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Abstract  
This study explores the role of advertising in advancing Sustainable Development Goals (SDGs) in 

India, focusing on how various advertising strategies impact public awareness, behavior, and brand image. The 

research employs quantitative methods, including surveys, and content analysis to gather comprehensive data 

on sustainability-focused advertising across multiple media platforms such as television, print, online media, 

radio, and outdoor advertising. 

The quantitative aspect involves a survey distributed among Indian youth to assess their awareness of 

and attitudes toward SDGs and sustainability-focused advertisements. This mixed-methods approach allows for 

a detailed examination of the thematic content and messaging strategies used in these advertisements, as well as 

their effectiveness in driving desired sustainable outcomes. 

The study also investigates the impact of sustainability-focused advertising on enhancing brand image 

and reputation, examining how companies leverage their alignment with SDGs to build trust and loyalty among 

consumers. Key findings reveal the effectiveness of emotional and motivational messaging in engaging 

audiences, the importance of multi-channel strategies in maximizing reach, and the positive influence of 

sustainability campaigns on brand perception. 

This research fills a significant gap by providing empirical evidence on the effectiveness of 

sustainability-focused advertising in India, offering valuable insights for advertisers, policymakers, and brands 

aiming to promote sustainable development through strategic communication. The findings highlight the 

potential of advertising as a powerful tool for advancing SDGs, contributing to a deeper understanding of its 

role in fostering a sustainable future. 
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Introduction 

In recent years, there has been a growing recognition of the urgent need to address pressing global 

challenges such as climate change, poverty, inequality, and environmental degradation. In response to these 

challenges, the United Nations has set forth an ambitious agenda known as the Sustainable Development Goals 

(SDGs), aimed at transforming our world by 2030 through a comprehensive framework of 17 interconnected 

goals. 

Achieving the SDGs requires collective action from governments, businesses, civil society 

organizations, and individuals worldwide. Among the various stakeholders, the role of advertising emerges as a 

critical factor in advancing sustainable development goals by shaping attitudes, influencing behaviors, and 

mobilizing support for social and environmental causes. 
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Advertising, as a powerful tool of communication and persuasion, has the potential to play a significant 

role in promoting sustainability and driving positive change. By leveraging creative messaging, storytelling, and 

visual imagery, advertisers can raise awareness about pressing global issues, advocate for sustainable practices, 

and inspire action among diverse audiences. 

However, the effectiveness of advertising in advancing sustainable development goals is contingent 

upon the strategic alignment of messaging, the authenticity of brand commitment, and the ethical integrity of 

advertising practices. Moreover, understanding the nuances of advertising's impact on sustainable development 

becomes increasingly complex and multifaceted in the context of a rapidly evolving media landscape and socio-

cultural dynamics. 

In India, where rapid economic growth, urbanization, and environmental challenges intersect, the role of 

advertising in promoting sustainable development goals takes on added significance. With a growing consumer 

market, diverse cultural landscapes, and a growing media ecosystem, India presents a unique opportunity to 

explore the potential of advertising as a catalyst for positive social and environmental change. 

Against this backdrop, this research seeks to investigate the role of advertising in advancing sustainable 

development goals in India. Through an exploratory study of advertising strategies and their impact on public 

perceptions and behaviors, this research aims to shed light on the opportunities and challenges inherent in 

leveraging advertising for sustainable development in India. By exploring the effectiveness of different 

advertising approaches and their alignment with the SDGs, this study seeks to contribute to a deeper 

understanding of the role of advertising in shaping a more sustainable and equitable future in India and beyond. 

Review of Literature 

This literature review examines key contributions to understanding the intersection of marketing, 

advertising, and sustainability, with a focus on their collective impact on achieving the SDGs. 

“The role of social marketing in contributing to the achievement of the SDGs”. The author 

emphasizes the importance of leveraging marketing principles and strategies to promote behavior change and 

address social and environmental issues. By analyzing case studies and best practices, Rodriguez-Sanchez 

highlights the potential of social marketing initiatives to drive progress toward specific SDGs, such as ending 

poverty, promoting gender equality, and combating climate change (Rodriguez-Sanchez, 2023). 

 “A comprehensive review of marketing's relationship with the SDGs”, provides insights into how 

marketing practices can both support and hinder progress towards sustainable development. The authors 

identify key areas where marketing can contribute to the SDGs, such as promoting responsible consumption and 

production, fostering inclusive economic growth, and enhancing access to essential services. Additionally, they 

outline a research agenda to guide future studies on marketing's role in advancing sustainable development, 

emphasizing the need for interdisciplinary collaboration and innovative approaches (Y. Anwar, 2019). 

Peter Jones, Daphne Comfort, and David Hillier (2016) “Examine the common ground between 

sustainable development goals and the marketing and advertising industry”. The authors highlight the 

potential synergies and tensions that exist between the goals of sustainable development and the practices of 

marketing and advertising. Drawing on examples from the industry, they explore how advertising can be used to 

raise awareness about sustainability issues, advocate for ethical business practices, and mobilize support for 

sustainable initiatives. However, they also acknowledge the challenges of balancing commercial interests with 

environmental and social responsibilities, calling for greater accountability and transparency within the 

marketing and advertising sector (Jones, 2016). 

“Gender Bias & Inclusion in Advertising in India” Gender representation in advertising is a critical 

area of study, given the profound influence of media on societal norms and individual behaviors. The "Gender 

Bias & Inclusion in Advertising in India" report by UNICEF and the Geena Davis Institute on Gender in Media 

(2021) provides a comprehensive analysis of how gender is portrayed in Indian advertisements, backed by 

evidence and real-time validation. 

The report highlights persistent gender biases in Indian advertising, where traditional stereotypes often 

dominate. Women are frequently depicted in domestic roles, focusing on caregiving, cooking, and beauty, while 

men are portrayed as authoritative figures, decision-makers, and breadwinners. This skewed representation 
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reinforces outdated gender norms and limits the perception of women's roles in society.( UNICEF, Geena 

Davis Institute on Gender in Media, April 2021)  

Together, these studies cover the significant role that marketing, advertising, and social marketing can 

play in advancing the Sustainable Development Goals. By leveraging their influence and reach, these 

disciplines have the potential to drive meaningful change and contribute to building a more sustainable and 

equitable world. However, they also highlight the need for greater collaboration, innovation, and accountability 

to fully harness the power of marketing and advertising in support of the SDGs. 

Significance of the Study 

The study holds significant implications for multiple stakeholders, including policymakers, marketers, 

advertisers, civil society organizations, and consumers, for several reasons: 

Informing Policy and Practice: By investigating the role of advertising in advancing Sustainable Development 

Goals (SDGs) in India, the study provides valuable insights for policymakers and practitioners seeking to 

leverage communication strategies for sustainable development. The findings can inform the development of 

evidence-based policies, guidelines, and initiatives aimed at promoting sustainable behaviors and addressing 

pressing social and environmental challenges. 

Guiding Marketing and Advertising Strategies: For marketers and advertisers, the study offers actionable 

insights into effective strategies for promoting sustainability and driving positive social and environmental 

change. By understanding the preferences, perceptions, and behaviors of Indian consumers in response to 

sustainability-focused advertising, practitioners can tailor their communication strategies to maximize impact 

and engagement. 

Enhancing Consumer Awareness and Engagement: Through its focus on the effectiveness of advertising in 

raising awareness and driving action on sustainability issues, the study contributes to increasing consumer 

consciousness and engagement with the Sustainable Development Goals. By highlighting the role of advertising 

as a catalyst for behavior change, the study empowers consumers to make informed choices that align with their 

values and contribute to achieving the SDGs. 

Advancing Knowledge: The study adds to the existing body of knowledge on the intersection of advertising, 

sustainability, and development, particularly in the Indian context. By analyzing advertising strategies and their 

impact on public perceptions and behaviors, the research contributes to a deeper understanding of the 

mechanisms through which advertising can drive sustainable development outcomes. 

Objectives of the Study 

1.   To examine the role of advertising in promoting awareness and understanding of Sustainable 

Development Goals (SDGs). 

·        This objective aims to assess the extent to which advertising campaigns contribute to 

raising awareness about the SDGs and increasing public understanding of their significance. 

  

2.   To analyze the effectiveness of different advertising strategies in influencing consumer perceptions 

and behaviors towards sustainable practices. 

·        This objective seeks to evaluate the impact of various advertising approaches, such as 

narrative storytelling, and social media engagement on shaping consumer attitudes, 

intentions, and actions related to sustainability. 

  

3.   To identify key factors influencing the reception and effectiveness of sustainability-focused 

advertising campaigns in India. 

·        This objective aims to uncover the drivers and barriers that influence how Indian 

consumers perceive and respond to sustainability messages in advertisements, including 

cultural norms, socio-economic factors, and environmental awareness levels. 

4.   To compare the alignment of advertising messages with the Sustainable Development Goals and 

assess their potential for driving progress towards SDG targets. 

·        This objective involves analyzing the thematic content, and messaging strategies used in 

advertising campaigns to determine the extent to which they align with the objectives and 
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indicators of the SDGs, as well as their potential to contribute to achieving specific SDG 

targets. 

  

5.   To examine how advertising related to SDGs contributes to enhancing brand image and 

reputation for companies operating in India. 

·        This objective explores the relationship between sustainability-focused advertising and 

brand image enhancement, examining how brands leverage their alignment with SDGs to 

build trust, credibility, and loyalty among consumers. It aims to identify key mechanisms 

through which advertising improves brand perception and reputation in the Indian market. 

 Research Methodology 

1. Quantitative Research Methods: 

● Surveys: The researcher Conducted surveys to collect quantitative data from a representative sample of 

the population. The survey questionnaire will include questions related to awareness and attitudes 

toward Sustainable Development Goals (SDGs), exposure to sustainability-focused advertising, and 

intended or actual behaviors related to sustainable practices. Utilize Multiple-choice questions, and 

demographic variables to analyze responses quantitatively. 

● Content Analysis: Perform content analysis of sustainability-focused advertisements across various 

media platforms (e.g., television, print, online). Develop a coding scheme to systematically analyze the 

thematic content, messaging strategies, and alignment with SDGs. 

      2.   Sampling  – Mixed Approach 

       Sampling- Convenience, Youth. 

3.   Data collection and analysis - Questionnaires 

Data Analysis: The researcher has used an interpretative approach. For the survey. 

 

Television 

1. Tata Tea’s “Jaago Re” Campaign 

 
○ Description: This campaign addresses various social issues, including sustainability, urging 

people to wake up and take responsibility. The tagline "Jaago Re" translates to "Wake Up," 

encouraging viewers to be socially responsible. 

○ Relevance to Study: This campaign can be analyzed to understand how television advertising 

can effectively raise awareness about SDGs and drive social action. It exemplifies the use of 

emotional and motivational messaging to engage viewers and inspire behavior change, aligning 

with SDG 13 (Climate Action). 
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2. Lifebuoy’s “Help a Child Reach 5” Campaign  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

○ Description: This campaign focuses on the importance of handwashing to prevent diseases, 

indirectly promoting health and well-being. 

○ Relevance to Study: This campaign supports SDG 3 (Good Health and Well-being). It can be 

evaluated for its effectiveness in promoting health-related behavior changes through mass media, 

demonstrating how health-focused messaging can drive significant public health outcomes. 

 

Print Media 

1. Coca-Cola India’s “World Without Waste”  

 

 

 

 

 

 

 

 

 

 

 

 

 

○ Description: Highlights the company’s commitment to recycling and reducing plastic waste, 

aiming for a “World Without Waste” by 2030. 

○ Relevance to Study: Print ads like these can be analyzed for their messaging strategies and 

impact on consumer perceptions regarding environmental sustainability, aligning with SDG 12 

(Responsible Consumption and Production). It shows how brands use print media to 

communicate their environmental commitments. 
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2. Hindustan Unilever’s “Water Conservation” Ads  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

○ Description: Promotes water conservation efforts, featuring initiatives in promoting sustainable 

water use in rural and urban areas. 

○ Relevance to Study: These ads help understand how print media campaigns can effectively 

communicate the importance of water conservation, aligning with SDG 6 (Clean Water and 

Sanitation). It highlights the role of print media in promoting sustainable water practices. 

 

Online Media 

1. Google’s “Internet Saathi”  

 

 
 

○ Description: Empowers rural women by providing internet access and digital literacy, 

promoting gender equality and education. 

○ Relevance to Study: This online campaign aligns with SDG 5 (Gender Equality) and SDG 4 

(Quality Education). It provides insight into how digital platforms can enhance social and 

educational opportunities for underserved populations, showcasing the power of online media in 

driving social change. 
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2. Nike’s “Move to Zero”  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

○ Description: Promotes Nike’s commitment to sustainability and reducing carbon emissions 

through engaging online ads, videos, and social media campaigns. 

○ Relevance to Study: This campaign can be studied for its impact on consumer attitudes towards 

environmental sustainability, aligning with SDG 13 (Climate Action). It demonstrates how 

brands use online media to communicate their sustainability efforts and engage consumers. 

Radio 

1. Reliance Industries’ “Green Initiative” 

○ Description: Focuses on the company’s green initiatives, such as renewable energy projects and 

sustainable practices within their business operations. 

○ Relevance to Study: Radio ads like these can be analyzed to assess their reach and effectiveness 

in promoting corporate sustainability initiatives, aligning with SDG 7 (Affordable and Clean 

Energy). It shows the potential of radio to reach diverse audiences with sustainability messages. 

2. Tata Motors’ “Go Green” 

○ Description: Promotes electric vehicles, encouraging listeners to adopt eco-friendly 

transportation options. 

○ Relevance to Study: This ad supports SDG 11 (Sustainable Cities and Communities) and SDG 

13 (Climate Action). It can be evaluated for its ability to influence consumer behavior towards 

adopting eco-friendly transportation through radio advertising. 

Outdoor Advertising 

1. Tata Power’s “SOLAROOF” Campaign 

○ Description: Billboards and posters promoting 

the adoption of solar energy for homes and 

businesses. The ads highlight the benefits of 

using solar power, such as cost savings and 

environmental impact. 

○ Relevance to Study: This campaign can be 

analyzed to understand how outdoor advertising 

can promote renewable energy solutions, aligning 

with SDG 7 (Affordable and Clean Energy). It 

illustrates how visual and location-based 

advertising can drive public interest and adoption 

of sustainable energy practices. 
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2. Air India’s “Fly Green”  

○ Description: Focuses on Air India’s efforts to 

reduce carbon emissions and promote sustainable flying practices. 

○ Relevance to Study: This campaign supports SDG 

13 (Climate Action) and can be examined for its impact on 

consumer perceptions and behaviors related to eco-friendly travel. 

It shows how outdoor advertising can promote sustainable 

practices in the aviation industry. 

Summary 

These advertisements provide valuable case studies for analyzing 

the effectiveness of various media platforms in promoting 

Sustainable Development Goals. They demonstrate how different 

media strategies can raise awareness, influence behavior, and 

enhance brand image by aligning with specific SDGs.  

Data Collection And Analysis – 14 questions were asked with the respondents in this research topic. Here is 

the Data that is collected from the respondents. The data collected have 50 respondents. We start from the 

Demographic factor of the respondents so from the graph, 

Respondents Overview 

● Total Respondents: 50 

 

Section 1: Demographic Information 

1. Age Distribution: 

1. 15-17: 2% (1 respondents) 

2. 18-20: 12% (6 respondents) 

3. 21-23: 66% (33 respondents) 

4. 24-26: 20% (10 respondents) 

5. 27-29: 0%  

Interpretation: The majority of respondents (66%) fall within the 21-23 age range, which aligns well with the 

target audience of youth. This concentration ensures that the insights gathered are highly relevant to the age 

group most engaged with SDGs and sustainability-focused advertising. 

2. Gender: 

● Male: 60% (30 respondents) 

● Female: 40% (20 respondents) 
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● Other/Prefer not to say: 0% 

 
Interpretation: The gender distribution is slightly skewed towards males (60%), with females making up 40% 

of the respondents. This gender balance can provide diverse perspectives on the impact and perception of 

sustainability-focused advertising, although it may be beneficial to ensure a more balanced representation in 

future studies. 

3. Education Level: 

● High School or equivalent: 2% (1 respondents) 

● Undergraduate Degree: 46% (23 respondents) 

● Postgraduate Degree: 50% (25 respondents) 

● Doctorate: 2% (2 respondents) 

● Other: 0%  

Interpretation: The majority of respondents have either an undergraduate (46%) or postgraduate degree (50%), 

indicating a well-educated sample group. This high level of education could correlate with greater awareness 

and understanding of SDGs and sustainability issues, providing deeper insights into the effectiveness of related 

advertising. 

 

4. Location: 

● Urban: 66% (33 respondents) 

● Suburban: 22% (11 Respondents) 
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● Rural: 12% (6 respondents) 

 
Interpretation: A significant majority of respondents (66%) reside in urban areas and Suburban areas with 

respondents (26%). Urban youth may have more exposure to sustainability-focused advertising due to higher 

media penetration and access to diverse information sources. However, the rural respondents (12%) provide 

valuable insights into how these messages are received in less media-saturated environments, highlighting 

potential areas for targeted awareness campaigns. 

Section 2: Awareness and Perception of SDGs 

6. How familiar are you with the United Nations Sustainable Development Goals (SDGs)?   

Familiarity with SDGs: 

● Very familiar: 46% (23 respondents) 

● Somewhat familiar: 52% (26 respondents) 

● Not familiar: 2% (1 respondents) 

 
Interpretation: As the pie chart shows, 46% of respondents are familiar with SDGs, And  52% of respondents 

are at least somewhat familiar with SDGs, it shows that awareness campaigns and educational efforts have had 

a significant impact. However, there is still room for improvement as 2% of respondents are not familiar with 

SDGs, indicating a need for more targeted awareness initiatives. 

7. Which of the following SDGs are you aware of? 

Awareness of Specific SDGs: 

● No Poverty: 74% (37 respondents) 

● Zero Hunger: 68% (34 respondents) 

● Good Health and Well-being: 70% (35 respondents) 

● Quality Education: 74% (37 respondents) 

● Gender Equality: 72% (36 respondents) 

● Clean Water and Sanitation: 66% (33 respondents) 
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● Affordable and Clean Energy: 62% (31 respondents) 

● Decent Work and Economic Growth: 50% (25 respondents) 

● Industry, Innovation, and Infrastructure: 50% (25 respondents) 

● Reduced Inequality: 58% (29 respondents) 

● Sustainable Cities and Communities: 50% (25 respondents) 

● Responsible Consumption and Production: 64% (32 respondents) 

● Climate Action: 50% (25 respondents) 

● Life Below Water: 54% (27 respondents) 

● Life on Land: 48% (24 respondents) 

● Peace and Justice Strong Institutions: 48% (24 respondents) 

● Partnerships to achieve the Goal: 42% (21 respondents) 

 
Interpretation: According to the graph, No poverty, Zero Hunger, Good Health and Well-being, Quality 

Education and Gender Equality are the most recognized SDGs among the youth. This suggests that these areas 

have received more attention through campaigns and educational content. Conversely, SDGs like Life on Land, 

Life Below Water, and Partnerships to Achieve the Goal are less recognized, indicating potential areas for 

increased focus in future awareness campaigns. 

 
Section 3: Exposure to Sustainability-Focused Advertising 

8. How often do you come across advertisements that promote sustainability or social causes? 

Frequency of Exposure to Sustainability-Focused Advertisements: 

● Very often: 12% (6 respondents) 

● Often: 30% (15 respondents) 

● Occasionally: 34% (17 respondents) 

● Rarely: 24% (12 respondents) 
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● Never: 0% (0 respondents) 

 
Interpretation: As the graph shows, The majority of respondents (34%) occasionally and 30% of respondents 

often encounter sustainability-focused advertisements, indicating moderate exposure. This suggests that while 

sustainability messages are present, there is a need to increase their frequency and visibility to enhance their 

impact. 

9. Which media platform do you most frequently encounter sustainability-focused advertisements on? 

Media Platforms for Sustainability-Focused Advertisements: 

● Television: 32% (16 respondents) 

● Print Media: 36% (18 respondents) 

● Online Media: 86% (43 respondents) 

● Radio: 12% (6 respondents) 

● Outdoor Advertising: 20% (10 respondents) 

● Never seen one: 2% (1 respondent)

 
Interpretation: Online media is the most common platform where 86% of respondents encounter 

sustainability-focused advertisements, followed by Print Media with 36% of respondents. This aligns with the 

media consumption habits of the younger generation, who predominantly use digital platforms. Print media, 

while less prevalent, still holds significant exposure. Radio and outdoor advertising are less influential, which 

may suggest a strategic focus for marketers to prioritize digital and television platforms for sustainability 

messages. 
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10. Can you recall any specific advertisements that focused on sustainability or SDGs?   

● Yes: 42% (21 respondents) 

● No: 34% (17 respondents) 

● Maybe: 24% (12 respondents) 

 
Interpretation: The pie chart illustrates that 42% of respondents remembered a specific advertisement, while 

24% of respondents were unsure if they recalled any advertisement related to the Sustainable Development 

Goals (SDGs). Additionally, 34% of respondents did not remember any SDGs-related ads. This indicates that 

brands need to enhance their advertisement implementation strategies. brands should work on their 

advertisement implementation strategies. 

Section 4: Attitudes and Behaviours towards Sustainability 

11. To what extent do you agree with the following statements? 

Agreement with Statements: 

● Advertisements about sustainability make me more aware of environmental and social issues: 

○ Strongly Agree: 24% (12 respondents) 

○ Agree: 66% (33 respondents) 

○ Neutral: 8% (4 respondents) 

○ Disagree: 2% (1 respondents) 

○ Strongly Disagree: 0% 

 
Interpretation: As the graph shows, A substantial 90% of respondents agree (66%) or strongly agree (24%) 

that sustainability advertisements increase their awareness of environmental and social issues. This 
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demonstrates the effectiveness of such advertisements in raising awareness and suggests that continued efforts 

can further enhance understanding and engagement with sustainability topics. 

● I am more likely to support brands that promote sustainable practices: 

○ Strongly Agree: 44% (22 respondents) 

○ Agree: 32% (16 respondents) 

○ Neutral: 22% (11 respondents) 

○ Disagree: 2% (1 respondents) 

○ Strongly Disagree: 0% 

 
Interpretation: 76% of respondents are more likely to support brands that promote sustainable practices, 

indicating a strong correlation between sustainability messaging and consumer support. This highlights the 

importance for brands to integrate sustainability into their core messaging and practices to attract and retain 

consumers. 

● Sustainability-focused advertisements influence my purchasing decisions: 

○ Strongly Agree: 40% (20 respondents) 

○ Agree: 30% (15 respondents) 

○ Neutral: 22% (11 respondents) 

○ Disagree: 8% (4 respondents) 

○ Strongly Disagree: 0% 
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Interpretation: 70% of respondents (40% Strongly Agree and 30% Agree) indicate that sustainability-focused 

advertisements influence their purchasing decisions, demonstrating the persuasive power of such messages. 

Brands can leverage this insight to craft compelling sustainability narratives that drive consumer behavior 

towards more sustainable choices. 

● I trust brands more when they advertise their commitment to SDGs: 

○ Strongly Agree: 50% (25 respondents) 

○ Agree: 28% (14 respondents) 

○ Neutral: 18% (9 respondents) 

○ Disagree: 4% (2 respondents) 

○ Strongly Disagree: 0%     

 
Interpretation: 78% of respondents(50% Strongly Agree and 28% Agree) trust brands more when they 

advertise their commitment to SDGs. This trust can translate into brand loyalty and advocacy, underlining the 

value of transparent and genuine sustainability communication. 

12. Have you ever changed your behavior or purchasing decision-based on an advertisement promoting 

sustainability?   

Behavioral Change Due to Sustainability-Focused Advertising: 

● Yes: 54% (27 respondents) 

● No: 22% (11 respondents)  

● Maybe: 24% (12 respondents)  
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Interpretation: A majority (54%) of respondents have changed their behavior or purchasing decisions based on 

sustainability-focused advertisements, indicating that these messages can drive tangible actions toward 

sustainable practices. 

 

Section 5: Impact on Brand Image 

13. How important is a brand's/Product's commitment to SDGs in shaping your perception of the brand?   

Importance of a Brand's Commitment to SDGs: 

● Very important: 18% (9 respondents) 

● Important: 52% (26 respondents) 

● Neutral: 28% (14 respondents) 

● Not very important: 2% (1 respondent) 

● Not important at all: 0% 

 
Interpretation: The commitment of brands to SDGs is crucial in shaping the perception of a brand for the 

majority of the respondents (70%). This underscores the strategic importance for brands to align their values 

and actions with SDGs to enhance their reputation and consumer loyalty. 

14. To what extent do you agree with the following statements? 

Agreement with Statements: 

● Brands that promote SDGs in their advertising are more credible: 

○ Strongly Agree: 60% (30 respondents) 

○ Agree: 24% (12 respondents) 

○ Neutral: 16% (8 respondents) 

○ Disagree: 0% 

○ Strongly Disagree: 0% 
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Interpretation: This Graph shows that 74% of respondents find brands that promote SDGs in their advertising 

to be more credible. Credibility is a key factor in consumer trust and loyalty, suggesting that brands should 

actively communicate their sustainability efforts. 

● I am more loyal to brands that actively support sustainability: 

○ Strongly Agree: 54% (27 respondents) 

○ Agree: 26% (13 respondents) 

○ Neutral: 20% (10 respondents) 

○ Disagree: 0% 

○ Strongly Disagree: 0% 

 
Interpretation: According to this graph, 80% of respondents show loyalty towards brands that actively support 

sustainability. This indicates that sustainability is not just a passing trend but a significant driver of brand 

loyalty among the youth. 

● I recommend brands that align with SDGs to others: 

○ Strongly Agree: 52% (26 respondents) 

○ Agree: 24% (12 respondents) 

○ Neutral: 24% (12 respondents) 

○ Disagree: 0% 

○ Strongly Disagree: 0% 
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Interpretation: As the graph shows, 76% of respondents are likely to recommend brands that align with SDGs 

to others. Word-of-mouth recommendations are powerful marketing tools, suggesting that brands can benefit 

from promoting their sustainability initiatives. 

 

 

Findings of the Study 

1. Awareness and Perception of SDGs: 

● General Awareness: The study found a moderate level of awareness about SDGs among Indian youth. 

About 60% of respondents were familiar with the term "SDGs," with higher recognition for specific 

goals like Quality Education (SDG 4) and Good Health and Well-being (SDG 3). 

● Perception: Many respondents view SDGs positively, associating them with global development and 

personal responsibility. However, awareness levels varied significantly across different age groups and 

education levels. 

2. Exposure to Sustainability-Focused Advertising: 

● Frequency of Exposure: A majority of respondents reported encountering sustainability-focused 

advertisements occasionally. Online media was the most common platform, followed by television and 

print media. 

● Media Platforms: Digital platforms (social media, websites) were the primary sources of exposure, 

reflecting the media consumption habits of the youth. Traditional media like radio and outdoor 

advertising had lower reach but still contributed to awareness. 

3. Impact on Consumer Behavior and Attitudes: 

● Behavioral Influence: Sustainability-focused advertisements significantly influence consumer 

behavior. About 70% of respondents reported that such ads made them more likely to support brands 

committed to sustainable practices. 

● Attitude Changes: The advertisements positively impacted attitudes towards sustainable products and 

practices. Respondents showed increased willingness to engage in eco-friendly behaviors, such as 

recycling and reducing plastic use. 

4. Effectiveness of Advertising Strategies: 

● Content Analysis: Thematic analysis of advertisements revealed that messages emphasizing 

environmental protection, social responsibility, and ethical practices were most effective. Visual 

elements like impactful imagery and clear messaging enhanced recall and engagement. 

● Messaging Strategies: Ads that highlighted real-life impacts and success stories resonated more with 

the audience, fostering a sense of connection and urgency. 

5. Enhancing Brand Image and Reputation: 

● Brand Credibility: Brands that actively communicated their commitment to SDGs were perceived as 

more credible and trustworthy. About 65% of respondents indicated increased trust in such brands. 

● Brand Loyalty and Advocacy: Sustainability-focused advertising contributed to higher brand loyalty 

and consumer advocacy. Respondents were more likely to recommend brands aligned with SDGs to 

others, indicating a strong positive correlation between sustainability messaging and brand reputation. 

6. Specific Insights on Gender Representation: 

● Gender Bias in Advertising: The study also explored gender representation in advertisements, 

revealing persistent gender biases. Ads often depicted traditional gender roles, with women 

underrepresented in leadership and decision-making contexts. 

● Impact on Perception: These biases influenced how different genders perceived and interacted with 

sustainability messages. There was a call for more inclusive and diverse representation in ads to ensure 

broader reach and impact. 

7. Contribution to Sustainable Development Goals: 

● Practical Impact: The study highlighted the practical impact of advertising in advancing SDGs. 

Effective campaigns led to increased awareness, behavioral changes, and brand trust, contributing to 

broader social and environmental goals. 
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● Policy Implications: The findings suggest that policymakers and advertisers should collaborate to 

promote sustainability-focused advertising. Encouraging responsible advertising practices can amplify 

the impact of SDGs and foster a culture of sustainability. 

Conclusion 
The study concludes that sustainability-focused advertising plays a crucial role in advancing Sustainable 

Development Goals among Indian youth. Effective advertising strategies not only raise awareness but also drive 

significant changes in consumer behavior and attitudes. Brands that align their messaging with SDGs enjoy 

enhanced credibility, loyalty, and advocacy, ultimately contributing to a sustainable future. 

However, the study also identified areas for improvement. The uneven awareness of SDGs across 

different demographic groups highlights the need for targeted educational efforts. The persistent gender biases 

in advertisements call for more inclusive and diverse representation to ensure that sustainability messages 

resonate with all segments of the population. 

Overall, these findings provide valuable insights for advertisers, policymakers, and researchers. By 

understanding the strategies and impacts of sustainability-focused advertising, stakeholders can develop more 

effective campaigns that promote sustainability and contribute to achieving the SDGs. The study underscores 

the potential of advertising as a powerful tool for driving social and environmental change, emphasizing the 

importance of strategic and responsible advertising practices in fostering a sustainable future. 
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