Published by :
https://lwww.ijert.org/
An International Peer-Reviewed Jour nal

International Journal of Engineering Research & Technology (IJERT)

| SSN: 2278-0181
Vol. 15 Issue 04, April - 2026

The Role of Social Media in Promoting
Sustainable Consumption Habits

Mr. Taman Prasad
Department of Management
Vishwakarma University
Pune, India

Abstract - This paper examines the role of social media in
promoting sustainable consumption habits in the digital era. With
the rapid expansion of online platforms, sustainability-related
information is increasingly disseminated through interactive,
user-driven environments that influence attitudes and behaviours.
The study adopts a qualitative, secondary research approach,
integrating insights from academic literature, case studies, and
digital media analysis to understand how social media shapes
environmental awareness and consumption patterns.The findings
indicate that social media platforms significantly enhance
sustainability awareness by making environmental information
accessible and engaging through visual, narrative, and interactive
content. Influencers, online communities, and participatory
campaigns play a crucial role in normalizing eco-friendly
behaviours and motivating users to adopt sustainable practices.
However, the study also identifies key challenges such as
misinformation, greenwashing, performative engagement, and the
gap between intention and actual behaviour.The paper concludes
that while social media is a powerful tool for driving awareness
and behavioural intention, its effectiveness in achieving long-term
sustainable consumption depends on authenticity, structural
support, and alignment with real-world systems. The study
proposes  strategic recommendations for  policymakers,
organizations, and digital platforms to enhance the impact of
sustainability = communication and promote meaningful
behavioural change.
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. INTRODUCTION

Sustainable consumption has emerged as a critical global
priority in response to increasing environmental challenges
such as climate change, resource depletion, pollution, and
biodiversity loss. While technological advancements and policy
interventions are essential, individual consumer behaviour
plays a significant role in shaping environmental outcomes. In
recent years, the rapid growth of social media platforms has
transformed the way information is created, shared, and
consumed, making them powerful tools for influencing public
awareness and behavioural patterns.
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Social media platforms such as Instagram, TikTok, YouTube,
and Facebook have evolved into dynamic socio-technical
environments where sustainability-related ideas, practices, and
values are actively communicated and reinforced. These
platforms enable users to access a wide range of environmental
content, including educational posts, short videos, lifestyle
demonstrations, and campaign-driven messaging. As a result,
sustainability is no longer confined to academic or policy
discussions but has become part of everyday digital
interactions.

One of the key strengths of social media lies in its ability to
shape social norms and perceptions through mechanisms such
as peer influence, social proof, and community engagement.
Users are often influenced by the behaviour of others,
particularly influencers and online communities, who promote
eco-friendly lifestyles and sustainable consumption practices.
The visibility of such behaviours can normalize sustainability
and encourage individuals to adopt similar actions in their daily
lives.

Despite these advantages, the effectiveness of social media in
promoting sustainable consumption is not without limitations.
Issues such as misinformation, greenwashing, performative
activism, and the gap between intention and actual behaviour
pose significant challenges. While users may express support
for sustainability online, translating this awareness into
consistent real-world action remains a complex process
influenced by factors such as cost, convenience, and
accessibility.

This study aims to examine the role of social media in shaping
sustainable consumption habits by analysing existing literature,
case studies, and digital communication patterns. It seeks to
understand how social media influences awareness, attitudes,
and behavioural intentions, as well as to identify the key
opportunities and barriers associated with digital sustainability
communication. By doing so, the paper contributes to a deeper
understanding of how social media can be effectively leveraged
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to promote meaningful and long-term sustainable consumption
practices.

Il. LITERATURE REVIEW

Sustainable consumption has been widely studied across
multiple disciplines, including environmental psychology,
sociology, and marketing. It refers to the use of goods and
services in a manner that minimizes environmental impact
while meeting human needs. Traditional research emphasizes
that sustainable consumption requires not only technological
innovation but also significant behavioural and cultural
changes. Models such as the Theory of Planned Behaviour and
the Value—Belief-Norm framework highlight the importance of
attitudes, social norms, and personal values in shaping
environmentally responsible actions.

In recent years, social media has emerged as a significant factor
influencing consumer behaviour. Unlike traditional media,
social media platforms enable interactive and user-generated
content, allowing individuals to actively participate in the
creation and dissemination of information. Studies indicate that
social media enhances environmental awareness by providing
easily accessible and engaging content related to sustainability.
Visual storytelling, short-form videos, and community
discussions contribute to better understanding and retention of
sustainability concepts.

One of the key mechanisms through which social media
influences behaviour is social proof. The visibility of likes,
shares, and comments creates a perception of social acceptance,
encouraging users to adopt similar behaviours. Additionally,
online communities foster a sense of belonging and collective
responsibility, which can motivate individuals to engage in
sustainable practices. Research also highlights the role of
emotional engagement, where narratives related to
environmental issues evoke empathy, concern, and motivation
for action.

The rise of social media influencers has further transformed
sustainability communication. Influencers act as intermediaries
between brands and consumers, translating complex
environmental concepts into relatable and actionable content.
Their perceived authenticity and credibility play a crucial role
in shaping audience attitudes and purchasing decisions. Studies
suggest that micro-influencers often have a stronger impact due
to their closer connection with followers and higher levels of
trust.

Despite these positive contributions, several challenges persist
in social media-driven sustainability = communication.
Greenwashing,  where  companies  falsely  promote
environmentally friendly practices, can mislead consumers and
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reduce trust. Misinformation and oversimplified content also
contribute to confusion about sustainable choices. Furthermore,
researchers identify a significant gap between awareness and
action, as individuals may express support for sustainability
online but fail to adopt consistent real-world behaviours due to
barriers such as cost, convenience, and habit.

Overall, the literature suggests that social media plays a dual
role in promoting sustainable consumption. While it effectively
increases awareness and influences attitudes, its ability to drive
long-term behavioural change depends on credibility,
accessibility, and alignment with structural support systems.
This highlights the need for integrated strategies that combine
digital communication with practical solutions to encourage
sustainable lifestyles.

I1l. RESEARCH OBJECTIVES

The primary objective of this study is to examine the role of
social media in promoting sustainable consumption habits and
to understand how digital platforms influence environmental
awareness, attitudes, and behavioural intentions.

The specific objectives of the study are as follows:

1. To analyse how social media platforms disseminate
sustainability-related information and contribute to
environmental awareness among users.

2. To explore the factors that motivate individuals on
social media to adopt sustainable consumption
behaviours, including emotional influence, social
norms, and peer engagement.

3. To examine the role of social media influencers in
shaping public attitudes toward eco-friendly lifestyles
and sustainable purchasing decisions.

4. To evaluate the impact of different social media
platforms, such as Instagram, TikTok, YouTube, and
Facebook, in promoting sustainability
communication.

5. To analyse the effectiveness of major online
sustainability campaigns and challenges in influencing
user participation and behaviour.

6. To identify the key barriers that prevent individuals
from adopting sustainable practices despite being
aware of sustainability concepts.

7. To develop practical recommendations for
policymakers, organizations, and digital platforms to
improve sustainability communication and encourage
long-term behavioural change.

These objectives collectively aim to provide a comprehensive
understanding of how social media can be leveraged as a tool
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for promoting sustainable consumption while addressing its
limitations and challenges.

IV. RESEARCH METHODOLOGY

This study adopts a qualitative and descriptive research
approach to examine the role of social media in promoting
sustainable consumption habits. The methodology is designed
to provide a comprehensive understanding of how digital
platforms influence awareness, attitudes, and behavioural
patterns related to sustainability.

A Research Design
The research follows a descriptive and analytical design. The
descriptive component focuses on identifying and explaining
the types of sustainability-related content shared on social
media and how users interact with such content. The analytical
component examines relationships between awareness,
emotional engagement, social influence, and behavioural
intentions.

B. Data Collection Method
The study is based on secondary research. Data has been
collected from multiple reliable sources, including peer-
reviewed academic journals, books, research reports, and
publications from recognized organizations such as
environmental agencies and global institutions. Additionally,
documented case studies of sustainability campaigns and social
media movements have been analysed to understand real-world
applications.

C. Case Study Analysis
Several well-known sustainability campaigns and digital
movements have been examined, including initiatives related to
climate activism, ethical fashion, and plastic reduction. These
case studies help in identifying effective communication
strategies, patterns of user engagement, and the overall impact
of social media on sustainable behaviour.

D. Data Analysis Technique
The study employs qualitative content analysis to interpret the
collected data. Thematic analysis is used to categorize
information into key themes such as environmental awareness,
emotional influence, role of influencers, platform-specific
communication patterns, and barriers to sustainable behaviour.
Comparative analysis is also conducted to evaluate differences
across various social media platforms.

E. Theoretical Framework
The analysis is supported by established behavioural and
communication theories, including the Theory of Planned
Behaviour, Value—Belief-Norm Theory, and Social Influence
Theory. These frameworks help in understanding how attitudes,
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social norms, and perceived behavioural control influence
sustainable consumption decisions in a digital context.

F. Scope and Limitations
The study provides broad insights into the influence of social
media on sustainability but is limited by its reliance on
secondary data. It does not include primary data collection such
as surveys or experiments, which may restrict real-time
behavioural analysis. Additionally, the rapidly evolving nature
of social media platforms may affect the long-term relevance of
certain findings.

Overall, the chosen methodology ensures a systematic and
comprehensive analysis of the topic, enabling the study to draw
meaningful conclusions about the role of social media in
promoting sustainable consumption habits.

V. RESULTS AND ANALYSIS

The analysis of secondary data, case studies, and existing
literature reveals significant insights into the role of social
media in promoting sustainable consumption habits. The
findings highlight both the opportunities and limitations of
digital platforms in influencing environmental awareness and
behavioural change.

A. Enhancement of Environmental Awareness
Social media platforms have proven highly effective in
increasing awareness about sustainability issues. Users are
frequently exposed to content related to climate change, waste
management,  eco-friendly  alternatives, and ethical
consumption practices. Short-form content, such as videos and
infographics, simplifies complex environmental concepts,
making them more accessible and engaging. As a result, users
develop a basic understanding of sustainability concepts and
their importance in everyday life.

B. Influence on Attitudes and Behavioural Intentions
The findings indicate that social media positively influences
users’ attitudes toward sustainable consumption. Content that
highlights benefits such as health, cost savings, and
environmental impact tends to generate more engagement and
positive responses. Emotional storytelling, including narratives
about environmental damage or success stories of sustainability
initiatives, plays a crucial role in motivating users to adopt eco-
friendly practices.

C. Role of Influencers in Behavioural Change
Social media influencers significantly impact consumer
behaviour by promoting sustainable lifestyles. Influencers
demonstrate practical actions such as reducing waste, adopting
reusable products, and supporting ethical brands. Their
authenticity, relatability, and consistent messaging enhance
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trust among followers. Micro-influencers, in particular, show
higher engagement rates and stronger influence due to their
closer connection with audiences.

D. Platform-Specific Influence Patterns
Different social media platforms exhibit distinct patterns in
sustainability communication. Instagram emphasizes visual and
lifestyle-based  content, making sustainability —appear
aspirational. TikTok promotes quick, trend-based eco-friendly
practices through short videos. YouTube provides in-depth
educational content that supports long-term learning and
behaviour change. Facebook facilitates community-based
engagement through groups and local initiatives, enabling
practical implementation of sustainable practices.

E. Intention—Behaviour Gap
Despite high levels of awareness and positive attitudes, a
significant gap exists between intention and actual behaviour.
Many users express willingness to adopt sustainable practices
but fail to implement them consistently. This gap is primarily
influenced by factors such as cost, convenience, lack of
infrastructure, and established habits.

F. Barriers to Sustainable Consumption
The study identifies several barriers that limit the effectiveness
of social media in driving sustainable behaviour. These include
high costs of eco-friendly products, limited availability of
sustainable alternatives, misinformation, and greenwashing by
companies. Additionally, the effort required to change daily
habits discourages consistent adoption of sustainable practices.

G. Impact of Online Campaigns and Communities
Social media campaigns and online communities play a vital
role in promoting sustainable behaviour. Campaigns based on
challenges and hashtags encourage participation and create a
sense of collective responsibility. Online communities provide
support, resources, and motivation, helping users overcome
barriers and maintain sustainable habits.

Overall, the results indicate that social media is a powerful tool
for raising awareness and shaping attitudes toward
sustainability. However, its effectiveness in driving long-term
behavioural change depends on addressing structural barriers,
ensuring content authenticity, and providing practical solutions
for users.

VI. CONCLUSION

This study examined the role of social media in promoting
sustainable consumption habits by analysing existing literature,
case studies, and digital communication patterns. The findings
demonstrate that social media has become a powerful platform
for increasing environmental awareness and shaping consumer
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attitudes toward sustainability. Through interactive content,
visual storytelling, and community engagement, digital
platforms make sustainability concepts more accessible and
relatable to a wide audience.

The study highlights that social media significantly influences
behavioural intentions by leveraging emotional engagement,
peer influence, and the credibility of influencers. Platforms
such as Instagram, TikTok, YouTube, and Facebook each
contribute uniquely to sustainability communication, ranging
from awareness generation to community-based action.
Influencers and online campaigns further enhance the reach and
effectiveness of sustainability messaging by normalizing eco-
friendly behaviours.

However, the research also identifies several challenges that
limit the impact of social media on actual behavioural change.
The gap between intention and action remains a major concern,
as users often fail to translate awareness into consistent
sustainable practices. Factors such as high costs, lack of
accessibility, convenience issues, misinformation, and
greenwashing reduce the effectiveness of digital sustainability
efforts.

The study concludes that while social media is highly effective
in influencing awareness and attitudes, it cannot independently
drive long-term sustainable consumption. Its success depends
on the integration of digital communication with structural
support systems, including affordable sustainable alternatives,
supportive policies, and improved infrastructure. Authentic
communication, transparency, and practical guidance are
essential to ensure meaningful and lasting behavioural change.

Future efforts should focus on strengthening collaboration
between policymakers, organizations, influencers, and digital
platforms to enhance the credibility and effectiveness of
sustainability communication. By addressing both digital and
real-world challenges, social media can be effectively
leveraged as a catalyst for promoting sustainable consumption
and achieving broader environmental goals.
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