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Executive Summary 
This proposal outlines a research study aimed at examining the relationship between social media marketing activities, sustainability, environmental conscious, brand trust and consumer purchase intension on Nescafe Instant coffee in Hong Kong.  The study is motivated by the significant increase in northbound travel of local consumer with spending in Greater Bay Area, Hong Kong retail has faced a recent.  The objective is to investigate the new topics for retail lead to improving loyalty among local consumers, increase the purchase intention in Hong Kong. 

Background of Study 
Communication is important, and Nescafé effectively connects with its consumers through social media marketing. This strategy helps build the brand's reputation. Research shows that social media tactics, like encouraging interaction, providing entertainment, offering personalized options, and using popular trends, significantly increase brand awareness, image, perceived quality, loyalty, and purchase intention in the coffee industry (Park and Namkung, 2022).

Nescafé, a top instant coffee brand in Hong Kong, has made sustainability a key part of its business. It focuses on responsible farming, production, and consumption practices. Through programs like the Nestlé Farmer Training Program and new climate-resilient farming techniques, Nescafé helps small farmers improve their efficiency and sustainability. These initiatives not only improve livelihoods but also support global efforts to reduce environmental impact and promote social responsibility (Nescafé, 2023).

In Hong Kong's eco-friendly market, Nescafé’s commitment to sustainability and open communication on social media can build brand trust. Trust is important for influencing consumers' purchasing decisions, ensuring that Nescafé products match their values in environmental and social responsibility (Nestlé, 2019).  By studying how social media marketing, sustainability, environmental awareness, brand trust, and consumer purchasing intentions connect for Nescafé instant coffee in Hong Kong, we can find out how marketing strategies and sustainability affect consumer behavior in a competitive market. This research will address a significant gap by examining these topics, providing useful insights on how Nescafé can strengthen its market presence while promoting sustainable consumption (Akshat Singh Bisht, n.d.).

Importance of the Study 
Studying how social media marketing, sustainability, environmental awareness, brand trust, and consumer buying decisions relate to Nescafé instant coffee in Hong Kong is important. As more consumers care about sustainability, coffee brands that communicate their eco-friendly practices can strengthen their market position and build customer loyalty (Fanarioti, 2024).

Social media is a strong tool for coffee brands to interact with customers every day (Wang, 2024). It allows them to share real stories about their sustainability efforts and establish brand trust, which directly affects purchase decisions (Dey, 2024). In Hong Kong, where the market is competitive and people care about the environment, it is crucial for Nescafé to understand how social media marketing and sustainability impact consumer choices (Wang, 2024).

This study looks at how these factors connect, especially in the growing instant coffee segment, known for its convenience and cost-effectiveness. The insights gained will help marketers create strategies that appeal to environmentally conscious consumers. This can build brand trust and promote sustainable buying habits. Ultimately, this research helps develop marketing approaches that match consumer values with corporate sustainability goals, supporting long-term success in a changing market (Park and Namkung, 2022).

Study Objectives 
This study aims to explore the complex relationships between social media marketing activities, sustainability, environmental consciousness, brand trust, and consumer purchase intention regarding Nescafé instant coffee in Hong Kong.
1. Examine the Direct Effect of Social Media Marketing Activities on Purchase Intention
The primary aim of this study is to explore the significant impact of social media marketing activities on consumers' purchase intentions. In the current digital landscape, social media serves as an essential channel for brand communication and fostering consumer engagement. Gaining insights into how these marketing efforts translate into actual purchases will empower marketers to effectively refine and enhance their digital strategies (Kim and Ko, 2012).

2. To Investigate the Role of Environmental Consciousness in Shaping Purchase Intention
The model asserts that environmental consciousness plays a crucial role in shaping purchase intention.  This study seeks to examine whether consumers who prioritize environmental issues are more likely to choose products, particularly those promoted as sustainable or eco-friendly.  This aligns with the rising trend of consumer awareness and concern for the environment, which significantly drives their buying decisions (Joshi and Rahman, 2015). By understanding this connection, it can better cater to the values of today's conscientious shoppers.
3. To Analyze the Impact of Sustainability on Purchase Intention
A vital objective of this study is to explore how sustainability impacts consumers' intentions to purchase.  It examines whether a brand's commitment to sustainable practices increases the likelihood of consumers choosing that brand.  By illuminating the significance of sustainability as a key differentiator in consumers' decision-making processes, this research underscores the importance of ethical practices in today's marketplace (Paul, Modi, and Patel, 2016).
4. To Assess the Influence of Brand Trust on Purchase Intention
Brand trust is crucial in influencing purchase intentions.  This study aims to explore how trust in a brand — cultivated through consistent messaging, transparency, and positive consumer experiences — enhances consumers’ readiness to buy.  In markets flooded with options, trust serves as a vital decision-making tool, guiding consumers toward brands they can rely on (Chaudhuri and Holbrook, 2001).  Establishing this trust is not just beneficial; it is essential for standing out among the competition.

5. Explore the Mediating Role of Environmental Consciousness Between Social Media Marketing Activities and Purchase Intention
The model indicates that environmental consciousness can significantly mediate the relationship between social media marketing activities and consumers' intention to purchase.  This study aims to uncover whether social media marketing is more impactful when it actively fosters environmental awareness among consumers, thereby boosting consumer’s purchase intentions.  By conducting this mediation analysis, it can gain valuable insights into the mechanisms that drive consumer behavior in response to marketing efforts (Shareef et al., 2019).



Develop and Test a Predictive Model of Purchase Intention
This study is dedicated to crafting a robust predictive model of purchase intention, integrating both the direct and indirect influences of key variables. By utilizing the provided regression equation (Y = constant + β1 + β2 + β3 + β4), will adopt a quantitative approach that effectively captures these relationships. This methodology enables us to evaluate the significance of each factor and its impact on purchase intention, leading to meaningful insights that can drive informed decision-making (Hair et al., 2022).

Suggested Hypotheses 
Based on existing literature and theoretical frameworks, the following hypotheses are proposed:
H1: Social Media Marketing Activities → Purchase Intention
Social media marketing activities have a positive effect on purchase intention (Kim and Ko, 2012).

H2: Environmental Consciousness → Purchase Intention
Environmental consciousness has a positive effect on purchase intention (Majeed et al., 2022).

H3: Sustainability → Purchase Intention
Perceived sustainability has a positive effect on purchase intention (Panda et al., 2020).

H4: Brand Trust → Purchase Intention
Brand trust has a positive effect on purchase intention (Chaudhuri and Holbrook, 2001).

H5: Social Media Marketing Activities → Environmental Consciousness (Mediation Path)
Social media marketing activities have a positive effect on environmental consciousness, which in turn increases purchase intention (Shareef et al., 2019).

Key Concepts 
The research model highlights essential factors that drive purchase intention, such as social media marketing activities, environmental consciousness, sustainability, and brand trust.  Social media marketing plays a vital role in enhancing consumer engagement, significantly influencing purchase intentions (Kim and Ko, 2012).  Environmental consciousness, which signifies consumers' awareness of ecological challenges, is a strong predictor of green purchasing behavior (Paul et al., 2016).  Furthermore, sustainability, defined as a brand’s commitment to ethical and environmental practices, greatly impacts consumers' decision-making processes (Cordazzo, Bini and Marzo, 2020).  Lastly, brand trust — consumers' belief in a brand's reliability — is indispensable for encouraging purchase intention (Chaudhuri & Holbrook, 2001). Collectively, these concepts form a powerful framework for understanding contemporary consumer behavior and driving informed marketing strategies.

Chapter Structure 
Chapter 1: Introduction 
· Background of Study 
· Importance of the Study 
· Study Objectives (Research Questions) 
· Suggested Hypotheses Research Process 

Chapter 2: Literature Review 
The rapid advancement of digital technologies, heightened environmental concerns, and evolving consumer values are reshaping contemporary marketing strategies and driving changes in consumer behavior. This study presents a research model that delves into the key factors influencing purchase intention, with a particular emphasis on social media marketing activities, environmental awareness, sustainability, and brand trust. By synthesizing existing literature on these critical constructs and their interconnections, this review highlights their profound impact on enhancing purchase intention, making it essential reading for marketers seeking to adapt to today’s dynamic marketplace.



1. Social Media Marketing Activities
1.1. Definition and Scope
Social media marketing activities (SMMAs) are strategic initiatives that harness social media platforms to create and deliver value to consumers, influencing their attitudes and behaviors (Kim and Ko, 2012). SMMAs include techniques like content creation, influencer collaborations, interactive campaigns, and targeted advertising.
1.2. Theoretical Foundations
The effectiveness of SMMAs is based on relationship marketing and the Technology Acceptance Model (TAM). Relationship marketing emphasizes building long-term customer relationships through engagement and trust (Morgan and Hunt, 1994). TAM suggests that perceived usefulness and ease of use drive technology adoption, applicable to social media platforms (Davis, 1989).
2. Environmental Consciousness
2.1. Conceptualization
Environmental consciousness is defined as the awareness of environmental issues and the motivation to act in environmentally responsible ways (Paul, Modi, and Patel, 2016). It includes the knowledge, attitudes, and behaviors necessary for preserving natural resources and reducing ecological footprints.

2.2. Drivers and Outcomes
This rising environmental consciousness among consumers is driven by increased media coverage of climate change, government regulations, and a growing array of eco-labels (Joshi and Rahman, 2015). Consumers who are environmentally conscious actively seek information on sustainable products and incorporate eco-friendly considerations into their purchasing decisions (Paul, Modi, and Patel, 2016). 
communications on purchase intentions (Biswas and Roy, 2015). Thus, fostering environmental consciousness is crucial for promoting sustainable consumer choices.

3. Sustainability
3.1. Definition and Dimensions
Sustainability in marketing means including environmental, social, and economic factors in business practices (Cordazzo, Bini, and Marzo, 2020). Sustainable brands work to lower their environmental impact, promote social fairness, and ensure long-term economic success.
3.2. Consumer Perceptions
Consumer Perceptions Consumers now expect brands to show real commitment to sustainability (White et al., 2019). People form their views on sustainability based on product features like eco-friendly materials, certifications, and clear communication.

4. Brand Trust
4.1. Brand trust is when consumers feel confident that a brand will keep its promises (Chaudhuri and Holbrook, 2001). This trust develops over time through consistent product quality, clear communication, and positive experiences.
4.2. Antecedents and Consequences
Brand trust is influenced by perceived competence, integrity, and benevolence (Morgan and Hunt, 1994). When brand trust is strong, it reduces perceived risk and increases loyalty and advocacy from consumers.

5. Purchase Intention
5.1. Definition
Purchase intention reflects the likelihood that a consumer will buy a specific product or service in the future (Fishbein and Ajzen, 1975), serving as a key predictor of actual purchasing behavior.
5.2. Determinants
This intention is shaped by cognitive, emotional, and behavioral factors, including attitudes, subjective norms, perceived behavioral control, and past experiences (Ajzen, 1991).
CHAPTER 3: Research Methodology 
1. Research Model
In summary, the research model proposes that social media marketing, environmental awareness, sustainability perceptions, and brand trust are all important determinants of consumers' purchase intentions, with environmental consciousness serving as a key mediating mechanism between social media marketing and purchase decisions.
The model is visually represented in Figure 1, where arrows indicate hypothesized relationships. The regression equation summarizing the model is:
Y=constant+β1X1+β2X2+β3X3+β4X4Y=constant+β1X1+β2X2+β3X3+β4X4
This model is grounded in established theories such as the Theory of Planned Behavior (Ajzen, 1991), which posits that attitudes, subjective norms, and perceived behavioral control predict intentions and behaviors, and the Commitment-Trust Theory of Relationship Marketing (Morgan and Hunt, 1994), which emphasizes the importance of trust in consumer-brand relationships.
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2. Hypotheses
The proposed relationships will be empirically tested using a structured hypothesis testing approach, drawing upon established quantitative research methods and supported by relevant academic literature.
Hypotheses Overview
The study posits the following hypotheses:
· H1: Social media marketing activities have a positive effect on purchase intention.
· H2: Environmental consciousness has a positive effect on purchase intention.
· H3: Sustainability has a positive effect on purchase intention.
· H4: Brand trust has a positive effect on purchase intention.
· H5: Social media marketing activities positively influence environmental consciousness, which in turn increases purchase intention (mediation effect).

3. Data Collection and Measurement
To test these hypotheses, data will be collected through a structured online survey targeting active social media users and consumers. Each construct in the model will be measured using validated multi-item scales from prior research:
· Social Media Marketing Activities: Items adapted from Kim and Ko (2012), focusing on engagement, content quality, and interaction.
· Environmental Consciousness: Items based on Panda et al. (2020), measuring awareness and concern for environmental issues.
· Sustainability: Measured using items from Cordazzo, Bini and Marzo (2020), capturing perceptions of brand and product sustainability.
· Brand Trust: Items from Chaudhuri & Holbrook (2001), assessing reliability and credibility of the brand.
· Purchase Intention: Assessed using intention-to-buy statements from Fishbein & Ajzen (1975).
All items will use a 6-point Likert scale, ensuring consistency and comparability across constructs.
4. Questionnaire Design 
To collect data and analyze the research questions, it will conduct a questionnaire survey designed to measure various constructs related to consumer purchase intentions.  The questionnaire will include sections on: 
· Social Media Marketing Activities: This section aims to evaluate participants' exposure to, engagement with, and perceptions of the brand's social media marketing efforts. The questions are designed to assess how social media content, promotions, and interactions affect consumer attitudes and intentions toward the brand.
· Environmental Consciousness: To assess respondents’ awareness, concerns, and behaviors regarding environmental issues, the survey focusses on attitudes toward sustainability, eco-friendly practices, and the significance of environmental protection in daily life and purchasing decisions.
· Sustainability: To evaluate perceptions of brands and their commitment to environmental sustainability, including resource usage, waste reduction, and support for green initiatives. The questions examine how these sustainability attributes impact respondents' perceptions of the brand and its offerings.
· Brand Trust: To determine the level of trust, reliability, and confidence consumers have in the brand. The survey seeks to uncover factors that contribute to or detract from trust, such as transparency, consistency, and ethical behavior, and how this trust influences their purchase decisions.
· Purchase Intention: To measure the likelihood that respondents will purchase the brand’s products or services in the future. The questions explore what drives or inhibits their buying intentions, including perceptions of value, brand reputation, and the influence of marketing communications.
5. Sampling Method 
To ensure reliable results, it will use the Cochran formula to calculate the required sample size for achieving a 95% confidence level. The parameters for this calculation include: 
· Z value = 1.96 (for a 95% confidence level) 
· Estimated proportion (P) = 0.5 (to yield the largest sample size) 
· Margin of error (E) = 0.05 (indicating an error not exceeding 5%) 

Using these parameters, it will determine that approximately 300 valid responses are needed for this study. This sample size enhances the precision of the research results and ensures reliable data analysis.



6. Proposed Statistical Tests 
The data will be analyzed using statistical software SPSS for below statistical tests: 
· Descriptive Statistics: To summarize demographic information and response patterns. 
· Correlation Analysis: To assess relationships between customer satisfaction and loyalty. 
· Regression Analysis: To determine the impact of independent variables (product quality, service quality, brand image) on dependent variables (customer satisfaction and loyalty). 

7. Pilot Study 
Before launching the full-scale survey, a focus group pilot study will be conducted with approximately 30 respondents from similar demographics as those targeted in this research. The pilot test aims to clarity of understanding on the questions, time required for completion and any technical issues with Google Forms.  Feedback from this pilot study will be used to refine questions or address any concerns before distributing it more widely.
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Figure 1: Research Model
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