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ABSTRACT 

In the digital age, social media platforms have become powerful agents of change, particularly in shaping 

consumer behavior among younger generations. This paper explores how social media serves as a catalyst for 

green consumerism among Millennials and Gen Z. It investigates how platforms like Instagram, YouTube, 

and TikTok influence environmental awareness and promote sustainable consumption. Through surveys and 

content analysis of eco-influencer campaigns, the study reveals that social media plays a pivotal role in building 

green awareness, normalizing eco-friendly lifestyles, and encouraging purchase decisions based on 

sustainability. However, the study also highlights the risks of greenwashing and the need for authenticity in 

digital content. The paper concludes by suggesting strategic ways brands and policymakers can use social 

media more effectively to promote green consumption among the youth. 
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1. INTRODUCTION 

In the face of accelerating environmental degradation, climate change, deforestation, and resource depletion, the 

world is witnessing an urgent call for more sustainable patterns of production and consumption. One of the 

significant behavioral shifts emerging in this context is the rise of green consumerism—the practice of purchasing 

products that are environmentally friendly, sustainably sourced, and ethically produced. This trend is particularly 

visible among Millennials and Generation Z, who not only demonstrate higher levels of environmental concern 

but also integrate sustainability into their lifestyle choices, values, and consumer identities. 

Parallel to this shift is the transformative rise of social media platforms, which have reshaped how information is 

disseminated, lifestyles are showcased, and identities are formed. Platforms such as Instagram, YouTube, TikTok, 

and Pinterest serve not only as entertainment and networking tools but as powerful spaces for the exchange of 

values, norms, and advocacy. For younger generations, these platforms have become a primary source of 

influence, surpassing traditional advertising and even personal recommendations in their persuasive power. The 

convergence of digital communication and environmental awareness has thus led to a new era of eco-conscious 

consumer behavior, one deeply embedded in the visual, interactive, and viral culture of social media. 

Social media acts as a dynamic catalyst for green consumerism, especially by promoting sustainable habits, 

encouraging mindful consumption, and amplifying the voices of eco-influencers who model green lifestyles. 

Through user-generated content, brand campaigns, influencer endorsements, and viral sustainability challenges, 

digital platforms shape how youth perceive the environment and their role within it. Posts on zero-waste living, 

plant-based diets, upcycled fashion, and green home products not only inform but inspire behavioral change. The 

persuasive power of such content is rooted in peer validation, emotional resonance, and social identity formation, 

making green behavior both aspirational and accessible. 

However, this digital transition also comes with challenges. The phenomenon of greenwashing, where brands 

exaggerate or falsely claim sustainable practices, poses a significant risk to trust and credibility. Without 

transparency and regulatory oversight, social media campaigns can sometimes mislead rather than educate. 

Moreover, the commodification of sustainability through influencer marketing raises questions about authenticity, 

ethics, and the commercialization of environmental values. 

This paper seeks to critically examine the role of social media as a catalyst for green consumerism among 

Millennials and Gen Z in India. It explores how digital platforms shape environmental attitudes, influence 

purchasing decisions, and foster sustainable identities among youth. Using a mixed-method approach that includes 

surveys and content analysis of eco-influencer campaigns, the study aims to uncover both the opportunities and 

limitations of using social media for environmental advocacy. It further analyzes the motivations driving youth 

engagement with green content, the risks posed by misinformation, and the potential for platforms to serve as 

tools for authentic and lasting behavioral change. 

By situating green consumerism at the intersection of technology, culture, and environmental responsibility, this 

research contributes to the broader discourse on digital sustainability, marketing ethics, and youth-led climate 

action. In doing so, it also offers insights for policymakers, marketers, educators, and digital creators who aim to 

foster a more environmentally aware and socially responsible consumer generation. 
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2. REVIEW OF LITERATURE 

Peattie and Crane (2005) were among the first to introduce the concept of green marketing in the context of social 

behavior and sustainability. They emphasized that green marketing must go beyond simply selling eco-friendly 

products and should instead involve building long-term trust and transparency. Their work laid a foundational 

framework for understanding how ethical consumption and consumer psychology interact, which remains relevant 

in the age of social media-driven influence. 

Ottman (2008) highlighted that younger consumers are more inclined to purchase products aligned with their 

values, especially those related to the environment and ethics. However, she cautioned that unless green messages 

are communicated credibly and with emotional appeal, they may fail to convert awareness into action. Ottman's 

focus on the emotional dimension of green marketing is particularly applicable to influencer-based 

communication seen on social media platforms today. 

Kaplan and Haenlein (2010) explored the emergence of social media as a disruptive force in marketing, branding, 

and information sharing. Their research defined social media as a hybrid of personal interaction and mass 

communication, thus enabling brands to personalize sustainability messages at scale. They argued that platforms 

like Facebook and YouTube allow two-way engagement, thereby increasing trust and relatability, which are 

essential for fostering sustainable consumption behavior. 

Smith and Pangsapa (2011) delved into the ethical consumption patterns of youth in the digital age and argued 

that identity politics and social justice often intersect with environmental concerns. They proposed that online 

spaces become sites of “ethical self-expression,” where youth construct their identities as green consumers. This 

theoretical lens adds depth to our understanding of how Gen Z and Millennials embrace sustainability as part of 

their lifestyle branding on social media. 

Chen and Chang (2012) conducted an empirical study on consumer trust in green products and found that 

perceived credibility is one of the most decisive factors influencing green purchase intention. Their work is 

particularly relevant in the context of greenwashing concerns on social media, where influencer endorsements and 

brand claims may not always be verifiable. They emphasized that transparent and consistent communication 

builds the foundation for sustainable consumption. 

Leonidou et al. (2013) provided a comprehensive review of green marketing strategies and noted that consumers 

increasingly rely on non-traditional sources of information, such as peer reviews and online testimonials, rather 

than advertisements. The rise of eco-influencers, who share personal stories and authentic experiences, 

exemplifies this shift and makes platforms like Instagram and YouTube central to modern-day green marketing. 

Sheehan and Morrison (2015) examined the persuasive power of digital influencers and found that micro-

influencers often outperform celebrities in terms of trust and engagement, especially among younger audiences. 

Their findings highlight the power of relatability and authenticity, both of which are critical in shaping 

environmental attitudes on social platforms. This is particularly relevant for eco-influencers whose personal eco-

living narratives resonate deeply with young audiences. 

Biswas and Roy (2015) studied Indian consumer behavior and found that while awareness of green products is 

rising, price sensitivity and trust issues limit actual purchases. However, they also noted that aspirational factors—

such as social status and trend alignment—can nudge consumers toward eco-friendly choices. Social media plays 

a vital role in amplifying these aspirational signals, especially through curated content and visual branding. 

Casaló et al. (2018) explored how brand-generated content on social media influences customer engagement and 

found that sincerity and informativeness are key in building brand-consumer relationships. For green brands, this 

means that posting about eco-initiatives, sustainability reports, and behind-the-scenes production practices 

enhances both brand loyalty and green behavior among followers. 

Mintel Report (2022) highlighted that Gen Z and Millennials are not only more environmentally aware but also 

more likely to be influenced by digital storytelling, peer reviews, and visual content. The report revealed that over 

70% of young consumers trust influencer recommendations, especially when they align with their values. This 

underscores the importance of using authentic, values-driven content to promote sustainable behavior on digital 

platforms. 

3. METHODOLOGY 

This study employs a mixed-method research design that integrates both quantitative and qualitative approaches 

to comprehensively examine the influence of social media on green consumerism among Millennials and 

Generation Z in India. The rationale for using a mixed-method design lies in the multifaceted nature of the research 

problem—understanding not just patterns in behavior, but also the motivations, attitudes, and emotional drivers 

behind those behaviors. 
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3.1 Research Design 

The research adopts a descriptive-cum-exploratory design. The descriptive component aims to measure the extent 

to which social media influences young consumers' environmental awareness and green purchasing behavior. 

Meanwhile, the exploratory component seeks to uncover the underlying social and psychological factors—such 

as peer influence, identity formation, and perceived credibility of content—that mediate this relationship. 

3.2 Population and Sampling 

The target population comprises individuals aged 18 to 30 years, primarily from urban and semi-urban India, who 

actively engage with social media platforms such as Instagram, YouTube, Facebook, and TikTok. A purposive 

sampling technique was used to identify participants who self-report following eco-influencers, sustainability 

pages, or green lifestyle communities online. 

For the quantitative phase, a total of 450 valid responses were collected through an online survey distributed via 

Google Forms and social media channels. For the qualitative phase, 20 participants were selected using criterion-

based sampling, ensuring diversity in terms of gender, location, and digital habits. 

3.3 Data Collection Tools and Techniques 

• Quantitative Data: A structured questionnaire was developed, comprising 30 items divided into four 

sections: (1) social media usage behavior, (2) environmental awareness, (3) green purchase habits, and 

(4) influence of digital content. Responses were recorded on a 5-point Likert scale ranging from “strongly 

disagree” to “strongly agree.” The instrument was pre-tested and revised based on feedback to ensure 

clarity and reliability. 

• Qualitative Data: In-depth interviews and open-ended response prompts were used to collect rich 

narrative data. Participants were asked to describe how social media influences their green choices, what 

type of content resonates with them, and whether they trust the claims made by eco-influencers and 

brands. 

3.4 Tools of Data Analysis 

• The quantitative data were analyzed using descriptive statistics (mean, percentage, and standard 

deviation), Pearson’s correlation to assess relationships between variables, and regression analysis to 

determine the predictive influence of social media engagement on green purchase behavior. 

• The qualitative data were transcribed and thematically analyzed using NVivo software. Recurring themes 

such as aspirational identity, influencer authenticity, content fatigue, and greenwashing skepticism were 

coded and compared across participants. 

3.5 Reliability and Validity 

To ensure internal reliability, Cronbach’s alpha was calculated for the questionnaire, yielding a coefficient of 

0.83, indicating high reliability. Content validity was established through expert review from academics 

specializing in digital marketing and environmental studies. The interview questions were also reviewed and 

piloted to confirm clarity and relevance. 

3.6 Ethical Considerations 

All participants were informed about the purpose of the study, assured of confidentiality, and provided informed 

consent prior to participation. No personally identifiable data were collected, and participants retained the right to 

withdraw at any stage. Ethical approval for the study was obtained from the institutional ethics committee prior 

to data collection. 

4. RESULTS AND ANALYSIS 

The research findings offer valuable insights into the growing intersection between social media engagement and 

sustainable consumer behavior among Millennials and Gen Z in India. The data gathered from both the survey 

and interviews reveals important patterns in attitudes, perceptions, and actions concerning green consumerism 

facilitated by digital platforms. 

4.1 High Environmental Awareness Among Digitally Active Youth 

The survey data indicates that a vast majority of respondents—around 85%—demonstrated high levels of 

environmental awareness. Participants expressed concern about issues such as climate change, plastic pollution, 

fast fashion waste, and carbon emissions. Furthermore, 78% of respondents agreed that they have learned more 

about environmental issues through content encountered on social media than through traditional media channels. 

Interviews further confirmed that social media acts as an important educational tool, with respondents citing 

accounts like @zerowasteindia, @sustainablysorted, and @brownliving.in as their primary sources of sustainable 

lifestyle inspiration. 
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4.2 Social Media Significantly Influences Green Buying Intentions 

Approximately 69% of respondents reported that they were motivated to explore or purchase eco-friendly 

products after encountering content on Instagram, YouTube, or Facebook. Product categories most influenced by 

social media included eco-friendly toiletries, sustainable clothing, reusable packaging, and plant-based food 

alternatives. 

The study found that influencer credibility and content relatability played key roles in shaping buying intentions. 

Participants emphasized that they were more likely to act on recommendations made by micro-influencers or 

peers rather than celebrities or branded pages. One participant noted, “When I see someone my age living a low-

waste lifestyle and showing how to do it, it makes it feel doable.” 

4.3 Peer Validation and Social Identity Drive Green Choices 

A significant theme emerging from the qualitative interviews is that green consumerism is closely tied to identity 

and peer approval. Over 60% of respondents stated that they felt encouraged to adopt green habits when they saw 

friends or followers doing the same. Additionally, many expressed that engaging with eco-friendly products or 

practices—such as using a metal straw or posting about thrift shopping—enhanced their social image and personal 

branding on digital platforms. 

This social validation loop reinforces eco-friendly consumption as both a personal value and a public performance, 

especially in urban youth circles. 

4.4 Greenwashing Concerns and Lack of Trust Remain Barriers 

Despite high engagement levels, 47% of participants expressed skepticism regarding the authenticity of green 

claims made by brands and influencers. Terms like “organic,” “eco-friendly,” and “sustainable” were perceived 

as overused and often unverified. Many participants pointed out that they had encountered products that marketed 

themselves as green without providing certifications or transparent sourcing information. 

This trust gap negatively influenced repeat purchases and reduced the perceived credibility of certain influencers, 

especially those who endorsed multiple contradictory brands. Participants indicated a strong preference for 

transparency, third-party certification, and storytelling that includes real production processes. 

4.5 Platform-Specific Trends 

The study revealed notable differences across platforms: 

• Instagram emerged as the most influential platform for green consumerism, with 71% of respondents 

naming it as their top source of inspiration. The visual nature of the app, use of reels and stories, and 

influencer collaborations made eco-content highly shareable and emotionally engaging. 

• YouTube was preferred for long-form educational content, such as eco-product reviews, DIY tutorials, 

and minimalist lifestyle vlogs. These formats were especially effective for building trust and deeper 

engagement. 

• Facebook and Twitter had a relatively lower influence, mainly serving as news-sharing platforms rather 

than behavioral drivers for younger demographics. 

5. DISCUSSION 

The findings of this study underscore the increasing centrality of social media platforms in shaping the 

environmental consciousness and consumption patterns of India’s digitally native youth. The research reveals that 

Millennials and Generation Z are not only aware of sustainability issues but are actively seeking solutions and 

lifestyle practices that align with their values—often through content curated, consumed, and shared online. The 

data suggests that social media does not merely reflect green behavior; it activates, amplifies, and legitimizes it. 

One of the most notable outcomes is the strong link between environmental awareness and social media 

engagement. A large percentage of participants attributed their knowledge of sustainability to content on platforms 

like Instagram and YouTube. This supports earlier research (Kaplan & Haenlein, 2010; Mintel, 2022), which 

observed that digital platforms are now a primary conduit for environmental education, especially for youth who 

are disengaged from traditional media. By delivering digestible, visual, and emotionally resonant content, social 

media plays a critical role in translating abstract environmental issues into concrete lifestyle choices. 

At the same time, the study highlights the power of peer influence and identity performance in driving green 

behavior. Social media enables users to not only consume content but also participate in it—through likes, shares, 

hashtags, and challenges. For many respondents, engaging in green practices and posting about them on platforms 

served as a way to construct a socially desirable identity. This aligns with the idea of “performative sustainability,” 

where actions are partly driven by the desire to gain peer approval or maintain a coherent eco-conscious image 

online. While this may raise concerns about authenticity, it can also be a powerful tool for behavioral diffusion, 

as people tend to imitate visible, rewarded behaviors in their networks. 

The study also affirms the credibility gap associated with green messaging, especially in the context of influencer 

marketing. While influencers play a pivotal role in introducing sustainable alternatives, many participants 
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expressed concern over greenwashing and inconsistent endorsements. This finding is consistent with the works 

of Chen & Chang (2012) and Casaló et al. (2018), who emphasized that trust and transparency are central to green 

brand success. In the age of social media, where content is abundant and attention is scarce, any perception of 

insincerity or opportunism can result in brand alienation and audience fatigue. 

Moreover, the research indicates that different platforms serve distinct roles in the green consumer journey. 

Instagram’s visually appealing format supports discovery and trend propagation, while YouTube facilitates deeper 

engagement and product education. This multi-platform behavior suggests that brands and activists must adopt 

platform-specific strategies to reach and retain eco-conscious audiences. 

Finally, while social media is undoubtedly a catalyst for green consumerism, it cannot function in isolation. 

Structural factors such as product affordability, access to alternatives, and regulatory mechanisms around green 

claims must evolve in tandem. The current reliance on digital influence must be supported by policy-level 

interventions, educational curricula, and transparent certification frameworks to ensure that youth-led green 

movements are rooted in substance and not just style. 

In sum, this study confirms that social media is not just a communication channel but a behavioral environment—

where values are shaped, choices are modeled, and change is mobilized. For green consumerism to become a 

lasting norm among Millennials and Gen Z, stakeholders must harness the full potential of these platforms while 

ensuring ethical practices, genuine representation, and inclusivity in sustainability narratives. 

6. RECOMMENDATIONS 

The findings of this study highlight the transformative potential of social media in promoting sustainable 

consumer behavior among Indian youth. However, they also bring to light significant challenges, such as 

greenwashing, limited trust, and socio-economic barriers. To fully harness the potential of digital platforms for 

fostering green consumerism, a multidimensional set of recommendations is proposed for key stakeholders—

brands, policymakers, content creators, educators, and social media platforms. 

6.1 Promote Authentic and Transparent Green Branding 

Brands must move beyond surface-level sustainability claims and adopt transparent communication strategies. 

This includes: 

• Displaying third-party certifications (e.g., India Organic, Fairtrade, GOTS). 

• Sharing behind-the-scenes content about sourcing, production, and labor practices. 

• Engaging in storytelling that is emotionally resonant and rooted in facts rather than buzzwords. 

Transparency will help mitigate skepticism among consumers and foster long-term trust, especially in a digital 

environment saturated with green claims. 

6.2 Encourage Responsible Influencer Marketing 

Influencers must be held accountable for the products and messages they endorse. Recommendations include: 

• Promoting genuine partnerships rather than one-time paid collaborations. 

• Disclosing sponsorships and affiliations clearly to maintain credibility. 

• Prioritizing education over promotion, especially for eco-influencers seeking to inspire behavioral 

change. 

Agencies and brands should invest in training influencers about greenwashing, certifications, and sustainability 

frameworks to enhance the depth and quality of content shared. 

6.3 Implement Regulatory Frameworks for Green Advertising 

Government bodies and industry regulators should: 

• Introduce mandatory guidelines for green marketing on social media. 

• Penalize misleading eco-claims and enforce labelling standards. 

• Collaborate with consumer rights organizations to establish a “green claims watchdog” that vets content 

regularly. 

These efforts would help institutionalize trust and prevent exploitation of consumer good-will through unethical 

marketing. 

6.4 Integrate Green Education into Digital Literacy Programs 

To create a digitally empowered and environmentally responsible youth population: 

• Schools, colleges, and digital training centers should incorporate eco-literacy modules. 

• Topics such as conscious consumption, greenwashing detection, and ethical digital citizenship can be 

introduced in media and environmental studies curricula. 

This education would enable young consumers to engage with social media more critically and make informed 

choices. 
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6.5 Utilize Platform Algorithms to Amplify Verified Green Content 

Social media platforms themselves can play a proactive role by: 

• Promoting verified eco-content through algorithmic support (e.g., Instagram’s explore page, YouTube 

recommendations). 

• Creating green content badges similar to verified user checkmarks. 

• Collaborating with NGOs and government agencies to launch sustainability challenges or awareness 

campaigns. 

Platforms must ensure that eco-content doesn’t just trend but also reflects authentic, data-backed, and inclusive 

practices. 

6.6 Encourage Youth-Driven Sustainability Campaigns 

Given the creativity and digital fluency of Gen Z and Millennials, brands and institutions should: 

• Sponsor crowdsourced campaigns, where youth create content promoting green habits. 

• Recognize and reward eco-content creators through grants, fellowships, or internships. 

• Build online eco-communities or forums where youth can share ideas, innovations, and stories related to 

sustainable living. 

Such engagement not only strengthens individual behavior but also builds collective identity and momentum 

around green lifestyles. 

6.7 Make Green Products More Affordable and Accessible 

Price remains a key barrier to eco-conscious consumption. To address this: 

• Brands should offer student discounts, bundle pricing, or loyalty programs. 

• Governments can consider tax incentives or subsidies on verified green products. 

• Digital marketplaces can introduce green sections curated for budget-conscious buyers. 

Affordability will ensure that green choices are not just aspirational but also attainable for the broader youth 

demographic. 

7. CONCLUSION 

The study set out to explore the role of social media as a transformative force in encouraging green consumerism 

among Millennials and Generation Z in India, and the findings have affirmed its profound influence on shaping 

environmental awareness, attitudes, and behavior. As the digital ecosystem becomes increasingly integrated into 

the everyday lives of youth, platforms like Instagram, YouTube, and TikTok are not merely avenues of 

entertainment—they are critical spaces for value formation, identity expression, and behavioral change. 

The data reveals that social media serves as a catalyst for environmental consciousness by exposing youth to 

information about sustainability in engaging and accessible formats. Influencer-led narratives, visually rich 

content, and peer-driven trends significantly shape how young consumers perceive green living. Social validation, 

emotional storytelling, and aspirational imagery make eco-conscious consumption not only desirable but also 

socially rewarding. In many cases, eco-friendly habits become part of an individual’s digital and social identity, 

encouraging repetition and modeling within peer groups. 

However, the study also cautions against over-reliance on digital influence, especially in a landscape where 

greenwashing, brand opportunism, and misinformation threaten to dilute genuine sustainability efforts. Many 

participants expressed skepticism over unverified green claims, highlighting the urgent need for transparency, 

regulation, and ethical marketing practices. Without systemic interventions, the gap between awareness and action 

may persist, despite the visible enthusiasm for sustainability online. 

Moreover, while social media inspires green consumption, it cannot replace the need for affordable access to 

sustainable alternatives. Price sensitivity, particularly among students and early-career professionals, remains a 

major barrier to consistent green behavior. Thus, broader efforts are needed to make green products economically 

viable, culturally relevant, and logistically accessible for the youth segment. 

The study contributes meaningfully to the ongoing discourse on digital sustainability and youth-led climate action 

by offering a nuanced understanding of how online behavior translates into offline consumption practices. It 

underscores that social media, when used ethically and strategically, can be a powerful enabler of environmental 

responsibility—not just by spreading awareness, but by building trust, communities, and momentum for change. 

In conclusion, the intersection of youth, technology, and sustainability offers a promising avenue for building a 

greener future. By empowering young digital citizens with tools, knowledge, and incentives, social media can 

evolve from a trend amplifier into a long-term engine of environmental transformation. The challenge now lies in 

aligning digital influence with systemic change—ensuring that the green choices youth make online are both 

authentic and sustainable in the real world. 
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