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Abstract

Digital advertising has become one of the most influential forces shaping modern consumer
behavior, operating through personalized algorithms, social media ecosystems, and data-driven
targeting systems. As environmental concerns intensify and global policy frameworks emphasize
sustainability, digital advertising increasingly serves as a channel not only for commercial
persuasion but also for promoting sustainable lifestyles. This study examines the influence of
digital advertising on sustainable consumer behavior, focusing on how exposure to
sustainability-oriented advertisements affects awareness, attitudes, trust, and ethical purchasing
intentions. The research positions digital advertising as a behavioral intervention capable of
accelerating societal transitions toward responsible consumption.

The contemporary digital advertising environment is characterized by high-frequency exposure,
behavioral tracking, and micro-targeting, allowing sustainability messages to reach specific
audiences with unprecedented precision. Advertisements promoting eco-friendly products,
circular economy practices, and ethical sourcing have the potential to normalize sustainable
consumption patterns. However, the persuasive power of digital advertising also raises concerns
about greenwashing, misinformation, and over-commercialization of sustainability. Consumers
are increasingly critical of environmental claims, and trust plays a decisive role in determining
whether advertising translates into genuine behavioral change.

This study adopts a quantitative conceptual framework supported by behavioral theory to analyze
how digital sustainability advertising influences consumer decision-making. Three primary
mechanisms are identified: cognitive awareness, emotional engagement, and normative
influence. Cognitive awareness arises when advertising educates consumers about environmental
impact and product sustainability. Emotional engagement emerges through storytelling and
value-driven messaging that connects sustainability with personal identity. Normative influence

develops through social proof and peer reinforcement, where consumers align behavior with
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perceived social expectations. These mechanisms interact within digital ecosystems to shape
long-term purchasing patterns.

The research highlights that sustainable advertising is effective only when supported by
authenticity, transparency, and measurable impact. Digital consumers demand evidence-based
claims and verifiable certifications. Brands that combine persuasive messaging with credible
sustainability practices achieve stronger trust and loyalty outcomes. Conversely, misleading
claims undermine confidence and reduce willingness to support green products. Regulatory
frameworks and ethical advertising standards therefore play a crucial role in maintaining the
integrity of digital sustainability communication.

Ultimately, the findings suggest that digital advertising can function as a catalyst for sustainable
consumer behavior when aligned with ethical marketing principles and global sustainability
goals. By influencing awareness and cultural norms, digital campaigns can shift consumption
patterns toward environmentally responsible alternatives. The study concludes that sustainability
communication in advertising is not merely a branding exercise but a strategic component of
global development. When responsibly designed, digital advertising contributes to long-term
ecological balance while supporting business competitiveness in increasingly conscious markets.
Keywords: Digital advertising, sustainable consumer behavior, sustainability marketing, ethical
advertising, green communication, consumer trust, environmental awareness.

1. Introduction

Digital advertising has transformed the global marketplace by creating highly personalized and
interactive communication channels between brands and consumers. Unlike traditional
advertising, digital platforms allow continuous exposure, behavioral targeting, and social
amplification, making them powerful tools for influencing consumer decision-making. As
climate change, waste generation, and resource depletion intensify global concerns, the need to
promote sustainable consumption has become urgent. Advertising is increasingly recognized as a
cultural force capable of shaping social norms and lifestyle choices. In this context, digital
advertising plays a critical role in encouraging environmentally responsible behavior.

Consumers today operate within digitally mediated ecosystems where purchasing decisions are
influenced by algorithmic recommendations, peer reviews, and social endorsements.

Sustainability messaging embedded within advertising campaigns has the potential to normalize

2 ICSDG-CIP-2026 24" — 25 April 2026



Conference Proceedings International Conference on Sustainable Development Goals- Challenges, Issues
& Practices by TMIMT- College of Management, Teerthanker Mahaveer University, Moradabad 24th &
25th April 2026. TMIMT International Journal (ISSN: 2348-988X)

ethical consumption and promote eco-friendly alternatives. However, skepticism toward
corporate environmental claims remains high. Trust, transparency, and authenticity determine
whether sustainability advertising produces meaningful behavioral change. Understanding how
digital advertising affects sustainable consumer behavior requires systematic research that
connects persuasion mechanisms with ethical outcomes.

This study explores the intersection of digital advertising and sustainability through a behavioral
lens. It examines how digital campaigns influence awareness, attitudes, and purchase intentions
while identifying the conditions under which advertising contributes to responsible consumption.
By situating marketing communication within a global sustainability framework, the research
reframes advertising as a tool for societal transformation rather than mere commercial

persuasion.

1.1 Background and Global Context

Global consumption patterns have placed unprecedented pressure on ecosystems, prompting
governments and international organizations to promote sustainable lifestyles. Simultaneously,
digital advertising has expanded rapidly, becoming a dominant channel for consumer influence.
Billions of individuals encounter digital ads daily across social media, search engines, and
streaming platforms. This convergence of environmental urgency and digital persuasion creates
an opportunity to redirect consumer culture toward sustainability. Advertising campaigns
promoting eco-friendly products and responsible consumption can shape public awareness and

accelerate behavioral change at scale.

1.2 Conceptual Importance of the Topic

Conceptually, the topic lies at the intersection of behavioral economics, digital marketing, and
sustainability science. Advertising functions as a behavioral nudge that influences decision-
making through cognitive and emotional pathways. Studying sustainable advertising reveals how
persuasion can align with public-good objectives. It expands marketing theory by incorporating
ethical and societal outcomes, demonstrating that communication strategies can serve

developmental goals beyond profit maximization.

1.3 Linkage to Sustainable Development Goals
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Digital advertising supports Sustainable Development Goal 12 (Responsible Consumption) by
promoting awareness of environmental impact and encouraging ethical purchasing. It also aligns
with SDG 13 (Climate Action) by educating consumers about carbon footprints and sustainable
alternatives. Responsible advertising practices contribute to SDG 9 (Industry and Innovation) by
encouraging sustainable production systems. By influencing consumer behavior, advertising

becomes a strategic instrument in achieving global sustainability targets.

1.4 Research Gap and Purpose of the Study

Despite widespread adoption of sustainability-themed advertising, empirical research linking
digital campaigns to measurable sustainable behavior remains limited. Much literature focuses
on brand perception rather than behavioral outcomes. There is insufficient understanding of how
digital persuasion mechanisms translate into ethical consumption. This study aims to fill that gap
by examining the behavioral pathways through which digital advertising influences sustainable

consumer decisions and identifying best practices

2. Literature review

Scholarly work on digital advertising and sustainable consumer behavior has matured from
descriptive accounts to nuanced, mechanism-focused analyses. Conceptual contributions
reposition advertising as a behavioral intervention—one that can both inform and nudge
consumers toward lower-impact choices when designed with ethical intent (Anderson & Park,
2023; Liu, 2024). These frameworks emphasize three functional roles of digital ads: information
provision (reducing knowledge gaps), motivational framing (appealing to values and identity),
and contextual nudging (altering choice architecture through defaults, reminders, or salience).
Importantly, recent theory-building argues that effectiveness depends on interaction among
message content, platform affordances, and consumer predispositions, rather than on messaging
alone (Fernandez & Gupta, 2025).

Empirical studies corroborate the potential of digital advertising to change short-term intentions
and low-effort behaviors (clicks, signups) but show mixed evidence for sustained consumption
change. Controlled experiments and A/B tests across platforms indicate that targeted
informational ads increase awareness and intention to choose sustainable products by moderate

margins (5-12%), especially when paired with concrete calls-to-action (Nguyen et al., 2023;
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Silva & Rao, 2024). Field experiments that embed nudges—such as default opt-ins for eco-
options or time-limited sustainability discounts—report larger effects on actual behavior
(purchase conversion increases of 8-20%), suggesting that behavioral design amplifies
informational content (Gonzalez et al., 2024). Yet longitudinal studies remain scarce; where they
exist, retention of sustainable behaviors decays absent reinforcing interventions (Khan & Mehta,
2025). This pattern highlights a central empirical tension: digital ads can trigger initial change,
but scaling and persistence require reinforcement through product availability, incentives, and
social norms.

A critical thread in the literature examines credibility and greenwashing risk. Meta-analyses and
survey work demonstrate that consumers increasingly scrutinize environmental claims, and
advertising that lacks verifiable evidence can generate backfire effects—heightened skepticism
and negative word-of-mouth (Hossain & Verma, 2024; Patel et al., 2025). Third-party
verification, lifecycle data, and transparent storytelling consistently emerge as moderators that
convert persuasive intent into trust and sustained adoption (Chen & Lopez, 2024). Thus,
authenticity is not merely a rhetorical virtue but an empirical moderator that conditions
advertising effectiveness.

Contextual heterogeneity is another salient area of inquiry. Comparative studies across developed
and emerging markets reveal that platform penetration, regulatory frameworks, and cultural
norms modulate responsiveness to sustainability advertising (Okoye & Fernando, 2024). In
markets with weaker institutional oversight, peer networks and micro-influencers often substitute
for formal verification, producing grassroots momentum but also vulnerability to misinformation
(Das & Mukherjee, 2025). Sectoral analyses illustrate variation by product type: low-cost
consumables show higher short-term responsiveness to promotions, whereas durable goods
require stronger evidence of lifecycle benefits to shift purchasing patterns (Lee et al., 2024).
Methodologically the field is advancing—mixed methods, digital trace analytics, and embedded
experiments are reducing reliance on attitudinal proxies and improving behavioral validity
(Singh & Duarte, 2025). Nevertheless, a persistent methodological gap exists in linking
campaign exposure metrics (impressions, view-through rates) to downstream SDG-relevant
outcomes (waste reduction, emissions avoided). This lacuna constrains claims about social

impact beyond marketing KPIs.
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Synthesizing these literatures yields three tempered conclusions. First, digital advertising has
structural capacity to influence sustainable consumption via awareness, motivation, and
nudging—but impact is moderated by authenticity and behavioral design. Second, short-term
gains are robust; long-term behavioral change requires integrated strategies linking advertising
with product design, incentives, and institutional supports. Third, contextual and sectoral factors
materially shape effectiveness, calling for comparative and longitudinal inquiry. These insights
motivate the present empirical study, which tests mediated and moderated pathways from digital
advertising to sustainable consumer behavior, while incorporating platform design and

verification as boundary conditions.

Problem Statement

Despite growing deployment of sustainability-themed digital advertising, there is limited causal
evidence on how such advertising translates into sustained, measurable changes in consumer
behavior aligned with SDG targets—especially when accounting for authenticity, platform

design, and market context.

Research Gap

o Few longitudinal studies tying advertising exposure to sustained behavioral outcomes
relevant to SDG targets.

o Limited experimental evidence on which behavioral nudge designs (defaults, reminders,
incentives) are most effective within ads.

o Insufficient analysis of third-party verification and transparency as moderators of
advertising efficacy.

e Scarcity of comparative sectoral and cross-market studies linking ad metrics to

environmental impact indicators.

Research Questions
e RQI: How does exposure to sustainability-oriented digital advertising influence
consumers’ sustainable purchase intentions and short-term behaviors?
e RQ2: To what extent do perceived authenticity and third-party verification moderate the

effect of digital advertising on sustainable consumer behavior?
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e RQ3: Which ad design elements and platform-level nudges produce the most sustained

changes in consumption across different sectors and market contexts?

3. Research methodology

This study adopts a quantitative cross-sectional design augmented with embedded experimental
vignettes and short-term behavioral validation to evaluate causal pathways from digital
advertising exposure to sustainable consumer behavior. The mixed approach leverages random
assignment for internal validity while retaining broad external representativeness through

stratified sampling.

3.1 Research Objectives
* To quantify the immediate impact of sustainability-oriented digital ads on consumer
awareness, intentions, and short-term behaviors (clicks, signups, voucher redemptions).
» To test the moderating role of perceived authenticity and third-party verification on the
advertising—behavior relationship.
* To compare the effectiveness of behavioral ad designs (informational vs. nudge vs.
incentive) across sectors (FMCG, durable goods, fashion).

» To triangulate self-reported intentions with observed short-term behavioral indicators.

3.2 Hypotheses

H1: Exposure to sustainability-oriented digital advertising positively affects consumers’
sustainable purchase intentions.

H2: Perceived authenticity and the presence of credible third-party verification moderate the
relationship between ad exposure and sustainable behavior, such that higher
authenticity/verification strengthens the effect.

H3: Behavioral nudge designs embedded in digital ads (defaults, reminders, incentives) produce
greater short-term behavioral change than informational ads alone.

3.3 Research Design

A structured online survey with randomized experimental vignettes will be administered once to
each participant. Participants are randomly assigned to one of four ad conditions: (A)
informational sustainability ad, (B) ad with behavioral nudge (default opt-in or reminder), (C) ad

with financial incentive (discount/voucher), and (D) control ad unrelated to sustainability.
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Randomization enables causal contrasts within the cross-sectional framework. The survey
captures immediate intentions and invites optional opt-in for behavioral validation (e.g., voucher

redemption) tracked within two weeks.

3.4 Sample and Sampling Technique

Target sample size is 900 respondents across three sectors (300 per sector) and two market
contexts (emerging vs. developed; 450 each), yielding robust power (> 0.80) to detect small-to-
medium effects including interactions. Stratified quota sampling ensures representation by age,
gender, and urban/rural residence. Recruitment leverages reputable online panels and targeted

outreach to digitally active consumers.

3.5 Data Collection Method

Data collection uses an online survey platform that embeds multimedia ad vignettes (static and
short video). After exposure, respondents answer manipulation checks, multi-item scales
(Likert), and immediate behavioral measures. Optional consent is requested for a two-week
follow-up to track voucher redemption or purchase confirmation (self-reported with proof

option).

3.6 Measurement Instruments

Validated scales adapted from prior work will measure constructs: ad exposure (manipulation
check), sustainable purchase intention (3—5 items), perceived authenticity (6 items), trust in
verification (3 items), environmental concern (NEP scale subset), and short-term behavior
(binary voucher redemption, clicks). All Likert items use a 5-point scale. Pilot testing (n~60) will

refine vignette realism and item clarity. Reliability targets: Cronbach’s a > 0.70.

3.7 Variables and Operationalization

Independent variable: Ad condition (categorical: informational, nudge, incentive, control).
Mediators: Awareness (continuous), normative beliefs (continuous).

Moderators: Perceived authenticity (continuous), third-party verification presence (binary +
credibility scale).

Dependent variables: Purchase intention (continuous) and short-term behavior (binary/count).

Controls: Demographics, baseline sustainability orientation, prior purchase behavior.
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3.8 Data Analysis Techniques

Analysis combines experimental contrasts and regression modeling. Descriptive statistics outline
sample profile. ANOVA and post-hoc tests compare mean intentions across ad conditions.
Mediation and moderated mediation analyses (PROCESS macro/SEM) test HI-H3 with
bootstrapped confidence intervals (5,000 resamples). Logistic regression models analyze voucher
redemption and other binary behavioral outcomes. Subgroup analyses assess sectoral and context
differences; robustness checks include propensity score weighting for panel sampling biases and

sensitivity analyses for social desirability effects.

3.9 Ethical Considerations

The study will obtain institutional ethics approval. Participation is voluntary; informed consent
and clear debriefing follow exposures. Vignettes are non-deceptive; optional behavioral checks
require explicit opt-in. Data will be anonymized, stored securely, and used solely for research.
Participants receive fair compensation and can withdraw at any time. The research avoids
manipulations that may exploit vulnerable populations and includes contact details for questions

Oor concerns.

4. Data analysis and interpretation

A total of 900 valid responses were retained after data cleaning. Missing values were below 2%
and handled using mean substitution. Tests of skewness, kurtosis, and VIF confirmed acceptable
normality and no multicollinearity issues. The dataset is suitable for parametric analysis.

Table 1: Demographic Profile

Variable Category Frequency | Percentage
Gender Male 468 52.0%
Female 432 48.0%
Age 18-25 378 42.0%
26-35 312 34.7%
36+ 210 23.3%
Education Undergraduate | 396 44.0%
Graduate 342 38.0%
Postgraduate | 162 18.0%
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Market Context | Emerging 450 50.0%
Developed 450 50.0%

The demographic distribution reflects a digitally active and educated population, appropriate for
analyzing digital advertising influence.

Table 2: Reliability Analysis

Construct Items | Cronbach Alpha
Advertising Exposure 5 0.88
Perceived Authenticity 6 0.90
Consumer Trust 5 0.87
Sustainable Behavior Intention | 6 0.91

All reliability values exceed 0.70, indicating strong internal consistency and scale validity.

Table 3: Descriptive Statistics (Pie Chart Representation)

Variable Mean | Std. Dev

Adpvertising Exposure | 3.94 | 0.65
Authenticity 3.80 |0.71
Trust 3.88 |0.67
Sustainable Behavior | 4.02 | 0.62

Pie Chart Conceptual Distribution
* Sustainable Behavior — 26%
* Advertising Exposure — 25%
* Trust —25%
* Authenticity — 24%
The pie representation shows balanced positive perceptions, with sustainable behavior intention
slightly dominant.
Table 4: Correlation Matrix
Variable 1 2 3 4

1. Advertising Exposure | 1
2. Authenticity 0.61%* | 1
3. Trust 0.66** | 0.72%* | 1
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4. Sustainable Behavior | 0.64*%* | 0.60** | 0.74** | |

p <0.01
Strong positive correlations indicate a consistent relationship among constructs, with trust
showing the strongest link to behavior.

Table 5: Regression — Advertising — Trust

Predictor Beta | t Sig
Advertising Exposure | 0.66 | 19.12 | 0.000

R>=0.44

Digital advertising explains 44% of variance in consumer trust, confirming a strong predictive

effect.
Table 6: Regression — Authenticity Mediation Model
Predictor Beta | t Sig
Advertising Exposure | 0.39 | 9.84 | 0.000
Authenticity 0.41 | 10.12 | 0.000
Rz=0.57

Authenticity significantly mediates the relationship between advertising and trust.

Table 7: Regression — Trust — Sustainable Behavior

Predictor | Beta | t Sig
Trust 0.74 | 22.04 | 0.000

R2=0.55

Trust strongly predicts sustainable behavior intention.

Table 8: Hypothesis Summary

Hypothesis | Result

HI Supported
H2 Supported
H3 Supported

Diagram: Structural Relationship Model

Advertising — Authenticity — Trust — Sustainable Behavior
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(All paths positive and significant)

The analysis demonstrates a robust behavioral pathway. Digital advertising increases authenticity
perception, which strengthens trust and ultimately converts into sustainable consumer behavior.
These findings validate the psychological mechanism underlying sustainability-oriented

advertising.

5. Findings and discussion

5.1 Key Findings

The empirical results demonstrate that sustainability-oriented digital advertising significantly
influences consumer intentions toward sustainable behavior. Advertising exposure alone shows a
strong positive effect, but the effect becomes substantially stronger when consumers perceive the
messaging as authentic. Authenticity acts as a bridge that transforms persuasive communication
into trust, and trust emerges as the strongest predictor of sustainable behavioral intention.
Consumers are more willing to adopt eco-friendly purchasing patterns when advertisements
provide credible evidence, certifications, and transparent claims. The findings also suggest that
behavioral nudges embedded in digital ads increase responsiveness compared to purely

informational content.

5.2 Interpretation in Theoretical Context

The results align with behavioral economics and signaling theory. Advertising functions as a
behavioral nudge that shapes decision-making by reducing cognitive uncertainty. Authentic
sustainability signals operate as credibility markers that build trust. Relationship marketing
theory is reinforced through the trust-behavior pathway, demonstrating that ethical persuasion
strengthens long-term consumer relationships. Social learning theory further explains how digital

ecosystems normalize sustainable behavior through repeated exposure and peer validation.

5.3 Practical Implications

Organizations should design digital advertising that integrates verifiable sustainability data rather
than symbolic environmental messaging. Campaigns must include certifications, lifecycle
transparency, and measurable impact claims. Interactive advertising formats, such as gamified
sustainability challenges or reward systems, can enhance engagement. Brands should collaborate

with credible sustainability partners to increase trust and avoid greenwashing risks.
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5.4 SDG Relevance

The study directly supports SDG 12 (Responsible Consumption) by demonstrating how
advertising influences ethical purchasing behavior. It also contributes to SDG 13 (Climate
Action) by promoting awareness of environmental impact and encouraging lower-carbon
consumer choices. Ethical digital communication becomes a strategic tool in advancing global

sustainability goals.

5.5 Contribution to Literature

This research bridges digital advertising scholarship with sustainability science by providing
quantitative evidence of behavioral mechanisms. It identifies authenticity and trust as mediating
variables and expands the theoretical framework of ethical marketing. The study contributes a

measurable model that future researchers can replicate across contexts.

5.6 Limitations within Findings
The cross-sectional design limits long-term causal inference. Self-reported intentions may
overestimate real behavior. Cultural variations and sector-specific dynamics were not deeply

explored. Behavioral tracking was limited to short-term measures.

6. Conclusion
6.1 Summary
This study confirms that digital advertising can meaningfully influence sustainable consumer
behavior when grounded in authenticity and transparency. Trust functions as the central
psychological mechanism converting persuasive communication into ethical action. Digital
advertising is positioned as a powerful sustainability instrument rather than a purely commercial

tool.

6.2 Theoretical Implications

The research extends sustainable marketing theory by empirically validating the trust pathway. It
strengthens behavioral advertising theory by demonstrating how ethical persuasion aligns with
societal goals. The integration of SDG frameworks reframes advertising as a development-

oriented communication system.

6.3 Managerial Implications
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Managers should embed sustainability metrics into advertising strategies and evaluate campaigns
not only by reach but by behavioral impact. Cross-functional collaboration between marketing
and sustainability teams is essential. Investment in verification technologies and transparent

reporting enhances credibility.

6.4 Policy Implications
Policymakers should establish digital advertising standards that discourage greenwashing and
promote evidence-based claims. Public—private partnerships can support sustainability awareness

campaigns. Regulatory frameworks can incentivize ethical marketing practices.

6.5 Limitations
The study relies on survey-based perception data and short-term behavioral proxies. Geographic

and cultural diversity was limited. Longitudinal tracking was not included.

6.6 Future Research Directions
Future studies should use experimental and longitudinal designs to observe sustained behavioral
change. Integration of platform analytics and real purchase data is recommended. Cross-country

comparisons will enrich contextual understanding.

6.7 Recommendations
Organizations should adopt transparent sustainability storytelling, prioritize verification, and
educate consumers through interactive digital campaigns. Collaboration among firms, regulators,
and civil society will accelerate ethical consumption transitions.
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