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I. [bookmark: _Toc209184640][bookmark: _Toc213748888]ABSTRACT

This dissertation investigates the key determinants influencing consumer purchase intentions toward Nescafé instant coffee in Hong Kong, focusing on social media marketing activities, environmental conscious, sustainability practices, and brand trust. Motivated by a gap in local scholarship and the evolving dynamics of Hong Kong's coffee market, characterized by digital engagement and heightened sustainability awareness, the research aims to clarify how these factors interrelate and impact consumer choice. Adopting a mixed-methods approach, the study integrates qualitative data from focus group interviews and quantitative data from structured online questionnaires completed by 238 Hong Kong residents. This methodological triangulation enhances the robustness and validity of the findings.
The research confirms that all four investigated factors, social media marketing activities, environmental conscious, sustainability and brand trust are positively and significantly impact purchase intention for Nescafé instant coffee. Regression analysis demonstrates that word-of-mouth social media marketing and brand trust are the most influential predictors, closely followed by environmental conscious and sustainability. These relationships are substantiated through strong internal reliability and statistical significance, reinforcing the direct and interconnected effects of these constructs on consumer behavior within the fast-moving consumer goods sector.
The conclusions highlight the necessity for Nescafé and similar brands to prioritize authentic digital engagement, transparent communication of sustainable practices, and continuous reinforcement of product quality and trust. Recommendations advocate for intensified social media advocacy, educational initiatives promoting eco-responsibility, and credible certification of sustainability efforts to counteract consumer skepticism. While contextual limitations exist such as reliance on self-reported, cross-sectional data and non-probability sampling, the dissertation provides actionable managerial insights and sets a precedent for further academic inquiry in digitally connected, ethically conscious consumer markets.
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1. [bookmark: _Toc213748893]Introduction
This chapter examines the global and Hong Kong instant coffee industries, analyzing trends, preferences, and competitive dynamics. It covers the study’s background, rationale, and relevance considering evolving market demands. Research questions and objectives are stated, providing a framework for the investigation. The chapter concludes by outlining the potential contributions of this study, emphasizing how its findings could enhance business practices and strategies within the instant coffee sector.

1.1. [bookmark: _Toc209184643][bookmark: _Toc213748894]Research Background
The global instant coffee industry continues to experience steady growth, driven by convenience-oriented consumption, rapid urbanization, and the evolution of coffee culture. From Figure 1.1.1 show the global instant coffee market size is projected to reach USD 110.28 billion by 2030 (CAGR 5.4%), supported by innovations in flavor, sustainability, and packaging technologies (Grand View Research, 2024). Enhanced sachet portability, “home café” aesthetics, and digital marketing integration have reshaped how consumers perceive instant coffee—from a functional commodity to a lifestyle-oriented product. According to Grand View Research (2024), the report identifies “a significant increase in consumption of coffee by all age groups,” with a growing preference for instant coffee associated with health benefits, convenience, and quick preparation, especially among Gen Z and millennials. This reflects shifting consumer values toward “instant gratification” and health-conscious choices, which aligns with social media-driven purchasing and the focus on digital branding strategies.
[image: ]

Figure 1.1.2 show the at-home instant coffee market in Hong Kong is forecasted to grow at CAGR of approximately 1% from 2025 to 2030, reflecting a mature and stable market with incremental expansion. Leading global brands continue to dominate retail sales channels like supermarkets, convenience stores, and eCommerce, where convenience and affordability drive steady demand among urban households (Statista, 2025). Instant coffee dominates the at-home consumption segment, aligning with post-pandemic lifestyle shifts emphasizing flexibility, self-care, and digital convenience. Despite a modest overall CAGR from Statista Marketing Insights, the market remains highly profitable, supported by premiumization trends, such as instant blends infused with vitamins, reduced sugar, and sustainable packaging (Statista, 2025). Hong Kong’s instant coffee at-home segment reflects strong penetration in daily consumer routines. Data from Hong Kong’s Census and Statistics Department (2024b) show that over 68% of adults consume coffee daily, with instant coffee accounting for more than 60% of at-home consumption. Consumers prioritize health benefits and time efficiency: approximately 52% associate instant coffee with wellness attributes, reflecting growing demand for balanced indulgence and sustainability awareness.
This dual emphasis on health and convenience creates strategic opportunities for brands such as Nestlé to leverage innovation, transparency, and social media communication to maintain trust and relevance in an increasingly competitive market.
[image: A graph with blue lines and numbers
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Digitalization has profoundly transformed how Hong Kong consumers discover and evaluate fast-moving consumer goods. Figure 1.1.3 show the social media holds significant influence in Hong Kong, with 6.15 million user identities accounting for 83.1% of the population in February 2025. Adults demonstrate even higher engagement at 85.5%, and users actively participate across an average of 6.4 platforms each month. Despite a slight reduction in daily usage to 1 hour 42 minutes, the breadth of platform adoption and deep integration into everyday life underscore social media's vital role in both communication and commerce, shaping public opinion and consumer behavior across the city (Meltwater, 2025). Qualitative studies and data-driven analyses reveal that brands engaging in robust digital storytelling, influencer partnerships, and transparent communications enjoy stronger consumer trust and positive brand attitudes. Importantly, trust emerges as a pivotal mediator between digital marketing efforts and purchase intention, particularly when consumers perceive brand claims about sustainability to be credible and authentic (Jakwatanatham, Phayaphrom and Nurittamont, 2022).
[image: ]

The data from Figure 1.1.4 provides valuable insight into the primary motivations driving social media usage among Hong Kong’s population. The most cited reasons for engaging with social media platforms are to fill spare time (43.6%) and to keep in touch with friends and family (42.0%), highlighting the role of social media as both a leisure activity and a crucial tool for maintaining social connections. Reading news stories (30.6%) and seeing what is being talked about (29.7%) are also prominent, emphasizing users' reliance on these platforms for real-time updates and collective discourse, rather than traditional news sources. A significant proportion of users (26.5%) are interested in seeing content from their favorite brands, while 26.1% seek informative content such as articles and videos. This demonstrates that social media functions as an important channel for brand engagement and consumer education, not just interpersonal communication. Further, inspiration for activities and purchases is a factor for 22.3% of users, and following celebrities or influencers motivates 21.1%, indicating the importance of aspirational and influencer-driven content in shaping interests and behaviors. Reasons such as finding products to purchase (20.4%) and sharing opinions (19.2%) are also noteworthy, as they underscore the platforms’ evolving roles in commercial discovery and user-generated content. These findings align with academic literature, which highlights the multifaceted nature of social media.
[image: ]
Hong Kong consumers exhibit exceptionally high awareness and concern for sustainability. According to Standard Insights (2023), 93% of respondents are concerned about environmental issues, with 50.8% reporting they’re deeply worried about our planet’s future that show in Figure 1.1.5, 70% would stop buying brands performing poorly in this area. Furthermore, in Figure 1.1.6, 70% stated willingness to pay a premium for sustainable products, emphasizing the moral and lifestyle integration of green values. However, the same study reveals a 65% perception of greenwashing, highlighting consumers' skepticism toward unverified claims. Government-led initiatives, such as Waste Blueprint for Hong Kong 2035 and the Hong Kong Green Purchasing Charter (GovHK , 2025), reinforce the public's eco-awareness while reshaping business accountability. While many consumers report positive attitudes toward sustainability, the HKFYG study highlights a significant disparity between knowledge and practical action, suggesting that educational initiatives alone are insufficient. Therefore, Nescafé should design multistage programs that combine clear, relatable messaging about the environmental benefits of sustainable consumption with active prompts that make environmentally friendly choices easier and more appealing at the point of purchase (HKFYG, 2023). For the instant coffee industry, this suggests competitive differentiation lies not only in taste or convenience but also in supply chain transparency, recyclable packaging, and carbon reduction practices. Nestlé Hong Kong’s leadership in introducing plant-based packaging and achieving a 20% CO₂ reduction by 2025 establishes it as a role model for sustainability within FMCG (Nestlé Sustainability Report, 2025). Sustainability thus transcends ethics, it now operationalizes market legitimacy and consumer trust, directly connecting to brand authenticity and purchase intention.
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Brand trust mediates consumers’ perceptions of marketing practices, particularly in markets where skepticism toward environmental claims and digital advertising is high. Studies show that 80% of Hong Kong consumers prefer brands with visible social impact, and over 60% follow sustainability-related brand content online (Grey, 2025). For global brands like Nestlé, maintaining trust depends on perceived honesty, consistent quality, and demonstrated commitment to social good.
Nestlé has maintained top-of-mind awareness in Hong Kong through its Nescafé brand (Kantar Worldpanel, 2025), combining global recognition with local adaptation strategies such as sustainable sourcing, recyclable packaging, and digital storytelling authenticity. Its efforts to advance regenerative agriculture and zero-waste packaging initiatives not only reinforce consumer trust but also address the expectation for brands to align purpose with practice (UCLA, 2025). This positions Nestlé as a fitting focal point for analyzing how brand trust converges with social media marketing activities strategy and sustainability to shape consumer purchase intentions.

1.2. [bookmark: _Toc209184644][bookmark: _Toc213748895]Research Motivation
While extensive research exists globally on social media marketing, environmental conscious, sustainability, and brand trust as determinants of consumer purchase intention, limited academic attention has been dedicated to examining these variables within Hong Kong’s instant coffee market context. Existing literature often focuses on general coffee consumption or Western retail settings, leaving a clear empirical gap regarding how these factors interact in a densely digital, sustainability-conscious, and culturally hybrid market such as Hong Kong.
This scarcity of local studies provides a strong academic motivation for conducting this research. By empirically investigating how social media marketing activities, environmental values, sustainability practices, and brand trust collectively influence purchase intention toward Nescafé, this study seeks to generate localized insights that extend beyond current global models.
From a managerial perspective, the findings will offer Nestlé Hong Kong actionable knowledge to refine brand positioning, strengthen consumer trust, and enhance digital marketing communication strategies aligned with the city’s evolving environmental awareness and consumer values. The study thus aims to make both scholarly and practical contributions by filling a critical research gap and supporting strategic decision-making in an increasingly competitive and ethically driven beverage market.

1.3. [bookmark: _Toc209184645][bookmark: _Toc213748896]Research Questions
This study aims to investigate the following key questions:
1. What are the key factors influence consumer purchase intention for Nescafe instant coffee in Hong Kong?
2. How do these factors interrelate for purchase intention in instant coffee industry?
3. What practical recommendations can be made to Nestlé regarding Nescafé instant coffee to effectively enhance its market presence in Hong Kong?

1.4. [bookmark: _Toc209184646][bookmark: _Toc213748897]Research Aims and Objectives
Given the dynamic intersection of digitalization and sustainability in Hong Kong, this research further distinguishes by addressing the factors to affect purchase intention in the instant coffee segment. The study’s contribution lies in its comprehensive investigation of these variables including social media marketing activities, sustainability, environmental conscious, and brand trust within Hong Kong’s unique cultural and digital milieu. Such insights are crucial for brands pursuing sustained relevance in local instant coffee markets while navigating increased scrutiny around green marketing and digital engagement strategies. This research aims to comprehensively examine the relative impact of brand authenticity, sustainability practices, and evolving cultural trends on consumers’ purchase intentions toward Nescafé, a leading instant coffee brand in Hong Kong’s dynamic coffee market. Motivated by the city’s transformation, characterized by experiential consumption, social media marketing activities engagement, and environmental conscious and sustainability, this study seeks to tailor for Hong Kong market on how these critical factors influence preference formation within the commoditized instant coffee segment. Understanding these influences is essential for crafting brand strategies that resonate with Hong Kong’s increasingly sophisticated and ethically minded consumers. The research objectives are structured to systematically investigate this broad aim by breaking it down into measurable and achievable goals. This research will analyze key variables relationship with purchase intention, consumer perceptions of brand authenticity in the context of Nescafé, exploring how transparency, consistency, and genuine brand engagement affect consumer trust and loyalty. This objective addresses the documented rise in consumer demand for authentic brands that offer credibility and trustworthy narratives, a key concern given that 88% of Hong Kong consumers prioritize perceived genuineness in purchasing decisions (BlueBell, 2025).
This study explores the key factors that drive consumers' purchase intentions for instant coffee in Hong Kong.  By examining Nescafé's strategic approaches to expanding its consumer base, it aims to uncover effective methods for business growth in this competitive market.
1. To identify and analyze the key factors that contribute for purchase intention for instant coffee brands in Hong Kong.
2. To explore the relationships between these factors and the impact on purchase intention.
3. To provide practical recommendations for Nescafe and similar brands to expand the customer base in the competitive Jong Kong market.

1.5. [bookmark: _Toc209184647][bookmark: _Toc213748898]Research Limitation
Despite the rigor and relevance of this study, several limitations must be acknowledged, especially given Hong Kong’s market context. A primary constraint arises from the limited availability of comprehensive open-source market information specific to Hong Kong’s instant coffee industry. Much of the publicly accessible data is either aggregated at an Asia-Pacific or global level, or available only through paid proprietary sources, making it challenging to obtain granular, up-to-date statistics tailored to Hong Kong consumer behavior and brand dynamics. This research is the first in Hong Kong to empirically examine the combined influence of four independent variables, social media marketing activities, environmental conscious, sustainability, and brand trust on purchase intention for instant coffee. While global studies have explored these constructs separately, there is a conspicuous lack of academic literature or primary data addressing all four variables together within the unique digital, sustainability-oriented, and culturally hybrid environment of Hong Kong. This novelty underscores both the significance and the boundary of the study: findings may be contextually relevant to Hong Kong in 2025, but not entirely generalizable to other regions, time periods, or alternative product categories.

1.6. [bookmark: _Toc209184648][bookmark: _Toc213748899] Concluding Summary
Chapter 1 establishes the relevance and academic value of investigating purchase intention for instant coffee in Hong Kong through the intersecting lenses of digital marketing and sustainability ethics. By situating Nescafé within the city’s e-commerce-driven, conscious consumption culture, this study justifies its inquiry into how social media activities build brand trust amid growing environmental awareness. The chapter also positions the research as a timely contribution to both marketing theory and practice, delivering actionable insights for FMCG businesses navigating environmentally and digitally motivated consumer markets.
The following chapter will examine the theoretical frameworks and literature underpinning this research. It will critically review concepts related to social media marketing activities, environmental conscious, sustainability, and brand trust, and will synthesize these into a coherent conceptual framework aimed at guiding strategic actions for Nescafé to expand its customer base and boost consumption in Hong Kong.


2. [bookmark: _Toc209184649][bookmark: _Toc213748900]Literature Review
This chapter offers an in-depth exploration of the fundamental concepts and theoretical frameworks that form the backbone of this research. It provides a critical analysis of social media marketing activities, environmental conscious, sustainability, brand trust, and purchase intention. By dissecting the connections between these vital constructs, the chapter builds a compelling conceptual framework to enhance the understanding and impact of this study.

2.1. [bookmark: _Toc209184650][bookmark: _Toc213748901] Social Media Marketing Activities
Social Media Marketing Activities (SMMA) refer to strategic, interactive, and consumer-engaging actions that brands perform across social platforms to promote awareness, foster relationships, and influence purchase behavior.

2.1.1. [bookmark: _Toc213748902]Definition of Social Media Marketing Activities (SMMA)
Social media marketing activities (SMMA) refer to the strategic actions that brands use on digital platforms to engage, interact, and build relationships with consumers. According to Kim & Ko (2012), SMMA are defined as an integrated pattern of activities designed to achieve marketing goals by enhancing online interoperability between brands and consumers, the activities encompassing entertainment, interaction, trendiness, customization, and word-of-mouth within a social media setting, particularly examined in the context of luxury fashion brands. The constructs highlight how social media is used not just to inform, but to build value-driven relationships and encourage customer advocacy.​
Carr and Hayes (2015) contributed to the conceptualization of SMMAs by emphasizing digital technologies that facilitate user interaction, user-generated content, and real-time communication, rooted in the ideologies of Web 2.0. The definition stresses the interactive and collaborative nature of social media platforms, which distinguish from traditional media channels by fostering engagement and peer-influenced decision-making through shared content and immediate feedback.​
Building on the perspectives, Hayes (2025) takes a more contemporary approach by defining SMMAs as the practice of using platforms like Instagram, Facebook, TikTok, and others to connect with audiences and cultivate brand recognition through genuine engagement, consistent content creation, and data-driven strategies. Hayes emphasizes that effective SMMA in 2025 involves not only active presence but also intentional, consistent actions that foster authentic community connections and support business objectives.
[image: ]

2.1.2. [bookmark: _Toc213748903]	Measurement of Social Media Marketing Activities
The measurement of social media marketing activities (SMMA) is approached differently by various scholars in the literature. Kim & Ko (2012) conceptualize SMMA measurement through five distinct experiential constructs: entertainment, interaction, trendiness, customization, and word-of-mouth. These constructs reflect the diversity that characterizes the consumers engagement with branded content on social platforms, ranging from the enjoyment of content to the relevance and personalization of brand communication, as well as the propensity to share brand content within social circles.​
Carr and Hayes (2015) assess SMMA by considering the interactive capabilities and opportunities for user-generated content facilitated by social media platforms. The measurement focuses on factors such as self-presentation, engagement with broad and narrow audiences, and the value users find in sharing and interacting through digital media. These measurements revolve around real-time and asynchronous interactions, emphasizing the perceived presence and communication between users and brands.​
Hayes (2025) advances SMMA measurement by highlighting the importance of authentic engagement, community-building, and the sustained impact of brand actions on social media audiences. Measurement encompasses how platforms enable brands to create and deliver marketing messages that capture attention, foster ongoing engagement, and cultivate meaningful relationships, focusing on metrics like engagement rates, sentiment, and conversion as indicative of marketing effectiveness.


[image: A screenshot of a web page
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2.1.3. [bookmark: _Toc213748904]Concluding Summary
The framework proposed by Kim and Ko (2012) for measuring social media marketing activities (SMMA) remains advantageous due to its comprehensiveness, empirical validation, and inclusion of five distinct experiential constructs including entertainment, interaction, trendiness, customization, and word-of-mouth which capture the multi-faceted ways consumers engage with brand content on social platforms. This perspective offers clear analytical distinctions that are well-suited for both academic research and practical assessment of marketing effectiveness. Furthermore, Kim & Ko’s model has been frequently adopted and validated across various studies and industry contexts, making it both reliable and adaptable for understanding how SMMA influence brand equity, customer experience, and purchase intention. As a result, this approach provides a strategically relevant and robust foundation for evaluating SMMA in contemporary research. In contrast, Carr and Hayes (2015) and Hayes (2025) frameworks focus mainly on technological features, user-generated content, or platform-specific engagement, which may lack empirical validation, stability, and generalizability for assessing broader marketing effectiveness across different contexts. The definitions risk being either limited by current trends or too broad to offer precise, consistent measurements for research purposes.

2.2. [bookmark: _Toc209184653][bookmark: _Toc213748905] Environmental Conscious
Environmental conscious refers to an individual’s awareness, concern, and behavioral intention regarding the preservation and protection of the natural environment. It represents a cognitive, affective, and behavioral construct that influences eco-friendly attitudes and sustainable consumption decisions.

2.2.1. [bookmark: _Toc209184654][bookmark: _Toc213748906]Definition of Environmental Conscious
Majeed et al. (2022) characterized environmental conscious as an individual’s level of awareness and sensitivity toward environmental sustainability, emphasizing the relationship between eco-awareness and responsible purchasing behavior. The study found that consumers with higher environmental awareness exhibit a stronger inclination toward green products and ethical brands.
Kim and Lee (2023) expanded environmental conscious by focusing on the psychological and moral. It defined environmental conscious as an internalized belief system that reflects moral obligation and ecological responsibility in daily consumption patterns. According to the framework, environmental conscious extends beyond awareness, it incorporates perceived behavioral control and ecological self-identity.
D’Attoma and Ieva (2024) further conceptualized environmental conscious within the context of sustainable consumption, framing it as a multidimensional construct that integrates knowledge, concern, and action. The research emphasized how consumers’ cognitive understanding of environmental issues and emotional involvement drive active environmental and purchase decisions Sebastian et al. (2025) defined environmental conscious as a proactive consumer orientation toward minimizing environmental impact through sustainable choices and lifestyle practices. They emphasized digital literacy and social influence as recent determinants, showing how modern consumers integrate sustainability into online and offline behaviors.


[bookmark: _Toc209184655][image: ]

2.2.2. [bookmark: _Toc213748907]Measurement of Environmental Conscious
Majeed et al. (2022) operationalized environmental conscious through three primary indicators: environmental knowledge, concern, and perceived behavioral intention. These dimensions assess how individuals recognize ecological issues, express care for environmental protection, and act sustainably.
Kim and Lee (2023) measured environmental conscious through cognitive, affective, and behavioral components. The approach emphasized moral norms, personal responsibility, and the extent to which consumers translate environmental values into real consumption choices.
D’Attoma and Ieva (2024) proposed a four-measurement model including environmental knowledge, awareness, ecological concern, and environmentally responsible behavior. The role of experiential learning in enhancing the link between concern and sustainable actions.
Sebastian et al. (2025) introduced updated digital-age metrics, such as consumers’ engagement with sustainable brands on social media, participation in eco-friendly online communities, and sustainability-based purchase patterns. The study adds a technological and behavioral measurement dimension reflective of modern market realities.

[image: ]

2.2.3. [bookmark: _Toc213748908]Concluding Summary
Across the reviewed literature, environmental conscious has evolved from a unidimensional concern-based construct to a multi-faceted model integrating cognition, emotional connection, and digital behavior. Majeed et al. (2022) provided the foundation for measuring environmental conscious offers several advantages for research focused on sustainable consumer behavior. The model is direct and actionable, centering on three essential elements including environmental knowledge, concern, and perceived behavioral intention, which robustly capture how individuals recognize, care about, and act upon ecological issues. By clearly linking awareness and sensitivity to green purchasing, the operationalization connects psychological factors with responsible decision-making, ensuring relevance to market and consumption studies. Furthermore, Majeed et al.'s approach provides analytical clarity and research practicality, making it especially suitable for empirical studies seeking to quantify the effects of environmental conscious on purchase intention and observed consumer behaviors. This focus on direct behavioral intention facilitates investigation of the attitude-behavior gap, which is crucial for actionable insights in sustainability research. This approach aligns with the city’s digitally connected, sustainability-conscious consumer culture and supports a robust understanding of environmental conscious influencing purchase intention toward eco-oriented brands like Nestlé Hong Kong. Frameworks in Kim and Lee (2023), D’Attoma and Ieva (2024), and Sebastian et al. (2025) are either too focused on psychological and experiential components, introduce complexity with multidimensional models, or emphasize digital and technological aspects that may not provide enough empirical clarity or generalizability for broad research on environmental conscious.

2.3. [bookmark: _Toc209184656][bookmark: _Toc213748909] Sustainability
Sustainability refers to the capacity to meet current needs without compromising the ability of future generations to meet by own. Over time, the concept has expanded from environmental conservation to a comprehensive model encompassing economic, social, and environmental dimensions.

2.3.1. [bookmark: _Toc209184657][bookmark: _Toc213748910]Definition of Sustainability
Panda et al. (2020) describe sustainability as the simultaneous pursuit of environmental integrity, economic prosperity, and social welfare, emphasizing the need for responsible resource usage and long-term value across all three pillars.
Vardari et al. (2020) define corporate sustainability as the adaptation of economic, environmental, and social dimensions into organizational decision-making, risk management, and value creation, highlighting the strategic role of corporate governance.​
Conceptual Analysis of Sustainability (2021) positions sustainability as the equitable, ethical, and efficient use of natural resources to ensure the continued well-being of both current and future human societies, framed within the balance of social-ecological systems and the classic "triple bottom line" (TBL) of economic, social, and environmental factors.​
Smowltech (2023) highlight sustainability as the integration of environmental stewardship, ethical practices, and community engagement within organizational strategy, aligning operational practices with stakeholder trust and corporate responsibility.
Takkinen (2025) adds a critical, recent perspective by exploring the plurality and context-specificity of sustainability, recognizing the growing complexity, the need for transformative approaches, and the acknowledgment of limitations when pursuing sustainability goals in the Anthropocene era.
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2.3.2. [bookmark: _Toc209184658][bookmark: _Toc213748911]Measurement of Sustainability
Panda et al. (2020) advocate for the "Triple Bottom Line" (TBL) assess	ent, covering economic growth, social responsibility, and environmental protection, with integrated metrics on resource usage, profitability, and community impact.
Smowltech (2023) recommend using ESG (Environmental, Social, Governance) indicators, carbon footprint tracking, ethical employment metrics, and social investment reporting for comprehensive measurement.
Conceptual Analysis (2021) supports customized indicators spanning environmental health, water and air quality, biodiversity, resource use efficiency, and socioeconomic progress, emphasizing the use of community and regionally tailored indicators.​ 
Vardari et al. (2020) points to financial and non-financial reporting (including risk management, compliance, and stakeholder engagement) that captures long-term value creation and sustainable performance.​
Takkinen (2025) discusses the challenge of singular measurement, suggesting a move toward multi-scale, adaptive, and process-oriented indicators, while warning of conceptual pitfalls in comparing across contexts.​
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2.3.3. [bookmark: _Toc213748912]Concluding Summary
Selecting Panda et al. (2020) as the guiding framework for measuring sustainability in this research dissertation offers distinct strengths. The Triple Bottom Line (TBL) approach captures the full breadth of sustainability by integrating economic, social, and environmental perspectives, an analytical structure widely endorsed across academic, industry, and policy domains. This balanced model provides clarity, comparability, and actionable insights through standardized metrics like resource usage, profitability, and community impact, making it particularly suitable for empirical research and practical application. By addressing each pillar equally, the TBL framework ensures that sustainability efforts do not favor one dimension at the expense of others and facilitate rigorous evaluation of long-term value. Furthermore, the prevalence and reliability of this model support its adoption for cross-sectoral studies, enabling findings to influence both theoretical advancement and decision-making for sustainable development. Vardari et al. (2020), Conceptual Analysis (2021), Smowltech (2023), and Takkinen (2025) are not selected as the frameworks either emphasize context-specific indicators, focus on social or ethical dimensions at the expense of comparability, rely on specialized metrics that may lack generalizability, or present conceptual complexity that can restrict practical application in empirical research contexts.



2.4. [bookmark: _Toc209184659][bookmark: _Toc213748913]Brand Trust
Brand trust is described as the consumer’s confidence in a brand’s promise and reliability, emerging as both a mediating and moderating variable in digital environments. Cardoso et al. (2022) highlight trust as a critical bridge between brand attitudes and purchase intention, particularly when transparency and perceived ethicality are salient. Trust is multi-dimensional, encompassing perceived competence, reliability, honesty, and emotional attachment. Systematic literature reviews identify content marketing quality, perceived authenticity, and active social engagement as contributing factors in trust formation.

2.4.1. [bookmark: _Toc209184660][bookmark: _Toc213748914]Definition of Brand Trust
Morwitz (2014) established early understanding of trust in consumer behavior, demonstrating how consumers’ intentions and decisions are significantly influenced by the confidence in a brand’s competence and consistency. This laid the foundation for linking trust to behavioral intention.
Dam (2020) explained brand trust as the willingness of consumers to rely on a brand’s ability to perform its promised function and represent sincerity, reliability, and safety in transactions. Trust serves as an indicator of risk reduction and emotional assurance, which enhances purchase intention.
Cardoso et al. (2022) expanded on this by positioning brand trust as a mediator between brand attitude and loyalty, describing it as the consumer’s belief in a brand’s ability to meet expectations. The research conceptualized trust through affective dimensions (confidence, integrity) that strengthen commitment to the brand.
Liang and Jui (2024) redefined brand trust within the digital and experiential context, emphasizing emotional connection, predictability, and authenticity in brand-consumer relationships. They argue that trust now reflects the consumer’s holistic experience of brand reliability across various digital touchpoints and service interactions. Collectively, these authors illustrate that brand trust evolves from a cognitive assessment of brand reliability to an emotional and relational construct strengthening brand attachment and long-term loyalty.
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2.4.2. [bookmark: _Toc209184661][bookmark: _Toc213748915]Measurement of Brand Trust
Brand trust is commonly measured through constructs that assess a consumer's perception of a brand’s reliability, competence, and integrity. Morwitz (2014) conceptualizes brand trust through cognitive dimensions, focusing on the consumer’s confidence in a brand’s competence, reliability, and performance consistency. This approach centers on how these cognitive factors contribute to repeat purchases and overall brand credibility, underlining the importance of consistently meeting consumer expectations.
Dam (2020) expands the measurement of brand trust by incorporating both perceptual and emotional dimensions, specifically highlighting reliability (including promise keeping), integrity (acting honestly), and benevolence (having consumers’ best interests in mind). Dam’s framework positions trust as an indicator of risk reduction and emotional assurance, capturing how brand behaviors foster confidence and mitigate consumer uncertainty during transactions.
Cardoso et al. (2022) further develop the measurement by emphasizing relational trust, including constructs such as credibility, honesty, reliability, and relational confidence, all of which are reinforced through the brand’s consistent communication practices. This model underscores the crucial role of honesty and consistency in brand actions, which strengthen consumer perception of trustworthiness and foster loyalty.
Liang and Jui (2024) extend trust measurement to contemporary digital environments, employing a multi-dimensional scale encompassing benevolence, integrity, competence, and experience-based trust, as well as brand predictability, authenticity, and empathy across omnichannel contexts. These frameworks collectively underscore the multi-faceted nature of brand trust and its relevance for empirical study and strategic management.
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2.4.3. [bookmark: _Toc213748916]Concluding Summary
Cardoso et al. (2022) was chosen as the foundation for this research because the framework positions brand trust as a critical mediating variable between brand attitude and loyalty, offering a comprehensive and empirically validated model that captures trust’s dual cognitive and affective dimensions. The measurement approach goes beyond traditional definitions by incorporating relational trust and consumer belief constructs, emphasizing credibility, reliability, and honesty as key drivers of satisfaction and loyalty intention. This aligns closely with modern understandings of brand-consumer relationships, where trust is not only about perceived ability but also about building genuine emotional connections. By using Cardoso et al.'s (2022) model, the research benefits from a robust conceptual structure that is well-suited to exploring the nuanced, mediating role of brand trust in driving sustainable consumer behaviors and long-term brand commitment. In contrast, other frameworks, such as those proposed by Morwitz (2014), Dam (2020), and Liang and Jui (2024), that either focus primarily on cognitive or emotional dimensions, or emphasize digital and multi-dimensional constructs that, while valuable, may not provide as comprehensive a relational approach to mediating brand trust.
2.5. [bookmark: _Toc209184662][bookmark: _Toc213748917] Relationship between Variables
This section examines the empirical relationships between the core variables, social media marketing activities, environmental conscious, sustainability, brand trust, and consumer purchase intention. Analysis of these relationships provides the foundation for developing hypotheses and guiding statistical analyses for this study.

2.5.1. [bookmark: _Toc209184663][bookmark: _Toc213748918]Social Meida Marketing Activities and Purchase Intention
Social media marketing activities (SMMA) have been found to exert a significant and direct positive effect on consumer purchase intention, independent of mediating factors like engagement or perceived value. Several empirical studies confirm that SMMA elements such as entertainment, interaction, and word-of-mouth communication directly influence the willingness of consumers to buy products promoted through social channels, supporting a direct relationship between SMMA and purchase intention without relying solely on mediation by brand equity or engagement. For example, Kim and Ko (2012) demonstrated through survey data that social media marketing efforts positively and directly affect consumers’ intention to purchase luxury brands, highlighting immediate impact beyond indirect pathways (Olfebri, Yuliantini and Cecep Pahrudin, 2025). 

2.5.2. [bookmark: _Toc209184664][bookmark: _Toc213748919]Environmental Conscious and Purchase Intention
Environmental conscious has a direct and significant positive relationship with purchase intention, as demonstrated by empirical studies in recent literature. Higher levels of environmental concern and awareness consistently predict increased likelihood of purchasing sustainable products, confirming that environmental conscious directly influences consumer purchase intention (Fethi Klabi, 2025).  Especially with the rising demand for ethical and sustainable consumption. Environmentally conscious consumers demonstrate higher purchase intention for products and brands reflecting eco-friendly values and practices. Laroche (2001) further emphasized the role of environmental attitude in shaping ethical purchasing patterns. Biswas and Roy (2015) highlighted that environmental concern significantly predicts consumers’ intentions to engage in green purchasing, especially for fast-moving consumer goods.  Similarly, Kumar, Prakash and Kumar (2021) found that environmental knowledge and perceived consumer effectiveness are key antecedents to eco-product purchase intention (Ansar, 2013).

2.5.3. [bookmark: _Toc209184665][bookmark: _Toc213748920]Sustainability and Purchase Intention
Panda et al. (2020) found that triple-bottom-line sustainability included covering economic, social, and environmental aspects correlates with enhanced green purchase intention. Lavuri (2022) explored Asian consumer markets and found that clear brand sustainability communication is a key antecedent to sustainable purchase intention. Sustainability has a direct, significant positive relationship with consumer purchase intention, as shown by recent empirical findings (Nong and Xue, 2025). Research demonstrates that increased sustainability awareness and clear sustainability initiatives by brands directly enhance consumers’ willingness to buy (Sakr et al., 2023).

2.5.4. [bookmark: _Toc209184666][bookmark: _Toc213748921]Brand Trust and Purchase Intention
Brand trust is a critical determinant of purchase intention, acting as both a direct driver and as a mediator of other influences such as marketing communications and sustainability claims. Morwitz (2014) and Dam (2020) explain that consumer confidence in a brand’s reliability and integrity reduces perceived risk and increases willingness to buy. Recent systematic reviews, including Khurana et al. (2025) corroborate these relationships, showing that higher brand trust increases purchase intention across product categories. Guerreiro and Pacheco (2021) identify brand trust as especially crucial for green or ethical purchase scenarios, further reinforcing its importance amid rising skepticism regarding brand claims. 


3. [bookmark: _Toc209184667][bookmark: _Toc213748922]Research Methodology
This chapter outlines the research design, data collection methods, pilot test and data analysis strategies for this study. it aims to explore the connections between social media marketing, environmental conscious, sustainability, brand trust, and purchase intention for Nescafé instant coffee in Hong Kong. It will ensure that our results are reliable and provide valuable insights into the brand's market impact.

3.1. [bookmark: _Toc209184669][bookmark: _Toc213748923]Type of Research
This study adopts a mixed-methods approach that integrates both qualitative and quantitative research designs to achieve a comprehensive understanding of consumer purchase intentions for instant coffee in Hong Kong. By leveraging methodological triangulation, the research aims to enhance the robustness and credibility of findings. These combined methods help address complex relationships between social media marketing activities, environmental conscious, sustainability, brand trust, and purchase intention in a manner suitable for both theory-building and statistical analysis (University of Westminster, 2022).

3.1.1. [bookmark: _Toc213748924]Qualitative Research
Qualitative research is an approach that investigates how people interpret and make sense of experiences, behaviors, and interactions in real-life contexts. It is particularly useful for exploring complex phenomena and capturing in-depth insights, using non-numerical data gathered through interviews, focus group discussions, and open-ended questions. In this dissertation, qualitative data was collected mainly through focus group interviews, which allowed participants to express personal views and experiences regarding Nescafé, social media marketing activities, and sustainability. According to Oranga and Matere (2023), qualitative methods facilitate thematic saturation and allow researchers to identify emergent patterns that may not surface in structured surveys.

3.1.2. [bookmark: _Toc213748925]Quantitative Research
Quantitative research measures relationships among predefined variables using standardized survey instruments and statistical analysis. The main purpose is to test hypotheses and examine the relationships between specific variables by analyzing data from large, representative samples through structured tools like surveys or experiments. Creswell (2018) notes that quantitative research excels in empirically testing theoretical predictions and quantifying variable relationships, offering generalizability and objectivity. Ghanad (2023) emphasizes its reliance on large samples and logical, standardized metrics, vital for the robust examination of purchase behavior determinants in the Hong Kong context.

3.1.3. [bookmark: _Toc213748926]Triangulation Research
Triangulation in research refers to the integration of multiple methods, data sources, and perspectives to study a single phenomenon, thereby enhancing the validity and credibility of research findings (Östlund et al., 2020). This dissertation adopts methodological triangulation by combining qualitative methods with focus group interviews, quantitative methods by standardized surveys, and a comprehensive literature review. Such integration allows for the cross-validation of results, facilitates a broader and deeper understanding of the research problem, and addresses potential biases inherent in any single method (Jick, 1979). As demonstrated in the literature, methodological triangulation enhances the reliability of findings by merging the strengths of qualitative and quantitative approaches and connecting empirical analysis with existing theory, ultimately providing a more holistic and robust analysis. This study adopting triangulation methodology that strengthens both the internal and external validity of the research, as recommended by Jick (1979) and stlund et al. (2020), ensuring cross-validation and broadening the depth of findings.

3.2. [bookmark: _Toc213748927]Research Hypothesis
Based on a synthesis of current scholarly literature, the following research hypotheses are proposed to examine the influence of social media marketing activities, environmental conscious, sustainability, and brand trust on consumer purchase intention. These hypotheses collectively form the foundation of the conceptual research model used in this study.

H1: Social media marketing activities positively influence purchase intention.
Extant research indicates that innovative and engaging social media marketing activities—such as interactive content, real-time engagement, and platform-driven entertainment—are strongly associated with increased purchase intentions among consumers (Kim & Ko, 2012; Alnaser et al., 2024). Empirical evidence shows that brand-driven digital campaigns foster consumer-brand relationships, mediate value perceptions, and directly motivate buying decisions.


H2: Environmental conscious positively influences purchase intention.
Environmental conscious that including eco-awareness, sustainability concern, and responsible consumption attitudes has a direct and significant positive relationship with purchase intention, as supported by recent empirical studies (Laroche, 2001; Biswas and Roy, 2015; Kumar, Prakash, and Kumar, 2021). Higher levels of environmental concern and knowledge independently predict increased likelihood of purchasing sustainable products, confirming that environmental conscious is direct antecedent to consumers’ intention to purchase.​

H3: Sustainability positively influences purchase intention.
The sustainable orientation of brands that include commitments to ethical sourcing, eco-friendly packaging, and transparent supply chain practices, has a positive relationship with consumer purchase intentions (Panda et al., 2020). When brands clearly communicate and genuinely act on sustainability, consumers perceive higher value and are more motivated to make purchasing decisions accordingly (Ansar, 2013).​​

H4: Brand trust positively influences purchase intention.
Brand trust, which arises from demonstrated brand reliability, honesty, and consistent delivery of promises, is found to directly enhance purchase intention (Morwitz, 2014; Dam 2020). High brand trust reduces consumer risk perceptions and underpins long-term loyalty, making trust a significant anchor for purchase in the instant coffee market.

​ These four hypotheses (H1, H2, H3, and H4) form an integrated conceptual research model (H1+ H2+ H3+ H4+), postulating that social media marketing activities, environmental conscious, sustainability, and brand trust are critical and mutually reinforcing drivers of consumer purchase intention.

3.3. [bookmark: _Toc209184668][bookmark: _Toc213748928]Conceptual Research Model
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The research framework enhances this study by illustrating the relationships between key variables. Figure 3.3 presents the conceptual framework that examines how social media marketing, environmental conscious, sustainability, and brand trust collectively influence purchase intention. This framework, supported by the literature review in Chapter 2, highlights the importance of these variables in shaping consumer decisions. Table 3.3 summarizes the underscores the significance of these factors toward purchase intention.
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3.4. [bookmark: _Toc213748929]Type of Data
This study utilizes both primary and secondary data to ensure comprehensive and reliable findings. The integration of these two data types enables triangulation of insights while capturing both direct participant perspectives and broader contextual market understanding (Creswell, 2018). Using multiple data sources strengthens the research’s validity and ensures a well-rounded basis for analysis (Andrade, 2023).

3.4.1. [bookmark: _Toc213748930]Primary Data
Primary data refers to original, context-specific information collected by the researcher, using surveys and focus groups among Hong Kong consumers to address specific objectives for instant coffee purchase intention. These data sources provide targeted insights relevant to social media marketing activities, environmental conscious, sustainability and brand trust. According to Slettenal, Sandvik and Ringvold (2021), Williams (2024), and Andrade (2023), methods such as surveys and interviews offer higher accuracy, control, and suitability for effective analysis. In this study, Google Form surveys and focus group enhance efficiency, reliability, and contextual relevance of findings.

3.4.2. [bookmark: _Toc213748931]Secondary Data
Secondary data comprises information gathered by other organizations for different purposes, such as published market reports, academic articles, and sustainability records. Wagh (2024) notes its value for providing context, historical trends, and supplementing primary findings. Andrade (2023) highlights secondary data’s role in refining hypotheses and leveraging validated insights, though it may lack context-specific relevance. In this research, secondary data supports market trend analysis, theoretical framework evaluation, and variable measurement for study.

3.5. [bookmark: _Toc209184671][bookmark: _Toc213748932]Participant of Study
Participants will be Hong Kong residents aged over 16, as recommended for caffeine studies by Caffelab (2025). This age cutoff aligns with scientific guidance for ethical research on caffeine users. Based on Census and Statistics Department (2024a), this group includes about 6.3 million people, providing a representative sample of the core instant coffee consumer segment in Hong Kong.

3.5.1. [bookmark: _Toc209184672][bookmark: _Toc213748933]Sample Strategy
Quantitative research uses probability and non-probability sampling strategies. Probability sampling like random sampling requires a complete list of all consumers, which is often unavailable for informal groups such as Hong Kong instant coffee drinkers. Non-probability sampling, including snowball sampling, starts with a small group who then recruit others (Cohen and Arieli, 2011). This is useful for hard-to-reach populations or when no sampling frame exists. This study adopts non-probability snowball sampling, integrates qualitative insights from focus group interviews with robust quantitative. While this may increase selection bias, the quantitative survey ensures minimum statistical requirements for multivariate analysis, referencing Green’s (1991) threshold. The use of Google Forms for data capture maximizes accessibility and responses from digitally engaged consumers, aligning with empirical research by Andrade (2023) on the relevance of online instruments for consumer studies. (Ting et al., 2025).

3.5.2. [bookmark: _Toc213748934]Sample Size
To determine the appropriate sample size for this study, the calculation is based on the formula proposed by William Gemmell Cochran (1977). 
 
where ( n ) represents the required sample size, ( e ) is the tolerable margin of error, and ( Z ) is the Z-value corresponding to the desired confidence level. For this study, a confidence level of 95% is adopted, with a standard Z-value of 1.96. To maximize the sample size and account for variability in the population proportion, a conservative estimate of ( p = 0.5 ) is employed, which ensures the largest possible sample size. The margin of error ( e ) is set at 0.05, reflecting a range within which the true population parameter is likely to fall with 95% confidence.
Applying these parameters, the calculation proceeds as follows:
n = (1.96)2(0.5)(0.5)/(0.05)2 = 384.16 (i.e. 385), (Wilson Van Voorhis and Morgan, 2007).
Rounding up, this suggests a minimum sample size of 385 respondents. To account for potential non-responses or invalid data, as recommended by Green (1991), which stipulates that the minimum sample size should be at least (N≥ 50 + 8m), where (m) is the number of variables in the study, this threshold provides a safeguard to ensure the robustness and representativeness of the data collected.

3.6. [bookmark: _Toc209184676][bookmark: _Toc213748935]Data Analytical Methods 
This study applies to a systematic data analysis process, with the core focus on transforming raw survey responses into meaningful quantitative insights using IBM SPSS. The main analysis steps involve descriptive data analysis, reliability testing, correlation analysis, and regression, following established quantitative methods for consumer research.

3.6.1. [bookmark: _Toc213748936]Descriptive Data Analysis
Descriptive data analysis uses mean and standard deviation to summarize survey responses on each construct illustrated in Table 3.6.1, following Field (2024). The mean shows the average rating, while standard deviation reveals on responses vary. A six-point Likert scale is used, where values below 3 indicate disagreement and above 3 indicate agreement with a statement (Thompson, 2018). Low standard deviations show consensus, while high values mean diverse views. Demographic data are compared to 2025 Hong Kong Census statistics; sample gaps within 5% are considered acceptable for consumer studies (Malhotra, 2020). Any major differences are discussed transparently to improve the study’s validity and representativeness.
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3.6.2. [bookmark: _Toc213748937]Reliability testing
Reliability testing is crucial to ensure the consistency of the measurement instrument. In this study, Cronbach’s Alpha coefficient will be employed to evaluate the internal consistency of the survey items (Tavakol and Dennick, 2011). A Cronbach’s Alpha value above 0.70 indicates acceptable reliability, suggesting that the items reliably measure the same construct, therefore, this report will base at least 0.7 on reliability level for analysis (Nunnally and Bernstein, 1994).  The reliability test results are summarized in Table 3.6.2.
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3.6.3. [bookmark: _Toc213748938]Pearson’s Correlation Coefficient
Pearson’s correlation coefficient will be used to assess the degree of linear relationship between variables as the summary in Table 3.6.3. This parametric test measures the strength and direction of the association, with values ranging from -1 to +1. A coefficient close to +1 indicates a strong positive linear relationship, whereas a value near -1 suggests a strong negative linear relationship (Field, 2024). The correlation matrix in Table 2 displays the relationships among key variables.
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3.6.4. [bookmark: _Toc213748939]Regression Analysis
Regression analysis component in Table 3.6.4, estimates relationships between a dependent variable and one or more independent variables for hypothesis testing and prediction (Wooldridge, 2020). Key steps include calculating coefficients, t-statistics, and p-values. R-squared measures model fit, and diagnostic checks like heteroskedasticity and multicollinearity ensure valid results (Gujirati & Porter, 2016).  Simple linear regression uses the equation y = β0 + β1x + ε, where β0 as the intercept and β1 as the slope. R² shows explained variance.
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3.7. [bookmark: _Toc213748940]Questionnaire and Instrument Design
A pilot test was conducted with a sample of target consumers to evaluate the questionnaire’s reliability and identify any issues in question wording or structure Creswell (2018). The pilot feedback and Cronbach’s Alpha results guided further refinement, ultimately strengthening both the validity and reliability of the final survey instrument Devellis (2017). This process ensured the questionnaire was well-adapted to the Hong Kong market context and capable of collecting robust attitudinal and behavioral data for analysis.

3.7.1. [bookmark: _Toc213748941]Pilot Test Questionnaire Design
Pilot test questionnaire focused on adapting and organizing validated items into clear, structured sections representing each core variable identified in the literature review. Each construct on social media marketing activities, environmental conscious, sustainability, and brand trust, were measured through multiple items refined for linguistic and cultural clarity. Demographic questions covering gender, age, income and education level were included for sample characterization. The design prioritized empirical rigor and practical applicability, providing reliable data for both statistical and thematic analysis while ensuring respondent comprehension and survey accessibility.  To further enhance reliability, pilot test was conducted on 14 June 2025 through three scheduled sessions at 11:00, 12:30, and 14:00 via Microsoft Teams. Consistent with the recommendations of Bryman (2016) and Saunders, Lewis and Thornhill (2019), the preliminary phase integrated a focus group component, blending qualitative feedback with quantitative pretesting. Two primary objectives guided the pilot test, firstly, to ensure the composite reliability coefficients (Cronbach’s α) of all constructs exceeded 0.7, the minimum threshold for internal consistency as suggested by Nunnally (1978).  Secondly, to gather participant feedback within the focus group on question clarity, wording precision, and flow to ensure the instrument’s face validity and comprehensibility.    
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3.7.2. [bookmark: _Toc213748942]Pilot Test Reliability Result
Table 3.7.2 illustrates the reliability result for the pilot test conducted before the main data collection phase. The pilot study achieved an overall Cronbach’s Alpha coefficient of 0.926, confirming excellent internal consistency across all measurement constructs. This high value exceeds the 0.70 benchmark recommended by Nunnally (1978), demonstrating that the instrument items reliably measured the respective variables. Participant feedback obtained during the pilot sessions was used to refine item wording, ensuring clarity and face validity before administering the full survey. These results affirm that the questionnaire is both statistically reliable and contextually appropriate for large-scale application.
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In summary, the final questionnaire reflects a rigorously validated and culturally tailored survey instrument, combining theoretical constructs with practical insights gained from the pilot testing and focus group feedback. This ensured the tool was reliable with a Cronbach’s alpha of 0.926 post-pilot, and valid for capturing the multidimensional factors influencing purchase intention toward instant coffee in the Hong Kong market.

3.7.3. [bookmark: _Toc213748943]Final Questionnaire Implementation
After the pilot test and group feedback, the questionnaire was revised for clarity and reliability. Problematic items were removed as suggested by participants. The final version accurately measured all constructs, reduced ambiguity, and improved comprehension. Table 3.7.3.1 shows the validated questionnaire. The instrument was deployed for large-scale data collection as planned.
 [image: ]


Reliability results in Table 3.7.3.2 confirm that deleting weak questions to improve the reliability of the final instrument, ensuring robust and accurate measurement.
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3.7.4. [bookmark: _Toc213748944]Methodology Limitation
Despite the rigorous approach taken in this study, several methodological limitations should be acknowledged. These limitations may affect the generalizability, validity, and interpretation of the research findings. A primary limitation arises from the use of snowball sampling, a non-probability technique. While efficient for accessing participants within niche or hard-to-reach populations, snowball sampling is susceptible to selection bias and lack of control over sample size and composition. Recruitment through social networks may result in a sample that is overrepresented by certain subgroups and underrepresents or excluding others, limiting the diversity and representativeness of the sample (Ting et al., 2025). Consequently, the findings cannot be confidently generalized to the broader population of instant coffee consumers in Hong Kong. Additionally, this approach does not allow for accurate calculation of response rates, further complicating the assessment of sample representativeness.
The reliance on self-reported data introduces another set of limitations. Participants may provide responses influenced by social desirability bias, memory recall issues, or misunderstandings of survey questions, potentially leading to inaccuracies or distortions in the data. For example, respondents may inadvertently report behaviors or attitudes they perceive as more socially acceptable rather than the true beliefs or practices. Such constraints can ultimately affect the reliability and validity of the study's conclusions (Wilson Van Voorhis and Morgan, 2007). 
The study’s findings reflect the specific cultural, social, and economic context of Hong Kong in 2025. As such, generalizability to other regions or periods should be made with caution, especially considering that digital marketing practices and consumer sustainability attitudes evolve rapidly over time (Ross and Zaidi, 2019).
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3.8. [bookmark: _Toc213748945]Validity, Reliability, and Ethical Considerations
Questionnaire reliability is validated through pilot testing and analysis of Cronbach's Alpha coefficients, ensuring all construct reliabilities exceed the 0.7 threshold (Nunnally, 1978). Such internal consistency is fundamental for the empirical robustness of the regression and correlation analyses that underpin the quantitative results. Construct validity is reinforced by drawing survey items from widely used, literature-backed frameworks, with cross-cultural and linguistic adaptation to the Hong Kong market context.
Statistical analysis is conducted using IBM SPSS, involving descriptive analyses, reliability tests, Pearson’s correlation, and regression modeling. Each analytical step is aligned with best practices as outlined in Field (2024), ensuring that data interpretation remains transparent and statistically sound.
Ethically, the research adheres to UWTSD and MBA-level standards, maintaining participant confidentiality, informed consent, and right to withdraw. Data is reported via anonymized, aggregate summaries, and the study was registered and approved through relevant university dissertation protocols.

3.9. [bookmark: _Toc213748946]Concluding Summary
Chapter 3 established the study’s methodological rigor by outlining the methodology approach used to investigate consumer purchase intention. The research design integrated qualitative and quantitative techniques, ensuring comprehensive data collection and robust analysis. Careful attention was paid to questionnaire reliability and validity, validated through pilot testing and refinement. Sampling strategies and data analysis methods, including descriptive statistics and regression analysis, were clearly defined, enhancing the study’s credibility. Together, these procedures provided a solid foundation for exploring the relationships between social media marketing activities, environmental conscious, brand trust, sustainability, and purchase intention in subsequent chapters.


4. [bookmark: _Toc213748947]Research Results and Analysis
This chapter presents a comprehensive analysis of the research data collected from the target sample using a systematic and statistically rigorous process. The raw data obtained from the finalized questionnaire was imported into IBM SPSS, enabling a robust transformation of numerical responses into graphical representations and summary tables. This method facilitates not only a more intuitive visual understanding but also deeper statistical analysis of the sample’s core characteristics and research variables.

4.1. [bookmark: _Toc213748948]Questionnaire Collection Methods
The questionnaire was distributed online using Google Forms from July 1 to July 31, 2025. a reminder was issued on July 15, 2025, to encourage additional responses. At the close of the data collection period, a total of 238 complete questionnaires were collected. This final sample size meets the minimum requirements specified by Green (1991) for multivariate analysis and demonstrates methodological adequacy for the study’s inferential objectives.

4.2. [bookmark: _Toc213748949]Descriptive Statistics on Demographic Information
The overview of the demographic descriptive analysis of the respondents. The sample consisted of 238 respondents.
4.2.1. Gender Distribution
Figure 4.2.1 shows a sample consisting of 238 individuals, with a higher proportion of female participants compared to male participants.
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Table 4.2.1 shows respondents were 42.02% male and 57.98% female, slightly underrepresenting males and overrepresenting females compared to Hong Kong’s mid-2025 population benchmarks of 45.43% male and 54.57% female. The difference showed in Table 4.2.1, this minor skew is typical in consumer research, especially surveys where women may be more likely to participate. Such discrepancies are common in consumer research, especially in questionnaire-based studies, due to potential differences in willingness to participate across genders and sampling frame effects (Bryman, 2016; Saunders et al., 2019).
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4.2.2. Age Group Distribution
Most respondents in the survey are aged 35–44 and 45–54. These two groups make up the majority of the sample, while younger adults (15–24) and older adults (55+) have much fewer responses. The age group 25–34 matches closely with the overall Hong Kong population. This pattern reflects the survey using a "snowball" sampling method, most respondents were friends, classmates, or relatives. As a result, certain age groups became overrepresented in the sample, leading to age bias in the survey results.
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4.2.3. Education Level Group Distribution
Table 4.1.3, the survey most respondents have higher education levels compared to the general population in Hong Kong. Specifically, 42.26% hold a bachelor’s degree and 10.88% have a master’s degree or above, much higher than the government averages. Fewer respondents (26.36%) have only secondary school or below, which is much lower than the broader population. This difference can be explained by the snowball sampling method, since participants were mainly friends, classmates, and relatives, they tended to be more educated, resulting in an education bias in the survey sample.
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4.2.4. Monthly Personal Income Group Distribution
Table 4.2.4 Respondents skew higher in income. Only 9.24% report earning less than HKD 10,000 (vs. 17.7% population), with 22.27% earning above HKD 50,000 (vs. 15.0% population). Those earning HKD 10,000–19,999 are underrepresented (7.56% vs. 27.00%), while the HKD 20,000–49,999 groups slightly exceed benchmark shares. There is a significant difference between the sample’s average income data and the figures reported by the Hong Kong government. This is mainly because the survey used a "snowball" sampling approach, resulting in groups with certain income levels being overrepresented or underrepresented in the sample. This method, relying on friends, classmates, and relatives, leads to income bias in the survey results.
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4.3. [bookmark: _Toc213748950]Descriptive Statistics on Core Content
From Table 4.3, the descriptive statistics for the core constructs on social media marketing activities, environmental conscious, sustainability, brand trust, and purchase intention, provide insight not only into respondents’ central tendencies but also the variability of the attitudes, as measured by mean and standard deviation. The mean offers a summary of the average response, with higher mean values indicating greater agreement with the item, while the standard deviation quantifies the dispersion around the mean, where lower values suggest consensus and higher values indicate a wider range of opinions.

For social media marketing activities, the item WOM4 “I will comment on the product when I receive a good quality one” shows a high mean of 4.51, indicating that respondents are very likely to share positive feedback following a satisfying experience. This suggests strong consumer engagement in word-of-mouth behavior, an important driver of purchase intention, as research shows personal recommendations are highly trusted and shared by most consumers (Hayes, 2024). The standard deviation of 1.33 that is moderate level, reflects some variation in responses, meaning most participants agree with this statement but a minority may be less active in sharing feedback. This dispersion may represent differences in personality, social media marketing activity, or comfort with online engagement. Overall, the result highlights that positive experiences with product quality strongly motivate consumers to express word-of-mouth, supporting the well-established influence of customer satisfaction on brand reputation and future purchase behavior (Bughin, Doogan and Vetvik, 2010).
In the environmental conscious section, EC4 “I think that we need stricter laws and regulations to protect the environment”, mean 4.19 and SD 1.26 is most agreed upon, reflecting broad consensus for regulatory intervention. Overall, mean values for this category indicate high eco-conscious, though standard deviations above 1 for all items denote a reasonable diversity of strength in environmental commitment across the sample. SD 1.26 indicates a moderate spread of responses while many respondents agree with the need for stricter environmental regulations, there is some diversity in the strength of the views. Statistically, this means that although consensus is relatively strong, a notable portion of participants have less agreement or different perspectives, reflecting the complexity of attitudes toward environmental policy within the group.
The sustainability segment reveals especially high alignment ST2 “I am aware of the environmental changes the world is going through” received the survey’s highest mean 5.01 with SD 1.09, signifying near-universal recognition of environmental shifts. Standard deviations are among the lowest here, evidencing remarkable agreement and minimal outlier perspectives. Statistically, a low standard deviation reflects a high level of consensus, practically, this suggests that widespread environmental awareness is shared among participants, with minimal disagreement or variation in response.
Brand trust results further reinforce the primacy of quality BT2 “I am confident to purchase a product regarding the brand offered good quality”, mean 4.36, SD 1.01 is the leading item. The low standard deviation indicates a solid consensus that product quality is fundamental to trust. Other brand trust statements also present high means and consistently low standard deviations, confirming the centrality of trust in consumer-brand relationships. Also highlight BT3 “I trust Nescafé offers good quality”, that specific for Nescafe brand trust, descriptive statistics for BT3 reveal a high mean value and a low standard deviation, reflecting broad consensus among Hong Kong consumers: most strongly agree that good quality is a key facet of trust.
Finally, in purchase intention, the most salient item is PI3 “Whenever I need to purchase, I intend to purchase the product with the brand I trust”, mean 4.76, SD 0.98. It represents both the highest level of agreement regarding future behavior and the most tightly clustered responses in the dataset, underscoring that trusted brands are the single greatest motivator of purchase behavior for these respondents. SD 0.98 is very low value and indicates an exceptionally strong consensus among respondents, most participants gave similar, high ratings for this item. Practically, it means brand trust is a universally important motivator in purchase decisions, with minimal disagreement or variation within the surveyed group.
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4.4. [bookmark: _Toc213748951]Reliability Analysis
Table 4.3 presents the reliability statistics for each variable that is measured in the final questionnaire, as calculated by Cronbach's alpha. Social Media Marketing Activities demonstrate exceptionally high internal consistency with Cronbach’s alpha of 0.930 across 13 items, indicating excellent reliability in assessing this multi-item construct. The other core constructs on Environmental Conscious (α = 0.832), Sustainability (α = 0.874), and Brand Trust (α = 0.838), all show strong and acceptable internal consistency, each exceeding the common accepted threshold of 0.7 for research instruments (Malhotra et al., 2017). Purchase Intention, while slightly lower at 0.729 for its 4 items, remains above this crucial benchmark and is still considered acceptable for psychological constructs.
The total scale, comprising all 31 questionnaire items, yields an overall Cronbach’s alpha of 0.945, reflecting outstanding internal reliability for the instrument. These results confirm that the measurement model is robust and the items within each variable are consistently capturing the intended theoretical dimensions. The high reliability provides a solid foundation for further quantitative analysis, justifying the aggregation of item responses into construct scores for subsequent hypothesis testing and modeling.​​
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4.5. [bookmark: _Toc213748952]Correlational Analyses
In correlational research, it will use average scores from multi-item scales to analyze relationships between latent constructs, especially in survey studies that use Likert-type items (Green and Salkind, 2017).
Table 4.5 illustrate the correlational analyses examine the bivariate associations among the core constructs, Social Media Marketing Activities (SMMA), Environmental Conscious (EC), Sustainability (ST), Brand Trust (BT), and Purchase Intention (PI). Across the sample, SMMA shows a moderate to strong positive association with PI (r ≈ .70), indicating that higher engagement with entertaining, interactive, and word-of-mouth driven social media content is closely linked to stronger purchase intentions. This finding reinforces literature that emphasizes social media as a key driver of purchase intention and brand advocacy, particularly when content is engaging and trusted by consumers. SMMA also correlates positively with BT (r ≈ .63) and EC (r ≈ .45), suggesting that richer social media activity tends to co-occur with greater brand trust and environmental awareness, possibly because digital campaigns that highlight transparency and sustainability build credibility and align with consumer values. The relationship between SMMA and ST is more moderate (r ≈ .30), which may reflect that while social media can promote sustainable narratives, broader sustainable behavior is influenced by deeper attitudes and external constraints beyond online marketing.
Environmentally focused relationships reveal that EC correlates highly with PI (r ≈ .57) and BT (r ≈ .43). This pattern indicates that greater environmental concern translates into higher purchase propensity for brands perceived as environmentally responsible, and it strengthens trust when brands communicate genuine sustainability commitments. The link between EC and ST is substantial (r ≈ .72), implying that individuals with stronger environmental awareness are also more attuned to sustainable practices and messaging, and thus more likely to respond positively to sustainability-oriented brand signals. Sustainability (ST) also shows meaningful associations with BT (r ≈ .34) and PI (r ≈ .46). The moderate ST–BT correlation suggests that sustainability considerations enhance trust when brands deliver credible, verifiable actions; ST’s relationship with PI indicates that sustainable framing can enhance willingness to purchase, especially when paired with perceived quality and consistency.
Brand Trust (BT) demonstrates the strongest production-to-purchase signal with PI (r ≈ .69). This robust BT–PI association underscores the central role of trust as a mediator of marketing effects on buying behavior; consumers inclined to trust a brand are more likely to translate that trust into action. The correlations between BT with SMMA and EC further support the notion that authentic, transparent, and value-aligned messaging on social media enhances trust and, consequently, purchase intention. While all observed correlations reach statistical significance at conventional levels (p < .01), the magnitude varies, with the clearest and most consistent pattern observed between BT and PI, and between EC and ST. These results align with broader theories in brand equity and consumer behavior, which posit that trust and environmental values strongly influence purchase intentions, particularly in consumer segments that are digitally engaged and environmentally conscious. The combined pattern suggests a coherent narrative: authentic social media engagement that communicates credible sustainability and environmental responsibility strengthens brand trust, elevates environmental and ethical considerations, and ultimately drives purchase intentions. Limitations of correlational design should be acknowledged, including potential common method bias and the cross-sectional nature of the data, which restricts causal inferences. Future research could employ longitudinal designs or experimental manipulations to disentangle directionality and test mediation effects among SMMA, EC, ST, BT, and PI. Overall, image-driven results support existing literature on the synergy between digital marketing, sustainability, and consumer purchase behavior.
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4.6. [bookmark: _Toc213748953]Regression Analyses
Regression analysis serves as a powerful statistical method to examine the relationship between multiple independent variables and a dependent variable (Bobbitt, 2021).  To identify the key factors influencing consumer purchase intention for Nescafé instant coffee in Hong Kong, regression analysis not only quantifies the extent to which each predictor affects the outcome but also assesses the overall model fit and validity. Prior to conducting the regression, assumptions such as normality, linearity, independence, and absence of multicollinearity were tested to ensure reliable and interpretable results. The following sections present a comprehensive summary of the regression model including its significance, predictive power, coefficient estimates, and diagnostic evaluations

4.6.1. Regression Model Summary	
To investigate the factors influencing consumer purchase intention for Nescafé instant coffee in Hong Kong, a multiple linear regression analysis was conducted. The core model used multiple linear regression to examine the influence of social media marketing activities (ENT1, WOM1), sustainability (ST4), and brand trust (BT3, BT4) on purchase intention (PI). The model summary on Table 4.6.1 incorporated five independent variables, social media marketing activities (ENT1) and (WOM1), sustainability (ST4), brand trust (BT3) and (BT4) with purchase intention (PI) as the dependent variable. The results indicated a strong model fit, with an R2 value of 0.693 and an adjusted R2 value of 0.687, suggesting that approximately 69% of the variance in purchase intention is explained by these predictors. The standard error of the estimate was 0.479, this demonstrates high explanatory power and supports the relevance of the included variables for understanding purchase intentions.  Significance of BT3: “I trust Nescafé offers good quality” The regression analysis shows BT3 contributes substantially to the model, with a positive and significant coefficient, meaning respondents who trust the quality of Nescafé are demonstrably more likely to express purchase intention. 
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4.6.2.  ANOVA and Model Significance
The analysis of variance (ANOVA) in Table 4.6.2 confirmed that the overall regression model was statistically significant (F=104.934,p<0.001), confirming that the regression model, hence the full set of predictors, significantly improves the prediction of purchase intention over the model. Thus, these variables work collectively in shaping consumer purchase intention, aligning with the theoretical expectations from literature review section.
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4.6.3.  Coefficient Assessment and Predictor Importance
Each independent variable in the model was found to be a significant predictor of purchase intention (p<0.001) in Table 4.6.3, with standardized Beta coefficients identifying the relative influence of each factor (Chaudhuri and Holbrook, (2001). 
Word-of-Mouth in Social Media Marketing Activities (WOM1): Beta = 0.331, exerted the strongest positive effect. This highlights the critical role of peer influence and user-generated recommendations in boosting consumer purchase intention—consistent with findings from digital marketing literature. 
Entertainment in Social Media Marketing Activities (ENT1): Beta = 0.188, reflecting how engaging digital content can stimulate positive brand attitudes and drive purchase decisions.
Brand Trust (BT): Beta = 0.308 and BT3 = 0.171, both significant, indicating that trust in brand reliability, honesty, and competence is a fundamental driver of purchase intention.
Sustainability (ST4): Beta = 0.266, showing genuine sustainability practices such as eco-friendly packaging, ethical sourcing also strongly enhance consumer motivation to purchase.
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4.6.4.  Collinearity Diagnostics
Table 4.6.4, Variance Inflation Factor (VIF) values for all predictors were below 1.5, far lower than the conventional threshold of 5. Condition indices confirmed the lack of multicollinearity, establishing that the predictive power of each variable is not compromised by overlap or redundancy. This result validates the independence of the predictors and supports the robustness of the analytic approach.
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4.6.5. Residuals Statistics
Diagnostics on residuals that Table 4.6.5 shows difference between observed and predicted values confirmed suitability of the model. Minimum and maximum residuals fell within acceptable ranges, and the standard deviation of residuals was appropriate, further supporting the absence of outliers or model misspecification.
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4.6.6. Normality of Residuals
The histogram in Figure 4.6.6 for standardized residuals displayed a roughly normal distribution centered near zero, while the P–P plot showed clustering of points around the reference line. Both results support the normality assumption, which is crucial for the validity of regression inferences and confidence intervals.
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4.6.7.  Scatterplot of Standardized Residuals
Figure 4.6.7 analysis of the scatterplot on standardized residuals verse predicted values revealed random dispersion, indicating homoscedasticity with uniform variance of errors. This confirms that error terms are consistent across levels of predicted purchase intention, eliminating bias and enhancing generalizability.
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The evaluation of each regression subtitle establishes a robust and statistically valid model for explaining purchase intention. Word-of-mouth social media marketing and brand trust are the strongest predictors, closely followed by sustainability and entertainment aspects. The model passed critical diagnostic checks, confirming that the quantitative findings are statistically sound and highly relevant for both managerial decision-making and academic discourse in consumer behavior.

4.7. [bookmark: _Toc213748954]Verification of Research Hypotheses
According to the analysis in the preceding sections of chapter 4, the validity of all proposed hypotheses in Figure 4.7 regarding the relationships among Social Media Marketing Activities (SMMA), Environmental Conscious (EC), Sustainability (ST), Brand Trust (BT), and Purchase Intention (PI) is confirmed. The results from the correlation analysis reveal that the Pearson correlation coefficients exhibit positive and meaningful relationships among these variables, supporting the direct and interconnected effects. Furthermore, regression analysis, through the examination of R² values, F-values, and standardized Beta coefficients that demonstrates the relationships are statistically significant, with all core predictors showing substantial impacts on purchase intention. Importantly, the inspection of model coefficients indicates no issues with multicollinearity, as variance inflation factors and tolerance values consistently fall within acceptable thresholds. This confirms the independence and reliability of the tested constructs, reinforcing the robustness and generalizability of the research findings for managerial and academic applications.

Figure 4.7 Research Result on the Conceptual Framework
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4.8. [bookmark: _Toc213748955]Concluding Summary
The quantitative analysis confirms that social media marketing activities, environmental conscious, sustainability, and brand trust each significantly impact consumer purchase intention for instant coffee in Hong Kong. The regression model demonstrates notable predictive power, with brand trust and word-of-mouth SMMA emerging as the most influential, followed by environmental conscious and sustainability considerations. These findings are congruent with global research that also identifies trust and digital interactivity as primary drivers of purchase intention in FMCG categories.​​
Among environmental variables, mean scores indicate consistently high eco-conscious, yet standard deviation analyses reveal a diversity of intensity, underscoring the importance of segment-based marketing. Notably, low standard deviations in brand trust responses indicate strong consensus on the primacy of quality and reliability in shaping consumer trust and purchase intention.​
Limitations include a modest sample size relative to the population and the inherent constraints of cross-sectional, self-reported data, which may not capture longitudinal shifts or deeply embedded behavioral determinants. The results, however, robustly generalize to digitally active, sustainability-aware Hong Kong consumers and offer actionable touchpoints for market strategists seeking to increase purchase intention.

5. [bookmark: _Toc213748956]Discussion, Conclusion and Recommendations
This chapter synthesizes the findings detailed in the preceding analysis to provide a comprehensive interpretation, highlight theoretical and practical implications, and develop actionable recommendations for Nescafé’s instant coffee strategy in Hong Kong. Recommendations are firmly grounded in both the academic literature reviewed and the empirical results established in Chapter 4.

5.1. Discussion and Conclusion
This dissertation has provided robust empirical evidence and theoretical synthesis regarding the factors that influence consumer purchase intention for Nescafé instant coffee in Hong Kong. Drawing on comprehensive literature review and validated through quantitative analysis, the findings confirm that social media marketing activities, environmental conscious, sustainability practices, and brand trust exert meaningful, positive impacts on purchase intention. Brand trust and word-of-mouth in social media were shown to have the strongest influence, while environmental conscious and sustainability further enhance consumer commitment in an ethically driven market. The statistical rigor of the regression analysis, including strong R² and Beta values, establishes the reliability and relevance of these constructs for instant coffee brands aiming to elevate consumer loyalty and market share.​
These results not only substantiate the core hypotheses of the study but also extend previous research by illustrating how digital engagement and sustainability ethics converge in shaping consumer choice in Hong Kong’s fast-moving consumer goods sector (Singh et al., 2025). The convergence of theoretical frameworks and empirical findings ensures the academic rigor and managerial relevance of this dissertation, offering practical guidance for brands seeking to strengthen the market positioning and respond effectively to evolving consumer values (Daye and Zhao, 2025).
Despite high reported levels of environmental conscious, an "attitude-behavior gap" persists, echoing the findings of HKFYG (2023) and recent sustainability marketing research where intent does not always translate to action. Overcoming this requires targeted, multi-stage interventions such as digital prompts at point of sale, heuristic cues for green product selection, and peer testimonials across platforms. The data reinforce that for a market as digitally mature and environmentally alert as Hong Kong, sustained success in the instant coffee category depends on integrating credibility, customer-centric innovation, and socio-cultural sensitivity.

5.2. [bookmark: _Toc213748957]Recommendations
Building on the synthesis of literature review and quantitative findings, the recommendations are proposed for Nescafé and other instant coffee brands operating in Hong Kong. Managerially, these recommendations call for a dynamic, cross-functional approach, integrating marketing, product development, and sustainability teams to ensure consistency of messaging and authenticity of brand promises. Internally, organizations should invest in training programs that cultivate a culture of transparency, ethical leadership, and rapid innovation driven by consumer feedback and global best practices.

5.2.1. [bookmark: _Toc213748958]Intensifying Social Media Word-of-Mouth and Influencer Advocacy
Deploy integrated digital campaigns that encourage user-generated content, peer endorsement, and influencer partnerships. Facilitating authentic consumer voices and leveraging real testimonials on social platforms can magnify brand presence and foster brand advocacy (Brown, 2005). Recent studies affirm that social-media-driven WOM and influencer engagement substantially drive consumer intention and outperform traditional campaigns (Kim & Ko, 2012). Investing in interactive, story-driven content and engaging with consumer micro-communities will generate stronger brand-community ties and increase purchase intent (Muhamad, Ratih Hurriyati and Heny Hendrayati, 2023). Scholarly research demonstrates that peer-driven advocacy and entertainment-focused engagement are not only effective in creating brand awareness but also in motivating purchase intention, outperforming traditional advertising models.​ In alignment with the findings and implications detailed by Deng et al. (2021), it is strongly recommended that Nescafé place significant strategic emphasis on fostering consumer engagement within digital and social media platforms. Deng et al. (2021) highlights that consumer engagement is a multi-dimensional construct encompassing emotional, cognitive, and behavioral dimensions, which impacts of on purchase intention. Building a vibrant word-of-mouth, interactive online brand community, where users can share experiences, exchange product knowledge, and participate in brand-driven conversations, greatly amplifies brand identity and loyalty, which in turn strengthens purchase intention.

5.2.2. [bookmark: _Toc213748959]Personalize Entertainment Content in Social Media Marketing
Personalization and entertainment should anchor all social media marketing activities. Consumers respond positively to tailored campaigns that reflect current trends and lifestyle aspirations, as demonstrated by Kim & Ko (2012), who highlighted the impact of entertainment and customization in influencing consumer intentions for branded products. Utilizing predictive analytics gathered from consumer interactions, brands can segment audiences and deliver relevant, engaging content that aligns with local preferences and seasonal trends (Cheung, Pires and Rosenberger, 2020).​ 


5.2.3. [bookmark: _Toc213748960]Promote Environmental Education and Regulatory Advocacy
Environmental awareness should be promoted through targeted educational initiatives and regulatory advocacy, reinforcing sustainable brand commitments with measurable goals (Van Hoang et al., 2025). According to Biswas & Roy (2015), to effectively encourage sustainable consumption patterns in Hong Kong, Nescafé should prioritize environmental education and take an active stance in regulatory advocacy. Companies should inform consumers about the importance of eco-friendly behaviors and advocate for stronger environmental standards within the industry. According to HKFYG (2023), knowledge alone is insufficient to change behaviors; thus, brands need to work collaboratively with schools, youth organizations, and policymakers to embed sustainability into daily choices and public discourse. Educational programs should move beyond awareness campaigns to include community workshops, curriculum integration in schools, and public service content addressing the tangible benefits of reduced waste, ethical sourcing, and responsible packaging. At the same time, active participation in policy dialogues, supporting schemes for extended producer responsibility or enhanced recycling infrastructure that can help build a regulatory environment that aligns business practices with consumer values. By consistently bridging the gap between knowledge and action, and by publicly supporting progressive policies, Nescafé can strengthen both environmental outcomes and brand credibility, nurturing a new generation of responsible coffee consumers in line with HKFYG’s (2023) insights.

5.2.4. [bookmark: _Toc213748961]Promote Sustainable Packaging
Nescafé should further its commitment to sustainability by advancing innovations in green packaging and clearly communicating these initiatives to consumers. The research by Duarte et al. (2024) demonstrates that visible, credible sustainable packaging such as recyclable materials, compostable options, and low-carbon processes that meaningfully enhances purchase intention. However, HKFYG (2023) highlights the prevalence of skepticism and confusion around eco-labels and packaging claims among Hong Kong’s youth. Therefore, Nescafé must ensure authenticity and clarity by employing third-party certifications and offering transparent information about the lifecycle and true impact of the packaging. Communication should focus on enabling consumers to make easy, informed choices through point-of-sale displays, digital storytelling, and interactive campaigns that demystify eco-terminology. By improving the substance and visibility of sustainable packaging, and by delivering honest, accessible information, Nescafé can reinforce consumer confidence, foster positive impact to purchase intention, and stand out as a leader in responsible brand practices (Sriramaneni et al., 2025).​


5.2.5. [bookmark: _Toc213748962] Strengthen Brand Trust Through Quality Assurance and Transparency
Nescafé should consistently reinforce brand trust by maintaining high product quality, transparent communications, and third-party certifications that verify ethical sourcing and safety. This approach is strongly supported by Cardoso et al. (2022), who found that credibility and reliability are essential to cultivating consumer loyalty and repeat purchase intention in the FMCG sector. Ensuring visible adherence to product promises and actively soliciting consumer feedback can facilitate trust and mitigate skepticism driven by greenwashing concerns (Hajduk et al., 2024).​ Moreover, advanced digital analytics, such as artificial intelligence-driven sentiment analysis could be deployed for more granular measurement of trust and intention influences, opening avenues for highly customized marketing. Engaging with ethical, legal, and psychological dimensions of digital trust formation in the context of emerging technologies (AI, live streaming) also represents a promising research frontier (Muchammad Chusnul Akrom, 2025).

5.2.6. [bookmark: _Toc213748963]Digital Platform Investments to Enhance Consumer Engagement
Tailored to commercial reality, investing in advanced digital platforms, such as mobile apps and interactive online communities, increases consumer engagement by facilitating two-way communication and co-creation opportunities with the brand. Platform interactivity that including features like customization, real-time feedback, and value-added digital services, it will significantly predicts customer engagement, preference, and ultimately purchase intention. Research shows that brands leveraging interactive digital channels including social media, retail apps, see higher levels of sustained consumer attention and loyalty, as consumers are attracted to platforms that align with the self-concept and social motivations (Habib, Irfan and Shahzad, 2022).

5.2.7. [bookmark: _Toc213748964]Measuring Recommendation Impact Using Key Performance Indicators (KPIs)
Establishing clear, quantifiable KPIs such as conversion rates, engagement metrics, social media impressions, and customer satisfaction scores, it is crucial for evaluating the success of recommended strategies (Gibson, 2024). Academic research emphasizes that KPIs must be tailored to each stage of the marketing funnel on awareness, consideration and decision, to tracked as intermediate and final outcomes to optimize strategy and identify bottlenecks. Applying KPIs enables brands to make data-driven decisions, monitor progress, and adapt recommendations for continuous improvement (Gräve, 2019).

5.3. [bookmark: _Toc213748965]Research Limitation Research Limitation
While the research provides valuable insights, several limitations must be acknowledged. The study utilized cross-sectional survey data reliant on self-reported measures, which may introduce bias and constrain the ability to capture longitudinal trends or causal relationships. Additionally, the Hong Kong-specific context and non-probability sampling frameworks limit the generalizability of results to other geographic settings or product categories. The exclusion of proprietary sales and cost data also restricts direct managerial applications, as granular insights into channel effectiveness and operational constraints remained inaccessible. Future studies should seek broader data access, deploy mixed-method longitudinal designs, and incorporate multi-source triangulation to overcome these constraints.

5.4. [bookmark: _Toc213748966]Future Research Direction
Future research should address these limitations by seeking deeper collaborations with instant coffee industry stakeholders, such as direct access to internal marketing, sales, and supply chain data from Nestlé and other leading brands. Studies utilizing randomized and stratified sampling methods can enhance representativeness, enabling a more accurate reflection of Hong Kong’s diverse coffee consumer base. Comparative research across different beverage categories or regional markets, for example, between Hong Kong, Mainland China, and Southeast Asia, would offer valuable benchmarking insights. Additionally, qualitative approaches, such as in-depth interviews with business managers, industry suppliers, and retail partners, that could uncover nuanced perspectives that are otherwise missed by survey methodologies. Longitudinal studies that track changes in purchase intention, brand trust, and sustainability perceptions over time would further strengthen understanding of evolving market trends in Hong Kong. Ultimately, a combination of richer internal data, robust methodological design, and expanded qualitative inquiry will allow future studies to provide even more actionable guidance for both practitioners and researchers in the instant coffee sector.
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Action: Student to expand literature review, address feedback,
and develop data collection instruments. Complete submission
process and reflect in system, start statistical lessons and
preliminary working on results. Next meeting to review expanded
literature review and pilot data collection instruments.

30min

195min

30Jul 2025

face-to-face

Reviewed progress on literature review and identified gaps.

Followed up on methodology development and final survey data
collection. Reviewed student’s initial literature review progress
and discussed data collection sources.

Action: Student to expand literature review, address feedback,
and develop data collection instruments. Next meeting to review
dissertation draft and statistical interpretation.

45min

240min

08 Oct 2025

face-to-face

Draft Chapter Feedback

Followed up on student’s updated dissertation draft with
incorporated final survey data and literature review revisions
from the previous meeting.

Provide detailed feedback on chapter structure, academic clarity
and consistency of reference information.

Action: student to revise the draft chapters based on these
specific comments, prepare a near-final version for the pre-
submission check at the next met

5 (5[5 |3
WEIREE

60min

300min

July 2021

PGT Dissertation Supervision Record
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Declaration/Statements

DECLARATION

‘This work has not previously been accepted in substance for any degree and is not being concurrently submitted
in candidature for any degree.

Signed

Date 10 Nov 2025

STATEMENT 1
‘This work is the result of my own investigations, except where otherwise stated.
Other sources are acknowledged by footnotes giving explicit references. A bibliography is appended.

Signed

Date 10 Nov2025

Ko

 (candidate)

STATEMENT 2

Thereby give consent for my work, if accepted, to be available for photocopying and for inter-library loan, and
for the title and summary to be made available to outside organisations.

Signed

Date 10Nov2025

 (candidate)

NB: Candidates on whose behalf a bar on access has been approved by the University (see Note 1), should use
the following version of Statement 2:

T hereby give consent for my work, if accepted, to be available for photocopying and for inter-library loans
after expiry of a bar on access approved by the University.
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NOTES
1. Provisions for Bars on Access to Higher Degree Dissertations

‘The University expects that rescarch work accepted for a higher degree shall be openly available, and subject to no secuity
classification or restriction of access. (Please note, however, that the University requires the reader of a dissertation o sign
a declaration that in any statement or written work being prepared on the subject (or cognate subject) of the dissertation,
due acknowledgement to the author will be made for any helpful information obained from the dissertation.)

Nevertheless, in cases where there is an overriding need for asestriction of copying or access (for example where sponsored
research has resulted in a dissertation which contains commercially-sensifive information) the University may place a bar
on photocopying of and/or access to a dissertation for a specified period (normally three years in the first instance). It is
the responsibility of your supervisor to make an application to the University for a bar to be sought as soon as is reasonably
practicable, ideally at the outset of your candidature.

Please note that, in the event that a bar on photocopying and/or access is granted by the University, the signed statement
to be included with each copy of the dissertation submitted should indicate that the dissertation may be made openly
available affer the expiry of the bar on access.

Normally. the title and summary of the dissertation will be made available.
2. Taught Master’s Dissertation Archive

‘The University will keep a record of all dissertations successfully submitted for Part II of  taught Master’s Degree. The
secord will include the student code. student name. the dissertation fitle and the mark awarded. The record will also include
the title of the degree awarded and the year in which the award was conferred.

‘The University will keep one copy of each dissertation successfully submited for Part II of a Taught Master’s Degree.
Following the successful outcome of the relevant

Progression/Award Examining Board, a printed copy of the dissertation will be sent to Library and Learning Resources for
cataloguing and storage within the Library.

Dissertations will subsequently be available for reference use only.

An electronic copy of any dissertation deposited in the National Library of Wales will also be deposited in the University’s
digital repository.

3. National Library of Wales

Inthe event of the disserfation meeting the criteria for being deposited in the National Library of Wales, the candidate will
be sequired to provide an additional copy in permanent, hardback binding.

Dissertations are only deposited in the National Library of Wales if:
(a) deemed by the examiners to be of Distinction standard

or

(b) if they are in the fields of Celtic Studies, Welsh or Welsh History:
or

(©) if they do not meet cither of the above criteria, but are considered by the examiners to be of particular relevance to
Wales.
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Figure 1.1.1 Global Instant Coffee Market size from Year 2018 and projection to Year 2030
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Figure 1.1.2 Hong Kong Instant Coffee Revenue Change from Year 2019 and projection to Year 2030
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Figure 1.1.3 Overview of Social Media Use in Hong Kong
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Figure 1.1.4 Main Reasons for Using Social Media
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Figure 1.1.5 Hong Kong People Concern toward Sustainability and the Environment
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Figure 1.1.6 Hong Kong People Willingness to Pay More for Sustainable Efforts
[ ]
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Table 2.1.1 Definition of Social Media Marketing Activities

An integrated pattern of activities designed to achieve marketing
Kim and Ko (2012) goals by enhancing online interoperability between brands and
consumers.

Corrand Hayes (2015, Digital technologies and platforms enabling usr interaction, ser-

generated content, and real-time communication

The process by which companies use social media platforms to
Hayes (2025) create, communicate, and deliver marketing offers to build
relationships with stakeholders

Source: Tustrated by Author
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Table 2.1.2 Measurement of SMMA

uthor & Year Measurement for

Five core elements: entertainment that the content meant to amuse or engage viewers
such as fun and relevance, interaction that is two-way communication like share and

Kimand Ko (2012)  easy reach between brand and users, customization included tailoring content to user
preferences, trends refer to current popular topics, and word of mouth (WoM) which is
the informal sharing and recommend of brand experience among users.

Engagement on user involvement and participation, user-generated content created by
users rather than brands, self-presentation on how users express themselves in content,
and audience interaction that audience connections, comments and participants.

Carr and Hayes
(2015)

Authentic engagement on genuine user participation, community-building that creates a
loyal and interactive user base, sustained impact focus on long-term effects of social

Hayes (2025) media activities, engagement rates on metrics tracking user activities, sentiment is about
user feelings and opinions, and conversion that are actions taken by users that lead to
desired outcomes.

Source: Illustrated by Author
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Table 2.2.1 Definition of Environmental Conscious

Definition for Environmental Conscious

An individual's awareness and sensitivity toward sustainability influences

Majeed et al. their choice to purchase environmentally friendly products. Greater
(2022 awareness typically leads to more sustainable or "green” purchasing
behavior.
‘moral and psychological beliefs such as feeling responsible for ecological
Kim and Lee well-being) drive sustainable behaviors. It highlights the role of ecological
(2023) responsibility and how much personal control one feels they have over

behaved sustainably.
integrating three key aspects: environmental knowledge (what individuals

DAttoma and Ieva  know about ecological issues), concern (how much they care), and

(2024) ecological action (the behaviors they take based on their knowledge and
concern)

Sebastian et al. A proactive orientation to minimize environmental impact through

(2025) sustainable decision-making influenced by digital and social factors.

Source: Ilustrated by Author
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Table 2.2.2 Measurement of Environmental Conscious

Author & Year Measurement for Environmental Consciousness

Assesses environmental knowledge and awareness of the consequences of

Majeed et al. : At i
(2022 personal actions, concern for sustainability, and intention to behave pro-
T environmentally.
— Uses cognitive, affective, and behavioral components to measure
Kim and Lee
e environmental consciousness, focusing on knowledge, responsibility, and

expression of environmental values.

Applying four dimensions: environmental knowledge, ecological concern,
environmental awareness, and responsible behavior, pro-sustainability

D’Attoma and Ieva

(2024) . .

behaviors, incorporating experiential leaming.
e Incorporates digita/social engagement,social nfluence, and purchase
i) behaviors related to sustainability, reflecting technological, behavioral, and

social media dimensions.

Source: Tustrated by Author
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Table 2.3.1 Definition of Sustainab

uthor & Year Definition of Su:

Balance of environmental, social, and economic pillars; responsible

abi

Panda et al. (2020) )
resource use and value creation.

Corporate governance integrating economic, social, and environmental

Vardari et al. (2020) )
factors for risk and value.

Conceptual Equitable, ethical, and efficient resource use for current and future well-
Analysis (2021)  being within social-ecological systems.

Organizational strategy merging environmental, ethical, and social

Smowltech (2023) ;
principles for stakeholder trust.

Sousce: Ilustrated by Author
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Table 2.3.2 Measurement of Sustainability
Emphasizes the Triple Bottom Line (TBL) with integrated metrics for
Panda et al. (2020)  economic, social, and environmental performance, focusing on user
awareness, green consumption behavior, and ethical responsibility.
Proposes financial and non-financial indicators such as compliance, risk

Vardari et al.
e, ‘management, and stakeholder engagement to capture long-term value
- creation and sustainable performance.
Recommend customized, community-tailored metrics spanning health,
Conceptual R X .
> resource use, biodiversity, air and water quality, and socioeconomic
Analysis (2021)

progress.

Suggests ESG (Environmental, Social, Governance) indicators including
Smowltech (2023)  carbon footpriat, ethical employment, and social investment reporting for
comprehensive sustainability measurement.

Source: Tihustrated by Author
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Table 2.4.1 Definition of Brand Trust

Author & Year Definition of Bran
Morwitz (2014)  a consumer's confidence in a brand's reliability and competence

a consumer's confidence that a brand will reliably fulfill s promises, often
Dam (2020) ‘measured by the brand's ability to meet consumer interests and provide
consistent, high-quality products and services

a consumer's positive belief in a brand's reliability, which is built through
consistent performance and customer service, leading to increased loyalty

Cardoso et al.

(2022) .

and commitment
Liang and Jui Conceptualized trust as cumulative confidence derived from consistent
(2024) reliability, authenticity, and emotional connection across digital contexts.

Source: Ilustrated by Author
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Table 2.4.2 Measurement of Brand Trust
Assesses cognitive trust via brand competence, reliability, and performance
Morwitz (2014)  consistency, reflecting how dependable brand capabilities and consistent
performance influence repeat purchases.
Measures perceptual and emotional trust through reliability, integrity, and
benevolence, judged by promise keeping, honesty, and prioritizing

Dam (2020) ’ ) >
consumers’ best interests—these factors collectively reduce perceived risk
and offer emotional assurance.

Evaluates trust through credibility, honesty, reliability, and relational

Cardoso et al confidence, reinforced by clear and consistent brand communication; this

(2022 approach stresses ongoing transparency as essential for building consumer

loyalty and trustworthiness.

Utilizes a multi-dimensional scale for brand trust, combining benevolence,
integrity, competence, and experience-based trust, alongside measurements
of authenticity, predictability, and empathy; also considers brand
performance across digital touchpoints to capture rational and affective
consumer evaluations.

Source: Ilustrated by Author

Liang and Jui
(2024)
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Figure 3.3 Conceptual Research Model

Social Media
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Activities
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Source: llustrated by Author
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Table 3.3 Hypotheses of relationships between variables

[ item [Hvpotheses _________________________lAutorand Year

HI+

H2+

H3+

Ha+

Social media marketing activities positively influence
purchase intention

Environmental consciousness positively influcnces
purchase intention

Sustainability positively influences purchase intention

Brand trust positively influences purchase intention

Source: Hlusirated by Author

Kim & Ko (2012);

Alnaser et al. (2024)
Laroche (2001);

Biswas and Roy (2015);

Kumar, Prakash and Kumar (2021)
Panda et al. (2020)

(Ansar, 2013)
Morwitz (2014);

Dam (2020)
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Table 3.6.1 Descriptive Data Interpretation

[statistic | Description _________ | Interpret;

Mean

Standard Deviation

Demographic
Comparison
Source: Ilustrated by Author

Average response for each item

Spread of responses

Compare samples to HK Census
statistics (2025)

d

n S

<3: disagree/negative, >3: agree/positive

Low: consensus, High: diverse opinions

Gap <5%: acceptable, >5%: must be
discussed




image21.png
Table 3.6.2 Reliability Test Result Interpretation

Cronbach's Alpha Range | Reliability Level Interpretation

<035 Poor/ Unacceptable  Weak internal consistency, unreliable

035<a<07 Moderate / Questionable  Acceptable but may require improvement

0.7<u<0.8 Good Generally acceptable, adequate reliability
>08 Excellent High internal consistency, very reliable

Source: llustrated by Author
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Table 3.6.3 Pearson’s Correlation Cogficient Interpretation

‘Value of Correlation Coefficient Relationship Interpretation

1.0>1207 Very Strong Positive Relationship
0.7>r>04 Strong Positive Relationship
0.4>r20.0 Weak Positive Relationship
R=0 No relationship
0.0>1>-04 Weak Negative Relationship
04>12-07 Weak Negative Relationship
0.7>r2-1.0 Very Weak Negative Relationship

Source: Ilustrated by Author
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Table 3.6.4 Regression Analysis Interpretation

| Component | Description Interpreta

Coefficient  Magnitude/direction of predictor effect (8;)

Positive: increases

Negative: decreases

Positive indicates a positive relationship

tstatistic  significance of each coefficient (B) Negative t.value indicates a negative
relationship
p-value Statistical significance <0.05: effect s statistically significant

Higher values: model explains more

Resquared  Model fit -
variance

Source: Tihustrated by Author
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Table 3.7.1 Pilot Test Questionnaire

SECTION A

Author & Year Items Measurement

ENT1 I will purchase product / service on social media online shop because of fun

ENT2 I will purchase product / service on social media online shop because the contents shown are relevant to me

ENT3 I will purchase product / service on social media because of new product feature and benefits

INT1 I will purchase product / service on social media online shop because of allow me to share its information with others

INT2

Iwillpurchaseproduct/serviceonsocialmediaonlineshopbecauseofpossibletohaveaconversation/comment

sharing

INT3 I will purchase product / service on social media online shop because it is easy to deliver my opinion

TRN1 I will purchase product / service on social media online shop because of contents shown are up to date

TRN2 I will purchase product / service on social media online shop because of contents provide newest product information

TRN3 I will purchase product / service  on social media online shop because of trendy trend

WOM1 I’m willing to pass along information on the product from social media to my friends

WOM2 I’m willing to upload/repost content from the social media online shop on my blog or social media / microblog

WOM3 I am likely to recommend the brand’s products/services to others in person

WOM4 I will comment on the product when I receive a good quality one

EC1 I am aware of the environmental consequences of my actions

EC2 I actively consider sustainability in my daily decisions

EC3 Reducing my environmental footprint is a priority

EC4 I think that we need stricter laws and regulations to protect the environment

EC5 I am aware of environmentally ethical products

ST1 I am aware that some products have an operational impact on certain communities in a positive way

ST2 I am aware about the growing pressure to change the way of living to combat the deterioration of the environment

ST3 I am aware of environmentally ethical products

ST4 I am aware about the growing pressure to change the way of living to combat the deterioration of the environment

ST5 I am aware about the personal responsibility towards environmental changes

ST6 I am aware that individuals can influence the overall environmentally friendly awareness levels

ST7 I am aware of that individual are making efforts to deal with environmental changes

BT1 I feel secure in buying brand they act with honesty towards customers

BT2 I am confident to purchase a product regarding the brand offered good quality

BT3 In terms of usability, I trust the brand’s social media advertising

BT4 I trust Nestle offers good quality

PI1 I would consider purchasing product on social media online shop in future

PI2 It is likely that I will purchase product on social media online shop shortly

PI3 I would consider purchasing product because of advertising in social media

PI4 I will recommend others to purchase the product from social media online shop

SECTION B

2.

       

Age



       

0-14



       

15-24



       

25-34



       

35-44



       

45-54



       

55+



       

Secondary school or below 



       

Certificate / Diploma



       

Bachelor’s degree



       

Master’s degree or above

4. Monthly Personal income - HKD 



       

HK$10,000 <



       

HK$10,000 - HK$19,999



       

HK$20,000 - HK$29,999



       

HK$30,000 - HK$39,999



       

HK$40,000 - HK$49,999



       

HK$50,000 +

Source: Illustrated by Author

An Investigation into How Social Media Marketing Activities (Entertainment, Interaction, Trendiness, and Word of Mouth), Sustainability, Environmental 

Consciousness, and Brand Trust Influence Purchase Intention among Consumers.



Thank you for participating in this survey! I am a Master of Business Administration student at UWTSD, UK.  As part of my dissertation, I'm researching for consumer purchase 

intention in Hong Kong. The objective of this research is to enhance our understanding of consumer purchase intention and provide actionable recommendations to suppliers in 

Hong Kong, enabling brands to meet the needs and expectations of their consumers.



If you are under 16 years old, thank you for your participation and you do not need to continue with this survey.

This questionnaire consists of two sections and will take approximately 5-10 minutes to complete.  Please select the correct answer in each question. 



This survey is anonymous. Please note that all information collected will be kept confidential and used solely for academic research. It will not be disclosed publicly or used for 

commercial purposes. Additionally, all data will be destroyed 60 days after the academic results are received to ensure participant confidentiality. Thank you very much for your 

cooperation! 

1.

       

Gender: □ Male      □ Female

3. Education level

Initial Question

Social Media 

Marketing 

Activities

Entertainment

Interaciton

Trendiness

Word-Of-Mouth

Variables

Purchase Intention

Kim and Ko (2012)

Majeed et al. (2022)

Cardoso et al. (2022)

(Zhang, Zhang and 

Daim, 2023)

(Panda et al., 2020)

Environmental Concious

Sustainability

Brand Trust
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Table 3.7.2 Pilot Test Reliability Test Result

_ e

# of Questions Cronbach's Alpha

Social Media Marketing Activates 13 0.928
Environmental Conscious 5 0.883
Sustainability 7 0.867
Brand Trust 4 0.774
Purchase Intention 4 0.740
TOTAL 33 0.926

Source: llustrated by Author
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Table 3.7.3.1: Questionnair comparison of initial and final

Items Measurement Items Measurement

ENT1 I will purchase product / service on social media online shop because of fun ENT1 I will purchase products on social media online shop because of fun

ENT2

I will purchase product / service on social media online shop because the 

contents shown are relevant to me

ENT2

I will purchase products on social media online shop because the content shown 

is relevant to me

ENT3

I will purchase product / service on social media because of new product feature 

and benefits

ENT3

I will purchase products on social media online-shop because of new product 

features and benefits

INT1

I will purchase product / service on social media online shop because of allow 

me to share its information with others

INT1

I will purchase products on social media online shop because of allowing me to 

share their information with others

INT2

I will purchase product / service on social media online shop because of possible 

to have a conversation / comment sharing

INT2

I will purchase products on social media online shop because of possible to have 

a conversation / comment sharing

INT3

I will purchase product / service on social media online shop because it is easy to 

deliver my opinion

INT3

I will purchase products on social media online-shop because it is easy to deliver 

my opinion

TRN1

I will purchase product / service on social media online shop because of 

contents shown are up to date

TRN1

I will purchase products on social media online shop because of contents shown 

are up to date

TRN2

I will purchase product / service on social media online shop because of 

contents provide newest product information

TRN2

I will purchase products on social media online shop because of contents provide 

newest product information

TRN3

I will purchase product / service  on social media online shop because of trendy 

trend

TRN3 I will purchase products on social media online shop because of trendy trend

WOM1

I’m willing to pass along information on the product from social media to my 

friends

WOM1

I’m willing to pass along information on the product from social media to my 

friends

WOM2

I’m willing to upload/repost content from the social media online shop on my 

blog or social media / microblog

WOM2

I’m willing to upload/repost content from the social media online shop on my 

blog or social media

WOM3I am likely to recommend the brand’s products/services to others in person WOM3I am likely to recommend the brand’s products to others in person

WOM4I will comment on the product when I receive a good quality one WOM4I will comment on the product when I receive a good quality one

EC1 I am aware of the environmental consequences of my actions EC1 I am aware of the environmental consequences of my actions

EC2 I actively consider sustainability in my daily decisions EC2 I actively consider sustainability in my daily decisions

EC3 Reducing my environmental footprint is a priority EC3 Reducing my environmental footprint is a priority

EC4 I think that we need stricter laws and regulations to protect the environment EC4 I think that we need stricter laws and regulations to protect the environment

EC5 I am aware of environmentally ethical products EC5 I am aware of environmentally ethical products

ST1

I am aware that some products have an operational impact on certain 

communities in a positive way

ST1

I am aware that some products have an operational impact on certain 

communities in a positive way

ST2

I am aware about the growing pressure to change the way of living to combat 

the deterioration of the environment

ST2  I am aware of the environmental changes the world is going through

ST3 I am aware of environmentally ethical products ST3

I am aware about the growing pressure to change the way of living to combat the 

deterioration of the environment

ST4

I am aware about the growing pressure to change the way of living to combat 

the deterioration of the environment

ST4 I am aware about the personal responsibility towards environmental changes

ST5 I am aware about the personal responsibility towards environmental changes ST5

I am aware that individuals can influence the overall environmentally friendly 

awareness levels

ST6

I am aware that individuals can influence the overall environmentally friendly 

awareness levels

ST7

I am aware of that individual are making efforts to deal with environmental 

changes

BT1 I feel secure in buying brand they act with honesty towards customers BT1

I feel secure in buying international brand they act with honesty towards 

customers

BT2 I am confident to purchase a product regarding the brand offered good quality BT2 I am confident to purchase a product regarding the brand offered good quality

BT3 In terms of usability, I trust the brand’s social media advertising BT3 In terms of usability, I trust the brand’s social media advertising

BT4 I trust Nestle offers good quality BT4 I trust Nescafe offers good quality

PI1 I would consider purchasing product on social media online shop in future PI1 I would consider purchasing products on social media online shop in future

PI2 It is likely that I will purchase product on social media online shop shortly PI2

Whenever I need to purchase, I intend to purchase the products that is related to 

environmentally friendly

PI3 I would consider purchasing product because of advertising in social media PI3

Whenever I need to purchase, I intend to purchase the product with the brand I 

trust

PI4 I will recommend others to purchase the product from social media online shop PI4 I will recommend others to purchase the product from social media online shop

* Highlight in Blue were changed and Highlight in Grey were deleted

Source: Illustrated by Author

Initial Question (Before Edit) Edited Questions)

Deleted Question

Brand Trust

Purchase Intention

Word-Of-

Mouth

Environmental Concious

Interaciton

Trendiness

Social Media 

Marketing 

Activities

Entertainment

Sustainability

Deleted Question
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Table 3.7.3.2 Pilot Test Reliability Test comparison after deleted questions

Pilot Test Question Result Pilot Test Question Result
(before deleted Questions) (after deleted Questions

Social Media Marketing Activates

Environmental Conscious 5 0.883
Sustainability 7 0.867
Brand Trust 4 0.774
Purchase Intention 4 0.740
TOTAL 33 0.926

Source: Ilusirated by Author
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Figure 4.2.1 Respondents Demographic Overview

Gender 125

Frequency

Male

Gender 5]

Source: IBM SPSS system

Female
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Table 4.2.1 Respondents Demographic Comparison with HK Government Data

Gender | Respondents Distribution (%) HK Census and Statistics Var (s
Department Distribution (%)

Male 42.02% 45.43% -3.42%

Female 57.98% 54.57% +3.42%

Source: Nustrated by Author
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Table 4.2.2 Respondents Age Group Overview & Comparison with HK Government Data

HK Census and Sta

[Ase Group | B Department Distribution (%) Varlel)
1524 8.27% -4.49%
2534 13.32% +0.13%
e 1731% +17.98%
4554 17.01% 15.35%
55+ 44.09% -28.96%

Source: Illstrated by Author
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Table 4.2.3 Respondents Education Level Overview & Comparison with HK Government Data

HK Census and Statistics
i p istributi ) P—— (+/-]
Education Level Respondents Distribution (%) Department Distribution (%) Var (+
Secondary School or below 26.36% 64.40% -38.04%
Certificate / Diploma 20.50% 8.80% +11.70%
Bachelor's D 42.26%
acheors Degres 26.90% +26.24%
Master's Degree or above 10.88%

Source: Illustrated by Author
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Table 4.2.4 Monthly Personal Income Distribution of Respondents Compare to Hong Kong Population

Monthly Personal Income Respondents Distribution (%)

HK Census and Statistics 

Department Distribution (%)

Var (+/-)

HKD 10,000 < 9.24% 17.70%  -8.46%

HKD 10,000 - HKD 19,999 7.56% 27.00%  -19.44%

HKD 20,000 - HKD 29,999 28.99% 22.70% +6.29%

HKD 30,000 - HKD 39,999 19.33% 11.40% +7.93%

HKD 40,000 - HKD 49,999 12.61% 6.10% +6.51%

HKD 50,000 + 22.27% 15.00% +7.27%

Source: Illustrated by Author
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Table 4.3 Core Content Mean and Standard Deviation Overview

[r—T iesn | Sungaribovision
o | R S0 o
'k
entertainment [EN2 o me 4.340 1241
T T R e R
ENTS Joenefas 4.360 1227
e
5570 L0
B e T
- asto o2
Meda JINT3. ’ f " 3.370 1.425
I i 1302
s e i o0 fry
T T T B T e Son0 ey
s st T e s ooy st
IR ) awm 3
s | o e s o

[/ swareof the snurormertal consequencesof my scvons 4130
et | sctvet consar sumsmaiiy i my sy acizors 4020 b
[Resuing my encronmertat ootornt <. prorey 3880 1278

|/ sware of amwormercaly sthcal prodcts 4120
[ vrre t ome procects haveancperatmalmpactan ceram commines e
postueuay. 4390

oy [ [ 27 9t 0 o s 0 e e vy f b 0 ot e .
51| am aware about the personatresporsiry towards envronmersalharges 4630 1042
rs | o avare ot st con flence the overahl evronmeraaty rndh swareres|

Jeves 4400 1038
| ol ssure g s tona rare ey act winhorestytovard cusamers 4310 1183

st 673 |intemsof usstue, st o rands sois meds sverusrg 3800 1166
74| st nesateoffrs goca uainy 4250 1181
12| wous corrte purchasn ro et o sl mad oo shp i ftars 4180 1186

oy [APenever 1 e to urchase | réend to pchase the produets tat 5 relied o
purcae ntmson ervvonmentaly fiendy 3910 1162
[Pt |1 witrcommenditrer o purchese the roduct rom socel medi o srap 3910 1261

Nezss

Remarks:row In Highlight s the highest marks within the variable question

Souce: Hiustused by Autor




image34.png
Table 4.4 Reliability Statistic Result

# of Questions| Cronbach's Alpha

Social Media Marketing Activates 13 0.930 |
Environmental Conscious 5 0.832 |
Sustainability 5 0.874 i
Brand Trust 4 |
Purchase Intention 4 0729
TOTAL 31 0.945

Source: Tllustrated by Autor
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Table 4.5 Correlations between Variables

Correlations

SMMA EC sT BT Pl

SMMA Pearson Correlation 1 452" 300" 6277 708"

Sig. (2-tailed) <001  <.001  <.001  <.001

N 238 238 238 238 238

EC Pearson Correlation 452" 1 723" 427" se7”

Sig. (2-tailed) <.001 <.001  <.001  <.001

N 238 238 238 238 238

ST Pearson Correlation  .300"°  .723" 1 342" 4577

Sig. (2-tailed) <.001  <.001 <.001  <.001

N 238 238 238 238 238

BT Pearson Correlation  .627" 427" 342" 1 694"

Sig. (2-tailed) <.001  <.001  <.001 <.001

N 238 238 238 238 238

Pl Pearson Correlation 708" .567°"  .457" 694" 1
Sig. (2-tailed) <.001  <.001 <001  <.001

N 238 238 238 238 238

**_ Correlation is significant at the 0.01 level (2-tailed).

Source: IBM SPSS




image36.png
Table 4.6.1 Regression Analysis Model Summary

Model Summary®

Adjusted R Std. Error of
Model R R Square Square the Estimate

1 .833° 693 .687 47914

a. Predictors: (Constant), BT4, ST4, WOML, ENT1, BT3
b. Dependent Variable: PI

Source: IBM SPSS
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Table 4.6.2 ANOVA

ANOVA®
Sum of
Model Squares df _ Meansqure  F si.
T Regesion 120449 5 24090 104934 <001"
Residual 53260 232 230
Toal 173709 237

a. Dependent Variable: I
b. Predictors: (Constand, BT4, ST4, WOML, ENT1, BT3

Source: IBM SPSS
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Table 4.6.3 Cogfficients Summary

Coefficients®
Standardized
Unstandardized Coefficients ~ Coefficients Collinearity Statistics
Model 8 std. Error Beta t Sig.  Tolerance  VIF
1 (Constany 499 178 2798 006
ENT1 107 023 188 4552 <001 772 1295
wom1 210 026 331 8072 <001 785 1273
T4 218 031 266 7.058 <001 931 1075
873 125 033 171 3828 <001 663 1507
BT4 231 .032 308 7112 <001 7071415

a. Dependent Variable: PI

Source: IBM SPSS
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Table 4.6.4 Collinearity Diagnostics

Collinearity Diagnostics®

Condition Variance Proportions

Model Dimension _Eigenvalue Index (Constant)  ENT1  WOM1 sT4 BT3 BT4

1 1 5.715 1.000 .00 .00 .00 .00 .00 .00
2 .099 7.613 .02 .73 .00 .10 .00 .00
3 .075 8.746 .01 .11 .86 .07 .00 .00
4 .051 10.627 .04 .12 .11 .09 .72 .07
5 .040 11.939 .00 .02 .01 .09 27 .85
6 .021 16391 .92 .01 .02 .65 .01 .08

a. Dependent Variable: PI

Source: IBM SPSS.
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Table 4.6.5 Residuals Statistics
Residuals Statistics®

Minimum  Maximum Mean Std. Deviation N
Predicted Value 2.4826 5.8481 4.1901 .71290 238
Residual -1.75193 1.22503 .00000 .47405 238
Std. Predicted Value =2.395 2.326 .000 1.000 238
Std. Residual -3.656 2.557 .000 989 238

a. Dependent Variable: PI
Source: IBM SPSS
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Frequency

Figure 4.6.6 Normality of Residuals Histogram and Normal P-Plot of Regression Standardized Resichual
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Figure 4.6.7 Scatterplot of standardized residuals

Scatterplot
Dependent Variable: PI

Regression Standardized Residual

E) E) EY o T 2
Regression Standardized Predicted Value
Source: IBM SPSS
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primary objective is to explore the key factors influencing consumer purchase intention. The discussion aims to
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Final Questionnaire 

SECTION A

Items Question

I will purchase products on social media online shop because of fun

我會因為有趣而在社交媒體網店購買產品

I will purchase products on social media online shop because the content shown is relevant to me

我會在社交媒體網路商店購買產品，因為顯示的內容與我相關

I will purchase products on social media online-shop because of new product features and benefits

我會在社交媒體上購買產品，因為新產品介紹的特色和優點

I will purchase products on social media online shop because of allowing me to share their information with others

我會在社交媒體網上商店購買產品，因為允許我與其他人分享其訊息

I will purchase products on social media online shop because of possible to have a conversation / comment sharing

我會在社交媒體網店購買產品，因為可以進行對話

/

評論分享

I will purchase products on social media online-shop because it is easy to deliver my opinion

我會在社交媒體網店購買產品，因為這樣比較容易表達我的意見

I will purchase products on social media online shop because of contents shown are up to date

我會在社交媒體網路商店購買產品，因為顯示的內容是最新的

I will purchase products on social media online shop because of contents provide newest product information

我會在社交媒體網上商店購買產品，因為內容提供最新的產品訊息

I will purchase products on social media online shop because of trendy trend

我會因為流行趨勢而在社交媒體網店購買產品

I’m willing to pass along information on the product from social media to my friends

我願意透過社交媒體向我的朋友傳播有關該產品服務的訊息

I’m willing to upload/repost content from the social media online shop on my blog or social media

我願意在我的部落格或社交媒體轉發社群媒體網店的內容

I am likely to recommend the brand’s products to others in person

我可能會親自向其他人推薦該品牌的產品/服務

I will comment on the product when I receive a good quality one

當我收到質量好的產品時，我會給予正面評論

I am aware of the environmental consequences of my actions

我知道我的行為會對環境造成影響

I actively consider sustainability in my daily decisions

我在日常決策中積極考慮可持續性

Reducing my environmental footprint is a priority

減少我的環境足跡是當務之急

I think that we need stricter laws and regulations to protect the environment

我認為我們需要更嚴格的法律和法規來保護環境

I am aware of environmentally ethical products

我知道符合環境道德的產品

I am aware that some products have an operational impact on certain communities in a positive way

我知道有些產品會對某些社區產生正面的影響

 I am aware of the environmental changes the world is going through

我知道有些產品會對某些社區產生正面的影響

I am aware about the growing pressure to change the way of living to combat the deterioration of the environment

我意識到改變生活方式以應對環境惡化的壓力越來越大

I am aware about the personal responsibility towards environmental changes

我意識到個人對環境變化的責任

I am aware that individuals can influence the overall environmentally friendly awareness levels

我留意個人可以影響整體環境保護意識水平

I feel secure in buying international brand they act with honesty towards customers

我對購買國際品牌感到放心，他們以誠實的態度對待客戶

I am confident to purchase a product regarding the brand offered good quality

我有信心購買該品牌提供的優質產品

In terms of usability, I trust the brand’s social media advertising

在可用性方面，我相信該品牌的社群媒體廣告

I trust Nescafe offers good quality

我相信雀巢咖啡品質優良

I would consider purchasing products on social media online shop in future

我會考慮將來在社交媒體網上商店購買產品

Whenever I need to purchase, I intend to purchase the products that is related to environmentally friendly

每當我需要購買時，我打算購買與環保相關的產品

Whenever I need to purchase, I intend to purchase the product with the brand I trust

每當我需要購買時，我都會購買我信任的品牌的產品

I will recommend others to purchase the product from social media online shop

我會推薦其他人從社交媒體網店購買產品

BT3

BT4

PI1

PI2

PI3

PI4

ST2

ST3

ST4

ST5

BT1

BT2

EC1

EC2

EC3

EC4

EC5

ST1

INT1

INT2

INT3

TRN1

TRN2

TRN3

ENT1

ENT2

ENT3

WOM1

WOM2

WOM3

WOM4

An Investigation into How Social Media Marketing Activities, Sustainability, Environmental Consciousness, and Brand Trust Influence Purchase Intention among 

Consumers

調查社群媒體行銷活動、永續性、環保意識和品牌信任如何影響消費者的購買意願



Thank you for participating in this survey! I am a Master of Business Administration student at UWTSD, UK.  As part of my dissertation, I'm researching for consumer purchase intention in Hong Kong. The objective of this research is to enhance our understanding of consumer purchase intention and provide 

actionable recommendations to suppliers in Hong Kong, enabling brands to meet the needs and expectations of their consumers.

感謝您參加本次問卷調查。

 

本人現正修讀英國

 UWTSD

工商管理碩士課程

 , 

我正準備一份畢業論文。本研究的目的是加強了解消費者購買意向，並向行業提供可行的建議，以助品牌更符合消費者的需求和期望。

If you are under 16 years old, thank you for your participation and you do not need to continue with this survey.

若您未滿

16

歲，感謝您的參與，但無需繼續填寫此問卷。

This questionnaire consists of two sections and will take approximately 5-10 minutes to complete.  Please select the correct answer in each question. 

本問卷由二個部分組成，所需時間為

5-10

分鐘

 

。

  

請在每一題

, 

選出正確答案。



This survey is anonymous. Please note that all information collected will be kept confidential and used solely for academic research. It will not be disclosed publicly or used for commercial purposes. Additionally, all data will be destroyed 60 days after the academic results are received to ensure participant 

confidentiality. Thank you very much for your cooperation! 

此問卷採取不記名的方式填寫。所有收集的資訊將被保密及僅用作學術研究。數據將在收到學術結果後

60

天內刪除。所有資訊不會對外公開或用於商業用途。再次感謝您的協助！

 

Section I:  Rating of Variables

This section contains 31 questions. Please answer as a consumer in Hong Kong.

此部分共有

31

條問題，請以香港消費者的身份作答

For each question, please select a number from 1 to 6 to show your agreement:

請按題目選擇

1

到

6

的數字以表示您的意見：

1-Strongly Disagree (

非常不同意

)     2-Disagree (

不同意

)    3-Partially Disagree (

部份不同意

)   4-Partially Agree(

部份同意

)       5-Agree(

同意

)     6-Strongly Agree(

非常同意

)   



Answer the following questions based on your current purchases i.e. products you use.

根據您目前的購買情況（即您使用的產品）回答以下問題。
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SECTION B

2.

       

Age



       

0-14



       

15-24



       

25-34



       

35-44



       

45-54



       

55+



       

Secondary school or below 



       

Certificate / Diploma



       

Bachelor’s degree



       

Master’s degree or above

4. Monthly Personal income - HKD 



       

HK$10,000 <



       

HK$10,000 - HK$19,999



       

HK$20,000 - HK$29,999



       

HK$30,000 - HK$39,999



       

HK$40,000 - HK$49,999



       

HK$50,000 +

1.

       

Gender: □ Male      □ Female

3. Education level
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1. Introduction
“This chapter opens with a comprehensive overview of the current andscape in the global and Hong Kong
instant coffee industies. I then delves into the research background, highlighting the motivation bebind
the study, a well s the key research questions and objectives. To conclude,it il emphasize the significant
contributions this study could make to enhance business practices i the field.

11 Research Background
The global instant coffee market s experiencing steady growth driven by fast paced lifestyles and
increasing demand for convenience foods. The global convenience food market, which includes
instant coffe, is expected to be valued 2t USD 41.85Ba in Year 2025 and expected to reach USD
58.73Ba in Year 2032, to grow at a compound anmual grovwth ate (CAGR) of 4 95% from 2025 to
2052 (Coherent Market Insights, 2024), ceflectng rsing consumer preference for ready-to-eat and
easy-to-prepare products. Based on the analysis and forecast, the fastest growing region is Asia
Pacific.

In Hong Kong, instant coffe s essential for keeping up with the city’s fast-paced lifesyle and.
increasing coffee cansumption. With total revenve reaching USD 1.53 billion, it reflects strong

demand in both at-home and out.of-home markets, the at-home revene expected to grow azaually
by 3.48% (CAGR 2025-2026). Furthermore, the trend toward higher average per capita
consumption indicates a growing appreciation for fnstant coffee (Staista, 2025). Hong Kong
consumers increasingly value health benefits and lifestyle factors associated with coffee. Studies
show that even moderate coffee intake in Hong Kong linked to reduced risks of diseases and lowwer
‘mortality, which may encourage consumers to explore diverse coffee options beyond traditional
brews. This health-conscious mindset, combined with 2 preference for convenience and quality,
drives interest in specialy coffee nnovations (Tonathan et al, 2024).
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1.2. Research Motivation
Hong Kong is highly regarded globally for specialty coffee, with innovations lie the invention of
"The Dicty" coffee drnk and techniques such s freezing milk gaining intemationsl attention, the
asticle lfustratesthat Hong Kong consumers value coffee experiences that combine entertzinment,
social interacton, rendiness, and vord-of mouth communication, making these clements central
tothe city’s dynamic coffee cultre (Vitttow, 2022).

The Hong Kong government is strongly committed to sustainabil
Sriendliness, placing these priorities at the forefront of the city's fufure development (GovHK,

2025). The government aims to balance economi, environmental, and social factors to achieve

sustainable development. In response, leading local coffee businesses, such as The Coffee
Academics and 7-Eleven Hong Kong, have implemented sustainable practices. These include
using Rainforest Alliance-certified coffee beass, biodegradable packaging, and promoting plant-
‘based alternatives, all with the goal of reducing their carbon footprints and meeting consumer
demand fo ethical products (The Coffee Academics, 2017: DFI Group, 2025).

Nescafé is 2 prominent instant coffee brand operated by Nestlé, which maiatains  sigaificant
presencein Hong Kong. This brand i ceadily available in both Large and small retail establishments
throughout the region. As the world continues o evolve towards different communication
platforms, the emphasis on authentic branding and the statistic that $8% of consumers prefer
‘genuine brands indicate that brand trust plays 2 significant ol in purchase intention. When
consumers trust a brand, they are more likely to engage with it and make a purchase, a trust fosters
confidence inthe brand’s products and values (Tanic, 2023).

Hong Kong's dynamic coffee culfure thrives on consumers' desire for unique experiences and
social connections. This, along with the govemments strong focus on sustainabiliy and local
coffee businesses adopting ehical practices, creates 2 excellent environment for examining
‘purchase inentions toward Nescafe, a leading fastant coffee brand. While Nescafé benefits from
high visbilty, i must navigate 2 market increasingly influenced by sustainability and authentic
‘messaging. With §8% of consumers favoring brands perceived s genvine, rust in Nescafé s vtal
for deiving pucchase decisions. These cultural and branding factors highlight the need to explore
what motivates consumers to choose Nescafe instant coffee in Hong Kong, enabliag the brand to

atign its strategies with consumer values effectively.
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13. Research Questions

‘This study aims to investigate the following key questions:

1. What are the key factors influence consumer purchase intention for Nescafe instant coffee

in Hong Kong?
Hov do these factors interrelate for purchase intention in instant coffee industey?

‘What practical recommendations can be made to Nesté regarding Nescafé instant coffee
to effectively enhance its market presence in Hong Kong?

1.4, Research Aims and Objectives
“This study explores the key factors that deive consumers' purchase intentions for instant coffee in
Hong Kong. By examining Nescafésstrategic approaches to expandiag it consumer base, i aims
to uncover effective methods for business growth i this competitive market.

1. Toidentty and anlyzsth Ley fctors that contrbut fr purchase itetion for instat cofee
rands inHong Kong

To explorethe relationsbips bten thes ctors and thei mpac o purchas nention|

To provde racticalrecommendations forNesca and sl brands o expandth cstomr base

i the comptive Jong Kong market.

15. Research Aims and Objectives
‘This study examines purcase intention for Nescafé in the Hong Kong instant coffee market; however,
some limiations must be acknorwledged. Fistly, the research rlies on current market data and consumer
frends upto 2025. Given the fast.evolving nature of thecoffee market and consumer preferences, especially
with emerging trends in sustainabilty and digital marketing, the findings may become less pplicsble over
time. Secondary, the view on figures is searching in open source while intemnal data camot be accessed.
Lasty, the research focuses exclusively on Hong Kong, which has a unique coffes culture and market
dynamics influenced by local lifestyle, govemment sustainablity poliies, and consumer preferences
‘Therefore, fndings may not be generalizabl to otkerregions or countries with diverse cultralor economic

contexts.
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L6. Concluding Summary
This study offers an in-depth exploration of the key factors shaping consumer purchase intentions for
Nescafs instan coffee in Hong Kong, 2 market characterzed by a fst-paced iestyl, evolving consumer
preferences, and a srong emphasis on sustainability by govemment. The research nderscores the
significance of brand frust; environmental consciousness are criical to drivers influencing consumer
choices. Hong Kong's unique coffee cultre, which values movative experiences and social engagemert,
Surther shapes purchasing bebavior, creating both opportrifis and challenges for instant coffee brands ke
Nescafé.

By focusing on these factors, thestudy provides actionable insights that can help Nescafs algn its marketing
and product strategies with the values and expectations of local consumers. While the research presents
valuable findings, it also acknowiedges limifations such s s geographic forus on Hong Kong, the brand-
specific scope centered on Nescaft, and the rapidly chianging market dynamics that may affect ong-terma
applicability. These constraints sugeest the need for ongoing research to monitor evolving trends and
broaden the understanding of consumer behavior across different markets and brands.

The next chapter villdelve into the essentia theoretcal rameworks and concepts that underpin this study,
while comprehensively reviewing the pertinent lterature. This research will critically analyze the interplay
befrween social media marketing actvites, environmental consciousmess, sustainabilty, and brand trust on
consumers purchase intentions. By exploring these concepts, we vill construct a robust conceptuzl
framework that not only enhances our understanding of these dynamics but also empowers Nescafe to
strategically expand it customer base and elevate consumption level in the commpetitive Hong Kong market.
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2. Literature Review

This chapter offers an in-depth exploration of the fndamental concepts and theoretical Framerworks that
form the backbone of this research. It provides a critcal analysis of social media markeing activites,
environmental consciousness, sustainability, brand trust, and purchase intention. By dissecting the
comections befuween these vital consirucs, the chapter builds a compelling conceptual Samework o
enhance the understanding and impact ofthis study

2.1 Social Media Marketing Activities

211

212,

Definition
Social media marketing (SMM) i the srategic use of social media platforms to promote
products or services, engage with customers, build brand loyalty, and increase online
visibility (Hayes, 2025). These actions involve creating and sharing engaging content for
the target audience, scheduling posts to reach more people, and managing online

communities by responding to comments and encouraging interaction. Social media
‘marketing also means monitoring conversations and frends through social listening,
‘analyzing performance data o improve campaigns, and using pad ads o increase visbliy.
By combining these effors, businesses want to raise brand awareness, build customer
loyalty, drve frafic to their websites, and increase sals through meaningful engagement.

‘2 targeted commnication on social media. (Carr and Hayes, 2015)
Measurement

Social media marketing activities research measurement constructed by
entertainment,interaction, rendiness, and word of mouth (Kim and Ko, 2012). By
integrating diverse data sources and analytical methods, this approach provides 2

comprehensive understanding of how social media activities influence purchase
intention.

22. Environmental Conscious

221

Definition
Environmental consciotsmess refers to the awareness and understanding of the intricate
selationship between human life and the environment, recognizing the impact of human
actions on ecological balance and the broader ecosystem (Jiménez Sanchez and Lafuente,
2010). It encompasses not only knowledge and attitudes but also a sense of responsibility
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222,

‘and accountability to minimize negative environmental effects through proactive behaviors
‘nd sustainable practices. This consciousmess integrates belies, values, and Inowledge that
inspires individuals and societies to engage in actions that protect natwal habiats, e
renewable resources, and promote eco-fiendly lfesyles. It goes beyond awareness to
‘motivatetangible fforts o harmonize human activiies with naure, addressing issues such
as resource exploitatin, biodiversity loss, and climate change, thereby fosteing 2 more
sustainable coexistence for present and fuue generations (Majeed et al 2022)

Measurement

The research measurement of environmental consciousness, a: outlined i the
Majeed et al. (2022), involves constructing a composite indicator that captures
multiple dimensions of environmental attitudes, belies, and behaviors at the
individual level Enviconmental consciousness—comprising factors ke
environmenta! knowledge and perceived consumer effectivencss—positively
influence consumers'itentions (D" Attoma and leva, 2024). Thus, environmental
consciousness not only shapes consumers” atitudes but also, when supported by
favorable situational contexts, dives their eco-riendly purchasing decisions (Kim

and Lee, 2023).

23. Sustainability

231

Definition

Sustainability refers o the ability to maintan or enbance the quaity and avalability of
valuzble resources or conditions over time, without jeopardizing the capacity of fuure
‘generatons to flfill their needs (Panda et al, 2020). Tt encompasses the integraton of
environmental heath, social equity, and economic viality to create hrivng, resiient
communities (Smovitech, 2023). Sustainabilty imvolves using natural resources at a rate
that allows ecosystems to replenish, ensuring tht present development does not diminish
the opportuities for future generations. This concept is central o addressng global
challenges such 2s climate change, resource depletion, and social equity, requiring 2
systems approach that acknowledges the  infercomectedness and complexity of
environmental, socil, and economic factors (UCLA, 2025).
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Measurement
Sustainability typically involves assessing environmental, social, 2nd economic
indicators to evaluate the products performance in terms of sustainable
development. These measurements often include metrics such 2 fesource
efficiency, environmentsl impact,socialresponsibiliy, and economic viabilty. The
study highlights that consumers” purchase intentions are increasingly influenced by
perceptions of sustainability; when sustainability atiibutes are clearly
comanunicated and measured, they can enhance consumer trust and preference for
products. Ths, integrating sustainabilty measurement into marketing strategies
can positively affect purchase atention by aligning products with consumers
growing environmental and social concerns (Panda et al, 2020),

2.4, Brand Trust

241

Definition

Purchase inention refers to  consumerssated ikelioo or willingness to buy a product
or servce inthe future. It is 2 widely used melric in market research to gauge potential
‘consumer behavior an is often mezsured using a scale that ranges from “defnitely wil
buy” to "defintly will not buy” (Cardoso et al, 2022). This measure serves mulfiple
purposes such 2s a key performance indicator in product testng, an input for sales
forecastng models, or 2 dependent varizble in evalusting marketing effectiveness
Research has shown that different response categories in purchase intention scales
‘comespon to varying probabiliiesof actual purchase, which can be influenced by factors
ke productcategory, purchase cycle, and pricesensiivty (Morvitz, 2014).

. Measurement

Brand trust is sually assessed using multi-item scales that evaluate consumers'
confidence in a brand's reliability, safety, honesty, and ability to meet ts promises
(Cardoso et 2l 2022). Enmpirical studies using structural equation modeling confim that
brand trust not only irecty influences purchase inteation but also reduces perceived isk,
which itself negatvely impacts purchase intention, thus highlighting brand trust’s
‘mediating role in consumer decision-making (DAM, 2020).
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2.5. Relationship between Variables

2

1

Social Meida Marketing Activities and Purchase Intention
Social media marketing activities positiely influence purchase iatention by
enancing perceived value, brand engagemeat, 2nd consumer satsfaction. These
activites, including entertainment, interactvity, customization, and electronic
word-of.movth, foster consumer engagement, which mediates the relationship
between social media marketing and purchase intention, leading to higher
ikelihood of purchase (Alnaser et al, 2024).

. Environmental Conscious and Purchase Intention

Consumers’ environmental consciousness positively affects their purchase
intention by increasing awareness and prefecence for eco-friendly products
Environmentally conscious consumers tend to favor brands and products that
demonstrate sustainable practices, which sicengthens thei intention to buy such
products, eflecting a growing trend toward ethical consumpion.

Sustainabi

and Purchase Intention

Sustainabilty initatives by brands enhance purchase intention by building
consumer trust and aligning with customers” values on social respoasibilty
Sustainable practices contribute to 2 positive brand image 2nd reduce perceived
risks, thereby encouraging consumers to prefer and purchase sustainable products
over conventional alteratives.

‘Brand Trust and Purchase Intention
Brand trst sigaificantly boosts purchase infention by fostering consumer
confidence in a brand's reliability 2nd promise folfillment. Research shows that
trust reduces perceived isk and acts as a mediator befween marketing efforts and.
‘puchase behavior, making it a crifical factor in converting consumer interest into
‘actual purchases (Liang and Jui, 2024).
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3. Literature Review

‘This chapter outlines the research design, data collection methods, pilot test and data analysis
strategies for this study. it aims to explore the connections between social media marketing,
environmental consciousness, sustainability, brand trust, and purchase intention for Nescafé
instant coffee in Hong Kong. It will ensure that our results are relizble and provide valusble
insights into the brand’s market impact

3.1 Research Methodology

‘The research framewvork enhances this study by illustrating the relationships betueen key variables
Figure 3.1 presents the conceptual framework that examines how social media marketing,
environmental consciousness, sustainabilit, and brand trust collectively influence purchase
intention. This famework supported by the literature review in Chapter 2, highlights the
importance of these variables in shaping consumer decisions.

Figue 3.1: Conceptual Research Model

Source: Consrcted by sbor
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3.2. Type of Research

To gain a thorough understanding of consumer preferences for instant coffee, the study uses both
qualitative and quantitative research methods.

The qualitative aspect consists of individualinterviews and focus group discussions, which provide
deep insights into consumer desires when selecting instant coffee.

On the otter hand, the quantitative component employs an online survey created with Google
Forms to gather structured data. This approach enables statistical analysis of the relationships
betrween different variables

33. Data Collection Method
This stady will implement a dynamic mixed-methods approach, inegrating both qualitative and
quantitative research techaiques to maximize the advantages of each (Usiversiy of Westminster,
2022). By collcting primary data direcly through empirical methods and complementing i with
secondary data from curent lterature and statisical websites, it will achieve a thorough
understanding of the actors that drive purchase itentions for nstant coffee.

The primary data collection will utilize both qualfative 2nd quantitative strategies. For the
qualitative component, it will engage focus groups i guided discussions that delve into
perceptions 2nd ideas, tapping into the richness of group interactions for deeper insights
(University of Westminster, 2022). Fusthermore, it will deploy questionnaires and surveys to
captuse a range of opinions. By distributing formal surveys, it will gather measurable data on

various variables, ensuring a well-rounded approach to effectively evaluate our research objectives.

3.4. Sampling Method

This research utlizes a snowball sampling method and Google Forms to recruit participants.
Snowball sampling s effective for accessing specific demographics (Oregon State University,
2010)
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35, Questionnaire Design

35

Focus Group
To effectively design our questionnaire, it will conduct thee to four focus groups,
each with 6 to 10 partcipants. These discussions are crucial or gaining valuable
qualtative insights into how social media marketing influences environmental
consciousness, sustainability, brand trust, and ultimately, purchase intention. The
input wil help shape the understanding of these important relationships.

352, Piot Test

A focus group has confirmed that all information will be meticulously recorded for
thorough analysis, and participants will be asked to provide written consent for
reference. To improve the qualiy of our research, the survey questions will be
refined following the discussion forums. This is to ensures thatthe data collect is
ot valuabie 2nd closely aligned with the research objectives.

3.6, Formal Survey

‘The goal of the formal survey is to gather enough responses for statistical analysis by collecting
data from a sample of approximately 300 participants using snowball sampling. We will use a six-
‘point Likert scale fo the survey, which encourages participants to carefhlly consider each question.
‘and select an answwer that reflects either a positive or negative response (Thompson, 2018),

3.7 Data Analysis
e dat colected from Google Forms wil be utlized or desriptie statisis,rlabiliy tets,
coreltion aalysis,and regresson analysisto meetth research abjectie.

38, Research Ethics

s research etics will comply with a st of fondamental pracipls that guide esescchers in
conducting the studies responsibly, safly, and with integrity. Tt will ensur the protecton of
pasticipant' sights by requiing nformed conseat, voluntary particiption, aad confidentialiy
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Participant observation with their knowledge?

Participant observation without their knowledge?
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Who are the intended participants:
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‘Students or staff at the University?

‘Aduls (over the age of 18 and competent to give consent)?

Vulnerable adults?

‘Chidren and Young People Under the age of 187 (Consent from Parent, Carer or
‘Guardian will be required)

Prisoners?

Young offenders?
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the investigator or a gatekeeper?
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may be unable to give consent

Details of any other pariicpant groups:

s box

1 expand 2 you type)

Participant numbers and source

Provide an estimate of the expected number of partcipants. How will you identiy participants and

how will they be recruited?

10

How many participants are
expected?

300-400

1

‘Who will the participants be?

Friends and Fellows; Oniine Friends; working partners in coffee industry

12

Fow will you identy the

g Leverage with my network

Tnformation for participant

NA

13

Willyou describe the main research procedures (o paricipants in
advance, so that they are informed about what to expect?

14

Will you tell participants that their participation is voluntary?

15

Will you obtain writien consent for participation?

16

Willyou explain (o participants that refusal (o pariicipate i he.
research will not affect their treatment or education (f relevant)?

17

Tfthe research is observational, will you ask participants for their
consent to being observed?

18

Willyou tell participants that ihey may withdraw from the research at
any fime and for any reason?
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o|le(o|o|oje|le

With questionnaires, wil you give paricipants the option of omiting
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Wil you Tl participants that heir data wil be reated with full
confidentiaty and that. f pubished, it wil not be identiiable as theirs?
Wil you Gebrief participants at the end of their paricipation, n a way

appropriate to the type of research undertaken? o

22 [ 11NO to any of above questions, please give an explanation

20

21

Information for participant

YEs | No | NA

24 | will participants be paid?

25 | Is specialist electrical or other equipment to be used with participants?

26 | Are there any financial or other inferesTs {0 the investigator or
University arising from this study?

"Will the research activity involve deliberately misieading paricipants in

any way, or the partial or full conceaiment of the specific study aims?

28 | 11 YES to any question, please provide fulldetails

o|o|o|o
ERERENE
o|o|o|o

F

iz oy

uld expand as you type)

SECTION H: Anticipated Risks

‘Gutline any anticipated risks that may adversely affect any of the participants, the
researchers and/or the University, and the steps that will be taken to address them.

1f you have completed a fullrisk assessment (for example as required by a laboratory, or extemal
research coliaborator) you may append that to this form.

Yes |0

1| Full risk assessment completed and appended? o I

Risks o participants
2| For example: sector-specific health & safety, emotional distress, financial disclosure, physical ham,
transfer of personal data, sensitive organisational information
NA NA

T research actvity may include sensiive, embartassing or Upseting 10pICs (.. sexual activiyy,
drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give.
3 | detais of the procedures to deal with these issues, including any supporadvice (e.g. helpiine
numbers) to be offered to participants. Note that where appicable, consent procedures should
make it clear that if something potentially or actually ilegal is discovered in the course of a project,
it may need to be disciosed to the proper authorites.
NA

Risks 10 the investigator
4 | For example: personal health & satety, physical harm, emotional distress, risk of accusation of
hamy/impropriety, conictof interest
) T [y
o [Universitynstitutional isks
For exampl: adverse publicty, financialloss, data protection
A [y

& | Environmental risks
April 2022 8 PG2 Ethical Approval Form
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For example: accidental spilage of pollutants, damage 1o local ecosystems.
NA NA

PG2/E1 FORM

Disclosure and Barring Service

ihe research activity involves children or vulnerable adulls, a Disciosure
‘and Barring Service (DBS) certiicate must be obtained before any. YES | NO | NA
contact with such participants.

7 | Does your research require you to hold a current DBS Certificate? o|® |

ITYES, please give the certficate number_f the cerlificate number is not
8 | avaiiable please write “Pending’; in this case any ethical approval will be NA
subject to providing the appropriate certificate number.

SECTION I: Feedback, Consent and Confidentiality

T [Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when?
‘Survey under anonymous and participants wil receive a Thank-You message after completed the
survey in the Google Form piatform, acknowiedging their contribution and time.

2 [ Informed consent

Describe the arrangements to inform potential participants, before providing consent, of what is
involved in participating. Describe the arrangements for participans to provide full consent before.
data collection begins. If gaining consent in this way is inappropriate, explain how consent will be
obtained and recorded in accordance with prevaiing data protection legislation

NA

3| Confidentiality / Anonymity

‘Set out how anonymity of participants and confidentiality wil be ensured in any outputs. If
anonymity s not being offered, explain why this is the case.

NA

SECTION

ata Protection and Storage

Does the research activily Ivoive personal data (as defined by the General
Data Protection Regulation 2016 “GDPR® and the Data Protection Act 2018 YES | NO
“DPA")?

“Personal data” means any information relating o an identifed of ioentiiable
natural person (data subject). An identifiable natural person is one who can
be identified, directy or indirectly,in particular by reference to an identifier

1| such as a name, an identifcation number, location data, an oniine identiieror | 1 ]
to one or more factors specific to the physica, physiological, genetic, mentai,
‘economic, cultural or social identity of that natural person. Any video or audio
recordings of participants is considered to be personal data.

If YES, provide a description of the ata and explain why this data needs o be collected:

(thi box shouid expand 33 you type)
Does itinvolve special category data (as defined by the GDPR)? YES | NO
Special category daa” means sensiive parsonal dafa consisting of iformation a5
to the data subjects'— o o
(@) racial or ethnic origin,

(b) poitical opinions,

Aprii 2022 s PG2 Ethical Approval Form
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(c) religious belifs or ofher belies of a simiar naturs,
(a) membership of a trade union (within the meaning of the Trade Union and Labour
Relations (Gonsolidation) Act 1992),

(¢) physical or mental health or conditon,

(0 sexwa e,

(g) genetics,

(h) biometri data (as used for ID purposes)

If YES, provide a description of the special calegory Gata and explain why this Gata needs fo be

collecied
N
Wil data from the research activity (collected data, drafts of the thesis, or | YES | NO
materials for publication) be stored in any of the fallowing ways?
5 | Manual files (i in paper form)? = 2
6 | University computers? o =
7 | Private company computers? o | ®
8 | Home or other personal computers? = o
9 | Laptop computers/ CDs/ Portable disk-drives/ memory sticks? = o
10 | “Cloud” storage or websttes? ® [ o
17 [Other—speci; e
For all stored data, explain the measures in place to ensure the security of the data collected, data

12 | confidentiality, including details of backup procedures, password protection, encryption,
anonymisation and pseudonymisation:

(thi box shouid expand 33 you type)

Data Protection

Will the research activity involve any of the following activites: YES

z
3

13 | Electronic transfer of data in any fom?

‘Sharing of data with others at the University outside of the immediate research
team?

15 | Sharing of data with other organisations?
16 | Exportof data outside the UK or importing of data from outside the UK?

14

17 | Use of personal addresses, postcodes, faxes, emails or telephone numbers?

18 | Publication of data that might allow identification of indviduals?
19 | Use of data management system?
20 | Data archiving? [=]

o|o|ofofefo|o

If YES to any question, please provide full details, explaining how this will be conducted in
21 | accordance with the GDPR and Data Protection Act (2018) (and any intemational equivalents,
where appropriate):

PSS
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2

Listallwho wil have access to the data generated by the research activity:

‘Supervisor Dr. Wong and myself

2

istwho will have control of, and act as custodian(s) for, data generated by the research activity

‘Supervisor Dr. Wong and myself

2

‘Give detalls of data slorage arangements, IncluGing securty measures in piace 1o protect the data,
where data wil be stored, how long for, and in what form. Will data be archived — if so how and if
not why not.

6 months, data wil be sored in my personal lapiop

2

Please indicate if your data will be stored in the UWTSD Research Data Reposiory (see
hiips liresearchdata uwisd ac ukl ). If so please explain. (Most relevant to academic staff)

NA

‘Confirm hat you have read the UWTSD guidance on Gata management (see

26 | pitps:/lwww uwtsd ac uklibraryiresearch-data-management)) = g
‘Confirm that you are aware that you need to keep all data until after your

27 | research has completed or the end of your funding = &l

'SECTION K: Declaration

“The information which I have provided is correct and complete (o the best of my knowieage. I have
attempted to identify any risks and issues related to the research activity and acknowledge my.
obligations and the rights of the participants.

In submitting this appiication | hereby confir that | undertake to ensure that the above named
research aciivity will mest the University's Research Ethics and Integrity Code of Practice which is.
published on the website: hitps:/iwww uwisd.ac uklresearchiresearch-ethics/

| Bt
Signature of appiicant: )@/
25 30m,2025

For STUDENT Submissions:

2

ot
Smmeeuperusor Dr. Airon Wong

3

Signature:

25 Jun, 2025

For STAFF Submissions:

4

‘Academic Director] Assistant Date:
Dean:

5

Signature:

Checklist: Please complete the checklist below to ensure that you have completed the form according to the
‘quidelines and attached any required documentation:

8 | 1 have read the guidance notes suppied before completing the fomn
& [ 1have completed ALL RELEVANT sections of the form in fll

& | 1 confimn that the research activty has received approva in princile

@ | 1 have attached a copy of finalfinterim approval from extemal organisation (where appropriate)
s | 1nave attached a ful rsk assessment (where appropriate) ONLY TICK IF YOU HAVE

ATTACHED A FULL RISK ASSESSMENT

Apri 2022 ki PG2 Ethical Approval Fom




image88.png
Prifysgol Cymru
Dol DowiSant

University of Wales. PG2/E1FORM
Tty Saim baves

Iunderstand that it is my responsibilty to ensure that the above named research activity will mest
the University's Research Ethics and Integrity Code of Practice.

I understand that before commencing data collection all documents aimed at respondents
@ | (including information sheets, consent forms, questionnaires, interview schedules etc.) must be
confirmed by the DoS/Supervisor, module tutor or Academic Director.

RESEARCH STUDENTS ONLY
‘Once complete, submit this form via the MyTSD Doctoral College Portal at (nitps://mytsd uwsd ac.uk).

RESEARCH STAFF ONLY
Al communications relating to this appiication during its processing must be in writing and emailed to.
puresearch@uwtsd.ac.uk , with the fitle Ethical Approval followed by your name.

'STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES shoud submit tnis form.
(and receive the outcome) via systems explained to you by the supervisorimodule leader.
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