
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) 

 

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

User-Generated Content (UGC) as a Catalyst for Promoting Eco-Friendly Brands: A 

Case Based Analysis 

Bindoo Malviya 

Professor 

Teerthanker Mahaveer Institute of Management and Technology 

Teerthanker Mahaveer University 

Moradabad – Uttar Pradesh 

Abstract 

In the digital age, User-Generated Content (UGC) has emerged as a powerful communication 

tool with the potential to influence consumer behavior and brand perception. This study 

explores the role of UGC as a catalyst in promoting eco-friendly brands, drawing on 

qualitative, case-based analysis of selected digital marketing campaigns across various 

industries. Through an in-depth examination of user interactions, social media discourse, and 

content-sharing practices, the research highlights how authentic, peer-driven narratives 

contribute to the visibility and credibility of environmentally responsible brands. This study 

adopts a qualitative, case-based methodology to examine how UGC promotes eco-friendly 

brands through digital storytelling and peer influence. The findings underscore the 

significance of consumer trust, community engagement, and perceived authenticity in 

shaping green brand image through UGC. Furthermore, the study reveals that UGC not only 

amplifies sustainable messages but also challenges greenwashing by fostering transparency 

and accountability. This research contributes to the growing body of literature on sustainable 

marketing by providing strategic insights into leveraging UGC for effective eco-brand 

advocacy. 

Key words: User-Generated Content (UGC), Eco-Friendly Brands, Sustainable Marketing,   
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Introduction 

Consumer expectations for sustainability are changing the branding landscape as 

environmental consciousness continues to grow on a worldwide scale. A 2023 Nielsen study 

found that 41% of customers worldwide are willing to pay more for environmentally friendly 

items, and 73% are willing to alter their consumption patterns to lessen their influence on the 

environment. Simultaneously, through User-Generated Content (UGC), digital media 
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platforms have changed customers from passive audiences into active participants in brand 

communication. 79% of respondents stated that user-generated content (UGC) had a 

significant influence on their purchase decisions, compared to only 13% who stated that 

brand-created material has a greater influence, according to the Stackla Consumer Content 

Report (2021). 

For eco-friendly firms, which frequently depend on perceived authenticity, trust, and 

transparency to stand out in a competitive and doubtful market, this change has significant 

ramifications. UGC is a reliable, peer-driven platform that allows customers to validate and 

share their experiences with green products. It can take many forms, from social media posts 

and unboxing videos to reviews and instructions. In addition to amplifying sustainable brand 

messaging, these voluntary endorsements also combat the growing problem of greenwashing, 

which has caused significant distrust among consumers. 

In addition to being social proof, user-generated content (UGC) is a potent narrative tool for 

eco-friendly firms, satisfying customer demands for authenticity and openness. Whether a 

consumer posts a review of a carbon-neutral service or shares an Instagram video on 

packaging made without plastic, these tales produce relatable, compelling content that has a 

deeper impact than traditional advertising. According to a Business Insider analysis, 

consumers' exposure to user-generated content (UGC) on digital platforms can really boost 

brand engagement upto 28%. 

Customers may co-create brand narratives that represent their values and lifestyles because to 

UGC's participatory nature, which promotes a culture of sustainability advocacy. Using UGC 

wisely may increase engagement, build community, and boost credibility as organizations 

look to conform to changing ethical norms. By doing this, the report adds to the expanding 

conversation on participatory brand ecosystems and sustainable digital marketing. 

Statement of the Problem: 

In recent years, the increasing environmental awareness among consumers has led to a surge 

in demand for eco-friendly products and sustainable brand practices. Eco-friendly brands are 

becoming more popular as people care more about the environment. At the same time, 

customers are creating their own content—like reviews, posts, and videos—that can help 

promote these brands. This kind of content, known as User-Generated Content (UGC), can 

make brands seem more real and trustworthy. 
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Moreover, the challenges of greenwashing, content authenticity, audience fragmentation, and 

quality control often hinder the strategic integration of UGC in sustainability campaigns. 

However, many eco-friendly brands don’t know how to use UGC effectively. They face 

problems like poor-quality content, fake or negative reviews, and people doubting their 

environmental claims (also known as greenwashing). These challenges make it hard for 

brands to get the most out of UGC. 

In India especially, there’s not enough research showing how UGC helps eco-friendly brands 

grow. There’s also a need for a clear plan or model to help brands deal with these challenges. 

This study tries to fill that gap by looking at real-life examples of brands using UGC and 

building a model that shows how UGC can help promote eco-friendly brands successfully 

and overcome the challenges.. 

Research Questions 

Question 1: How do eco-friendly brands leverage User-Generated Content (UGC) on digital 

platforms to enhance consumer engagement, trust, and brand authenticity? 

Question 2: What is the perceived impact of UGC on consumer attitudes and purchase 

intentions toward eco-friendly brands, particularly in the context of combating 

greenwashing? 

Research Objectives 

1. To examine how eco-friendly brands use User-Generated Content (UGC) as a 

strategic tool to enhance brand visibility, consumer engagement, and sustainability 

messaging. 

2. To assess the influence of UGC on consumer perceptions of eco-friendly brands, 

particularly regarding trust, purchase intentions, and the mitigation of greenwashing. 

Research Methodology 

To comprehensively answer the research questions, qualitative, case study analysis  approach 

is applied. This approach will allow us to explore both consumer perceptions and practical 

applications of UGC in sustainability marketing. 
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Case Study Analysis 

The goal of the case study analysis is to identify real-world examples of how brands have 

successfully leveraged UGC to either combat greenwashing or ethically integrate UGC in 

their sustainability communication. 

Process: 

• Selection of Brands: Choose a diverse range of brands  that actively promote 

sustainability and have incorporated UGC in their marketing strategies. This will 

provide a varied perspective on the different approaches taken by eco-friendly brands. 

• Data Collection: Collect information on UGC-driven campaigns from brand 

websites, social media channels, and third-party sources (e.g., press releases, news 

articles).  

Analysis Framework: 

• Brand Transparency and Authenticity: Evaluate how UGC was used to 

communicate a brand’s sustainability message, ensuring that it was authentic and 

aligned with actual practices. 

• Combatting Greenwashing: Investigate whether UGC helped consumers identify 

greenwashing tactics and if it acted as a safeguard against misleading sustainability 

claims. 

UGC and Eco-Friendly Branding: Insights from Indian Case Studies 

While global brands have effectively leveraged User-Generated Content (UGC) for 

promoting eco-conscious narratives, Indian companies and organizations are increasingly 

embracing this strategy to foster sustainability. The following case studies from India 

showcase the rising role of UGC in driving awareness, trust, and behavioral change around 

environmentally responsible branding. 

1. Tata Power – “Switch Off to Switch On” UGC Challenge 

Tata Power, one of India’s largest integrated power companies, has been actively working on 

sustainability education through its Club Enerji initiative. In 2021, the company launched the 

“Switch Off to Switch On” campaign encouraging students, teachers, and citizens to post 

videos or photos of how they conserve electricity—such as switching off lights and fans 

when not in use, unplugging chargers, or using LED lighting. 
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The campaign leveraged hashtags like #SwitchOffToSwitchOn and tagged entries across 

Facebook, Instagram, and Twitter. The best entries were featured on Tata Power’s digital 

platforms, and winners were acknowledged with e-certificates and recognition. 

Impact: This UGC campaign helped transform passive energy consumers into active energy 

savers, especially among school-aged youth. It also humanized energy-saving practices by 

tying them to real people, families, and communities—thus enhancing emotional appeal and 

behavioral commitment. 

Significance: Tata Power’s campaign successfully aligned brand identity with national 

sustainability goals, while letting the public co-create the message. 

2. Goodmylk – Plant-Based Living Through UGC 

Goodmylk, an Indian direct-to-consumer (DTC) brand offering plant-based milk and dairy 

alternatives, has built a vibrant community through social media. The brand actively 

encourages users to share personal recipes, eco-friendly tips, and testimonials about 

transitioning to a vegan lifestyle using Goodmylk products. Using branded hashtags like 

#PlantPowered and #GoodForEarth, customers post content that is re-shared across the 

brand’s platforms. 

Instead of relying on celebrity endorsements, Goodmylk’s strategy is community-first—

highlighting relatable Indian households and fitness influencers who promote sustainability 

through everyday content. 

Impact: The brand has built trust and authenticity in a niche but growing vegan market in 

India. User-generated recipes and eco-conscious tips help new consumers overcome 

skepticism and make informed choices. 

Significance: UGC has enabled Goodmylk to reduce marketing costs while increasing 

consumer advocacy. It also positioned the brand as part of a lifestyle movement rather than 

just a product provider. 

3. Bare Necessities – Lifestyle Branding Through Zero-Waste UGC 

Bare Necessities is a Bangalore-based zero-waste brand offering personal care, home 

cleaning, and lifestyle products with a strong focus on circular economy and minimal 

packaging. The brand actively encourages consumers to share their "zero-waste journey" 

using its products. Instagram has become a major platform for sharing UGC, where users post 

stories, reels, and tutorials on how they reduce plastic use, compost waste, or reuse packaging 

materials. 
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The brand curates this content and shares it as part of its educational and promotional 

materials. User narratives are often emotional and educational, explaining how small changes 

can make a big impact. 

Impact: Bare Necessities has successfully created a micro-community of eco-conscious 

consumers in urban India. The UGC-driven approach helps normalize sustainable living 

among millennials and Gen Z audiences. 

Significance: UGC adds credibility to Bare Necessities’ claims, demonstrates product 

effectiveness, and fosters a grassroots branding movement centered around authenticity and 

transparency. 

4. Recycle India Foundation – #TrashToTreasure Awareness Campaigns 

Recycle India Foundation is a non-profit organization working in the space of waste 

segregation, recycling, and sustainable urban living. On occasions like World Environment 

Day and Earth Day, the foundation runs UGC-driven digital contests encouraging 

participants to share images, reels, or short posts that show how they reuse old clothes, 

furniture, plastic, or paper. Campaigns use hashtags such as #TrashToTreasure and 

#WasteWarriors. 

Submissions are judged on creativity and environmental impact, and winners are featured on 

Recycle India’s website and social media handles. Schools, colleges, and housing societies 

are often invited to participate as community clusters. 

Impact: These campaigns generate thousands of impressions and serve as digital showcases 

of innovation in recycling and upcycling. Participants not only feel empowered but also 

inspire others to adopt low-waste lifestyles. 

Significance: By decentralizing the sustainability message and allowing citizens to become 

"ambassadors," UGC becomes both a teaching tool and a movement-building mechanism. 

These Indian case studies demonstrate the power of UGC to: 

• Build community-driven engagement around sustainability. 

• Increase brand transparency and authenticity. 

• Encourage peer-to-peer education and advocacy. 

• Mitigate marketing costs through organic content creation. 

• Reinforce public trust in brand-led environmental claims. 

In a digitally connected India where over 700 million people access the internet, UGC offers 

eco-friendly brands an affordable and scalable way to influence behavior and foster ethical 
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consumerism. These cases show that when brands empower their customers to co-create 

content, they not only amplify their sustainability goals but also democratize environmental 

advocacy in meaningful ways. 

Hypothesis: 

H1: User-Generated Content (UGC) significantly enhances consumer engagement and brand 

visibility for eco-friendly brands. 

H2: User-Generated Content (UGC) positively influences consumer trust and purchase 

intentions for eco-friendly brands, and reduces perceptions of greenwashing. 

Limitations of the Research 

While the research on the role of User-Generated Content (UGC) in promoting eco-

friendly brands offers valuable insights, several limitations should be considered to provide 

a more comprehensive understanding of the subject. These limitations highlight areas for 

further exploration and refinement in future studies. 

1. Limited Scope of Case Studies 

The research primarily focused on a few prominent eco-friendly brands (e.g., Patagonia, 

Tata Power, Goodmylk, and Bare Necessities), which are merely representatives . The 

research could have benefited from a broader set of case studies that include both large and 

small eco-friendly brands across different sectors, geographical regions, and consumer 

demographics. 

2. Lack of Quantitative Analysis 

The study relies primarily on qualitative data derived from case studies and anecdotal 

evidence.  Future research could incorporate survey-based or experimental designs to 

collect quantitative data on how UGC specifically influences consumer decision-making 

and brand performance in terms of concrete metrics like conversion rates or sales growth. 

4. Limited Exploration of Cultural and Regional Variability 

Although the research touches on brands operating in diverse markets, the analysis did not 

deeply explore how UGC is received in different cultural contexts. Future research could 

explore how cultural differences impact UGC engagement and whether certain UGC 

strategies need to be tailored to different geographies or socioeconomic groups. 

5. Focus on Established Brands Rather Than Startups 

The case studies presented primarily focus on well-established, large-scale eco-friendly 

brands.. However, smaller startups and emerging brands may face different challenges and 
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opportunities in leveraging UGC, especially with limited resources. The study could be 

expanded to include small or new brands in the eco-friendly space, which may have 

different tactics or face distinct obstacles related to budget constraints, audience reach, 

and brand trust. 

Interpretation Based on Literature Review Cases: 

1. Patagonia's Worn Wear Campaign: Building Trust through Authentic Stories 

The Patagonia Worn Wear campaign is a prime example of how UGC can build brand 

trust and authenticity in the eco-friendly sector. The campaign invited consumers to share 

stories about their old Patagonia gear, highlighting the brand's commitment to 

sustainability through the reuse and repair of clothing rather than constant consumption. 

This user-generated storytelling allowed Patagonia to position itself not just as a clothing 

brand, but as a sustainability advocate that champions long-lasting products and 

environmental responsibility. 

Interpretation: The Worn Wear campaign highlights the importance of authentic content in 

UGC campaigns. By giving consumers a platform to share their personal stories, Patagonia 

successfully positioned itself as a genuine leader in sustainability, rather than a brand 

merely claiming eco-friendliness. This approach not only boosted engagement but also 

reinforced trust, as consumers saw real-world examples of the brand’s commitment to its 

environmental values. 

2. Tata Power and the Role of UGC in Mitigating Greenwashing 

In the case of Tata Power, the company faced skepticism regarding its environmental claims, 

as many consumers were concerned about greenwashing—the practice of falsely promoting 

an environmentally friendly image. By encouraging consumers to share their real-life 

experiences with energy-saving products and sustainable practices, Tata Power used UGC 

to counteract perceptions of greenwashing and build credibility. 

Interpretation: This case underscores how UGC can serve as an effective countermeasure 

to greenwashing. In the face of increasing consumer skepticism, real-user testimonials 

became crucial in helping validate the company’s eco-friendly claims. The social proof 

provided by user content fostered a sense of trustworthiness and authenticity, both essential 

for sustaining long-term consumer relationships with eco-friendly brands. 
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3. Goodmylk: Empowering Consumers through UGC in the Plant-Based Sector 

The Goodmylk brand, which promotes plant-based milk alternatives, successfully used UGC 

to engage a community of eco-conscious consumers. By encouraging users to share their 

personal eco-friendly transformations (e.g., switching to plant-based diets), Goodmylk not 

only enhanced its brand visibility but also cultivated a sense of belonging among 

consumers. 

Interpretation: Goodmylk's approach demonstrates how UGC can foster a shared 

community around sustainability, empowering consumers to feel that they are part of a 

larger movement. This community aspect goes beyond simple brand promotion; it helps 

consumers identify with and advocate for the brand’s eco-friendly mission. Through 

personalized user stories, Goodmylk was able to drive consumer action, moving 

individuals closer to adopting sustainable habits. 

4. Bare Necessities and the Zero-Waste Movement: UGC as a Catalyst for Behavioral 

Change 

Bare Necessities, an eco-friendly brand specializing in zero-waste products, utilized UGC to 

promote its mission of reducing waste through consumer-driven content. By featuring real 

customers sharing their experiences with the brand’s zero-waste products, the company 

helped build a strong narrative around sustainable living and environmental responsibility. 

Interpretation: Bare Necessities highlights how UGC can be used not only for brand 

promotion but also to drive behavioral change. Consumers who engage with UGC in the 

zero-waste space are often motivated by a shared sense of purpose and commitment to the 

planet. This creates a ripple effect where users not only promote the brand but also 

encourage others to follow similar sustainable practices. As evidenced by this case, UGC 

can create a social movement, leading to increased purchase intentions and brand 

advocacy. 

Key Themes Across the Above Cases: 

Based on the above cases, several key themes emerge from the use of UGC in promoting eco-

friendly brands: 

1. Authenticity and Transparency in Branding: All the cases reviewed indicate that 

authenticity is critical in building trust with consumers. Brands like Patagonia and Tata 

Power leveraged UGC to humanize their brands and demonstrate real-world evidence of 
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their sustainability practices. By enabling consumers to share their own experiences, these 

brands ensured that their eco-friendly claims were seen as credible and relatable. 

2. Social Proof and Community Engagement: From Goodmylk to Bare Necessities, the 

sense of community fostered by UGC campaigns is a critical driver of consumer 

engagement. The idea of social proof—where individuals are influenced by the actions of 

others—was especially strong. When consumers saw their peers advocating for a product or 

sharing their own sustainable journey, they were more likely to feel empowered to make 

similar purchasing decisions. 

3. Counteracting Greenwashing: UGC can serve as a powerful tool in mitigating 

perceptions of greenwashing. As seen in Tata Power, user content helped validate the 

company's environmental claims. UGC provided a third-party endorsement, making the 

brand’s sustainability efforts feel more credible and less like a marketing tactic designed to 

exploit environmental concerns. 

4. Behavioral Change and Advocacy: Brands like Bare Necessities effectively used UGC 

to create a sense of purpose among consumers. As consumers share their zero-waste stories, 

they inspire others to take similar actions, thereby creating a network of brand advocates 

who contribute to the larger movement of sustainable consumption. 

Major challenges for User-Generated Content (UGC) as a catalyst : 

1. Managing the Quality and Consistency of UGC 

Unlike brand-controlled content, UGC can vary significantly in terms of quality, message 

clarity, and alignment with brand values. This inconsistency makes it difficult for brands to 

ensure that user-generated content accurately represents their eco-friendly messages, without 

risking brand dilution or confusion.  Eco-friendly brands must find ways to curate, filter, and 

manage UGC to ensure that it reflects their values and sustainability efforts while 

maintaining a consistent and professional brand image. 

2. Overcoming Greenwashing Concerns 

As sustainability becomes a key selling point in marketing, brands may face accusations of 

greenwashing—promoting themselves as more environmentally friendly than they are. UGC 

can either help validate or exacerbate these claims.  Eco-friendly brands need to ensure that 

their sustainability claims are authentic and transparent, preventing the misuse of UGC that 
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may highlight inconsistencies between the brand's marketing and actual environmental 

practices. 

3. Risk of Negative UGC 

While positive user reviews and content can significantly boost a brand's reputation, negative 

UGC can also harm the brand’s image. Users may post complaints or dissatisfied experiences 

regarding the eco-friendly nature of a product, the brand’s practices, or its environmental 

impact. Such content, especially when shared across social media platforms, can quickly 

spread and tarnish the brand’s reputation. 

4. Ensuring Authenticity and Credibility 

With the rise of fake reviews and misleading content, ensuring the authenticity of UGC is a 

significant challenge. Consumers are increasingly aware of the potential for manipulated 

content on social media, and if UGC is perceived as fake or misleading, it can damage the 

trust and credibility of an eco-friendly brand. 

5. Legal and Ethical Issues 

The use of UGC can raise several legal and ethical issues, such as obtaining the proper 

permissions to use user-generated images, videos, or text. Eco-friendly brands may 

encounter issues with intellectual property (e.g., copyrights) and must ensure that they 

respect user rights while promoting their content. 

6. Integration with Traditional Marketing Strategies 

While UGC is a powerful tool for brand promotion, integrating it effectively with traditional 

marketing channels can be a challenge. Many eco-friendly brands still rely on conventional 

advertising methods, such as TV, print, and radio ads. Ensuring a seamless connection 

between UGC and traditional media can be difficult, as they require different approaches 

and techniques to reach their audiences effectively. 

7. Measuring the Impact of UGC on Consumer Behavior 

Another significant challenge is measuring the direct impact of UGC on consumer attitudes 

and purchase decisions. While UGC can create engagement and build brand awareness, 

quantifying its actual influence on brand loyalty, sales, and purchase intentions is difficult. 

There is also the challenge of determining the return on investment (ROI) for UGC 

campaigns, especially when the results are often intangible. 
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8. Overwhelming Volume of Content 

With the rise of social media and digital platforms, eco-friendly brands often receive an 

overwhelming amount of UGC from consumers. Sifting through this content, identifying 

relevant contributions, and engaging with users can be time-consuming and challenging, 

especially for smaller brands with limited resources. 

9. Ensuring Consumer Privacy and Data Protection 

When engaging with user-generated content, brands often collect valuable consumer data 

(such as emails or personal preferences). However, ensuring the privacy and security of this 

data, in accordance with laws like the General Data Protection Regulation (GDPR) or the 

California Consumer Privacy Act (CCPA), can be challenging. 

10. Audience Fragmentation and Brand Loyalty 

Consumers who create UGC may have very different demographics, values, and interests, 

which can lead to fragmentation in the brand’s target audience. What resonates with one 

group of users might not appeal to another, making it challenging for eco-friendly brands to 

maintain a unified brand message and consistent customer loyalty. 

The UGC-Driven Eco-Friendly Brand Promotion Model (UGC-EBP Model) 

The challenges outlined above highlight the complexities that eco-friendly brands face when 

using UGC as a catalyst for promoting sustainability. Overcoming these challenges will 

require ongoing innovation and adaptation as both social media and consumer behaviors 

evolve in the eco-friendly marketing landscape. 

The UGC-EBP Model provides a holistic approach to overcoming the challenges associated 

with using User-Generated Content in promoting eco-friendly brands. By focusing on 

content quality, transparency, authenticity, and effective measurement, this model helps 

brands maximize the potential of UGC while safeguarding their reputation and building 

consumer trust. 
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Figure: UGC-Driven Eco-Friendly Brand Promotion Model (UGC-EBP Model 

 

1. UGC Quality Management and Curation Framework : To Ensure consistency, quality, 

and relevance of UGC while maintaining brand integrity.  

• AI Moderation (e.g., Clarifai for content filtering). 

• User Incentives (e.g., contests or rewards for the best sustainability-themed posts). 

2. Greenwashing Prevention Strategy : To Prevent the brand from being accused of 

greenwashing by ensuring transparency and authenticity in all messaging. 

• Sustainability Audits (internal audits to verify eco-friendly claims). 

• Third-party Verification (e.g., Eco-Labeling programs). 

3. Negative UGC Management and Crisis Communication Plan : To Effectively manage 

and mitigate the impact of negative UGC. 

• Social Listening Tools (e.g., Brandwatch, Hootsuite) for monitoring brand mentions 

and sentiment. 

• Crisis Management Framework (clear steps for escalation, public relations, and 

social media responses). 
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4. UGC Authentication and Verification Framework  : To Ensure the authenticity and 

credibility of UGC shared by users. 

• Content Verification Systems (e.g., Blockchain-based verification for ensuring 

authentic UGC). 

• User Engagement Tracking (tools to track user contributions and engagement over 

time). 

5. Integration of UGC with Traditional Marketing : To harmonize UGC with 

conventional marketing strategies to create cohesive brand messaging. 

• Omnichannel Marketing Automation (e.g., HubSpot or Marketo for seamless 

cross-channel integration). 

• Influencer Partnerships (collaborations with eco-influencers who resonate with the 

brand's values). 

6. Consumer Privacy and Data Protection Protocol :  Ensure consumer privacy and 

comply with data protection regulations when using UGC. 

• Data Protection Tools (e.g., OneTrust for GDPR compliance). 

• Encryption Software (to protect sensitive user data). 

7. UGC Analytics and ROI Measurement Framework : Measure the effectiveness and 

ROI of UGC in promoting eco-friendly brands. 

• Sentiment Analysis Tools (e.g., Brandwatch, Sprout Social). 

• Analytics Dashboards (e.g., Google Analytics, Hootsuite Insights). 

8. Audience Segmentation and Personalization : Tailor UGC campaigns to diverse 

consumer segments while maintaining a consistent eco-friendly brand message. 

• CRM Software (e.g., Salesforce, Zoho CRM) for personalized marketing. 

• User Persona Development (to target specific segments with tailored UGC 

campaigns). 

 Thus, successful implementation of this model will lead to stronger consumer-brand 

relationships, increased engagement, and sustainable growth for eco-friendly brands. 

Directions for Future Research 

The results of this study on the function of user-generated content (UGC) in promoting 

environmentally conscious brands provide a number of significant directions for further 

research. It is necessary to investigate UGC's changing dynamics in more detail as it 
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continues to gain traction in digital marketing, especially when it comes to sustainability. By 

examining several facets of UGC's influence on customer behavior and brand success in the 

eco-friendly industry, future research can expand on these findings. Some possible avenues 

for further investigation are listed below:  

1. Examining UGC's Long-Term Impact on Customer Retention and Brand Loyalty. 

2. Examining How User Generated Content Affects Social and Cultural Transitions to 

Sustainability  

3. A Comparative Study of User-generated Content in Various Regions and Customer Groups  

4. The Function of Micro-Influencers and Influencers in User-Generated Content (UGC) 

Campaigns for Green Brands  

5. Consumer privacy and ethical considerations in user-generated content campaigns  

6. Assessing UGC's Effect on Consumer Advocacy for Eco-Friendly Products and Purchase 

Intentions  

7. Examining UGC's Contribution to Brand Differentiation in the Eco-Friendly Sector 

Future studies on user-generated content (UGC) and environmentally friendly branding could 

significantly advance our knowledge of how digital marketing tactics influence consumer 

behavior and the uptake of sustainable practices. Researchers can help improve marketing 

tactics for eco-friendly products and boost consumer trust and engagement by investigating 

the long-term consequences of user-generated content (UGC), its role in promoting societal 

change, the cross-cultural impact, and ethical implications. 

Conclusion 

These examples show how UGC may be used to support community narratives, foster 

activism, establish trust, and validate sustainability claims, among other strategic purposes. 

These user-driven initiatives, whether through social movements, storytelling, or lifestyle 

recording, have demonstrated a quantifiable impact on consumer involvement and eco-brand 

perception. When taken as a whole, they support the claim that user-generated content (UGC) 

is a participatory avenue for long-term brand co-creation rather than merely a promotional 

tool. 

Based on a thorough examination of numerous case studies, including those involving 

Patagonia, Tata Power, Goodmylk, and Bare Necessities, this study has investigated the 

function of User-Generated Content (UGC) as a potent instrument for marketing 
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environmentally conscious brands. The conclusions drawn from these case studies offer 

insightful information about how user-generated content (UGC) can successfully improve 

brand trust, reduce greenwashing, encourage community involvement, and sway consumer 

behavior in favor of sustainability. The future of eco-friendly branding will surely be greatly 

influenced by the strategic use of user-generated content (UGC), as customers continue to 

look for more genuine and sustainable companies. 

References 

• NielsenIQ. (2023). Consumers seek sustainability—But not at the expense of 

convenience or cost. NielsenIQ. 

https://nielseniq.com/global/en/insights/analysis/2023/sustainability-and-consumer-

behavior/ 

• Stackla. (2021). Consumer content report: Influence in the digital age. Stackla (now 

Nosto). https://www.nosto.com/resources/reports/consumer-content-report-2021/ 

• DeLorme, D. E., & Huh, J. (2017). Consumer-generated content as a source of 

information: Its impact on attitudes and purchase intentions in an eco-friendly 

context. Journal of Marketing Theory and Practice, 25(2), 150-169. 

https://doi.org/10.1080/10696679.2017.1280299 

• DiMaggio, P., Hargittai, E., Neuman, W. R., & Robinson, J. P. (2001). Social 

implications of the internet. Annual Review of Sociology, 27(1), 307-336. 

https://doi.org/10.1146/annurev.soc.27.1.307 

• Eren-Erdogmus, I., & Duygun, A. (2020). How eco-friendly brand communications 

are enhanced by consumer-generated content in the digital era. Journal of Brand 

Management, 27(4), 394-409. https://doi.org/10.1057/s41262-020-00216-3 

• Bhat, S., & Reddy, S. K. (2021). The role of user-generated content in brand 

engagement in the eco-friendly sector. Journal of Business Research, 130, 47-58. 

https://doi.org/10.1016/j.jbusres.2021.03.018 

• Bruhn, M., & Schnebelen, S. (2020). Consumer-brand engagement on social 

media: How brand posts and user-generated content influence consumer loyalty 

to eco-friendly brands. Journal of Brand Management, 27(6), 595-610. 

https://doi.org/10.1057/s41262-020-00234-1 



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) 

 

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

2025 

• Casaló, L. V., Flavián, C., & Ibáñez-Sánchez, S. (2020). Influencers on social media 

and brand authenticity: The role of user-generated content in shaping consumer 

trust. Journal of Interactive Marketing, 51, 52-64. 

https://doi.org/10.1016/j.intmar.2020.04.001 

• Choudhury, M. D., & Harpaz, I. (2022). The power of user-generated content: How 

eco-friendly brands can foster online consumer communities. Journal of 

Consumer Research, 49(1), 101-116. https://doi.org/10.1093/jcr/ucz012 

• Evans, M., & Farrell, A. M. (2020). Social media and green marketing: Harnessing 

the power of user-generated content for eco-friendly brand building. Journal of 

Marketing Management, 36(3-4), 255-276. 

https://doi.org/10.1080/0267257X.2020.1737944 

• Kaur, P., & Sharma, A. (2021). Sustainability and digital marketing: The impact 

of user-generated content on consumer attitudes toward green brands. Journal of 

Sustainable Marketing, 10(1), 1-18. https://doi.org/10.1080/2331198X.2020.1784353 

• Liu, X., & Wang, H. (2020). Greenwashing and consumer trust in eco-friendly 

brands: The role of user-generated content on social media. Journal of Business 

Ethics, 172(1), 95-110. https://doi.org/10.1007/s10551-020-04685-w 

• Lopes, R., & Santos, A. (2021). Eco-friendly brand advocacy through social 

media: The influence of user-generated content on sustainable brand loyalty. 

Journal of Sustainable Business, 4(2), 45-60. https://doi.org/10.1016/j.jsb.2020.12.007 

• Ozturk, A. B., & Kucuk, S. (2020). User-generated content and its role in shaping 

green marketing strategies. Journal of Environmental Marketing, 2(1), 75-88. 

https://doi.org/10.1016/j.jem.2020.02.004 

• Rathi, D., & Khandelwal, S. (2022). The evolution of eco-friendly brands: User-

generated content as a tool for engagement in the sustainability sector. Journal of 

Environmental Marketing, 3(1), 19-32. 

https://doi.org/10.1080/2590360X.2021.1875369 

• Verma, R., & Kapoor, R. (2021). Sustainability and consumer behavior: 

Analyzing the role of user-generated content in promoting eco-friendly 

consumption. Journal of Sustainable Consumption and Production, 4(2), 220-237. 

https://doi.org/10.1016/j.suscon.2021.07.004 


