
 
Copyright © Jie Zhang . This is an open access article distributed under the Creative Commons Attribution License, which permits unrestricted 

use, distribution, and reproduction in any medium, provided the original work is properly cited. 
 

 

International Journal of Accounting and Economics Studies, 12 (3) (2025) 223-230 
 

International Journal of Accounting and Economics Studies 
 

Website: www.sciencepubco.com/index.php/IJAES  

https://doi.org/10.14419/rvhqnw86 
Research paper 

 

 

 

 

The Chain Reaction of Trust: Exploring Sequential Mediation  

of Supply Chain and Product Trust in Green  

Consumer Decisions 
 

Jie Zhang * 

 
Graduate School, Stamford International University, Thailand  

*Corresponding author E-mail: 2008260001@students.stamford.edu  

 

Received: July 14, 2025, Accepted: July 20, 2025, Published: July 25, 2025 
 

 

Abstract 
 

This research examines the sequential mediation process through which supply chain transparency influences green consumer purchasing 

decisions via trust mechanisms. Drawing on trust theory and the theory of planned behavior, we propose and test a model where supply 

chain transparency sequentially affects supply chain trust, product trust, and ultimately green purchase intentions. Analysis of recent con-

sumer behavior data (2020-2024) reveals that supply chain transparency creates a cascading trust effect, with supply chain trust mediating 

the relationship between transparency and product trust, which in turn influences green purchase intentions. Results demonstrate that 79% 

of consumers trust sustainability messaging when brands communicate transparently, while 55% remain skeptical of eco-friendly claims 

lacking transparency. The sequential mediation model explains significant variance in green purchase intentions (R² = 0.47), with specific 

indirect effects showing that supply chain transparency → supply chain trust → product trust → green purchase intention pathway accounts 

for 34% of the total effect. These findings provide theoretical contributions to trust transfer theory and practical implications for supply 

chain managers implementing transparency initiatives. The study addresses the critical gap in understanding how transparency builds 

consumer trust through sequential psychological processes rather than direct effects. 
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1. Introduction 

The sustainable products market has experienced remarkable growth, reaching $355.3 billion in 2024 and projected to reach $692 billion 

by 2033, representing a 7.7% compound annual growth rate. Despite this growth, consumer trust remains the critical bottleneck in green 

consumption decisions, with 55% of Americans doubting the authenticity of brands' eco-friendly assertions and 23% avoiding eco-friendly 

products due to disbelief in sustainability claims. This trust deficit creates a fundamental challenge for organizations seeking to capitalize 

on growing environmental consciousness while building authentic, sustainable supply chains. 

Supply chain transparency has emerged as a potential solution to this trust crisis, with 85% of consumers demanding greater retailer and 

brand transparency about product sustainability. Recent research demonstrates that supply chain transparency creates a "culture of trust 

throughout business ecosystems" (Budler, 2024), suggesting that transparency effects may cascade through multiple trust domains before 

influencing consumer behavior. However, existing research has primarily examined direct relationships between transparency and con-

sumer outcomes, neglecting the sequential psychological processes through which transparency builds different types of trust. 

The theory of planned behavior and trust transfer theory suggest that consumer decision-making involves multiple sequential steps, where 

initial trust formation influences subsequent trust domains. In the context of green consumption, we propose that supply chain transparency 

first builds trust in supply chain practices, which then enhances trust in specific products, ultimately influencing green purchase intentions. 

This sequential mediation process represents a "chain reaction of trust" where transparency effects multiply through successive trust do-

mains. 

This research addresses three critical gaps in current literature. First, while studies have examined supply chain transparency and consumer 

trust separately, few have investigated the sequential mediation processes linking transparency to green purchase decisions. Second, exist-

ing research has not adequately distinguished between different types of trust (supply chain trust versus product trust) and their sequential 

relationships. Third, limited research has explored how trust transfer theory applies to sustainable consumption contexts, particularly re-

garding the mechanisms by which institutional trust in supply chains transfers to interpersonal trust in products. 

Our study contributes to supply chain management and sustainability literature by: (1) developing and testing a sequential mediation model 

linking supply chain transparency to green purchase intentions through trust mechanisms, (2) providing empirical evidence for trust transfer 

theory in sustainable consumption contexts, and (3) offering practical guidance for supply chain managers and sustainability professionals 

seeking to build consumer trust through transparency initiatives. 

http://creativecommons.org/licenses/by/3.0/
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2. Literature review 

2.1. Supply chain transparency and consumer trust 

Supply chain transparency has evolved from a virtually unknown concept to a critical business imperative within the past decade. Budler 

(2024) defines supply chain transparency as "the extent to which supply chain information is made available to stakeholders," encompassing 

both the depth and breadth of information sharing across supply chain tiers. The relationship between transparency and consumer trust 

operates through information asymmetry reduction, where transparency provides consumers with previously unavailable information about 

production processes, sourcing practices, and environmental impacts. 

Recent empirical research demonstrates strong correlations between supply chain transparency and consumer trust outcomes. Duan et al. 

(2024) found that blockchain-enabled supply chain transparency significantly enhances consumer trust in focal firms and stakeholders, 

with technology-supported transparency creating higher trust levels than traditional disclosure methods. Similarly, Nguyen and Nguyen 

(2025) demonstrated that transparency and traceability enhance purchasing behaviors through consumer trust mediation, with transparency 

explaining 42% of variance in trust levels and 28% of variance in purchase intentions. 

The transparency-trust relationship appears particularly strong in sustainable consumption contexts. Jia et al. (2024) identified supply chain 

transparency as a key driver of sustainability performance, with transparency affecting both consumer trust and firm resilience. Their 

systematic review of 91 studies revealed that transparency initiatives consistently improve consumer perceptions of brand authenticity and 

environmental commitment, suggesting that transparency serves as a credible signal of organizational sustainability intentions. 

2.2. Trust theory applications in supply chain management 

Trust theory forms the theoretical foundation under which we grasp how transparency affects consumer decisions. Zhang et al. (2024) 

identified trust transfer theory as particularly pertinent to supply chain contexts, whereby "trustor's trust in one target transfers to associated 

targets." Therefore, it implies that trust in supply chain practices (institutional trust) may be passed onto trust in particular products (inter-

personal trust), thereby cascading the effects throughout the consumption decision process. 

Three types of trust emerge as particularly relevant in the context of supply-chain transparency: institutional trust (trust in formal structures 

and systems), interpersonal trust (trust based on direct product experience), and system trust (trust in technological and organisational 

systems). Sabetzadeh and Chen (2025) demonstrated that institutional trust makes a consumer more inclined toward interpersonal trust, 

whereas Spagna et al. (2020) found that institutional trust exerted an indirect effect on interpersonal trust through the enhancement of 

security feelings.  

The trust transfer mechanism unfolds through the psychological process in which the formation of initial trust engenders positive expecta-

tions that subsequently flow on to begin affecting trust judgments. In supply chain contexts, transparency about sourcing practices, manu-

facturing processes, and environmental implications creates institutional trust in supply chain systems; this institutional trust gets trans-

ferred, consequently, to the very products through associative mechanisms, whereby consumers transfer their trust in the supply chain to 

the evaluation of individual products astern cultural contexts show distinct trust pathways. Wang and Zhang (2023) found guanxi networks 

mediate 42% of green purchases in China (95% CI [.38, .46]), where interpersonal relationships outweigh institutional transparency in trust 

formation. This challenges Western assumptions about supply chain visibility universal importance. 

2.3. Sequential mediation models in consumer behavior 

Sequential mediation models were developed to act as yields of methodological scaffolding for understanding cascading transparency 

effects through multiple trust domains. Hayes' PROCESS Model 6 allows for testing sequential mediation hypotheses where mediators 

operate in temporal sequence, where each mediator influences subsequent mediators and finally adjusts the outcome variables. Li et al. 

(2024) employed sequential mediation analysis successfully, which explained how food safety consciousness affects organic food purchase 

intentions through sequential trust and attitude mediators. 

The sequential mediation approach offers many advantages over traditional mediation models: One is that it captures the temporal ordering 

of psychological processes as they probably occur in actual situations, where trust formation proceeds over time sequentially rather than 

simultaneously. Second, it pinpoints specific indirect effects of each pathway, therefore providing detailed information on the manner in 

which transparency affects outcomes through the various trust mechanisms. Third, it allows for stronger causal interpretation since it 

depicts the logical time-ordered sequence of the trust-development processes. 

Recent uses of sequential mediation in the consumer behavior literature serve as tests of the model in describing complex psychological 

processes. Chen and Chang (2013) employed sequential mediation to demonstrate how greenwashing builds green trust through consumer 

confusion and perceived risk mediators. In contrast, Rahmawati et al. (2024) demonstrated how greenwashing affects green purchase 

intention through sequential trusts and word-of-mouth mediators, which impede the sequential model from explaining an additional 23% 

variance beyond the competing specifications. 

2.4. Theory of planned behavior in sustainable consumption 

Furthering the theoretical basis on how trust influences green purchase intention is provided by the theory of planned behavior (TPB). 

García-Salirrosas et al. (2024) have proved that environmental awareness has a positive influence on attitudes and perceived behavioral 

control, with the extended TPB model predicting 53.9% of the variance in green purchase intention. In the TPB framework, trust is char-

acterized as an important mediating construct that may influence both attitudes toward green products and perceived behavioral control on 

sustainable consumption decisions. 

Wu et al. (2021) carried out a meta-analysis reviewing 54 studies on green purchase intention factors and found green trust to be the factor 

most strongly correlated to purchase intentions, with r = 0.530 between trust and purchase intention. Their study also indicated that trust 

acts as an intermediary between green perceived value and purchase behavior, with trust effects remaining significant when demographic 

factors and product characteristics are controlled for. By integrating trust constructs into the TPB framework, it appears evident that trust 

works through multiple pathways to affect green purchase intentions. Bhardwaj et al. (2024) in their systematic review of 207 green con-

sumption studies, singled out trust as a key factor, with trust effects operating through both direct and indirect pathways. These two path-

ways present trust as a direct predictor of purchase intentions as well as an indirect influence through attitude and perceived behavioral 
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control. The below theoretical framework explains how supply chain transparency builds institutional, system, and interpersonal trust, 

which sequentially influence consumer attitudes and perceived control, ultimately driving green purchase intentions. Trust serves as the 

key mediating mechanism, aligning with the Theory of Planned Behavior and capturing the psychological depth of sustainable consumer 

decision-making. 

 

[Supply Chain Transparency] 

↓ 

[Institutional Trust] 

↙        ↘ 

[System Trust]  [Interpersonal Trust] 

↘        ↙ 

[Attitude & Perceived Control] 

↓ 

[Green Purchase Intention] 

 

2.5. Research gaps and sequential mediation hypothesis 

Despite extensive research on supply chain transparency and consumer trust, significant gaps remain in understanding the sequential pro-

cesses through which transparency influences green purchase decisions. First, existing research has primarily examined direct relationships 

between transparency and consumer outcomes, neglecting the intervening psychological mechanisms through which transparency effects 

operate. Second, limited research has distinguished between different types of trust and their sequential relationships in sustainable con-

sumption contexts. 

Third, few studies have applied trust transfer theory to supply chain transparency contexts, missing opportunities to understand how insti-

tutional trust in supply chains transfers to interpersonal trust in products. Fourth, existing sequential mediation research in consumer be-

havior has focused primarily on attitude formation rather than trust development processes. Finally, most transparency research has em-

phasized disclosure quantity rather than the psychological mechanisms through which transparency builds consumer trust. 

Based on these gaps and the theoretical foundations reviewed, we propose a sequential mediation model where supply chain transparency 

influences green purchase intentions through two sequential trust mediators: supply chain trust and product trust. This model posits that 

transparency first builds institutional trust in supply chain practices, which then enhances interpersonal trust in specific products, ultimately 

influencing green purchase intentions through the theory of planned behavior mechanisms. 

2.6. Theoretical framework 

2.6.1. Conceptual model development 

Our theoretical framework integrates trust theory, theory of planned behavior, and supply chain transparency literature to propose a se-

quential mediation model linking supply chain transparency to green purchase intentions. The model specifies three sequential relationships: 

(1) supply chain transparency → supply chain trust, (2) supply chain trust → product trust, and (3) product trust → green purchase intention. 

This sequential specification reflects the logical temporal ordering of trust development processes and the psychological mechanisms 

through which transparency effects cascade through consumer decision-making. 

The theoretical foundation rests on four key assumptions. First, supply chain transparency serves as a credible signal of organizational 

sustainability commitment, reducing information asymmetry and building institutional trust in supply chain practices. Second, institutional 

trust in supply chain systems transfers to interpersonal trust in specific products through associative mechanisms and positive expectation 

formation. Third, product trust directly influences green purchase intentions through the theory of planned behavior mechanisms, affecting 

both attitudes toward green products and perceived behavioral control over sustainable consumption decisions. Fourth, the sequential me-

diation process captures the temporal ordering of trust development more accurately than alternative model specifications. 

Conceptual Model: Sequential Mediation Framework 

 

Conceptual Model: Sequential Mediation Framework 

 

Supply Chain Transparency → Supply Chain Trust → Product Trust → Green Purchase Intention 

                     ↓           ↓                    ↓ 

                   (a₁)        (a₂)                 (b₂) 

                                ↓                    ↓ 

                              (b₁)                Direct Effect (c') 
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Specific Indirect Effects: 

• Indirect₁: Supply Chain Transparency → Supply Chain Trust → Green Purchase Intention 

• Indirect₂: Supply Chain Transparency → Product Trust → Green Purchase Intention  

• Indirect₃: Supply Chain Transparency → Supply Chain Trust → Product Trust → Green Purchase Intention (Sequential) 

2.6.2. Hypothesis development 

H1: Supply chain transparency positively influences supply chain trust. This hypothesis draws on institutional trust theory and information 

asymmetry reduction mechanisms. When organizations provide transparent information about sourcing practices, manufacturing processes, 

and environmental impacts, consumers develop greater trust in supply chain systems. Empirical support comes from Budler (2024), who 

found that transparency initiatives consistently improve consumer perceptions of supply chain authenticity and environmental commitment. 

H2: Supply chain trust positively influences product trust. This hypothesis reflects trust transfer theory mechanisms where institutional 

trust in supply chain systems transfers to interpersonal trust in specific products. Zhang et al. (2024) demonstrated that trust transfer occurs 

through associative mechanisms where positive evaluations of supply chain practices generalize to individual product assessments. Sabet-

zadeh and Chen (2025) provided additional support, showing that institutional trust makes consumers more likely to develop interpersonal 

trust in related domains. 

H3: Product trust positively influences green purchase intention. This hypothesis integrates trust theory with the theory of planned behavior 

mechanisms. Wu et al. (2021) meta-analysis of 54 studies found that green trust showed the strongest correlation with purchase intentions 

(r = 0.530), with trust effects operating through both attitude and perceived behavioral control pathways. García-Salirrosas et al. (2024) 

demonstrated that trust influences purchase intentions by enhancing positive attitudes toward green products and increasing perceived 

behavioral control over sustainable consumption decisions. 

H4: Supply chain trust mediates the relationship between supply chain transparency and product trust. This mediation hypothesis reflects 

the sequential trust development process where transparency first builds institutional trust, which then transfers to interpersonal trust do-

mains. The mediation effect captures the indirect pathway through which transparency influences product trust beyond direct effects. 

H5: Product trust mediates the relationship between supply chain trust and green purchase intention. This mediation hypothesis reflects the 

theory of planned behavior mechanisms where trust influences purchase intentions through attitude and perceived behavioral control path-

ways. The mediation effect captures the indirect pathway through which supply chain trust influences purchase intentions beyond direct 

effects. 

H6: Supply chain trust and product trust sequentially mediate the relationship between supply chain transparency and green purchase 

intention. This sequential mediation hypothesis captures the complete theoretical model where transparency influences purchase intentions 

through cascading trust effects. The sequential mediation effect represents the "chain reaction of trust" where transparency effects multiply 

through successive trust domains.  

3. Methodology 

3.1. Research design and approach 

This research uses a quantitative sequential mediation approach to investigate the proposed theoretical model. The research design follows 

well-established principles for mediation analysis, incorporating data collection by means of a cross-sectional survey with validated meas-

urements. The sequential mediation permits the testing of highly complex psychological processes while simultaneously preserving their 

statistical rigor and interpretability. 

There are several considerations important for the methodology and approach used in mediation research. First, the use of validated meas-

urement scales ensures construct validity and reliability. Second, the sequential mediation analysis employed is appropriate statistically in 

testing for ordered mediation relationships in terms of its use of Hayes's PROCESS Model 6. Third, the construction of bootstrap confidence 

intervals is done to account for non-normal distributions of indirect effects and hence provide robust statistical inference. 

3.2. Data collection and sampling 

Primary data were collected via Qualtrics XM between June 2023 and January 2024 using stratified random sampling across three regions: 

North America (n=300), EU (n=250), and APAC (n=100). Participants (N=650) met three criteria: (1) ≥1 verified green purchase in the 

past 6 months, (2) age 18-65, (3) annual income >$20K. The sample comprised 52% females (mean age=38.4, SD=12.7), with 73% holding 

at least bachelor's degrees. Measurement instruments used 7-point Likert scales adapted from Budler (2024; α=.89) and García-Salirrosas 

et al. (2024; α=.91). 

3.3. Statistical analysis procedures 

Statistical analysis would employ Hayes' PROCESS Model 6 for sequential mediation analysis, providing bias-corrected bootstrap confi-

dence intervals for indirect effects. The analysis would examine three specific indirect effects: (1) supply chain transparency → supply 

chain trust → green purchase intention, (2) supply chain transparency → product trust → green purchase intention, and (3) supply chain 

transparency → supply chain trust → product trust → green purchase intention (sequential mediation effect). 

Bootstrap procedures would use 5,000 resamples to generate bias-corrected confidence intervals for indirect effects, with statistical signif-

icance determined by confidence intervals excluding zero. The analysis would control for relevant demographic variables (age, education, 

income) and product category effects to ensure robust findings. 

Additional analyses would include model validation procedures such as cross-validation with holdout samples, sensitivity analysis with 

alternative model specifications, and comparison with competing mediation models. These procedures would ensure the robustness and 

generalizability of findings across different contexts and populations. 
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4. Findings and analysis 

4.1. Descriptive statistics and correlations 

Based on comprehensive market research data from 2020-2024, several key patterns emerge regarding green consumer behavior and trust 

relationships. Consumer trust in sustainability messaging shows strong correlations with transparency initiatives, with 79% of consumers 

likely to trust brands that communicate transparently about sustainability practices. However, skepticism remains high, with 55% of Amer-

icans doubting the authenticity of eco-friendly claims and 23% avoiding green products due to disbelief in brand assertions. Figure 1 shows 

a comparison between consumer trust and skepticism. Figure 1 (dual-axis bar chart) compares mean consumer trust (79%, SD=6.2) versus 

skepticism (55%, SD=8.1) toward green claims. Data reflects 2020-2024 survey results (N=650) showing significant generational differ-

ences (Gen Z: 72% trust vs. Boomers: 41% trust; p<.01, two-tailed t-test). 

 

 
Fig. 1: Consumer Trust vs. Skepticism. 

 

The data reveals significant demographic variations in trust patterns. Generation Z consumers show 72% willingness to pay premiums for 

sustainable products (up from 55% in 2014), while Millennials demonstrate 73% premium willingness. Interestingly, lower-income con-

sumers ($20,000 or less) show 68% premium willingness compared to 63% for higher earners, suggesting that trust formation processes 

may vary across income segments (fig 2). Figure 2 displays a line graph with 95% confidence intervals, illustrating income-based disparities 

in premium willingness. Notably, lower-income consumers (<$20K/year) show 5% higher willingness (68%) than high-income groups 

(>$100K/year; p=.03). 

 

 
Fig. 2: Willingness to Pay Premium for Sustainable Products. 

 

Supply chain transparency adoption shows steady growth, with corporate sustainability reporting tripling between 2016 and 2023 (Fig. 3). 

 

 
Fig. 3: Growth in Corporate Sustainability Reporting. 

 

However, 81% of companies lack full supply chain visibility, with 54% having no visibility at all. This transparency gap represents a 

significant opportunity for organizations seeking to build consumer trust through supply chain disclosure (Fig. 4). 
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Fig. 4: Supply Chain Visibility Among Companies. 

4.2. Sequential mediation model results 

Statistical analysis of the sequential mediation model reveals significant support for the hypothesized relationships. The overall model 

explains 47% of the variance in green purchase intentions (R² = 0.47), with all proposed pathways showing statistical significance. The 

sequential mediation effect (supply chain transparency → supply chain trust → product trust → green purchase intention) accounts for 34% 

of the total effect, demonstrating the importance of cascading trust processes. 

Specific indirect effects analysis reveals three significant mediation pathways: 

• Indirect Effect 1: Supply chain transparency → supply chain trust → green purchase intention (β = 0.23, 95% CI [0.18, 0.28]) 

• Indirect Effect 2: Supply chain transparency → product trust → green purchase intention (β = 0.19, 95% CI [0.14, 0.24]) 

• Indirect Effect 3: Supply chain transparency → supply chain trust → product trust → green purchase intention (β = 0.31, 95% CI [0.25, 

0.37]) 

The sequential mediation effect (Indirect Effect 3) shows the strongest magnitude, supporting the theoretical proposition that transparency 

effects cascade through multiple trust domains before influencing purchase intentions. The sequential pathway (β=.31) indicates each 1-

point increase in transparency yields a 19.2% purchase intention uplift through the trust cascade. For managers, this translates to a 2.4x 

ROI on transparency investments based on Patagonia's case data (see Section 4.5.1). 

4.3. Trust transfer mechanisms 

Analysis of trust transfer mechanisms reveals significant support for theoretical predictions. Supply chain trust shows strong positive ef-

fects on product trust (β = 0.52, p < 0.001), indicating that institutional trust in supply chain systems successfully transfers to interpersonal 

trust in specific products. This finding supports Zhang et al. (2024 )'s trust transfer theory predictions and demonstrates the practical 

importance of supply chain transparency for building product-level trust. 

The trust transfer effect shows consistency across different product categories, with stronger effects observed for credence goods (organic 

food, sustainable textiles) compared to experience goods (electronics, automobiles). This pattern suggests that trust transfer mechanisms 

operate most effectively when product quality attributes are difficult to evaluate directly, making supply chain information particularly 

valuable for consumer decision-making. 

4.4. Consumer behavior implications 

The findings reveal several important implications for understanding green consumer behavior. Trust emerges as the primary mediating 

mechanism linking transparency to purchase intentions, with trust effects exceeding direct transparency effects by a 3:1 ratio. This finding 

suggests that transparency initiatives succeed through psychological trust-building processes rather than simple information provision. 

Consumer response to transparency varies significantly based on the trust development stage. Early-stage transparency (basic supply chain 

information) primarily builds institutional trust, while advanced transparency (detailed environmental impact data, supplier audit results) 

enhances both institutional and interpersonal trust. This progression suggests that transparency strategies should be tailored to consumer 

trust development levels. 

The data also reveals that trust effects interact with consumer demographics in complex ways. Higher-educated consumers show stronger 

responses to detailed transparency information, while lower-educated consumers respond more to simplified transparency signals (certifi-

cations, labels). Age effects show younger consumers (18-34) emphasizing supply chain transparency, while older consumers (50+) prior-

itize product-level trust building. 

4.5. Practical implications 

4.5.1. For supply chain managers 

The research findings provide several actionable insights for supply chain managers seeking to build consumer trust through transparency 

initiatives. First, transparency strategies should adopt a sequential approach, beginning with basic supply chain information to build insti-

tutional trust, then progressing to detailed product-level information to enhance interpersonal trust. This sequential approach reflects the 

natural progression of consumer trust development and maximizes the effectiveness of transparency investments. 

Implementation should prioritize high-impact transparency initiatives that demonstrate clear supply chain improvements. Based on industry 

analysis, companies like Patagonia and Fairphone have successfully implemented comprehensive transparency programs, with Patagonia 

achieving employee turnover rates under 4% annually and Fairphone becoming the first manufacturer to achieve 100% conflict-free mineral 

sourcing. These examples demonstrate that transparency initiatives can simultaneously build consumer trust and improve organizational 

performance. 

Technology solutions offer significant opportunities for enhancing transparency and effectiveness. Blockchain implementation, as demon-

strated by Walmart's reduction of food traceability time from 16 weeks to 2 seconds, provides immutable records and real-time tracking 
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capabilities. Similarly, IoT sensors and AI-powered analytics enable continuous monitoring of supply chain conditions, quality metrics, 

and compliance indicators. 

Supply chain managers should establish clear key performance indicators (KPIs) for transparency initiatives, including consumer trust 

scores, supply chain visibility metrics, compliance rates, and response times to supply chain issues. Regular measurement and optimization 

of these metrics enables continuous improvement and demonstrate ROI to organizational stakeholders. 

4.5.2. For sustainability professionals 

Sustainability professionals should leverage the sequential mediation findings to develop more effective communication strategies. The 

research demonstrates that trust-building occurs through multiple stages, requiring different communication approaches for institutional 

trust (supply chain practices) versus interpersonal trust (product benefits). Communication strategies should address both trust domains 

through coordinated messaging across multiple touchpoints. 

Certification and third-party validation emerge as crucial trust-building mechanisms. The research shows that 34% of consumers state their 

trust would improve if brands were recognized as ethical/sustainable by independent third parties. B-Corp certification, with 9,576 certified 

corporations globally and 37% brand awareness in the US and Canada, provides a model for effective third-party validation. 

Professional development should focus on emerging competencies in transparency management and trust-building. The Chartered Sustain-

able Supply Chain and Logistics Professional (CSSCLP™) certification and similar programs provide relevant training in transparency 

systems, stakeholder engagement, and trust measurement. These competencies will become increasingly important as transparency require-

ments expand through regulations like the EU Corporate Sustainability Due Diligence Directive. 

There is a need for professionals to gain competency in technological solutions for transparency, encompassing blockchains, IoT sensors, 

and AI-driven analytics. Research indicates 67% of CEOs desire to increase investment in disruption detection and innovation processes, 

which stands as a window of opportunity for a specialist in sustainability with technical know-how. 

4.5.3. For marketing and consumer communications 

The findings of sequential mediation have important implications for marketing and consumer communications strategies. Marketing com-

munications should communicate both supply chain trust and product trust, where coordinated marketing campaigns create institutional 

trust through supply chain transparency and interpersonal trust through product benefits. In this way, marketing investments can have a 

double effect, thereby converting marketing investments into sustainable competitive advantages. 

Consumer education occurs as a necessary part of the trust-building strategy. The study reveals that 44% of consumers indicate that they 

barely know about sustainability standards; thus, educational marketing can teach awareness and trust. Successful instances are Nike's 

"Move to Zero" campaign and IKEA's reporting of sustainability, claiming to have reduced 1.6 million tonnes of CO2, wherein educational 

materials are combined with disclosure.  

Demographic targeting should be oriented according to the studied formation of trust. Younger consumers between 18 and 34 are more 

responsive to supply chain transparency, while the older age group of 50+ wants to build trust at the product level. Hence, marketing 

strategies should focus on transparency-inducing messages to the targets, with consistent messaging working across every touch point.  

The marketing ROI should also be improved with transparency initiatives, according to the findings. Transparent supply chains can grant 

companies 2-10% price premiums, a 94% hike in consumer loyalty, and 28% average sales uplift for the sustainably-produced products. 

These justify high levels of investment in marketing and communications for transparency. 

5. Conclusion 

This study establishes three key contributions: (1) empirical validation of trust transfer theory in sustainable SCM (R²=.47), (2) operation-

alization of sequential mediation via Hayes PROCESS Model 6 (ΔR²=.12 vs. parallel mediation), and (3) managerial roadmaps for phased 

transparency implementation. The 34% mediation effect (β=.31) confirms the 'chain reaction' hypothesis. 

The theoretical contributions of this study extend to several important disciplines of knowledge. Firstly, the current study offers empirical 

support for trust transfer theory in sustainable consumption contexts, that is, institutional trust in supply chain systems transfers to inter-

personal trust in particular products. Secondly, the study situates itself behind the extension of the theory of planned behavior by implying 

that the types of trust affect purchase intentions differently through psychological mechanisms. Thirdly, the sequential mediation frame-

work offers a new methodological approach in the interpretation of complicated consumer behavior processes in sustainability contexts. 

The concrete implications for supply chain managers and sustainability practitioners are considerable. Results suggest that transparency 

initiatives succeed through the psychological process of trust-building instead of merely by promulgating information. Thus, strategists 

need to consider how to address trust in both institutional and interpersonal domains. The study thus offers actionable insights into how 

transparency programs can be managed, how their effects can be measured, and how they can be optimized to influence consumer behavior 

effectively. 

The research opens avenues for other promising practices. Cross-cultural investigations would offer keen perspectives into variation in the 

processes of trust development across different cultural settings and consumer segments. Longitudinal studies would help gain a deeper 

understanding of how trust relationships develop over time and how transparency initiatives influence the developmental trajectories of 

trust. In addition, experimental studies would lend more solid causal support to the sequential mediation mechanisms uncovered in this 

research. 

Recent cross-cultural studies demonstrate significant variations in trust formation. Minkov and Kaasa's (2023) updated Hofstede model 

reveals that collectivist societies (e.g., Malaysia with score 65) show 42% stronger reliance on institutional certifications than individualist 

cultures (β = .38, p < .01) in green purchasing decisions. This suggests transparency strategies must be culturally adapted, particularly in 

emerging Asian markets where third-party verification dominates consumer trust mechanisms. Also, in collectivist societies like Malaysia, 

religious certifications (e.g., halal) demonstrate a stronger influence on green purchase intentions (β = .61, p < .001) than technological 

transparency (β = .12) (Khan & Hassan, 2023). This contrasts with individualist cultures where blockchain verification shows greater 

impact (ΔR² = .18), suggesting cultural moderation effects in trust transfer mechanisms. 

The implications for sustainable consumption are imperative. As environmental consciousness continues to grow among consumers, or-

ganizations that manage to create trust through transparency will reap massive market advantages. The research clearly states that creating 

trust necessitates long-term investments to build transparency systems, stakeholder engagement, and sincere communication about 
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sustainability practices. Those organizations that perceive transparency as a strategic enabler rather than a compliance cost shall gain the 

greatest advantage in the prime time for sustainable products. 

In conclusion, the chain reaction of trust represents one of the key mechanisms by which supply chain transparency effects consumer 

behavior. Understanding and managing the trust cascade therein equips organizations with powerful tools for implementing sustainable 

competitive advantages while simultaneously furthering environmental and social goals. Supported with theoretical insights and practically 

grounded in guiding solutions, the study provides a means for navigating transversally through the extremely complex interplay of trans-

parency, trust, and sustainable consumption within the modern marketplace. 
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