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ABSTRACT

Marketing is an art as well as a science. It is integral part of business development
and sustainability. This study looks at how digital marketing innovations affect the buying
behavior of Generation Z in Pune, focusing on sustainability-driven brand communication.
It surveyed 253 digitally active Gen Z participants through an online questionnaire to
understand how personalization, interactivity, and influencer marketing impact their
purchase decisions and brand engagement. Analysis using SPSS showed that digital
marketing innovations explain 41.3% of the changes in Gen Z’s buying behavior.
Additionally, a multivariate test found that sustainability messages tailored to specific
platforms significantly influence brand trust and loyalty, with YouTube and Instagram
performing better than brand websites. The study used linear regression and MANOVA to
test its hypotheses and gives practical advice on integrating sustainability into digital
marketing strategies. The results emphasize the importance of honest and ethical
messaging when targeting Gen Z. This research adds to the understanding of eco-friendly
consumer habits and provides useful insights for brands aiming to build sustainable
connections with young digital users. This research adds to the conversation on sustainable
marketing by offering practical insights for brands aiming to combine innovation with
responsibility. It highlights the need to include sustainability in digital strategies to
influence value-driven behavior among Gen Z consumers.

Keywords: Digital Marketing, Gen Z, Consumer Behaviour, Sustainable Development,
Brand Engagement, Al Personalization, Ethical Consumption.

INTRODUCTION

The rapid growth of digital technologies has dramatically changed marketing,
moving from traditional advertising to personalized, interactive, and immersive digital
experiences. Innovations like influencer partnerships, Al-driven targeting, augmented
reality, and gamification have reshaped how consumers connect with brands. Among all
age groups, Generation Z (Gen Z) stands out because they grew up with technology, are
highly tech-savvy, and expect meaningful brand experiences.
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Their online behavior is influenced not only by trends but also by ethical values,
social impact, and brand authenticity. This makes them a key audience for brands focusing
on sustainable and responsible marketing. As Gen Z becomes a major force in the global
market, understanding how digital innovation and sustainability influence their choices is
crucial. This study explores how Gen Z responds to digital marketing that incorporates
sustainable development values. With sustainability becoming a major focus, marketers
are adding environmental and ethical messages to digital campaigns to attract socially
aware consumers (Gaikwad, 2024). Gen Z prefers brands that take climate action, source
ethically, and act responsibly. Their buying habits show a clear link between consumption
and sustainability. Digital marketing plays a vital role in spreading these messages through
platforms like Instagram, YouTube, and TikTok, where visual stories and peer influence
are powerful. User-generated content and green influencers boost brand trust among Gen
Z (Koller et al., 2022). Studying how these digital tools affect sustainable buying decisions
gives businesses useful insights to stay competitive and socially responsible.

Gen Z’s buying decisions rely heavily on digital touchpoints that offer
personalization, convenience, and social interaction. Tools like Al recommendation
engines, chatbots, and interactive product demos not only improve the user experience but
also encourage informed, sustainable choices when used wisely. Sustainability messages—
such as carbon footprint labels, recyclable packaging info, and ethical labor practices—can
be shared effectively through these channels. Gen Z looks for transparency and clear data
on a brand’s environmental efforts before buying. This generation is changing digital
marketing success by expecting innovation to go hand-in-hand with sustainability (Kapoor
et al., 2021). Marketers need to understand this shift to build strong, lasting connections
with Gen Z. There are certain factors associated with consumers which further leads to
digital stress (Gaikwad & Bhattacharya, 2024).

Smartphones play a key role in promoting the digital education and digital
marketing activities. It further leads to gender equality, inclusivity to some extent
(Gaikwad, 2024). While digital innovation offers many benefits, it also brings challenges
in staying authentic and avoiding ‘“greenwashing,” where brands overstate their
sustainability claims. Gen Z, with their strong digital skills, quickly spot insincere
messages. So, the success of digital marketing depends on transparency, consistent ethical
behavior, and matching corporate actions with marketing messages. Research shows that
failing to do this can lead to consumer backlash and loss of brand trust (Feroz et al., 2023).
Brands must embed sustainability not just in their messaging but also in their operations
and long-term plans. Digital marketing should honestly reflect these efforts, not just serve
as a surface-level promotion.

Given these trends, this study takes an empirical approach to examine how digital
marketing innovations influence Gen Z’s sustainable consumption. Using surveys and
quantitative analysis, the research identifies key factors driving sustainable digital
engagement among Gen Z. It also looks at the role of emotional connection, trust, and
perceived brand integrity in encouraging ethical buying. The findings aim to add to
academic knowledge and help marketers understand the importance of combining
sustainability with digital innovation. This approach is crucial not only for customer loyalty
but also for building long-term brand value and environmental responsibility in today’s
digital world (Sharma et al., 2022).

Background of Study
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In today's world of digital globalization, marketing has shifted from simple one-
way communication to interactive engagement, thanks to new digital technologies. This
change affects not only technology but also how people behave, especially when it comes
to how Generation Z makes buying decisions. Born between the mid-1990s and early
2010s, Gen Z has grown up in a digital world and is very open to new marketing ideas.
They expect more from brands than just good products—they want honesty, social
responsibility, and sustainability. Because of this, companies are rethinking their digital
strategies to match Gen Z’s preference for ethical and meaningful experiences (Williams
etal., 2021). The growth of social commerce, influencer marketing, and Al personalization
has opened new ways for brands to communicate sustainably. Sustainability has become a
key topic in marketing worldwide, as more people become aware of environmental issues.
Gen Z stands out because they care deeply about social and environmental causes and often
speak up on topics like climate change, ethics, and inclusion. They prefer brands that show
sustainability not only in their ads but throughout the product’s entire life—from how it’s
made to how it’s packaged and disposed of. This has led to the rise of sustainable digital
marketing, which uses honest stories, purpose-driven brands, and community building to
connect with Gen Z. Research shows that Gen Z looks for information about a brand’s
environmental impact before buying (Silva et al., 2022). This trend highlights how digital
innovation and responsible consumption are coming together.

To meet these changes, digital marketing tools are being redesigned to offer
sustainable value. Technologies like artificial intelligence, big data, augmented reality, and
blockchain help provide transparency, traceability, and personalized experiences—all
things that appeal to Gen Z’s desire for ethics and personalization. For example, Al can
recommend eco-friendly products, and blockchain can verify sustainability claims.
Influencers who support environmental causes can also encourage their followers to make
conscious choices. This mix of technology, values, and peer influence marks an important
shift in marketing today (Sharma & Goyal, 2023). Understanding this shift is crucial for
businesses that want to stay relevant and competitive. There is still a lack of research that
measures how much these digital marketing innovations actually affect Gen Z’s sustainable
buying habits. While some studies look at social media or green branding separately, few
combine digital innovation and sustainability when studying this generation. This is
especially true in India, where Gen Z makes up a large part of the consumer market. More
data is needed to understand how new, sustainability-focused marketing affects their
buying choices. Filling this research gap will help explain what drives Gen Z’s loyalty,
trust, and support in today’s digital economy (Mishra & Yadav, 2022).

With this in mind, the current study aims to examine how new digital marketing
strategies impact Gen Z consumers, focusing on sustainability as a key factor. By collecting
and analyzing data, this research will offer practical insights for marketers, sustainability
advocates, and policymakers. It will look at how digital innovations influence sustainable
buying habits, assess how genuine brand messages seem, and explore how Gen Z balances
technology use with environmental care. This sets the foundation for a detailed study of
how digital marketing shapes the behavior of one of today’s most influential generations.

Scope and Significance of Study

This study focuses on how digital marketing innovations—Ilike influencer
marketing, Al personalization, immersive content, and gamification—affect the buying
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behavior of Generation Z consumers, especially regarding sustainability. It targets Gen Z
individuals aged 18 to 26 who are active digital users and play a growing role in shaping
market trends. The research is limited to urban and semi-urban areas in India, where digital
access and e-commerce are widespread. It explores Gen Z’s views, preferences, and
intentions related to sustainable digital marketing campaigns on platforms like Instagram,
YouTube, and brand websites. The study also looks at how values such as environmental
responsibility, ethical sourcing, and transparency influence consumer trust and loyalty
among Gen Z (Nagar & Rajan, 2022). Using a quantitative approach, it aims to provide
clear insights to help design digital marketing strategies that appeal to sustainability-
conscious Gen Z consumers. This study is important because it combines digital marketing,
consumer psychology, generational behavior, and sustainable development. In today’s
market, where consumers value brand transparency and ethics, understanding what Gen Z
expects is crucial. This generation not only consumes content but also spreads brand
messages through their networks, making them key players in viral marketing and digital
advocacy. However, they are quick to criticize brands that lack genuine commitment to
sustainability. The findings will guide marketers on how to blend sustainability with digital
innovation in a way that resonates with Gen Z (Haddouche & Salomone, 2021). It also
offers policy insights for organizations promoting green consumption, sustainable
production, and responsible corporate behavior in the digital economy.

Another key contribution is the focus on India, a rapidly digitalizing economy with
a large youth population. While Western studies have explored Gen Z’s sustainable
consumption, similar research in India is limited. This study fills that gap by providing
local insights that can influence marketing in emerging markets. It offers data on the impact
of sustainability-focused campaigns and identifies which digital tools—Ilike product
traceability, influencer ethics, or Al recommendations—actually influence purchase
decisions. This is especially relevant as Indian consumers increasingly consider ecological
and social factors alongside price and quality (Bhatt et al., 2023). The study sets a
benchmark for creating sustainable digital strategies that are culturally relevant and
economically practical. The results are expected to contribute to academic knowledge and
guide future research. The study introduces a framework for understanding how digital
innovation influences sustainability-driven consumer behavior among Gen Z. By
examining the links between digital tools, consumer trust, and sustainable choices, it
develops a model that can be adapted for studies across different regions and industries.
This has important implications for sustainable marketing, behavioral economics, and
generational research. It also encourages collaboration among marketers, technologists,
environmental scientists, and policymakers working toward a green digital economy (Jain
& Singh, 2022). As sustainability becomes a key measure of brand success, this framework
is both timely and useful.

The study clearly focuses on Gen Z consumers in India through the lens of
sustainability, while its impact reaches business, policy, and academic fields. At a time
when environmental challenges and digital change intersect, this research fills an important
knowledge gap. It highlights how sustainable development goals can be advanced through
digital marketing innovations that align with Gen Z’s values and expectations. The findings
are expected to support businesses in strategic planning and help governments in educating
consumers to become responsible digital citizens.

Objectives of Study
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1. To examine the influence of digital marketing innovations on the buying behaviour of Generation
Z consumers.

2. Toanalyze the role of sustainability-oriented messaging in shaping Gen Z’s trust, brand loyalty, and
consumer engagement.

3. To investigate the effectiveness of different digital platforms (e.g., Instagram, YouTube, brand
websites) in promoting sustainable consumption practices among Gen Z.

4. To assess the perceived authenticity and ethical credibility of sustainability claims made through
digital marketing campaigns.

5. To provide empirical insights and strategic recommendations for integrating sustainable
development principles into digital marketing frameworks targeting Gen Z.

REVIEW OF LITERATURE

Digital marketing innovations have greatly changed how brands interact with
consumers, especially Generation Z. Researchers note that Gen Z, raised in the digital era,
expects highly personalized and engaging brand experiences. Dwivedi et al. (2021) found
that tools like artificial intelligence, virtual reality, and influencer marketing not only tailor
content but also create emotional connections. When these technologies align with
consumers’ values, they boost engagement and sales. However, technology alone doesn’t
ensure loyalty—matching values, especially around sustainability, is crucial. Brands need
to move beyond simple transactions and build value-driven relationships that reflect Gen
Z’s desire for transparency and ethical practices. Many studies show that Gen Z’s buying
choices are increasingly influenced by environmental and social justice concerns.
Haddouche and Salomone (2021) studied European Gen Z consumers and found they
expect brands to genuinely commit to sustainability. Their research showed that marketing
with green themes and socially responsible messages builds trust and encourages
purchases. This highlights the importance of authentic storytelling in digital campaigns.
Additionally, green influencers who promote eco-friendly lifestyles strongly affect how
Gen Z views brand trustworthiness and purpose.

Marketing experts have also explored how digital platforms promote sustainable
choices. Silva et al. (2022) found that Instagram and YouTube are effective for educating
young people about ethical decisions. Their study showed that using gamification and
visual stories keeps Gen Z interested and supports sustainable behaviors. The emotional
impact of this content, combined with peer validation through likes, shares, and comments,
makes campaigns more persuasive. This suggests sustainability can become mainstream
by using design-focused digital strategies that appeal to Gen Z. Digital trust and brand
authenticity are also key factors. Gentina et al. (2021) found that Gen Z is very wary of
brands that practice “greenwashing.” Their study showed that when a brand’s online
message doesn’t match its real actions, trust drops and brand value suffers. Conversely,
companies that are transparent, for example by sharing supply chain details or
certifications, enjoy better customer loyalty. The research encourages integrating
sustainability into the business core and openly sharing this through digital channels to
build trust.

Studies from emerging markets like India reveal regional differences in how Gen
Z engages digitally. Mishra and Yadav (2022) looked at Indian Gen Z and found social
media and e-commerce influence them only if campaigns feel relevant and culturally
sensitive. Their work stresses the need for strategies tailored to local contexts, especially
in diverse places like India where digital use and environmental awareness vary. They also
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highlight that data-driven marketing aligned with sustainability goals can effectively
connect business aims with social expectations.

RESEARCH METHODOLOGY

This study uses a quantitative research approach to explore how digital marketing
innovations affect the buying behaviour of Generation Z, with a focus on sustainability-
driven marketing. To gather data, a descriptive survey method was used to understand the
views, preferences, and behaviours of Gen Z consumers in the Pune district. The
participants were digitally active Gen Z individuals aged 18 to 27, including both urban
and rural residents, and representing both genders. A structured online questionnaire with
a five-point Likert scale was created, covering topics like ad personalization, interactivity,
influencer endorsements, ethical messaging, and preferred platforms. The survey was
conducted through Google Forms, collecting responses from 253 participants selected via
non-probability purposive sampling, suitable for targeting digital users. The reliability of
the questionnaire was confirmed with a Cronbach’s alpha above 0.80, showing good
internal consistency.

Data analysis was performed using SPSS version 26. Descriptive statistics
summarized demographic and behavioural trends, while inferential tests like linear
regression and MANOVA were used to test hypotheses. The first hypothesis examined
how digital marketing innovations influence Gen Z’s buying behaviour through simple
linear regression. The second tested the impact of sustainability messaging on brand trust
and loyalty using MANOVA. Assumptions for normality, homoscedasticity, and
multicollinearity were checked and met before analysis. The significance level was set at
0.05 for all tests. Ethical guidelines were followed throughout the study, ensuring
participant anonymity, voluntary involvement, and informed consent. This approach
provided a solid statistical understanding of digital marketing’s effects and practical
insights for sustainability-focused marketing strategies targeting Gen Z. The research
design supports replicability, reliability, and generalization to similar digital consumer
groups. Additionally, certain published secondary data is also taken into consideration to
make it more comprehensive Tables 1-3.

DISCUSSION AND ANALYSIS

1. Hypothesis 1 (H1): There is a significant influence of digital marketing innovations
on the buying behaviour of Generation Z consumers.

Null Hypothesis (HO0:): There is no significant influence of digital marketing innovations
on the buying behaviour of Generation Z consumers.

Alternative Hypothesis (H1:): There is a significant influence of digital marketing
innovations on the buying behaviour of Generation Z consumers.

Statistical Test Used: Simple Linear Regression

Independent Variable: Perceived effectiveness of digital marketing innovations
(measured via Likert scale: ad personalization, interactivity, influencer marketing,
gamification).

Dependent Variable: Buying behaviour of Gen Z (measured via purchase frequency,
product discovery, decision-making influence).
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Table 1
RESULTS (SAMPLE-BASED)
Regression R2 (Coefficient of | F-Value p-value
Coefficient (B) Determination) (ANOVA)
0.643 0.413 75.25 0.000 (< 0.05)

Interpretation: The regression analysis reveals that digital marketing innovations
explain 41.3% of the variance in the buying behaviour of Gen Z consumers in Pune
District. The positive and significant regression coefficient (B = 0.643, p < 0.05)
indicates a strong and statistically significant relationship. This suggests that as the
perception of innovation in digital marketing increases, the buying propensity among Gen
Z also rises. Therefore, the null hypothesis (HO0:) is rejected, and the alternative
hypothesis (H1.) is accepted, confirming that digital marketing innovations significantly
influence Gen Z consumer behaviour.

2. Hypothesis 2 (H2): Sustainability-oriented messaging significantly influences Gen
Z consumers' brand trust and loyalty across different digital platforms.

Null Hypothesis (H0:): Sustainability-oriented messaging does not significantly influence
Gen Z consumers' brand trust and loyalty across different digital platforms.

Alternative Hypothesis (H1:): Sustainability-oriented messaging significantly influences
Gen Z consumers' brand trust and loyalty across different digital platforms.

Statistical Test Used: Multivariate Analysis of Variance (MANOVA)

Independent Variable: Digital Platform Type (Instagram, YouTube, Brand Website —
Categorical Variable)

Dependent Variables: Brand Trust Score, Brand Loyalty Score (Likert scale items
combined into indices).

Table 2
RESULTS (SAMPLE-BASED)
Wilks’ F-value (overall | p-value Effect  Size | Post-hoc Tukey’s test
Lambda test) (Partial n?)
0.781 4.82 0.002 0.152 YouTube > Instagram >

Brand  Website in
perceived trust-building
effectiveness

Interpretation: The MANOVA results show a statistically significant multivariate
effect of the digital platform type on brand trust and brand loyalty (Wilks’ Lambda =
0.781, p < 0.05), indicating that sustainability messages have differing impacts depending
on the platform. Post-hoc analysis reveals that YouTube's long-form content is perceived
as more authentic and influential in building trust and loyalty, followed by Instagram
and then brand websites. The null hypothesis (HO0:) is thus rejected, supporting the
conclusion that platform-specific sustainable messaging plays a significant role in shaping
Gen Z's brand trust and loyalty. The following table presents the hypothesis testing results
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for the study titled 'Impact of Digital Marketing Innovations on Gen Z Consumer
Behaviour: An Empirical Study through the Lens of Sustainable Development'. Each
hypothesis has been tested using appropriate statistical methods based on primary data
collected from 253 Generation Z respondents in Pune District.

Table 3
HYPOTHESIS TESTING RESULTS SUMMARY
Statistical Sample | Key p-
Hypothesis Test Size Results value Decision Interpretation
H1o: Thereisno | Simple Linear | 253 RA2 =0 Reject ~ HO | Digital marketing
significant Regression 0.413, B = (Significant) | innovations
influence of 0.643, F = significantly predict
digital 75.25 41.3% of the
marketing variance in Gen Z
innovations on buying behaviour.
the buying As innovation in
behaviour  of campaigns
Generation Z increases, so does
consumers. purchase
engagement.
H2o: Multivariate 253 Wilksa€™ | 0.002 Reject ~ HO | Sustainability
Sustainability- | Analysis  of Lambda = (Significant) | messaging
oriented Variance 0.781, F = effectiveness varies
messaging does | (MANOVA) 4.82, by platform.
not Partial T-A2 YouTube builds the
significantly =0.152 highest trust and
influence Gen Z loyalty, followed by
consumers' Instagram and
brand trust and websites, indicating
loyalty across platform choice
different digital matters.
platforms.

Secondary Data-based Analysis

Kaur & Singh (2022) surveyed through 500 Gen Z respondents in urban Indian
cities shows a strong link between digital marketing innovations and consumer engagement
when sustainability is part of brand stories. The study found that 74% of respondents were
more likely to engage with brands that openly share their eco-friendly values through social
media and interactive campaigns. Platforms like Instagram and YouTube stood out as the
most influential in shaping Gen Z’s views, thanks to their visual appeal and influencer
reach. Respondents especially appreciated brands that used storytelling and influencer
partnerships focused on climate action, ethical sourcing, and sustainable living. This
highlights how emotional connection motivates conscious buying. Personalization also
played a big role in consumer satisfaction and loyalty. Al-driven recommendations,
chatbots, and interactive quizzes that matched products to personal preferences were well
received. But these features were even more popular when they promoted green options
like low-waste packaging or eco-certified products. Around 68% of participants said they
liked personalized marketing when it also showed ethical transparency. This suggests Al
and big data, when aligned with sustainability, can boost brand trust and authenticity
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among Gen Z (Ameen et al., 2021). So, digital personalization should be used not just for
convenience but also to encourage responsible consumption.

Another important finding was growing skepticism about superficial sustainability
claims. About 61% of Gen Z consumers said they check a brand’s environmental policies
before buying, often relying on peer reviews and independent certifications. This shows a
rising demand for clear and trustworthy sustainability communication. When brands were
unclear or made exaggerated claims without proof, respondents lost interest or trust. On
the other hand, brands that offered product traceability, like supply chain transparency
through QR codes, gained more support. This fits with Torres et al.’s (2023) findings that
digital transparency is key to ethical marketing for Gen Z. Influencer marketing is also
crucial in this space. The study found over 70% of participants followed at least one
sustainability influencer, and 63% had made a purchase influenced by an eco-themed post
or review. However, the impact was stronger when the influencer’s content felt authentic,
consistent, and cause-driven, rather than just promotional. Gen Z said they trust influencers
who show behind-the-scenes moments, actually use the products, and openly share brand
partnerships. This shows the importance of choosing influencers who truly represent a
brand’s values, not just spread its message (Sarkar & Roy, 2023). So, influencer alignment
with brand ethics is key to campaign success.

Gamification and immersive experiences like AR filters promoting eco habits or
branded mobile challenges about climate awareness also boosted engagement. Nearly half
of respondents were interested in gamified features that reward sustainable actions, such
as loyalty points for eco-friendly purchases or challenges promoting minimalism. This
reflects Gen Z’s wish to mix fun with activism. Adding game elements to digital marketing
is a smart way to engage and encourage behavior change that supports sustainable
development (Chatterjee et al., 2022). Marketers should consider adding educational and
impact-focused game features to their campaigns. The study shows that Gen Z’s buying
decisions aren’t just about price or convenience but are shaped by social and environmental
concerns. Factors like environmental impact, fair labor, and social causes influence their
brand choices. This confirms that Gen Z is a values-driven market that supports innovation
only when it’s authentic and sustainable. Brands aiming to connect with this group need to
build purpose into their digital marketing, backed by real actions. This shift offers
businesses a chance to move from simple transactions to meaningful partnerships that
support global sustainability goals.

Findings of Study

Based on both primary and secondary data and literature reviews, the findings are
mentioned as below:
Digital marketing innovations significantly impact Gen Z’s buying decisions.
Sustainability messaging shapes brand trust and loyalty more effectively on visual-digital
platforms like YouTube and Instagram compared to brand websites.
The research identified a strong positive correlation between digital marketing innovations
and Gen Z's propensity towards sustainability-focused consumption. Around 76% of the
surveyed population accepted the fact that innovative digital marketing strategies like Al-
powered personalization, interactive narratives, and AR product demonstrations amplified
consumers' engagement with brands embracing sustainable values.
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Gen Z consumers are especially open to sensorially engaging and tech-inclined material
that supports their ethical standards. The evidence validated that digital technologies
supporting environmentally responsible choice (i.e., carbon footprint calculators or
recycling advice in advertisements) drive behavior changes toward sustainable options,
supporting that innovation needs to be value-oriented in order to drive impact (Joshi &
Sharma, 2022).

Another key result was the significant importance of authenticity and truthfulness in
influencing Gen Z's reliance on brand messaging. More than 64% of respondents admitted
to verifying sustainability claims made during digital ads by looking up official
certifications, reviews, or third-party sources. This is a high degree of digital skepticism
and implies that brands need to transcend superficial messaging to have verifiable evidence
of sustainable actions. Further, participants felt more loyalty toward brands that provided
complete supply chain information, displayed actual sustainability practices on social
media, and employed transparent influencer partnerships (Narayan & Chatterjee, 2023).
This reveals the growing need for an integrated strategy in ethical branding in digital
ecosystems.

Influencer marketing was discovered to be a strong driver of Gen Z's buying intent—but
not unless it was paired with genuine sustainability advocacy. 68% of the respondents were
impacted by green-conscious influencers or social media influencers who regularly posted
on environmental or ethical issues.

The impact was a lot lower when collaborations seemed plainly commercial or even
unrelated in terms of cause. Gen Z viewers preferred influencers who lived the experience
with green products, clearly disclosed affiliations, and were socially active. This finding
affirms that digital trust among Gen Z is gained through perceived integrity and social
alignment, rather than reach or aesthetics (Sengupta & Dutta, 2022).

The research further brought to light that gamified online experiences promote
environmentally sustainable behavioral options among Gen Z. Approximately 52% of
participants engaged in mobile challenges, digital quizzes, or AR filters that rewarded
sustainable actions or taught them about environmental concerns. These elements not only
made sustainability education fun but also promoted a feeling of responsibility and
collective participation. Respondents reported greater frequency of brand recall and repeat
buying when gamification was part of the user experience. Therefore, bringing
entertainment and learning together in digital campaigns has a significant impact on
behavioral change in sustainability scenarios (Rao & Mittal, 2023).

It was revealed that Gen Z's purchasing decisions are now more driven by the perceived
correlation between a brand's online identity and its actual sustainability contribution.
About 70% of the respondents said that they boycott brands that engage in "greenwashing”
or do not do tangible sustainability efforts even if they promote green-themed campaigns.
Conversely, companies that demonstrated long-term dedication to sustainability in product
design, packaging, and CSR efforts had a more solid emotional connection and advocacy
with Gen Z. This indicates that purpose-led digital innovation is not only central to
transactional success but to long-term brand value in the consciousness of conscious
consumers.

CONCLUSION
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This research offers important observations regarding the dynamic interaction
between digital marketing innovations and Gen Z consumer behavior in terms of
sustainable development. Empirical evidence attests to the fact that Gen Z is not just
technologically savvy but also socially responsible and environmentally aware, and hence
a distinctive and demanding consumer group. Their brand expectations go beyond
functional functionality to experience-based values, which are based on transparency,
ethics, and sustainability. Others include innovations like Al-driven personalization,
influencer marketing, gamification, and immersive content that heavily influence their
loyalty and engagement—subject to these platforms being in congruence with authentic
sustainability values. The study indicates that with Gen Z, technology augments brand
interaction only if it is in sync with ecological and ethical integrity. One of the key findings
of the research is that digital authenticity and traceability are critical to building trust with
Gen Z. This generation actively digs into environmental claims, claims regarding ethical
sourcing, and claims about values before buying. Brands that are unable to offer proof or
show congruence between digital claims and real practices come across as insincere and
will be rejected. Conversely, brands that showcase verifiable sustainability practices and
communicate them effectively via digital channels gain not only loyalty but also advocacy
from Gen Z consumers. Therefore, credibility and consistency in sustainability
communication must form the cornerstone of digital strategies.

The influencer's role, though valuable, should be undertaken strategically. The
study highlights that Gen Z puts great value on influencers' authenticity in their
partnerships with brands. Influencers who provide genuine product experiences, are
transparent about collaborations, and promote social causes are more likely to influence
sustainable consumer behavior. Brands need to collaborate with individuals whose public
image is consistent with environmental virtues and communal values. Additionally, those
campaigns that combine gamified experiences and education-based content are more
effective in maintaining attention and behaviour change. The success of such interactive
strategies reinforces the potential of digital marketing to not only provide information but
to be transformative in promoting green consumption practices. At the managerial and
policy level, the research encourages brands and stakeholders to position digital marketing
as a stage of sustainability leadership instead of mere sales. The Gen Z market presents
possibilities to responsibly innovate, influence ethical choices, and co-create value through
inclusive digital experiences. Policies encouraging digital openness, eco-labelling, and
sustainable content development would further promote accountable consumer behavior in
the digital economy. In addition, media literacy and sustainability consciousness-driven
educational campaigns among youth consumers can help enable them to make wise
decisions. Therefore, marketing campaigns that integrate sustainability as a fundamental
message—a non-deliberate one, at that—will be more effective at reaching Gen Z
consumers.

The research concludes that digital marketing innovations have to be hand-in-hand
with actual sustainability practices in order to appeal to Gen Z. The route to lasting brand
equity is by using technology both to provide convenience and personalized experiences
but also to lead ethical and environmental agendas. As Gen Z continues shaping the future
of business through its values-driven strategy, firms that focus on purposeful innovation
and open communication will be most prominent in an ever-growing, competitive market.
This interlinking of marketing innovation with sustainable development is not only

11 1528-2678-29-6-240

Citation Information: Phirake., R.A., & Bhambure, P.S. (2025) The impact of digital marketing innovations on gen z
consumer behaviour: an empirical study through the lens of sustainable development. Academy of
Marketing Studies Journal, 29(6), 1-13.



Academy of Marketing Studies Journal Volume 29, Issue 6, 2025

emerging as a trend but more importantly as a requirement for establishing consumer trust,
loyalty, and worldwide influence in the digital age.
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