’t always lead to an actual sustainable 

consuming behavior. This phenomenon is called as green gap.  

 

Many of the earlier research concentrates on factors behind the intention creation and only 

assumes that intention automatically leads to action. It is suggested that the research focus 

of green gap should move on from finding reasons for it to finding solutions for it.  (ElHaffar 

et al 2020). Groening et al (2018) have suggested that non-economic green influencers or 

opinion leaders could have role in bridging to intention-behavior green gap. Vrontis et al 

(2021) says that more qualitative studies in the context of influencers/ influencer marketing 

with e.g., real-world influencers should be done. Casalo et al (2018) argues that in addition 

to analyzing influencers’ impact on intention the influence on actual behavior should be 

studied more.   

 

Based on these and the lack of research on influencers’ role, it is identified that there is a 

research gap in the role of influencer (marketing) in the drive of sustainable change in 

consumer actual behavior not just in changing attitudes and creating intentions. This thesis 

tends to find out answers for influencers’ role in closing the green intention – behavior gap 

and thus promoting and driving sustainable change in consumer behavior. 

 

1.3  Research questions 

This thesis concentrates on the sustainable change in consumers behavior and the influence 

of sustainability Influencer on that. Main research question of this research is: 

 

RQ:  How sustainability influencers in Instagram drive sustainable change in consumer 

behavior, and can they narrow the green behavior gap? 
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To be able to get answers for main research question two sub-research questions were 

identified. 

 

Sub-RQ1: How sustainability influencers tend to impact on consumers’ (their followers) 

behavior to be more sustainable?  

 

First sub-research question aims to find out influencers’ motives and goals when generating 

sustainability related content. It tends to find out why influencers are influencing on their 

followers and what they are doing for getting their followers to act more sustainable way. 

 

Sub-RQ2: How following sustainability influencer has impacted on followers’  

- attitudes towards sustainable consuming 

- purchase intention towards sustainable products and services 

- actual consuming behavior?  

 

Second sub-research question tends to find out if influencer have a role in changing their 

followers’ attitudes and intention towards sustainable consumer behavior. It also tends to 

find out if  followers/consumers act according to those attitudes and intentions. The second 

sub-research question also tend to find out reasons that are affected to the change in 

consumer behavior. In the case of green gap in followers’ behavior, the reasons for that are 

also investigated. Sub-question also aims to figure out how followers think about sustainable 

behavior and perceive sustainability influencers overall.  

 

1.4  Delimitations of the study 

The research is limited to investigates influencer’s role in the sustainable change in consumer 

behavior. Theoretical framework is limited to touch sustainable consumer behavior, social 

media influencers and their impact on consumer behavior. Data is collected by interviews. 
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The set of informants are searched from Instagram thus leaving out other social media 

platforms. This will restrict the research touch only communication that happens on 

Instagram. The interviews will also be held in Finland with Finnish Influencers and their 

followers. Interviews are held in Finnish. Knowing this the research will only give insights 

about Finnish people’s sustainable consumer behavior. The interviewed sustainability 

influencers were chosen with the Finnish hashtags #vastuullisuusvaikuttaja which left out 

other than Finnish speaking influencers and followers. It also left out Finnish sustainability 

influencers who are not using the #vastuullisuusvaikuttaja hashtag. Most of the interviewed 

were females and relatively young leaving the sight of elder people and sight of male 

relatively scarce. Followers interviewed were already interested on the sustainable 

consuming leaving out the sight of consumers which state of mind is not that into sustainable 

lifestyle. 

  

1.5  Theoretical Framework 

This research tends to build theory on and understand how Instagram influencers drive 

sustainable change in consumer behavior. It tends explore if social media influencers could 

be part of a solution for green intention-behavior gap. The framework is slightly based on 

the theory of planned behavior (Ajzen 1985) and literature about intention – behavior gap 

(green gap), social media influencers and sustainable consumer behavior. 
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Figure 1. Theoretical framework of the master’s thesis. 

 

Theoretical framework discusses on social media influencers’ impact on their followers’ 

consumer behavior. It also introduces green intention-behavior gap and reasons behind it. 

Theory of planned behavior is utilized with its attitude-intention-behavior variables since 

intentions are said to predict behavior (Ajzen 1991).  

Prior research, it is suggested that reasons for green gap can be minimized by the influence 

of influencers and thus influencers can narrow the green intention-behavior gap.  Framework 

of this research is presented at figure 1. 

 

1.6  Definitions 

Following chapter defines the key concepts of this research. Chosen key concepts or terms 

are social media influencer, sustainability influencer, sustainability, sustainable consumer 

behavior and Instagram. 
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1.6.1  Social media influencer (SMI)  

SMI refers to any “regular “ person who have several followers on their social media account 

and create content and interact with their followers. (Lou & Yuan 2019). These regular 

persons also known as non-traditional celebrities tends to have more influence on their 

followers’ behavior than traditional celebrities (Djafarova & Rushworth 2017). Some 

influencers cooperate with the companies and get paid for advertising their products or 

services (Geyser 2021).  

 

1.6.2  Sustainability influencer (SI) 

Sustainability influencer is a social media influencer who shares sustainability related 

content on her/his social media site and tends to e.g., influence and educate his/her followers. 

They may share information about climate change, planetary diet, show their secondhand 

purchases or #zerowaste lifestyle or promote brands which are sustainable. The term is 

defined by master’s thesis author for this particular research based on the interviews of SIs. 

(chapter 6.1.1.) 

 

1.6.3  Sustainability  

In the year 1987 sustainability was defined followingly “meeting the needs of the present 

without compromising the ability of future generations to meet their own needs” (United 

Nations 2021). It means that sustainability is a combination of environmental, social and 

economic functions which don’t harm our people or planet and still create enough profit to 

sustain good life for this generation and generations to come.  

 

1.6.4  Sustainable consumer behavior  

Sustainable consumer behavior refers to consuming behavior which doesn’t harm 

environment or social communities (Moisander 2007; Trudel 2018). Green, responsible, 
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ethical and sustainable consumer behavior are all used to describe similar subjects in the 

academic literature. Green behavior often refers to environmental benefit and ethical 

behavior often refers to social benefit. (Chan 2001). In this research, terms are used 

interchangeable referring to sustainable consuming.  

 

1.6.5  Instagram  

Instagram is a social media platform where its user may share photo or video content with 

the possibility to add text to it. The content shared can also be shared, commented or liked 

by other Instagram users (followers). (Instagram 2021). Nowadays Instagram is also 

common source of information. In the context of sustainability, 30 per cent of Europeans 

have said that Instagram is their top source for environmental information (Eurobarometer 

2019).  

 

1.7  Structure of the study 

This study is built with introduction, theoretical framework, empirical research and 

discussion.  Introduction introduces the background of this study, previous literature of the 

subject and the framework of the study. Theoretical framework is built on theory of planned 

behavior (TPB), green gap and social media influencers (SMIs) decoded from the sustainable 

consumer behavior angle. Empirical research investigates if SMIs have role in bridging the 

green gap. Finally, after opening the results of the empirical research discussion and 

conclusion end this study report. 
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2  Theory of planned behavior (TPB) in the context of sustainable 

consumer behavior 

Theory of planned behavior is relatively widely used in green consumer behavior context, 

especially focusing on environmental sustainability behavior. In the context of social 

sustainability its use is scarce. (Hosta & Zabkar 2021). The following chapter investigates 

sustainable consumer behavior, introduces the theory of planned behavior (later referred as 

a TPB) and its contribution to sustainable consumer behavior research as well to research of 

social media influencers (SMI). SMI context is added since the following chapter 4 in this 

research is investigating SMIs and their contribution to consumer behavior. 

 

2.1  Sustainable consumer behavior 

 

According to Trudel (2018) sustainable consumer behavior is: 

 “behavior that attempts to satisfy present needs while simultaneously 

benefiting or limiting environmental impact.  

 

It is a linked to Elkington’s (1997) triple-bottom-line model which emphasizes 

sustainability’s three core dimensions: environmental quality, social justice and economic 

prosperity. Environmentally responsible or green consumer tends to consume 

environmentally friendly goods and avoid goods that are e.g., harmful for environment, 

nature and take consideration on how big the carbon footprint of the product or service they 

consume is (Chan 2001; Degerman 2017).  

Socially responsible consumer: 

“takes into account the public consequences of his or her private consumption 

and attempts to use his or her purchasing power to bring about social change” 

(Moisander 2007).  
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They take into considerations e.g., how companies treat their employees, how are the 

circumstances in the production or raw material supplying and on what are the values of the 

company (Degerman 2017). The most research on sustainable consumer behavior is 

conducted from environmental aspect and in most cases measured as relationships of green 

purchasing intention and behavior (Yoshi & Rahman 2015). However, there is a growing 

body of research concentrating on socially sustainable aspects as well. (Hosta & Zabkar 

2021). 

 

Sustainable or green (e.g., Wu & Chen 2014) consumer behavior is very much influenced 

by consumer attitudes (Samarasinghe 2015). According to Tanner & Wölfing Kast (2003) 

consumer’s positive attitudes towards fair trade, availability of action-related knowledge, 

environmental protection and local products correlated to positive consuming behavior 

towards sustainable food products. Also perceived benefit of sustainable consumption has 

strong impact on consumer’s attitude (Wu & Chen 2014). Perceived time barriers and 

shopping in supermarkets (Tanner & Wölfing Kast 2003) alongside of perceived risk of 

sustainable consumption (Wu & Chen 2014) have remarkable negatively impact on 

sustainable behavior.  

 

According to Šajn (2020) two thirds of the EU citizens knowledge that their consumption 

habits have negative effects to environment. They also knowledge that the solution for that 

would be changes in consumption habits and production patterns. Alongside sustainability 

consumers behavior is influenced by availability, convenience, habits, price, values, 

emotional appeal, social norms and peer pressure and the feeling of making difference 

(=perceived consumer effectiveness). It is also common that consumers show by how they 

are consuming who they are. For example, if consumer have high income, she/he may 

consumer expensive, luxury apparel and drive with the expensive car instead of purchasing 

market clothes and using public transportation. 
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2.2  Theory of planned behavior 

Theory of planned behavior (TPB) is originally created by Icek Ajzen in 1985 as an 

extension to the theory of reasoned action by Ajzen and Fishbein. It is a framework that is 

designed to predict and explain human behavior in specific context (Ajzen 1991). A central 

factor of this framework is individual’s intention to perform a given behavior. It is assumed 

that intentions are created of motivational factors which are influencing to behavior. The 

general rule is that the likelihood to perform the behavior increases the stronger the intention 

is. Intentions only affect to behavior when individual may decide how to behave. In addition 

to motivations there are also non-motivational factors (e.g., time, money, skills...) that 

control the behavior. According to Bandura et al (1980) individual’s behavior is very much 

affected by their trust in their ability to perform certain behavior. According to TPB 

behavioral intention and perceived behavioral control can be used to predict behavioral 

achievement. (Ajzen 1991). 

 

 

 

Figure 2. Framework of theory of planned behaviour. (Ajzen 1991). 
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The three variables to predict human behavior are attitude towards the behavior, subjective 

norm and perceived behavioral control (PBC). According to Ajzen (2002) attitude is 

influenced by the evaluation of the outcome and behavioral belief towards the indented 

behavior. Subjective norm which reflects to perceived social pressure (Ajzen 1991) is 

influenced by motivation and belief. Finally, PBC which predicts human’s trust to one’s own 

ability to perform certain behavior, is influenced by control strength and belief. Wu & Chen 

(2014) have tested these to have strong positive impact on actual consumer behavior in the 

context of sustainable consumer behavior. 

 

Even though in several fields of studies the theory of planned behavior has been successful 

in predicting humans’ behavior, in green consumption studies it has often failed the 

expectations (Elhaffar et al 2020). The critic touches the fact that despite having positive 

beliefs and attitudes towards green consumer behavior actions have not followed accordingly 

(Tanner & Kast 2003; Vermeir & Verbeke 2006; Vermeir & Verbeke 2008) since it only 

explains consumer’s intentions before consumption. It also ignores several factors effecting 

to consumer behavior such as knowledge available and perceived consumer effectiveness 

(Carrington et al 2010; Foxall 1993). That’s why, several researchers have extended TPB in 

their own research to answer more to nature of consumer behavior.  

 

Echegaray and Hansstein (2017) studied using TPB that positive intentions towards 

recycling don’t always lead to recycling activities. They extended TPB by adding socio-

demographic and socio-economic factors, awareness towards the environmental problems 

and environmental assessment variables to the model. Similarly, Dzene and Eglite (2012) 

studied sustainable food consumption and found out that positive attitudes towards 

sustainable food don’t mean sustainable consumption. However, Liobikienė et al (2016) 

used TPB when studying the green purchasing behavior in the EU and found out that 

subjective norms and interaction of knowledge and confidence were in a key role in green 

purchase behavior. Findings from Hameed et al (2019) and Paul et al (2016) are controversial 

to that. They predict that consumer attitude and perceived behavioral control effect to green 

intention, but subjective norms have no role in that.  
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Overall, TPB is used in green consumption context e.g., to understand (Taufique & 

Vaithianathan 2018; Askadilla & Krisjanti 2017), to predict (Hameed et al 2019; Paul et al 

2016) and to determine (Yadav & Pathak 2016) green consumer behavior and green purchase 

intentions by expanding the model. Sun & Wang (2019) studied impact of social media 

marketing in green purchase intentions. Alongside original TPB variables, the impact of 

product knowledge, price consciousness and perceived consumer effectiveness (PCE) was 

investigated. Results show that social media marketing have positive impact on subjective 

norms, PCE and product knowledge which lead to positive attitudes towards green 

purchasing.  Hosta & Zabkar (2021) added perceived consumer effectiveness, personal 

norms, information and ethical ideologies to TPB and argue that by adding variables 

mentioned the predictability of behavior is better than with only original variables.  

 

Many psychological models i.e., the theory of planned behavior (Ajzen 1985) that frame 

individuals’ behavior, predict that individual’s intention to do something reflect straight to 

how they behave (Sheeran 2002). For example, wide range of consumer purchasing 

decisions studies are conducted successfully relying on intentions (Warshaw & Davis 1984).  

 

“Behavioral intentions are instructions that people give to themselves to 

behave in certain ways” (Triandis 1980).   

 

On the other hand, several research, and real-life cases, especially in green behavior area, 

have shown that it is not that straight forward (Elhaffar 2020; Pickett-Baker & Ozaki 2008). 

This have left so called intention – behavior gap on the air.  Thus, theory of planned behavior 

and intention-behavior gap are related to each other. 

 

2.3  The use of TPB in the context of social media influencers 

Few researchers focusing on the influencers effect to consumer behavior have utilized theory 

of planned behavior or its extensions in studying influencer’s impact in consumers’ 

purchasing intentions. Chetioui et al (2019) used TPB in studying the effect of consumer’s 

attitudes towards fashion influencers (FIs) to brand attitude and consumer purchase intention 
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proving it to be effective. TPB was extended with previous literature and fit well in research 

purpose. Researchers found out that perceived credibility, behavioral control, subjective 

norms, trust, congruence, and expertise impacts positively attitudes toward FIs. Halim et al 

(2020) extended TPB by adding e.g., trust to influencer and information quality variables to 

the model when studying impact of influencer marketing in purchase intention amongst 

Instagram users. It was proved that influencer marketing and subjective norm variables had 

positive impact on trust which positively impacted on purchase intentions alongside 

information quality. Overall, TPB is often utilized when researching the relationships 

between influencer – attitude - intention to purchase. The TPB framework is often extended 

with variables like trust (Halim et al 2019; Chopra et al 2020), credibility (Halim et al 2019), 

congruence (Belanche et al 2021; Halim et al 2019), perceived risk and inspiration (Chopra 

et al 2020). These variables are common ways how influencers have studied to influence on 

their followers’ behaviors.  
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3  Green intention-behavior gap 

Like addressed earlier green/sustainable consumer behavior is a field of research where 

intention-behavior gap also known as green gap (Groningen et al 2018) is clearly existing. 

Several studies have investigated that individuals’ have positive attitudes and intentions 

towards ethical, green and sustainable consumption (Elhaffar 2020). However, the 

consumption of sustainable products or way to consumer hasn’t become really mainstream 

yet (White et al 2019). Green gap is studied earlier e.g., in the context of renewable energy 

systems (e.g., Claudy et al 2013), sustainable consumer behavior (Samarasinghue 2015), 

green advertising (Kim et al 2016) and food consumption (Onozaka et al 2011; Tanner & 

Wölfing Kast 2003). 

 

Reasons for green gap are identified to be i.e., lack of awareness, easily accessible and 

credible information about the green consuming, availability of green goods, money, trust, 

personal commitment and in adequate government rules. Followingly ways to bridge green 

gaps are also suggested. They are e.g., informing consumers, building sustainable 

recommendation systems and green advertisement. (Echegaray et al 2016; Tomkins et al 

2018; Samarasinghue 2015) 

 

According to Kim et al (2016) those who already are committed to green behavior tends to 

have better causal relationship between trusting the green advertising messages and intention 

to purchase green products. Gupta & Ogden (2006) suggest that level of consumer 

involvement and perceived consumer effectiveness have a role in strengthening green 

intention-behavior relationship. Pickett-Baker and Ozaki (2008) agree with them and add 

that consumers who have pro-environmental values trust more to the promised performance 

of the green products. Controversary, according to them, most of the consumers have trouble 

on trusting to the performance of green products and continue that consumer have had hard 

time to identify green products on the market.  
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Individual’s attitudes have influenced on consumers intentions to adapt something. Reasons 

preventing to intentions to adapt something don’t affect to individual’s attitudes. There are 

strong justification systems behind reasons allowing consumer’s rationally to think intended 

behaviors. (Claudy et al 2013). According to Westaby (2005) reasons preventing to behave 

on certain way can directly have impact on adaption on something even though holistic 

motives or attitudes are not on the same line with intentions adopted. This can be said to be 

a case in intention-behavior -gap. Individuals are behaving against their attitudes since there 

are some strong reasons to drive their intentions to other direction. Hosta & Zabkar (2021) 

suggest that consumers have challenges in accomplishing sustainable consumption behavior 

due its complex nature and their struggles between what is good for society and environment.  

 

One reason for consumers not to consume sustainable and according to their values is that 

they think others don’t behave that way. According to Vringer et al (2015) consumers are 

more likely to consume sustainable products when they think others consume them too. The 

size of social group doesn’t matter to behavior. Also, the high cost of sustainable products 

was identified to cause dilemma between consumers. Even though according to consumers 

values they would consume sustainable product, the high-cost acts as a barrier for it. Moser 

& Kleinhückelkotten (2017) found similar proofs. Consumer’s environmental self-identity 

is the main predictor of pro-environmental behavior, but despite that those who have a high 

self-identity and intend to behave in a responsible way, their actions usually have very small 

ecological benefits in total. This may reflect to fact that sustainable consuming is considered 

more expensive than “regular”. 

 

Webb & Sheeran (2006) have researched that manipulating intention that led to medium-to-

large-sized change in intention reflect to behavior only in small-to-medium-sized change. 

That could mean that impacting on individual’s original intentions may be challenging. Fife-

Schaw et al (2007) have found similar proofs. According to Sheeran & Webb (2016), circa 

only half of the intentions are translated to actual behavior. Three tasks (initiate, maintain 

and close goal) must be done to secure intention realization.  
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Perceived consumer effectiveness (PCE) is noticed to be effective variable in bridging green 

intention-behavior gap. Those who notice the power of their sustainable actions are tended 

to act more sustainable manner. Supportive social norms and perceived availability also have 

power but are not that effective than PCE. (Onozaka, Nurse & MCFadden 2011; Wu & Chen 

2014; Kang et al 2013). When studied socially and environmentally sustainable behavior 

separately, it is founded out that social norms and perceived behavioral control have more 

impact on socially responsible behavior, thus availability of information, concern, ethical 

ideologies and personal norms have the strongest impact on both social and environmental 

responsible behaviors (Hosta & Zabkar 2021). According to Carrington et al (2012), 

prioritization of ethical concerns, willingness to commit to ethical consumption and 

scarifying over unethical products or services and formation of ethical plans/habits are 

effective factors that have an impact on bridging the intention-behavior gap.  

 

Gollwitzer and Sheeran (2009) have suggested and Fennis et al (2011) tested that impacting 

on consumers’ implementation of intentions could work well in bridging the intention-

behavior gap. Creating implementation intentions, which specify where, when and how 

goals or intended behavior (Gollwitzer 1999), significantly increase the likelihood that 

individuals act according to their intentions (Gollwitzer and Sheeran 2006). Implementation 

of intention is linked to the realistic creation of the opportunity to implement certain 

intentions. For example, when buying vegetables for dinner, one can think that when I walk 

home from work, I walk pass organic store and by organic vegetables for dinner (Fennis et 

al 2011). Once certain behavior is manifested it is easier to carry out in a real world since 

mental simulation can improve implementation of intentions effectiveness (Knäuper et al 

2009). 
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4  Social media influencers (SMIs) 

Social media influencers are “regular people” who have become “celebrities” by producing 

content on e.g., their private life or subject of interest, on their social media channel. They 

usually have a great number of followers and have influence on their followers. Content may 

be produced in several platforms like e.g., Instagram, Youtube or Snapchat. (Lou & Yuan 

2019). Content produced can be a written post, video or a mixture of text and picture 

(Marwick 2015). Followers consider influencers as relatable (Raun 2018), trustworthy and 

inspirational opinion leaders, experts (Freberg et al 2011; Pang et al 2016) and credible 

source of information (Phang Ing & Ming 2018) and advice (Makrides et al 2020). 

Researchers note that influencers perceived credibly is consisted of attractiveness, expertise 

and trustworthiness of influencer (Schouten et al 2020; Breves et al 2019). Thus, SMIs often 

have power to influence on their followers purchasing and consuming decisions (Geyser 

2021).   

 

The relationship between influencer and follower is considered as a parasocial relationship 

meaning the one-way “friendship”. Follower knows multiple things about the influencer, 

since content shared may be very personal (Garcia-Rapp 2017) and consider her/him as a 

“friend” thus influencers don’t really know who their followers are. (Jersley 2016; Rotola-

Pukkila 2020).  

 

4.1  Influencer marketing 

The practice, when brands or similar cooperate with SMIs in order to promote and endorse 

services or products, is called influencer marketing. Influencers work with brands and create 

the promoting material they then upload on their social media channel. For that they receive 

e.g., paid check or free products from the brand.  
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Bakker (2018) defined influencer marketing as: 

 “a process in digital marketing where opinion leaders (influencers) are 

identified and then integrated into a brand’s brand communication on social 

media platforms”. 

  

He also notes that influencer marketing can be thought as a word-of-mouth marketing of 

digital world. Word-of-mouth refers to communication about the product or service in 

channels which are not controlled by the entity but reaches consumers (Kotler et al 2002). 

One benefit of influencer marketing is that influencer knows her/his audience and thus can 

tailor the communication according to audience (Martinez-Lopez et al 2020) so that the 

promotion message can be perceived with an authenticity by the following consumer (Bruhn 

et al 2012; Kozinets et al 2010).  

 

Aims of influencer marketing and communication may be multiple, but are often related to 

improving brand recognition, increasing brand awareness, and creating attention regarding 

to brand in order to generate more sales and increase brand value (Sudha & Sheena 2017). 

Influencer marketing is present in most existing social media channels but Instagram being 

the leading channel (Reinikainen et al 2020). This is because it is most used channel by 

influencers and compared to other social media channels it is more engaging (Chen 2021).  

 

Even though organizations and businesses have adapted the use of SMI communication 

widely and several business magazines have discussed about it, academic research on social 

media influencer communication is scarce and fragmented (Bakker 2018; Schach 2018). 

Overall, the theoretical-conceptual foundations used in SMI research is fragmented. Most 

used concepts are celebrity endorsement, electronic word-of-mouth and microcelebrities. 

Many of the research tends to find out explanation for the advertising effects of influencer 

communication. (Sundermann & Raabe 2019). 

 



 23 

4.2  Impact of social media influencers in consumer behavior 

According to research (e.g., Godey et al 2016; Vrontis et al ), social media influencers have 

proved to have impact on consumers’ attitude and the way they behave. Influencer’s 

attractiveness, trustworthiness and perceived similarity to follower is proved to have impact 

on consumers trust towards influencers branded posts. Trust towards branded posts then 

generates purchase intentions and brand awareness. (Lou & Yuan 2019; Chatzigeorgiou 

2017; Hsu et al 2013; Lim et al 2017). Djafarova & Rushworth (2017) and Phang Ing & 

Ming (2018) add that quality and formation of content influence on buying behavior very 

much. Torres et al (2019) note that perceived attractiveness of influencer is more related to 

likeability and familiarity of influencer than physical attractiveness. The parasocial nature 

of influencer-follower relationship acts as a positive medium between attitude towards a 

brand and intention to purchase the brand (Colliander & Dahlen 2011). Also, similar interest 

between influencer and follower drives positively consuming intentions (Sokolova & Kefi 

2020).  

 

In the context of influencer marketing, influencer-product-brand fit influences on consumer 

intention to purchase or not to purchase something (Breves et al 2019; Martinez-Lopez et al 

2020; Casalo et al 2018).  This problem is related to common trust problem with sponsored 

content. Followers are question if the e.g., product recommendation of influencers’ can be 

trusted when the influencers receives commission for promoting the product. (Archer et al 

2014). However, according to Evans et al (2017), when sponsored content was marked as a 

paid ad, consumers memorized the information on it which positively influenced on purchase 

intentions and followers’ consumer behavior. 

 

Follower’s attitude toward influencer has a positive influence on consumer behavior (Chopra 

et al 2020). According to Acikgoz & Burnaz (2021) and Ki et al (2020) the entertainment 

and informativeness of content produced are in the key factors which have an impact to 

followers’ attitudes towards influencers. In addition to that reputation, visually tempting 

content and expertise is noticed to have influence on followers’ attitudes towards influencers 

(Ki & Kim 2019; Hughes et al 2019). Also, the influence on consumer behavior of 
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influencer’s content is higher when it follows consumer’s own interests and personality 

(Choi & Rifon 2012). 

 

5  Research design and methods  

This chapter introduces the design and methods of the research. It opens the context of the 

research as well as describes the methods used when collecting and analyzing the data. 

Credibility of the research is also discussed. 

 

5.1  Research context  

The reason for this study is the master’s thesis writer’s interest to research how sustainable 

social media influencers drive consumers when they are changing their consuming manners 

to be more sustainable. Phenomenon called green gap is identified in various research along 

the years. This research aims to find out how sustainability influencers see their influencing 

role and how followers feel they are influenced. The research is qualitative research which 

data was collected by interviewing six sustainability influencers (SIs) and seven followers.  

 

5.2  Research and data collection methods 

The research is qualitative research which aim was to find a solution for the problem 

identified. As its simplest, qualitive research is defined so that the form of data collected is 

non-numeral. In the reel life the definition of the qualitative research is not that simple. 

(Eskola & Suoranta 1998, p. 13).  

 

The qualitative data may be created by the researcher (primary data), or it can be based on 

the documents or data already existing (secondary data). The data which is created by the 

researcher can be e.g., interviews or observations. The later ones can be e.g., journals and 

briefs. (Eskola & Suoranta 1998, p. 15). Those can be used alternatively or combination 
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depending on the research design (Tuomi & Sarajärvi 2009, p. 71). Qualitative research often 

aims to study the subject as comprehensive as possible. Results are conditional explanations 

since researcher can’t act as an objective researcher. In general, qualitative research aims to 

find and clarify facts. (Hirsjärvi et al 2009, p. 161).  

 

In this research the primary data was collected by interviewing a group of people. The 

interviews were semi-structured theme interviews which followed the same pattern. 

However, if the discussion continued from the original questions following questions were 

asked. The questionnaires can be found from appendix 1 and appendix 2. The interview 

situation was a combination of discussion dialogue and open interview. The benefit of the 

interview is that it is flexible, and the interviewer have a possibility to repeat the question, 

clarify the question and have a discussion with the informant. Forms of interview are form 

interview, theme interview and deep interview. Theme interview has often semi-structured 

or open questions. Theme interview follows certain pre-choice themes and the adjusting 

questions related to themes. It is up to researcher if all the informants are asked all the 

questions, or if the questions are asked at the same order. (Tuomi & Sarajärvi 2009, p. 73-

75). Themes at the interviews were sustainable consuming, Instagram influencers, the 

influence of SIs to consumer behavior, paid collaborations, challenges of sustainable 

consuming and the future. The defining questions varied between the SIs and the followers. 

 

SIs were contacted by direct messages on Instagram. Finding interviewees among the SIs 

was relatively easy and the interviewees were interested of the subject chosen. Followers 

were search by Instagram post (appendix 3) which was posted on master’s thesis writers own 

Instagram account and shared at the Instagram Story of few people. Getting follower 

interviewees was more challenging but at the end they were finally found. All the interviews 

were done as an online Zoom interview since the situation with the Covid-19 pandemic was 

still challenging in Finland. All the interviews were recorded. Permission for the recording 

was asked prior interview. 
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5.3  Data analysis methods 

For qualitative research the inductive approach on the analysis process of the data collected 

is common (Hirsjärvi et al 2009, p. 164). Inductive analysis approach means that goal is not 

to test hypotheses or the theory. The data guides the analysis process not the previous 

theories. (Tuomi & Sarajärvi 2009, p. 108). In the analysis process of this research both 

inductive and deductive analysis approaches were combined. At deductive analysis the 

previous theory guides the analysis process (Tuomi & Sarajärvi 2009, p. 113). Analysis of 

the data collected mostly follows the principles of inductive analysis. In this research the 

deductive analysis is added when reporting the results since the titles are led from the theory 

introduced at this research. 

 

According to Miles and Huberman (1994) there is three steps at inductive process: Reducing 

the material, clustering the material and abstraction. In this research irrelevant material was 

first reduced from the littered interviews. The material was then re-written and translated in 

English since the data was originally in Finnish. Then the relevant material was clustered by 

asking certain questions risen from the themes of interview. After clustering the material  for 

the first time, the original questions were reformed, and clusters redefined for answering 

more to the research questions of this study. Redefined  clusters were in the case of SIs “what 

motivates the SIs”, “what is their goal” and “what they are doing to get their followers to act 

more sustainable”. In the case of followers, the redefined clusters were “what things have 

had influence on their consuming habits”, “how they think about sustainable consumer 

behavior”, “do they act according to their attitudes/intentions – why & why not” and  “how 

they perceive SIs”. 

 

Analyzing process of the material collected was relatively challenging and time consuming 

due to the large amount of information gotten from the interviews. After starting to outline 

the relevant information to this research the process got easier. When the right questions for 

the research were identified at the clustering stage the extra material was easier to drop out.  
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After the results were reported under the titles that were conducted based on the original 

theory of this research, the interview material of SIs and the followers were analyzed 

separately. 

 

5.4  Credibility of the study 

Evaluation of credibility of the qualitative research is important and need to be done at this 

research as well. Unlike in quantitative research  where the credibility of the study is often 

evaluated by reliability and validity in qualitative research it aimed to avoid using those 

terms. It is said that the nature of qualitative research doesn’t fit to frames of reliability and 

validity. To increase the credibility of the qualitative research, it is important to describe the 

data collection, data analysis and reporting process as much as possible. (Hirsjärvi et al 2009, 

p. 232). 

 

The data collected at empirical research was primary data from the interviews. To increase 

the credibility of the research both SIs and followers were interviewed. This was done to get 

the perspective of both sides to the study. The data analysis and reporting process was also 

written open. However, the process would have been described with more detailed to 

increase the credibility of the process. Base for the qualitative research is the open 

subjectivity of researcher and admitting that the researcher is one of the centric research tools 

(Eskola & Suoranta 1998, p.211). Referring to that when evaluating the results of this 

research impact of the researcher’s personal attitudes must be considered. It is also worth 

noting that the interviews are translated from Finnish to English. In the translation process 

there is always a chance for getting lost in translation. 

 

All in all, the results of this study can be considered relatively trustworthy. However, they 

cannot be generalized without further research about the subject. The opinions of the people 

interviewed may differ a lot when having a different set of informants. Even though  the set 

of informants was relatively large (six SIs and seven followers) and was consisted of both 

men and women, there are some limitations that must bear in mind. Further limitations with 

the future research are introduced at the chapter eight (8).  
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6  Results 

Empirical research was divided in two research groups: sustainability influencers and the 

followers of sustainability influencers. The following chapter will separately go through the 

main findings from both research groups. Six sustainability influencers and seven followers 

were interviewed. The length of interviews varied from 30 minutes to 67 minutes. Four out 

of six influencers were women, and their ages varied between 26 and 45. Six out seven 

followers were women, and the ages varied between 19 and 33. Followers’ occupations were 

high school graduate, student, foreman, UX Designer and dancer. The influencers’ 

occupation (other than content creating) was not asked. More detail information about the 

interviewed people is presented at tables 2 and 3. 

 

Table 2. Description of followers interviewed  

NICKNAME DURATION OF 

THE INTERVIEW 

AGE GENDER OCCUPATION RESIDENCE 

Follower 1 40 minutes  19 Female High school 

graduate 

Keuruu 

Follower 2 30 minutes 27 Male Foreman Sipoo 

Follower 3 40 minutes 29 Female UX designer Tampere 

Follower 4 43 minutes 33 Female Dancer & 

business 

graduate 

Helsinki 

Follower 5 42 minutes 30 Female Nurse & student Rovaniemi 

Follower 6 55 minutes 26 Female Student Outokumpu 

Follower 7 31 minutes 29 Female Student Espoo 
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Table 3. Description of sustainability influencers interviewed 

NICKNAME DURATION 

OF THE 

INTERVIEW 

NUMBER OF 

FOLLOWER 
(3rd of September 

2021) 

AGE GENDER 

Influencer 1 31 minutes 1108 26-35 Female 

Influencer 2 40 minutes 12,3 t 36-45 Female 

Influencer 3 67 minutes 14,7 t 36-45 Female 

Influencer 4 54 minutes 8359 26-35 Male 

Influencer 5  42 minutes 3871 36-45 Female 

Influencer 6 42 minutes   11,6 t 26-35 Male 

 

 

6.1  Sustainability influencers 

This chapter introduces the main results that rose when researching sustainability 

influencers. Chapter will go through interviews by the certain themes addressed based on 

research questions and the themes of interview.  

 

6.1.1  Sustainable influencing on social media 

At the beginning of interviews, influencers were asked to define term sustainability 

influencer (SI). Interviewees collectively defined SI as a person who have an influence on 

other peoples (one’s followers) everyday life, review own consuming habits and consuming 

culture as a phenomenon critically and encourages one’s followers to consumer sustainable 

and above all consume less. SI acts based on one’s values and is obligated to educate oneself 

and be transparent. The themes that SI handles on one’s account are related to sustainability, 

climate issues and the wellbeing of the globe and people. SI can have just a few followers 

(up to few hundred) or thousands of followers.  
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“From my opinion, sustainability influencers critically evaluate consuming 

culture, one’s own consuming and the consuming overall as a phenomenon and 

encourage own followers to sustainable consuming and consume less”. 

(Influencer 2)  

 

“The [sustainable] content is most defining thing. Everyone can be 

sustainability influencer, even at the WhatsApp group shared by friends”. 

(Influencer 4). 

 

After that influencer were asked about their influencer “job”. The discussion touched about 

the reasons why influencer had first started, what motivates them to continue and do they 

want to achieve something. Three concluding things that drove influencers to first start are 

the way to channel own climate anxiety to action, opportunity to do something for the climate 

and environment and opportunity to impact peoples’ attitudes towards sustainability and 

their consuming behavior. Creating content to social media has also brought together similar 

minded influencers and followers thus providing way to get and give peer support from each 

other.  

“The feeling and opportunity to be able to have influence on people’s attitudes 

and act for environment and climate motivates me. It is also way to reduce 

climate anxiety and socialize with the same minded people”. (Influencer 1) 

 

“After IPCC 2018 report, I started to change my consumer behavior and reduce 

carbon footprint and report my journey on social media. I wanted to influence 

on my behalf and get peer support”. (Influencer 2) 

 

All the influencers interviewed haven’t been sustainability influencers from the beginning. 

One of the interviewed says that she lived in a misconception of sustainability. This means 

that she taught she was living sustainable life, but it wasn’t true. Ones she realized that she 

thought there must be others living in a similar misconception. After that she started to 

inform others on social media and show how she has changed her life and that living 

sustainable life doesn’t mean a bad life, quite opposite actually.  
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“It is important to show that sustainable lifestyles can be very different from 

each other. It is important to show that you don’t have to be a “green, vegan 

hippie” to live sustainable life. It is important to show that it is possible to live 

normal life while still living sustainable life”. (Influencer 6) 

 

“Originally, I wasn’t sustainability influencer – quite opposite actually. At 

first, I felt quilt about it but then realize that I am responsible for sharing the 

information I have for others”. (Influencer 5) 

 

Some of the reasons that led to starting to influence and content creation seemed to act as a 

source of motivation as well. They are e.g., having influencer on followers and the positive 

and supportive feedback from the follower. Also, messages where followers say that they 

have changed their behavior patterns to be more sustainable motivates sustainability 

influencers. It is possible to talk about different themes and problems easily on social media. 

It is also a channel to talk about subjects that traditional media doesn’t cover. 

 

“The fact that I think I have influence – at least a small one, motivates me. The 

feedback from the followers changing their diets, starting to pay attention on 

certain things or purchasing less clothes motivates as well”. (Influencer 2) 

 

“I am motivated by the opportunity to talk about subjects that traditional media 

doesn’t cover. These subjects can be related for example social sustainability 

and the way clothes are not designed to fit to most of the female population”. 

(Influencer 3) 

 

The future and current situation of the climate also motivates influencers. It can already be 

seen how the climate is changing and how our acts have impact on it. A thought about future 

climate and the world where our children will live in the future, motivates at acting pro-

actively to spread information about the sustainable consuming and sustainability and 

climate change. 

 

“The greatest motivation is the future of my children. The thought about the 

changing society with future agitations and other conflicts”. (Influencer 5) 
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Influencers goals are more abstract than concrete. Influencers wish to change existing 

consuming norms. They want to inspire their followers to swim upstream and question 

existing consuming norms. One issue that was addressed about sustainability influencing 

was that the followers already have pleasant attitude towards sustainability. That’s why one 

goal is to get people who are not that interested on sustainability as followers to be able to 

educate them. Of course, it is important to have people who are keen to sustainability as a 

follower, but it would be more effective also reach the people who are not that keen on 

sustainability or don’t know about sustainable lifestyle or sustainability overall, yet.  

 

“Most of my followers are already into sustainability subject. My intention is 

to reach the ones that are not yet that into sustainability and get them interested 

on the subject”. (Influencer 1) 

 

“One of my goals is to get people understand the cause-consequence relations 

of actions. I want to get people to understand how individuals can influences 

by their choices and what things should be changed by changing the structures 

of societies”. (Influencer 5) 

 

“Previously, my goal was to do something meaningful while earning additional 

income. Nowadays, when my main occupation has changed, the goal is mainly 

to do something meaningful and tell followers about my thoughts around the 

various sustainable related subjects”. (Influencer 6) 

 

Influencers have both personal and professional goals. One of the influencers wants to 

develop her account to be concentrated on certain themes under sustainability and get new 

working opportunities on the field like lecturing as an expert or talking in schools for 

children. One of the influencers wishes to organize events and excursions where to educate 

followers/people about the subject chosen. These were influencer’s long-term goals and due 

to the limited recourses e.g., lack of time it was not possible to do those as much as 

influencers wanted.  

 

What is in common with all influencers is that they don’t have getting as much followers as 

possible as a goal. They acknowledge that the more followers they have the more people 
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they can reach. However, their content strategy is different to the strategy that is planned to 

get more and more followers. 

 

6.1.2  What SIs do to get followers act more sustainable? 

Sustainability influencers cover many types of subjects under sustainability on their 

accounts. They are slow-fashion, sustainable lifestyle overall and sustainable investing, 

sustainable travel, sustainable purchasing, sustainable everyday products, climate issues and 

sustainable transport from carbon footprint perspective. In addition to sharing better life 

choices, they criticize structures of the society and take stand on political things. Other 

subjects are how to minimize the amount of litter (not recyclable) in peoples’ life and 

littering of environment.  

 

Themes that influencers cover are strongly related to peoples’ everyday life. Some are more 

concentrated on only peoples’ behavior, and some take more stand on also political and 

governmental things. Nobody is concentrated on just one subject inside of the sustainability. 

According to interviews, subjects focused on environmental sustainability where more 

present than subjects on social sustainability. However, that does not mean that social aspect 

would be forgotten, quite opposite. Influencers handle all three dimensions of sustainability: 

social, environmental and economic. Influencers also share themes that are not directly 

related to sustainability. Meaning when they share about their everyday life, they don’t 

necessarily allocate that “hey, I am living sustainable life and doing only things that keep 

my carbon footprint in a scale which is favorable to climate warming”. 

 

“My account concentrates on slow fashion and the harms of fast fashion. I also 

cover sustainable lifestyle and corporate responsibility”. (Influencer 1) 

 

“I cover quite many themes on my account. Some subjects come from 

traditional media, and some are my own subjects. I cover my own consuming 

habits a lot and criticize social structures. I point out that consumers, 

companies, governments and media all are responsible on talking about 

sustainability”. (Influencer 5) 
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“Among other things, I give tips how to reduce the amount of litter at your life 

and how to reduce your carbon footprint. I try to clarify that small climate 

actions have also other positive impacts such as improvements on your health 

and wellbeing”. (Influencer 6) 

 

Influencers approach their followers from different angles. Few of them trust positive and 

solution-orientated approach as few trusts more awakening approach. Providing informative 

and inspiring content is also common. Influencers aim to wake up their followers and shake 

their habitual though patterns. 

 

“I don’t want to share “catastrophic” news without offering a solution what 

people can do to prevent new catastrophes to come. I tend to positively inspire 

my followers and have noticed that to be effective”. (Influencer 1) 

 

“I provide informative content. I share news and take stand on actual subjects 

that media covers and tell my opinions about the phenomena. I aim to inspire, 

motivate and encourage (to be active citizens) my followers. Sometimes, I use 

quilt approach on my content to show the damaging (for environment) habits 

and thought patterns we have since feeling of guilt is sometimes needed to get 

people change the way they behave”. (Influencer 2) 

 

By providing informative content, influencers aim to educate their followers, give them 

handful of thought and increase their knowledge of sustainability. There are many ways to 

educate their followers. One of the influencers creates social media challenges and the other 

one uses Instagram stories to share info graphs, news and own experiences from trustworthy 

sources. 

 

“I am a teacher-natured person, so my intention is most often to educate my 

followers and increase their knowledge”. (Influencer 3) 

 

“I believe in influencing by example and cheering. I have created social 

challenges and competitions around my subject. Main reason for challenges is 

not to reach the targets of the challenge, it is more like informing people about 

the subject”. (Influencer 4)  
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“I mostly use Instagram stories since I think that it is most suitable channel, 

and my followers seemed to like it. I tend to spread information to her 

followers using trustful sources and educate them”. (Influencer 5)  

 

“I think that by sharing my own story I have inspired others to think about their 

life and habits. I tend to more encourage my followers to think by themselves 

than tell them what they should do”. (Influencer 6) 

 

All Influencers also pointed out that changing individuals’ consuming behavior is not the 

only way to save climate – it is one small thing amongst many others. Some of them also 

pointed out that when they focus on promoting sustainable lifestyle, they have pointed out 

that changes on consumer behavior have also other benefits such as better wellbeing and 

financial situation.  

 

6.1.3  Perceived influence on followers’ consumer behavior 

Collectively influencers interviewed told that they had all received messages where their 

followers had told that because of them they had change something on their consuming 

behavior. Influencers also pointed out that for sure what they do on social media will have 

influence on their follower’s behavior since everything that human hears or sees have. The 

behavior doesn’t necessarily change right away but when same messages are heard from 

various “mouths” it most likely will cause actions. The amount of followers on SIs’ accounts 

is also increasing indicating to the increasing interested towards sustainability themes. 

Influencers also pointed out that since social media have such a great influence on people it 

would be very important to get environmental and social sustainability and climate issues 

more visible there. 
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6.2  Followers of sustainability influencers 

This chapter will introduce the main themes that rose when interviewing the followers of 

sustainability influencers (SIs). Chapter will go through the interviews by the certain themes 

addressed which are based on research questions and the themes talked at interview.  

 

6.2.1  Followers’ consumer behavior 

Several things have had influence on the consuming habits of the interviewed followers. 

Most of them mentioned that common atmosphere, own values and their financial situation 

have a great influence on the way and what they consume. They also conclude that they wish 

to purchase goods that last to save time and resources. Followers also told that proofs in 

science for proving that consuming responsibly or not at all may save the planet have impact 

on the way they consume. 

 

“Common atmosphere [towards consuming], science and own values have 

impact on my consuming habits. On the side of that I see that I also am 

responsible for the globe. “ (Follower 1) 

 

“ If the price is on point, I buy almost anything. Price-quality relationship is 

important. Saves time to buy something that lasts long in comparison to 

purchase new things all the time when the quality is bad. The story behind the 

product or service also influences on the consuming decision”. (Follower 2) 

 

“Price have simply the most influence on consuming. Because of the higher 

price we can’t buy organic or reko-products even though we would like to, and 

it would be more ethical and sustainable”. (Follower 5)  

 

“Own values are the most impacting thing. I tried to think what the cleverest 

thing is to purchase or is it necessary to purchase something. Of course, 

financial issues have impact on consuming along the ethical issues”. (Follower 

6)  
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Some of the followers considered them to be “victims of the advertisements”. It means that 

the rounding advertisements in many websites and social media platforms but also in real 

life are creating desires to purchase something that they don’t necessarily need. 

Recommendations provided by friends have also influence on consuming meaning both 

traditional word-of.mouth and electronical word-of-mouth. Sustainability influencers were 

also considered as an online “friend” by some of the followers. 

 

“I consider myself to fall into advertisements quite well. What products or 

services are advertised to me have impact on my consumer behavior along the 

discount codes that are provided by. e.g., SMIs”. (Follower 1) 

 

“I consider some of the influencers as my “friend”. Like what comes to 

recommending something for example”. (Follower 1) 

 

However, some of the followers thought that advertisement don’t really have impact on their 

consumer behavior. 

 

“Let’s just say that I don’t feel like I’m that much driven or controlled by ads. 

Often, I react quite critically about everything. However, when an eco-

electricity company has been advertised, the ad has risen my interest meaning 

that this may be pretty good. But mostly I considers commercials just like okay 

– I don’t need that”. (Follower 7) 

 

However, for some people advertisements also act as a way to find e.g., more sustainable 

alternative for everyday products. 

 

“I sometimes purchase something that I have seen on Instagram, or some 

influencer has said that some product is good and sustainable. I then though 

that, well, maybe it is good then and don’t bother researching more”. (Follower 

6) 

 

When followers talked about their consumer behavior from sustainability angle there were 

similar things coming up. Some of them thought that concentrating on consuming more 
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sustainable take a lot of time, effort and energy. Availability and easiness of purchasing were 

also risen. It was said that sometimes it takes too much energy to find and compare what 

product or service is the best option and sometimes sustainable options are not easily 

available. Also own mental image about brand or product have impact on consuming. 

 

“Sustainable consuming is very much influenced by availability of the 

products and services. For example, if I can’t find certain cloth sustainably 

produced or second hand, I purchase option that is less sustainable and don’t 

use more time and energy to find “better” option”. (Follower 3) 

 

”I tend to research carefully [what is sustainable or not] but sometimes there is 

no time and I just purchase something that I believe is sustainable”. (Follower 

6) 

 

Followers mentioned also that sustainability influencers (SIs) have had influence on 

follower’s sustainable consumer behavior and consumer behavior in general. They conclude 

that they have gotten new ideas, inspiration and valuable tips from SIs. They also consider 

the content of SIs educational and trustworthy. SIs are considered trustworthy especially 

since they use and show reliable references and are transparent on their actions. 

 

“Without influencers that I have followed, I would not have found some brands 

or companies. I often search information about the product from the 

influencers. If they have tried it and been happy about it, I most likely buy the 

product. I trust the recommendation of influencer”. (Follower 1) 

 

“Influencers posts have challenge me to think differently. For example, I got 

idea about ‘purchasing strike’ from Instagram. I just thought that how good 

idea this is”. (Follower 7) 

 

The Influence of SIs on consumer behavior was percept both negatively and positively to 

impact on sustainable consumer behavior. It was said that sometimes the content of 

sustainability influencers was so heavy that it wasn’t that relaxing to follow them.  
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“If SI shares also other information but about the sustainability, it may increase 

the identifying the life of influencer and the [educational] message is easier to 

understand. Sometimes SIs have quite heavy profile with lots of information, 

then I might even get too full of it”. (Follower 1) 

 

Couple of the followers though that following SIs on social media may have unconsciously 

influenced on their opinions and consumer behavior like everything that we percept around 

us will. They also have hard time to analyze if SIs have had influence on their opinions or 

attitudes towards sustainable lifestyle since they can’t say if they have started following SIs 

because they share similar schemas than the follower or have the content that SI has 

produced have influence on their opinions to be more sustainability orientated.  

 

”For sure SIs have unconsciously impacted on my opinions but I just don’t 

really think about it. I can’t say that after reading one Instagram post I would 

become vegan suddenly. More like the content unconsciously makes small 

changes to my way of thinking”. (Follower 2)  

 

“I want to claim that my interest towards sustainable consuming has started 

somewhere else and that has led to follow few SIs. But sometimes I feel like 

that I got certain ideas [about sustainability] from them. I want to expose 

myself to their content”. (Follower 4) 

 

Some of the followers gave concrete examples how SIs have influenced on their attitudes 

towards sustainable consuming. Follower had gotten familiar with dullness culture through 

SI’s content. Content have had influence on follower’s behavior by increasing the level how 

old or old-looking food she can eat or buy. Nowadays, she doesn’t throw away old food that 

easily. Another follower said that she follows minimalistic lifestyle influencer. Through the 

content of that follower consider that unconsciously influencer’s content has had impact on 

her thoughts and consumer behavior (in the means of consuming less). 

 

“I follow influencer who shares dullness lifestyle. After following influencer, 

I have started buying also wizened fruits and vegetables from store since the 

influencer have said that otherwise those would be treated as a rubbish”. 

(Follower 3) 
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” On Instagram I follow people whose lifestyle is quite minimalistic. I like 

following their life and what choices they have done to get there where they 

are currently. I don’t think that I do choices because of their accounts but for 

sure their content have had influence on”. (Follower 4) 

 

Same followers continued that they have changed their consumer behavior for different 

reasons. Sometimes feeling guilt about something have been the pushing factor for change. 

Sometimes follower has inspired from e.g., content of SI and change the consumer behavior 

in certain matters. There is always not a feeling related to act of change. It is enough that 

follower has learned something new and doesn’t see a reason to continue familiar way after 

receiving new information about some subject. Often followers said that their consumer 

behavior has changed one thing at the time. 

“I have changed my consumer behavior since feeling guilt, been inspired or 

learned something new. I think the realistic touch on content have the best 

impact on me” (Follower 3) 

 

“Sometimes quilting content can wake more effective way in one certain thing 

e.g., eating meat”. (Follower 4) 

 

6.2.2  Following sustainability influencers 

All the interviewed are followers of sustainability influencers. They agree on that the content 

they consume have had influence on the way they think or behave like everything that 

happens around them have. Some of them argue that the core thing in influencing is that one 

doesn’t even notice that one is been influenced by someone. The result may be changing 

habits or increasement in knowledge towards sustainable lifestyle and products. 

 

“It [content of SI] has had influence on my behavior and consumer behavior in 

matters that I haven’t even thought about before seeing SI’s post”. (Follower 

6) 

 

Followers also told that they have gotten concrete tips and learnt important issues from the 

content of SIs. SIs have for example openly told by referring the trustworthy sources the 



 41 

faults of certain products. The information about those have led to the point that follower 

have stopped using certain product(s) and started educating their friends and family about it. 

 

“I would say that it [SIs] content led to that I didn’t purchase it [mosquito 

repellent] and also don’t accept that other people nearby use it”. (Follower 6) 

 

Followers consider social media, Instagram and SIs as a good channel to influence on 

consumers but also to be influenced on certain subjects. Especially when the subject is 

interesting it is nice to learn about it on a form that is easily understandable. Some of them 

even said that SIs are the most important reason for being at Instagram. They use the platform 

to educate themselves about the subject they are interested in. 

 

“Instagram is a good channel to acts like this since on the platform it is possible 

to be accidentally exposed to sustainability subjects”. (Follower 4)  

 

“It is easy to consume [sustainable] content via social media since the 

information is in a ready package. It is easy to learn new things about the 

subject that is interesting”. (Follower 3) 

 

“I think it is the most important reason to be on Instagram. I am not interested 

in light-minded content. The hard-fact content is my thing. It is nice that there 

so many different perspectives on Instagram about the same subject. Good 

opportunity to learn”. (Follower 7) 

 

Couple of followers speculated that which one have come first. The fact that they have gotten 

interest on sustainability/climate issues and then end up following SIs or first ended up 

following SIs and then gotten interested on sustainability issues. They also speculated that 

does it really matter how they ended up following SIs – the most important thing is that they 

have. One of the followers also “praised” SIs to get sustainability issues normalized and the 

more peoples’ lips.  
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“Earlier caring about climate and being active towards sustainable issues were 

maybe more “eco-feminist” thing but nowadays it is more normal thing to care 

and be active.” (Follower 6) 

 

Some of the followers also told that they value the recommendations of SIs and that it is 

easier to just purchase something that SI has recommend than start doing own research about 

the product scale. That reflects to trust towards the content SIs produce.  

 

“It is easier to purchase the product influencer has recommend than start figuring out 

which were those sustainable choices again”. (Follower 3) 

 

Influencers were seen as a norm-setters and peer support. Followers considered that it is 

important to have someone on showing example about sustainable consumer behavior. 

 

“Leading and educating by example. The more people are brave forerunners the more 

people act against old norms. Sustainability influencers have a good role on that, I 

think”. (Follower 6) 

 

6.2.3  Challenges at sustainable consuming behavior  

According to the followers their consumer behavior has influenced by many things. Even 

though they wish to live sustainable lifestyle they know that they are not perfect. Sometimes 

their intention and attitudes may not reflect to their actions. For that there is as many reasons 

as there are consumers. Some said that overthinking and optimizing every consumption 

choice just makes life and getting things in need too challenging which may have a negative 

impact on mental health. Sometimes is better to go middle way and try to make choices that 

are better than previous ones but not the best. 

 

Followers also conclude that sometimes lack of money is the reason why they don’t act 

according to their attitudes and intentions. However, they remind that the most sustainable 

consumer behavior is to not consume at all. In a real life it is not always possible. In addition 

to lack of money there are advertisements and social media influencers who collaborate with 
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e.g., fast-fashion companies and provide very good discounts codes. Even though the 

intention would be to consume sustainable it can be easier and more convenient to just use 

the discount code and purchase fast-fashion. However, social media influencers may have 

been the ones to give a tip about the more sustainable clothing service and save follower to 

not to consume according to one’s intentions and attitudes. 

 

“For example, traveling with train. When traveling to North of Finland trains 

are too expensive compared to traveling by own car”. (Follower 2) 

 

“There is so many companies advertised on social media which are not 

sustainable, and the discount codes are shared for cool-looking clothes. It 

makes consuming sustainable harder”. (Follower 1) 

 

“Last summer I had to buy new clothes and since it is frustrating, I decide to 

buy from Zalando that I don’t consider that sustainable. But then one influencer 

reminded me about the harms of fast-fashion and other one gave me a tip about 

second-hand Zalando. I ended up scrolling second-hand clothes then”. 

(Follower 3) 

 

Another reason for not acting according to their intentions and attitudes is lack of 

information. Followers don’t know enough about consuming, companies or the products and 

services they provide. There are tons of information and e.g., many type of certificates on 

products but it is not easy to find out what are the certificates that can be trusted on or how 

the products are produced. 

 

“For consumers there is not enough information about the sustainability of 

company products or service. There is so many different certificates and 

consumers just should know what they did mean again”. (Follower 3) 

 

“It is extremely hard to figure out which companies are sustainable for real, 

and which are just saying they are sustainable but for real are just doing 

greenwashing”. (Follower 5) 

 

Third reason that rose for not acting according to intentions and attitudes was lack of energy 

and putting easiness and conveniency ahead of sustainability. Followers don’t always have 
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energy or bother to decide or figure out what would be the best option. Sometimes it can be 

harder to get the product or service which is more sustainable. Followers argue that 

consumers must do so much to figure out from the newly purchased product if it is produced 

ethically, where it is from and if there is child labor used. However, some of them pointed 

out that luckily there are social accounts like “Eetti” or “Vaatevallankumous” which have 

researched certain things about companies or products already. 

 

“Easiness and conveniency go sometimes ahead of sustainability”.  

(Follower 3) 

 

”I don’t always have energy to decide what would be the best solution for me. 

And sometimes it is harder to get sustainable goods”. (Follower 4) 

 

“Often there is no week that I don’t learn new thing that I have to take on 

account when consuming which adds challenge on consuming. Ignorance is a 

bliss. Luckily there are people who are doing that for you”. (Follower 6) 
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7  Findings and discussion  

The reason for this research was to test if sustainability influencers may have a role in 

bridging the green gap in consumer behavior. Green gap refers to intention-behavior gap in 

the context of sustainable or green behavior (ElHaffar et al 2020). The research searches 

answers for one research question and two sub-research question. This discussion will first 

answer to sub-questions and then lastly answer to main research question. This thesis aims 

to find out answers for the sustainability influencers’ role in closing the green intention – 

behavior gap and thus promoting and driving sustainable change in consumer behavior. At 

the end of this chapter, there is also the recommendation for marketing management 

introduced. 

 

7.1  SIs’ intentions to impact on sustainable consumer behavior 

The first sub-question aims to find out how sustainability influencers influence on their 

followers’ consumer behavior. It aims to search it through finding motives and goals of 

sustainability influencers and figuring what type of content they do to get their followers to 

consume more sustainable.  

 

In a nutshell SIs cover many themes under sustainability and climate change. They can be 

e.g., examples of sustainable lifestyle or tips of sustainable consuming, products or services. 

SIs also criticize the social structures and speak out about the issues they consider important 

or have risen on traditional media. Often SIs aim is to inspire and educate their followers 

and encourage them to think on their own about the subjects they are presenting. This reflects 

to Yesiloglu et al (2021) findings on sustainable influencers role being a source of inspiration 

and information. Most influencers said that their goal is to inspire followers and encourage 

people to question the existing consuming norms but also get consumers that are not into 

sustainability more interested on the subject. 
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SIs get motivated on various subjects on their content creating work. Some of them are more 

driven by their personal needs and some are more driven by extrinsic motivations. SIs see 

creating content and influencing on followers as a way to do proactively something for the 

climate but also channel ones' own climate anxiety on doing something good. The 

opportunity to have on impact on consumers behavior and their attitudes towards sustainable 

consuming and showing to followers that living sustainable life is not bad life at all motivates 

SIs to create educating and wakening content. Findings from White et al (2019) back this up 

since according to them social influence drives consumers e.g., by making certain behavior 

more visible and socially accepted.  

 

SIs agreed also that social media gathering influencers and followers together with similar 

mindset and giving and getting positive feedback from the followers also keep influencers 

going. They conclude that getting and giving peer support from the society social media has 

created has been on important role when noticing that you are not the only one feeling certain 

feelings or fighting for some mission. 

 

In a nutshell, SIs impact their followers’ consumer behavior by inspiring and educating them, 

giving them peer support and tips and showing example. Findings from Rake (2020) and 

Yesiloglu et al (2021) follow the list by seeing the impact of influencer inspiring, showing 

sustainable lifestyle and educating followers. 

 

7.2  How SIs have influenced on their followers’ consumer behavior 

The second sub-question tends to find out if influencer have a role in changing their 

followers’ attitudes and intention towards sustainable consumer behavior. It also tends to 

find out if  followers act according to those attitudes and intentions. The second sub-question 

also tend to find out reasons that are affected to the change in consumer behavior. In the case 

of green gap in followers’ behavior, the reasons for that are also investigated. Question also 

aims to figure out how followers think about sustainable behavior and perceive sustainability 

influencers overall. 
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Consumers’ behavior is influenced with various matters. Those have influence on both 

consumers intentions and attitudes but also to actual behavior. Some matter may be a critical 

variable when the consumers don’t act according to the one’s intention and attitude.   Usual 

ones are common atmosphere, own values (which reflect to consumers’ attitudes), 

consumer’s financial situation, recommendations from friend, both offline and online 

advertisement and the availability of products and services and easiness to purchase 

something. Also proof of science and learning new things have influenced on consumers’ 

behavior. Findings of Šajn (2020) support this since according to his research consumer 

behavior is influenced e.g., by habits, price, values, availability, social norms and 

convenience which reflects to findings of this study. 

 

Followers of SIs consider that SIs have had influence on their attitudes, intentions and even 

their actual consumer behavior. Some of the consumers consider SIs as an online friend 

which recommendations count as well as their offline friends’. Recommendations were 

considered to have influence on follower’s intentions. Content of SIs’ is considered 

educational and trustworthy. Appearance of trustworthiness comes from the use of reliable 

references but also transparent actions on social media. Findings of Ki & Kim (2019), Ki et 

all (2020) and Phang Ing & Ming (2018) support this. According to them content’s 

informativeness, reputation and expertise are impacting on followers’ attitudes alongside 

influencers considered to be credible source of information. 

 

Sometimes the content of SIs was considered to be “too heavy” meaning that it made 

follower to stop watching it. However, followers didn’t say that it would have had negative 

impact. Some of them continued that they have change their consumer behavior habits to 

more sustainable after seeing “heavy content” and feeling guilt. 

 

Followers also talked about the getting influenced overall. They considered that the beauty 

of influencing is there that one doesn’t even realize that. They just follow an influencer and 

one’s content about the subject follower likes and after some time realized that might have 
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consumed something because of the recommendation of the influencers.  That’s why they 

consider that SIs have had influenced on their sustainable consumer behavior. Choi & Rifon 

(2012) agree on that and say that when consumer is following influencer and the subject they 

are interested in, the influence is higher than when following content out of one’s interest. 

 

Followers also consider that SIs normalizing and showing the sustainable lifestyle have a 

great influence on consumers’ behavior overall. They also consider that sustainability 

influencing is the future of social media influencing. This reflects to fact when the 

implementation of intention is created or manifested the likelihood that consumer acts 

according to one’s intentions increases (Gollwitzer and Sheeran 2006). Based on this, if the 

follower sees the influencer living sustainable life and they share similar attitudes and 

intentions, the likelihood of follower acting according to one’s intentions may increase. 

 

Even though followers’ intentions and attitudes were positive towards sustainable 

consuming they said that they don’t always act according to those. Westaby (2005) have 

mentioned that individuals are often acting against their attitudes when there are powerful 

reasons driving their intentions away from their attitudes. For followers those strong out 

pulling reasons are that sustainable consuming behavior takes a lot of time, effort and energy 

compared to consuming like western people are used to in general.  

 

Followers consider that availability of goods and services is also in a big role at consuming. 

They consider that more sustainable product or service choices are not easily available, or 

they don’t know enough about those which reflects to findings of Pickett-Baker and Ozaki 

(2005). According to them consumers have had difficulties when choosing the sustainable 

products. Followers consider that SIs have a role at easing the sustainable consumer choices 

by educating them. Followers have learnt about new products or background information 

about those from SIs’ content and generated intentions. Sometimes the content of SIs might 

have been in a role when follower have been about the act against one’s sustainable 

intentions but learning new thing or getting a reminder from the SIs’ content has helped 

follower to act according to the one’s attitudes and original intention. Chwialkowska (2019) 

has found similar proofs leading those influencers build a community around their followers 
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and peer influencers where they educated their peers about e.g., perks and benefits of certain 

products.  

 

Followers also saw that thinking about sustainability and consuming may have led to 

overthinking and feeling of powerless sometimes. They said that they have received peer 

support from SIs and the community they have created that is helped them. This reflects to 

Wu & Chen (2014) founds that trust to own ability to do something has strong positive 

influence on actual sustainable consumer behavior. 

 

Vringer et al (2015) identified that high price of sustainable products acts as a barrier to 

purchase those. Agreeing to that some of followers considered that purchasing sustainable 

products or services is more expensive leading to the fact the lack of money leads to acting 

against their attitudes. However, some of them mentioned that wish to purchase goods that 

last to save their own time and social and environmental resources. Some of the followers, 

however, conclude that sustainable consuming is a paradoxid since the most sustainable 

consuming is not to consume at all. 

 

In a nutshell SIs have impacted on followers’ intentions and attitudes by inspiring and 

educating them and showing examples about the lifestyle. To actual consumer behavior they 

have impacted by offering concrete tips what to buy or not to buy or where to buy and the 

background information about the products and services. Followers usually follow SIs since 

they are interested on the same subject. This reflects positively to followers consuming 

intentions according to Sokolova & Kefi (2020). 

 

7.3  How SIs of Instagram drive sustainable change in consumer behavior, and 

can they narrow the green behavior gap? 

As previous studies of the green gap were concentrating on finding reasons for the 

phenomenon this research aimed to concentrate on finding a solution for the phenomenon 

like it was suggested by ElHaffar et al (2020). Solution for the phenomenon that was 
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suggested was   sustainability influencers (SIs). According to the results of this research SIs 

may have a small role on closing the green gap and thus act as a solution for the phenomenon. 

However, it is not their only role and the other solutions for closing the green gap must be 

identified as well. SIs were identified to close green gap by answering their followers need 

for information, by inspiring, by giving recommendations and by providing peer support. 

Showing the example about sustainable lifestyle and making that lifestyle as a norm was 

also considered important factor for driving followers’ sustainable consumer behavior.   

 

SIs drive sustainable consumer behavior by impacting to attitudes and intentions by 

increasing knowledge about sustainability and sustainable lifestyle and by informing and 

educating about relevant subjects. This has said to lead to change at behavior. Educating 

information is often put in a form which is easily untestable with trustworthy sources by the 

SIs. Followers consider that it is something that meets their needs. Yesiloglu et al (2021) 

agree on that since consumers need information at easily adaptable form. Earlier, Chopra et 

al (2020) has identified when researching millennials that social media influencer changes 

consumer behavior by increasing the knowledge and creating awareness. 

 

SIs also drive sustainable consumer behavior by giving peer support, showing example and 

recommending products and services (influences on intentions). Getting peer support and 

example is considered important since then follower has seen that she/he is not alone with 

the lifestyle or thoughts. Vringer et al (2015) supports this by saying that the possibility to 

consume sustainably increases when consumers think others do it as well. Chopra et al 

(2020) have also found that by recommending the products influencers bring change in 

consumer behavior. 

 

7.4  Concluding and visualizing the main findings of the study 

Key findings of the research are summarized at figure 3 so they are easily visible. The key 

findings were categorized according to framework of this research showing how SIs drive 

change in sustainable consumer behavior divided by attitude, intention and consumer 
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behavior. It is worth noting that some variables are presented in several category since they 

were found to have influence on both consumer’s attitude and intention.  

 

Figure 3. Key findings of the research. 

 

7.5  Recommendations for the marketing management 

According to findings of this study consumers are in need for a clearer communication about 

the sustainable products and have noticed that companies are not necessarily talking about 

their sustainability out loud. Since consumers also see sustainability influencers as a good 

source for trustworthy information, companies should utilize influencer marketing more 

closely in their sustainability promoting strategies. The followers interviewed said that they 

have had hard time to identify which companies or products follow the sustainable values. 

Followers have noticed that SIs have been good source of information. Some of the 

information has been received through collaborations and some is only come out of SIs own 

interest. 

 

Martinez-Lopez et al (2020) said that influencers know their audience and know how to 

communicate effectively certain message to their audience.  Since they know their audience, 

they also know what their followers wish or need to hear. Companies would benefit from 
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the collaborations of SIs since the influencers have power to influence on their followers’ 

consuming decisions and using influencer marketing also have tendency to build trust 

between the company and consumer since followers trust the recommendation of the 

influencer (Geyser 2021; Halim et al 2020). 

 

However, people in charge must keep on mind that choosing a right SI fit to company is 

important. If the follower sees that SI and the company don’t share same values, they may 

receive the message of promotion negatively (Ping metrics 2018).  

 

As a concluding thought for the recommendations for the marketing management, more 

transparent communication about the sustainability of company is needed to consumers 

easily find the products or services. SIs and the influencer marketing is seen to be a good 

middleman on delivering the message, since the followers of SIs are trusting them and 

already interested on sustainable consuming. 
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8  Limitations and future research 

This research like every other research includes limitations. This research concentrated on 

the SIs influence on their followers’ consumer behavior through investigating the influence 

on followers’ attitude, intentions and actual consumer behavior. The empirical research was 

done by interviewing both SIs and their followers. The interviews pointed out that SIs do 

have influence on their followers’ consumer behavior. However,  in order to find out more 

detail ways how they are influencing on attitudes, intentions and actual consumer behavior 

longer observational research must be concluded. Even though this research was able to 

identify some ways how SIs influence on their followers’ attitudes, intentions and actual 

consumer behavior, more research must be made. In the longer observational research, the 

influence of following SIs for the first time can be identified and seen how the consumer’s 

attitudes and intentions towards sustainable consuming will formalize and be mirrored to 

actual consumer behavior. 

 

Secondly, the interviewed set was mostly consisted of women which is quite common on 

sustainable consumer studies. Although the set of the research included few men the wider 

male perspective to sustainable consuming behavior should be researched. In one of the 

interviews, it was discussed followingly: 

 

“I just keep thinking about the history of sustainability. Why most of the SIs 

are women and why most of the people who are talking for it are women? I 

ponder if it because of our patriarchal society where we are living in – where 

women are taught about caring and men are not that much”. (Follower 6) 

 

Leading from that the result of the particular study cannot be generalized to both women and 

men without more research about the subject. 
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Thirdly, the commercial side of SIs was mainly left out from this research even though it 

was slightly touched on the interviews and on the managerial part of the study report (chapter 

7.5).  

 

In the interviews influencers who are not sustainability influencers were criticized for being 

not asking enough questions or care about the questionable things in collaboration company 

when doing collaborations. They argue that there are plenty of missed opportunities to do 

good since influencers with thousands of followers don’t take a stand in important things. 

Lack of time, interest and knowledge was brought to reason for that. Few of the influencers 

interviewed thought that influencers should be trained to how to pick collaborations in a 

sustainable way. What they should ask and how they can they notice e.g., green washing. 

 

Lastly, the study didn’t clearly identify the environmental sustainability or social 

sustainability. It saw the environmental, social and economic sustainability as a whole. This 

leaves room more further studies to see if the angle of sustainability makes difference to 

findings. 

 

Based on this particular study following subjects are seen to be worth of research and 

implemented in the future: 

- Why don’t SMIs use their power and influence on sustainable way? 

- Collecting the sustainability guide for SMIs’ use when choosing the collaborations 

- Why it seems that more women are keen on sustainable consuming than men? 

- Influence of SIs to environmental, social and economic sustainability. 

 

In addition to below listed subjects more longer-period qualitative research around the 

subject must be done to see closer the SIs influence on their followers’ behavior in the drive 

of sustainable change in consumer behavior. 
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9  Conclusion 

The aim of this research is to investigate how sustainability influencers can bridge the green 

gap and thus influence on their followers’ intentions, attitudes and consumer behavior. The 

research is qualitative, and the primary data was collected by interviewing six sustainability 

influencer and seven followers. The interviews were personal, face-to-face online 

interviews. The number of interviews was relatively good; however, the set of informants 

was not that diverse. Willingness for the interview was asked by Instagram direct message 

(sustainability influencers) and by Instagram post (followers).  

 

The research gives an idea how the sustainability influencers could bridge the green gap. 

The results were based on the opinions and insights of the sustainability influencers and 

followers and thus can’t be generalized even though the findings often meet the previous 

research about the subject. With the different set of informants, the results could have been 

different. Study was also conducted only in Finland with Finnish informants leaving out 

international perspective. 

 

The key findings of this research were sorted in three different categories; consumer attitude, 

consumer intention and consumer behavior and were sorted how SIs may drive sustainable 

change in consumer behavior. Some of the ways touched more than one category. Firstly, 

SI’s drive sustainable change in consumer attitude by inspiring and educating and 

encouraging followers to think on their own. Secondly, they influence on consumer intention 

by normalizing sustainable lifestyle, inspiring and educating and giving recommendations. 

Thirdly, they drive sustainable consumer behavior by reminding of original intention, giving 

peer support and showing example and giving concrete tips. What is worth of noting is that 

even though SI’s may close the green gap they are not the only solution for that. 

 

This study was able to identify various ways how sustainability influencers can drive 

sustainable change in consumer behavior. Previous research was mainly concentrating on 

the reasons why consumers are acting against their attitudes and original intentions. This 
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research was able to add information on how sustainability influencers could act as a solution 

for the intention-behavior gap. Even though the ways identified strongly reflect to the prior 

research of the reasons new information was still able to identify. Prior research was 

concentrating on information, availability of the sustainable products and services and how 

people are behaving around the consumer. The findings of this research pointed out also the 

important role of peer support, encouraging consumers to think on their own and normalizing 

the sustainable lifestyle. 

 

According to this research, the subject was found to be extremely important. It was noticed 

that sustainable consuming was considered relatively hard for various reasons. Despite of 

the fact that the most sustainable consuming is not to consumer at all, people still need to 

consume and make consuming choices in our present society to be able to live a good life. 

Many scenarios of the future of the world where we are living are present on media and there 

is a lot of discussion about how and where to develop it.  

 

This research has investigated the SI’s influence on their followers sustainable consuming 

behavior and has assumed that the change in consumer behavior to be more sustainable 

would have role in directing the future of the world. However, consumer behavior is not the 

only powerful way to direct the future of the world. Governments, politics, media and the 

companies do also have powerful influence on it. As this research concentrated on consumer 

behavior and the role of sustainability influencers, it also wants to remind of the role and 

responsibility of other sections for fighting for the better tomorrow. 
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Appendix 1. Interview questionnaire for sustainability influencers (SIs) 

The questionnaire is presented only in Finnish since the interviews were conducted in 

Finnish. 

 

Teema 1: Vastuullinen/ kestävä kuluttaminen 

- Mitä on vastuullisuus? 

- Mitä on vastuullinen/kestävä kuluttaminen? 

Teema 2: Vastuullisuus vaikuttaminen yleisesti 

- Koetko olevasi vastuullisuusvaikuttaja? 

- Miten määrittelet vastuullisuusvaikuttamisen? 

- Miksi olet aloittanut vastuullisuusvaikuttajana toimimisen? 

- Millaisia vastuullisuus teemoja tuot esille omalla kanavallasi? 

- Mikä motivoi vaikuttamaan vastuullisesti? 

- Mikä on tavoitteesi vastuullisuusvaikuttajana? 

Teema 3: Miten vaikuttaa vastuullisesti? 

- Mitä kanavoita käytät (Instagramin lisäksi)? 

- Millaista sisältöä tuotat? 

- Millä tavoin pyrit vaikuttamaan seuraajiisi?  

- Koetko, että tekemälläsi työllä on merkitystä? 

Teema 4: Kaupalliset yhteistyöt 

- Teetkö kaupallisia yhteistyötä? Miksi/miksi et?  

- Miten valikoit ne?  

- Mihin asioihin kiinnität huomiota toteuttaessasi yhteistöitä? 
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- Millaista palautetta olet niistä saanut? 

Teema 5: Vastuullisuus vaikuttamisen vaikutus kuluttajiin 

- Koetko, että työlläsi on ollut/tulee olemaan vaikutusta kulutuskäyttäytymiseen?  

- Oletko saanut palautetta tähän liittyen? Millaista? 

Teema 6: Tulevaisuus 

- Miten uskot vastuullisuus vaikuttamisen kehittyvän seuraavien vuosien aikana?  

Mikä sen rooli on?  

- Miten uskot sen vaikutuksen kuluttajien käyttäytymiseen kehittyvän? 

Teema 7: Vapaa sana. 

- Haastattelu alkaa lähenemään loppuaan. Ennen kuin kiitän mielenkiintoisesta 

haastattelusta, heitänkin vielä pallon sinulle. Onko kysymyksistä unohtunut jotain 

olennaista? 
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Appendix 2. Interview questionnaire for the followers of sustainability influencers (SIs) 

The questionnaire is presented only in Finnish since the interviews were conducted in 

Finnish.  

 

Teema 1: Vastuullinen/ kestävä kuluttaminen 

- Mitä on mielestäsi vastuullinen/kestävä kuluttaminen? 

- Tulisiko ihmisten olla vastuullisia kuluttamisen suhteen? Miksi/miksi ei? 

- Koetko itse olevasi vastuullinen kuluttaja? Miksi/miksi et? 

- Mitkä asiat vaikuttavat sinun kuluttajakäyttäytymiseesi?  

Teema 2: Instagramin vastuullisuusvaikuttajat  

- Koetko, että on olemassa vastuullisuusvaikuttajia? Miten määrittelisit sellaisen?  

- Seuraatko vastuullisuusvaikuttajia? Miksi? 

- Koetko sinä vaikuttajat luotettavina esimerkiksi tiedon jakajina? Koetko sinä 

vastuullisuusvaikuttajat luotettavina? 

- Koetko, että voi olla sekä vastuullisuusvaikuttaja, että ns. tavallinen vaikuttaja? 

Teema 3: Vastuullisuusvaikuttajan vaikutus kuluttajakäyttäytymiseen. 

- Koetko, että vaikuttajan julkaisut ovat vaikuttaneet asenteisiisi vastuullista 

kuluttamista kohtaan? 

- Koetko, että vaikuttajan julkaisut ovat vaikuttaneet kuluttajakäyttäytymiseesi? 

Miten? Miksi/miksi ei? 

- Vaikuttaako postauksen sävy (syyllistävä, informatiivinen, opettavainen) siihen, 

kuinka se vaikuttaa sinuun?  

Teema 4: Kaupalliset yhteistyöt 

- Mikä on suhtautumisesi kaupallisiin yhteistöihin? Sillein yleisesti. 
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- Onko sillä, että brändimielikuva kohtaa vaikuttajamielikuvan merkitystä sinulle? 

Miksi/Miksi ei?  

- Miten se vaikuttaa esimerkiksi kuluttaja/ostokäyttäytymiseesi? 

- Onko sinulla tullut vastaan tapauksia, joissa vaikuttajien arvot eivät kohtaa yrityksen 

arvojen kanssa? Jos on, niin millaisia ajatuksia se on herättänyt? 

Teema 5: Vastuullisen kuluttamisen haasteet? 

- Koetko vastuullisen kuluttamisen haastavana? Miksi? Miksi et? 

- Koetko sinä, että sosiaalinen media/vaikuttajamaailma tuo haasteita siihen, että 

kuluttaisi/käyttäytyisi vastuullisesti? 

- Onko sulla tilanteita, kun haluaisit kuluttaa mahdollisimman vastuullisesti ja 

kestävästi ja harkitsevaisesti ja vähän, niin onko sitten joitain tapauksia, milloin 

”lankeat” sellaisen ”aikomusten ja käyttäytymisen” väliseen kuiluun? Millaisia ja 

miksi? 

- Onko jokin auttanut pääsemään yli joistain näistä haasteista? 

Teema 6: Tulevaisuus 

- Miten uskot vastuullisuusvaikuttamisen kehittyvän seuraavien vuosien aikana?  

- Millainen uskot sen roolin olevan tulevaisuudessa oman kuluttajakäyttäytymisesi 

kehittymisessä? 

Teema 7: Vapaa sana 

- Haastattelu alkaa lähenemään loppuaan. Ennen kuin kiitän mielenkiintoisesta 

haastattelusta, heitänkin vielä pallon teille. Onko kysymyksistä unohtunut jotain 

olennaista? 

 

 

 

 



 73 

Appendix 3. Instagram post which aim was to find followers for interview.  
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