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Abstract 

With growing environmental concerns and increasing awareness of sustainability in India, digital 

marketing is emerging as a powerful tool to influence ethical consumer behavior. This paper 

examines how digital platforms- social media, influencer campaigns, AI, and content marketing- 

are being used to encourage sustainable consumption among Indian consumers. Emphasis is placed 

on SDG 12 ( Responsible  Consumption and Production) and the strategies adopted by Indian 

brands such as Tata, FabIndia, and Forest Essentials to integrate sustainability into their digital 

marketing practices. The study draws from secondary data , case studies , and academic literature, 

offering insights into how digital marketing can shape the future of ethical consumerism in India. 

And given the increasing emphasis on climate consciousness, corporate transparency, and 

consumer empowerment, understanding the role of digital marketing in fostering sustainable 

practices becomes critical. This paper aims to bridge the gap between marketing innovation and 

environmental responsibility by analyzing trends, case studies, and digital consumer engagement 

patterns in the Indian context. Through an evidence-based approach, it highlights the urgency of 

leveraging technology to promote sustainability while maintaining competitive advantage and 

consumer loyalty. 
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1.Introduction 

India , with its vast population and rapid digitalization, stands at a unique intersection of tradition 

and modern consumerism. The country faces mounting environmental challenges- 

overconsumption, pollution, and rising carbon footprints- necessitating a shift towards sustainable 

living. Digital marketing, powered by the internet revolution and smartphone penetration, plays a 

vital role in influencing consumer behavior (IAMAI, 2023).This paper explores how digital 

marketing can be strategically used in India to promote ethical and sustainable consumption 

aligned with the United Nations Sustainable Development Goal 12. 

 

2.Objectives of the Study 

1. To examine how digital marketing strategies act as catalysts for promoting both  sustainable 

and ethical consumption behaviors among India consumers. 

2. To assess the effectiveness of specific digital marketing tools (e.g., social media campaigns 

, influencer partnership, content marketing) in advancing the targets of SDG 12 ( 

Responsible consumption and production) within the Indian market. 

3. To explore the key  challenges and enabling factors faced by Indian businesses when 

implementing  digital marketing initiatives aimed at fostering sustainable and ethical 

consumption. 

 

3.Literature Review 

Sustainable consumption involves meeting present needs without compromising future 

generations’ ability to meet theirs (UNDP, 2021). In India, the National Action Plan on Climate 

Change and the Swachh Bharat Mission emphasize behavioral change and public participation. 

According to Joshi and Rahman (Rahman, 2015), Indian consumers are becoming more conscious 

of their environmental footprints. Research by Kumar and Polonsky (A study of Indian millennials' 

sustainable consumption behavior, 2021) shows that digital platforms offer opportunities to 

influence consumer choices, especially when aligned with cultural values. 

Digital marketing includes influencer marketing , eco-based storytelling, and targeted online 

campaigns . Studies by Mishra and Singh (Singh, 2020) reveal that sustainability- focused 

messages on social media drive higher engagement in India, especially among urban youth. 
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Additionally, Bhardwaj and Khanna (M. Bhardwaj, 2023) emphasized the role of influencer 

marketing  on platform like Instagram and YouTube in promoting eco- conscious products, nothing 

that Indian consumers often trust peer reviews and social proof more than traditional 

advertisements. Their findings suggests that the authenticity of influencers and content relatability 

significantly impact the adoption of sustainable products, particularly among Gen Z and 

millennials. 

 

4.Methodology 

This study uses qualitative secondary data analysis, collecting academic papers, sustainability 

reports, digital case studies of Indian companies, and government data. A thematic approach is 

used to analyze the strategies and impact of digital marketing in promoting sustainable 

consumption in India. 

 

5.Discussion 

5.1 Social Media and Sustainability 

Social media in India- particularly Instagram, YouTube, and Facebook- acts as a powerful platform 

for raising awareness. For instance, Tata group uses social campaigns like #DoRight to promote 

eco-conscious practices. Influencers such as Komal Basith and Abhinav Mahajan promotes green 

living to millions of followers. 

5.2 Influencer and Community- Driven Campaigns 

Sustainable influencer collaborates with eco- brands like Bare Necessities or Mamaearth, 

creating authentic connections with followers. Influencers with regional reach help build trust in 

tier 2 and 3 cities, a growing market for sustainability. 

5.3 Content Marketing and Brand Storytelling 

Indian brands like FabIndia and Forest Essentials incorporate local artisanship and organic 

production into their brand story. Their digital storytelling focuses on heritage , craftmanship, and 

minimalism- values that resonate with Indian culture. 

5.4 Personalization and Data Analytics 



Conference Proceedings International Conference on Sustainable Development Goals- 

Challenges, Issues & Practices by TMIMT- College of Management, Teerthanker Mahaveer 

University, Moradabad 25th & 26th April 2025. TMIMT International Journal (ISSN: 2348-988X) 

 
4 ICSDG-CIP-2025 25th-26th April 2025 

 

With increasing use of AI and data analytics, companies can tailor content to consumers who are 

likely to engage with eco-friendly products. Flipkart and Amazon India use algorithms to promote 

sustainable product categories. 

5.5 Challenges in the Indian Context 

While awareness is growing, affordability and accessibility remain challenges. Many Indian 

consumers prioritize price over sustainability. Additionally, the prevalence of greenwashing and 

lack of regulatory oversight can mislead consumers (TERI, 2022). 

 

6. Findings 

 

• Digital campaigns rooted in authentic storytelling and local values gain higher trust among 

Indian consumers. 

• Sustainable influencers in India are helping bridge the gap between knowledge and action. 

• Brands that provide eco-friendly options at competitive prices see more traction. 

• There is need for government and industry regulations to control greenwashing and ensure 

transparency. 

 

7. Conclusion 

India’s digital ecosystem offers a fertile ground for promoting sustainable and ethical consumption. 

When leveraged authentically, digital marketing can catalyze meaningful behavior change and 

support SDG 12. Collaboration among brands, policy makers, and digital creators is essential to 

make sustainability both aspirational and accessible to all Indian consumers. 
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