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Al-Powered Sustainable Marketing and Consumer Analytics

Dr. B.Indira Priyadharshini, Assistant Professor, UG Department of Commerce (CA),
Nallamuthu Gounder Mahalingam College, Pollachi.

Abstract

The convergence of artificial intelligence (Al), sustainability, and marketing analytics
marks a paradigm shift in how businesses engage with environmentally-conscious
consumers. As organizations face pressure to adopt sustainable practices, Al-driven
technologies have emerged as powerful tools to analyze consumer behavior, predict trends,
and implement data-informed strategies that align with sustainability goals. This paper
explores the role of Al in shaping sustainable marketing, delves into consumer analytics
powered by Al and assesses how businesses can leverage these innovations for ethical,
transparent, and impactful marketing. The research draws from interdisciplinary sources,
integrating insights from Al, environmental studies, behavioral science, and marketing
literature.

1. Introduction

Sustainable marketing - defined as the promotion of environmental and socially

responsible products, practices, and brand values-has gained prominence as global

consciousness about climate change and ethical consumerism grows. Simultaneously,

artificial intelligence (Al) has transformed the marketing landscape, empowering

businesses with tools for personalization, data-driven decision-making, and automation.

This research paper examines how Al intersects with sustainable marketing and consumer

analytics, emphasizing the shift toward ethical branding and green marketing strategies.

The study mvestigates how Al enables businesses to understand consumer sentiments,

preferences, and expectations around sustainability and how this insight can lead to more

responsible, efficient, and impactful marketing practices.

2. The Emergence of Al in Marketing

AT’s role in marketing has evolved significantly, encompassing various applications such

as: = Predictive analytics, = Customer segmentation, =  Sentiment analysis, .
Chatbots and virtual assistants, and * Recommendation engines

These applications rely on machine learning, natural language processing, and deep

learning models that process large datasets to derive actionable insights (Davenport, Guha,

Grewal, & Bressgott, 2020). In the context of sustamability, Al helps organizations detect

behavioral shifts towards eco-friendly products and align messaging with evolving

environmental values.

3. Understanding Sustainable Marketing

Sustainable marketing goes beyond profit maximization by integrating the three pillars of

sustainability-environmental, social, and economic-into marketing strategies. It involves

promoting:

. Eco-friendly products

. Ethical sourcing

. Circular economy principles
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