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ABSTRACT 

This study examines the relationship of environmental knowledge, attitudes, and social 

norms in shaping green skepticism toward sustainable footwear. The data was collected 

from 510 United States respondents and analyzed using Structural Equation Modeling. 

Results reveal that environmental knowledge positively influences green skepticism, 

while attitude toward green footwear does not significantly mediate this relationship. 

Social norms does not moderate the relationship between Environmental Knowledge and 

Green Skepticism. Findings highlight the importance of leveraging transparent 

environmental claims to reduce skepticism toward green footwear marketing. Theoretical 

contributions challenge traditional assumptions about attitude formation and emphasize 

the multidimensional nature of skepticism. This study underscores the need for credible, 

socially driven green marketing strategies. 

Keywords: Green marketing, green skepticism, environmental knowledge, green 

consumption 
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INTRODUCTION 

The growing demand for sustainable products has transformed consumer markets, 

and industries are increasingly embracing eco-friendly innovations (Martins, 2024). 

Among green product industries, the green footwear industry has become a major focus 

of consumer interest due to its connection with sustainable fashion and environmental 

responsibility. However, despite its potential, the industry faces a persistent challenge: 

green skepticism, which refers to consumer doubt or distrust regarding the authenticity of 

environmental claims made by businesses. Green skepticism presents a critical barrier to 

the widespread adoption of eco-friendly footwear, as consumers question the legitimacy 

of claims about sustainability (Leonidou & Skarmeas, 2017). This skepticism is often 

fueled by accusations of greenwashing, where companies exaggerate or fabricate their 

environmental credentials to attract environmentally conscious consumers (Ullah & S. 

Mateti, 2021). A previous study found that when consumers perceive inconsistencies 

between a company’s stated environmental goals and past actions, skepticism increases, 

undermining trust in such initiatives (Leonidou & Skarmeas, 2017). 

Environmental knowledge is a key factor influencing green product purchase 

intention. Consumers with extensive environmental knowledge often have a deeper 

understanding of sustainability issues and may scrutinize the environmental claims of 

green footwear brands more critically. However, while environmental knowledge can 

foster positive attitudes toward sustainable practices, it can also increase skepticism if 

consumers perceive inconsistencies or exaggerated claims (Lee & Cheong, 2024). This 

dual effect highlights the complexity of addressing consumer trust in the green footwear 

industry. 
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Attitude toward green footwear shapes consumer perceptions and behaviors 

(Syadzwina & Astuti, 2021). A positive attitude can reduce skepticism and foster trust, 

making consumers more likely to embrace green products. However, attitudes alone may 

not fully explain consumer responses, as external influences such as social norms also 

play a significant role (Vesely & Klöckner, 2018). Social norms is perceived social 

pressure to engage in or avoid specific behaviors and influence consumer decision-

making by shaping perceptions of what is socially acceptable or desirable (Ajzen, 1991). 

In the context of green footwear, strong social norms that favor sustainable practices can 

validate environmental claims and reduce skepticism (Bingaman et al., 2022). 

Conversely, weak social norms may fail to counteract skepticism, even among consumers 

with positive attitudes or high environmental knowledge (Činjarević et al., 2018). 

To better understand these phenomena, this study adopts the Elaboration 

Likelihood Model (ELM) as its theoretical framework. The ELM explains how 

individuals process persuasive information through two distinct routes: the central route 

and the peripheral route (Petty & Cacioppo, 1986). The central route involves thoughtful 

and analytical evaluation of information, often activated when consumers possess high 

environmental knowledge. Knowledgeable consumers of environmental issues may 

critically assess claims about product materials, production processes, and sustainability 

certifications, increasing skepticism if they perceive inconsistencies. In contrast, the 

peripheral route involves reliance on external cues, such as social norms or brand 

reputation. In the green footwear context, social norms can serve as a peripheral cue, 

influencing perceptions of trustworthiness and authenticity and potentially mitigating 

skepticism even among critical consumers. 
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The interplay between environmental knowledge, attitudes, and social norms 

offers a comprehensive framework for exploring green skepticism in the context of green 

footwear. Consumers with high environmental knowledge may become more skeptical of 

green claims when they detect inconsistencies or signs of greenwashing (Neureiter et al., 

2024). However, strong social norms can act as a social reassurance, countering 

skepticism and fostering trust in green footwear products (Wang et al., 2024). This 

theoretical lens highlights the importance of understanding cognitive and social factors in 

addressing green skepticism and advancing sustainability in the footwear industry. 

Despite the growing interest in green footwear, there is limited research on how 

environmental knowledge, attitudes, and social norms influence consumer skepticism in 

this context. Existing studies on green skepticism often focus on general consumer goods 

(Sivapalan et al., 2024), overlooking the unique challenges and opportunities the green 

footwear industry presents. For instance, eco-friendly footwear often involves complex 

claims about material sourcing, production methods, and environmental impact (Leung & 

Luximon, 2021), which may amplify skepticism among environmentally conscious 

consumers. This gap in the literature underscores the need for a comprehensive model 

that integrates these constructs to provide deeper insights into green skepticism in the 

footwear sector. 

This study aims to address these gaps by achieving the following objectives. First, 

to examine the direct influence of environmental knowledge on green skepticism in the 

context of green footwear. Second, to investigate the mediating role of attitude toward 

green footwear in the relationship between environmental knowledge and green 

skepticism. Third, to evaluate the moderating effect of social norms on the relationship 
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between environmental knowledge and green skepticism. Furthermore, to achieve these 

objectives, the study addresses the following research questions:  

1. How does environmental knowledge influence green skepticism in the context of 

green footwear? 

2. What is the role of attitude toward green footwear as a mediator in the 

relationship between environmental knowledge and green skepticism? 

3. How do social norms moderate the relationship between environmental 

knowledge and green skepticism in the green footwear industry? 

This study contributes to the existing literature by comprehensively understanding 

the factors driving green skepticism, specifically in the green footwear industry. By 

leveraging the Elaboration Likelihood Model, the research integrates environmental 

knowledge, attitudes, and social norms into a single framework to explain consumer trust 

in eco-friendly footwear. This focus on green footwear addresses a sector with substantial 

environmental impact and growing consumer interest, offering theoretical and practical 

relevance. 

Theoretical Perspective and Literature Review 

Elaboration Likelihood Model (ELM) 

ELM is a dual-process model of persuasion that differentiates between two types 

of processing: central (high elaboration) and peripheral (low elaboration) (Carpenter, 

2020). This model has been extensively applied in consumer research and advertising 

contexts (Lien, 2001) to deepen our understanding of information processing and 

persuasion. 
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According to the ELM, the extent to which individuals engage in elaboration is 

influenced by various factors, including personal relevance, source credibility, and the 

quality of arguments presented (Frewer et al., 1997; Petty & Cacioppo, 1984). These 

factors significantly affect the likelihood of attitude change following exposure to 

persuasive messages. Although the ELM has been pivotal in clarifying inconsistent 

findings within persuasion research (Kotowski & Young, 2012), it is not without its 

limitations. Critics point to issues such as under specification and the model's 

applicability in contemporary communication contexts (Bitner & Obermiller, 1985; J. 

Kitchen et al., 2014). Despite these criticisms, the ELM remains a key framework for 

understanding persuasion processes (Klimmt, 2011) and continues to guide research 

across various disciplines. Previous studies have investigated its application in diverse 

domains, for example, online reviews (Sher & Lee, 2009), e-commerce (Yang, 2015), and 

risk communication (Rucker & Petty, 2006). Additionally, a current study has 

consolidated existing findings through systematic reviews and weight analyses, providing 

a more comprehensive understanding of the ELM's relevance in electronic word-of-

mouth (eWOM) research (Ismagilova et al., 2021). While the model has garnered both 

praise and skepticism, it remains a significant point of reference for researchers exploring 

the dynamics of persuasion in various contemporary contexts. 

Environmental Knowledge and Green Skepticism 

Research on the relationship between knowledge and skepticism reveals complex 

dynamics, especially in consumer behavior and green marketing. Knowledge often 

reduces skepticism under certain conditions. For instance, consumer knowledge can 

mitigate skepticism toward pro-environmental advertising (Lee & Cheong, 2024), and 
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balanced persuasion knowledge interventions are more effective in reducing skepticism 

than one-sided approaches (Isaac & Grayson, 2020). However, skepticism can moderate 

the impact of environmental knowledge on green behaviors, with high skepticism 

sometimes reducing the positive influence of knowledge on purchase intentions (Uddin et 

al., 2023; Zarei & Maleki, 2018). 

Other factors shaping skepticism include industry norms, corporate social 

responsibility, greenwashing, and firm transparency (Foreh & Grier, 2003; Leonidou & 

Skarmeas, 2017; Musgrove et al., 2018). Social media also plays a role, where skepticism 

toward green advertising can reduce purchase intentions by diminishing perceived 

informational value (Luo et al., 2020). Interestingly, environmentally conscious 

consumers are often more skeptical of green advertising but may find it more 

informative, reducing their skepticism (Matthes & Wonneberger, 2014). Based on our 

review of past studies, we hypothesize: 

H1: Environmental knowledge will significantly influence green skepticism. 

Attitude toward green products and green skepticism 

Various factors influence consumer attitudes toward green products. 

Environmental concern, health consciousness, personal norms, and social influences 

consistently emerge as significant predictors, with consumers showing stronger 

preferences for green products when they are aware of environmental and health issues 

(Alhosseini Almodarresi et al., 2019; Hutahaean & Kurnia, 2019). Environmental 

knowledge and perceived consumer effectiveness are also closely linked to positive 

attitudes and behaviors, while government interventions and eco-literacy programs 
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further foster sustainable consumption (Hutahaean & Kurnia, 2019; Risqiani & 

Maemunah, 2019). 

Positive attitudes toward green products are strongly associated with increased 

purchase intentions and willingness to pay a premium for sustainable alternatives 

(Khoiriyah & Toro, 2018). However, green skepticism—doubt about the credibility of 

environmental claims—acts as a barrier to green purchasing, undermining trust in green 

marketing (Zarei & Maleki, 2018). Transparent and credible environmental claims are 

essential to reduce skepticism and foster trust among environmentally conscious 

consumers (Bursan et al., 2022; Pham & Barretta, 2024). Positive attitudes can bridge 

environmental knowledge and green skepticism, reducing doubts by aligning products 

with environmental values (Chan & Lau, 2000). Based on our review of past studies, we 

hypothesize: 

H2: Attitude toward green footwear will positively mediate the relationship between 

environmental knowledge and green skepticism. 

Social Norm and Green Skepticism 

Environmental skepticism, which often supports dominant social paradigms 

prioritizing economic growth over environmental preservation, poses a challenge to 

sustainability efforts (Jacques, 2006). However, social norms can promote pro-

environmental behaviors by encouraging individuals to align with societal expectations 

(Griskevicius et al., 2010). Rapid behavioral shifts can occur when social norms change, 

highlighting their potential as a low-cost strategy for promoting sustainable actions 

(Nyborg, 2018). 
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Social norms significantly influence pro-environmental behaviors, making 

individuals more likely to act when such behaviors are perceived as socially appropriate 

and easy to perform (Vesely & Klöckner, 2018). Misperceptions about the prevalence of 

climate-friendly norms can hinder sustainable behaviors, but correcting these 

misperceptions has increased climate action (Andre et al., 2024). Based on our review of 

past studies, we hypothesize: 

H3: Social norms will moderate the relationship between environmental knowledge and 

green skepticism, making it stronger when social norms are high. 

Research Method 

This study employs a quantitative approach to explore the relationships among 

environmental knowledge, attitudes toward eco-friendly footwear, social norms, and 

green skepticism. Data were collected from 510 respondents using Amazon Mechanical 

Turk (MTurk). Screening questions were incorporated at the start of the survey to ensure 

the data collection targeted the green footwear market. For instance, participants were 

asked, “Do you own any sustainable or green footwear?” Respondents who answered 

“no” were disqualified from continuing. Those who answered “yes” were prompted to 

specify the brand of green footwear they owned. 

The variables were measured using a structured questionnaire based on 

established scales from prior research. Environmental knowledge was assessed with 

items such as, “How much do you feel you know about environmental issues?” and 

“How well do you understand and identify environmental symbols on product packaging 

or advertising?” Responses were rated on a 5-point Likert scale ranging from “Very 
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Little” to “Very Much” (Pagiaslis & Krontalis, 2014). Attitudes toward green footwear 

were evaluated using statements like, “I like the idea of purchasing green footwear,” and 

“I have a favorable attitude toward purchasing green footwear,” rated on a 5-point Likert 

scale from “Strongly Disagree” to “Strongly Agree” (Mostafa, 2007). 

Social norms were measured using items such as, “My family and friends support 

my decision to purchase green footwear,” rated on the same 5-point Likert scale 

(Munerah et al., 2021). Lastly, green skepticism was assessed with statements such as, “I 

am doubtful about the environmental claims made by green footwear brands,” and 

“Green footwear companies often exaggerate their sustainability efforts,” also rated on a 

5-point Likert scale (Mohr et al., 1998). 

The collected data were analyzed using Structural Equation Modeling (SEM) with 

SmartPLS 4 software (Ringle et al., 2024). The analysis was conducted in two stages. 

The measurement model was evaluated in the first stage to ensure reliability and validity. 

Reliability was assessed through Cronbach’s alpha and composite reliability, while 

convergent and discriminant validity were verified using the Average Variance Extracted 

(AVE). 

In the second stage, the structural model was analyzed to test the hypothesized 

relationships. This included examining the path coefficient and the significance of 

mediation and moderation effects. Mediation analysis assessed the role of attitudes 

toward green footwear in linking environmental knowledge to green skepticism, while 

moderation analysis evaluated the influence of social norms on this relationship. 
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Result 

A total of 510 usable customer surveys were collected with Amazon Mturk; 

56.1% of the respondents were females, and 43.9% were males aged between 18 and 42 

(81.7%). The majority of participants were White (87.3%), employed part-time (79%), 

and college graduates (70.6%).  In terms of sustainable footwear purchased by 

respondents, the report indicated that customers purchased Nike (26%), Adidas (22%), 

Converse (11%), Timberland (10%), KEEN (9%), VEJA and Nisolo (8%), Thesus (5%), 

and other brands, including Allbirds (1%).  

The overall model fit was assessed using the Standardized Root Mean Square 

Residual (SRMR), squared Euclidean distance (d_ULS), and geodesic distance (d_G) 

indices. The SRMR for the saturated model was 0.099, and the estimated model SRMR 

was 0.126, both within acceptable thresholds, indicating an adequate model fit (Hair et 

al., 2022). The d_ULS and d_G values also demonstrated satisfactory fit (Henseler et al., 

2016), with the saturated model showing d_ULS = 1.502 and d_G = 0.368, and the 

estimated model showing d_ULS = 2.431 and d_G = 0.456. These results suggest that the 

structural model adequately represents the data and supports the hypothesized 

relationships (Tenenhaus et al., 2005). 

The measurement model was evaluated to ensure the reliability and validity of the 

constructs. Composite reliability (CR) values exceeded the recommended threshold of 

0.70 for all constructs, ranging from 0.729 for Green Scepticism to 0.847 for 

Environmental Knowledge. Cronbach's alpha values demonstrated acceptable internal 

consistency for EK (α = 0.758) and SN (α = 0.667). However, ATT (α = 0.555) and GSC 
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(α = 0.517) showed lower reliability, suggesting potential issues with these constructs 

warrant further examination. 

Convergent validity was assessed using Average Variance Extracted (AVE). While 

EK (AVE = 0.580) achieved the recommended threshold of 0.50, GSC (AVE = 0.403), 

ATT (AVE = 0.428), and SN (AVE = 0.429) fell below this benchmark, indicating limited 

convergent validity for these constructs. Outer loadings for all indicators were 

statistically significant (p < 0.001) and above the acceptable threshold of 0.60, suggesting 

adequate indicator reliability. 

The results of the hypothesis testing show that H1 is supported, while H2 and H3 

are not statistically significant (See Table 1). For H1, the direct relationship between 

environmental knowledge (EK) and green sustainable consumption (GSC) was 

significant (𝛽 = 0.097, t = 2.112, p = 0.035), indicating that EK has a positive and 

significant impact on GSC. In contrast, H2, which examined the mediating effect of 

attitude (ATT) in the relationship between EK and GSC, was not significant (𝛽 = 0.009, t 

= 0.272, p = 0.786), suggesting that ATT does not mediate this relationship. Similarly, 

H3, which hypothesized that subjective norms (SN) moderate the relationship between 

EK and GSC, was also not significant (𝛽 = 0.028, t = 0.640, p = 0.522). The findings 

indicate that EK significantly influences GSC directly, while the mediating role of ATT 

and the moderating role of SN are not supported in this model. These results underscore 

the importance of EK as a key driver of green sustainable consumption. 
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Discussion 

Our findings indicate that EK has a significant positive effect on GSC, albeit with 

a smaller magnitude (β = 0.097, p = 0.035). This result aligns with prior studies that 

suggest knowledge can reduce skepticism, as better-informed consumers are more likely 

to trust environmental claims (Lee & Cheong, 2024). However, our study also reveals 

that EK alone may not significantly alter attitudes or skepticism. This finding partially 

supports prior research by Zhou (2015) and Uddin et al. (2023), which suggested that 

knowledge’s impact on skepticism is often moderated by factors such as social trust or 

political beliefs. 

Interestingly, our findings contrast with Isaac & Grayson (2020), who emphasized 

that targeted persuasion knowledge interventions could mitigate skepticism. This 

discrepancy suggests that while EK plays a role, it may need to be coupled with specific 

strategies to reduce GSC effectively. 

Contrary to expectations, ATT did not mediate the relationship between EK and 

GSC. This result diverges from studies suggesting that positive attitudes are a crucial link 

between knowledge and behavior (Khoiriyah & Toro, 2018; Syadzwina & Astuti, 2021). 

One possible explanation is that attitudes toward specific products, such as green 

footwear, may not translate directly into broader shifts in skepticism. This aligns with 

previous research highlighting the multifaceted nature of skepticism, where product-

specific attitudes might not overcome general distrust in environmental claims (Moutinho 

et al., 2011; Yoon & Chen, 2017). 
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Additionally, the limited influence of ATT may reflect the low internal 

consistency observed for this construct (Cronbach’s α = 0.555), raising concerns about its 

measurement validity. This suggests that future research should refine the 

operationalization of attitudes in the context of green skepticism. 

The moderating effect of SN on the relationship between EK and GSC was not 

significant (β = 0.028, p = 0.522). This finding contrasts with previous studies suggesting 

that high social norms amplify the impact of knowledge on environmental behavior 

(Nyborg, 2018). This discrepancy could be attributed to differences in cultural or 

contextual factors, as the influence of social norms may vary across societies. 

Our findings reinforce the importance of prioritizing social norms in green 

marketing strategies. Transparent and targeted communication efforts that align with 

societal expectations can significantly reduce skepticism and build trust (Leonidou & 

Skarmeas, 2017). Moreover, while EK remains important, it appears more effective when 

integrated into broader normative frameworks, echoing the recommendations of Matthes 

& Wonneberger (2014). 

Interestingly, the limited role of ATT suggests that green marketing campaigns 

should focus less on altering product-specific attitudes and more on fostering general 

trust through credible environmental claims. This supports prior research highlighting the 

adverse effects of greenwashing and the need for transparent communication (Musgrove 

et al., 2018; Pham & Barretta, 2024). 
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Implications 

Theoretically, this study highlights the critical role of social norms in reducing 

green skepticism, suggesting that persuasion models like the Elaboration Likelihood 

Model should integrate social factors alongside cognitive routes. Additionally, the lack of 

a mediating effect from attitudes challenges the traditional assumption of attitudes as a 

central link between knowledge and behavior, warranting further refinement of attitude 

constructs in future research. Lastly, the findings support a multidimensional approach to 

skepticism, incorporating individual, societal, and contextual factors to build more 

comprehensive theoretical models. 

Practically, green marketing strategies should leverage social norms by 

emphasizing societal acceptance and community-driven initiatives to reduce skepticism 

and foster trust. Transparent and specific environmental claims, backed by credible 

certifications, are essential to addressing consumer doubts. Furthermore, enhancing 

environmental knowledge through campaigns tied to social engagement, such as 

collaborations with local influencers, can amplify the effectiveness of educational efforts. 

Despite the valuable insights, this study has limitations. The low reliability and 

validity of ATT and GSC constructs indicate the need for more robust measurement tools. 

Additionally, cultural factors specific to the study context may have influenced the 

findings, particularly regarding the dominance of SN over other predictors. Future 

research should explore these relationships in diverse cultural settings to enhance 

generalizability. 
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FIGURES AND TABLES 

Figure 1.  

Research Model 

 

Table 1. 

Hypotheses Testing 

Path relationship Coefficient Mean  St.dev T-value P-

value 

Significant 

H1: EK -> GSC 0.097 0.101 0.046 2.112 0.035 Yes 

H2: EK -> ATT -> 

GSC 

0.009 

0.009 0.032 0.272 0.786 

No 

H3: SN x EK-> GSC   0.028 0.024 0.043 0.640 0.522 No 
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