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Sustainable Purchase I,ﬁemion; understanding how social media marketing influences sustainable purchase intention,
Sustainable Fashion; particularly within the sustainable fashion industry. Despite the expanding body of
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PRISMA; media marketing, brand engagement, and sustainable involvement in isolation.
VOSviewer; Grounded in the Stimulus—Organism—Response (SOR) framework, this study aims to
systematically map and review the scholarly literature on the relationship between social
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Rovised " January 24,2026 engagement and sustainable ~ 1nv91vem§nt cor'lceptua'lhzed as key' organismic
Accepted - April 08,2026 mechanisms. Although research in this area is growing, prior studies remain fragmented
and lack theoretical integration. Using a PRISMA-based systematic literature review,
Article Doi: 60,509 Scopus-indexed records published between 2015 and 2025 were initially

10.22441/jdm.v9il.37347 identified. Through a rigorous multi-stage screening process based on relevance,
construct integration, sustainable fashion context, and empirical completeness, 15 key
articles were selected for in-depth analysis. Bibliometric mapping using VOSviewer was
conducted to identify thematic clusters, research trends, and phenomenon gaps. The
findings show that sustainable purchase intention is centrally positioned in the literature
and is influenced by social media marketing primarily through brand engagement and
sustainable involvement. Interactive, value driven social media content enhances
consumers’ emotional and cognitive engagement with brands, while higher
sustainability involvement strengthens intention consistency. Theoretically, this study
contributes by advancing the application of the SOR framework through a unified
conceptual perspective. Practically, the results highlight the importance of sustainability
storytelling, interactive campaigns, and online community-building as effective social
media strategies to stimulate sustainable purchase intention.

1. INTRODUCTION

The growing urgency of environmental and social challenges has intensified global attention toward sustainable
consumption, particularly within the fashion industry, which is widely recognized as one of the most resource-intensive
and polluting sectors worldwide (Bonelli et al., 2024). In response, sustainable fashion has emerged as a strategic
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approach aimed at reducing negative environmental impacts while promoting ethical production and responsible
consumption (Kulakova et al., 2021; J. Ma et al., 2024; Ray & Nayak, 2023). Central to the success of sustainable
fashion is consumers’ sustainable purchase intention, which reflects their willingness to choose environmentally and
socially responsible products over conventional alternatives (Kumar et al., 2021).

At the same time, the rapid expansion of social media platforms has fundamentally reshaped marketing
communication and consumer brand relationships (Siregar et al., 2023). Social media marketing enables brands to
engage directly with consumers through interactive content, storytelling, and community-building activities (Atrisia et
al., 2023, 2024; Atrisia & Hendrayati, 2021; Jeswani, 2023). From a Stimulus—Organism—Response (SOR) perspective,
social media marketing functions as an external stimulus that exposes consumers to sustainability-related information,
values, and social influence. For sustainable fashion brands, social media provides a powerful channel to communicate
sustainability values, educate consumers, and influence attitudes and behaviors related to sustainable consumption
(Vladimirova et al., 2024). As aresult, an increasing number of studies have examined the role of social media marketing
in shaping sustainable purchase intention.

Within this evolving research landscape, brand engagement has gained prominence as a key mechanism linking
social media marketing efforts to consumer behavioral outcomes (Unnava & Aravindakshan, 2021). Brand engagement
refers to consumers’ cognitive, emotional, and behavioral investment in brand interactions, particularly within digital
and social media environments (L. Ma et al., 2022). Engaged consumers are more likely to trust brands, internalize their
values, and translate positive attitudes into purchase intentions. In the context of sustainable fashion, brand engagement
may amplify the impact of sustainability messages by fostering deeper connections between consumers and brands that
advocate ethical and environmental responsibility (Santos et al., 2025).

Another important construct in this domain is sustainable involvement, which reflects the degree to which
consumers perceive sustainability issues as personally relevant and important (Reppmann et al., 2025). Consumers with
higher levels of sustainable involvement tend to process sustainability-related information more deeply and exhibit
stronger intentions to engage in sustainable purchasing behaviors (Shao et al., 2022). Prior research suggests that social
media marketing can enhance sustainable involvement by increasing awareness, facilitating peer influence, and
reinforcing pro-sustainability norms (Al-Kenane et al., 2025; Sarikaya et al., 2025; Shahzalal, 2024). However, the
integration of sustainable involvement with brand engagement as joint organism-level mechanisms within the SOR
framework remains limited in existing research.

Despite the growing body of literature on social media marketing, sustainable purchase intention, sustainable
fashion, brand engagement, and sustainable involvement, current studies remain theoretically and conceptually
fragmented. Bibliometric evidence from the Scopus database shows a large volume of publications examining these
constructs independently, yet only a small number explicitly connect them within a unified theoretical model. Moreover,
while several systematic and bibliometric reviews have addressed green marketing or sustainable consumption broadly,
few have adopted an explicit SOR-based perspective to map how social media marketing stimuli translate into
sustainable purchase intention through internal psychological mechanisms in the sustainable fashion context. This gap
highlights the need for a theory-driven and integrative review that clarifies the intellectual structure of this research
domain. Accordingly, this study aims to address this gap by conducting a PRISMA-based systematic literature review
combined with bibliometric and visualization analysis using VOSviewer. Grounded explicitly in the Stimulus—
Organism—Response framework, this study seeks to: (1) systematically map and review the literature on the relationship
between social media marketing and sustainable purchase intention in the sustainable fashion context; and (2) examine
the roles of brand engagement and sustainable involvement as organism-level mechanisms linking social media
marketing stimuli to sustainable purchase intention. This research contributes to the literature by strengthening
theoretical integration, identifying phenomenon gaps, and offering insights for both scholars and practitioners on how
social media marketing strategies can effectively promote sustainable purchasing behavior in the fashion industry.

2. LITERATURE REVIEW

Grounded in the Stimulus—Organism—Response (SOR) framework, this study conceptualizes social media
marketing as an external stimulus that influences consumers’ internal psychological states, namely brand engagement
and sustainable involvement which subsequently shape sustainable purchase intention as a behavioral response. This
section synthesizes the literature through this theoretical lens and develops research propositions to guide the systematic
review. Social media marketing has become a dominant communication strategy for fashion brands, enabling two-way
interactions, user-generated content, and real-time engagement with consumers (Naeem, 2021). Unlike traditional
marketing channels, social media platforms allow brands to disseminate sustainability-related information in more
transparent, interactive, and relatable ways (Singha, 2024; Zhang & Qiao, 2025). In the context of sustainable fashion,
social media marketing is frequently used to communicate ethical sourcing, eco-friendly materials, circular fashion
practices, and corporate social responsibility initiatives (Zhang & Qiao, 2025). Prior studies indicate that such
sustainability-focused social media content can enhance brand credibility, raise environmental awareness, and positively
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influence consumers’ perceptions of sustainable fashion brands (Bajri¢, 2025; EI-Shihy & Awaad, 2025; Naim et al.,
2025). However, while the stimulus role of social media marketing is well documented, its indirect pathways toward
sustainable purchase intention remain insufficiently theorized.

Sustainable purchase intention refers to consumers’ conscious willingness to buy products that minimize
environmental harm and contribute to social well-being (Vu et al., 2022). In sustainable fashion research, purchase
intention is commonly examined as a key predictor of actual buying behavior (Kumar et al., 2021). Social media
marketing has been found to play a crucial role in shaping these factors by providing information, facilitating peer
discussions, and reinforcing pro-environmental attitudes (Orzan, 2025). Nevertheless, the literature also highlights an
intention behavior gap, suggesting that strong purchase intentions do not always translate into actual sustainable
consumption, thereby necessitating a deeper examination of mediating and moderating mechanisms.

Brand engagement represents a central organism-level construct within the SOR framework, capturing
consumers’ cognitive, emotional, and behavioral investment in brand interactions (Aljuhmani et al., 2023). It
encompasses cognitive, emotional, and behavioral dimensions, such as attention, enthusiasm, and active participation in
brand-related activities (Arghashi & Arsun Yuksel, 2023). Within social media environments, brand engagement is often
reflected through likes, shares, comments, and content creation (Shahbaznezhad et al., 2021). These interactions indicate
consumers’ psychological immersion and emotional attachment to brands. Studies suggest that higher levels of brand
engagement lead to stronger brand relationships, increased trust, and favorable behavioral outcomes, including purchase
intention (Aljuhmani et al., 2023; Arghashi & Arsun Yuksel, 2023; Shahbaznezhad et al., 2021). In sustainable fashion,
brand engagement can strengthen consumers’ identification with brands that align with their ethical and environmental
values (Santos et al., 2025). Thus, brand engagement can be understood as a key organism-level mechanism through
which social media marketing stimuli are translated into behavioral responses.

Sustainable involvement refers to the degree of personal relevance and interest consumers attach to
sustainability-related issues (Reppmann et al., 2025). Highly involved consumers are more motivated to seek
information, evaluate sustainability claims critically, and engage in responsible consumption behaviors (Sarkar et al.,
2023). In the sustainable fashion context, sustainable involvement has been linked to greater sensitivity toward
environmental impacts and ethical considerations in clothing production (Pérez et al., 2022). Social media marketing
can enhance sustainable involvement by increasing exposure to sustainability narratives, influencer advocacy, and peer-
generated content (Gouda & Halim, 2025; Sailesh et al., 2024). Within the SOR framework, sustainable involvement
represents an internal evaluative state that shapes how consumers interpret and respond to marketing stimuli.
Nevertheless, existing studies often treat sustainable involvement as an isolated antecedent rather than integrating it
alongside brand engagement within a unified organism-level process.

The existing literature suggests that social media marketing, brand engagement, and sustainable involvement
are interrelated constructs that collectively influence sustainable purchase intention. Social media marketing activities
can stimulate brand engagement by fostering interactive and meaningful consumer—brand relationships, while
simultaneously increasing sustainable involvement through awareness-building and value reinforcement (Naeem, 2021;
Singha, 2024; Zhang & Qiao, 2025). Brand engagement may serve as a mediating mechanism through which social
media marketing influences sustainable purchase intention (Aljuhmani et al., 2023; Arghashi & Arsun Yuksel, 2023;
Shahbaznezhad et al., 2021), whereas sustainable involvement may act as either a mediator or moderator in this
relationship.

Synthesizing the literature, this study proposes an integrated SOR-based framework in which social media
marketing acts as a stimulus, brand engagement and sustainable involvement function as organism-level mechanisms,
and sustainable purchase intention emerges as the behavioral response. While prior studies acknowledge these constructs
individually, few reviews systematically map their interrelationships within a single theoretical structure. This
conceptualization addresses the fragmentation in existing research and provides a clear theoretical foundation for the
PRISMA-based bibliometric analysis conducted in this study.

3. METHODOLOGY

This study adopts a systematic literature review combined with bibliometric analysis to map the research
landscape on social media marketing and sustainable purchase intention within the sustainable fashion context, with
particular emphasis on brand engagement and sustainable involvement. To ensure methodological rigor, transparency,
and reproducibility, the review process follows the Preferred Reporting Items for Systematic Reviews and Meta-
Analyses (PRISMA) guidelines and employs VOSviewer for bibliometric visualization and analysis.

The PRISMA framework guided the identification, screening, eligibility, and inclusion stages of the review
(Mengiste et al., 2023). Following the initial identification of records through Scopus searches, duplicate and irrelevant
records were removed. The remaining articles underwent abstract and full-text screening to assess their alignment with
the study objectives. The final selection process ensured transparency and reproducibility in narrowing down the
literature to the most relevant studies examining the intersection of social media marketing and sustainable purchase
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intention. Bibliometric analysis was conducted using VOSviewer software to visualize and analyze the intellectual
structure of the selected literature (Martins et al., 2024). The analysis focused on keyword co-occurrence, thematic
clustering, and research trend identification. Descriptive analysis was first performed to summarize publication trends,
journal distribution, and thematic focus of the selected studies. Subsequently, VOSviewer-generated maps were
interpreted to identify clusters representing major research themes and conceptual linkages (Suherningtyas et al., 2025).
These findings were synthesized to highlight patterns, gaps, and opportunities for future research.

This study employs a systematic literature review combined with bibliometric analysis to map research on social
media marketing and sustainable purchase intention within the sustainable fashion context, with particular attention to
brand engagement and sustainable involvement. Methodological rigor and transparency are ensured through adherence
to the Preferred Reporting Items for Systematic Reviews and Meta-Analyses (PRISMA) guidelines and the use of
VOSviewer for bibliometric visualization. The Scopus database was selected as the sole data source due to its extensive
coverage of peer-reviewed journals in marketing, sustainability, and consumer behavior research, thereby ensuring the
quality and consistency of the retrieved records.

The literature search was conducted using clearly defined and replicable search strings applied to titles, abstracts,
and keywords. Three intersection-based keyword combinations were used: (“social media marketing” AND “sustainable
purchase intention” AND “sustainable fashion”), (“sustainable purchase intention” AND “sustainable fashion” AND
“brand engagement”), and (“sustainable purchase intention” AND “sustainable fashion” AND “sustainable
involvement”). Clear inclusion and exclusion criteria were established to ensure the relevance and quality of the selected
studies. The initial search yielded more than 60,000 records, reflecting the broad and fragmented nature of the field. To
enhance conceptual relevance and analytical focus, a multi-stage filtering process was applied. First, automatic filters
were used to limit results to English-language, peer-reviewed journal articles. Second, duplicate records and publications
outside the fashion or sustainability domains were removed. Third, abstract and full-text screening was conducted to
retain only studies that explicitly examined at least two of the core constructs within a sustainable fashion context. This
rigorous screening process resulted in a final dataset of 15 articles.

Although numerically small, the final sample is methodologically adequate and representative for the purposes
of this study, as it captures the most conceptually integrated and theoretically relevant literature at the intersection of
social media marketing, sustainable purchase intention, brand engagement, and sustainable involvement. The limited
number of qualifying articles itself constitutes an important finding, highlighting the fragmented nature of existing
research and the lack of holistic frameworks in this domain. Bibliometric analysis was conducted using VOSviewer to
examine keyword co-occurrence, thematic clustering, and intellectual linkages. To enhance analytical credibility, the
bibliometric outputs were cross-checked through manual inspection of keywords, abstracts, and thematic consistency
with the study objectives, and the identified clusters were interpreted in light of the Stimulus—Organism—Response
(SOR) theoretical perspective. This combined systematic and bibliometric approach strengthens reproducibility and
ensures that the findings are both methodologically robust and theoretically grounded.

4. RESULTS AND DISCUSSION
The results of the four-stage PRISMA analysis are presented below (see Figure 1).

Record identified through Additional Record identified Additional Record identified Additional Record identified Additional Record identified
database searching through database searching through database searching through database searching through database searching
(Scopus). (Scopus). (Scopus). (Scopus). (Scopus).
Keywords: Social Media Keywords: Sustainable Keywords: Sustainable Keywords: Brand Keywords: Sustainable
Marketing (n=23.736) Purchase Intention (n=2.256) Fashion (n= 6.101) Engagement (n= 7.333) Involvement (n= 15.899)
Documents excluded (n= 46.745) v
Consist of: Research Purposes:
Sereening 1. Duplicates = 13.382 ¢ | Documents abstract screened | | Bibliomatric Analysis

2. Other languages = 6.599 (n=13.764) {1). To systematically map and
3. Off topics = 26.764 review the existing literature on
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Figure 1. PRISMA Analysis Results



Source: Processed by the Author

Based on Figure 1, the PRISMA analysis process can be explained as follows. The first stage (Identification)
was conducted by searching articles indexed in the Scopus database using keywords related to social media marketing,
sustainable purchase intention, sustainable fashion, brand engagement, and sustainable involvement with the total 60.509
articles. The search covered peer-reviewed journal articles published between 2015 and 2025. At this stage, a total of
13,764 articles were identified. Specifically, the keyword social media marketing yielded 5,168 articles, sustainable
involvement 4,399 articles, brand engagement 1,746 articles, sustainable fashion 1,479 articles, and sustainable purchase
intention 972 articles.

The second stage (Screening) involved refining the search by applying specific keyword combinations to
identify articles that intersected the main research constructs. Three keyword combinations were used:

1. social media marketing, sustainable purchase intention, and sustainable fashion;
2. sustainable purchase intention, sustainable fashion, and brand engagement; and
3. sustainable purchase intention, sustainable fashion, and sustainable involvement.

After screening titles and abstracts, 16 articles were identified as relevant. A total of 13,748 articles were
excluded at this stage due to duplication, irrelevance to the combined keywords, different research contexts, or lack of
focus on sustainable fashion.

In the third stage (Eligibility), the titles and abstracts of the 16 articles were examined more carefully to assess
their alignment with the study objectives. 15articles met the eligibility criteria, as they explicitly addressed sustainable
purchase intention within the sustainable fashion context and incorporated at least one of the supporting constructs
(social media marketing, brand engagement, or sustainable involvement). Therefore, 1 article was excluded at this stage.

The fourth stage (Included) involved full-text analysis to determine whether the articles were suitable for in-
depth analysis. Screening was conducted by evaluating research objectives, theoretical relevance, methodological rigor,
and empirical findings. As a result, all 15 articles were retained for comprehensive bibliometric and thematic analysis.
Although relatively small, this final dataset represents studies with the highest level of conceptual integration and
empirical rigor, ensuring depth of analysis rather than descriptive breadth.

The in-depth analysis was conducted with the aim of:

e To systematically map and review the existing literature on the relationship between social media marketing
and sustainable purchase intention in the sustainable fashion context.

e To examine the roles of brand engagement and sustainable involvement in influencing sustainable purchase
intention.

Table 1 presents the distribution of Scopus-indexed articles from various publishers across the PRISMA stages
(see Table 1).

Table 1. Distribution of Publishers

Publisher Stage I Identification Stage II Screening Stage III Eligibility Stage IV Included
Elsevier 24.500 5.800 0 0

Emerald 8.700 2.100 0 0

Springer 10.200 2.400 1 1

Taylor & Francis  9.300 2.000 1 1

MDPI 4.500 1.100 8 8

Others 3.309 364 6 5

Total 60.509 13.764 16 15

Source: Processed by the Author

Scopus-indexed articles from MDPI publishers were the most dominant from screening stage through to the
final inclusion stage. In the final dataset, the selected articles met the screening standards of keyword relevance,
alignment between abstracts and research objectives, and availability of complete empirical results, ensuring the
robustness and focus of the review.

4.1. Phenomenon Gap Analysis Based on Core Keywords

The phenomenon gap analysis was conducted using keyword co-occurrence mapping in VOSviewer, focusing
on the five core keywords (Figure 2). The visualization reveals how frequently these constructs co-occur and how they
are positioned within the broader research network. Sustainable purchase intention appears at the center of the map,
indicating its dominant role as the primary dependent variable in sustainable fashion research. However, the surrounding
constructs are distributed across separate clusters, suggesting limited theoretical integration.

Interpreted through the Stimulus—Organism—Response (SOR) framework, the mapping highlights a fragmented

5



behavioral pathway. Social media marketing functions as the primary external stimulus, while brand engagement and
sustainable involvement represent internal organismic states. Sustainable purchase intention emerges as the behavioral
response. Although these components align conceptually with the SOR model, the literature often examines them in
isolation rather than as part of a unified process.
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Figure 2. Mapping visual of VOSviewer Gap Phenomena
Source: Processed by the Author

The mapping shows that sustainable purchase intention occupies a central position in the network, strongly
connected to consumer behavior, brand, engagement, and sustainability, indicating its role as a key outcome variable in
sustainable fashion research. Meanwhile, social media marketing appears as a crucial antecedent, closely linked with
brand engagement, content, and specific platforms such as Instagram, reflecting the growing importance of digital
channels in shaping sustainable consumption decisions. This fragmentation reveals a clear phenomenon gap: existing
studies rarely provide a comprehensive explanation of how social media marketing stimuli activate internal
psychological mechanisms that lead to sustainable purchasing behavior. As a result, the literature lacks theory-driven
models capable of explaining the full consumer decision-making process in the sustainable fashion context.

4.1.1. Social Media Marketing in Sustainable Fashion

The first cluster emphasizes social media marketing as a dominant stimulus influencing consumer awareness
and perceptions of sustainability. Strong connections between social media, content, brand communication, and
platforms such as Instagram highlight the importance of interactive, visual, and narrative-based strategies in sustainable
fashion marketing. These findings align with digital marketing and relationship marketing literature, which emphasizes
engagement, storytelling, and dialogue as key drivers of message effectiveness.

From a theoretical perspective, social media marketing serves as the external stimulus within the SOR
framework, shaping consumers’ cognitive and emotional reactions. Sustainability-focused content, influencer advocacy,
and peer interaction increase message credibility and perceived authenticity. However, many studies remain descriptive,
focusing on platform-specific tactics rather than explaining how these stimuli influence long-term behavioral outcomes.

However, a phenomenon gap is evident in the limited integration of social media marketing strategies with
deeper sustainability outcomes. While many studies focus on engagement metrics (likes, shares, and interactions), fewer
explicitly examine how social media marketing translates into long-term sustainable purchase intention, particularly
beyond platform-specific contexts (S. Ahmed et al., 2024; Mou et al., 2025). This indicates a limited application of
behavioral theories and an overemphasis on tactical outcomes instead of strategic consumer transformation.
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4.1.2. Brand Engagement as a Mediating Mechanism

The second cluster centers on brand engagement, which is closely connected to social media marketing, trust,
influence, and consumer interaction. This indicates that engagement plays a crucial role in translating marketing stimuli
into meaningful consumer responses. Consistent with engagement theory, brand engagement reflects consumers’
cognitive attention, emotional attachment, and behavioral participation in brand-related activities.

Within the SOR framework, brand engagement represents a key organismic state that mediates the relationship
between external stimuli and behavioral responses. Engaged consumers are more likely to internalize sustainability
values, develop trust, and form long-term relationships with brands. This strengthens the likelihood that positive attitudes
toward sustainability will translate into purchase intention.

Despite its importance, the mapping reveals that many studies treat brand engagement as an outcome rather than
as a mediating mechanism. Many existing studies treat engagement as an outcome rather than as a mechanism that
explains how social media marketing influences consumers’ sustainable purchasing decisions (Arora et al., 2023; Bryla
et al., 2022). This limits theoretical explanation and reduces the ability of existing models to explain how social media
marketing leads to sustainable purchase intention. Future research should explicitly position brand engagement as a
mediator to enhance theoretical clarity.

4.1.3. Sustainable Involvement and Consumer Participation

The third cluster highlights sustainable involvement, reflecting consumers’ personal relevance, environmental
concern, and ethical commitment. Strong connections between involvement, loyalty, and purchase intention suggest that
highly involved consumers are more motivated to process sustainability information and act consistently with their
values. This aligns with involvement theory and value-based consumer behavior research.

In the SOR framework, sustainable involvement functions as a motivational organismic mechanism that
intensifies consumers’ responses to marketing stimuli. Consumers with high involvement are more receptive to
sustainability messages and more likely to translate engagement into purchase intention. Thus, involvement strengthens
the stimulus—response relationship.

However, the mapping reveals that sustainable involvement is often examined independently of brand
engagement. Most studies examine involvement independently, without fully exploring its interactive role alongside
social media-driven engagement processes (Atrisia et al., 2023; Fatkar et al., 2024). This separation limits understanding
of how motivational and relational mechanisms interact. Integrating sustainable involvement and brand engagement
within a single framework would provide a more comprehensive explanation of sustainable purchase intention.

4.1.4. Sustainable Purchase Intention as the Core Outcome

The fourth cluster positions sustainable purchase intention as the central behavioral outcome, closely associated
with attitudes, perceived value, sustainability, and planned behavior. This confirms its role as a key indicator of
successful sustainability marketing in the fashion industry. Many studies draw implicitly on intention-based models such
as the Theory of Planned Behavior. Within the SOR framework, sustainable purchase intention represents the response
resulting from marketing stimuli and internal psychological processes. However, the mapping shows that explanatory
pathways are fragmented. Few studies simultaneously consider social media marketing, brand engagement, and
sustainable involvement as integrated predictors.

This gap suggests that sustainable purchase intention is often analyzed without sufficient attention to the
mechanisms that produce it. Nevertheless, the mapping indicates fragmentation in explanatory factors. While intention
is frequently examined, fewer studies comprehensively connect social media marketing inputs, brand engagement
responses, and sustainable involvement motivations within a unified analytical model (Atrisia et al., 2023; Fatkar et al.,
2024; Utami & Nadhifah, 2021). More comprehensive models are needed to explain how digital marketing strategies
translate into sustainability-oriented consumer behavior.

4.1.5. Sustainable Fashion and Sustainability Orientation

The fifth cluster reflects macro-level discussions on sustainable fashion, ethical responsibility, and industry-
level sustainability initiatives. These studies provide important contextual grounding and emphasize the broader
importance of sustainability in the fashion industry. However, the mapping shows weaker empirical links between
sustainable fashion discourse and consumer-level marketing mechanisms. Sustainable fashion is often discussed
conceptually rather than operationalized through measurable marketing variables. This highlights a gap between
sustainability narratives and actionable digital marketing strategies. Bridging this gap requires empirical research that
connects industry-level sustainability initiatives with social media marketing execution and consumer engagement
processes.

4.2. Analysis of Factors Influencing Sustainable Purchase Intention



Based on the analysis above and the results of visual mapping with VosViwer (Figure 3), the factors that
influence sustainable purchase intention are known.
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Figure 3. Mapping Visual of VOSviewer Sustainable Purchase Intention
Source: Processed by the Author

Based on the VOSviewer mapping (see Figure 3), the factors influencing sustainable purchase intention in the
sustainable fashion context can be understood through five interconnected dimensions that align with the research
purposes. Social media marketing factors, such as content quality, platform interactivity, and brand communication
strategies, play an essential role in shaping consumers’ awareness and perceptions of sustainability. These marketing
efforts foster brand engagement, where emotional engagement, brand love, and brand loyalty emerge as key mechanisms
that transform social media exposure into meaningful consumer responses (Aljuhmani et al., 2023). In addition,
sustainable involvement reflects consumers’ personal concern and commitment to sustainability, which strengthens their
responsiveness to brand messages and enhances the consistency of their purchase intentions (J. U. Ahmed et al., 2020).
Consumer behavioral factors, including attitudes, trust, and perceived value, further function as psychological
mechanisms that mediate the relationship between marketing stimuli and purchasing decisions (Wu & Huang, 2023).
Finally, the sustainable fashion context represented by industry sustainability narratives and ethical positioning provides
a broader framework that legitimizes marketing efforts and reinforces consumer confidence (Krywalski-Santiago, 2024).
Overall, the results indicate that sustainable purchase intention is not driven by social media marketing alone but arises
from a combined and interactive process involving brand engagement and sustainable involvement, highlighting the
need for more integrated research models that systematically connect these key constructs. The findings highlight the
need for integrated, theory-driven models that connect digital marketing strategy with internal consumer states and
sustainability-oriented behavior. Such integration advances consumer behavior theory and provides strategic guidance
for sustainable fashion brands seeking to translate digital engagement into long-term sustainable consumption.

5. CONCLUSION

This study systematically mapped and reviewed the literature on the relationship between social media
marketing and sustainable purchase intention in the sustainable fashion context using a PRISMA-based systematic
review and VOSviewer bibliometric analysis. The findings demonstrate that sustainable purchase intention occupies a
central position in the intellectual structure of this research domain and is predominantly influenced by social media
marketing through two key organism-level mechanisms: brand engagement and sustainable involvement. Through
explicitly applying the Stimulus—Organism—Response (SOR) framework, this study advances marketing and consumer
behavior theory by clarifying how digital marketing stimuli are translated into sustainable behavioral intentions through
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consumers’ internal psychological and relational processes. In doing so, the study contributes theoretically by integrating
previously fragmented constructs into a unified, SOR-based conceptual structure within the sustainable fashion
literature.

From a managerial perspective, the results provide concrete implications for sustainable fashion brands. First,
social media strategies should prioritize interactive and value-driven content that encourages meaningful engagement
rather than focusing solely on reach or visibility metrics. Second, brands should design campaigns that actively foster
brand engagement, such as participatory storytelling, user-generated content, and community-based initiatives centered
on sustainability. Third, marketers are encouraged to enhance sustainable involvement by linking sustainability
messages to consumers’ personal values and daily lifestyles, thereby increasing message relevance and credibility. Such
strategies can strengthen consumers’ emotional connections with brands and more effectively translate online
interactions into sustainable purchase intention.

Despite its contributions, this study has several limitations. The review is limited to Scopus-indexed, English-
language articles, which may exclude relevant studies from other databases or regional contexts. In addition, the
bibliometric approach captures structural patterns in the literature but does not assess causal relationships between
constructs. Future research should address these limitations by incorporating multi-database reviews, empirical testing
of the proposed SOR-based relationships, and longitudinal designs to examine whether social media-driven engagement
leads to sustained behavioral change over time. Further studies could also explore moderating factors such as cultural
context, generational differences, or platform-specific characteristics to deepen understanding of sustainable purchase
behavior in digital environments.
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