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This study examines how digital sustainability communication influences green purchase intention and investigates the

role of green trust within the Stimulus–Organism–Response framework. Specifically, it assesses whether green trust

mediates the relationship between digital sustainability communication and sustainable consumption intention. A quanti-

tative cross-sectional survey was conducted among digitally active consumers exposed to online sustainability messaging.

Data was analyzed using Partial Least Squares Structural Equation Modeling with bootstrapping procedures to evaluate

direct and indirect relationships among digital sustainability communication, green trust, and green purchase intention.

The results indicate that digital sustainability communication significantly enhances green trust and directly influences

green purchase intention. Although green trust is positively associated with purchase intention, its mediating effect was

not statistically supported at the conventional significance level. The cross-sectional design and reliance on self-reported

data limit causal inference. Future research should employ longitudinal or experimental approaches and explore con-

textual moderators that may strengthen the trust–intention relationship. The study refines the application of the Stim-

ulus–Organism–Response framework in digital sustainability contexts. This research contributes by empirically testing a

parsimonious structural model linking digital sustainability communication, green trust, and purchase intention. The find-

ings provide nuanced insight into the role of trust and highlight the strategic importance of credible digital sustainability

communication in climate-conscious markets.

Funding Statement

This research received no external funding.

https://crossmark.crossref.org/dialog/?10.51300/BRP-2026-14&domain=pdf
celine.fueyo@isg.fr


Digital Sustainability Messaging, GreenTrust, and Purchase Intention C. Fueyo

Conflict of Interest

Céline Fueyo declares that there is no conflict of interest regarding the publication of this paper.

Publisher Disclaimer

The views expressed in this article are solely those of the author(s) and do not necessarily reflect those of their institutions, the

publisher, editors, or reviewers.The publisher and editorial team make no warranties regarding the accuracy or completeness of the

content and accept no responsibility for errors, omissions, or any consequences arising from its use. The publisher remains neutral

regarding jurisdictional claims in maps and institutional affiliations.

Cite as

Fueyo, C. (2026). From Communication to Conversion: How Digital Sustainability Messaging Builds Green Trust and Drives

Purchase Intention. In Proceedings of the 1st International Conference on Sustainable Economies and Inclusive Growth (pp. 1–2). Business

Research Proceedings. 10.51300/BRP-2026-14

Business Research Proceedings (2026) 2


