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Abstract : In the past, companies and buyers operated as if there was infinite availability of natural resources for usage, which
has resulted in the loss of our globe's natural ecosystem. People's consciousness of ecological concerns had increased, which
showed the way for the evolution of the green revolution with the objective of discontinuing the use of products that are
harmful to the ecosystem of the earth. This green revolution has made the consumers head toward those companies which are
providing eco-friendly products s/service s through less eco-harmful ways. Studies show that companies started gaining a
reputation in the market through their eco-friendly activities in their business. Hence companies should be alert to understand
the consumer's environmentally friendly consumption behavior to survive and be in the game of the competition. Green
marketing efforts guarantee beneficial exchanges without harmful consequences for current and /or upcoming generations.
This hits the green policies of those companies which are claiming environmental concern. This means that these companies
not only focus on the impact of their production and products on the ecosystem but also on every small activity in their value
chain. One of the most ignored parts of the value chain is the medium through which the marketing of products/services is
done. These companies should also take into account to what degree their selection of advertising media affects the ecosystem
of the earth. In this study, a hypothetical fashion apparel brand known as "Dolphin" will be studied. In particular, the following
objectives are framed: i) to study the brand attitude of the given fashion brand due to its selection of eco-friendly advertising
medium ii) to study the advertisement attitude of the given fashion brand due to its selection of eco-friendly advertising
medium and iii) to study the purchase intention of the given fashion brand due to its selection of eco-friendly advertising
medium. An online experiment will be conducted. Respondents between the ages of 20-and 64 years will be selected randomly
from the online consumer panel database. The findings of this study will have a great impact on the companies that are
claiming environmental concerns by understanding how the advertising media is affecting the company’s brand image in the
long run.
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