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CHAPTER 1 INTRODUCTION 

 

In an era where sustainability and technological innovation drive global agendas, incorporating Artificial Intelligence (AI) 

into marketing presents a unique opportunity to enhance both efficiency and ethical alignment. Sustainable AI refers to 

the creation and application of AI systems that are energy-efficient, socially responsible, and aligned with broader 

environmental and ethical objectives (Vinuesa et al., 2020). As marketing strategies increasingly rely on data-driven 

insights, integrating sustainable AI allows companies to reduce their carbon footprint while maintaining a competitive 

edge (Bender et al., 2021). This intersection of technology and ethics has significant potential to redefine marketing 

practices in an evolving digital landscape. 

 

Beyond mitigating environmental impacts, sustainable AI emphasizes transparency, fairness, and inclusiveness in 

marketing strategies. AI-powered solutions can detect biases in advertising, optimize resource allocation, and tailor 

campaigns to diverse audience needs (Floridi et al., 2018). By leveraging these approaches, marketers can foster trust and 

brand loyalty while adhering to ethical standards. As consumers become more aware of the social and environmental 

consequences of their purchasing decisions, sustainable AI enables companies to align marketing strategies with evolving 

expectations (Jobin, Ienca, & Vayena, 2019). 

 

The integration of emerging technologies such as blockchain further strengthens ethical and sustainable marketing efforts. 

(Tan and Salo 2023) explore the intersection of blockchain technology (BT) and ethical marketing within the sharing 

economy, identifying an unclear link between these concepts despite growing research on the topic. Through a systematic 

literature review and co-citation analysis of 163 articles, their study highlights how BT capabilities can shift ethical 

marketing logic to align with stakeholder capitalism principles. Blockchain enhances transparency, accountability, and 

trust, making it a valuable tool for ethical marketing. By supporting collaborative marketing and transforming value 

chains, BT contributes to the development of sustainable business models. These insights suggest that combining AI and 

blockchain can create a robust ethical marketing framework that fosters responsible business practices. 

 

Ethical considerations in digital marketing are not only relevant for large corporations but also for micro, small, and 

medium-sized enterprises (MSMEs). Using a qualitative approach, (Armen and Herjanto 2023) identify key themes and 

patterns through thematic analysis, highlighting how MSMEs are increasingly adopting ethical principles such as 

transparency and authenticity in their digital marketing strategies to build consumer trust and loyalty. However, they also 

face challenges such as limited resources and expertise. Their study underscores the role of storytelling as an effective tool 
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for communicating sustainability initiatives, enabling MSMEs to differentiate themselves and achieve long-term viability 

in the competitive digital landscape. This highlights the importance of sustainable AI and ethical digital strategies in 

fostering responsible business practices across companies of all sizes. 

 

The significance of ethical marketing in fostering consumer trust and brand loyalty is further emphasized by (Tanveer et al. 

2021), who investigated how ethical marketing practices influence consumer-brand relationships and loyalty. The study, 

which surveyed 1,500 participants in Islamabad, Pakistan, found that ethical marketing not only strengthens consumer 

engagement but also contributes to sustainable marketing practices that benefit both brands and consumers in the long 

term. These findings reinforce the argument that integrating sustainable AI into marketing strategies can create a more 

ethical and transparent marketplace, enhancing customer trust while driving long-term brand success. 

 

Despite the benefits of AI-driven marketing, concerns over sustainability remain. (Marken et al. 2023) examine the 

environmental, social, and economic implications of AI in personalized online advertising, highlighting challenges such as 

increased energy consumption and data privacy concerns. While AI improves targeting efficiency and enhances marketing 

effectiveness, the study stresses the need for regulatory frameworks and ethical considerations to mitigate negative 

impacts. Adopting a sustainable approach to AI in marketing ensures that technological advancements align with 

responsible business practices, reducing environmental harm while upholding consumer rights and ethical standards. 

 

Additionally, AI’s role in marketing is rapidly evolving with advancements in Natural Language Processing (NLP). 

(Vuong & Mai 2023) explore how AI and NLP are transforming consumer engagement and marketing strategies by enabling 

more effective data analysis, personalized experiences, and enhanced customer relationships. Their study reviews existing 

literature, real-world applications, and expert insights to highlight both the benefits and ethical considerations of AI and 

NLP in marketing. By analyzing historical marketing practices alongside the evolution of AI-driven tools, they provide a 

framework for businesses to navigate this shifting landscape responsibly. These insights demonstrate that AI-powered 

marketing is not only about efficiency but also about fostering ethical engagement through meaningful customer 

interactions. 

This study explores the potential of sustainable AI in improving marketing practices by increasing operational efficiency and 

embedding ethical considerations into decision-making. It examines the challenges and opportunities associated with 

implementing sustainable AI, considering technological, organizational, and societal impacts (Dwivedi et al., 2021). By 

analyzing the relationship between AI, sustainability, and ethical marketing, this research contributes to the growing 

discourse on responsible AI adoption in business. 

 

The increasing use of AI in marketing has transformed how businesses interact with consumers, but it has also raised 

serious concerns regarding ethical integrity and environmental sustainability. Conventional AI models often require 

significant computational power, leading to environmental degradation, while issues such as data privacy breaches, 

algorithmic biases, and lack of transparency have eroded consumer trust (Cath, 2018). There is an urgent need to explore 

sustainable AI as a solution that balances technological advancements with ethical and environmental considerations. By 

assessing its role in enhancing efficiency and promoting responsible practices, this study aims to provide practical insights 

for businesses adopting AI- driven marketing strategies aligned with societal values and long-term sustainability (Dignum, 

2019). 
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CHAPTER 2 REVIEW OF LITERATURE 

(Soomro, 2023) This study emphasizes the increasing significance of business sustainability in contemporary 

organizational practices, highlighting the necessity for companies to integrate environmental, social, and economic 

considerations into their operations. It underscores the role of research in equipping businesses with insights into 

consumer preferences and market trends related to sustainability, which are crucial for developing products and services 

that align with customer expectations and identifying new market opportunities. The review also points out that service 

and marketing innovations are pivotal in enhancing business sustainability, suggesting that organizations should focus on 

amplifying these innovative elements to achieve strategic results. Overall, literature establishes a foundation for 

understanding how innovation can drive sustainable practices in response to pressing global challenges. 

 

(Tan & Salo, 2021) This study provides a comprehensive overview of blockchain research, particularly focusing on its 

implications for ethical marketing within the blockchain-based sharing economy. It discusses the evolution of blockchain 

technology, highlights the unclear relationship between blockchain and ethical marketing practices, and presents a co-

citation analysis to identify research clusters in the field. The authors propose a new ethical marketing logic that aligns 

with stakeholder capitalism and suggests future research directions to enhance understanding of how blockchain can 

improve ethical marketing activities. 

 

(Marken et al., 2023) This study examines the environmental, social, and economic implications of using artificial 

intelligence (AI) in personalized online advertising. It highlights the sustainability challenges posed by AI technologies, 

such as increased energy consumption and data privacy concerns, while also exploring potential benefits like improved 

targeting and efficiency in marketing practices. The authors advocate for a more sustainable approach to AI in marketing, 

emphasizing the need for regulatory frameworks and ethical considerations to mitigate negative impacts and promote 

responsible use of technology in the advertising industry. 

(Balcıoğlu et al., 2024) This study investigates AI's role in advancing sustainability in American businesses, analyzing 

263 sustainability reports from 41 Nasdaq-listed firms between 2014 and 2022. It reveals how AI enhances operational 

efficiency, mitigates environmental impact by optimizing energy and waste management, and improves social 

responsibility through workplace safety and community initiatives. The research highlights AI's transformative potential in 

aligning business practices with sustainability goals across various industries 

 

(Abbas et al., 2019) This study examines how Corporate Social Responsibility (CSR) practices impact the sustainable 

performance of firms, focusing on the moderating role of social media marketing applications. Based on data from 548 

SMEs in the Multan Division of Pakistan, the research reveals that CSR significantly enhances sustainable performance, 

while social media marketing tools amplify this effect. The findings contribute to literature by integrating CSR and social 

media strategies to provide managerial insights for improving firm performance, emphasizing a need for broader 

generalizability and further research. 

 

(Tanveer et al., 2021) This study investigates the influence of ethical marketing practices on consumer brand relationships 

and brand loyalty, emphasizing the significance of ethical considerations in marketing strategies. The authors conducted a 

survey with 1500 participants in Islamabad, Pakistan, to analyze how consumers' perceptions of a brand's ethical practices 

affect their loyalty and engagement. The findings suggest that ethical marketing not only enhances brand loyalty but also 

contributes to sustainable marketing practices, ultimately benefiting both consumers and brands in the long term. 
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(Agu et al., 2024) This paper examines the connection between sustainable business practices and increased brand loyalty, 

emphasizing their implications for modern businesses. It highlights how sustainability—spanning environmental, social, 

and economic dimensions—shapes consumer perceptions and fosters trust and loyalty. Key findings stress the importance 

of transparency, authenticity, and ethical engagement in enhancing customer retention, building a positive brand image, 

and achieving a competitive edge. It also underscores the need for businesses to integrate sustainability into their core 

strategies to align with evolving consumer expectations and global sustainability goals. Challenges like consumer 

skepticism and greenwashing are discussed, alongside recommendations for authentic communication and stakeholder 

engagement to sustain trust and loyalty. 

 

(Armen & Herjanto, 2023) Using a qualitative approach, it identifies themes and patterns through thematic analysis to 

understand ethical considerations in digital marketing. Findings highlight that MSMEs are increasingly adopting ethical 

principles, such as transparency and authenticity, in their digital marketing strategies to build consumer trust and loyalty. 

However, challenges like limited resources and expertise persist. This study emphasizes the role of storytelling as an 

effective tool for conveying sustainability initiatives, helping MSMEs differentiate themselves and achieve long-term 

viability in the competitive digital landscape. 

 

(Enbaia et al., 2024) This study examines the interplay between environmental ethics and sustainable performance within 

Turkey’s manufacturing sector, focusing on the roles of green innovation and organizational green culture. Utilizing 

structural equation modeling on data from 

236 firms, the study reveals that environmental ethics positively influence sustainable performance, mediated by green 

process and product innovations. Furthermore, organizational green culture strengthens these relationships, amplifying the 

impact of environmental ethics on green innovation and sustainability. The findings underscore the importance of 

embedding environmental ethics and fostering a green culture to achieve long-term sustainability and competitive 

advantages in manufacturing. 

 

(Bag et al., 2022) This study examines the integration of virtue ethics and big data to enhance viable, sustainable, and 

digital supply chain (SC) performance. It highlights how advanced technologies, like big data analytics, can improve SC 

operations by fostering green and lean practices. However, it emphasizes that ethical behavior is crucial to mitigate risks, 

such as misinterpretation or misuse of data. Using frameworks like the Ethical Theory of Organizing and Stakeholder 

Theory, the study develops a theoretical model validated through structural equation modeling. The findings underline 

that virtue ethics positively impact trust, corporate reputation, and overall SC sustainability, stressing the significance of 

ethical standards in data-driven environments. 

(Odeyemi et al., 2024) This study provides a comprehensive overview of sustainable entrepreneurship as a vital force in 

modern business that combines economic growth with environmental responsibility. It examines the integration of green 

business practices into entrepreneurial strategies, highlighting models like circular economy, eco-innovation, and 

sustainable supply chain management. The paper assesses the positive environmental impacts of these practices, such as 

reduced carbon footprints and waste reduction, while also identifying challenges faced by sustainable entrepreneurs, 

including market acceptance and regulatory constraints. Additionally, it emphasizes the role of technology and innovation 

in enhancing sustainability efforts and argues for ongoing research to improve the effectiveness of green solutions in a 

rapidly changing business landscape. 

 

(Tan & Salo, 2023) This study examines the intersection of blockchain technology (BT) and ethical marketing within the 
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sharing economy, highlighting the unclear link between these concepts despite extensive research on the sharing economy 

in recent years. Through a systematic literature review of 163 articles and a co-citation analysis, the study identifies key 

elements of blockchain capabilities and attributes, proposing a shift in ethical marketing logic that aligns with the 

principles of stakeholder capitalism. The paper emphasizes the need for further research in this area, suggesting three 

approaches to stakeholder theory and how BT can enhance collaborative marketing and innovate value chains, ultimately 

leading to sustainable business models. 

 

(Anand et al., 2023) This study examines the underrepresented role of ethics in business-to- business (B2B) marketing. It 

identifies five key themes in ethics-related research: ethical leadership, ethical behavior, relational management ethics, 

responsible firm ethics, and ethical climate. The review highlights existing research gaps and suggests future research 

directions, emphasizing the need for a cohesive understanding of ethics in B2B contexts to enhance ethical practices and 

management of relationships among stakeholders. 

 

(Shahzad et al., 2023) This study investigates the role of marketing ethics in ensuring clients' satisfaction, focusing on the 

relationship between ethical marketing practices and clients' perception of organizations. With a sample size of 200 

participants, the study uses structured questionnaires to assess awareness of marketing ethics and satisfaction levels. The 

findings indicate that ethical marketing significantly influences consumer trust, brand reputation, and long- term 

relationships with clients, ultimately enhancing client satisfaction. The research highlights the importance of aligning 

marketing strategies with ethical standards to foster trust and loyalty, thereby contributing to organizational success in 

diverse industries. 

 

(Shahzad et al., 2020) This study examines the influence of the knowledge management process (KMP) on corporate 

sustainable performance (CSP) through the lens of green innovation (GI) and organizational agility (OA), particularly in 

the context of multinational manufacturing corporations in Pakistan. Utilizing a cross-sectional design and structural 

equation modeling, the study finds that KMP significantly enhances GI, which in turn positively impacts CSP across its 

environmental, economic, and social dimensions. Additionally, while organizational agility positively affects both GI and 

CSP, it does not moderate their relationship with KMP. The findings highlight the importance of integrating effective 

knowledge management strategies to foster innovation and sustainability in organizations. 

 

(Vuong & Mai, 2023) This study examines the intersection of Artificial Intelligence (AI) and Natural Language 

Processing (NLP) in modern marketing, emphasizing their transformative impact on consumer engagement and strategy 

optimization. It explores how these technologies enable marketers to analyze data, personalize experiences, and enhance 

customer relationships. The study reviews existing literature, real-world examples, and expert insights to elucidate the 

benefits and ethical considerations of AI and NLP in marketing. By examining historical marketing practices and the 

evolution of AI and NLP, the paper aims to provide stakeholders with knowledge on navigating the evolving marketing 

landscape responsibly and effectively. 

 

(Caldera et al., 2017) This paper explores the integration of lean thinking into sustainable business practices through a 

systematic literature review. It highlights the evolution of traditional lean practices into lean and green thinking, which 

aims to enhance environmental performance and efficiency within organizations. The authors analyze both conceptual and 

empirical research, addressing how lean methods impact sustainability efforts across various industrial contexts. They 

identify a 'lean and green matrix' that outlines opportunities for embedding these practices in key 
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areas such as waste, energy, emissions, water, and chemical management. The findings suggest that a systematic approach 

to lean and green practices can significantly improve organizational performance and contribute to sustainable 

development goals. 

 

(Khanam et al., 2023) This study explores the connection between responsible leadership (RL) and employee sustainable 

performance (ESP) in the Indian healthcare sector, proposing that ethical climate serves as a mediator in this relationship. 

Utilizing a survey of 415 employees, the findings indicate a significant positive relationship between RL and both 

dimensions of ESP—employee well-being (EWB) and employee performance (EP). The results suggest that an ethical 

climate partially mediates the impact of RL on ESP, highlighting the importance of responsible leadership in fostering a 

supportive work environment that enhances employee outcomes and contributes to organizational sustainability. The 

research underscores the need for leadership training programs to promote ethical behavior and improve overall 

performance within healthcare organizations. 

 

(Ahli et al., 2024) This study examines the impact of ethical sales behavior, perceived trust, customer loyalty, and green 

experience on customer satisfaction (CST) within public sector organizations in the UAE. Utilizing data collected from 

224 respondents, the study employs structural equation modeling to analyze the relationships among these variables. The 

findings indicate that while ethical sales behavior does not directly affect customer satisfaction, perceived trust, customer 

loyalty, and green experience significantly enhance CST. The study provides insights for policymakers to prioritize trust 

and loyalty and to integrate sustainable practices, ultimately aiming to improve service quality and customer relations in 

public organizations. 

 

(Eyo-Udo et al., 2024) This study examines the complexities of Ethical Supply Chain Management (ESCM), emphasizing 

the need to balance profit, social responsibility, and environmental stewardship. It identifies the challenges businesses 

face in integrating ethical practices while pursuing profitability, highlighting the conflicts that arise between financial 

goals and ethical imperatives. The authors propose a multifaceted approach to navigate these challenges, including best 

practices, adherence to regulations, and the use of technology and innovation. The paper ultimately  underscores  that  

ethical  considerations  are  vital  for  corporate  sustainability, competitiveness, and stakeholder trust, offering 

recommendations for businesses and directions for future research in ESCM. 

 

(Hu et al., 2023) This study examines the relationships between organizational commitment to emission trading schemes 

(ETS), artificial intelligence (AI), and climate entrepreneurship, analyzing their impact on sustainable performance within 

organizations. By employing a sample of 387 subjects and utilizing Smart PLS version 4.0 for statistical analysis, the 

study aims to identify key drivers and barriers influencing the adoption of these factors and their collective effect on 

environmental and organizational performance. The findings indicate that positive attitudes towards ETS and AI 

significantly enhance climate entrepreneurship and overall sustainable performance, suggesting that businesses can 

improve their environmental impact and operational efficiency by prioritizing these aspects through strategic resource 

allocation and investment in technology. 

 

(Haider et al., 2022) This study examines the urgent need for sustainable consumption practices due to environmental 

crises and examines the evolution of sustainable consumption research (SCR) over the years. It identifies a significant 

increase in SCR interest since 2015 and outlines four major schools of thought that analyze consumption at micro, meso, 

and macro levels. The authors argue for the reposition of consumption sustainability to enhance quality of life, 
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emphasizing the role of marketing in promoting mindful consumption behaviors and pro-social choices to achieve a 

sustainable future. 

 

(Al Koliby et al., 2024) This study investigates the impact of entrepreneurial culture (EC) on sustainable competitive 

performance (SCP) in manufacturing small and medium-sized enterprises (SMEs) in Malaysia, focusing on the mediating 

role of innovation capability (IC) and the moderating role of digital marketing capability (DMC). Utilizing data from 

SMEs, the research demonstrates that EC positively influences IC, which in turn enhances SCP. Furthermore, DMC is 

shown to significantly strengthen the relationship between EC and SCP. The findings underscore the importance of fostering 

EC to improve performance and competitiveness, providing valuable insights for SME managers and policymakers in 

emerging markets. 

(Abdou et al., 2024) This study investigates the interplay between risk management practices (RMPs), ethical climate 

(EC), and organizational performance (OP) within the Saudi public sector. Drawing upon contingency theory, the study 

reveals that both RMPs and EC positively influence OP, with EC significantly moderating the relationship between RMPs 

and OP. The research highlights the importance of a robust ethical climate in enhancing the effectiveness of risk 

management strategies, providing insights for optimizing organizational performance and ethical culture in public 

organizations in Saudi Arabia. 

 

(Fraj et al., 2011) This study explores the impact of green marketing strategy (GMS) on various dimensions of 

organizational performance, emphasizing the moderating role of environmental culture (EC). Based on data collected 

from 361 manufacturing firms in a European country, the study employs structural equation modeling to analyze how 

GMS can enhance profitability through improved marketing performance and cost reduction, although not all aspects, 

such as process performance, show a direct positive correlation with economic success. The findings suggest that firms 

with a strong EC are better positioned to realize the benefits of their environmental initiatives, thus linking proactive 

environmental strategies to competitive advantages and improved performance outcomes. 

 

(Alam & Islam, 2021) This study examines the significance of Environmental Corporate Social Responsibility (ECSR) in 

fostering a Green Corporate Image (GCI) and achieving Green Competitive Advantage (GCA) within the apparel sector 

of Bangladesh. Utilizing a structural equation modeling approach, the study analyzes data from 53 firms listed on the 

Dhaka Stock Exchange, revealing that ECSR dimensions play a crucial role in enhancing both GCI and GCA. The authors 

argue that adopting green initiatives is essential for the sustainability of the apparel industry, which is vital for the 

Bangladeshi economy. They emphasize the need for proactive management strategies to integrate ecological 

considerations into business practices, thereby addressing green concerns and aligning with global sustainability trends. 

 

(Li & Rabeeu, 2024) This study investigates how Corporate Social Responsibility (CSR) motivations influence consumer 

behaviors, particularly extra-role behavior and green purchase intentions within the hospitality industry in emerging 

markets. Through two scenario-based experiments, the study explores the moderating role of ethical corporate identity in 

the relationship between CSR motivations (public-serving vs. firm-serving) and consumer responses. Results indicate that 

CSR initiatives positively affect customer behavior when the company's ethical stance is communicated, regardless of the 

CSR fit context. However, these effects diminish when the ethical identity is not made clear, especially in contexts 

perceived as self-serving. The research highlights the importance of transparency in CSR efforts to foster positive 

consumer engagement. 
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Rathore, 2017) This study investigates the increasing significance of sustainability in the fashion industry, driven by 

environmental concerns and evolving consumer demands. It emphasizes the integration of Artificial Intelligence (AI) and 

machine learning to enhance marketing strategies, enabling brands to analyze consumer behavior, predict trends, and create 

personalized experiences. The research highlights initiatives like circular fashion and eco-friendly materials while 

discussing the benefits of sustainable practices in building brand reputation and trust among eco-conscious consumers. 

Through a comprehensive literature review and case studies, the paper illustrates how these technological advancements 

can revolutionize fashion marketing, addressing ethical practices and contributing to a sustainable future for the industry. 

 

(Mishra & Varshney, 2024) This research paper examines the evolving role of consumer protection laws aimed at enhancing 

market fairness, accountability, and transparency (FAT) to promote informed consumer decision-making within the digital 

economy. It explores international standards set by organizations such as the United Nations and the OECD, focusing on 

integrating circular economy principles to support marginalized groups and improve consumer resilience. Through 

comparative qualitative analysis of global case studies, the study identifies best practices and innovative strategies in 

consumer protection, emphasizing the need for regulations that adapt to the challenges of digital transactions and 

sustainability, ultimately providing a framework for improving consumer protection policies worldwide. 

 

(Malik et al., 2021) This study explores the impact of pharmaceutical marketing on physicians' ethical behaviors, arguing 

that such marketing practices compel physicians to engage in unethical behaviors that harm patients and contribute to 

issues like antibiotic resistance. The study employs a grounded theory approach to analyze how marketing strategies, 

including personalized services and misleading claims, lead to over-prescription of antibiotics. The authors recommend 

enforcing ethical standards across personal, organizational, and institutional levels to mitigate these detrimental effects on 

both the medical profession and patient health. 

 

(Islam et al., 2024) This study explores how Artificial Intelligence (AI) is transforming digital marketing through 

improved efficiency, personalization, and predictive capabilities. It highlights the applications of AI tools such as 

predictive analytics, natural language processing (NLP), and chatbots, which enable better customer segmentation, content 

personalization, and campaign optimization. The study employs a systematic literature review methodology, identifying 

key trends and challenges, including data privacy, algorithmic bias, and the high costs of AI adoption. It emphasizes the 

importance of ethical AI practices and suggests areas for future research, particularly in integrating AI with emerging 

technologies and addressing the needs of small and medium-sized enterprises (SMEs) in the digital marketing landscape. 

 

(Lymperopoulos et al., 2012) This study presents a model of green bank marketing amidst the evolving landscape of the 

financial services industry, shaped by the financial crisis and heightened environmental awareness. It emphasizes the need 

for corporate social responsibility (CSR) and green marketing practices within banking to foster sustainability and 

enhance green brand image (GBI). Through exploratory research, the authors identify key dimensions of green bank 

marketing and examine the relationship between these dimensions and GBI, highlighting the importance of integrating 

ethical values into banking practices. The study underscores that while some banks have begun implementing green 

strategies, a comprehensive framework connecting CSR, green marketing, and GBI remains undeveloped, necessitating 

further empirical research. 

 

(Martínez-Peláez et al., 2023) This study discusses the critical role of digital transformation (DX) in achieving 

sustainability for micro-, small-, and medium-sized enterprises (MSMEs). It highlights how MSMEs can gain a 
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competitive advantage by integrating sustainable practices through digital technologies, thereby attracting customers and 

investors who value sustainability. The study identifies key organizational capabilities necessary for initiating a 

sustainable DX, emphasizes the importance of stakeholder engagement, and explores technologies such as big data that can 

aid in this transition. By addressing the unique challenges faced by MSMEs in adopting DX and sustainability, the 

research aims to empower owners and senior managers to navigate this transformative journey effectively. 

 

(Cohen & Winn, 2005) This study paper argues that four types of market imperfections— inefficient firms, externalities, 

flawed pricing mechanisms, and information asymmetries— contribute to environmental degradation while 

simultaneously creating significant opportunities for sustainable entrepreneurship. The authors propose that these 

imperfections can lead to the development of radical technologies and innovative business models that address 

environmental challenges. They emphasize the potential of sustainable entrepreneurship to generate entrepreneurial rents 

while improving social and environmental conditions, advocating for further research into the relationship between market 

imperfections and entrepreneurial opportunities in this emerging field. 

 

(Ahuchogu et al., 2024) This study explores innovative and sustainable supply chain models for the distribution of electric 

vehicle (EV) parts, highlighting the importance of integrating sustainability and efficiency within the rapidly growing EV 

market. It discusses various supply chain models, including circular supply chains, green logistics, and reverse logistics, 

while emphasizing the need for practices that align economic viability with environmental responsibility and social equity. 

The study also identifies challenges in implementing these models, such as the necessity for technological investments and 

industry collaboration but points out the opportunities for enhancing brand reputation and aligning with consumer demand 

for sustainable practices. Ultimately, it aims to contribute to the ongoing discourse on effective supply chain management 

in the EV sector. 

 

 

 

Research Gap 

 

 

1. Limited Integration of Sustainability and AI in Marketing Research: Studies by Gesa Marken et al. 

(2023) and Md Ahadul Islam et al. (2024) investigate the applications of AI in marketing and their environmental 

challenges, they do not go into detail about how sustainable AI can address both ethical and operational 

efficiencies in marketing practices. Most research focuses on sustainability or AI applications in isolation, 

leaving a gap in understanding their combined potential. 

2. Insufficient Focus on Ethical Frameworks for AI in Marketing: Edith Agu et al. (2024) and Muhammad 

Tanveer et al. (2021) discuss ethical marketing and the challenges posed by data privacy and algorithmic biases, they do 

not provide concrete frameworks for incorporating sustainable AI practices into ethical marketing strategies. This gap 

highlights the necessity for research that provides meaningful suggestions for firms. 

3. Adopting Sustainable AI: Studies like Yavuz Selim Balcıoğlu et al. (2024) highlight AI's role in enhancing 

operational efficiency and sustainability, they do not address barriers specific to marketing, such as cost implications, skill 

gaps, and regulatory concerns. Addressing these shortcomings would assist in creating a clearer route for implementing 

sustainable AI in marketing. 
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OBJECTIVES 

 

1. To examine the role of sustainable AI in increasing marketing efficiency while reducing resource use and 

environmental effect. 

2. To investigate how sustainable AI may address ethical issues in marketing, such as data privacy, 

algorithmic bias, and inclusion. 

3. To assess the practical uses and challenges of using sustainable AI in marketing to promote long- term 

ethical and sustainable business practices. 

 

 

CHAPTER 3 RESEARCH METHODOLOGY 

Research Approach: Quantitative Research 

 

• Since the study involves measuring respondents' perceptions using a Likert scale survey, a 

quantitative approach is appropriate. 

• Enables statistical analysis to identify trends, correlations, and impact relationships between 

Sustainable AI, Efficiency, and Ethical Practices. 

 

Research Design: Descriptive & Correlational Study 

 

• Descriptive Research: To analyze how Sustainable AI is perceived in marketing. 

• Correlational Research: To examine the relationship between Sustainable AI, Efficiency, and Ethical 

Practices. 

• Survey Method: Data will be collected via an online questionnaire using a 5-point Likert scale. 

 

Variables & Hypotheses 

 

Independent Variable (IV): 

 

• Sustainable AI in marketing (measured via AI-driven efficiency, energy savings, responsible AI use). 

 

Dependent Variables (DV): 

 

• Efficiency in marketing (measured via automation, cost-effectiveness, time savings). 

• Ethical AI practices (measured via fairness, transparency, and bias reduction). 

http://www.ijsrem.com/
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Hypotheses: 

 

1. H1: Sustainable AI has a positive impact on marketing efficiency. 

2. H2: Sustainable AI enhances ethical practices in marketing. 

3. H3: Efficiency and ethical AI practices are positively correlated. 

 

Sampling Design 

 

• Target Population: 

o Marketing professionals, AI practitioners, business owners, and consumers aware of AI- driven 

marketing. 

• Sampling Technique: 

o Stratified Random Sampling (if different industry segments are considered). 

o Purposive Sampling (if targeting AI/marketing experts specifically). 

o Convenience Sampling (if using LinkedIn, Google Forms, etc.). 

• Sample Size: 

o Minimum of 150 respondents for meaningful statistical analysis. 

 

Data Collection Method 

 

• Survey Questionnaire (Likert scale: 1 = Strongly Disagree to 5 = Strongly Agree). 

• Survey Platforms: Google Forms 

 

Data Analysis Techniques 

 

• Descriptive Statistics: Mean, standard deviation, frequency analysis. 

• Correlation Analysis: To measure relationships between Sustainable AI, Efficiency, and Ethical Practices. 

• Regression Analysis: To predict the impact of Sustainable AI on Efficiency and Ethical Practices. 

• Reliability Test: Cronbach’s Alpha (>0.7) to check consistency of survey items. 

 

Ethical Considerations 

 

• Informed Consent: Participants will be informed about data confidentiality. 

• Anonymity: No personal identifiers will be collected. 

• Transparency: The study purpose and use of data will be clearly stated. 

http://www.ijsrem.com/
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Expected Outcomes 

 

• A clearer understanding of how Sustainable AI influences marketing. 

• Insights into whether efficiency and ethical practices align in AI-driven marketing. 

• Recommendations for brands to implement AI responsibly in marketing strategies. 

 

CHAPTER 4 RESULTS AND DISCUSSIONS 

Analysis 

 

Age of Respondents 

 

 

Fig. 1.1 

 

Most respondents are younger individuals, particularly between the ages of 18 and 29. This could imply that perceptions 

around Sustainable AI in marketing are largely shaped by younger, possibly more tech-savvy demographics. Their strong 

representation may also reflect higher interest or awareness of digital marketing trends, AI, and sustainability issues. 

http://www.ijsrem.com/
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Gender of Respondents 

 

 

Fig. 1.2 

 

The chart indicates that males make up the larger portion of the survey participants, with approximately 80 

respondents. Female participants are fewer in number, with around 60 respondents. 

 

 

 

Key Findings Demographics 

• The survey includes responses from both male and female participants. 

• Age groups represented include 24-29 and 30-35 years. 

http://www.ijsrem.com/
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 Fig. 1.3 

 

The chart presents survey responses on whether Sustainable AI helps reduce the carbon footprint of marketing operations. 

 

Key Observations: 

 

Majority Agreement: 44.7% agree, and 22% strongly agree, indicating that most respondents believe Sustainable AI 

contributes to reducing carbon emissions in marketing. 

 

Neutral Stance: 20% of respondents remain neutral, suggesting uncertainty or lack of knowledge on the topic. 

 

Skepticism Exists: 6.7% disagree, and another 6.7% strongly disagree, highlighting some doubts about Sustainable AI’s 

effectiveness in reducing emissions. 

 

Analysis: 

 

Overall, the data suggests that a significant portion of respondents perceive Sustainable AI as beneficial for reducing 

marketing's carbon footprint. However, the presence of neutral and skeptical responses implies that more awareness or 

concrete evidence may be needed to strengthen confidence in AI’s sustainability benefits. 

http://www.ijsrem.com/
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Fig. 1.4 

 

The chart presents survey responses on whether implementation of AI in marketing should prioritize energy efficiency and 

sustainability. 

 

Key Observations: 

 

Strong Support: 40% agree, and 36% strongly agree, indicating that a vast majority (76%) believe energy efficiency and 

sustainability should be prioritized in AI-driven marketing. 

 

Neutral Opinions: 12.7% remain neutral, suggesting some respondents may not have a strong stance on the matter. 

 

Opposition Exists: 6.7% disagree, and 4.7% strongly disagree, reflecting a small portion skeptical of prioritizing 

sustainability in AI. 

 

Analysis: 

 

The data highlights strong consensus on integrating sustainability into AI-driven marketing, with over three-fourths of 

respondents supporting this approach. The small percentage of disagreement suggests that while some may have concerns, 

the overall sentiment favors sustainable AI practices in marketing. 

http://www.ijsrem.com/
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Fig. 1.5 

 

The chart presents survey responses on whether AI-driven marketing tools promote environmentally friendly business 

practices. 

 

Key Observations: 

 

Strong Agreement: 38.7% strongly agree, and 29.3% agree, indicating that a majority (68%) believe AI-driven marketing 

tools support eco-friendly business practices. 

 

Neutral Stance: 19.3% remain neutral, suggesting some respondents may not be fully aware of AI’s environmental impact. 

 

Dissenting Views: 6.7% disagree, and 6% strongly disagree, reflecting a small but notable skepticism. 

 

Analysis: 

 

The data suggests a strong belief in AI’s potential to drive sustainable business practices in marketing. However, the 

presence of neutral and dissenting opinions indicates that further education or evidence may be needed to convince all 

stakeholders of AI’s environmental benefits. 

http://www.ijsrem.com/
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Fig. 1.6 

 

The chart presents survey responses on whether companies should adopt AI solutions that align with sustainability goals. 

 

Key Observations: 

 

Strong Support: 48% agree, and 26% strongly agree, meaning 74% of respondents favor AI solutions that align with 

sustainability goals. 

Neutral Perspective: 14% remain neutral, indicating some respondents are undecided or lack sufficient information. 

 

Dissenting Views: 6.7% disagree, and 5.3% strongly disagree, showing a small percentage of skepticism. 

 

Analysis: 

 

The data highlights a strong consensus in favor of sustainable AI adoption in companies. However, the presence of neutral 

and dissenting opinions suggests that some respondents may need more clarity or evidence on the benefits of sustainable 

AI solutions. 

http://www.ijsrem.com/
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Fig. 1.7 

 

The chart presents survey responses on whether Sustainable AI enhances long-term business viability in marketing. 

 

Key Observations: 

 

Strong Support: 40.7% strongly agree, and 34.7% agree, meaning 75.4% of respondents believe Sustainable AI 

contributes to long-term business success. 

Neutral Views: 12.7% remain neutral, indicating some uncertainty or lack of direct experience with Sustainable AI’s long-

term benefits. 

 

Skepticism: 6% disagree, and 6% strongly disagree, showing a small portion of respondents question Sustainable AI’s long-

term viability. 

 

Analysis: 

 

The data reflects strong confidence in Sustainable AI’s role in ensuring long-term business sustainability in marketing. 

However, a minor percentage of skepticism and neutral responses suggest that additional awareness or real-world success 

stories could further validate its impact. 

http://www.ijsrem.com/
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Fig. 1.8 

 

The chart presents survey responses on whether AI in marketing should be developed with minimal environmental impact. 

 

Key Observations: 

 

Strong Support: 32.7% strongly agree, and 38% agree, meaning 70.7% of respondents advocate for environmentally 

responsible AI development. 

 

Neutral Views: 18% remain neutral, suggesting some respondents may not have a definitive stance on the issue. 

 

Dissenting Opinions: 6.7% disagree, and 4.7% strongly disagree, indicating a small group skeptical about prioritizing 

environmental impact in AI development. 

 

Analysis: 

 

The data suggests strong support for sustainable AI in marketing, with most respondents favoring eco-friendly 

development practices. However, the presence of neutral and dissenting views highlights the need for clearer strategies or 

incentives to promote low-impact AI solutions. 

http://www.ijsrem.com/
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Fig. 1.9 

 

The chart presents survey responses on whether Sustainable AI can improve customer perception of a brand’s commitment 

to environmental responsibility. 

 

Key Observations: 

 

Strong Support: 42% agree, and 27.3% strongly agree, meaning 69.3% of respondents believe Sustainable AI enhances a 

brand’s environmental image. 

 

Neutral Views: 16.7% remain neutral, indicating some respondents are undecided or require more evidence. 

 

Dissenting Opinions: 6.7% disagree, and 7.3% strongly disagree, showing skepticism about Sustainable AI’s impact on 

brand perception. 

 

Analysis: 

 

The data suggests that most respondents see Sustainable AI as a valuable tool for strengthening a brand’s environmental 

credibility. However, the presence of neutral and dissenting views indicates that companies may need to provide clearer 

proof of AI-driven sustainability efforts. 

http://www.ijsrem.com/
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Fig. 1.10 

 

The chart illustrates responses regarding whether AI-powered marketing tools significantly enhance campaign efficiency. 

 

Key Observations: 

 

Strong Support: 42.7% agree, and 33.3% strongly agree, totaling 76%, indicating a majority believe AI improves 

marketing efficiency. 

 

Neutral Views: 12% of respondents remain undecided. 

 

Dissenting Opinions: 8% disagree, and 4% strongly disagree, showing minimal skepticism. 

 

Analysis: 

 

The results indicate strong confidence in AI’s ability to enhance campaign efficiency. However, the neutral and dissenting 

responses suggest that some may still be uncertain about AI’s effectiveness, possibly due to implementation challenges or 

lack of proven results. 

http://www.ijsrem.com/
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 Fig. 1.11 

 

The chart represents survey responses on whether AI helps automate repetitive marketing tasks, saving time and 

resources. 

 

Key Observations: 

 

Strong Support: 41.3% strongly agree, while 33.3% agree, making a total of 74.6% who believe AI is beneficial in 

automating marketing tasks. 

 

Neutral Opinions: 13.3% are uncertain. 

 

Skepticism: 6% disagree, and another 6% strongly disagree, indicating 12% skepticism regarding AI’s efficiency in 

automating tasks. 

 

Analysis: 

 

Most respondents acknowledge AI’s role in automating repetitive marketing tasks, which likely leads to improved 

efficiency and resource optimization. However, the small percentage of disagreement may stem from concerns about AI’s 

limitations, implementation costs, or loss of human oversight. The neutral responses suggest that some marketers may not 

yet have enough experience or exposure to AI-driven automation to form a strong opinion. 

http://www.ijsrem.com/
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Fig. 1.12 

 

The pie chart presents survey responses regarding whether AI improves customer targeting and personalization, leading to 

better conversion rates. 

 

Key Observations: 

 

Strong Support:42.7% agree, and 30.0% strongly agree. A total of 72.7% of respondents acknowledge AI’s effectiveness 

in enhancing targeting and personalization. 

 

Neutral Opinions: 16.0% remain uncertain, possibly due to a lack of firsthand experience with AI- driven personalization. 

 

Skepticism: 6.7% disagree, while 4.7% strongly disagree, indicating 11.4% skepticism about AI’s role in improving 

conversion rates. 

 

Analysis: 

 

The overwhelming majority of respondents recognize AI’s ability to refine customer segmentation, predict preferences, 

and enhance engagement—ultimately boosting conversions. AI-driven marketing tools, such as recommendation engines 

and predictive analytics, likely contribute to this perception. 

http://www.ijsrem.com/
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Fig. 1.13 

 

The chart illustrates responses to the statement Sustainable AI-based marketing strategies reduce unnecessary ad 

spending. 

 

Key Observations: 

 

Positive Responses: 40.0% agree, and 31.3% strongly agree. A total of 71.3% of respondents believe AI helps optimize ad 

spending. 

 

Neutral Responses: 17.3% remain undecided, possibly due to a lack of direct experience with AI- driven ad strategies. 

 

Skepticism: 5.3% disagree, and 6.0% strongly disagree, making up 11.3% who doubt AI’s role in reducing ad waste. 

 

Analysis: 

 

A strong majority believes that AI-powered marketing strategies help reduce unnecessary ad spend by improving targeting 

precision, budget allocation, and campaign optimization. AI enables businesses to focus on high-intent audiences, 

personalize ads, and avoid ineffective placements—leading to cost efficiency. 

http://www.ijsrem.com/
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Fig. 1.14 

 

The chart presents responses to the statement AI-driven analytics provide more accurate and data- driven marketing 

decisions. 

 

Key Observations: 

 

Positive Sentiment: 40.7% strongly agree, and 32.7% agree—totaling 73.4% of respondents who believe AI analytics 

enhance marketing accuracy. 

 

Neutral Opinion: 16.7% remain uncertain, possibly indicating a lack of direct experience with AI analytics or skepticism 

about its reliability. 

 

Negative Responses: 6.0% disagree, and 4.0% strongly disagree, summing up 10.0% who doubt AI's effectiveness in 

improving marketing decisions. 

 

Analysis: 

 

The strong agreement suggests that most respondents trust AI-driven analytics to improve decision- making by leveraging 

real-time data processing, predictive analytics, and automated insights. AI can optimize marketing campaigns by 

identifying trends, consumer behavior, and performance metrics more accurately than manual analysis. 

http://www.ijsrem.com/
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 Fig. 1.15 

 

The chart illustrates responses to the statement AI adoption in marketing enhances productivity without compromising 

sustainability. 

 

Key Observations: 

 

Positive Sentiment: 30.7% strongly agree and 38.0% agree, totaling 68.7% of respondents who believe AI improves 

marketing productivity while maintaining sustainability. 

Neutral Opinion: 17.3% are neutral, indicating some uncertainty regarding AI’s impact on sustainability. 

 

Negative Responses: 8.0% disagree and 6.0% strongly disagree, meaning 14.0% of respondents are skeptical about AI’s 

balance between efficiency and sustainability. 

 

Analysis: 

 

A majority of respondents (nearly 69%) recognize AI as a tool that enhances productivity while maintaining sustainable 

practices. AI-driven automation, data optimization, and predictive analytics help businesses save resources, reduce energy 

consumption, and streamline operations efficiently. 

http://www.ijsrem.com/
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Fig. 1.16 

 

The chart illustrates responses to the statement that AI in marketing should respect consumer privacy and data protection. 

 

Key Observations: 

 

Strong Agreement: 37.3% strongly agree and 39.3% agree, making a total of 76.6% of respondents who believe that AI in 

marketing must prioritize consumer privacy and data protection. 

Neutral Response: 12.7% of respondents are neutral, indicating some uncertainty about AI’s privacy implications. 

 

Disagreement: 6.0% disagree and 4.7% strongly disagree, meaning only 10.7% of respondents do not prioritize privacy 

and data protection in AI marketing. 

 

Analysis: 

 

A clear majority (over three-fourths) of respondents emphasize the importance of privacy and data protection in AI-driven 

marketing. This suggests that consumers expect AI tools to handle personal data responsibly and in compliance with 

regulations such as GDPR and CCPA. 
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Fig. 1.17 

 

The chart illustrates responses regarding whether AI algorithms should be designed to prevent biases in marketing 

campaigns. 

 

Key Observations: 

 

Strong Support: 41.3% agree, and 30.7% strongly agree, totaling 72%, indicating a majority believe AI should address 

biases in marketing. 

 

Neutral Views: 14.7% of respondents remain undecided. 

 

Dissenting Opinions: 6.0% disagree, and 7.3% strongly disagree, totaling 13.3%, showing minimal skepticism. 

 

Analysis: 

 

The results indicate strong support for AI’s role in preventing biases in marketing campaigns. However, the neutral and 

dissenting responses suggest that some individuals may be uncertain about AI’s ability to mitigate bias effectively or may 

not perceive it as a significant issue in marketing. 

http://www.ijsrem.com/
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Fig. 1.18 

 

The chart illustrates responses regarding whether transparency in AI-driven marketing decisions is essential for ethical 

business practices. 

 

Key Observations: 

 

Strong Support: 38.0% agree, and 31.3% strongly agree, totaling 69.3%, indicating a majority believe transparency is crucial 

in AI-driven marketing. 

Neutral Views: 20.0% of respondents remain undecided. 

 

Dissenting Opinions: 6.0% disagree, and 4.7% strongly disagree, totaling 10.7%, showing minimal skepticism. 

 

Analysis: 

 

The results highlight strong support for transparency in AI-driven marketing, with nearly 70% of respondents 

acknowledging its importance for ethical business practices. However, the 20% neutral responses suggest some 

uncertainty, possibly due to a lack of awareness about AI transparency or skepticism about its implementation. The 

relatively low dissenting opinions indicate that most people recognize transparency as a key factor in ethical marketing. 
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 Fig. 1.19 

 

The chart illustrates responses regarding whether AI should be used to enhance consumer trust rather than manipulate 

decisions. 

 

Key Observations: 

 

Strong Support: 44.7% agree, and 32.0% strongly agree, totaling 76.7%, indicating a strong majority believes AI should 

prioritize consumer trust over manipulation. 

 

Neutral Views: 11.3% of respondents remain undecided. 

 

Dissenting Opinions: 6.0% disagree, and 6.0% strongly disagree, totaling 12.0%, showing minimal opposition. 

 

Analysis: 

 

The results reflect a strong consensus that AI should be leveraged to build consumer trust rather than influence decisions 

unfairly. The 11.3% neutral responses suggest that some individuals may be unsure about AI’s impact or its ethical 

boundaries in consumer engagement. The relatively low dissenting opinions indicate that most respondents recognize 

ethical AI usage as essential for maintaining trust in marketing and business practices. 

http://www.ijsrem.com/
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Fig. 1.20 

 

The chart illustrates responses regarding whether ethical AI in marketing ensures fair and non- discriminatory customer 

engagement. 

 

Key Observations: 

 

• Strong Support: 36.0% agree, and 34.7% strongly agree, totaling 70.7%, indicating a majority believes 

ethical AI plays a crucial role in fair customer engagement. 

• Neutral Views: 18.0% of respondents remain undecided. 

• Dissenting Opinions: 5.3% disagree, and 6.0% strongly disagree, totaling 11.3%, showing minimal 

opposition. 

 

Analysis: 

 

The results indicate strong confidence in ethical AI's ability to promote fair and unbiased customer interactions, with over 

70% of respondents in favor. However, the 18% neutral responses suggest that some may be uncertain about how AI can 

ensure fairness or may not have enough knowledge on the topic. The relatively low dissenting opinions indicate that most 

people acknowledge the importance of ethical AI in marketing. 
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Fig. 1.21 

 

The pie chart illustrates responses regarding whether regulations should be in place to ensure responsible AI use in 

marketing. 

 

Key Observations: 

 

Strong Support: 40.7% agree, and 30.0% strongly agree, totaling 70.7%, indicating a strong majority favors regulations for 

responsible AI use. 

 

Neutral Views: 18.7% of respondents remain undecided. 

 

Dissenting Opinions: 5.3% disagree, and 5.3% strongly disagree, totaling 10.6%, showing minimal opposition. 

 

Analysis: 

 

The results suggest widespread support for regulatory measures to govern AI in marketing, with over 70% of respondents in 

favor. However, the 18.7% neutral responses indicate that some individuals may be uncertain about the necessity or 

effectiveness of such regulations. The relatively low dissenting opinions suggest that few believe AI in marketing should 

remain unregulated. This highlights a general consensus on the importance of ethical and responsible AI practices in the 

industry. 
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Fig. 1.22 

 

The pie chart illustrates responses regarding whether businesses using AI should disclose how consumer data is collected 

and utilized. 

 

Key Observations: 

 

Strong Support: 35.3% agree, and 35.3% strongly agree, totaling 70.6%, indicating a strong majority supports transparency 

in AI-driven data collection. 

 

Neutral Views: 16.0% of respondents are undecided. 

 

Dissenting Opinions: 8.0% disagree, and 5.3% strongly disagree, totaling 13.3%, showing some skepticism about 

mandatory disclosure. 

 

Analysis: 

 

The results indicate that most respondents favor transparency in AI-driven consumer data usage, likely due to concerns 

about privacy and ethical AI practices. However, the 16% neutral stance suggests that some respondents may lack 

awareness of AI data practices or remain indifferent. The 13.3% opposing views could stem from concerns about 

regulatory burdens or competitive disadvantages for businesses. Overall, the strong support suggests a growing demand 

for ethical AI use in data handling. 
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AI and Sustainability 

 

• Most respondents believe AI should prioritize energy efficiency and sustainability. 

• There is significant support for AI-driven marketing tools promoting environmentally friendly business 

practices. 

• Many agree that adopting AI solutions aligned with sustainability goals is beneficial for long- term 

business viability. 

• Respondents acknowledge that sustainable AI can improve a brand's perception of environmental 

responsibility. 

 

AI's Impact on Marketing Efficiency 

 

• AI is widely recognized for enhancing marketing campaign efficiency. 

• Many respondents agree that AI helps automate repetitive marketing tasks, saving time and resources. 

• AI-driven analytics are seen as a valuable tool for improving marketing decision-making. 

• AI is perceived to improve customer targeting and personalization, potentially increasing conversion 

rates. 

• Sustainable AI-based marketing strategies are believed to reduce unnecessary ad spend. 

 

Ethical Concerns in AI-driven Marketing 

 

• A strong consensus exists that AI should respect consumer privacy and data protection. 

• There is broad agreement that AI algorithms should be designed to prevent biases in marketing 

campaigns. 

• Transparency in AI-driven marketing decisions is deemed essential for ethical business practices. 

• Many respondents believe AI should be used to enhance consumer trust rather than manipulate decisions. 

• Ethical AI in marketing is seen as a means of ensuring fair and non-discriminatory customer 

engagement. 

 

Regulation and Consumer Protection 

 

• The majority support implementing regulations to ensure responsible AI use in marketing. 

• There is strong agreement that businesses using AI should disclose how consumer data is collected 

and utilized. 

http://www.ijsrem.com/
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Conclusion 

 

The conclusions of this study emphasize the growing importance of Sustainable AI in improving both efficiency and 

ethical practices in marketing. The survey results show that AI-driven marketing techniques dramatically enhance 

campaign efficiency, automate tedious operations, and enable better targeting and customization, resulting in optimal 

resource allocation and higher conversion rates. Furthermore, the importance of AI in supporting sustainability is widely 

acknowledged, with respondents recognizing its ability to minimize carbon footprints and integrate marketing strategies 

with environmental objectives. 

 

However, ethical questions about AI applications remain important. The findings show a strong preference for openness, 

consumer privacy protection, and unbiased AI algorithms to ensure fair and nondiscriminatory marketing methods. The 

need for rules and corporate responsibility in AI-driven marketing is also evident, with respondents advocating for explicit 

data disclosures and ethical AI implementation. 

 

Overall, the study demonstrates that Sustainable AI is an important driver of responsible marketing by combining 

efficiency and ethical issues. Businesses that implement AI solutions that prioritize sustainability can improve operational 

performance while also strengthening customer trust and long- term brand viability in an increasingly AI-powered 

marketing landscape. 
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