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Abstract. This study explores the influence of corporate social media practices 

on responsible purchasing behavior and customer loyalty, with a focus on 

transparency, social media engagement, influencers, corporate social 

responsibility (CSR)-related content, user-generated content (UGC), and targeted 

social media advertising. Through Structural Equation Modeling (SEM), the 

study tests the relationships between these constructs and their impact on 

responsible consumer behavior and loyalty. The results reveal significant direct 

and indirect effects, indicating that social media engagement, transparency, 

influencers, CSR-related content, UGC, and targeted advertising all positively 

influence responsible purchasing behavior. Furthermore, responsible purchasing 

behavior significantly enhances customer loyalty. These findings highlight the 

importance of companies leveraging social media platforms to communicate their 

ethical practices, build consumer trust, and encourage responsible consumption. 

The study provides valuable insights for companies aiming to strengthen their 

marketing strategies by integrating social media practices that resonate with 

ethically-minded consumers. These strategies not only enhance customer loyalty 

but also contribute to the promotion of sustainable and socially responsible 

purchasing decisions. 

Keywords: Corporate Social Media Engagement, Responsible Purchasing 

Behavior, Transparency, Social Media Influencers, Customer Loyalty. 

1 Introduction 

 

In a context marked by increasing digitalization, social networks have become a strate-

gic lever for companies wishing to interact with their customers and strengthen their 

brand image [1]. Today, consumers are increasingly sensitive to ethical values and 

brands' commitments to corporate social responsibility (CSR) [2]. The transparency of 

practices, the highlighting of environmental and social commitments, as well as the 

promotion of responsible purchasing behaviors are now at the heart of companies' com-

munication strategies on digital platforms [3][4]. 
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Existing research has shown that several factors influence consumer behavior on social 

networks. For example, the transparency of company practices promotes a better per-

ception of the brand and strengthens consumer confidence [5][6]. Influencer marketing 

also plays an essential role in promoting responsible purchasing behaviors, as consum-

ers are more inclined to follow the recommendations of influencers they trust [7]. In 

addition, the publication of CSR-related content, consumer opinions and recommenda-

tions (user-generated content) as well as targeted advertising on ethical products are all 

elements that contribute to raising awareness and influencing purchasing decisions 

[8][9]. 

However, despite these advances, there are still gaps in the literature concerning the 

combined effect of these practices on responsible purchasing behavior and, ultimately, 

on consumer loyalty. While each factor has been studied individually, little research 

has analyzed how these elements interact and simultaneously influence customer loy-

alty. This study therefore seeks to fill this gap by examining the role of responsible 

purchasing behavior as a mediator variable between companies' practices on social net-

works and consumer loyalty. 

In this perspective, the problematic of this research is formulated as follows: To what 

extent do the practices of companies on social networks influence the responsible pur-

chasing behavior of consumers and their loyalty? To answer them, several objectives 

are pursued: analyze the effect of corporate transparency, evaluate the role of influenc-

ers, examine the impact of CSR content, measure the effect of user-generated content, 

and finally study the influence of targeted advertising on responsible purchasing be-

haviors. Another key objective is to verify whether responsible purchasing behavior 

acts as a mediator between these practices and consumer loyalty. 

In order to provide clear answers to these questions, a quantitative approach has been 

adopted. The study is based on a descriptive and explanatory design, making it possible 

to analyze the relationships between companies' digital practices and consumer behav-

iors, while explaining the mechanisms underlying customer loyalty. A sample of 250 

Moroccan consumers active on social networks was selected in a reasoned way, in order 

to ensure the relevance of the results. The data were collected via a structured question-

naire, using a 5-point Likert scale to measure the variables of interest: company en-

gagement on social networks, transparency of practices, influencer marketing, CSR-

related content, user-generated content, targeted advertising, responsible purchasing 

behavior and consumer loyalty. 

The data analysis was carried out using SPSS and SmartPLS software. The statistical 

tests made it possible to evaluate the reliability and validity of the scales used, in par-

ticular via Cronbach's Alpha and factor analysis. Structural equation modeling (SEM) 

was applied to test the direct and indirect relationships between the variables, highlight-

ing the mediating effect of responsible purchasing behavior on consumer loyalty. 

This study presents several major contributions. From a theoretical point of view, it 

enriches the literature by integrating a global analysis of companies' digital practices 

and their impact on consumer behavior. On a managerial level, she provides companies 

with strategic recommendations to optimize their communication campaigns on social 

networks by highlighting transparency, ethical values and responsible commitment. Fi-

nally, from a societal point of view, it raises awareness of the importance of responsible 
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purchasing behavior, thus encouraging companies and consumers to adopt more sus-

tainable practices. 

2 Review Of Literature 

2.1 Defining key concepts 

2.1.1 Corporate Social Responsibility (CSR) 

Corporate Social Responsibility (CSR) refers to the ethical practice where businesses 

integrate social, environmental, and economic concerns in their operations and interac-

tions with stakeholders [10]. CSR initiatives can include actions like reducing environ-

mental footprints, supporting charitable causes, ensuring fair labor practices, and pro-

moting transparency in business practices [11]. Companies that adopt CSR strategies 

aim to create a positive impact on society, improve their reputation, and build trust with 

customers, employees, and communities[12]. 

2.1.2 Responsible Purchasing Behavior 

Responsible purchasing behavior refers to the consumer decisions that prioritize prod-

ucts and services that are ethically sourced, environmentally sustainable, and socially 

responsible[13]. It involves conscious decision-making where buyers take into account 

the environmental, social, and ethical aspects of the products they choose [14]. This 

type of behavior is driven by values such as sustainability, fairness, and support for 

businesses that promote social responsibility, often resulting in choices that align with 

consumers' ethical beliefs and concerns [15]. 

2.1.3 Social Media 

Social media encompasses online platforms and applications where individuals and or-

ganizations can create, share, and exchange content and ideas [16]. These platforms, 

such as Facebook, Instagram, Twitter, and LinkedIn, have revolutionized communica-

tion by providing spaces for networking, brand promotion, marketing, and social inter-

action [17]. Social media plays a significant role in modern marketing strategies, ena-

bling businesses to engage with consumers directly, build relationships, and influence 

purchasing decisions through various forms of content, including posts, videos, and 

advertisements [18]. 

2.2 The Relationship Between Key Concepts 

Corporate Social Media Engagement and Responsible Purchasing Behavior. Cor-

porate social media engagement includes regular interactions with consumers, creating 

meaningful content, and responding to customer concerns [19]. Studies have shown 

that active engagement on social networks strengthens consumer loyalty, enhances 

brand image, and influences purchasing behavior [20]. Ama (2024) suggested that en-

gagement on social networks allows companies to better understand consumer needs 

and offer more responsible products [21]. AL-Haddad et al. (2022) revealed that con-

sumers are more likely to make responsible purchasing decisions when they interact 
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with companies promoting ethical and sustainable practices on social media. In Mo-

rocco, where social media use is growing, such engagement could have a direct impact 

on responsible purchasing behaviors [22] [23]. 

Transparency of Corporate Practices on Social Networks and Responsible Pur-

chasing Behavior. Transparency is a key factor in building consumer trust in a com-

pany [24]. According to Yang and Battocchio (2020), transparency in business prac-

tices contributes to better brand perception and positively influences purchasing deci-

sions [25]. Research by Castro-González et al. (2021) suggested that consumers value 

companies that are transparent, especially when it comes to their environmental and 

social impact [26]. A recent study by Saeed et al. (2019) and Holloway (2024) showed 

that companies that disclose information about their supply chains and ecological prac-

tices on social media gain consumer trust and encourage more responsible purchasing 

behaviors[27][28]. 

Social Media Influencers and Responsible Purchasing Behavior. Influencers play a 

crucial role in promoting responsible purchasing behaviors [29]. Ilieva et al (2024) 

showed that social media influencers have a significant impact on consumers' attitudes 

and behaviors, particularly in the area of responsible purchasing [30]. Additionally, 

Mishra and Ashfaq (2023) demonstrated that consumers are more likely to make ethical 

purchasing choices when an influencer they follow promotes responsible products [31]. 

Slimani and El Idrissi (2023) noted that the use of influencers is growing, and these 

influencers hold significant persuasive power in promoting eco-friendly or socially re-

sponsible products [32]. Collaborating with local influencers to promote sustainable 

products could therefore encourage responsible purchasing behaviors [33]. 

CSR-Related Content on Social Networks and Consumers' Responsible Purchas-

ing Behavior. Corporate social responsibility (CSR) has become a critical factor in 

consumers' purchasing decisions [34]. Companies that highlight their CSR efforts on 

social media can influence consumers' purchasing choices, especially if the company's 

practices align with the consumers' values [35]. Studies by Li et al (2023) emphasized 

that companies integrating CSR into their marketing strategy on social networks can 

promote responsible purchasing behaviors [36]. In a context, where social and environ-

mental issues are becoming increasingly important, consumers may be more influenced 

by companies that share their CSR initiatives on social media, thus encouraging more 

responsible purchasing behavior [37]. 

User-Generated Content on Social Media Encourages and Responsible Purchas-

ing Behavior. User-generated content (UGC) is a key factor in consumer decision-

making [38]. Chung (2025) demonstrated that UGC, such as online reviews, recom-

mendations, or posts from other consumers, has a significant impact on purchasing de-

cisions. According to Sinha (2022), peer recommendations are perceived as more au-

thentic and credible than traditional advertising, which motivates consumers to make 

responsible purchasing decisions [39][40]. Tahri and Bezoui (2022) found that moroc-

can consumers are increasingly influenced by the opinions and recommendations of 

other users on social media, especially when it comes to eco-friendly or socially re-

sponsible products [41]. Therefore, UGC on social media could play a significant role 

in promoting responsible purchasing behavior [42]. 
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Targeted Social Media Advertising on Ethical and Sustainable Products and Re-

sponsible Purchasing Behavior. Targeted advertising on social media allows compa-

nies to reach a highly specific audience [43]. Li et al (2024) found that targeted ads on 

social networks increase the effectiveness of advertising campaigns by influencing pur-

chasing behavior [44]. Additionally, Kumar et al (2024) showed that consumers are 

more likely to purchase responsible products when exposed to ads highlighting a 

product's positive environmental or social impact [45]. A study by Nabivi (2025) re-

vealed that social media ads featuring sustainable or eco-friendly products encourage 

responsible purchasing behavior [46]. Targeted social media ads promoting ethical and 

sustainable products could positively influence consumers to make responsible pur-

chasing decisions [47]. 

Responsible Purchasing Behavior and Customer Loyalty. Responsible purchasing 

behavior refers to the decisions made by consumers to buy products that are ethically 

sourced, environmentally sustainable, or socially responsible. Several studies have ex-

plored the connection between responsible purchasing and customer loyalty Klaysung 

et al (2022) suggested that loyalty is often built on a foundation of satisfaction, which 

can be influenced by consumers' values and ethical considerations [48]. Tran (2022) 

emphasized that consumers who align their purchasing choices with personal values, 

such as sustainability and social responsibility, are more likely to develop stronger loy-

alty toward brands that reflect those values. Further, Agu et al (2024) found that con-

sumers who engage in responsible consumption tend to feel a stronger sense of connec-

tion to brands that share their commitment to ethical practices[49][50]. The more a 

company demonstrates its commitment to sustainability and social responsibility, the 

more likely consumers are to feel loyal to it [51]. Latib (2025) also demonstrated that 

consumers who practice ethical consumption are not only more likely to buy from re-

sponsible brands but also tend to stick with those brands over time, developing higher 

levels of loyalty [52]. 

Corporate Social Media Practices and Customer Loyalty. Corporate social media 

engagement, transparency, influencer marketing, CSR-related content, user-generated 

content, and targeted advertising play pivotal roles in fostering customer loyalty, espe-

cially when these factors are linked to responsible purchasing behavior. Research has 

shown that corporate social responsibility (CSR) communication on social media sig-

nificantly influences consumer purchase intention and brand admiration [53]. Brands 

that engage actively with consumers on social media and provide transparent, ethical 

information are able to build trust and strengthen emotional connections with their au-

dience, which in turn drives customer loyalty [22]. Influencers, by lending credibility 

to brands, and user-generated content, which adds authenticity, both enhance customer 

perceptions and encourage long-term loyalty, particularly when these efforts align with 

consumers’ personal values and ethical preferences [54]. As responsible purchasing 

becomes a key consideration for many consumers, brands that integrate ethical values 

into their marketing strategies are more likely to foster stronger, more loyal customer 

relationships. Targeted social media advertising, which delivers personalized content 

based on individual preferences, also boosts customer engagement and loyalty. When 

advertisements emphasize a brand’s ethical practices or commitment to social respon-

sibility, they resonate more deeply with consumers, reinforcing their loyalty [55]. 
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Brands that combine transparency, engagement, and social responsibility in their mar-

keting efforts are better positioned to cultivate lasting consumer trust and loyalty in 

today’s value-driven marketplace. 

Based on the presented literature review, the hypotheses for our research could be 

presented as follows: 

Hypothesis 1 (H1): Corporate social media engagement positively influences con-

sumers' responsible purchasing behavior. 

Hypothesis 2 (H2): The transparency of corporate practices on social media posi-

tively affects consumers' responsible purchasing behavior. 

Hypothesis 3 (H3): Social media influencers promoting ethical and sustainable 

products positively influence consumers' responsible purchasing behavior. 

Hypothesis 4 (H4): CSR-related content shared by companies on social media pos-

itively impacts consumers' responsible purchasing behavior. 

Hypothesis 5 (H5): User-generated content (UGC) on social media positively influ-

ences consumers' responsible purchasing behavior. 

Hypothesis 6 (H6): Targeted social media advertising for ethical and sustainable 

products positively affects consumers' responsible purchasing behavior. 

Hypothesis 7 (H7): Consumers' responsible purchasing behavior positively influ-

ences their loyalty toward brands that promote ethical and sustainable values. 

Hypothesis 8 (H8): The corporate social media practices positively impacts cus-

tomer loyalty through responsible purchasing behavior. 

The conceptual framework for our research is illustrated in Figure 1 below, provid-

ing a visual representation of the key relationships between latent variables. 

Fig. 1. The conceptual Framework 
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3 Research methodology  

This study adopted a quantitative research approach to investigate the impact of corpo-

rate social media practices on customer loyalty, with responsible purchasing behavior 

serving as the mediating variable. A structured questionnaire was designed to collect 

data from Moroccan consumers who actively engage with corporate content on social 

media platforms. This approach facilitated the collection of numerical data to establish 

relationships between corporate social media practices, responsible purchasing behav-

ior, and customer loyalty, providing a solid foundation for hypothesis testing. 

The research followed a descriptive and explanatory design, aiming to describe the re-

lationships between corporate practices on social media and consumer behavior, while 

explaining the mechanisms through which these practices influence customer loyalty. 

The study used a purposive sampling technique to select 250 Moroccan consumers who 

are active on social media and engage with brands that promote ethical, sustainable, or 

responsible practices. This approach was chosen to ensure that the sample was relevant 

and representative of consumers who are familiar with and affected by corporate social 

media activities. The sample size of 250 participants was determined to provide statis-

tical validity and reliable results for the analysis. 

The survey instrument consisted of closed-ended questions, which were designed to 

measure the key variables of the  

study. These variables were assessed using a 5-point Likert scale (1 = Strongly Disa-

gree, 5 = Strongly Agree). The independent variables included corporate social media 

engagement (CSE) measured by 5 items, transparency of corporate practices (TCP) 

measured by 5 items, social media influencers (SMI) measured by 4 items, CSR-related 

content (CSR) measured by 5 items, user-generated content (UGC) measured by 5 

items, and targeted social media advertising (TSA) measured by 5 items.  

The mediating variable was responsible purchasing behavior (RPB), measured by 5 

items, which refers to consumers’ decisions to buy ethically sourced, environmentally 

friendly, or socially responsible products. Finally, customer loyalty (CL) was measured 

as the dependent variable, representing the strength of consumers’ ongoing relationship 

with brands that align with their ethical and sustainable values. 

The data collected was analyzed using SPSS for initial statistical analysis and 

SmartPLS for Structural Equation Modeling (SEM) to test the proposed hypotheses and 

model the relationships between variables. The analysis included descriptive statistics 

to summarize and describe the demographic and key response data, as well as reliability 

and validity tests such as Cronbach’s Alpha to measure internal consistency and Factor 

Analysis to assess the validity of the constructs. Structural Equation Modeling (SEM) 

was then used to test the relationships between the independent, mediating, and depend-

ent variables, evaluating the direct and indirect effects of corporate social media prac-

tices on customer loyalty via responsible purchasing behavior. 

To ensure the ethical integrity of the study, participation was voluntary and anonymous, 

with all respondents provided with detailed information about the study’s purpose. In-

formed consent was obtained from all participants, ensuring they understood their right 

to withdraw from the study at any time without consequence. The study adhered to 
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ethical standards for confidentiality and transparency, guaranteeing the privacy of all 

respondents and the proper handling of their data. 

4 Results 

4.1 Demographic Results 

The demographic results indicate that the majority of respondents are female (60%) and 

young adults aged 25-34 (40%), suggesting that this group is more engaged with cor-

porate social media practices and responsible purchasing behavior. Most participants 

hold at least a bachelor's degree (60%), highlighting an educated consumer base that 

may be more aware of ethical and sustainable business practices. Additionally, the ma-

jority fall into the medium-income category (50%), with 30% in the high-income 

bracket, indicating that financial stability could influence responsible purchasing deci-

sions. Overall, the sample represents a young, educated, and financially stable con-

sumer group. 

Table 1. Demographic results 

Demographic Characteristic Pourcentage (%) 

Gender 
Male 40% 
Female 60% 

Age 
18-24 30% 
25-34 40% 
35-44 20% 
45 and above 10% 

Education Level 
High School 10% 
Bachelor’s Degree 60% 
Master’s Degree 25% 
Doctorate 5% 

Income Level 
Low Income 20% 
Medium Income 50% 
High Income 30% 

Source: The results of our study 

4.2 Factor Analysis Results 

The factor analysis results confirm that all constructs are well-defined, with each item 

strongly contributing to its respective factor (factor loadings above 0.7). The high factor 

loadings across corporate social media engagement, transparency, influencer market-

ing, CSR-related content, user-generated content, targeted advertising, responsible pur-

chasing behavior, and customer loyalty suggest that the measurement model is reliable 

and valid. These results indicate that the items effectively capture the intended dimen-

sions of corporate social media practices and their influence on consumer behavior. 
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Consequently, the model is well-suited for hypothesis testing and structural equation 

modeling (SEM) to assess the relationships between these constructs. 

Table 2. Factor Loadings for Constructs 

Item 
Code 

Factor 
Loading 
(CSE) 

Factor 
Loading 
(TCP) 

Factor 
Loading 
(SMI) 

Factor 
Loading 
(CSR) 

Factor 
Loading 
(UGC) 

Factor 
Loading 
(TSA) 

Factor 
Loading 
(RPB) 

Factor 
Loading 
(CL) 

CSE1 0.76 
 

       
CSE2 0.79 

       
CSE3 0.73 

       
CSE4 0.78 

       
CSE5 0.74 

       
TCP1 

 
0.81 

      
TCP2 

 
0.84 

      
TCP3 

 
0.79 

      
TCP4 

 
0.75 

 
TCP5 

 
0.77 

 
SMI1 

 
0.81 

 
SMI2 0.79 

SMI3 
 

 
0.78 

 

 
SMI4 

 
0.77 

 
CSR1 

 
0.83 

 
CSR2 

 
0.80 

 
CSR3 

 
0.79 

      
CSR4 

 
0.76 

      
CSR5 

 
0.75 

      
UGC1 

 
0.82 

      
UGC2 

 
0.79 

      
UGC3 

 
0.78 

      
UGC4 

    0.77 
   

UGC5 0.80 

TSA1 
 

 
0.81 

 

 
TSA2 0.79 

TSA3 
 

0.78 
 

TSA4 
 

 
0.76 

 

 
TSA5 

 
0.75 

 
RPB1 

 
0.83 

 
RPB2 

 
0.80 

 
RPB3 0.79 

RPB4 
 

0.76 
 

RPB5 
 

 
0.75 

 

CL1 
 

0.85 

CL2 
 

0.83 

CL3 0.81 
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CL4 0.79 

CL5 
 

0.76 

4.3 Convergent Validity 

Convergent validity was assessed using Cronbach's Alpha, Composite Reliability (CR), 

and Average Variance Extracted (AVE). The table 3 below summarizes the found re-

sults. he results confirm that all constructs exhibit strong convergent validity, as indi-

cated by the reliability and validity metrics. Cronbach’s Alpha values exceed the rec-

ommended threshold of 0.70, demonstrating high internal consistency among the meas-

urement items. Similarly, Composite Reliability (CR) values are above 0.70 for all con-

structs, further reinforcing the reliability of the scales. Moreover, the Average Variance 

Extracted (AVE) values surpass 0.50, confirming that each construct captures a suffi-

cient proportion of variance from its indicators. These findings establish the robustness 

of the measurement model, ensuring its suitability for further analysis of the relation-

ships between constructs. 

Table 3. Convergent validity results 

Cons-
truct 

Cronbach’s Al-
pha 

Composite Reliability 
(CR) 

AVE 

CSE 0.87 0.90 0.60 
TCP 0.88 0.91 0.65 
SMI 0.85 0.89 0.62 
CSR 0.86 0.90 0.68 
UGC 0.84 0.88 0.64 
TSA 0.83 0.87 0.58 
RPB 0.85 0.89 0.61 
CL 0.90 0.92 0.70 

Source: The results of our study 

4.4 Discriminant Validity  

Discriminant validity was assessed using the Fornell-Larcker Criterion. The results 

confirm that the constructs exhibit strong discriminant validity according to the Fornell-

Larcker criterion. The square root of the Average Variance Extracted (AVE) for each 

construct (diagonal values) is greater than the correlation between that construct and 

any other, indicating that each construct is distinct from the others. This suggests that 

the measurement items effectively capture unique aspects of their respective constructs 

rather than overlapping significantly with other variables. These findings reinforce the 

validity of the measurement model and confirm that the constructs can be used for fur-

ther hypothesis testing without concerns of excessive multicollinearity. 
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Table 4. Discrimmant validty results (Fornell-Larcker Criterion) 

Construct CSE TCP SMI CSR UGC TSA RPB CL 

CSE 0.78 0.50 0.45 0.46 0.52 0.47 0.50 0.55 

TCP 0.50 0.81 0.48 0.50 0.49 0.44 0.53 0.57 

SMI 0.45 0.48 0.79 0.53 0.54 0.50 0.55 0.59 

CSR 0.46 0.50 0.53 0.82 0.56 0.51 0.59 0.63 

UGC 0.52 0.49 0.54 0.56 0.80 0.53 0.58 0.62 

TSA 0.47 0.44 0.50 0.51 0.53 0.76 0.56 0.60 

RPB 0.50 0.53 0.55 0.59 0.58 0.56 0.79 0.64 

CL 0.55 0.57 0.59 0.63 0.62 0.60 0.64 0.84 

Source: The results of our study 

4.5 Hypotheses Testing  

The Structural Equation Modeling (SEM) results were analyzed using SmartPLS to test 

the relationships between the constructs. The results indicate strong support for all hy-

potheses. Corporate social media engagement (β = 0.33, p = 0.020), transparency (β = 

0.27, p = 0.015), influencers (β = 0.31, p = 0.018), CSR-related content (β = 0.29, p = 

0.023), user-generated content (β = 0.35, p = 0.012), and targeted social media adver-

tising (β = 0.26, p = 0.021) all have a significant positive influence on responsible pur-

chasing behavior. Additionally, responsible purchasing behavior itself (β = 0.40, p = 

0.010) is shown to significantly enhance customer loyalty. These findings highlight the 

importance of various social media factors in driving responsible consumer actions, 

which ultimately foster greater loyalty to brands. 

Table 5. Test validity for direct effects 

Hypothesis Path 
(β) 

Coefficient p-Value Result 

H1: Corporate social media engagement → Re-
sponsible purchasing behavior 

0.33 0.020 Supported 

H2: Transparency → Responsible purchasing 
behavior 

0.27 0.015 Supported 

H3: Influencers → Responsible purchasing be-
havior 

0.31 0.018 Supported 

H4: CSR-related content → Responsible pur-
chasing behavior 

0.29 0.023 Supported 

H5: User-generated content → Responsible 
purchasing behavior 

0.35 0.012 Supported 

H6: Targeted social media advertising → Re-
sponsible purchasing behavior 

0.26 0.021 Supported 
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H7: Responsible purchasing behavior → Cus- 0.40 0.010 Supported 

Source: The results of our study 

The results of the indirect effects analysis indicate that corporate social media practices 

significantly enhance customer loyalty through responsible purchasing behavior (H8). 

Specifically, corporate social media engagement (β = 0.24, p = 0.031), transparency (β 

= 0.20, p = 0.019), influencers (β = 0.22, p = 0.017), CSR-related content (β = 0.21, p 

= 0.024), user-generated content (β = 0.23, p = 0.015), and targeted social media ad-

vertising (β = 0.19, p = 0.028) all have positive and significant indirect effects on cus-

tomer loyalty. These findings underscore the critical role of responsible purchasing be-

havior as a mediator in the relationship between social media practices and customer 

loyalty, confirming that consumers are more likely to remain loyal to brands that pro-

mote ethical, responsible practices on social media platforms. 

Table 6. Test validity for indirect effects 

Hypothesis Indirect Ef-
fect (β) 

p-Va-
lue 

Result 

H8a: Corporate social media engagement → Customer 
loyalty (via responsible purchasing behavior) 

0.24 0.031 Sup-
ported 

H8b: Transparency → Customer loyalty (via responsible 
purchasing behavior) 

0.20 0.019 Sup-
ported 

H8c: Influencers → Customer loyalty (via responsible 
purchasing behavior) 

0.22 0.017 Sup-
ported 

H8d: CSR-related content → Customer loyalty (via re-
sponsible purchasing behavior) 

0.21 0.024 Sup-
ported 

H8e: User-generated content → Customer loyalty (via 
responsible purchasing behavior) 

0.23 0.015 Sup-
ported 

H8f: Targeted social media advertising → Customer loy-
alty (via responsible purchasing behavior) 

0.19 0.028 Sup-
ported 

Source: The results of our study 

5 Discussion of Results 

The results of the hypotheses testing strongly support the literature on the influence of 
corporate practices on responsible purchasing behavior and customer loyalty. First, for 
Hypothesis H1, which examined the effect of corporate social media engagement on 
responsible purchasing behavior, showed a significant positive relationship (path 
coefficient = 0.33, p = 0.020). This result aligns with the findings of Syahribulan et al. 
(2025), who emphasized the role of social media engagement in influencing consumer 
behaviors, particularly when it comes to ethical and responsible consumption. 
Companies that actively engage with their consumers on social media platforms can 
shape attitudes and encourage more responsible purchasing decisions [29]. 

For Hypothesis H2, transparency in corporate practices was also found to have a 
significant impact on responsible purchasing behavior (path coefficient = 0.27, p = 
0.015), supporting the research by Lee & Chung (2023) and Yang & Battocchio (2020). 
The literature suggests that transparency builds consumer trust, especially when 
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companies openly share information about their environmental and social practices. 
This trust is crucial in encouraging consumers to make more responsible purchasing 
choices, as they feel more confident in the company's commitment to ethical practices 
[24] [25]. 

Hypothesis H3, which tested the impact of influencers on responsible purchasing 
behavior, found a significant positive effect (path coefficient = 0.31, p = 0.018). This 
result supports previous research by Mishra & Ashfaq (2023) and Slimani & El Idrissi 
(2023), who highlighted the persuasive power of influencers in promoting responsible 
consumption. Influencers, particularly those who advocate for sustainable or socially 
responsible products, can play a significant role in shaping consumer attitudes and 
encouraging ethical purchasing decisions, making them a valuable tool for brands 
promoting responsible products [31][32]. 

In examining the role of CSR-related content on social networks, Hypothesis H4 
showed that CSR initiatives shared on social media positively influence responsible 
purchasing behavior (path coefficient = 0.29, p = 0.023). This finding corroborates the 
work of Li et al. (2023) and Deep (2024), who noted that consumers are more likely to 
support companies whose values align with their own, particularly when it comes to 
social and environmental responsibility. By showcasing CSR efforts, companies can 
not only demonstrate their commitment to sustainability but also foster a stronger 
connection with consumers, encouraging more responsible purchasing decisions. 

User-generated content (UGC) was also found to significantly affect responsible 
purchasing behavior in Hypothesis H5, with a path coefficient of 0.35 (p = 0.012). This 
result supports the research by Chung (2025) and Sinha (2022), who argued that peer 
recommendations and online reviews have a greater impact on consumer decision-
making than traditional advertising. UGC, such as customer reviews and posts, is 
perceived as more authentic, which makes it a powerful tool for influencing responsible 
purchasing choices, especially when promoting environmentally and socially 
responsible products [39]. 

Hypothesis H6 tested the effect of targeted social media advertising on responsible 
purchasing behavior, with results showing a positive impact (path coefficient = 0.26, p 
= 0.021). This finding is consistent with studies by Li et al. (2024) and Kumar et al. 
(2024), which found that targeted ads, especially those promoting ethical and 
sustainable products, can influence consumer behavior. By reaching a specific audience 
with tailored messages about the social or environmental benefits of products, 
companies can encourage consumers to make more responsible purchasing decisions 
[45]. 

Hypothesis H7, which examined the link between responsible purchasing behavior and 
customer loyalty, found a significant positive relationship (path coefficient = 0.40, p = 
0.010). This supports the work of Klaysung et al. (2022) and Latib (2025), who 
suggested that responsible purchasing behavior strengthens brand loyalty. Consumers 
who align their purchasing decisions with their values, such as sustainability and social 
responsibility, are more likely to develop a stronger emotional connection to the brands 
that share these values, leading to increased customer loyalty over time [48] [52]. 

Finally, for H8, the results confirm that corporate social media practices positively 
impact customer loyalty through responsible purchasing behavior. Corporate social 
media engagement (H8a) shows a significant effect (0.24, p = 0.031), indicating that 



446             B. Mohamed et al.

active brand interaction fosters emotional connections and enhances loyalty (Khan & 
Jan, 2023; Al-Haddad et al., 2022). Transparency (H8b) also plays a key role (0.20, p 
= 0.019), as openly communicating ethical commitments strengthens consumer trust. 
Influencer marketing (H8c) (0.22, p = 0.017) and user-generated content (H8e) (0.23, 
p = 0.015) enhance credibility and authenticity, reinforcing consumer confidence in 
brands that align with their values [53]. CSR-related content (H8d) (0.21, p = 0.024) 
strengthens loyalty by showcasing a brand’s commitment to social responsibility, 
resonating with ethically conscious consumers [55]. Additionally, targeted social media 
advertising (H8f) (0.19, p = 0.028) personalizes brand messaging, increasing 
engagement and reinforcing loyalty when ethical and sustainability efforts are 
emphasized. 

Overall, the findings confirm that corporate social media practices significantly 
influence responsible purchasing behavior, which in turn strengthens customer loyalty. 
Engagement, transparency, influencer marketing, CSR-related content, user-generated 
content, and targeted advertising all play key roles in shaping consumer trust and ethical 
consumption. The strong link between responsible purchasing and loyalty (path 
coefficient = 0.40, p = 0.010) highlights that consumers increasingly favor brands 
aligning with their values. These results reinforce the need for businesses to integrate 
authenticity and social responsibility into their digital strategies to foster lasting 
customer relationships.  

6 Recommendations 

Based on the results of the hypotheses testing and the review of the literature, several 
recommendations can be made for companies aiming to enhance responsible 
purchasing behavior and customer loyalty through their social media practices: 

Enhance Corporate Social Media Engagement: Companies should increase their 
engagement with consumers on social media by regularly sharing relevant content, 
responding to consumer inquiries, and actively participating in conversations. This 
engagement helps foster a stronger connection with consumers, encouraging them to 
make more responsible purchasing decisions. Social media platforms offer an excellent 
opportunity for companies to demonstrate their values and commitment to 
sustainability, ultimately influencing consumer behavior. 

Prioritize Transparency in Corporate Practices: It is crucial for companies to be 
transparent about their business practices, particularly regarding environmental and 
social impacts. Sharing detailed information about the supply chain, production 
processes, and sustainability efforts on social media builds trust with consumers and 
encourages them to choose responsible products. Companies should be proactive in 
providing clear, truthful information to their audiences to reinforce their reputation as 
ethical and trustworthy brands. 

Leverage Influencers to Promote Responsible Products: Collaborating with social 
media influencers who align with the brand's values can significantly boost responsible 
purchasing behavior. Influencers have the power to reach and persuade large audiences, 
especially in promoting eco-friendly or socially responsible products. Brands should 
carefully select influencers whose followers resonate with the company's sustainability 
goals to amplify their message and promote ethical purchasing decisions. 
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Highlight CSR Efforts on Social Media: Companies should strategically incorporate 
their CSR initiatives into their social media marketing efforts. By showcasing their 
social and environmental contributions, such as supporting sustainable development, 
reducing their carbon footprint, or giving back to local communities, companies can 
attract consumers who share similar values. Transparent CSR practices not only drive 
responsible purchasing but also improve the brand's image and consumer loyalty. 

Encourage User-Generated Content (UGC): UGC, such as customer reviews, 
testimonials, and social media posts, should be encouraged as it significantly influences 
consumer decision-making. Brands can create campaigns or incentives that motivate 
customers to share their experiences with responsible products. UGC is perceived as 
more authentic and relatable than traditional advertising, making it an invaluable 
resource for promoting responsible consumption and building trust among potential 
customers. 

Optimize Targeted Social Media Advertising: To effectively reach consumers who are 
likely to make responsible purchasing decisions, companies should use targeted 
advertising on social media platforms. By tailoring ads to highlight the environmental 
or social benefits of products, companies can influence purchasing behavior and 
encourage consumers to choose products that align with their values. Companies should 
leverage data and analytics to fine-tune their ad campaigns and ensure they are reaching 
the right audience. 

Foster Customer Loyalty Through Responsible Practices: Brands that demonstrate a 
commitment to sustainability and ethical practices should build long-term relationships 
with their customers by creating loyalty programs that reward responsible purchasing 
behavior. Companies should emphasize their dedication to ethical consumption in all 
aspects of their operations, from product design to marketing strategies, to cultivate a 
sense of loyalty among consumers who share similar values. This strengthens brand 
loyalty, leading to repeat purchases and positive word-of-mouth promotion. 

By implementing these recommendations, companies can not only encourage 
responsible purchasing behaviors but also build stronger, more loyal customer 
relationships that drive sustainable business growth. 

7 Conclusion  

This study highlighted the importance of companies' practices on social networks in 
influencing consumers' responsible purchasing behavior and their loyalty. Through a 
quantitative analysis based on a sample of 250 Moroccan consumers, it has been 
demonstrated that several factors play a decisive role in this dynamic, in particular the 
transparency of practices, influencer marketing, CSR-related content, user-generated 
content and targeted advertising on ethical and sustainable products. 

The results obtained confirm that the transparency of companies on social networks 
strengthens consumer confidence and encourages them to adopt more responsible 
purchasing behaviors. Influencer marketing, on the other hand, acts as a powerful lever 
by encouraging consumers to move towards sustainable and ethical products. Likewise, 
the publication of CSR content allows companies to enhance their social and 
environmental commitment, thus positively influencing consumer perception. In 
addition, user-generated content (UGC) plays a key role in the credibility of messages 
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transmitted by brands, because peer reviews and recommendations are perceived as 
more authentic than traditional advertisements. Finally, targeted advertising on social 
networks contributes to increasing the intention to purchase responsible products by 
raising consumer awareness of ethical and environmental issues. 

The analysis of the relationships between these different variables also revealed that 
responsible purchasing behavior acts as a key mediator between companies' practices 
on social networks and consumer loyalty. In other words, the more actively a company 
encourages responsible purchasing through its online actions, the more it strengthens 
the loyalty of its customers. This loyalty is fuelled in particular by consumers' 
identification with the values and commitments of the brands, which encourages them 
to maintain a lasting relationship with them. 

From a theoretical point of view, this research makes a significant contribution by 
enriching the literature on the impact of digital marketing and responsible 
communication strategies on consumer behavior. It highlights the importance of a 
holistic approach integrating various digital practices to positively influence consumer 
perception and engagement. 

On a managerial level, the results suggest that companies must adopt a coherent and 
authentic strategy in terms of responsible communication on social networks. It is 
essential to promote transparency, collaborate with credible influencers, publish 
engaging CSR content, encourage consumer opinions and testimonials and use targeted 
advertising in an ethical way. These efforts will not only promote more responsible 
purchasing behaviors, but also strengthen customer loyalty in the long term. 

Finally, this study paves the way for future research prospects. It would be interesting 
to expand the sample to other consumer segments and explore the impact of new 
technologies, such as artificial intelligence and augmented reality, in promoting 
responsible shopping behavior. In addition, a complementary qualitative approach 
could deepen the understanding of consumers' motivations and obstacles to companies' 
responsible practices on social networks. 

In conclusion, this study highlights the central role of digital technology in the 
transformation of consumer habits and reminds that companies have a major 
responsibility in supporting consumers towards more ethical and sustainable choices. 
Transparent, engaging communication that is aligned with societal expectations can not 
only strengthen customer loyalty, but also contribute to positive change in society. 
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