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Предмет. Раскрытие информации в области устойчивого развития является одним из наиболее 
действенных методов расширения осведомленности стейкхолдеров компании и определяет 
повышенный интерес к изучению механизмов влияния такой информации на потребительское 
поведение.
Цели. Анализ взаимосвязи между экологическими, социальными и управленческими практи-
ками (ESG) и решением потребителей о покупке. В частности, изучается, как коммуникация с 
помощью цифровых технологий снижает информационную асимметрию между организациями 
и потребителями. 
Методология. Инструментом исследования служила структурированная анкета с использовани-
ем данных 384 интернет-пользователей, которые являются клиентами выбранных компаний в 
секторе товаров повседневного спроса (FMCG) в Нигерии, и с использованием моделирования 
структурными уравнениями (SEM).
Результаты. Результаты исследования показывают, что ESG-практики влияют на решение потре-
бителей о покупке, в то время как цифровые технологии в значительной степени опосредуют 
взаимосвязь между ESG-практиками и решением о покупке. 
Заключение. Результаты исследования показывают, что компании должны использовать циф-
ровые платформы для эффективного информирования потребителей о своих усилиях в области 
устойчивого развития и социальной ответственности. Это исследование, насколько известно 
авторам, является в соответствующей области первым предоставляющим эмпирические дока-
зательства того, как инициативы ESG влияют на решения потребителей о покупке через вне-
дрение и использование цифровых технологий. Исследование вносит вклад в расширение базы 
научных публикаций по устойчивому маркетингу и цифровому взаимодействию с потребите-
лями, оказывая влияние на практические последствия для компаний, стремящихся улучшить 
свои коммуникационные стратегии ESG.

Ключевые слова: окружающая среда, социальная сфера, управление, поведение потребителей, 
цифровые технологии, решение о покупке, устойчивое развитие, корпоративная социальная 
ответственность.
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Subject. Disclosure of information in the fi eld of sustainable development is one of the most effective 
methods for raising awareness among company stakeholders and determines the increased interest in 
studying the mechanisms of the infl uence of such information on consumer behaviour.
Objective. This study investigates the relationship between Environmental, Social, and Governance 
(ESG) practices and consumer purchase decision, specifi cally examining how communication via digital 
technologies reduces information asymmetry between organisations and consumers. 
Methodology. The research instrument was a structured questionnaire. Using data from 384 internet 
users who are customers of selected companies in the fast-moving consumer goods (FMCG) sector in 
Nigeria and employing Structural Equation Modelling (SEM). 
Results. The fi ndings reveal that ESG practices infl uence consumer purchase decisions while digital 
technologies signifi cantly mediate the relationship between ESG practices and purchase decision. 
Conclusion. The study fi ndings suggest that companies must leverage digital platforms to effectively 
communicate their sustainability efforts and social responsibility initiatives to consumers. This research 
to the best of the author’s knowledge is the fi rst in the study area to provide empirical evidence of 
how ESG initiatives infl uence consumer purchasing decisions through digital technology adoption 
and usage. The study contributes to the growing literature on sustainable marketing and digital 
consumer engagement, providing practical implications for businesses seeking to enhance their ESG 
communication strategies.
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Introduction
ESG (environmental, social, and governance) 

factors are becoming a major part of company 
operations in the twenty-fi rst century. The 2030 
Agenda for Sustainable Development, which was 
unveiled by the UN in 2015, calls for sustainable 
development in all nations. ESG measurements 
are used to measure a company's sustainability 
performance to accomplish this goal (Naffa & 
Fain, 2020). The integration of ESG practices 
and principles into business operations is 
evolving from a marginal issue to a key strategic 
concern, this is because more stakeholders 
are demonstrating increased awareness for 
and are making purchase and investment 
decisions based on sustainability considerations. 
Organizations can improve their reputation, 
draw in investment, and seize emerging markets 
by incorporating ESG considerations into their 
everyday activities.

ESG indicates the overall strength of 
bu siness  enterprises  in the aspects  of 
environment, society, and governance (Zhang, 
2024). Furthermore, ESG reduces information 
asymmetry by providing stakeholders with a 
more transparent communication channel and 
communicating more information about all 
aspects of the company (Kim & Park, 2023). 
This improves investment attractiveness, sales 
efficiency and business goodwill (Lin et  al., 
2023). Also, when company information in 
the financial market is transparent, it is less 
difficult for them to obtain development funds, 
and banks impose fewer contract restrictions 
(Chy & Kung, 2023). 

The increased awareness of customers on ESG 
may have been infl uenced by the abundance of 
digital technologies like social media, websites, 
digital marketing tools and mobile applications, 
which have opened new channels for ESG 
communication and consumer engagement 
(Chen & Lin, 2019). By utilizing digital platforms, 
customers can access sustainability information, 
evaluate products and make purchases (Verhoef 
et al., 2017). Companies can also get feedback 
from customers and improve overall business 
performance (Varadarajan, 2022). 

Digital technologies can be employed by 
ESG compliant business to enhance customer 
purchase and gain competitive advantage 
which is essential for surviving in a cutthroat 
market. According to Gunasekaran et al. (2002), 

digital technology can enhance the promotion 
of interactive products and services with 
customers, enable two-way communication, 
reduce information delivery cost, enhance 
organisation reputation and speed up the supply 
of digital goods and services (Franzè et al., 2024). 

The incorporation of digital technology 
in internal business operations to enhance, 
monitor, or assess ESG performance has 
been the primary objective of most previous 
research on the impact of corporate digital 
transformation. Additionally, most writers 
ignored the spillover effects in favor of examining 
the direct relationship across digitization and 
ESG performance. Furthermore, they utilized a 
secondary method of data collection and ignored 
customer perspective. For example, studies on 
investor choice (Jiang et al., 2022), institutional 
context (Baldini et al., 2018), consumer benefi ts 
(Akram et al., 2021), digital fi nance (Mu et al., 
2023), and other topics have been drawn to the 
ESG concept. Additionally, a few writers have 
examined the relationship between digital 
technologies and ESG; according to Saetra & 
Selinger (2024) the convergence of AI and ESG 
facilitates ESG disclosure and assessment. 
D'Amato et al. (2022) investigated the impact 
of balance sheets on ESG score using a machine 
learning technique. IoT devices enable real-
time data collection for ESG assessment, 
according to Landaluce et al. (2020). According 
to Liu et al. (2021) blockchain technology can 
support ESG assessment. Finally, Lee & Kang 
(2016) concluded that ESG reporting can benefi t 
from the usage of big data. Therefore, the 
development of digital technologies is closely 
linked to the improvement of ESG. 

Despite these decent research efforts, 
research on how ESG initiatives affects purchase 
decision in Nigeria remain unexplored, 
especially regarding the mediating role digital 
technologies play in this relationship. Therefore, 
this paper aims to fi ll this gap by analyzing how 
communication via digital technologies affect 
the relationship between ESG practices and 
consumer purchase decision in Nigeria’s fast 
moving consumer goods industry. To the best 
of the authors’ knowledge, the novelty of this 
research is that it is the fi rst to provide empirical 
evidence for the mediating effect of digital 
technologies on ESG practices and purchase 
decision relationship in Nigeria’s FMCG sector.  
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Literature Review 
and Hypotheses Development

ESG Factors and Purchase Decisions
ESG encompasses three key dimensions: 

environmental responsibility which covers 
issues as climate change mitigation, resource 
conservation, and pollution reduction. Social 
responsibility which involves community 
engagement, labour practices, and human 
rights, and governance practices including board 
diversity, executive compensation, and ethical 
business conduct. In 2006, the United Nations 
Principles for Responsible Investment (UNPRI) 
released a study that introduced the idea of ESG 
(Hoepner et al., 2021). The UNPRI makes the case 
that ethical investors ought to carefully weigh 
how ESG considerations affect investment value.

Also, the development of sustainability and 
ESG issues changed dramatically since the advent 
of stakeholder theory (Velte, 2017). The theory 
highlights that shareholders are not the only the 
stakeholders to pay attention to. According to the 
stakeholder theory, businesses are vehicles for 
generating wealth, with social and environmental 
responsibility seen as a tactical means of 
advancing economic objectives (Garriga & Melé, 
2004). Few research (Joshi & Rahman, 2015; 
Bhattacharya & Sen, 2003) establishes that 
ESG practices influence consumer behaviour 
across multiple dimensions (including purchase 
decision and actual purchase) and sometimes 
consumers are willing to pay premium prices 
for products from companies with strong ESG 
credentials. 

Hence, we propose this Hypothesis (H1): ESG 
factors have a positive and signifi cant effect on 
consumer purchase decision.

Digital Technologies 
and Consumer Purchase Decision

According to Vial (2019) digital transformation 
is the process of incorporating digital technologies 
into every aspect of a company, radically 
changing how it operates and provides value to 
all parties involved, particularly customers. Big 
data, blockchain, virtual reality, and artifi cial 
intelligence are examples of digital technologies 
that have enormous potential to improve business 
ESG performance (Liang et al., 2022). Digital 
technologies combine information technology, 
computing, communication, and connection 
(Scuotto et al., 2017).

Businesses can implement cutting-edge 
strategies like smart energy management, green 
product development, and pollution reduction 
with the assistance of digital technologies. 
The scope of digital technologies in this study 
is limited to their usage for communication. 
Social media platforms, mobile applications, 
corporate websites, and digital marketing tools 
are multiple channels for communication which 
enable companies to share and help customers 
access detailed information about ESG activities, 
including environmental impact reports, social 
initiatives, and governance structures (Kannan & 
Li, 2017). 

Digital technologies enable two-way 
communication, allowing consumers to 
ask questions, and provide feedback about 
organisation’s sustainability practices. This 
feedback makes businesses aware of their 
digital reputation. The communication speed, 
quality and transparency facilitated by digital 
technologies, can encourage market openness, 
reduce knowledge asymmetry, influence 
purchase decision, and increase profi tability 
for the business (Bhattacharya & Sen, 2003). 
Hence, we propose this Hypothesis:

H2: Digital technologies have a positive 
and significant effect on consumer purchase 
decisions.

Mediating Role of Digital Technologies
The relationship between ESG factors and 

purchase decision may be mediated by digital 
technologies through several ways. First, digital 
technologies serve as information channels 
that increase consumer awareness of ESG 
initiatives (Belanche et al., 2017). Secondly, these 
technologies enable interactive engagement 
with ESG content (Ashley & Tuten, 2014). 
Digital technologies platforms also allow for 
peer-to-peer communication about ESG issues, 
creating social infl uence that may strengthen the 
relationship between ESG factors and purchase 
decision (Ertz et al., 2016)

Furthermore, digital tools enable companies 
to demonstrate the visible impact of their ESG 
initiatives through visualizations which make 
abstract concepts more clear, concrete and 
compelling for consumers (Papadopoulos et al., 
2010). The mediating role of digital technologies 
is hinged on the uses and gratifi cation theory 
which explains that consumers actively seek out 
digital content that meets their informational 
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and social needs about sustainable products 
and express their ESG values through purchase 
decision (Katz et al., 1973). 

Hence, we propose this hypothesis (H3): 
Digital technologies mediate the relationship 
between ESG factors and consumer purchase 
decision.

Theoretical Framework
This study is  anchored on Uses and 

Gratifications theory and Signalling theory. 
Uses and Gratifi cations Theory (UGT) explains 
that consumers engage digital media to fulfi l 
certain needs and gratifi cations (Katz et al., 
1973; Ruggiero, 2000). This theory is relevant 
for understanding the mediating role of digital 
technologies in the ESG-purchase decision 
relationship. UGT suggests that consumers 
use digital technologies to fulfi l information 
seeking, social interaction, personal identity 
expression, and entertainment needs (McQuail 
et al., 1972). Regarding ESG, consumers use 
digital technologies for information seeking 
about companies' ESG practices; engaging 
in social discussions about environmental 
and social issues; expression of their values 
through engagement with digital ESG content; 
seek meaningful ESG content that aligns with 
their interests (Whiting & Williams, 2013). 
This ESG information seeking and engagement 
process mediates the relationship between ESG 
perceptions and purchase decisions.

Signalling theory also provides theoretical 
support for gaining insights on how ESG initiatives 
affect purchase decision by communicating 
company values to consumers through digital 
channels (Spence, 1973). This theory suggests that 
companies use various signals to communicate 
their quality, values, and decisions to customers 
when information asymmetries exist (Kirmani & 
Rao, 2000). ESG initiatives serve as signals 
of corporate responsibility and quality, while 
digital technologies amplify and transmit these 

signals to consumers (Fatemi et  al., 2018). 
Digital technologies enhance signal observability 
by making ESG information more accessible, 
improve signal credibility through transparency 
and real-time reporting, and support signal 
consistency through integrated communication 
across multiple digital platforms (Mavlanova 
et al., 2012)

Conceptual Framework
Based on the theoretical framework and 

empirical review, the conceptual framework for 
this study in fi gure illustrates the hypothesised 
relationships between ESG, digital technologies, 
and purchase decision. 

Methodology
The research design is explanatory. The 

target population consisted of internet users 
in Nigeria who are customers of selected 
companies (Unilever, Dangote and Coca-Cola) 
in the fast-moving consumer goods sector. The 
sample was selected using a purposive sampling 
approach. Data were collected from 384 res-
pondents through an online questionnaire 
whose scales were adapted from the study of 
Zhao et al. (2023). The tool used for the survey 
measured the main constructs using validated 
scales that were modified. A 5-point Likert 
scale, with 1 denoting "strongly disagree" and 
5 denoting "strongly agree," was used to score 
each item.

With Cronbach's alpha values ranging from 
0.87 to 0.94, all constructs showed acceptable 
reliability, surpassing the suggested cutoff 
of 0.70. All Average Variance Extracted (AVE) 
values exceeding 0.50, ranging from 0.61 to 0.78, 
demonstrated convergent validity. Data analysis 
was conducted using correlation analysis, and 
regression analysis for direct relationships 
and Structural Equation Modelling (SEM) for 
mediation testing. 

Figure. Conceptual Framework
Source: authors’ conceptualisation.
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Results

Hypothesis One
Table 1 explains that ESG practices as well 

as customer purchasing decision have a Pearson 
correlation coeffi cient of r = 0.751 and a p-value 
of 0.000. The fi ndings indicate a robust and highly 
probable positive correlation across customer 
purchase decision along with ESG (Environmental, 
Social, and Governance) practices. Customers 
are prone to show a stronger decision to buy 
from organizations that strengthen or make 
ESG practices more visible in their operations, 
according to a Pearson coeffi cient of 0.751. The 
study affi rms the alternative hypothesis and rejects 
the null hypothesis (Ho) since the p-value (0.000) 
is much less than the traditional cutoff of 0.01. 
This indicates that there exists a strong correlation 
between customer purchasing decisions and ESG 
practices.

Hypothesis Two

According to the regression results in Table 2, 
digital technologies account for about 48.9% of 
the variation in customer purchase decision, 
with a R Square value of 0.489. The robustness 
of the model is confirmed by the Adjusted R 
Square (0.488), which corrects for the number 
of predictors. Given a p-value of 0.000 and an 
F-statistic of 365.674, digital technologies are 
highly signifi cant in the regression framework. 
This demonstrates that the regression equation 
explains differences in consumers' decisions 
to make digital technology purchases in a 
statistically meaningful way. According to the 
unstandardized coeffi cient (B = 2.923), consumer 
purchase decision rises by roughly 2.923 units 
for every unit increase in the use of digital 
technology. The standardized beta (β = 0.699) 
shows that digital technologies have a signifi cant 

T a b l e  1
Pearson Correlation Table showing the relationship between ESG practices and consumer purchase decision 

 ESG Practices Consumer Purchase Decision

ESG Practices
Pearson Correlation 1 .751**

Sig. (2-tailed) .000
N 384 384

Consumer Purchase 
Decision

Pearson Correlation .751** 1
Sig. (2-tailed) .000 –

N 384 384

Source: author’s computation using SPSS.
Note. ** Correlation is signifi cant at the 0.01 level (2-tailed).

T a b l e  2 
Summary of the Regression Analysis showing the signifi cant effect 

of digital technologies on consumer purchase decision

Model R R Square Adjusted R Square Std. Error 
of the Estimate

1 .699a .489 .488 2.80006
Model Sum of Squares Df Mean Square F Sig.

1
Regression 2866.999 1 2866.999 365.674 .000b

Residual 2995.001 382 7.840 – –
Total 5862.000 383 – – –

Model
Unstandardized Coeffi cients Standardized Coeffi cients

T Sig.
B Std. Error Beta

1
(Constant) 12.280 .591 – 20.772 .000

Digital Technologies 2.923 .153 .699 19.123 .000

Source: author’s computation using SPSS.
Note. Dependent Variable: Consumer Purchase Decision. Predictors: (Constant), Digital Technologies.
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positive impact on consumers' decisions to 
make purchases. The statistical signifi cance of 
this effect is confi rmed by the t-value (19.123) 
and p-value (.000). The study rejects the null 
assumption (Ho2) considering the statistical 
evidence (R2 = 0.489, F = 365.674, p < 0.001, 
β = 0.699). Therefore, it can be said that digital 
technologies signifi cantly and favorably infl uence 
consumers' decisions to make purchases.

Hypothesis Three
Tables 3 and 4 show the considerable direct 

and indirect implications of ESG practices on 
consumers' propensity to purchase using digital 
technologies were found by the mediation analysis 
(β = 0.35, p < 0.001). Signifi cant mediation was 
confi rmed by the fact that zero was excluded from 
the bias-corrected bootstrap confi dence interval 
[0.28, 0.42]. Despite the existence of the mediator, 
the direct impact of ESG on customer purchase 
decision was nevertheless substantial (β = 0.34, 
p < 0.001), suggesting partial mediation. The total 
effect of ESG on consumer purchase decision was 
β = 0.69 (direct effect = 0.34, indirect effect = 0.35). 
The indirect effect through digital technologies 
is much larger than the direct effect, indicating 
that digital technologies play a strong mediating 
role. This means that while ESG practices alone 
influence purchase decision, their impact is 
signifi cantly amplifi ed when communicated using 
digital technologies.

Discussion
All hypotheses of this study tested positively. 

The fi ndings explains that while ESG practices 
positively affect consumer purchase decision, 
a signifi cant portion of this effect is mediated 
through digital technology adoption and usage. 
The strong relationship between ESG practices 
and digital technology adoption suggests that 
consumers actively seek digital channels to access 
information about corporate ESG initiatives. This 
fi nding aligns with the growing trend of digital-fi rst 
information seeking behaviour among consumers, 
particularly for sustainability-related information 
(Kang & Johnson, 2015). The signifi cant mediating 
effect indicates that digital technologies serve 
as important channels for ESG communication, 
enhancing the effect of ESG practices on consumer 
purchase decision. This mediation effect implies 
that companies cannot simply implement ESG 
practices and expect automatic response from 
consumers rather, they must strategically take 
advantage of digital technologies to communicate 
these practices effectively. The fi ndings of this 
study align with the results of Fu & Li (2023), and 
Eriandani & Winarno's (2023).

Conclusion
The increasing importance of ESG considera-

tions in consumer decision-making, combined 
with the increasing digitalization of consumer 

T a b l e  3
Structural Model Results (Direct Effects)

Path Standardized 
Coeffi cient (β)

Standard 
Error t-value p-value Hypotheses

ESG → Digital Technologies 0.67 0.048 13.96 <0.001 –
Digital Technologies → 

Purchase Decision 0.52 0.051 10.20 <0.001 H2: Supported

ESG → Purchase Decision (Direct) 0.34 0.053 6.42 <0.001 H1: Supported

Source: author’s computation using PLS-SEM.

T a b l e  4
Indirect Effects and Mediation Analysis

Effect Type Path Standardized 
Coeffi cient

95 % CI 
Lower

95 % CI 
Upper p-value

Indirect Effect ESG → Digital Tech → 
Purchase Decision 0.35 0.28 0.42 <0.001

Total Effect ESG → Purchase Decision 0.69 0.61 0.77 <0.001
Mediation Type Partial Mediation – – – H3: Supported

Source: author’s computation using PLS-SEM.
Note. Bootstrap Confi dence Intervals (5000 iterations), CI = Confi dence Interval.
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interactions, suggests that the integration of ESG 
practices with digital communication strategies 
will become increasingly critical for business 
success. This study provides a foundation for 
understanding these relationships and offers 
guidance for companies especially those in the 
fast-moving consumer goods sector seeking 
to gain competitive advantage by combining 
aspects of sustainable and digital marketing. 
This study fi ndings demonstrate that digital 
technologies serve as important intermediaries 
that amplify the effect of ESG initiatives on 
consumer responses, including purchase 
decisions, brand loyalty, and willingness to pay 
premium prices. 

The research contributes to both theoretical 
understanding and practical application. From 
a theoretical perspective, the study to the best 
of the author’s knowledge is among the fi rst 
to extend the uses and gratification theory 
to the ESG context and provides a framework 
for understanding the complex relationships 
between corporate ESG practices, digital 
communication, and consumer behaviour. From 
a practical perspective, the fi ndings highlight the 
strategic importance of digital technologies in 
ESG communication. Hence, Companies seeking 
to maximize the impact of their ESG investments 
must utilize digital communication strategies 

and leverage multiple platforms for consumer 
awareness and engagement. 

The fi ndings of this research offer several 
practical implications for businesses seeking to 
enhance their ESG communication strategies:

Digital-First ESG Communication. Compa-
nies in the FMCG and other sectors should 
prioritize ESG communication through digital 
channels. This will help consumers to be aware 
of organisation’s sustainability activities and 
enhance organizational reputation.

Integrated Digital Strategy. Organisations 
should communicate their ESG activities to 
consumers and prospect through multiple digital 
channels, including social media, corporate 
websites, mobile applications, and digital 
marketing campaigns.

Two-Way Engagement. The strong media-
ting effect of digital technology suggests that 
companies should move beyond one-way com-
munication to create interactive digital experiences 
that allow consumers to engage with ESG content 
and provide feedback.

Measurement and Analytics: Companies 
should invest in digital analytics capabilities 
to measure the effectiveness of their ESG 
communication and track consumer engagement 
across digital platforms.
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