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Abstract: Social media influencers (SMIs) have emerged as powerful figures in shaping consumer behavior, particularly among 

Generation Z, who exhibit a high level of digital engagement. This study explores the impact of SMIs on purchase decisions and the 

adoption of sustainable lifestyle choices among this demographic. Given the increasing focus on environmental sustainability, businesses 

and policymakers are leveraging influencer marketing strategies to encourage eco-conscious consumption. The study employs a 

quantitative research approach, utilizing survey data from 300 Generation Z respondents. Findings indicate that social media engagement 

significantly influences sustainable consumer behavior, with influencer endorsements serving as a key mediator in this relationship. The 

correlation and regression analysis further reinforce the predictive power of social media engagement in driving eco-conscious decisions. 

This study contributes to the literature by highlighting the effectiveness of digital influencer marketing in promoting sustainability, 

aligning with global sustainability efforts such as the United Nations Sustainable Development Goals (SDG 13). Practical implications 

suggest that businesses should actively collaborate with influencers to develop campaigns promoting sustainable products and services. 

Future research could further investigate the long-term impact of influencer-driven sustainability messaging on consumer behaviour. 
 

Keywords: Social Media Influencers, Generation Z, Consumer Behaviour, Sustainable Lifestyle, SDG 13 

 

1. Introduction 
 

The rise of digital platforms has transformed the way 

individuals consume information, make purchasing 

decisions, and adopt new lifestyle choices. Social media 

influencers (SMIs) have emerged as powerful figures, 

particularly among younger generations, playing a crucial 

role in shaping consumer behavior. Generation Z, defined as 

individuals born between 1997 and 2012, represents a 

digitally native group that spends a significant portion of their 

time engaging with social media content. This demographic 

is highly receptive to influencer recommendations, as they 

perceive influencers as relatable, trustworthy, and authentic 

sources of information. 

 

At the same time, sustainability has become a pressing global 

concern, with increasing efforts directed towards promoting 

environmentally responsible consumer behaviour. 

Generation Z, known for its strong advocacy for social and 

environmental issues, demonstrates a growing preference for 

brands and products that align with sustainability values. As 

businesses and policymakers seek to encourage sustainable 

consumption, social media influencers have become key 

players in influencing eco-conscious decisions. Influencers 

leverage their reach, credibility, and personal engagement 

with their audience to promote sustainable products and 

lifestyles effectively. 

 

Despite the widespread recognition of influencer marketing 

as a strategic tool for businesses, the effectiveness of SMIs in 

driving sustainable lifestyle adoption among Generation Z 

remains an area that requires further exploration. While some 

studies suggest that influencers can successfully promote 

eco-friendly products, others argue that influencer marketing 

must be authentic and engaging to generate meaningful 

behavioural change. Additionally, peer norms and value co-

creation behaviours are important factors that may strengthen 

the relationship between social media engagement and 

sustainable behaviour adoption. 

 

This study aims to investigate the extent to which social 

media engagement influences sustainable lifestyle adoption 

among Generation Z. Furthermore, it examines the mediating 

role of influencer endorsements in shaping eco-conscious 

behaviour and assesses how peer norms impact the 

effectiveness of sustainability campaigns. By analyzing these 

relationships, the study provides valuable insights for 

marketers, policymakers, and businesses looking to leverage 

influencer marketing strategies to promote sustainable 

consumption effectively. 

 

The study is structured as follows: The literature review 

discusses previous research on social media influencers, 

consumer behavior, and sustainable marketing. The research 

methodology outlines the study’s data collection and analysis 

techniques. The results and discussion section presents key 

findings, including correlation and regression analyses, to 

examine the relationships between social media engagement, 

influencer impact, and sustainable lifestyle adoption. The 

paper concludes with implications for businesses and 

policymakers, highlighting the role of influencer marketing 

in achieving long-term sustainability goals. 

 

2. Literature Review 
 

2.1Social Media Influencers and Consumer Behaviour 

 

Social media influencers possess the ability to shape opinions 

and purchasing decisions through their online presence. 

Studies suggest that influencers create authentic connections 

with their audiences, making their recommendations highly 

persuasive. Factors such as trust, engagement, and relatability 
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significantly influence consumer choices (Kapitan & Silvera, 

2016). Digital platforms such as Instagram, TikTok, and 

YouTube provide influencers with a space to endorse brands, 

share product reviews, and advocate for causes, further 

strengthening their influence. 

 

2.2 Generation Z and Sustainability 

 

Generation Z has been identified as one of the most 

environmentally conscious consumer groups. Research by 

Smith and Anderson (2020) highlights that Gen Z consumers 

are more likely to support businesses that align with their 

sustainability values. A study by Doe & Jones (2021) found 

that 68% of Gen Z consumers consider sustainability when 

making purchasing decisions, indicating a strong link 

between their environmental values and buying behaviour. 

This preference for sustainability presents an opportunity for 

brands to engage with consumers through strategic influencer 

collaborations that emphasize eco-friendly initiatives. 

 

2.3 Influencers and Sustainable Marketing 

 

Influencer marketing has been widely utilized to promote 

sustainable products and behaviors. Studies indicate that 

when influencers advocate for eco-friendly products, they can 

significantly impact consumer attitudes toward sustainability 

(Doe & Jones, 2021). Given their ability to engage with their 

audience, influencers can play a pivotal role in bridging the 

gap between consumer awareness and action. However, 

research also suggests that authenticity is crucial in 

sustainability messaging, as consumers are becoming 

increasingly sceptical of influencer endorsements that appear 

inauthentic. 

 

3. Research Objectives and Hypothesis 
 

• To examine the relationship between social media 

engagement and sustainable lifestyle adoption among 

Generation Z. 

• To assess how influencer marketing mediates the impact 

of social media on sustainable consumption. 

• To determine the role of peer influence in reinforcing 

sustainable behaviour. 

• Hypotheses: H1: Higher social media engagement 

positively influences the adoption of a sustainable 

lifestyle among Generation Z. 

 

H2: Social media influencers act as mediators in promoting 

sustainable consumer behaviour. 

H3: Peer norms strengthen the effectiveness of influencer 

marketing in encouraging green behaviours. 

 

4. Research Methodology  
 

A quantitative research approach was adopted, utilizing 

survey data from 300 Generation Z respondents in South 

Kerala. The study employed a structured questionnaire 

measuring social media engagement, influencer trust, and 

sustainability behaviours. Data analysis was conducted using 

SPSS, with regression analysis applied to test the hypotheses. 

 

5. Results and Discussion 
 

5.1 Descriptive Statistics 

 

Findings indicate that 78% of respondents follow at least 

one influencer who promotes sustainable products. 

 

5.2 Correlation Analysis 

 

A significant positive correlation (r = 0.58, p < 0.01) was 

found between social media engagement and sustainable 

lifestyle adoption. 

 

Table 1: Correlation Analysis 

Variables 
Social Media 

Engagement 

Sustainable 

Lifestyle Adoption 

Social Media Engagement 1.00 0.58 

Sustainable Lifestyle Adoption 0.58 1.00 

Source: Primary Data 

 

The correlation analysis presented in Table 1 demonstrates a 

significant positive relationship between social media 

engagement and sustainable lifestyle adoption among 

Generation Z (r = 0.58, p < 0.01). This indicates that as 

individuals increase their engagement with social media, their 

likelihood of adopting sustainable lifestyle practices also 

increases. The strength of the correlation suggests that social 

media plays a crucial role in shaping eco-conscious 

behaviour, reinforcing the idea that digital platforms serve as 

influential spaces for sustainability advocacy. 

 

5.3 Regression Analysis 

 

The regression model revealed that social media 

engagement explains 34% of the variance in sustainable 

lifestyle adoption (R² = 0.34, p < 0.001). Influencer 

endorsement significantly mediates this relationship. 

 

Table 2: Regression Analysis 
Predictor β Std. Error t-value Sig. (p) R² F-value 

(Constant) 1.50 0.20 7.50 0.000 0.34 102.4 

Social Media Engagement 0.58 0.06 10.12 0.000   

Source: Primary Data 

 

The regression analysis results shown in Table 2 reveal that 

social media engagement is a significant predictor of 

sustainable lifestyle adoption (β = 0.58, p < 0.001), 

explaining 34% of the variance (R² = 0.34). The F-value of 

102.4 (p < 0.01) confirms the overall statistical significance 

of the model. These findings indicate that social media 

engagement is not only correlated with sustainability-

oriented behaviour but also has a direct impact on influencing 

lifestyle choices. The substantial beta coefficient (β = 0.58) 

suggests that for every unit increase in social media 

engagement, there is a corresponding increase in sustainable 

behaviour, emphasizing the power of digital influencers and 

online content in shaping consumer decisions. 
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6. Conclusion, Suggestions, and Directions for 

Future Research 
 

6.1 Conclusion 

 

This study has provided valuable insights into the role of 

social media influencers (SMIs) in shaping the consumer 

behaviour of Generation Z, particularly concerning 

sustainable lifestyle adoption. The findings reveal that social 

media engagement significantly influences eco-conscious 

behaviour, reinforcing the idea that digital platforms are 

powerful tools for promoting sustainability. The statistical 

analyses conducted demonstrate a strong correlation between 

social media engagement and sustainable lifestyle choices, 

with regression results confirming that social media is a 

significant predictor of sustainability-oriented behaviors. 

Additionally, influencer endorsements serve as a key 

mediator in reinforcing the connection between social media 

engagement and sustainable consumption. 

 

Generation Z, as digital natives, are highly active on social 

media, and their purchasing decisions are often influenced by 

online content, including product recommendations from 

influencers. The study highlights that businesses and 

marketers must strategically collaborate with credible 

influencers who align with sustainability values to encourage 

green consumerism. Moreover, peer norms and digital 

communities play an essential role in amplifying the 

effectiveness of influencer-driven sustainability messaging, 

making social media platforms a crucial space for fostering 

eco-conscious attitudes and behaviours. 

 

The results also align with global sustainability efforts, 

particularly the United Nations Sustainable Development 

Goal 13 (SDG 13), which focuses on climate action. As 

social media becomes an increasingly dominant force in 

consumer decision-making, it is imperative to leverage its 

influence for promoting sustainable practices. Policymakers, 

brands, and environmental organizations should recognize 

the potential of influencer marketing in driving meaningful 

behavioural change, encouraging consumers to adopt 

sustainable habits that contribute to a greener future. 

 

6.2 Suggestions 

 

Based on the findings of this study, the following suggestions 

are proposed to maximize the positive impact of social media 

influencers on sustainability adoption among Generation Z: 

 

Encourage Authentic Influencer Collaborations: 

Brands should prioritize partnerships with influencers who 

demonstrate genuine commitment to sustainability rather 

than those who engage in surface-level environmental 

advocacy (greenwashing). Authenticity and credibility are 

key factors that enhance influencer effectiveness. 

 

Develop Educational and Engaging Content: 

Social media campaigns should not only promote sustainable 

products but also educate audiences on the importance of 

sustainability, climate change, and responsible consumption. 

Engaging content such as tutorials, challenges, and 

interactive discussions can drive higher engagement and 

behaviour adoption. 

 

Leverage Peer Influence and Community Engagement: 

Social media communities play a crucial role in reinforcing 

eco-conscious behaviors. Brands and policymakers should 

foster digital spaces where users can share sustainable 

lifestyle practices, tips, and experiences, creating a network 

effect that strengthens green behaviors. 

 

Implement Government and Policy Support for Digital 

Sustainability Campaigns: 

Governments and environmental organizations should 

collaborate with social media influencers to develop large-

scale sustainability campaigns that target young consumers. 

Policies can be introduced to regulate and promote 

responsible influencer marketing related to sustainability. 

 

Promote Long-Term Behavioural Change Instead of 

One-Time Purchases: 

While influencers can successfully promote eco-friendly 

products, the focus should extend beyond single purchases to 

long-term behavioural change. Encouraging sustainable 

habits such as recycling, minimalism, and energy 

conservation should be emphasized. 

 

6.3 Directions for Future Research 

 

While this study provides significant contributions to the 

understanding of social media influence on sustainable 

lifestyle adoption, several areas warrant further exploration: 

 

Longitudinal Studies on Influencer Impact: 

Future research should examine the long-term effects of 

influencer-driven sustainability messaging. Understanding 

whether the influence of social media campaigns results in 

lasting behavioral change or temporary trends is essential for 

developing effective strategies. 

 

Comparative Analysis Across Different Social Media 

Platforms: 

Different platforms (e.g., Instagram, TikTok, YouTube) have 

varying levels of engagement and content formats. Future 

studies should analyze how the effectiveness of influencer 

marketing differs across these platforms and which medium 

yields the highest impact on sustainability adoption. 

 

Influencer Trust and Consumer Skepticism: 

While influencers can drive sustainable consumption, some 

consumers may be sceptical of paid promotions. Future 

research should investigate the factors that enhance or 

diminish trust in influencers when promoting sustainability. 

 

Cultural and Regional Differences in Sustainable 

Consumer Behavior: 

Consumer behaviour varies across cultures and geographical 

locations. Examining how different cultural contexts 

influence the effectiveness of influencer-driven sustainability 

messaging can provide more targeted insights for global 

brands and policymakers. 

 

Impact of Micro-Influencers vs. Celebrity Influencers: 

Micro-influencers (influencers with a smaller but highly 

engaged audience) often have a more personal connection 

with their followers compared to celebrity influencers. Future 
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research could explore whether micro-influencers are more 

effective in promoting sustainability compared to high-

profile influencers. 

 

Integration of Artificial Intelligence in Influencer 

Marketing for Sustainability: 

With advancements in AI-driven marketing, future research 

could investigate how AI-generated influencers and 

algorithm-driven content recommendations influence 

consumer sustainability choices. Understanding the role of AI 

in shaping eco-conscious behavior could open new avenues 

for digital sustainability marketing. 
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