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ABSTRACT

AI is transforming green marketing by enhancing sustainable business practices and 
driving consumer engagement toward eco-​friendliness. AI-​powered tools analyze 
consumer behavior, predict market trends, and create personalized green campaigns 
to attract eco-​conscious buyers. Machine learning and predictive analytics optimize 
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supply chains, reduce waste, and improve energy efficiency while ensuring profitabil-
ity. AI-​driven recommendation engines help consumers make informed sustainable 
choices by providing insights into product origins, carbon footprints, and ethical 
sourcing. Chatbots and virtual assistants foster trust by answering sustainability-​
related queries in real time. This chapter explores AI's role in sustainability, includ-
ing AI-​driven climate modeling, blockchain-​based green verification, and circular 
economy solutions. By adopting AI-​driven green marketing, businesses can enhance 
their competitive edge while contributing to a more sustainable future.

INTRODUCTION

In an age of soaring environmental consciousness and corporate responsibility, 
every sale is being pressed by stakeholders to conduct business sustainably while 
still being competitive. Green marketing aided by AI has emerged to be a panacea 
of relief to various aspects. It symbolizes how companies are actively optimizing 
their sustainability efforts, marketing toward consumers, and driving profitability. 
AI-​powered tools help companies within traveling around smarter decisions, less 
waste, and implementing energy-​efficient solutions, enabling sustainability on the 
company level while increasing brand image. Also, AI allows businesses to develop 
a stronger bond with eco-​friendly customers. Since most campaigns have developed 
to align with value sets relating to sustainability, this will, in turn, improve the 
level of engagement with brands, customer brand loyalty, and orientation toward 
purchasing green alternative products.

The convergence of AI and sustainability is uniquely positioned to provide a 
mechanism whereby businesses can build stronger and more successful aspects of 
profitability with environmental protectionism. Future trends, benefits, and practical 
applications of the multi-​faceted role played by AI in green marketing are explored in 
this chapter (Varghese, 2022). It is a pragmatic journey-​mapping approach for them 
in building their business case in setting an AI-​driven sustainability agenda, with 
their operations, into the greener future and farther to responsibly embrace. As AI 
continues to evolve, the marketing landscape post-​transformation looks boundless 
while contributing to an economy that supports sustainability.

Overview of AI’s Impact on Green Marketing

The following AI uses innovative ways to market sustainability while adding 
efficiency and profitability to green marketing are machine learning, predictive 
analytics, and automation. AI tools help organizations to optimize their supply 
chains, minimize waste, and launch highly personalized marketing campaigns. The 



 

 

34 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/chapter/a-roadmap-to-a-sustainable-

future/389701

Related Content

The Role of Information Technology and Customer Relationship

Management Practices in Egyptian Hotels— A Descriptive Study in Sharm El

Sheikh Hotels: IT and CRM Practices in Egyptian Hotels
Nancy Awadallah Awadand Sherif Gamal Saad (2019). International Journal of

Online Marketing (pp. 47-63).

www.irma-international.org/article/the-role-of-information-technology-and-customer-relationship-

management-practices-in-egyptian-hotels-a-descriptive-study-in-sharm-el-sheikh-hotels/236109

Media Evolution and the Advent of Web 2.0
Laura F. Bright (2011). Handbook of Research on Digital Media and Advertising: User

Generated Content Consumption  (pp. 32-51).

www.irma-international.org/chapter/media-evolution-advent-web/43340

The Ethical Dimension of Innovation
Leticia Antunes Nogueiraand Tadeu Fernando Nogueira (2015). Marketing and

Consumer Behavior: Concepts, Methodologies, Tools, and Applications  (pp. 1813-

1844).

www.irma-international.org/chapter/the-ethical-dimension-of-innovation/123037

Identifying the Basis for Segmenting Higher Education: Evidence from Egypt
Maha Mouradand Hamed M. Shamma (2012). International Journal of Technology

and Educational Marketing (pp. 42-54).

www.irma-international.org/article/identifying-basis-segmenting-higher-education/69183

Applying Fuzzy Logic and Fuzzy Methods to Marketing
Laurent Donzéand Andreas Meier (2012). Fuzzy Methods for Customer Relationship

Management and Marketing: Applications and Classifications  (pp. 1-14).

www.irma-international.org/chapter/applying-fuzzy-logic-fuzzy-methods/62176

http://www.igi-global.com/chapter/a-roadmap-to-a-sustainable-future/389701
http://www.igi-global.com/chapter/a-roadmap-to-a-sustainable-future/389701
http://www.igi-global.com/chapter/a-roadmap-to-a-sustainable-future/389701
http://www.irma-international.org/article/the-role-of-information-technology-and-customer-relationship-management-practices-in-egyptian-hotels-a-descriptive-study-in-sharm-el-sheikh-hotels/236109
http://www.irma-international.org/article/the-role-of-information-technology-and-customer-relationship-management-practices-in-egyptian-hotels-a-descriptive-study-in-sharm-el-sheikh-hotels/236109
http://www.irma-international.org/chapter/media-evolution-advent-web/43340
http://www.irma-international.org/chapter/the-ethical-dimension-of-innovation/123037
http://www.irma-international.org/article/identifying-basis-segmenting-higher-education/69183
http://www.irma-international.org/chapter/applying-fuzzy-logic-fuzzy-methods/62176

