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1. Introduction 
Social media has emerged as a central influence on contemporary consumer behavior, shaping perceptions, attitudes, and decision-making processes (Rasheed and Balakrishnan, 2023). Among the youngest cohorts, Generation Z—born between the mid-1990s and early 2010s—engages intensively with digital platforms, making these channels critical for understanding contemporary consumption patterns (Kara & Min, 2024). Two platforms, in particular, Facebook and Instagram, have become prominent in influencing lifestyle choices. Given that Generation Z usage rates for Instagram (67 %) and Facebook (42 %) markedly surpass Twitter’s 32 % in 2025, the study focuses on both Meta-owned platforms to capture the more dominant channels of engagement within this cohort (Sprout Social, 2025). As of 2025, Facebook has over 3 billion active users, while Instagram surpasses 2 billion, with the majority of users aged 16–30 (Statista, 2025). These platforms serve not only as communication and entertainment tools but also as arenas where sustainability-related values and behaviors are cultivated.
Research suggests that Facebook fosters engagement through community groups, pages, and targeted campaigns, allowing users to access information on sustainable practices, ethical consumption, and environmental initiatives (Halibas et al., 2025). Instagram, in contrast, emphasizes visual storytelling, where influencers and brands disseminate eco-conscious narratives through posts, reels, and stories. Studies show that such influencer-driven content can significantly affect Generation Z’s attitudes toward sustainable consumption, particularly in areas such as ethical fashion, minimalism, and zero-waste living (Abate et al., 2025; Marshall, 2024). Despite these opportunities, scholars highlight a tension: while social media promotes sustainability awareness, it simultaneously drives materialistic tendencies through rapid exposure to aspirational content (Heiberg et al., 2024; El-Shihy, 2025).
Promoting sustainable consumption involves influencing consumers to make purchasing and lifestyle choices that minimize environmental impact, support ethical production, and contribute to long-term ecological well-being (Ktisti et al., 2022). Social media platforms, through targeted content, influencer messaging, and interactive engagement, can serve as powerful tools to raise awareness and encourage actionable, eco-friendly behaviors among young audiences (Dhir et al., 2023; Kim, 2025). Although prior research confirms that social media can influence sustainable attitudes, most studies examine general platforms or focus on a single medium, without comparing Facebook and Instagram directly. Furthermore, limited research investigates the mechanisms through which engagement—such as likes, shares, influencer interactions, and advertisements—translates into tangible, sustainable behaviors among Generation Z (Dhir et al., 2023; Ktisti et al., 2022). Addressing these gaps is crucial for both academic understanding and practical applications, particularly as businesses and policymakers seek effective strategies to foster environmentally responsible consumption among digitally native youth.
Building on these insights, this study aims to explore the role of Facebook and Instagram in promoting sustainable consumption among Generation Z, focusing on the influence of platform design, content framing, and influencer authenticity. The research objectives are to examine the impact of sustainability-related content on Gen Z’s awareness and purchasing intentions, to identify which types of social media engagement—such as likes, shares, influencer posts, and advertisements—most effectively encourage eco-friendly behavior, and to compare the relative effectiveness of Facebook’s community-oriented communication with Instagram’s visual storytelling. In line with these objectives, the study addresses the following research questions: 
 RQ1: To what extent does exposure to sustainability-related content on Facebook and Instagram influence Generation Z’s attitudes toward sustainable consumption?
RQ2: How does sustainability awareness developed through Facebook and Instagram impact Generation Z’s intention to purchase eco-friendly products?
RQ3: Which platform—Facebook or Instagram—is more effective in shaping positive sustainable consumption attitudes among Generation Z.
2. Literature review
Suryaputra et al. (2024) found that social media engagement significantly influences Generation Z’s adoption of sustainable green lifestyles in Indonesia by demonstrating that influencer-led value co-creation plays a key role in promoting environmentally friendly purchasing and behavioral intentions. Their regression analysis of 263 respondents revealed strong positive associations between social media use, value co-creation activities, and awareness of sustainable consumption practices, with influencers acting as important mediators in this process. This study is highly relevant to the current research on Facebook and Instagram’s role in promoting sustainable consumption among Gen Z, as it highlights how influencer content and user-driven value creation mechanisms can shape sustainability attitudes and behaviors. However, the study focuses primarily on Indonesia and does not compare different social media platforms or examine specific engagement types (such as likes, shares, or advertisements), leaving a gap for the present study to investigate platform-specific differences and engagement mechanisms across Facebook and Instagram.
Tan & Trang (2023) found that social media usage among Generation Z significantly affects purchasing behavior for sustainable products. Exposure to sustainability-related posts, influencer content, and peer interactions via platforms such as Facebook and Instagram increases Gen Z’s willingness to buy eco-friendly products. The study highlights the role of digital platforms as marketing channels for sustainable goods, yet it remains limited by focusing on a single national context and not differentiating between platform types or engagement mechanisms. This gap is relevant to the present research on Facebook and Instagram, as it underscores the need for comparative analysis across platforms and deeper exploration of specific engagement types.
Elgammal et al. (2024) conducted a qualitative study in Saudi Arabia that integrates the Theory of Planned Behavior (TPB) and the Social Identity Approach (SIA) to analyze Generation Z’s sustainable purchasing behaviors. Their findings reveal that attitudes, social norms, perceived behavioral control, and identity‐based motivations significantly shape sustainability-oriented buying among young consumers, emphasizing that sustainable consumption is not solely an individual decision but also embedded in group affiliations and environmental awareness. However, the study does not examine the specific role of social media platforms or engagement metrics (such as likes, shares, influencer posts), leaving a gap that the present study focused on Facebook and Instagram, and particular engagement mechanisms intend to address.
El‑Shihy and Awaad (2025) investigated how brand-generated content (BGC) and user-generated content (UGC) on platforms such as Instagram influence purchase intentions for sustainable fashion among Generation Z, using the Elaboration Likelihood Model (ELM) and the Theory of Planned Behavior (TPB). Their analysis of 643 Gen Z consumers revealed that both BGC and UGC positively affect sustainable purchase intentions, with BGC having a stronger direct effect and social media engagement partially mediating the relationships. This study is relevant to the present investigation because it highlights the role of content type and engagement in driving eco-friendly behavior. However, its focus on sustainable fashion and lack of platform comparison (Facebook vs. Instagram) or engagement type differentiation identifies a gap that this research will address.
Tass and Malik (2025) examined how social media engagement, environmental awareness, influencer advocacy, and platform features contribute to Generation Z’s sustainable consumption behavior, drawing on the Theory of Planned Behavior and related behavioral frameworks. Their quantitative study of 298 Gen Z respondents revealed that social media engagement and environmental awareness have significant positive impacts on green purchase intentions, which in turn strongly predict green consumption behavior. The study importantly identifies that credible green advertising and influencer advocacy further amplify these effects. Its thematic focus on engagement mechanisms and behavioral outcomes aligns closely with the present research on Facebook and Instagram’s role in promoting sustainable consumption among Gen Z. However, while the study provides robust insight into the driver‑outcome relationship, it is limited by treating social media platforms generically rather than comparing Facebook and Instagram individually or distinguishing between specific engagement types such as likes, shares, and targeted ads—this gap frames an opportunity for the current investigation to refine understanding of platform-specific pathways. 
Patel et al. (2024) explored the impact of social media influencers on Generation Z’s sustainable purchasing decisions, applying Social Influence Theory and the Theory of Planned Behavior. Their survey of 412 Gen Z participants showed that influencers’ credibility, perceived authenticity, and content relevance significantly affect eco-friendly purchase intentions, with engagement metrics such as likes, comments, and shares mediating this effect. However, the study does not differentiate between platforms like Facebook and Instagram or compare engagement types, which supports the present study’s focus on platform-specific influence and detailed engagement analysis to understand how social media drives sustainable consumption among Gen Z.
3.   Conceptual Foundation & Key Definitions
3.1.  Sustainable Consumption
Sustainable consumption refers to the use of products and services that meet present needs while minimising environmental destruction and preserving the ability of future generations to meet their needs (Kara & Min, 2024). It involves choosing goods that reduce pollution, support ethical production, conserve resources, and encourage long-term ecological balance. In this research, sustainable consumption represents the behavioural outcome influenced by social media exposure and awareness.
3.2. Generation Z
Generation Z is defined as individuals born between 1997 and 2012, known as digital natives with high dependence on technology and visual media for information, lifestyle influence, and social interaction (Patel et al., 2024). Their heavy social media usage makes them an ideal group for studying sustainable consumption behaviour online.
3.3. Social Media Engagement
Social media engagement refers to measurable user interactions with online content, including likes, comments, shares, reactions, story views, and ad exposure (Tass & Malik, 2025). Higher engagement indicates stronger involvement with content, which may lead to increased awareness and behaviour change. In this study, engagement acts as an influencing factor that converts sustainability interest into action.
3.4. Sustainability Awareness
Sustainability awareness is the degree to which an individual understands environmental problems, eco-friendly product benefits, and the impact of consumption behaviour on nature (Ktisti et al., 2022). Awareness is considered a mediating factor that connects social media exposure to green purchase intention.
3.5. Influencer Authenticity
Influencer authenticity refers to the perceived honesty, transparency, and credibility of content creators who promote sustainable products and lifestyles (Patel et al., 2025). When influencers appear trustworthy and consistent, Gen Z is more likely to believe sustainability messages and adopt eco-friendly behaviour.
3.6. Green Purchase Intention
Green purchase intention is the willingness to buy environmentally friendly products due to positive attitudes, awareness, and ethical values (El-Shihy & Awaad, 2025). It represents the final behavioural outcome this research aims to measure, influenced by both Facebook and Instagram usage.
4. Methodology 

4.1. Research Approach
 This study adopts a quantitative research approach to examine the role of Facebook and Instagram in promoting sustainable consumption among Generation Z. A quantitative design is appropriate because the research focuses on measurable patterns, such as social media exposure, levels of sustainability awareness, and purchasing intentions. This approach enables the collection of numerical data, statistical analysis, and the identification of relationships between key variables. 
4.2. Research Design
 This study employs an explanatory research design, using a quantitative approach to investigate the relationships between social media exposure, sustainability awareness, and eco-friendly purchasing behavior among Generation Z. Quantitative data will be collected through a structured survey and analyzed statistically to identify patterns, correlations, and predictive relationships. This design is suitable because it provides objective, measurable evidence that can clearly explain how Facebook and Instagram influence sustainable consumption attitudes and intentions.
4.3. Data Collection Methods
The study will employ two primary methods of data collection: an online survey.
4.3.1. Quantitative Phase
The quantitative phase will use a self-administered online questionnaire distributed through Instagram and Facebook. The survey will target individuals aged 18–28 years, representing Generation Z, who are active social media users and have exposure to sustainability-related content. A sample of approximately 200 participants will be sought to ensure statistical validity. The questionnaire will include 20–25 questions, divided into four main sections: (1) demographic information, (2) Instagram and Facebook usage patterns, (3) perceived authenticity and trust in influencers, and (4) sustainable consumption attitudes and self-reported behaviors. The survey is designed to take approximately 50 minutes to complete, and responses will be measured on a five-point Likert scale ranging from “strongly disagree” to “strongly agree.”
4.4. Data Analysis
The collected data will be analyzed using IBM SPSS Statistics (Version 20) and Microsoft Excel 365. ANOVA will be conducted to identify differences in sustainable consumption intentions across demographic groups and levels of engagement on Facebook and Instagram, including the effects of sustainability content and influencer authenticity. 
4.5. Sampling and Population
The study will focus primarily on university students and young professionals in urban regions to ensure digital literacy and familiarity with social media culture. 


4.6. Ethical Considerations
 All ethical standards will be strictly adhered to throughout the study. Participation will be completely voluntary, and informed consent will be obtained from all respondents before any data collection takes place. Participant confidentiality will be ensured, and all data will be securely stored and used solely for research purposes. Ethical approval will be obtained from the institution’s Research Ethics Committee prior to beginning the study. A separate ethics application form is attached to provide full details of the ethical procedures and safeguards included in this research.
5. Expected findings
· Facebook and Instagram are expected to significantly influence Generation Z’s sustainable consumption attitudes and intentions. Exposure to sustainability-related content on Facebook and Instagram is likely to enhance environmental awareness and encourage eco-friendly purchasing behaviors.
· Influencer authenticity and trustworthiness are anticipated to be key factors, with Generation Z responding more positively to influencers who demonstrate genuine and consistent sustainability practices. Peer interactions and community engagement are expected to strengthen the impact of these messages.
· Potential barriers may include skepticism toward greenwashing and a gap between positive attitudes and actual consumer behavior. These findings will provide actionable insights for designing effective social media strategies that promote meaningful, long-term, sustainable consumption among Generation Z. 
6. Limitations 
· Time Constraints: The study is limited to the period from October 2025 to February 2026, which may restrict the number of participants and the depth of analysis.
· Sample Size: A limited number of responses may affect the generalizability of findings. Care will be taken to ensure sufficient participants for meaningful statistical analysis.
· Potential Biases: Self-reported responses may introduce social desirability or recall bias. Structured questions and confidentiality assurances will be applied to minimize this risk.
7. Timeframe 
The proposed research will be conducted over four months, from 6th October 2025 to 3rd February 2026. The project is divided into several key stages to ensure systematic progress and timely completion.
Phase 1: Finalize the topic (5th- 15 November), review initial readings, and refine research questions and objectives, allowing extra time for adjustments.
Phase 2: Literature Review Development (16th November – 29th November 2025)
Conduct an in-depth review of key theories, models, and empirical studies, with buffer time to address new insights or gaps.
Phase 3: Data Collection (1st–20th December 2025), Distribute online surveys and conduct semi-structured interviews, with allowance for participant response delays.
Phase 4: Data Analysis (21st December 2025 – 10th January 2026)
Analyze quantitative and qualitative data using SPSS, reserving time for data cleaning and follow-ups.
Phase 5: Writing and Final Submission (11th January – 1st February 2026)
Compile findings, discuss implications, proofread, and prepare the dissertation, leaving room for revisions and feedback.
8. Conclusion 
This dissertation proposal investigates how Facebook and Instagram influence sustainable consumption among Generation Z, focusing on social media engagement, influencer credibility, and message framing. Using a mixed-methods approach that combines online surveys and semi-structured interviews, the study will explore both behavioral patterns and underlying motivations. By addressing gaps in existing literature, it aims to enhance understanding of the link between social media and sustainability awareness. The findings are expected to inform responsible digital marketing strategies, promote ethical consumer behavior, and support long-term sustainable consumption among Generation Z..
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