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Abstract. Sustainable food consumption has become increasingly important in promoting
environmentally responsible household food choices, including organic vegetable consumption.
Although social media is widely used to disseminate health and environmental information, few studies
have examined how access to social media stimulates organic vegetable consumption by fostering
environmental awareness among housewives in a local agribusiness context. This study fills this gap by
applying the Stimulus—Organism—Response (SOR) model to explain participation in organic vegetable
consumption among housewives in Malang City. A quantitative survey was conducted with 65
housewives who had purchased and consumed organic vegetables and actively used social media. Data
were analyzed using Partial Least Squares—Structural Equation Modeling (PLS-SEM). The results show
that social media access had a positive and significant effect on environmental awareness (f = 0.826; p
< 0.001), environmental awareness significantly influenced organic vegetable consumption
participation (f = 0.520; p < 0.001), and social media access directly affected consumption participation
(B =10.430; p < 0.001). Environmental awareness also mediated the relationship between social media
access and participation in organic vegetable consumption. However, 60% of respondents purchased
organic vegetables less than five times per month, indicating an awareness—behavior gap. These findings
strengthen the SOR model's explanation of sustainable consumption behavior and highlight the strategic
role of digital communication in the development of the organic vegetable market. The study suggests
that organic farmers, retailers, and digital marketers should integrate consumer education, transparency
in certification, and targeted social media campaigns to strengthen household participation in sustainable
agribusiness.
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INTRODUCTION

The increasing use of pesticides and synthetic chemicals in agricultural practices has
contributed to the growing complexity of the food system, posing significant challenges to
achieving sustainable food security, particularly in developing countries such as Indonesia
(Alfiansyah et al., 2023). In addition, the excessive use of chemical inputs may reduce soil
fertility and disrupt ecosystem balance, thereby threatening the sustainability of agricultural
production systems. These issues have encouraged global initiatives, including the Sustainable
Development Goals (SDGs), particularly SDG 12, which focuses on promoting responsible

patterns of consumption and production (Gasper et al., 2019).
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One key strategy to address sustainability challenges is to promote environmentally
responsible consumption habits. This can be achieved through the adoption of green products,
such as organic food, which is linked to reduced pesticide exposure and may encourage
healthier eating patterns (Jiang et al., 2024; Salim et al., 2023; Syah et al., 2025). Additionally,
consuming organic food supports environmentally sustainable production systems and helps
ensure long-term food security. According to the Statistics on Organic Agriculture in Indonesia,
organic vegetables are among the most popular organic products among Indonesian consumers,
highlighting the growing potential of the organic food market in Indonesia (David & Alkausar,
2023). Organic vegetables are widely recognized for containing higher levels of essential
nutrients, such as vitamins and antioxidants, which can boost the immune system and overall
health. In the Malang Raya region, previous research on organic vegetables has focused on the
production side, especially the technical efficiency of organic caisim farming in Batu City
(Apolinaris et al., 2024). However, consumer involvement in organic vegetable consumption,
particularly among household food decision-makers, remains less studied.

Malang City, East Java, has experienced a growing trend in healthy lifestyles, leading to
increased demand for organic food (Zamrodah et al., 2023). Malang City has considerable
potential for rapid information dissemination through social interaction and digital media (BPS-
Statistics of Malang Municipality, 2026). Social media, in this context, plays an important role
not only as an information source but also as an interactive communication channel that can
shape environmental awareness and encourage green consumption-related responses (Bakti,
2024; Sun & Xing, 2022). Although access to information through social media continues to
increase, participation in organic vegetable consumption in Malang City remains inconsistent
despite the growing availability of organic products, expanding marketing channels, and rising
consumer interest in healthy and sustainable food.

Although the trend of organic consumption is increasing, consumer participation remains
influenced by several factors, particularly environmental awareness, health consciousness,
customer value, and consumer attitudes toward sustainable green purchasing (Agrawal et al.,
2023; Alkhawaldeh et al., 2025). Previous studies have examined green consumption behavior
across different contexts, including the influence of policy and demographic characteristics
(Borah et al., 2024; Dlamini & Mahowa, 2024; Shimul et al., 2022). However, previous studies
have largely focused on general green consumption behavior and purchase intention. At the
same time, limited research has examined how social media access influences organic vegetable
consumption through environmental awareness among housewives in the local agribusiness

context of Malang City. This issue is important because housewives are key decision-makers
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in household food consumption and play a strategic role in supporting sustainable consumption
practices.

Based on this gap, this study aims to examine the effect of social media access on
participation in organic vegetable consumption, with environmental awareness as a mediating
variable. This study applies environmental communication theory (Pezzullo & Cox, 2018) and
the Stimulus—Organism—Response (SOR) model (Mehrabian & Russell, 1974). The novelty of
this study lies in integrating social media access, environmental awareness, and participation in
organic vegetable consumption within the SOR framework in the context of household food
decision-making in Malang City. Unlike previous studies that mainly examined general green
consumption or purchase intention, this study focuses on housewives as key decision-makers
in household food decisions. It emphasizes consumption participation in a local organic
vegetable agribusiness context. It is hypothesized that social media access has a positive effect
on participation in organic vegetable consumption, both directly and indirectly through
environmental awareness. The findings are expected to enrich the green consumption literature
and to provide practical implications for digital communication strategies, consumer education,
and the development of the sustainable organic vegetable market.

METHODS
Research Design

This study employed a quantitative, survey-based approach, as it is appropriate for
examining relationships among variables using data collected directly from respondents. The
study was conducted in Malang City with respondents consisting of housewives who had
purchased and consumed organic vegetables at least twice in the last three months. It actively
used social media, defined as accessing platforms such as WhatsApp, Instagram, TikTok,
Facebook, or YouTube for at least 1 hour per day to obtain information on food, health, or
environmental issues.

Sampling Techniques

The sample size was determined using power analysis based on Cohen’s (1992)
guidelines and the PLS-SEM sample size recommendation proposed by Hair et al. (2017),
considering the maximum number of predictors pointing to an endogenous construct in the
structural model. A minimum sample of 59 respondents was required at the 5% significance
level, with a minimum expected R? of 0.25. To improve estimation stability and reduce the risk
of incomplete responses, the sample size was increased by approximately 10%, resulting in 65

respondents.
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Respondents were recruited through purposive sampling, with questionnaires distributed
online and offline to housewives in Malang City who met the established criteria. To enhance
validity and reliability and reduce sampling error, the sample size was increased by 10%,
resulting in a total of 65 respondents. This number is considered sufficient for PLS-SEM
analysis because it meets the minimum sample requirement based on the indicator-to-sample
ratio and the structural model complexity. However, a relatively small purposive sample may
limit the generalizability of the findings to broader populations.

Measurement and Variables

Data were collected using a structured questionnaire designed specifically for this study
by operationalizing the Stimulus—Organism—Response (SOR) model, environmental
communication theory, and relevant literature on green consumption behavior into measurable
indicators. The questionnaire was used to measure three reflective latent constructs in the
research model: Social Media Access, Environmental Awareness, and Consumption
Participation. All items were measured using a four-point Likert scale, ranging from 1 =
strongly disagree to 4 = strongly agree. The use of a four-point scale was intended to encourage
respondents to provide a clear tendency of agreement or disagreement without a neutral option.

Social Media Access (X) was positioned as the exogenous variable and represented the
stimulus component in the SOR model. This variable was measured using four indicators:
context, communication, collaboration, and connection, which captured the clarity of organic
vegetable information on social media, information exchange, involvement in sharing or
discussing content, and user relationships with organic vegetable information. Environmental
Awareness (Z) was positioned as the mediating variable and represented the organism
component. It was measured using three indicators: knowledge, attitude, and behavior related
to environmental issues and organic vegetable consumption. Consumption Participation (Y)
was positioned as the endogenous variable and represented the response component. This
variable was measured using four indicators: decision-making, implementation, benefit
utilization, and evaluation of organic vegetable consumption.

Because the questionnaire was developed for this study, the measurement quality was
evaluated empirically through the PLS-SEM measurement model. Convergent validity was
assessed using loading factor values and Average Variance Extracted (AVE), discriminant
validity was assessed using cross-loading values and the Fornell-Larcker criterion, and
reliability was assessed using composite reliability and Cronbach’s alpha. The operational

definitions, indicators, and measurement scales of each variable are presented in Table 1.
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Table 1. Operational Definition of Research Variables
Variable Code Indicators Measurement Scale
1. Context (clarity of organic
vegetable information on
social media)
2. Communication (exchange
. . Stimulus / of information about organic
Social Media vegetables)

Four-point Likert scale: 1

Access (X) Exogenous Collaboration (involvement = strongly disagree to 4 =
variable . . ) . strongly agree
in sharing or discussing
content)
4. Connection (relationships
between users and organic
vegetable information)
1. Knowledge (understanding
of environmental issues and
. Organism / organic vegetables) Four-point Likert scale: 1
Environmental . Attitude (concern for N . N
Mediating . o = strongly disagree to 4 =
Awareness (Z) i environmental sustainability)
variable strongly agree

3. Behavior (actions that
support environmentally
friendly consumption)

1. Decision-making (choosing
to consume organic
vegetables)

2. Implementation (actual
participation in consuming
organic vegetables)

Benefit utilization (perceived
benefits from consuming
organic vegetables)

4. Evaluation (assessing
satisfaction and consumption
experience)

Source: Primary data (Questionnaire), 2026

Consumption  Response /
Participation =~ Endogenous
(YY) variable

Four-point Likert scale: 1
= strongly disagree to 4 =
strongly agree

Data Analysis

The data were analyzed using Partial Least Squares—Structural Equation Modeling (PLS-
SEM) with WarpPLS 8.0. PLS-SEM was selected because this study aimed to examine
predictive relationships among latent variables, involved a relatively small purposive sample,
and tested a mediation model in which environmental awareness served as the mediating
variable between social media access and consumption participation. The model consisted of
three reflective latent constructs: Social Media Access (X), Environmental Awareness (Z), and
Consumption Participation (Y). Social Media Access was positioned as the exogenous variable

and represented the stimulus component in the Stimulus—Organism—Response (SOR) model.
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Environmental Awareness was positioned as the mediating variable and represented the
organism component, while Consumption Participation was positioned as the endogenous
variable and represented the response component.

The structural model tested three direct relationships: Social Media Access (X) —
Environmental Awareness (Z), Environmental Awareness (Z) — Consumption Participation
(Y), and Social Media Access (X) — Consumption Participation (Y). In addition, the indirect
relationship Social Media Access (X) — Environmental Awareness (Z) — Consumption
Participation (Y) was tested to examine the mediating role of environmental awareness.

The PLS-SEM analysis was conducted in two stages: measurement model evaluation and
structural model evaluation. The measurement model was assessed using convergent validity,
discriminant validity, and reliability. Convergent validity was evaluated based on loading factor
values and Average Variance Extracted (AVE), while discriminant validity was assessed using
cross-loading values and the Fornell-Larcker criterion. Reliability was evaluated using
composite reliability and Cronbach’s alpha. The structural model was evaluated by examining
path coefficients, R-squared values, effect sizes, collinearity indicators, and model fit indices.
Hypothesis testing was conducted based on the significance of the path coefficients; p-values
below 0.05 indicated statistical significance. The mediation effect was examined by testing the

significance of the indirect effect using the bootstrapping procedure in WarpPLS 8.0.

RESULT AND DISCUSSION

Most respondents were in the productive age group of 2635 years, indicating that this
segment has an important role in household food consumption decisions and is relatively
responsive to health and sustainability-related information. Previous studies have shown that
demographic factors, including age, education, and income, influence consumers’ organic food
buying behavior (Gundala & Singh, 2021). The respondents were also predominantly college
graduates, accounting for 46 respondents (70.8% of the sample). This educational profile
suggests that most respondents had sufficient cognitive capacity to understand information
related to environmental issues, food safety, and organic vegetable consumption. Consumer
knowledge and awareness have been identified as important factors shaping attitudes and
willingness to consume organic food (Eyinade et al., 2021).

The income distribution indicates that most respondents were middle-income, with 37
respondents (56.9%) earning IDR 3,000,000-IDR 5,000,000 per month. This condition
suggests that respondents had greater economic capacity to access organic vegetables, although

price considerations may still affect the consistency of their purchase behavior. The relatively
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low frequency of organic vegetable purchases, where 60% of respondents purchased organic
vegetables less than five times per month, indicates an awareness—behavior gap. This finding
suggests that environmental awareness and positive attitudes toward organic food do not always
translate into regular consumption, as actual behavior may still be constrained by price,
accessibility, product availability, trust, and household food budgeting considerations (Liu et
al., 2024).

Table 2. Socio-demographic Profile of Respondents

Demographic T Frequency Percentage

Characteristic ype (n=65) (%)
Age 26-35 33 50.8
36-45 21 323
46-55 10 15.4
Over 56 1 1.5
Education Junior school graduate or equivalent 1 1.5
High school graduate or equivalent 11 16.9
Diploma 1 1.5
College graduate (four-year 46 70.8

program)
Graduate degree 6 9.2
Income < IDR 3.000.000 25 38.5
IDR 3.000.000 — IDR 5.000.000 37 56.9
> IDR 5.000.000 3 4.6
Organic Less than 5 times/month 39 60
Vegetable 5-10 times/month 17 26.2
Shopping More than 10 times/month 9 13.8

Frequency

Primary Housewife (Working) 47 72.3
Status in the Housewife (Not Working) 17 26.2
Household Mother and Head of Household 1 13

(Single Parents)
Source: Primary data (2026)

In addition to socio-demographic characteristics, respondents’ daily social media use was
examined, as social media access serves as the stimulus variable in the SOR model. The
intensity and platform of social media use are important because they reflect the extent to which
respondents are exposed to information, interaction, and promotional messages related to
healthy and environmentally friendly food choices. Different platforms may also offer different
communication functions, ranging from interpersonal information exchange via WhatsApp to
visual promotion and lifestyle content on Instagram and TikTok. Therefore, mapping the
frequency of social media use is necessary to identify which digital channels have the greatest
potential to shape environmental awareness and participation in organic vegetable consumption

among housewives. The analysis covered six social media platforms, namely Instagram,
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Facebook, TikTok, WhatsApp, YouTube, and Twitter, across five duration categories: never,
less than 1 hour/day, 1-3 hours/day, 4-6 hours/day, and more than 6 hours/day. The distribution

of respondents’ daily social media usage is presented in Figure 1.
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Figure 1. Daily Social Media Usage Frequency of Respondents
Source: Primary data (2026)

As shown in Figure 1, WhatsApp was the most intensively used platform among
respondents, followed by Instagram and TikTok. WhatsApp had the highest number of
respondents in the 4-6 hours/day and >6 hours/day categories, while Instagram and TikTok
were mostly used within the 1-3 hours/day and 4—6 hours/day categories. In contrast, Twitter
was the least used platform, with 50 respondents reporting that they never used it. This result is
consistent with Isanani et al. (2025), who emphasized that social media can function as a
communication space that shapes environmental awareness through information exchange and
interaction within digital communities.

Partial Least Squares-Structural Equation Modeling Result

The PLS-SEM analysis was conducted in two stages: measurement model evaluation and

structural model evaluation, following the recommended procedures for variance-based SEM

(Hair et al., 2017). The measurement model assessment examined the validity and reliability of
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the reflective constructs. In contrast, the structural model assessment evaluated the direct and
indirect relationships among Social Media Access, Environmental Awareness, and
Consumption Participation. In accordance with the Stimulus—Organism—Response (SOR)
framework, Social Media Access was specified as the stimulus, Environmental Awareness as
the organism and mediating variable, and Consumption Participation as the response. The
results of both the measurement and structural model evaluations are presented in the following

sections.
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Figure 2. PLS-SEM Estimation Results of the SOR Model
Source: Data processed by WarpPLS 8.0 (2026)

Figure 2 presents the PLS-SEM estimation results generated using WarpPLS 8.0. The
figure provides a visual overview of the empirical relationships among the three reflective latent
constructs in the SOR model, including the direct path from Social Media Access to
Environmental Awareness, the direct path from Environmental Awareness to Consumption
Participation, and the direct path from Social Media Access to Consumption Participation. The

figure is intended to support the presentation of the PLS-SEM results. At the same time, the
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detailed values for validity, reliability, model fit, and hypothesis testing are reported in the
following tables.

As shown in Figure 2, the estimated model indicates that Social Media Access is directly
associated with Environmental Awareness and Consumption Participation. At the same time,
Environmental Awareness is also directly associated with Consumption Participation. This
pattern supports the proposed SOR structure, in which Environmental Awareness functions as
the mediating variable linking social media exposure to participation in organic vegetable
consumption. The following subsections provide a more detailed evaluation of the
measurement model and structural model.

Measurement Model Analysis (Outer Model)

The measurement model was evaluated to assess the validity and reliability of the
reflective constructs. Convergent validity was examined using loading factor values and
Average Variance Extracted (AVE), while construct reliability was assessed using composite
reliability and Cronbach’s alpha. These criteria are commonly used in PLS-SEM reporting to
ensure that indicators adequately represent their respective latent constructs (Hair & Alamer,
2022; Sarstedt et al., 2022; Solimun et al., 2017).

Table 3. Convergent Validity Test Result
Loading

Indicator AVE Result
Factor
Context (X1.1) 0.810 0.743 Valid
Communication (X1.2) 0.912 Valid
Collaboration (X1.3) 0.847 Valid
Connection (X1.4) 0.876 Valid
Knowledge (Z1.1) 0.933 0.899 Valid
Attitude (Z1.2) 0.960 Valid
Behavior (Z1.3) 0.951 Valid
Decision-making (Y1.1) 0.866 0.860 Valid
Implementation (Y1.2) 0.959 Valid
Benefit utilization (Y'1.3) 0.929 Valid
Evaluation (Y1.4) 0.953 Valid

Source: Data processed by WarpPLS 8.0 (2026)

Discriminant validity was evaluated using the Fornell-Larcker criterion, which compares
the square root of the AVE with the correlations among latent constructs. This assessment is
commonly used in PLS-SEM to ensure that each construct is empirically distinct from other
constructs in the model (Hair & Alamer, 2022; Sarstedt et al., 2022; Sholihin & Ratmono,
2021). As presented in Table 4, the square root of AVE for each construct was higher than its
correlations with other constructs. The square roots of the AVEs were 0.862 for Social Media

Access, 0.948 for Environmental Awareness, and 0.928 for Consumption Participation. These
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values exceeded the inter-construct correlations, indicating that all constructs met the criterion
of discriminant validity. Although the correlation between Environmental Awareness and
Consumption Participation was relatively high at 0.867, the Fornell-Larcker criterion still
supported adequate discriminant validity because the square root of AVE for both constructs
remained higher than their inter-construct correlation.

Table 4. Fornell-Larcker Criterion Results

Social Media  Environmental Consumption
Access (X1) Awareness (Z1) Participation (Y1)
Social Media Access (X) 0.862
Environmental Awareness (Z) 0.749 0.948
Consumption Participation (YY) 0.827 0.867 0.928

Source: Data processed by WarpPLS 8.0 (2026)

The final assessment of the outer model involved reliability testing, evaluated using
composite reliability and Cronbach’s alpha. Composite reliability values above 0.70 and
Cronbach’s alpha values above 0.60 indicate adequate internal consistency in reflective
measurement models (Hair & Alamer, 2022; Sarstedt et al., 2022; Solimun et al., 2017).

The findings indicate that all constructs exhibited composite reliability values greater than
0.70 and Cronbach’s alpha values above 0.60. These results show that all variables in this study
met the reliability criteria, demonstrating that the measurement instruments were internally
consistent and dependable. The detailed reliability results are presented in Table 5.

Table 5. Reliability Test Result

. Composite Cronbach’s
Variable Reliability Alpha Result
Social Media Access (X) 0.920 0.884 Reliable
Environmental Awareness (Z) 0.964 0.944 Reliable
Consumption Participation (Y) 0.961 0.945 Reliable

Source: Data processed by WarpPLS 8.0 (2026)
Structural Model Analysis (Inner Model)

The structural model was evaluated to examine the predictive relationships among the
latent constructs and to test the proposed hypotheses. The assessment included path coefficients,
p-values, R-squared values, effect sizes, collinearity indicators, and model fit indices. The
structural model tested three direct relationships and one indirect relationship, mediated by
Environmental Awareness.

Table 6 presents the structural path and hypothesis testing results. All proposed
hypotheses were supported, indicating that Social Media Access, Environmental Awareness,
and Consumption Participation were significantly related within the SOR model. The

hypothesis testing results show that access to social media positively and significantly
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influences homemakers’ environmental awareness (H: accepted; B = 0.826; p < 0.001). This
finding suggests that social media is an important source of information for homemakers
seeking knowledge about environmental issues, healthy food, and sustainable consumption. As
managers of household consumption, exposure to environmental content through social media
may enhance their understanding and concern regarding the environmental impacts of food
consumption (Pezzullo & Cox, 2018; Sun & Xing, 2022).

Table 6. Structural Path and Hypothesis Testing Results
Effect Coefficient /

. . . p- .

Hypothesis Relationship Type Effect value Decision
Social Media Access (X) — Direct <

HI Environmental Awareness (Z) effect 0.826 0.001 Accepted
Environmental Awareness (Z) — Direct <

H2 Consumption Participation (Y) effect 0.520 0.001 Accepted
Social Media Access (X) — Direct <

H3 Consumption Participation (Y) effect 0.430 0.001 Accepted
Social Media Access (X) — Indirect <

H4 Environmental Awareness (Z) — offect 0.430 0.001 Accepted

Consumption Participation (Y)
Source: Data processed by WarpPLS 8.0 (2026)

Moreover, Environmental Awareness positively influenced Consumption Participation
(Hz accepted; B = 0.520; p < 0.001). This result indicates that housewives with higher
environmental awareness are more likely to select and consume organic vegetables as part of
their efforts to support family health and environmental sustainability. This finding is consistent
with previous studies indicating that environmental awareness plays a crucial role in shaping
green consumption behavior, particularly in household food choices (Li & Shan, 2025).

The Hs result indicates that Social Media Access had a direct positive effect on
Consumption Participation (B = 0.430; p < 0.001). Social media can influence housewives’
consumption preferences through recommendations, testimonials, educational content, and
healthy lifestyle trends within online communities (Shihab et al., 2025). Furthermore,
Environmental Awareness mediated the relationship between Social Media Access and
Consumption Participation (Ha accepted), indicating that organic vegetable consumption is
influenced not only by the intensity of social media access but also by changes in environmental
awareness among homemakers as primary household food decision-makers. This finding
reinforces the Stimulus—Organism—Response (SOR) model in explaining sustainable
consumption behavior based on social media communication (Mehrabian & Russell, 1974).

After the hypothesis testing results were interpreted, the explanatory power of the

endogenous constructs was evaluated using R-squared and adjusted R-squared values. The
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coefficient of determination was evaluated using R-squared and adjusted R-squared values to
assess the explanatory power of the endogenous constructs (Hair et al., 2019; Hair & Alamer,
2022). As shown in Table 7, Environmental Awareness had an R-squared of 0.683 and an
adjusted R-squared of 0.678, indicating that Social Media Access explained 68.3% of the
variance in Environmental Awareness. Consumption Participation had an R-squared value of
0.817 and an adjusted R-squared value of 0.811, indicating that Social Media Access and
Environmental Awareness jointly explained 81.7% of the variance in Consumption
Participation. These values indicate strong explanatory power for the endogenous constructs.

Table 7. R-Squared and Adjusted R-Squared Values

Variable R-squared Adjust R-squared
Environmental Awareness (Z) 0.683 0.678
Consumption Participation (Y) 0.817 0.811

Source: Data processed by WarpPLS 8.0 (2026)

The coefficient of determination was evaluated using R-squared and adjusted R-squared
values to assess the explanatory power of the endogenous constructs (Hair et al., 2019; Hair &
Alamer, 2022). As shown in Table 7, Environmental Awareness had an R-squared of 0.683 and
an adjusted R-squared of 0.678, indicating that Social Media Access explained 68.3% of the
variance in Environmental Awareness. Consumption Participation had an R-squared value of
0.817 and an adjusted R-squared value of 0.811, indicating that Social Media Access and
Environmental Awareness jointly explained 81.7% of the variance in Consumption
Participation. These values indicate strong explanatory power for the endogenous constructs.

Effect sizes were assessed using f> to determine each predictor's contribution to the
endogenous constructs. Common thresholds for interpreting f* are 0.02 for small effects, 0.15
for medium effects, and 0.35 for large effects (Cohen, 1988; Hair et al., 2019). As shown in
Table 8, Social Media Access had a large effect on Environmental Awareness (f2 = 0.683).
Environmental Awareness also had a large effect on Consumption Participation (f> = 0.451),
and Social Media Access had a large direct effect on Consumption Participation (f* = 0.365).
These results indicate that the predictors made substantial contributions to explaining the
endogenous variables in the model.

Table 8. Effect Size Result

Variable Effect Size Value
Social Media Access (X) = Environmental Awareness (Z) 0.683
Environmental Awareness (Z) = Consumption Participation (Y) 0.451
Social Media Access (X) = Consumption Participation (YY) 0.365

Source: Data processed by WarpPLS 8.0 (2026)
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The model fit assessment was conducted using the fit and quality indices generated by
WarpPLS 8.0, including APC, ARS, AARS, AVIF, AFVIF, Tenenhaus GoF, SPR, RSCR, SSR,
and NLBCDR (Kock, 2024; Solimun et al., 2017). As presented in Table 9, the Average Path
Coefficient (APC), Average R-squared (ARS), and Average Adjusted R-squared (AARS) were
significant at p < 0.001. The Average Block VIF (AVIF = 2.861) met the ideal criterion, while
the Average Full Collinearity VIF (AFVIF = 4.313) remained within the acceptable threshold.
Other fit and quality indices, including Tenenhaus GoF, SPR, RSCR, SSR, and NLBCDR, also
met the recommended criteria. Overall, the structural model showed acceptable fit and adequate
explanatory capacity.

Table 9. Goodness of Fit

Model Fit and Quality Indicate Fit Criteria Result
Average Path Coefficients (APC) p <0.05 0.592, p <0.001
Average R-Squared (ARS) p <0.05 0.750, p <0.001
Average Adjusted R-Squared (AARS) p <0.05 0.744, p <0.001
Average Blok VIF (AVIF) Acceptable if < 5, 2.861
ideally <3.3
Average Full Collinearity VIF (AFVIF) Acceptable if < 5, 4313
ideally <3.3
Tenenhaus GoF (TGoF) Small > 0.1, moderate 0.791
>0.25, large > 0.36
Sympson’s Paradox Ratio (SPR) Acceptable if > 0.7, 1.000
ideally =1
R-Squared Contribution Ratio (RSCR) Acceptable if > 0.9, 1.000
ideally =1
Statistical Suppression Ratio (SSR) Acceptable if > 0.7 1.000
Nonlinear Bivariate Causality Direction Acceptable if > 0.7 1.000
Ratio (NLBCDR)

Source: Data processed by WarpPLS 8.0 (2026)

After confirming the adequacy of the structural model, the findings were further
interpreted using the Stimulus—Organism—Response (SOR) framework to explain how access
to social media encourages participation in organic vegetable consumption by fostering
environmental awareness.

SOR-Based Interpretation of Organic Vegetable Consumption Participation
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Figure 3. Figure 3. SOR Mechanism in Organic Vegetable Consumption Participation
Source: Data processed based on Mehrabian and Russell (1974)

Figure 3 summarizes the mechanism by which the SOR model explains participation in
organic vegetable consumption in this study. Social media serves as a stimulus, providing
individuals with information through various digital platforms. Exposure to content such as
educational materials, promotional messages, and public discussions is an external factor that
influences how individuals understand environmental issues and shape their consumption
patterns (Sun & Xing, 2022). These stimuli are then processed within the individual, which, in
this study, is represented by environmental awareness. At this stage, cognitive and affective
processes occur, where individuals begin to understand the environmental impacts of
consumption, recognize the importance of sustainable lifestyles, and develop positive attitudes
toward environmentally friendly products. As noted by Liu et al. (2023), the organism reflects
an internal decision-making process that mediates the relationship between external stimuli and
behavioral responses, often involving emotional and perceptual factors.

The outcome of this internal process is reflected in the response, namely, consumption
participation. This response is manifested in actual behavior, such as the selection and
consumption of environmentally friendly products, including organic vegetables, as a form of
contribution to environmental sustainability. The results of this study show that social media
access does not directly influence consumption behavior but operates through enhancing
environmental awareness as a mediating factor. In other words, greater exposure to high-
intensity, high-quality information on social media leads to stronger environmental awareness,
which, in turn, encourages greater engagement in sustainable consumption. In the agribusiness
context, these findings indicate that social media can serve as an effective marketing and
communication channel to increase consumer trust in organic vegetables by providing
educational content, transparent product certification information, and promoting sustainable
farming practices. Furthermore, stronger environmental awareness may support the
development of wider distribution channels and encourage sustainable agribusiness growth by

increasing consumer demand for certified organic products.

CONCLUSION

This study concludes that Social Media Access has a positive and significant effect on
Environmental Awareness and Participation in Consumption among housewives in Malang
City. Environmental Awareness also positively influences Consumption Participation and

partially mediates the relationship between Social Media Access and organic vegetable
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consumption participation. These findings indicate that social media not only functions as an
information channel but also as a digital stimulus that strengthens environmental awareness and
encourages household participation in sustainable food consumption.

The main contribution of this study lies in applying the Stimulus—Organism—Response
(SOR) model to explain participation in organic vegetable consumption in a local agribusiness
context. Unlike studies that mainly focus on general green consumption or purchase intention,
this study emphasizes housewives as household decision-makers regarding food. It highlights
the mediating role of Environmental Awareness in linking social media exposure to actual
consumption participation. However, the relatively low frequency of organic vegetable
purchases indicates that awareness does not automatically lead to regular consumption,
suggesting the existence of an awareness—behavior gap.

The findings imply that efforts to promote organic vegetable consumption should go
beyond awareness-raising activities. Organic farmers, retailers, digital marketers, and local
governments need to strengthen consumer trust through transparent certification information,
consistent product quality, accessible distribution channels, and educational social media
campaigns. Digital communication strategies should combine product promotion with
information on health benefits, environmental impacts, and sustainable farming practices to
increase household participation in sustainable agribusiness.

This study is limited by its relatively small purposive sample of 65 housewives in Malang
City, which may restrict the generalizability of the findings to other consumer groups and
regions. Future studies are recommended to involve larger, more diverse samples, expand the
study area, and incorporate additional variables, such as price perception, consumer trust,
lifestyle, product availability, and certification credibility, to provide a more comprehensive

explanation of organic vegetable consumption behavior.
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