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 In the realm of consumer-decision making, brand credibility plays a vital role in organic skincare, trusting 
product claims to pave the way for consumer adoption. This research, therefore, focuses on how the credibility 
of SME brands proves to be a stimulant in organic skincare product adoption among consumers, combining the 
mediating effects of perceived green value and habit formation, the moderating effect of eco-conscious 
consumerism, and the debris caused by emotional engagement and social influence. This study collected 400 
responses from customers who use organics skincare products in Karnataka, India. The mediation and 
moderation were analysed utilizing confirmatory factor analysis (CFA) to check the model fit and Structural 
Equation Modelling (SEM) to test hypothetical relationships. The major findings indicate that SME brand 
credibility significantly boosts the chance of consumer adoption of organic skincare products. Products that 
resonate with transparency, ethical sourcing, and sustainability certifications tend to earn the trust and choice 
of consumers, Habit formation and perceived green value act as important mediators in substantiating and 
strengthening the relationship between brand credibility and sustainable customer adoption. The study further 
highlights that eco-conscious consumerism enhances the relationship, whereby individuals with larger 
environmental concerns put significant weight upon brand credibility while making purchasing decisions. 
Moreover, emotional engagement and social influence in many ways highlight the path toward eco-conscious 
consumerism, manifesting the impact of endorsements by influencers, peer recommendations, and community-
led support advocacy on consumer behaviour. The findings accentuate brand credibility in building the trust of 
an organic skincare shopper toward a product. 

Keywords: SME brand credibility, organic skincare, perceived green value, eco-conscious consumerism, 
sustainability marketing, ethical branding 

 

INTRODUCTION 

The growing shift towards sustainability at the global level 
has propelled growth in demand towards organic skincare 
products. Consumers are catering large weightage to choices 
based on ethicality, eco-friendliness, and health, therefore 
brand credibility becomes a major influencing factor in such 
buying decision behaviour. Small and Medium Enterprises 
(SMEs) in the skincare industry face unique challenges in 
establishing credibility, especially in an environment of 
scepticism towards product claims. Unlike large corporations 
with their established goodwill, these SMEs have to work 
towards actively winning trust through transparency, ethical 
procurement, and product performance. The SMEs’ ability to 
develop credibility has a direct effect on consumer perception, 
trust, and uptake of organic skincare products.  

Brand trust emerges as an essential determinant within the 
special category of manufacturing activities regarding the 
quality and authenticity of organic skincare. SME brand 
credibility comprises a multi-faceted nature, wherein 
trustworthiness, expertise, and attractiveness become primary 
contributors to forming consumer attitudes and ensuing 
purchase intentions. Moreover, the perceived green value 
refers to the awareness of environmental and own benefits 
from the purchase of organic products by the consumer, which 
plays a crucial mediating role in adoption. The tricky 
configuration between credibility, green value, and consumer 
trust creates a dynamic route influencing purchase decisions. 
Moreover, eco-conscious consumerism strengthens this 
relationship and enhances the effect of brand credibility 
amongst consumers with strong sustainability concerns.  

This study aims to unravel a delicate connection of SME 
brand credibility with consumer adoption of organic skincare, 
with perceived green value and habit development functioning 
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as mediating factors, while eco-conscious consumerism 
becomes the moderating factor. It further exemplifies how 
social influence, emotional engagement, and habit formation 
govern eco-conscious behaviour in the organic skincare sector. 
Understanding these dynamics is imperative for the SMEs in 
their quest to build consumer trust and adoption. 

Thus, by addressing these aspects, the study will provide 
valuable insights into trust-building mechanisms, green 
consumer behaviour, and strategic approaches for SMEs in the 
organic skincare sector. The findings of this study shall 
enhance both academics and practitioners by guiding building 
credibility, taking care of consumers, and promoting 
sustainability in the skincare industry. 

LITERATURE REVIEW AND HYPOTHESIS 
DEVELOPMENT 

Due to the rising demand for organic skincare, factors 
influencing their adoption through research have begun to be 
considered. Small and Medium Enterprises (SMEs) in the 
skincare industry always face unique challenges regarding the 
establishment of brand credibility, which is of massive 
importance in the context of consumer decision-making. 
Brand credibility is defined as involving three factors: 
trustworthiness, expertise, and attractiveness, impacting how 
consumers perceive the organic skincare brand. This part of 
the study examines the dynamics of SME brand credibility and 
its role in consumer adoption, leading to hypothesis 
development.  

Brand credibility is one of the crucial determinants of 
consumer trust and purchase intention. According to Keller 
and Aaker (1992), it influences perceived quality and reduces 
risk; thus, it has a bearing on consumer preference. In this 
regard, Erdem and Swait (2004) claimed that credible brands 
foster consumer trust and, therefore, diminish perceived risks 
regarding purchase decisions. This is even more crucial in the 
adoption of organic skincare, given skepticism toward its 
claims (Chryssochoidis, 2000). Previous studies have indicated 
that transparency, authenticity, and ethical marketing are 
some of the most commonly cited factors of building 
credibility in the context of SMEs (Newell & Goldsmith, 2001). 
Organic skincare brands emphasizing ethical sourcing, 
sustainability, and product effectiveness build consumer trust 
that increases adoption levels (Atkinson & Rosenthal, 2014). 
Consumers then use external sources, including USDA Organic 
and Ecocert-certified brands, to make decisions on the 
credibility of any given product (Ngobo, 2011). Such 
certifications from external bodies act as a validation of the 
credibility accorded by consumers with regard to a brand’s 
adherence to organic and sustainable modalities, which 
increases trust in them from the consumers’ end. Brand 
credibility furthermore lowers perceived risk, an important 
aspect of decision-making for consumers. The perception of 
risk in the organic skincare market incorporates efficacy, 
safety, and authenticity of the products (Pavlou et al., 2007). 
Therein lies the attraction of SMEs whose brand credibility has 
been entrusted and upheld through ethical sourcing 
modalities, backed by science and sustainability efforts; 
consumers are willing to pay higher amounts for such trusted 

products (Kim & Ko, 2012). This is in accordance with the 
signalling theory, including the aspects where credible brands 
send a positive signal to consumers, hence diminishing 
uncertainty and thus escalating perceived value (Erdem & 
Swait, 2004).  

Particularly, brand storytelling tremendously enhances the 
aspect of credibility. Especially SMEs that weave genuine 
narratives related to their journey, commitments toward 
ethics, and innovations in products tend to develop a more gut 
feeling of bond with different kinds of consumers (Escalas, 
2004). The degree to which consumers are likely to identify 
themselves with brands openly sharing their values and 
agenda (Kapferer, 2012). Such storytelling can help to link 
brand credibility with consumer trust in favor of adopting the 
brands. 

Perceived green value is of the essence in shaping public 
perception related to organic skincare. Green perceived value 
is defined as the value representing environmental and 
personal benefits gained from the use of organic products 
(Chen & Chang, 2013). The higher the perceived green value 
individuals consumers, the higher the chances to adopt 
organic skincare products (Yadav & Pathak, 2016). The theory 
of planned behaviour postulates that attitude towards a 
behaviour as influenced by the perceived green value will 
directly act upon behavioural intentions and actual behaviour 
(Ajzen, 1991). 

For organic skincare, perceived green value embraces more 
than just environmental impacts: it further includes product 
safety and personal well-being. Research suggests that those 
consumers holding a high green value of organic products 
adopt habitual purchasing patterns to the effect of showing 
brand loyalty and sustaining acceptance (Leonidou et al., 
2010). Such SMEs marketing efforts that emphasize 
environmental benefits and personal gain will flourish more 
vehemently when building habits in the consumer and through 
a loyalty culture (Leonidou et al., 2010). Behavioural 
economics further suggests that organic skincare products 
which enhance positive consumer outcomes are likely to yield 
positive brand attachment and habitual purchasing behaviour 
(Thaler & Sunstein, 2008).  

Product packaging and sensory experiences further 
promote the formation of habits. It is reported that eco-
friendly, nice-looking, and user-friendly packaging is said to 
raise the perceived value of organic skincare products 
(Magnier & Crié, 2015). This combination of superior efficacy 
in product features causes a higher likelihood of habit 
formation and loyal brand commitment for consumers. Eco-
conscious consumerism refers to the extent to which 
environmental and ethical issues factor into consumers’ 
purchasing decisions (Straughan & Roberts, 1999). Eco-
conscious consumers are more likely to prefer brands that 
possess a strong credibility in sustainable practices (Paul et al., 
2016). Studies suggest the impact of brand credibility on 
adoption is more potent among eco-conscious consumers 
(Gleim et al., 2013). They also gather information about the 
environmental and ethical practices of given brands, and their 
purchasing decisions are influenced by certifications, 
sustainability reports, and brand transparency (Taufique et al., 
2017). These businesses are also more receptive to 
sustainability- and CSR-focused marketing messages (Rahman 
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& Reynolds, 2016). Thus, eco-conscious consumers are a 
market segment that SMEs can use to gain a competitive 
advantage if the eco-conscious values of consumers align with 
their branding efforts (White et al., 2019). Further studies 
indicate that consumers with heightened environmental 
awareness are more likely to engage in brand advocacy 
behaviours, including word-of-mouth and social media 
sharing (Chatzidakis et al., 2007). Eco-conscious consumers 
are more willing to pay above-average prices for sustainable 
products, thereby further enhancing the brand differentiation 
of SMEs through investments in environment-friendly raw 
materials, carbon-neutral production methods, and cruelty-
free formulations (Burke et al., 2014) 

Emotional engagement and social influence are two 
important drivers of eco-conscious consumerism. Emotional 
engagement refers to an affective bond that consumers form 
with brands based on the perception of shared values and 
experiences (Holbrook & Hirschman, 1982). Social influence, 
which incorporates peer recommendations and influencer 
endorsements, further moulds consumer behaviour (Kaplan & 
Haenlein, 2010). The research says that the more emotionally 
engaged the customers, the higher their commitment to a 
sustainable brand is (Griskevicius et al., 2010). 

The influence of social media on consumer attitudes 
toward organic skincare cannot be ignored; social influence 
from peer networks, online testimonials, and endorsements 
from influencers play a prominent role in consumer decision-
making (Griskevicius et al., 2010). When trusted influencers 
endorse organic skincare products or positive testimonials 
from peers emerge, consumers become more inclined to 
purchase it (Lee & Yun, 2015). SMEs may employ social media 
engagement strategies to forge an emotional bond with their 
audience and gradually strengthen consumer loyalty (Kim & 
Johnson, 2016). User-generated content and online reviews as 
social proof are known to provide great help in establishing 
consumer trust and purchase intentions for the organic 
skincare market (Tuten & Solomon, 2018)  

Nonetheless, even though great efforts have been made to 
study the brand credibility of SMEs and consumer adoption of 
organic skincare, much more needs to be done to understand 

such dimensions of credibility as the prolonged relationship 
between a brand and its consumers, transparency in the 
sourcing of ingredients, and the psychological effect of eco-
labelling in-depth. Also, while perceived green value and habit 
formation have been acted out as mediators, future studies 
should appraise other possible effects such as consumer 
skepticism, ethical branding, and cultural influences towards 
adopting behaviours. Furthermore, there is also a need for 
research on the effectiveness of different modes of building 
brand credibility used by SMEs in consumer decision-making, 
such as storytelling, influencer partnerships, and community 
engagement. All these works contribute to a better 
understanding of the work of brand credibility in instilling 
sustainable consumer practices and long-standing loyalty in 
the organic cosmetic sector.  

Based on the preceding critical analysis of the literature, 
the following hypotheses have been formulated and 
conceptual model has been demonstrated in Figure 1: 

H1: SME brand credibility positively influences customer 
adoption of organic skincare products. 

H2: Perceived green value and habit formation mediate 
the relationship between SME brand credibility and 
customer adoption of organic skincare products. 

H3: Eco-conscious consumerism moderates the 
relationship between SME brand credibility and 
customer adoption, strengthening the effect for 
highly eco-conscious consumers. 

H4: Emotional engagement and social influence 
positively impact eco-conscious consumerism in the 
organic skincare market. 

METHODOLOGY 

In order to examine the role of SME brand credibility, 
customer adoption of organic skincare, perceived green value 
being mediator and eco-conscious consumerism acting as a 
moderator, this research employed a quantitative research 
design with a descriptive & analytical approach. Besides that, 

 
Figure 1. Conceptual model (Source: Authors’ own elaboration) 
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it also investigated the role of social impact & emotional 
engagement on eco-conscious consumerism. A structured 
questionnaire was designed to acquire data from customers 
who use organic skincare products, subsequently using 
statistical tools the collected to data was analysed. 

Sample Description 

This study collected 400 responses from customers who use 
organics skincare products in Karnataka, India. Table 1 
indicates that majority of the respondents were aged between 
(93.5%) 18–25, and most of the respondents were female 
(74.7%), indicating highest unmarried (95%) customers. 
Moreover, it is observed that majority of the respondents were 
Undergraduates (91.3%), most of them being (93%) Students, 
having monthly income of (59.8%) below Rs 10,000, and 
residing in (54.3%) Urban area. Additionally, highest number 
of respondents (53.8%) occasionally purchase organic skincare 
products, purchasing primarily from (63.7%) Online Stores, 
with majority considering (75.3%) Quality as the important 
factor before making purchases. 

Research Instrument 

Since this study was primary aimed at examining the role 
of SME brand credibility on customer adoption of organic 
skincare with perceived green value being mediator and eco-
conscious consumerism acting as a moderator which then 
forming habit and being impacted by social impact & 
emotional engagement, ultimately leading to customer 
adoption of organic skincare, the research utilised a structured 
questionnaire. The questionnaire encompassed two sections: 
Section-I consisting of Demographic Profile; Section-II having 
variables such as 1) SME Brand Credibility involving sub 
constructs such as Trustworthiness (5 items) measured with 
the help of Delgado‐Ballester and Luis Munuera‐Alemán 
(2005); Erdem and Swait (2004); Chaudhuri and Holbrook 
(2001), Transparency (5 items) using the work of Montecchi et 
al. (2024), Authenticity (5 items) (Ilicic & Webster, 2014; 
Napoli et al., 2013), Reliability (4 items) (Sharma, 2024) and 
Expertise (3 items) (Pontes et al., 2017; Thayyib et al., 2024). 
2) Perceived Green Value consisting sub-constructs like 
Functional Value (4 items), Social Value (4 items) and 

Emotional Value (3 items) was measured using the items from 
Woo and Kim (2019) whereas, 3) Customer Adoption 
consisting subconstructs such as Purchase Intention (5 items) 
(Kalra et al., 2023), Actual Behaviour (5 items) (Al Mamun et 
al., 2020) and Advocacy (Word-of-Mouth) (3 items) (Nguyen et 
al., 2024). 4) Eco-Conscious Consumerism with sub-constructs 
like Environmental Concern (5 items) (Chen et al., 2023), 
Sustainability Awareness (5 items) (Khalil & Khalil, 2022) and 
Pro-Environmental Behaviour (4 items) (Menardo et al., 2020). 
5) Social Influence (5 items) (Wang, 2014), 6) Emotional 
Engagement (5 items), and 7) Habit Formation (5 items) 
(Brinck & Reddy, 2020). All the opinions of customers were 
assessed on a five-point Likert scale, ranging from 1 to 5, 1 
being strongly disagree (SD), to 5 indicating strongly agree 
(SA). 

Method 

This study aimed comprehending consumer behaviour in 
Karnataka, India, to provide deeper insights on the aspects 
impacting the organic skincare products adoption among 
consumers. In light of growing demand for organic skincare 
products as well as increased awareness of sustainable 
consumption it was important to gather views of consumers. 
Similarly, 400 questionnaires were circulated among the 
consumers across various districts in Karnataka, India. 
Moreover, a judgment & snowball sampling technique, 
ensured that the study encompassed perspectives from 
suitable consumers. Initially, the respondents were reached 
out through store owners & employees when researchers 
visited organic skincare enterprises. Furthermore, the google 
form links were also created to reach out maximum 
respondents, the links were shared to organic skincare 
businesses having Instagram pages and websites. 
Subsequently, Statistical tests such as, descriptive statistics, 
Confirmatory Factor Analysis and structural equation model 
with direct effect, total effect as well as mediation analysis was 
tested. Beyond that, this study complied with the Scientific 
Review Board’s ethics, including voluntary participation, 
informed consent, as well as confidentiality. No personal data 
were obtained, and the participants were allowed to withdraw 
at any time. The data were solely used for scientific purposes 

Table 1. Demographic profile 
Gender Male female Prefer not to say    

25% 74.7% 0.3%    
Marital status Single Married Divorced/Widowed    

95% 4.3% 0.8%    
Education Level High School or Below PUC Undergraduate Degree Postgraduate Degree   

0.3% 3.3% 91.3% 5.3%   
Employment Status Student Employed (Full-time) Employed (Part-time) Unemployed Retired Other 

93% 5% 0.5% 0.5% 0.8% 0.3% 
Monthly Income Below Rs 10,000 Rs 10,001-Rs 20,000 Rs 21,001-Rs 30,000 Rs 31,001- Rs 40,000 Above Rs 41,000  

59.8% 18.8% 5.3% 2.8% 13.5%  
Region Urban Semi-Urban Rural    

54.3% 30.8% 15%    
Frequency of purchasing 
organic skincare products 

Rarely Occasionally Frequently Always   
32.3% 53.8% 8% 6%   

Source of purchasing 
organic skincare products 

Physical Stores Online Stores Farmer’s Markets Specialty Boutiques Other  
26.8% 63.7% 2.5% 2.8% 4.3%  

Factor considered while 
purchasing 

Price Quality Sustainability Brand Credibility Packaging Other 
9.5% 75.3% 6% 6.3% 0.5% 2.5% 
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and kept in safe places to ensure transparency and integrity of 
the research.  

Confirmatory factor analysis (CFA) was conducted to 
assess the adequacy of the measurement model. During this 
process, five indicators (HF3, EV2, AB5, EE3, and ECC2) were 
removed due to low loadings and their adverse impact on 
construct reliability and convergent validity. The final 
measurement model retained indicators with factor loadings 
above 0.7. The model was determined to be the best fit and it 
was within the acceptable limits, as suggested by Hair Jr et al. 
(2010), Hu and Bentler (1999), and Fusar-Poli et al. (2013) 
which showed chi-square significant values more than 0.05 
(0.068); x2 /df within the range of 2-5 (4.098). Furthermore, the 
GFI was greater than 0.90 (.905), the AGFI was greater than 
0.80 (.903), the NFI was greater than 0.90 (.916), and the 
RMSEA was less than 0.05 (.0313), all of which are greater than 
0.90 (.914), confirming the model’s goodness of fit. The overall 
model fit indices demonstrated an acceptable to good fit, 
confirming the adequacy of the measurement model and 
supporting the convergent validity of the constructs employed 
in this study. 

Construct Validity 

Construct validity as well as reliability was tested to verify 
the measurement model’s accuracy and consistency (See 
Table 2). Internal consistency was checked through 
Composite Reliability (CR), assuming internal consistency 
when values were higher than 0.70. The convergence validity 
was confirmed as all factor loadings were above 0.50, Average 
Variance Extracted (AVE) was more than 0.50, & CR surpassed 
0.70 indicates that the constructs measured what they were 
intended to measure. Discriminant validity was confirmed 
using the Fornell & Larcker (1981) criterion whereby, the 
square root of AVE for each construct was greater than its 
correlation with other constructs thus guaranteeing 
distinction of variables. The collected results are indicating the 
robustness, reliability, as well as accuracy of the measurement 
model. Discriminant validity was further assessed using the 
heterotrait–monotrait (HTMT) ratio of correlations. All HTMT 
values were below the recommended threshold of 0.90, 
indicating adequate discriminant validity among the 
constructs. Although several HTMT values were relatively 
high, they remained within acceptable limits and are 

Table 2. Factor loadings, reliability and convergent validity results 
Items   CR AVE SBC PGV ECC HF CA SI EE 
SBC AT1 0.780 0.891 0.680 0.823       

AT2 0.800          
AT3 0.820          
AT4 0.790          
AT5 0.810          
EX1 0.830          
EX2 0.800          
EX3 0.840          
RL1 0.820          
RL2 0.790          
RL3 0.810          
RL4 0.830          
TN1 0.800          
TN2 0.820          
TN3 0.780          
TN4 0.840          
TN5 0.810          
TR1 0.830          
TR2 0.790          
TR3 0.820          
TR4 0.800          
TR5 0.840          

PGV EV1 0.760 0.861 0.650 0.522 0.811      
EV3 0.782          

PGV1 0.801          
PGV2 0.810          
PGV3 0.820          
PGV4 0.790          
SV1 0.830          
SV2 0.803          
SV3 0.780          
SV4 0.820          

ECC ECC1 0.840 0.911 0.721 0.411 0.611 0.857     
ECC4 0.857          
ECC5 0.860          
PEB1 0.843          
PEB2 0.872          
PEB3 0.880          
PEB4 0.850          
SA1 0.865          
SA2 0.847          
SA3 0.855          
SA4 0.873          
SA5 0.861          
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theoretically plausible given the conceptual relatedness of the 
constructs examined. These results suggest that construct 
overlap is unlikely to bias the structural relationships. 

Customer adoption (CA) was modeled as a higher-order 
construct comprising multiple first-order dimensions, 
including behavioral adoption, attitudinal intention, and 
advocacy-related indicators. This operationalization reflects 
the multidimensional nature of adoption, capturing both 
behavioral engagement and attitudinal commitment. 

Empirically, the higher-order construct demonstrates 
strong reliability and convergent validity, with composite 
reliability (CR = 0.902) and average variance extracted (AVE = 
0.701), exceeding the recommended thresholds. The factor 
loadings of the underlying items are also substantial, 
indicating that the first-order indicators adequately represent 
the higher-order construct. 

Although the dimensions of customer adoption are 
conceptually related, the higher-order modeling approach 
provides a parsimonious representation of these closely linked 
behavioral outcomes. At the same time, the relatively high 
loadings and strong relationships are interpreted with caution, 
as they may partly reflect conceptual proximity among the 
sub-dimensions. 

To ensure robustness, the results were also examined at the 
aggregate level, and consistent patterns were observed, 
supporting the stability and validity of the higher-order 
specification. 

Common Method Bias 

Given that data for all constructs were collected using a 
self-reported questionnaire at a single point in time, the 
potential for common method bias (CMB) was carefully 
considered. Several procedural remedies were employed to 
mitigate CMB, including assuring respondents of anonymity 
and confidentiality, emphasizing that there were no right or 
wrong answers, and randomizing item order to reduce 

evaluation apprehension and pattern responding. In addition, 
predictor and outcome constructs were presented in separate 
sections of the questionnaire to minimize respondents’ ability 
to infer hypothesized relationships. 

To statistically assess CMB, the study employed the full 
collinearity variance inflation factor (VIF) approach, which, 
although more commonly used in SEM, has been applied as a 
diagnostic tool to detect both vertical and lateral collinearity 
associated with common method variance. The results indicate 
that all outer model VIF values ranged from 1.000 to 2.992, 
which are below the conservative threshold of 3.3, suggesting 
that common method bias is unlikely to be a serious concern. 

In addition, to ensure robustness within a covariance-
based SEM framework using IBM SPSS AMOS, Harman’s 
single-factor test was also conducted. The results showed that 
a single factor did not account for the majority of variance, 
further indicating that common method bias is not a 
significant issue in this study. Together, these findings provide 
consistent evidence that the observed relationships are not 
substantially influenced by common method variance. 

RESULTS 

Structural Equation Modelling is used to analyse the formal 
as well as conceptual relationships among SME brand 
credibility, perceived green value, eco-conscious 
consumerism, behavior factors, & customer adoption of 
organic skincare products. Direct effect for all the 
relationships and Mediation analysis to test the effect of 
perceived green value and habit formation. Moderation 
analysis to check the influence of eco-conscious consumerism 
on those paths have been used. The overall aim is to present a 
complete understanding of how demand for organic skincare 
products is shaped. 

Table 2 (Continued). Factor loadings, reliability and convergent validity results 
Items   CR AVE SBC PGV ECC HF CA SI EE 
HF HF1 0.792 0.870 0.661 0.509 0.711 0.607 0.813    

HF2 0.821          
HF4 0.832          
HF5 0.810          

CA AB1 0.703 0.902 0.701 0.553 0.631 0.651 0.725 0.844   
AB2 0.721          
AB3 0.822          
AB4 0.841          
AD1 0.860          
AD2 0.871          
AD3 0.880          
CA1 0.852          
CA2 0.861          
CA3 0.880          
CA4 0.904          
CA5 0.852          

SI S11 0.812 0.881 0.674 0.610 0.701 0.713 0.671 0.691 0.821  
SI2 0.827          
SI3 0.835          
SI4 0.818          
SI5 0.829          

EE EE1 0.782 0.854 0.631 0.503 0.591 0.581 0.705 0.751 0.593 0.797 
EE2 0.801          
EE4 0.816          
EE5 0.776          
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Direct Effect 

Table 3 shows that SME Brand Credibility significantly 
impacts Customer Adoption of Organic Skincare Products (β = 
.23, p = 0.000) as they believe that organic skincare products 
from reputable SME companies are trustworthy, high-quality, 
and reliable, consumers are more inclined to purchase them, 
reducing concern about the safety and effectiveness of the 
products. Additionally, it also remarkably influences Perceived 
Green Value (β =.90, p = 0.000) and Habit Formation (β = .66, p 
= 0.000) which may be because such companies build trust and 
satisfaction by ensuring transparency, ethical sourcing, as well 
as sustainability assurances, boosting formation of buying 
habits via constant product reliability. Further, Perceived 
Green Value significantly shapes Customer Adoption of 
Organic Skincare Product (β = .34, p = 0.000) because 
consumers consider it to be sustainable, eco-friendly, as well 
as beneficial. Additionally, Habit Formation contributes to 
Customer Adoption of Organic Skincare Products (β = .41, p = 
0.000) because usage of organic products frequently boosts 
frequent purchases and loyalty, promoting long-term 
adoption among customers, leading to the acceptance of H1. 

While the structural model demonstrates statistically 
significant relationships, certain path coefficients - 
particularly the relationship between SME brand credibility 
and perceived green value (β = 0.90) are relatively high. This 
magnitude can be theoretically justified by the close 
conceptual alignment between the constructs, as both SME 
brand credibility and perceived green value are rooted in 
consumers’ evaluation of trust, authenticity, and 
sustainability-related attributes. In the context of organic 
skincare products, credible brands are more likely to be 
perceived as environmentally responsible and value-driven, 
which can lead to strong associations between these 
constructs. 

However, such large coefficients may also reflect partial 
conceptual overlap or shared variance between related 
constructs. Although multicollinearity diagnostics and 
discriminant validity assessments indicate acceptable levels, 
the strength of these relationships is interpreted with caution. 
Rather than indicating absolute causal dominance, these 
coefficients should be understood as reflecting strong 
associations within a theoretically related construct space. 
Future research may further refine construct boundaries or 
employ alternative model specifications to minimize potential 
inflation effects and provide more nuanced insights. 

Mediation Analysis 

The mediating role of percived green value and habit 
formation in the relationship between SME Brand Credibility 
and customer adoption of organic skincare products has been 
investiagated. Accordingly, we estimated the mediation 
effects using a bootstrapping procedure (5,000 resamples) and 
revised the manuscript to explicitly report bootstrapped 
indirect effects, t-values, p-values, and 95% bias-corrected 
confidence intervals. The results indicate that the indirect 
effects are statistically significant, as the 95% bias-corrected 
confidence intervals do not include zero, confirming the 
mediating roles of the proposed constructs. These results are 
now reported in the revised mediation results table. 

Table 4 and Figure 2 show a positive association between 
SME brand credibility and customer adoption of organic 
skincare products (β = 0.235). The total effect (β = 0.809) 
exceeds the direct effect, indicating that the relationship 
between SME brand credibility and customer adoption is 
stronger when perceived green value is considered as an 
intervening mechanism. The indirect effect (β = 0.574) 
suggests that perceived green value plays a significant 
statistical mediating role in this relationship. Specifically, 
higher levels of SME brand credibility are associated with 
stronger perceptions of green value, which in turn are 
associated with higher levels of customer adoption. These 
findings support H2, indicating that perceived green value 
statistically mediates the relationship between SME brand 
credibility and customer adoption within the proposed 
framework. 

With respect to habit formation as a mediator, the results 
indicate a positive association between SME brand credibility 
and customer adoption of organic skincare products (β = 
0.235). The total effect (β = 0.658) is greater than the direct 
effect, suggesting that the relationship between SME brand 
credibility and customer adoption is stronger when habit 
formation is included as an intervening variable. The indirect 
effect (β = 0.423) further indicates that habit formation serves 
as a significant statistical mediator in this relationship. 
Specifically, higher levels of SME brand credibility are 
associated with stronger habit formation tendencies, which in 
turn are associated with higher levels of customer adoption. 
These findings suggest that habit formation plays an 
important explanatory role in linking SME brand credibility 
and customer adoption within the proposed framework (see 
Table 4 and Figure 2). Moreover, the direct effect of SME 
brand credibility on customer adoption remained significant 
after the inclusion of the mediators, indicating that the 
mediating effects are partial rather than full. These findings 
confirm that perceived green value and habit formation act as 
important explanatory mechanisms through which SME brand 
credibility influences customer adoption of organic skincare 
products. As a result, H2 supported. 

Table 3. Direct effect of study variables 
Hypothesis Relationship β P Decision 
H1 SMC CA .23 *** Supported 
Other Direct 
Effects 

SMC PGV .90 *** Supported 
SMC HF .66 *** Supported 
PGV  CA .34 *** Supported 
HF  CA .41 *** Supported 

Note: SMC: SME brand credibility; CA: Customer adoption of organic 
skincare products; PGV: Perceived Green Value; HF: Habit Formation 

Table 4. Mediating role of perceived green value and habit formation 
Hypothesis Path Total Effect (β) Direct Effect (β) Indirect Effect (β) 95% CI (LL, UL) p-value Decision 
H2a SMEBC → PGV → CA 0.809 0.235 0.574 [0.421, 0.698] < 0.001 Supported 
H2b SMEBC → HF → CA 0.658 0.235 0.423 [0.301, 0.552] < 0.001 Supported 
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Moderating Effect of Eco-conscious Consumerism 

The moderating role of eco-conscious consumerism in the 
relationship between SME brand credibility and customer 
adoption of organic skincare products was examined using 
structural equation modelling in IBM SPSS AMOS. Since AMOS 
does not directly estimate latent interaction effects, 
moderation was tested using a product-indicator approach 
with mean-centering. Specifically, SME brand credibility 

(SMEBC) and eco-conscious consumerism (ECC) were mean-
centered, and an interaction term (SMEBC × ECC) was included 
as a predictor of customer adoption. 

As shown in Table 5 and Figure 3, SME brand credibility 
(β = 0.281, p < 0.001) and eco-conscious consumerism (β = 
0.272, p < 0.001) are both significantly associated with 
customer adoption. Importantly, the interaction term (β = 
0.193, p < 0.001) is also significant, indicating a moderating 
effect. 

 
Figure 2. Mediating role of perceived green value and habit formation (Source: Authors’ own elaboration) 

Table 5. Moderating effects of eco-conscious consumerism 
Relationship Beta S.E. t value P Decision 
SMEBC CA 0.281 0.051 5.427 *** Supported 
ECC  CA 0.272 0.055 4.923 *** Supported 
SMEBC × ECC → CA 0.193 0.061 3.129 *** Supported 
Note: SMC: SME brand credibility; CA: Customer adoption of organic skincare products; PGV: Perceived Green Value; HF: Habit Formation 

 
Figure 3. Moderating role of eco-conscious consumerism (Source: Authors’ own elaboration) 
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This result suggests that the strength of the association 
between SME brand credibility and customer adoption varies 
depending on the level of eco-conscious consumerism. 
Specifically, the positive association between SME brand 
credibility and customer adoption is stronger at higher levels 
of eco-conscious consumerism compared to lower levels. 
Thus, eco-conscious consumerism does not directly enhance 
SME brand credibility; rather, it conditions the relationship 
between credibility and adoption. 

The interaction plot (Figure 3) further supports this 
interpretation, showing that the slope representing the 
relationship between SME brand credibility and customer 
adoption is steeper for consumers with higher eco-conscious 
orientation and flatter for those with lower eco-conscious 
orientation. These findings support the moderating role of 
eco-conscious consumerism. 

Additionally, the role of emotional engagement and social 
influence on Eco-Conscious Consumerism has been examined. 
As per the results (See Table 6), it is evident that Social 
Influence and Emotional Engagement explains Eco-Conscious 
Consumerism by 74.3% with significant correlation (R=.862). 
Moreover, it is witnessed that for every one-unit increase in 
the Social Influence contributes to .521 increase in the eco-
conscious consumerism and for every one-unit increase in the 
Emotional Engagement results in .396 hike in eco-conscious 
consumerism with significant difference between the variables 
(F=575.270; p=0.000). This result suggests that peer influence, 
norms within the society, and group behaviour have much 
larger contributions compared to emotional attachment. 

DISCUSSION 

The study confirmed that SME brand credibility has a 
substantial influence on the adoption of organic skincare 
products from the perspective of a consumer (H1). These 
results are consistent with earlier research indicating that 
brand credibility is one major indication of consumer trust and 
purchase intention (Erdem & Swait, 2004). Consumers will 
choose brands they believe to be trustworthy, competent, and 
reliable since they eliminate uncertainty and enhance 
confidence in decisions about purchasing (Keller & Aaker, 
1992). The issue of brand credibility is especially potent in the 
organic skincare market, given that consumer skepticism is a 
prevailing attitude toward product claims (Chryssochoidis, 
2000). To counter consumer skepticism, SMEs must build 
credibility based on transparency, ethical sourcing, and the 
proven efficacy of products. Certified brands building their 
image around authenticity and sustainability seem to be 
creating more trust in consumers (Newell & Goldsmith, 2001); 
at the same time, third-party certifications like USDA Organic 
and Ecocert act as external validators to bolster brand 
credibility and thus help with consumer adoption (Ngobo, 
2011).  

The findings further elucidate how perceived green value 
and habit formation mediated the relationship between brand 
credibility for SMEs and the purchasing of organic skincare 
products by customers (H2). Perceived green value is when a 
consumer believes that there are environmental or personal 
benefits attributable to the application of organic skincare 
products, which enhances consumer attitudes towards organic 
skincare brands and could, in the long run, develop habitual 
purchasing behaviours (Chen & Chang, 2013; Leonidou et al., 
2010). This is supported by Yadav and Pathak (2016), who 
provide evidence that consumers with a strong perception of 
green value have stronger tendencies to adopt. Habit 
formation reinforces continued product use. The study 
supports findings by Lally et al. (2010) that repeated exposure 
to a product alongside a very good experience leads to the 
habit formation process. SMEs that project an environmental 
and personal health benefit would be further able to gain the 
habit-forming capacity for consumers, which ultimately would 
lead to greater brand loyalty. Other studies propose that eco-
friendly packaging, as well as sensory product experiences, 
prompted habit formation. As stated by Magnier and Crié 
(2015), aesthetically pleasing, environmentally friendly 
packaging enhances perceived green value and would result in 
repurchase intentions and habits. The focus on young 
consumers is particularly relevant, as this segment represents 
an emerging and influential market for organic and 
sustainable skincare products, often acting as early adopters 
and opinion leaders. SMEs can use these findings to enhance 
customer loyalty and improve their position in the market. 

 The study also reinforced the idea that eco-conscious 
consumerism moderates the relationship between the brand 
credibility of SMEs and consumer adoption (H3). This 
corresponds with existing research postulating that highly 
eco-conscious consumers prioritize brand credibility during 
their decisions to purchase (Paul et al., 2016). Eco-conscious 
consumers are on the lookout for any information that 
involves the sustainability of the brand for ethical sourcing 
and transparency issues (Taufique et al., 2017). The acts of 
purchasing by eco-conscious consumers are greatly affected by 
brands that share their environmental values, hence 
conferring a linkage between brand credibility and adoption. 
These observations were further reaffirmed by Rahman and 
Reynolds (2016), stating that consumers with strong 
sustainability concerns were more responsive to marketing 
messages that highlighted the CSR initiatives. Also, the study 
proves that eco-conscious consumers endorse paying 
premium prices for organic skincare products, which has been 
elaborated by Burke et al. (2014). SMEs could strategically 
traverse associated grounds to target this segment by 
engendering their credibility as its backbone to bolster 
sustainability, tracking a high accord adoption.  

Furthermore, emotional engagement and social influence 
were stated to have significant impacts on eco-conscious 
consumerism in the organic skincare world (H4). Emotional 
engagement acts as a strong driving force in consumer 

Table 6. Regression analysis for emotional engagement, social influence and eco-conscious consumerism 
Variables R R square Adjusted R square Beta t-value F Sig. 
Social Influence .862a .743 .742 .521 .521 13.296 575.270 .000 
Emotional Engagement .396 .396 10.102 .000 
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behaviour, allowing a deep emotional and affective connection 
to be created between consumers and brands (Holbrook & 
Hirschman, 1982). It is believed that the consumers who form 
emotional attachments to brands are more brand-committed, 
likely to advocate the brand, and are more inclined to be 
brand-loyal (Griskevicius et al., 2010). In addition, the 
influence that society brings into the attitudinal matrix of the 
consumers contains a serious consideration for evaluating 
consumer behaviour. Research conducted by Kaplan and 
Haenlein (2010) has shown that social media has intensified 
the extent to which peer networks influence decision-making 
concerning purchase behaviour. This study further affirms that 
social proof, which grants positive testimonials and opinions 
endorsed by influencers, exerts a profound influence on eco-
conscious consumers’ beliefs and actions. Lee and Yun (2015) 
further endorse this concept, stating that consumers who are 
exposed to endorsements from credible influencers are more 
inclined to accept organic skincare products. This speaks to the 
need for Small and Medium Enterprises to embed social media 
marketing strategies and influencer collaborations to enhance 
consumer trust and engagement. User-generated content 
combined with community-driven advocates acts to further 
enhance brand credibility (Tuten & Solomon, 2018) 

The study discussed here further supports the validity that, 
among consumers of organic skincare, the brand credibility of 
SMEs is of vital importance for its adoption. The results 
stressed the importance of mediating roles of perceived green 
value and habit formation, while the moderating role was 
played by eco-conscious consumerism. Key elements of 
emotional engagement and social influence played a huge part 
in shaping eco-conscious consumerism, which subsequently 
affected the consumer adoption of organic skincare. Brand 
credibility needs therefore to be established using transparent 
practices and also sustainability programs in combination with 
ethical marketing practices. Brand credibility, therefore, 
becomes a great mechanism through which SMEs appeal to 
eco-conscious consumers and enhance their market 
penetration. These findings provide highly relevant insights 
for practitioners and policymakers regarding credibility-
building strategies and consumer engagement in organic 
skincare. 

CONCLUSION AND IMPLICATIONS 

The current research backs up SME brand credibility as 
critical to securing consumer adoption of organic skincare 
products through the mediation of perceived green value and 
habit formation, with eco-conscious consumerism acting as a 
modulator. Emotional engagement and social influence were 
determined to be influential in establishing a platform for eco-
conscious consumerism, expanding the process of acceptance. 
The outcomes of the study suggest that SMEs should develop 
confidence through transparent communication, sustainable 
practices, and ethical marketing. With enhanced brand 
credibility, they will be able to better seduce eco-conscious 
consumers and consequently increase their penetration in the 
market. It is recommended that, as good practice, SMEs 
proceed with a focus on establishing credibility through third-
party certification, sustainable sourcing, and educating 

consumers. The emotional connection can also enhance 
consumer trust and long-term loyalty if reinforced through 
storytelling and influence on social media platforms. 
Policymakers should also think about regulating more strictly 
misleading claims within the organic skincare industry to 
improve consumer protection and encourage ethical business 
practices. 

LIMITATIONS AND FUTURE SCOPE 

It is also important to note that this study had its 
weaknesses. First, the primary focus of the study was on SME 
brand credibility operational in the organic skincare industry, 
limiting its application to other industries. Further research 
needs to examine how brand credibility could play a role in 
other sectors of sustainable consumer products. Secondly, the 
study answers were based on self-reported data of consumers 
and, as a result, came with various biases through social 
desirability or perception errors. Experimental designs or 
longitudinal data could then further support the findings 
presented in this study. While this study examined the 
perceived green value and habit formation as mediators, 
further research could look into other psychological and 
behavioural factors such as perceived risk, brand attachment, 
and perception toward corporate social responsibility. The role 
of digital marketing and e-commerce in informing brand 
credibility and consumer adoption requires further 
investigation into the organic skincare industry needs. Future 
research can therefore seek to establish how digital 
engagement strategies motivate consumer trust and, in turn, 
influence purchase behaviour.  

Despite the topical relevance and empirical robustness of 
the study, certain limitations should be acknowledged. The 
sample primarily comprises young, student consumers, which 
may limit the generalizability of the findings to the broader 
population of organic skincare users. Young consumers often 
exhibit distinct consumption patterns, environmental 
attitudes, and psychological motivations compared to older or 
more diverse demographic groups. Consequently, the results 
should be interpreted within the context of this youth-centric 
sample. Future studies may extend this research by examining 
more demographically diverse samples, including working 
professionals, middle-aged consumers, and older age groups, 
to enhance the external validity of the findings. Comparative 
studies across age cohorts could provide deeper insights into 
how psychological and green pathways differ between young 
consumers and the general population, thereby strengthening 
the theoretical and practical implications for SME brands 
operating in the organic skincare market. Given the 
homogeneity of the sample, which primarily comprised 
undergraduate students aged 18–25 with similar income 
levels, subgroup robustness checks based on age, income, or 
employment status were not feasible. Future research should 
employ more diverse samples to enable subgroup and multi-
group analyses and to assess the stability of the proposed 
relationships across different consumer segments. This study 
used judgment and snowball sampling through retail outlets 
and Instagram, which may have over-represented 
environmentally conscious and digitally active consumers. 
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Accordingly, the findings should be interpreted as applicable 
to this segment rather than the broader consumer population. 
Future research should employ probability-based sampling 
and more diverse recruitment channels to enhance 
generalizability. 
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