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Abstract 

Environmental organizations have increasingly utilized social media platforms to highlight issues related to climate 

change and environmental challenges, raise public awareness, foster engagement on environmental matters, cultivate a 

positive corporate image, and promote environmentally sustainable consumption practices. However, there is a lack of 

empirical evidence regarding the influence of these organizations' social media marketing strategies on their followers. 

The study aims to investigate the effect of environmental organizations’ social media marketing activities on brand 

image, online word-of-mouth communications, and the pro-environmental behaviors of followers. A quantitative 

approach was used in the research, and data were gathered through online questionnaires from 529 users who actively 

follow ten well-known environmental organizations on Facebook, Instagram, Twitter, and LinkedIn in Türkiye. The 

theoretical model and hypotheses were tested with Structural Equation Modeling (SEM). The social media marketing 

components of environmental organizations were defined as awareness, interaction, timeliness, customization, and 

advertising. As a result of the analysis, it was revealed that the social media marketing components of environmental 

organizations' awareness, timeliness, and interaction have a positive effect on the pro-environmental behaviors of the 

followers. At the same time, these components have a significant effect on brand image and online word-of-mouth in 

environmental organizations. In addition, it has been demonstrated that brand image and online word-of-mouth in 

environmental organizations significantly affect on the pro-environmental behaviors of the followers. The findings 

suggest that social media serves as an effective platform for environmental organizations to enhance their brand image 

and promote pro-environmental behavior. However, these organizations face challenges regarding the effectiveness of 

advertisements and the personalization of communication on these platforms. 

Keywords: Social Media Marketing; Brand Image; Word-of-Mouth; Pro-Environmental Behavior; Environmental Organizations. 

 

1. Introduction 

In contemporary discourse, it is widely acknowledged that environmental challenges, such as climate change, air 

and water pollution, soil degradation, and biodiversity loss, are anthropogenic. The causal relationship between human 

consumption patterns and environmental degradation has been empirically established [1], and collective 

consciousness has emerged owing to the concerted efforts of governments, media outlets, and both profit-driven and 

non-profit organizations that emphasize environmental sustainability, thereby enhancing public awareness of 

environmental conservation [2]. There is growing recognition among individuals regarding the sustainable utilization 

of natural resources [3], and the preservation of natural habitats to maintain a high quality of life has become a shared 
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ideal in modern societies [4]. Nevertheless, current research indicates that observed climate changes influence 

numerous weather and climate extremes globally, with human activities exerting an increasing impact on these 

observed alterations in extreme events [5]. Consequently, initiatives undertaken by environmental organizations (EOs) 

to capture public attention, enhance awareness, and modify lifestyles and consumption behaviors towards pro-

environmental practices are of significant importance in addressing climate change and environmental concerns. 

Presently, social media platforms serve as optimal channels through which environmental organizations (EOs) can 

engage with individuals, potential volunteers, and donors within their target demographics. Social media facilitates the 

dissemination of content created by organizations or individual users, thereby promoting user interactions [6]. Through 

these platforms, EOs can establish brand presence within social networks comprising millions of users, provide online 

customer services, and execute various initiatives such as information dissemination, advertising, and promotional 

offers in an efficient, cost-effective, and continuous manner [7]. Social networks present unique opportunities for EOs 

to cultivate a distinctive brand identity, promote pro-environmental behavior (PEB), and enhance engagement with 

potential volunteers and donors. These platforms enable EOs to share information and compel content rapidly and 

economically, thus continually raising awareness of environmental issues [8]. Consequently, social media is highly 

effective for marketing strategies of EOs that aim to enhance communication with their stakeholders (individuals, 

institutions, donors, volunteers, etc.) to highlight environmental concerns and encourage pro-environmental behavior 

[9]. Social media plays a significant role in the marketing communications of Environmental Organizations (EOs) in 

two primary ways. First, social media serves as an appropriate platform for direct marketing initiatives, facilitating 

interactions between EOs and their stakeholders as well as supporting branding activities. As a marketing 

communication channel, social media enables EOs to efficiently disseminate content aimed at raising awareness, 

providing information, promoting projects and campaigns, advertising cost-effectively, and obtaining feedback from 

stakeholders [10]. Social media eliminates the time and physical barriers in the interaction of EOs with individuals and 

institutions that are social media users, potential volunteers, and donors [11]. Consequently, EOs can enhance and 

maintain their engagement with the target audience through social media marketing activities (SMMA) [12]. Increased 

interaction can raise people's awareness of environmental issues and encourage them to become volunteers and donors 

to the organization's operations [13]. Furthermore, these interactions can contribute to an institution's image and brand 

value by fostering a sense of trust among stakeholders. 

The second aspect pertains to the impact of comments and shares on the organization's mission, activities, identity, 

and image among social media users, regardless of EOs. The boundaries of user-generated shares on virtual platforms 

remain undefined, and no EOs can intervene in this process [14]. The content shared by the EOs on social media can 

be evaluated, interpreted, and re-shared by other users [15]. Furthermore, this content can be independently produced 

by other users without EO involvement, potentially generating a wave of electronic word-of-mouth (e-WOM) among 

users on virtual platforms [16]. Since this e-WOM exchange between social media users is often not perceived as a 

marketing activity, the content may enhance users' sense of trust and have a positive influence on their PEB [17]. 

Existing literature includes studies that examine the role of social media marketing within non-profit organizations 

[18, 19]. Furthermore, some scholars advocate for the use of social media as a tool for information dissemination, 

education, and participation in environmental issues [15, 20]. Ballew et al. (2015) explored the influence of social 

media on the dissemination of pro-environmental behavior [21], while Ji et al. (2018) investigated how social media 

contributes to raising awareness about environmental challenges [22]. Research on social media and PEB 

predominantly focuses on consumers' intentions to purchase eco-friendly products [23], their consumption behaviors 

[3, 24], or the impact of digitalization on environmentally friendly behavior [25–27]. However, there is a significant 

gap in the literature regarding the use of social media as a marketing platform by environmental organizations and the 

effect of these marketing activities on the environmentally friendly behavior of their followers. This research is 

pioneering in defining the framework of social media marketing activities aimed at fostering environmentally friendly 

behavior change within environmental organizations. Additionally, the study addresses the uncertainty surrounding the 

role of social media in influencing followers' adoption of environmentally friendly behaviors. This study specifically 

examines the social media marketing activities (SMMA) of environmental organizations (EOs) as a factor influencing 

PEB. The objectives of this study are as follows: 

 To examine the effect of environmental organizations' SMMA on the PEB of followers; 

 To test the effect of SMMA on brand image and online word-of-mouth in environmental organizations, and 

 To measure the effect of brand image and online word-of-mouth in environmental organizations on the pro-

environmental organizations of followers. 

The structure of the remainder of this paper is organized as follows: First, a theoretical framework for social media 

marketing activities within environmental protection organizations is presented. Following this, the concepts of pro-

environmental behavior (PEB), brand image, and electronic word-of-mouth (e-WOM) are explained, the 

interrelationships among these variables are delineated, and hypotheses are formulated based on a solid theoretical 
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foundation. The methodology section details the population, sampling, measurement instruments, and data collection 

and analysis procedures. In the findings section, the results derived from the data analysis are presented. Finally, the 

discussion and conclusion section examine the research outcomes and offers recommendations for both researchers 

and practitioners. 

2. Developing Conceptual Framework and Hypotheses 

2.1. Social Media Marketing Activities in Environmental Organizations 

Social media serves as an effective platform for Environmental Organizations (EOs) to disseminate messages to 

their target audience and engage with potential donors and volunteers [9]. These platforms offer opportunities for EOs 

to gain insights into potential volunteers and donors as well as to publicize the organization's activities, promotions, 

campaigns, and advertisements at minimal cost [28]. Furthermore, social media platforms function as suitable tools for 

EOs to enhance brand awareness, establish a positive brand image, and construct a distinctive brand identity [12]. 

Social media acts as a conduit for EOs to interact with their target audiences [10] and foster environmental 

collaboration with stakeholders [29]. However, the efficacy of EOs in establishing this connection depends on 

delineating the framework and defining the content of social media marketing. 

Social media marketing activities encompass online transmission of written and visual content within a marketing 

context to interact with, inform, and persuade the target market on virtual platforms. In a seminal study on social 

media marketing activities (SMMA), Kim & Ko (2012) identified social media marketing components for luxury 

fashion brands and categorized them as entertainment, interaction, trendiness, customization, and word-of-mouth [10]. 

Seo & Park (2018) considered WOM in the airline industry as a behavioral response to SMMA and instead added 

entertainment to these components [8]. Similarly, Liu et al. (2021) argue that word-of-mouth is not a dimension but an 

outcome of SMMA [30]. The components of social media marketing are debated in the literature, and these 

components may vary according to the characteristics of different sectors [10, 31]. Bilgin & Kethüda (2022) defined 

SMMA for charities as awareness, interaction, timeliness, informativeness, customization, and advertisement [9]. In 

this research, consistent with the literature [9, 10, 32], the framework of SMMA for EOs is defined as awareness, 

interaction, timeliness, customization, and advertisement. 

Creating awareness encompasses social media communications aimed at directing users' attention to environmental 

issues, generating interest in EOs and their activities, and indicating that environmental concerns are a significant 

aspect of their lives. Owing to the high number of users, written and visual content on environmental issues in social 

networks is optimal for the awareness-raising activities of EOs [33]. The interaction component refers to the way EOs 

communicate and exchange ideas with their followers and other stakeholders through social media [8, 34]. Social 

media allows EOs to establish real-time communications with the target audience, to follow their ideas, comments, 

and suggestions, and to facilitate cooperation with them [35]. Timeliness refers to the dissemination of the latest and 

up-to-date information about the activities on the social media platforms of the EOs and maintaining account activity 

by regularly updating posts [9]. Environmental organizations can provide their followers with up-to-date information 

about natural disasters (fire, flood, etc.) and environmental problems through visual content on social media. Since 

these real-time posts encourage followers’ interaction with the organization [10], it is crucial for EOs to maintain 

active interaction with their followers and stimulate interest and curiosity. 

Customization involves one-to-one contact between EOs and potential volunteers, donors, and other users and their 

individual engagement with their interests, questions, and concerns [9]. Through personalized communications, EOs 

can make volunteers and donors feel important and can stimulate them to support environmental activities more [8]. 

The advertisement component represents the social media posts of EOs that directly include the promotion, identity, 

and activities of the organization on social media so as to attract potential donors and volunteers. The cost of social 

media ads is cheaper than traditional ads, and it is easier to measure the performance of these ads [28]. EOs can 

advertise effectively through social media by presenting remarkable stories about how the activities impact the natural 

environment [36]. 

2.2. Environmental Organizations’ SMMA and Pro-Environmental Behavior 

Pro-environmental behavior can be defined as an individual's deliberate actions aimed at minimizing environmental 

harm, protecting the environment, and contributing to environmental sustainability [37]. Similarly, PEB is accepted as 

“any behavior intended by the individual to have a positive impact on the environment” [38]. Social media platforms 

serve as functional tools for promoting PEB through the dissemination of environmental information. Chung et al. 

(2020) posited that young adults utilize social media as a significant resource for obtaining information on 

environmental issues [39]. EOs can inform others and create a strong environmental awareness with real-time posts on 

many environmental issues such as pollution, fire, injured or endangered animals, and illegal garbage disposal on 
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social media [40]. Individuals aware of environmental hazards are more likely to act pro-environmentally [41]. 

Birkenholtz & Simon (2022) asserted that many current environmental crises stem from ignorance and a lack of 

awareness [42]. In this context, enabling social media interaction with real-time sharing can facilitate immediate 

awareness of environmental events and timely responses from various institutions responsible for environmental 

management [40, 43]. The extant literature indicates that social media encourages pro-environmental behaviors among 

individuals [20, 23, 44]. Consequently, the proposed research hypotheses are as follows: 

H1: Environmental organizations' SMMA has a positive effect on followers’ pro-environmental behavior. 

2.3. Environmental Organizations’ SMMA and Online Word-of-Mouth 

Word-of-mouth refers to people’s informal communication with each other, as independent from organizations, 

about a product or a brand [45]. Traditionally, WOM was limited to the physical environment, but in the information 

age, the boundaries of these communications have disappeared, and virtual platforms have made the sharing of 

information and experience among users continuous [46]. Furthermore, social media has eliminated the differences 

between users in terms of location, status, background, and interests and has offered people from all segments of 

society the opportunity to interact and act jointly with others [47]. Content created and shared by a user on social 

media reaches millions of users who cannot physically meet during the life of the user with a single click and can 

affect their approach to environmental issues [48]. In this context, for EOs that aim to create PEB change, social media 

can be an effective tool to accelerate and strengthen WOM among users [49]. Online word-of-mouth between users in 

social media can turn followers into voluntary marketing employees of EOs by disseminating information, sharing 

experiences, and making recommendations. There are findings in the literature that social media increases e-WOM in 

non-profit organizations [18]. Accordingly, the proposed research hypothesis is as follows: 

H2: Environmental organizations' SMMA has a positive effect on followers’ online word-of-mouth.  

2.4. Social Media Marketing Activities and EOs’ Brand Image 

Brand image can be defined as the sum of perceptions shaped by various brand associations (such as brand 

attributes, brand name, benefits and attitudes, etc.) in the minds of consumers [50]. Brand image emphasizes the 

organization's distinctiveness in the minds of the target audience and provides an initial impression of the quality of 

the offered services [51]. The brand image of an EO is formed by the individual experiences of the target audience 

related to the activities of the organization, marketing communication, and social reactions [52]. Social media are 

efficacious in assisting EOs in reaching their target audience, developing individual relationships with them, and 

creating a positive brand image [53]. By providing followers with an online platform to exchange opinions and 

information about the institution's activities, environmental organizations can mitigate their followers' prejudices and 

misunderstandings about the environmental organization [10]. 

Visually compelling written and visual content shared on an organization's social media helps potential volunteers, 

followers, and donors to establish an emotional connection with the organization [54]. EOs can strengthen this 

experiential image through customized communication with volunteers and donors on social media [9]. Furthermore, 

organizations can expeditiously inform their followers and others of the existence and activities of an organization that 

is concerned about their future and strives for environmental sustainability owing to the accessibility and widespread 

use of social media. These posts can cultivate unique brand awareness and images of EOs within the minds of the 

target audience [55]. Research findings demonstrate that social media is effective in creating brand images in non-

profit organizations [9]. Accordingly, the proposed research hypothesis is as follows: 

H3: Environmental organizations' SMMA has a positive effect on brand image. 

2.5. Brand Image and e-WOM in Environmental Organizations 

The brand image of an environmental organization is associated with its perception of the society in which it 

operates, based on the knowledge and experience of volunteers, donors, and other individuals familiar with the 

organization. A positive brand image can assist environmental organizations in gaining appreciation from their 

stakeholders, community approval, volunteer engagement, and increased donations [56, 57]. Furthermore, a strong 

brand image effectively communicates to the target audience the value of both environmental organizations and the 

fundamental service that the organization provides to society [58]. As brand image conveys the promises of any 

environmental organization to its target audience and society, a robust brand image is crucial for attracting volunteers 

and donors to the organization and encouraging positive electronic word-of-mouth (e-WOM) [59]. 

Williams & Buttle (2013) asserted that e-WOM in non-profit organizations is influenced by the organization's 

image and affects donors' views and behaviors [60]. Social media serves as a platform frequently utilized by users 

to gather information about an environmental organization, pose questions to others, and benefit from their 

experiences [49]. Online word-of-mouth disseminated on social media through users' liking, re-sharing, and 
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commenting on posts influences the image of the environmental organization in the minds of others and directs 

their attitudes and behaviors towards the organization [48]. Positive or negative WOM reflects individuals' 

experiences with the environmental organization and the image they perceive. While the likes, comments, and 

recommendations of individuals with a positive image of environmental organizations attract volunteers and 

donors to the organization, the opposite effect drives them away from the organization [58]. Accordingly, the 

proposed research hypothesis is as follows: 

H4: Brand image of the environmental organizations has a positive effect on followers’ online word-of-mouth. 

2.6. Brand Image and Pro-Environmental Behavior  

The primary objective of environmental organizations (EOs) is to effect lasting behavioral changes regarding 

environmental sustainability across all societal stakeholders, encompassing both individuals and organizations. To 

achieve this, it is crucial for an EO's brand image to effectively represent its donors and volunteers while gaining 

acceptance from society [57]. The strength of an EO's brand image is positively correlated with the target audience's 

trust in the organization and the organization's influence on their pro-environmental behavior (PEB) [21, 61]. A robust 

environmental organizational image enhances the target audience's awareness of environmental issues and ensures 

greater consideration of the organization's activities. Furthermore, a strong brand image alerts individuals to mitigate 

the environmental impact of their consumption habits, motivates volunteers and donors to intensify their efforts 

against environmental issues, and promotes PEB among the target audience. Consequently, the proposed research 

hypothesis is as follows: 

H5: Brand image of the environmental organizations has a positive effect on followers’ pro-environmental 

behavior. 

2.7. Online Word-of-Mouth and Pro-environmental Behavior 

Word-of-Mouth in social media occurs when users disseminate interesting content to others through viewing, 

liking, commenting, or sharing online [62]. As users' actions regarding content are visible to their connections on 

the timeline [63], the shared content reaches a broader audience as users' reactions to the posts increase, thus 

propagating through electronic Word-of-Mouth. Content produced by environmental organizations or other users 

about the environment, along with the corresponding reactions (likes, shares, and comments), draws users' 

attention to environmental issues more effectively [64]. Consequently, individuals who acquire knowledge about 

the environment and interact with others attribute greater importance to pro-environmental behavior in their daily 

lives because of increased familiarity with environmental problems. User-generated content and interactions 

concerning environmental issues on social media are conducive to alerting and informing others and disseminating 

visual evidence [8].  

In the manifestation of word-of-mouth on social media to pro-environmental behavior, it is crucial to present events 

or situations that evoke emotions regarding environmental issues with visual evidence [65]. While an individual's eco-

friendly behavior may have a limited environmental impact, the fact that word-of-mouth on social media encourages 

millions of users to engage in similar behaviors independently can have a significant environmental impact [48]. Xiao 

et al. (2022) determined that WOM positively affects PEB by facilitating information gathering on social media and 

encouraging participation in environmental campaigns [66]. When a user endeavors to inform, warn, and raise 

awareness about environmental issues, it can enhance their environmental sensitivity and motivate them further 

towards pro-environmental behavior in their daily lives [67]. Accordingly, the proposed research hypothesis is as 

follows: 

H6: Online Word-of-mouth communication has a positive effect on pro-environmental behavior. 

3. Research Methodology 

The research model proposed for the effect of environmental organizations' social media marketing activities 

on followers' pro-environmental behavior is presented in Figure 1. The target population of the present study 

comprises individuals who actively follow ten environmental organizations (EOs) leading operations to protect 

nature and the environment in Türkiye and possess the highest number of followers on Facebook, Instagram, 

Twitter, and LinkedIn. These environmental organizations are the organizations with the highest number of 

followers on the designated social media platforms. These EOs were TEMA, ÇEKÜL, WWF-Türkiye, 

Greenpeace, Doğa Association, Türkiye Nature Conservation Association-TTKD, TÜRÇEK, TURMEPA, 

Environmental Defense Fund, and ÇEVKO. Information on the characteristics of followers of the media platforms 

of environmental organizations is limited to user profiles. Consequently, convenience sampling, a non-

probabilistic sampling method, was employed in this study. 
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Figure 1. Proposed Research Model 

A survey methodology was employed to collect data. The survey comprised four distinct sections. The first 

section consisted of eight closed-ended statements regarding the demographic characteristics of the participants, 

their membership in EOs, and their social media usage. The second section contained 15 statements concerning 

the SMMA of EOs. These statements have been adapted from [9]. I In the third section, three statements to assess 

the brand image of EOs were adapted from [9], and three statements were adapted from [8] to evaluate e-WOM. 

The fourth section of the survey included five statements to examine the PEB of the followers, of which PEB1 

and PEB2 were adapted from [68], PEB3 from [69], PEB4 and PEB5 from [70]. Participants were asked to 

indicate their level of agreement with each statement on a 5-point Likert scale (1 = strongly disagree, 5 = strongly 

agree).  

Two marketing experts were consulted to assess the construct and content validity of the measurement tool. Their 

evaluations confirmed the absence of structural issues and validated the appropriateness of the wording, format, and 

question order. To verify the internal consistency and reliability of the measurement tool, the research questionnaire 

was distributed via direct message to 200 users who had interacted with content published by environmental 

organizations, inviting them to participate. The measurement model was then pre-tested on 71 users who follow 

environmental organizations on social media. Reliability analysis of the collected data revealed a Cronbach's alpha of 

0.780, confirming the reliability of the scale. After pre-test data were collected through social media communication 

channels and online surveys between April and September, 2024. The survey link was distributed via direct messages 

to over 2500 users who had interacted with the most recent posts by EOs (likes, dislikes, shares, or comments). In 

total, 821 responses were obtained. However, the responses of 265 participants contained a significant amount of 

missing data. Additionally, the response time of the 27 participants was less than 1 min. Therefore, 292 responses 

were excluded from the final dataset. Ultimately, a sufficient sample size for SEM analysis was achieved, and data 

from 529 participants were used for further analysis [71]. SPSS 18.0 was employed for descriptive statistics, and 

AMOS 24.0 was utilized to test the hypotheses. 

4. Analysis and Results 

4.1. Demographic Characteristics of Participants 

The study included 529 participants, of whom 312 were female and 215 were male. Participants aged 26-40 years 

constituted 43.1% of the sample. Among the participants, 61.1% held bachelor's degrees, and 45.2% reported an 

income range of $1001-2000. Instagram was identified as the platform on which participants most actively followed 

the environmental organization (39.7%). Notably, 82% of the participants were not affiliated with any environmental 

organization. Moreover, 81.1% of the respondents reported no history of donations or volunteer work for 

environmental organizations. The majority of participants (65.8%) reported spending an average of more than 3 hours 

daily on social media platforms. Table 1 presents the demographic characteristics. 

Awareness 

Interaction 

Timeliness 

Customization 

Social Media 

Marketing  

Activities 

Brand Image 

e-WOM 

H2 

H3 

H1 

H4 

H5 

H6 

Advertisement 
 

Pro-Environmental 

Behavior 
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Table 1. Demographic characteristics of the respondents 

  Frequency Percent % 

Gender 

Women 312 59.0 

Man 215 40.6 

Not specified 2 0.4 

Age 

25 years and under 132 25.0 

26-40 years 228 43.1 

41-55 years 124 23.4 

56 and above 45 8.5 

Education 

High school or below 30 5.7 

Associate’s degree 114 21.6 

Bachelor’s degree 323 61.1 

Master 62 11.7 

Income (monthly) 

1000 $ and lower 145 27.4 

1001 - 2000 $ 239 45.2 

2001- 3000 $ 73 13.8 

3000 $ and more 72 13.6 

The most actively used social media  

channel to follow the EOs 

Facebook 98 18.5 

Twitter 134 25.3 

Instagram 210 39.7 

LinkedIn 87 16.4 

Status of Membership 

Yes 95 18.0 

No 434 82.0 

Status of being a donor or volunteer 

Yes 100 18.9 

No 429 81.1 

Average daily usage time of social  

media platforms 

Less than one hour 42 7.9 

1-3 hours 139 26.3 

3-5 hours 200 37.8 

5 hours or more 148 28.0 

 Total 529 100,0 

4.2. Measurement Model 

Confirmatory Factor Analysis (CFA) was used to validate the measurement model consisting of four latent 

variables and 26 observed variables. Since SMMA in EOs includes five dimensions, second-level confirmatory factor 

analysis was applied for all 11 observed variables and 15 observed variables representing five latent variables. The 

CFA results for each latent variable in the measurement model are presented in Table 2. In DFA, the chi-square ratio 

(Sig. 0.000) is less than three according to the degrees of freedom (CMIN/DF: 365.409/271 = 1.348). In addition, IFI 

(0.983), CFI (0.983), NFI (0.937), GFI (0.949), AGFI (0.934), and RMSEA (0.026) are above standard thresholds. 

These values confirm the goodness of fit of the measurement model. 
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Table 2. Confirmatory Factor Analysis Results 

Construct/Indicator Loadings α CR AVE 

Social Media Marketing Activities     

 Awareness     

SMMA1 The social media posts of the X organization make me realize environmental problems. 0.706 

0.834 0.842 0.643 SMMA2 
The social media posts of the X organization increase my sense of responsibility towards the 

environment. 
0.917 

SMMA3 X organization's social media posts help me understand the importance of the natural environment. 0.769 

 Interaction     

SMMA4 The social media account of the X organization allows sharing information with others. 0.625 

0.792 0.806 0.586 SMMA5 It is possible to exchange ideas/opinions with others using the social media account of the X organization. 0.897 

SMMA6 I can easily express my opinions on the social media of the X organization. 0.751 

 Timeliness     

SMMA7 The contents shared on the social media of the X organization contain the latest information. 0.733 

0.826 0.828 0.617 SMMA8 
The information shared on the social media of the X organization is related to current environmental 

issues and problems. 
0.860 

SMMA9 It is possible to follow the current activities of the X organization on social media. 0.759 

 Customization     

SMMA10 
I can find the information I need about the X organization on the organization's own social media 

account. 
0.824 

0.870 0.871 0.695 SMMA11 
The X organization provides information on subjects that I am interested in or want to learn through its 

social media account. 
0.907 

SMMA12 
It is possible to see how the donations made affect the natural environment and the lives of living things 

in the social media account of the organization. 
0.764 

 Advertisement     

SMMA13 X environmental organization's social media posts have emotional impact. 0.925 

0.785 0.802 0.581 
SMMA14 

The social media account of X organization gives a good account of the organization's current 

achievements. 
0.681 

SMMA15 
X organization's social media posts effectively express what the organization wants to achieve in the 

future. 
0.651 

Brand Image     

BI1 This environmental organization is a leader among non-governmental organizations. 0.855 

0.781 0.791 0.663 
BI2 I have good memories of the activities carried out by this environmental organization. 0.625 

BI3 
I think that this environmental organization meets the expectations of its volunteers and donors with its 

activities. 
0.783 

e-WOM     

WOM1 I share the contents on the social media of this environmental organization with my friends. 0.627 

0.795 0.801 0.578 WOM2 I upload content from this organization's social media to my profile or microblog. 0.868 

WOM3 When I see a review or comment about this organization on social media, I express my positive thoughts. 0.737 

Pro-Environmental Behavior     

PEB1 When throwing out the garbage, I pay attention to the separation of waste or recycling of resources. 0.711 

0.853 0.855 0.554 

PEB2 
I take care not to waste food and drinks, if any, I put the leftovers in a separate container to deliver to 

stray animals. 
0.805 

PEB3 I turn off unused lights/fans/electrical appliances in my living space. 0.812 

PEB4 It is important to me how a product I buy will affect the natural environment. 0.631 

PEB5 I am ready to change my behavior to change the state of the environment. 0.715 

Notes: α= Cronbach’s Alpha, CR= Composite reliability, AVE= Average Variance Extracted 

In the DFA server, factor loads of all expressions in the measurement model are greater than 0.60, and the t-value is 

significant. In addition, the constructs' composite reliability (CR) scores are greater than 0.79, and the AVE values are 

above the 0.50 recommended by Hair et al. [72]. Moreover, since the square root of the AVE values of each construct 

in the measurement model is greater than the constructs' correlations, the Fornell-Larcker criterion is approved [73]. 

Thus, the data for discriminant validity supported the measurement model, and the validity and reliability of the 

constructs in the model were verified. Table 3 shows the results for discriminant validity. 
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Table 3. Discriminant Validity Results 

Construct/Variables 1 2 3 4 5 6 7 8 

1. Awareness 0.892 
       

2. Interaction 0.393*** 0.870 
      

3. Timeliness 0.172*** 0.169** 0.885 
     

4. Customization 0.198*** 0.125** 0.107** 0.911 
    

5. Advertisement 0.183*** 0.203*** 0.020ns 0.061ns 0.867 
   

6. e-WOM 0.484*** 0.352*** 0.212*** 0.185*** 0.194*** 0.981 
  

7. Brand Image 0.284*** 0.196*** 0.246*** 0.186*** 0.151** 0.463*** 0.868 
 

8. Pro-Env. Behavior 0.350*** 0.195*** 0.216*** 0.122*** 0.150** 0.508*** 0.425*** 0.857 

Note: *** <0.001, **<0.05, ns: not supported 

4.3. Structural Model 

Covariance-based structural equation modeling, AMOS 24.0, was utilized to test the structural model. In the path 

analysis performed to test the structural model, chi-square is significant (p=0.000), and its ratio to degrees of freedom 

is less than three (CMIN/DF = 380.243/288 = 1.320). In addition, the fit indices considered to evaluate the model fit 

indicate that the structural model has a good fit. Model fit indices above the standard thresholds are as follows: IFI 

(0.984), CFI (0.984), NFI (0.937), AGFI (0.936), GFI (0.947), and RMSEA (0.025). Table 4 presents the structural 

model (path analysis) results regarding the direct effects of SMMA on brand image, WOM, and PEB in EO. 

Table 4. Results of the Structural Model 

Dependent variables Independent variables Standardized estimates Standard error Critical ratio p 

Brand Image SMMA 0.445 0.070 5.633 *** 

e-WOM SMMA 0.595 0.100 6.328 *** 

PEB SMMA 0.199 0.104 2.052 ** 

e-WOM Brand Image 0.198 0.074 3.203 *** 

PEB e-WOM 0.276 0.084 3.321 *** 

PEB Brand Image 0.209 0.069 3,668 *** 

*** p <0.001, ** p< 0.05 

Path analysis results show that SMMA in EOs has a significant effect on followers' PEB. In addition, SMMA in EO 

has a strong positive effect on environmental organizations' brand image and followers' e-WOM. Therefore, as a result 

of the path analysis, hypotheses H1, H2, and H3 are supported. In addition, in EOs, brand image has a significant 

effect on followers' e-WOM and PEB. Accordingly, hypotheses H4 and H5 are supported. Finally, path analysis 

results show that e-WOM has a significant and positive effect on followers' PEB. Therefore, hypothesis H6 is 

supported. 

In order to better understand the extent to which brand image and e-WOM mediate the effect of SMMA on PEB in 

EO, the structural model was run without mediating variables as suggested by Baron & Kenny [74]. According to the 

analysis results, SMMA in EO positively affects the PEB of the followers. This result demonstrates that EOs' brand 

image and online word of mouth as a whole partially mediate the effect of EOs’ SMMA on followers' PEB. Bootstrap 

approximation (p < 0.05, two-tailed) shows that the mediating effect of e-WOM and brand image on followers' PEB is 

significant. Table 5 presents the direct and indirect effects of SMMA on internal variables in EOs. 

Table 5. Standardized indirect, direct and total effects 

Dependent Variables 
Indirect Effect Direct Effect Total Effect 

SMMA Image SMMA Image e-WOM SMMA Image e-WOM 

Brand image --- --- 0.445 --- --- 0.445 --- --- 

e-WOM 0.088 --- 0.595 0.198 --- 0.683 0.198 --- 

Pro-Environmental Behavior 0.281 0.055 0.199 0.209 0.276 0.480 0.263 0.276 

The findings support the theoretical model as a whole. However, the effect of the dimensions that make up the 

SMMA in the EOs on the variables is analyzed. For this reason, the path analysis results do not explain the extent to 

which each dimension of SMMA in EO has an effect on the brand image, e-WOM, and followers’ PEB. In order to 

reveal this, in the structural model, each of the SMMA in EO is redefined as exogenous, and other latent variables are 

redefined as endogenous. Table 6 shows the specific effect of SMMA on dependent variables in EOs. 
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Path analysis results show that awareness and timeliness from SMMA are the components that most strongly affect 

the brand image of EOs. Advertisement and interaction components have a limited effect on the brand image of EOs, 

while the customization component (p > 0.05) has no significant effect on the brand image of EOs. The social media 

marketing component that most affects followers' e-WOM is awareness. Other social media marketing components 

that have a positive effect on followers' e-WOM are customization, timeliness, and interaction. The advertisement 

component, on the other hand, does not have a significant effect on the e-WOM of the followers. 

Table 6. Standardized regression weights of dimensions of SMM 

Endogenous variables Exogenous variables Standardized Estimate Standard Error Critical Ratio P 

Brand image 

Awareness 0.224 0.031 4.370 *** 

Timeliness 0.208 0.034 3.984 *** 

Advertisement 0.124 0.050 2.277 ** 

Interaction 0.104 0.040 2.123 ** 

e-WOM 

Awareness 0.415 0.037 8.299 *** 

Customization 0.173 0.046 3.657 *** 

Timeliness 0.138 0.045 2.874 ** 

Interaction 0.106 0.054 2.286 ** 

Pro-Environmental Behavior 

Awareness 0.314 0.037 6.201 *** 

Timeliness 0.175 0.040 3.547 *** 

Interaction 0.096 0.047 2.022 ** 

Note: *** = p< 0.001, ** = p < 0.05  

Once and for all, the results of path analysis demonstrate that awareness, one dimension of social media marketing 

components in EO, has a positive effect on followers’ PEB. Additionally, timeliness and interaction, which are social 

media marketing components, have a significant effect on followers' PEB. On the other hand, the results of the 

analysis indicated that the components of advertisement and customization do not have a significant effect on the PEB 

of the followers. 

5. Discussion and Conclusion 

Aligned with their mission to address climate change and environmental challenges, environmental organizations 

(EOs) are exerting substantial efforts to enhance public awareness of environmental issues and establish enduring 

behavioral modifications regarding environmental sustainability. In the current information era, social media platforms 

present an optimal medium for communicating with individuals, donors, and volunteers within the target EO markets, 

cultivating a distinctive brand image, and promoting pro-environmental behavior (PEB). Environmental organizations 

utilize social media to efficiently and rapidly disseminate content pertaining to current environmental issues and 

problems to millions of users with the objective of increasing user engagement. However, empirical evidence 

regarding the impact of social media posts by EOs on users and the optimal utilization of social media as a marketing 

tool remains limited. Consequently, the present research contributes to expanding the nascent literature on the 

application of social media as a marketing tool in EOs, and addresses the significant gap in the content of social media 

marketing activities (SMMA) for EOs. 

Firstly, a comprehensive conceptual framework for social media marketing activities in environmental 

organizations was developed as part of the research. In this context, social media marketing activities for EOs are 

defined as awareness, interaction, timeliness, customization, and advertising. Subsequently, the effect of SMMA in 

EOs on environmental organizational image, e-WOM, and followers' PEB was empirically tested. The empirical 

findings of this study revealed two significant findings and contributions. The first highlights the functionality of 

SMMA in EOs as a direct marketing platform to strengthen brand image and promote followers’ PEB. This finding 

aligns with the results of Chung et al. (2020) and Rezaei et al. (2021), which indicate that social media influences 

users' environmentally friendly behaviors [20, 39]. In addition, this research determined that SMMA has a substantial 

effect on the brand image of EOs. There are findings in the literature that SMMA positively affects brand image in 

non-profit organizations [9, 53]. Additionally, research has determined that SMMA in EOs has a positive effect on the 

PEB of followers. In other words, SMMA in EOs directly encourages followers' PEB. The research identified that the 

social media marketing component that has the most impact on the PEB of followers of EOs is awareness. Timeliness 

and interaction are other social media marketing components that affect followers’ PEB. This result emphasizes the 

importance of EOs content shared on social media being current and oriented toward increasing followers' awareness 

to encourage PEB. 
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The second significant finding pertains to the word-of-mouth communication wave generated by SMMA among 

followers and other users in EOs and its impact on followers' PEB. Social media expedites the dissemination of 

content created by social media, EOs, or users, as well as responses to this content to other users. Each user’s 

interaction (like, comment, and sharing) with environmental content draws increased attention to environmental 

issues. Consequently, these interactions create a word-of-mouth wave that promotes PEB among users of social media. 

The research findings indicate that the SMMA of EOs significantly influences their followers’ e-WOM. This outcome 

aligns with the findings obtained from other non-profit organizations [18, 75].  

The research findings indicate that Social Media Marketing Activities (SMMA) significantly influence the 

electronic word-of-mouth (e-WOM) of followers in the following descending order of impact: awareness, 

customization, timeliness, and interaction. Conversely, the advertising component does not exhibit a significant effect 

on users' e-WOM. Furthermore, the advertisement component does not demonstrate a significant influence on 

behavior (PEB) of followers. This outcome is potentially attributable to the non-profit nature of Environmental 

Organizations (EOs). Social media advertisements typically encompass the promotion of EOs and are designed to 

achieve specific objectives. These promotional materials, designed to inform and attract donors and volunteers, may 

not be perceived by followers as directly related to environmental issues and may not align with their 

conceptualization of EOs' missions. Consequently, EOs should consider integrating social media advertisements with 

content that emphasizes environmental concerns.  

Research findings indicate that electronic word-of-mouth (e-WOM) among social media users, irrespective of 

environmental organizations (EOs), promotes pro-environmental behavior (PEB). Furthermore, e-WOM mediates the 

impact of social media marketing activities (SMMA) of EOs on followers’ PEB. Additionally, the results demonstrate 

that the brand image of an EO plays a significant role in enhancing the e-WOM of followers. In the literature, 

evidence suggests that brand image increases e-WOM in non-profit organizations [76]. Moreover, EOs' brand image 

positively influences followers' PEB. Specifically, the brand image of EO is crucial for influencing the target market, 

establishing trust, gaining societal acceptance, and fostering environmental awareness. In this regard, the analysis 

results highlight the importance of awareness-raising activities as social media components that directly affect the 

brand image of EO, as well as the timeliness of shared content. This outcome corroborates the effect of brand image 

on the target market in non-profit organizations, supporting the findings of other researchers [61, 77].  

5.1. Managerial Implications 

The findings of this study underscore the effectiveness of social media marketing activities (SMMA) in fostering 

pro-environmental behavior (PEB) within environmental organizations (EOs). To further promote PEB, EOs should 

continue to raise awareness about environmental issues through their SMMA, ensuring that timely content is 

consistently shared across social media platforms. The observed influence of brand image on PEB emphasizes the 

importance of cultivating a strong brand image for EOs. Given the significant role of advertising in shaping brand 

image, it is recommended that EOs prioritize advertising—a key component of social media marketing—to strengthen 

their brand presence. As non-profit organizations, EOs can leverage diverse advertising content on social media that 

aligns with their mission, such as promoting environmental protection and sustainable products, rather than focusing 

solely on content that advertises the organization itself. The data for this research were obtained from users who 

actively followed the social media accounts of Environmental Organizations (EOs). However, 82% of the participants 

were not currently members of any EO, and 81.1% had never donated to any EO or volunteered in their operations. 

Consequently, EOs should utilize social media more effectively to encourage environmentally conscious individuals to 

donate to or participate in their activities. In this regard, it is recommended that EOs employ customized content and 

communications more extensively, which enhances their electronic word-of-mouth (e-WOM) and demonstrates the 

outcomes achieved through donations or participation on social media platforms, where the majority of participants 

spend an average of more than three hours daily. 

5.2. Limitations and Suggestions 

Several limitations should be considered regarding the generalizability of this study's results. First, the data were 

collected from followers of ten Environmental Organizations (EOs) with the highest number of followers on 

Facebook, Instagram, Twitter, and LinkedIn in Türkiye. This focus on followers already familiar with EOs represents 

a key limitation, as content produced or shared by other users on social media could influence the electronic word-of-

mouth (e-WOM) and pro-environmental behavior (PEB) of individuals who do not follow these EOs. Therefore, 

future research could explore how and to what extent content related to environmental issues, independent of EOs, 

affects users' PEB and e-WOM. Additionally, it would be valuable to investigate whether followers' reactions to the 

social media marketing activities (SMMA) of EOs lead to sustained changes in PEB over time. Another limitation of 

this study is that it did not account for cultural differences in assessing the impact of social media marketing on 

followers' environmentally friendly behaviors. Future research could address this gap through comparative studies that 

incorporate geographical and cultural variations. Furthermore, social media marketing activities may vary according to 
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the characteristics of diverse nonprofit organizations. In this study, social media marketing activities for environmental 

organizations were defined as encompassing awareness, interaction, timeliness, customization, and advertising. Future 

research could explore additional components, such as entertainment [10, 31], perceived risk [8], and informativeness 

[32], which may also influence followers' pro-environmental behaviors. Consequently, the SMMA should be 

reevaluated in subsequent research to account for the distinct attributes of other non-profit entities. Additionally, while 

this study evaluated the brand image of environmental organizations Holistically, incorporating sub-components such 

as distinctiveness, reliability, and transparency into the assessment could provide more comprehensive and actionable 

insights for these organizations. 
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