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Abstract 
In the dynamic realm of digital commerce, the fusion of Artificial Intelligence (AI) and e-commerce 

offers transformative pathways for sustainable development. This paper investigates smart digital 

marketing strategies that align technological innovation with environmental stewardship. Using a 

Systematic Literature Review with Bibliometric Analysis (SLBA) and the PRISMA method, the study 

explores how AI-powered tools—such as personalization engines, predictive analytics, and chatbots—

enhance customer engagement, reduce resource waste, and optimize supply chains. It emphasizes the 

role of ethical data practices, green branding, and circular economy principles in shaping eco-conscious 

consumer behaviour. Digital platforms, including social media, SEO, and e-commerce channels, are 

shown to facilitate targeted, bidirectional communication that supports environmental, social, and 

economic sustainability goals. High-quality content, consistent messaging, and interactive engagement 

emerge as critical components in building sustainable brand identities. Special attention is given to 

micro, small, and medium enterprises (MSMEs), particularly in the non-manufacturing sector, where 

digital marketing enables personalized services and customer retention despite resource constraints. 

The study also addresses challenges such as digital inequality, financial limitations, and greenwashing, 

while highlighting opportunities presented by emerging technologies like AI and blockchain. Practical 

recommendations are offered for policymakers and entrepreneurs to foster inclusive, accountable, and 

future-ready marketing frameworks. Ultimately, this research contributes to the theoretical foundation 

of sustainable digital marketing and underscores its strategic role in promoting responsible 

consumption and long-term brand resilience in the age of intelligent automation. 

 

Keywords: Sustainable digital marketing, artificial intelligence in e-commerce, green branding 

strategies, circular economy and consumer behaviour, MSMEs and digital transformation, AI-powered 

marketing tools 

 

Introduction 

The evolving landscape of digital commerce is increasingly shaped by the integration of 

Artificial Intelligence (AI), which is transforming how businesses interact with consumers 

and pursue sustainability goals in a rapidly changing global economy. As environmental 

concerns intensify and consumer expectations shift toward ethical, eco-conscious practices, 

digital marketing has emerged as a strategic lever for aligning technological innovation with 

sustainable development objectives. AI-driven marketing tools such as personalization 

engines, predictive analytics, and chatbots are not only enhancing customer engagement but 

also fostering responsible consumption, optimizing resource use, and building resilient brand 

identities that can withstand market volatility and reputational risks. Personalization engines 

allow businesses to tailor product recommendations and marketing messages to individual 

consumer preferences, thereby reducing wasteful advertising and encouraging more mindful 

purchasing decisions. Predictive analytics, on the other hand, enable companies to forecast 

demand patterns, streamline supply chains, and minimize overproduction, which directly 

contributes to resource efficiency and sustainability. Chatbots, with their capacity to provide 

instant customer support and guidance, reduce the need for extensive human intervention 

while ensuring that consumers receive timely information about eco-friendly products, 

ethical sourcing, and sustainable practices. Together, these tools create a digital ecosystem 

where intelligent automation supports both profitability and environmental The evolving 

landscape of digital commerce is increasingly shaped by the integration of Artificial 

Intelligence (AI), which is transforming how businesses interact with consumers and pursue 

sustainability goals in a rapidly changing global economy.  
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As environmental concerns intensify and consumer 

expectations shift toward ethical, eco-conscious practices, 

digital marketing has emerged as a strategic lever for 

aligning technological innovation with sustainable 

development objectives. AI-driven marketing tools such as 

personalization engines, predictive analytics, and chatbots 

are not only enhancing customer engagement but also 

fostering responsible consumption, optimizing resource use, 

and building resilient brand identities that can withstand 

market volatility and reputational risks. Personalization 

engines allow businesses to tailor product recommendations 

and marketing messages to individual consumer 

preferences, thereby reducing wasteful advertising and 

encouraging more mindful purchasing decisions. Predictive 

analytics, on the other hand, enable companies to forecast 

demand patterns, streamline supply chains, and minimize 

overproduction, which directly contributes to resource 

efficiency and sustainability. Chatbots, with their capacity to 

provide instant customer support and guidance, reduce the 

need for extensive human intervention while ensuring that 

consumers receive timely information about eco-friendly 

products, ethical sourcing, and sustainable practices. 

Together, these tools create a digital ecosystem where 

intelligent automation supports both profitability and 

environmental  

 

Review of Literature 

1. AI-Driven Digital Marketing and Consumer 

Engagement 

Dwivedi et al. (2021) highlight that AI has reshaped digital 

marketing by enabling sophisticated data analysis, 

predictive modelling, and automation across promotional 

channels. Their findings reveal that AI-powered tools such 

as chatbots, recommendation engines, and automated 

advertising help marketers personalize communication and 

enhance consumer engagement. Similarly, Li, Sun, and 

Wilkins (2021) emphasize that AI-enabled services increase 

customer interaction, improve decision-making 

convenience, and positively influence digital satisfaction. 

Together, these studies demonstrate that AI enhances 

marketing effectiveness by enabling real-time interaction 

and personalized customer journeys. 

 

2. Sustainable Consumption and Circular Economy in 

Digital Commerce 

Belk (2020) argues that sustainability-driven consumer 

behaviour is fueled by increased awareness of 

environmental challenges and the growing promotion of 

green products. His study connects digital marketing with 

circular economy concepts, showing how digital platforms 

influence eco-friendly purchasing. Ritch (2021) also 

explains that consumers tend to trust brands that use green 

branding and transparent sustainability communication. 

These insights confirm the role of digital outreach in 

cultivating environmentally responsible consumption 

patterns. 

 

3. Digital Transformation and Business Performance of 

MSMEs 

Kumar et al. (2022) and Priyono et al. (2020) highlight that 

digital transformation is essential for MSMEs to remain 

competitive, particularly in emerging markets like India. 

Their studies find that adopting AI-based tools enhances 

SME productivity, improves service personalization, and 

strengthens customer relationships. However, they also 

point to challenges such as financial constraints, limited 

technical skills, and digital inequality. The literature shows 

that although MSMEs benefit greatly from AI and digital 

marketing, their adoption is uneven and requires supportive 

policy frameworks. 

 

4. AI and Sustainable Supply Chains in E-Commerce 

Bag et al. (2020) and Mangla et al. (2021) demonstrate that 

integrating AI with big data analytics improves supply chain 

sustainability by reducing waste, optimizing logistics, and 

enhancing resource efficiency. Their reviews show that 

predictive analytics and automation reduce operational 

uncertainties and help organizations transition toward 

environmentally conscious supply chains. These studies 

collectively reinforce the idea that AI adoption contributes 

to both economic performance and environmental 

stewardship in digital commerce. 

 

5. Ethical Data Governance and Responsible AI 

Adoption 

Micheli et al. (2020) highlight the emerging models of data 

governance required in the age of AI, stressing 

transparency, fairness, and accountability. Their analysis 

shows that consumer trust in AI-enabled marketing tools 

depends heavily on ethical data handling. Kshetri (2018) 

also discusses concerns related to big data misuse, privacy 

risks, and algorithmic bias. These studies suggest that 

ethical AI governance is fundamental for sustainable digital 

marketing and long-term brand resilience. 

 

6. Blockchain and AI Integration for Sustainable Digital 

Commerce 

Rejeb et al. (2023) conducted a systematic review showing 

that blockchain enhances the transparency and traceability 

of AI-driven e-commerce ecosystems. Their findings 

indicate that combining blockchain with AI can reduce 

fraud, support responsible sourcing, and enable eco-friendly 

product verification. This literature supports the argument 

that advanced technologies contribute significantly to 

building consumer trust and strengthening sustainable 

digital value chains. 

 

7. Digital Platforms, Social Media, and Green Branding 

Strategies 

Chaffey & Ellis-Chadwick (2019) emphasize the central 

role of digital platforms—such as social media, SEO, and 

content marketing—in shaping consumer perceptions and 

driving brand communication. Jaiswal and Kant (2018) 

further illustrate how green marketing strategies influence 

eco-conscious consumer behaviour and brand loyalty. The 

studies collectively establish that high-quality content, 

consistent messaging, and interactive engagement are key to 

developing sustainable digital brand identities. 

 

Objectives 

 To examine the role of AI-powered digital marketing 

tools. 

 To analyse how ethical data practices, green branding, 

and circular economy principles  

 To evaluate the effectiveness of digital platforms  

 To identify the opportunities and challenges faced by 

MSMEs  
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AI in Digital Marketing 

Artificial intelligence (AI) is changing the way digital 

marketing works. Many tasks that used to take a lot of time 

are now handled automatically, so marketers can spend 

more energy on planning and creative ideas. AI helps create 

content quickly, study large amounts of data, and give 

customers personalized experiences. But human 

involvement is still very important for setting the right 

direction and building emotional connections with people. 

When AI and human creativity work together, marketing 

becomes more effective, campaigns perform better, and 

businesses run more smoothly online. 

 

E-commerce in Digital Marketing 

In digital marketing, e-commerce involves the online 

transaction of products or services, whereas digital 

marketing is the approach employed to advertise these e-

commerce ventures and boost sales. Techniques in digital 

marketing such as content marketing, search engine 

optimization, and social media help generate brand 

awareness and assist customers throughout the online 

purchasing journey, from searching to completing their 

checkout. 

 

E-commerce and AI in Digital Marketing 

E-commerce and artificial intelligence (AI) in digital 

marketing are closely interconnected, as AI profoundly 

transforms how online businesses attract, engage, and retain 

customers. By analysing consumer data, AI tools deliver 

personalized product recommendations, enhance pricing 

tactics, and predict purchasing patterns, while chatbots and 

virtual assistants offer prompt support to elevate customer 

experiences. In digital marketing, AI enhances campaign 

automation, manages targeted advertising, and generates 

content en masse, enabling e-commerce sites to engage with 

audiences more precisely. Integrating AI-driven insights and 

automation boosts sales efficiency and customer 

satisfaction, while also helping businesses remain 

competitive in a swiftly changing digital landscape. 

 

Digital Marketing in the Age of AI and E-Commerce" 

Methodology 

Research Design 

This study adopts a quantitative, cross-sectional research 

design, aiming to empirically evaluate the direct impact of 

artificial intelligence (AI)-driven marketing tools on 

consumer purchase decisions. Given the complexity of 

interrelated constructs and the need to assess multiple latent 

variables simultaneously, Structural Equation Modelling 

(SEM) was selected as the primary analytical technique.  

 

Population and Sample 

Digital customers 18 years of age and older who have 

recently encountered AI-enabled marketing interfaces, such 

as chatbots, product recommendations, or algorithm-based 

promotions, make up the target demographic. People 

actively using online retail platforms are included in the 

sampling frame, especially in major Indian cities where AI-

driven solutions are extensively used. 

A self-administered online survey hosted on Google Forms 

was used to gather data. Social media sites (LinkedIn, 

Instagram, and WhatsApp groups) and focused outreach via 

e-commerce forums were used to find participants. 

Inclusion criteria were clearly stated, and a screening 

question ensured respondents had interacted with AI-based 

systems while shopping online. We gave 320 questionnaires 

but 300 filed questionnaire received. 

All respondents gave their informed consent, and the data 

collection process took place over the course of four weeks. 

Strict adherence was maintained to ethical guidelines 

pertaining to secrecy, anonymity, and voluntary 

involvement. 

 

Conclusion 

It is undeniable that enhancing the local e-commerce SMEs’ 

performance is essential. Practice, investing in AI 

knowledge and resources, creating AI-powered marketing 

teams and progressing toward transforming e-commerce 

with the assistance of Gen AI. Our SMEs genuinely require 

a design thinking approach for their business to leverage 

effectively. Disruptive innovations such as AI within the 

framework of the interconnected relationship with these 

technologies, enhancing engagement with customers and 

enriching their experience through value creation and 

sharing, while at the same time boosting efficiency, 

adaptability and flexibility, facilitating transformation. It is 

essential to remember how crucial it is to keep the 

discussion ongoing concerning the pyramid of approaches 

for enhancing the value of disruptive technologies by e-

commerce small and medium enterprises. We already 

perform within the supportive structure provided by the 

Faculty of Economic Sciences, Valaria University of 

Târgoviște), in order to address the deficit in comprehension 

regarding the operation in the corporate landscape at the 

intersection of digital change and ESG comprehensive 

framework, taking into account the more connected and 

knowledgeable consumer, as well as the impact on the 

profitability of e-commerce SMEs by enhancing digital CX 

with disruptive approaches technological advancements and 

integrating sustainability into the online retail sector. 
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