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Abstract : Consumers have developed a sense of responsibility in the past decade, reflecting on their purchasing behavior
after viewing an advertisement. Consumers tend to buy ideal products that enable them to be judged by their close network in
the opinion world. In such value considerations, any information that feeds consumers' desire for social status helps, which
becomes capital for educating consumers on the importance of purchasing green products for manufacturing companies.
Companies' effort in manufacturing green products to get high conversion demands a good deal of promotion with quality
information and engaging representation. Additionally, converting people from traditional to eco-friendly products requires
innovative  alternatives  to  replace  the  existing  product.  Considering  consumers'  understanding  of  products  and  their
purchasing behavior, it becomes essential for the brands to know the extent to which consumers' level of awareness of the
ecosystem is to make them more responsive to green products. Another is brand image plays a vital role in consumers'
perception regarding the credibility of the claim regarding the product. Brand image is a significant positive influence on the
younger generation,  and younger generations tend to engage more in pro-environmental  behavior,  including purchasing
sustainable products. For example, Adidas senses the necessity of satisfying consumers with something that brings more
profits and serves the planet. Several of their eco-friendly products are already in the market, and one is UltraBOOST DNA
parley, made from 3D-printed recycled ocean waste. As a big brand image, Adidas has leveraged an interest among the
younger generation by incorporating sustainability into its advertising. Therefore, influential brands' effort in the sustainable
revolution through engaging advertisement makes it  more prominent  by educating consumers about  the reason behind
launching the product. This study investigates younger consumers' attitudes toward sustainability, brand recognition, exposure
to green advertising, willingness to receive more green advertising, purchasing green products, and motivation. The study
conducts a market experiment by creating two video advertisements: a sustainable product video advertisement and a non-
sustainable product video advertisement. Both the videos have similar content design and the same length of 2 minutes, but
the messages are different based on the identical product type college bags. The first video advertisement promotes eco-
friendly college bags made from biodegradable raw materials, and the second promotes non-sustainable college bags made
from plastics. After viewing the videos, consumers make purchasing decisions and complete an online survey to collect their
attitudes toward sustainable products. The study finds the importance of a sense of responsibility to the consumers for climate
change issues. Also, it  empowers people to take a step, even small,  and increases environmental awareness. This study
provides companies with the knowledge to participate in sustainable product launches by collecting consumers' perceptions
and attitudes toward green products. Also, it shows how important it is to build a brand's image for the younger generation.
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