Volume 34, No. 2 [2026] RLR ISSN: 1351-170X

Al-Enabled Green Marketing and Sustainable Consumer Behaviour: The
Role of Consumer Trust

'Dr. Manyam Kethan,
Principal, Department of Management, [IBS, Bangalore,

Email: dr.mkethan@iibsonline.com

Dr. Archana R Motta,
Associate Professor, Department of MBA, Atria Institute of Technology, Bangalore,

Email: archana_motta@yahoo.co.in

3Dr. Vishwanatha MR,
Assistant Professor, Department of MBA, BMSITM College
Bengaluru, Email: vishwanathamr@bmsit.in
“Dr. Durga Prasad Repakula,
Director-Research and Postgraduate Studies, School of Business and Management, IBS
University, Port Moresby, Papua New Guinea, durga.prasad@ibs.ac.pg

Abstract

The rapid integration of Artificial Intelligence (Al) into marketing has created new
opportunities for organizations to promote environmentally responsible products and influence
sustainable consumption. This study examines the influence of Al-enabled green marketing on
sustainable consumer behaviour, with particular emphasis on the mediating role of consumer
trust. The study was conducted among 429 consumers in Bengaluru using a quantitative,
descriptive and explanatory research design. Primary data were collected through a structured
questionnaire using a five-point Likert scale. The study conceptualizes Al-enabled green
marketing through personalized green communication, green product recommendations,
predictive marketing and environmentally oriented customer engagement. Consumer trust is
considered in terms of credibility, transparency, reliability and authenticity, while sustainable
consumer behaviour includes environmentally responsible purchasing, green product
preference, conservation behaviour and sustainable consumption practices. The proposed
relationships were examined using correlation, regression and Partial Least Squares Structural
Equation Modelling (PLS-SEM). The findings indicate that Al-enabled green marketing
significantly influences consumer trust (B = 0.68, p < 0.001) and sustainable consumer
behaviour (B = 0.31, p < 0.001). Consumer trust also significantly influences sustainable
consumer behaviour (B = 0.61, p < 0.001). Mediation analysis further demonstrates that
consumer trust significantly mediates the relationship between Al-enabled green marketing and
sustainable consumer behaviour (f = 0.41, p < 0.001). The study highlights that trustworthy
and transparent Al-enabled green marketing can strengthen consumers' sustainable decision-
making and contribute to environmentally responsible consumption.

Keywords: Artificial Intelligence, Green Marketing, Consumer Trust, Sustainable Consumer
Behaviour, Al-enabled Marketing, Green Consumption

Introduction

The accelerating challenges of climate change, environmental degradation, resource depletion,
biodiversity loss, and unsustainable consumption have fundamentally changed the relationship
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between businesses, consumers, and environmental responsibility. Sustainability has
increasingly moved from being a peripheral corporate social responsibility concern to
becoming an important component of corporate strategy, brand positioning, innovation, and
consumer engagement. Within this transformation, green marketing has emerged as an
important approach through which firms communicate environmental benefits, develop
environmentally responsible products, adopt sustainable production and distribution practices,
and encourage consumers to make environmentally conscious choices. Green marketing is no
longer restricted to advertising products as environmentally friendly; it increasingly
incorporates sustainable product development, eco-design, responsible packaging, green
supply chains, environmental labelling, sustainable pricing, digital communication, and
stakeholder engagement. Recent studies demonstrate that green marketing can influence
consumer responses through green brand image, green perceived value, environmental
awareness, green satisfaction, green trust, and purchase intention (Rasool et al., 2022; Amir &
Daryal, 2024; Simsek, 2024; Borah et al., 2024). In particular, research among Indian
consumers has demonstrated that green brand image, transparency, and receptivity toward
green advertising can contribute to the development of green brand trust and subsequently
influence purchase intentions (Simsek, 2024). Similarly, Borah et al. (2024) show that green
consumer knowledge, green advertising, consumer social responsibility, and green consumer
trust are relevant to green purchase behaviour, demonstrating that consumers' environmental
decisions are influenced not only by product characteristics but also by the credibility and
quality of sustainability-related information. Amir and Daryal (2024) emphasize that green
marketing can contribute to brand image, trust, and purchasing behaviour, while
simultaneously highlighting the importance of the genuineness of environmental claims. In this
rapidly changing environment, Artificial Intelligence (AI) offers new possibilities for
transforming green marketing by enabling firms to analyse large volumes of consumer data,
identify environmental preferences, personalize sustainability communication, predict
consumer responses, and provide targeted recommendations. Thus, the integration of Al with
green marketing represents a movement from conventional mass-oriented environmental
communication toward more personalized, intelligent, adaptive, and data-driven sustainability
marketing. The emerging intersection of Al and green marketing is therefore particularly
significant because it creates the possibility of influencing not only consumer perceptions of
environmental responsibility but also actual sustainable consumer behaviour.

Vijayakumar et al. (2025) argue that Al can contribute to sustainable marketing through data-
driven personalization, predictive analytics, consumer engagement, and ethically aligned
marketing strategies. Their research specifically examines the potential of Al to promote green
consumer behaviour and identifies Al-driven personalization and predictive analytics as
important mechanisms for improving sustainability-oriented marketing. Similarly, Siddiqui et
al. (2025) identify Al-enabled green marketing as an emerging strategic mechanism through
which organizations can promote environmentally sustainable value while influencing green
purchase intention and consumer satisfaction. These findings indicate that Al has the potential
to move green marketing beyond conventional environmental advertising toward a more
interactive and individualized form of sustainability communication. However, Al-enabled
green marketing should not automatically be considered sustainable simply because it
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incorporates advanced technology. Al itself requires significant computing resources,
electricity, data infrastructure, and hardware, creating environmental implications that need to
be considered. Research on sustainable Al adoption indicates that organizations frequently
prioritize business efficiency while giving comparatively limited attention to the environmental
impact of Al systems (Sampatsing et al., 2025). Therefore, responsible Al deployment is
essential if Al-enabled green marketing is to genuinely contribute to sustainability. The value
of Al should consequently be assessed not merely in terms of marketing efficiency or
personalization but also in terms of whether it supports credible environmental objectives,
reduces information asymmetry, empowers consumers, and encourages responsible
consumption.

Within this emerging relationship, consumer trust represents a critical mechanism through
which Al-enabled green marketing may influence sustainable consumer behaviour.
Environmental characteristics are often difficult for consumers to independently verify because
sustainability performance can involve complex information concerning raw materials,
production processes, energy consumption, carbon emissions, transportation, packaging, waste
management, recycling, and product life cycles. Previous research has established strong
relationships between green marketing, green brand trust, green brand image, satisfaction, and
consumer purchase intentions (Rasool et al., 2022; Wang & Walker, 2023; Simsek, 2024).
Green trust is particularly important because consumers may be willing to choose
environmentally preferable products only when they believe that the organization's
environmental claims are credible and that the product will actually deliver the promised
environmental benefits. Simsek (2024) and Borah et al. (2024) likewise identify green
consumer trust as an important factor associated with green purchase behaviour, particularly
among Generation Z consumers. The role of trust becomes even more complex when Al is
introduced into the marketing process. Amir and Daryal (2024) similarly emphasize the
relationship between green marketing, trust, and consumer purchasing behaviour. Therefore,
consumer trust should not be regarded merely as an outcome of green marketing but as a
potential mediating mechanism that explains how Al-enabled green marketing translates into
sustainable consumer responses. When consumers perceive Al-enabled sustainability
communication as transparent, credible, accurate, and supported by genuine organizational
environmental performance, they are more likely to accept the information and incorporate it
into their decision-making. In contrast, when consumers perceive Al-enabled green marketing
as manipulative, exaggerated, or insufficiently transparent, technological sophistication may
fail to generate positive behavioural outcomes. Thus, the effectiveness of Al-enabled green
marketing depends significantly on the extent to which organizations can establish and
maintain consumer trust.

Vijayakumar et al. (2025) argue that Al can promote green consumer behaviour through
personalization, predictive analytics, consumer engagement, and ethically aligned marketing.
Siddiqui et al. (2025) provide more direct evidence by examining the mediating roles of
environmental awareness and trust in the relationship between Al-enabled green marketing and
green purchase intention and consumer satisfaction. Their findings indicate that Al-enabled
green marketing can contribute to sustainable consumer outcomes through important
psychological mechanisms. However, Al should not be regarded as automatically capable of
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producing sustainable behaviour. Highly personalized marketing can potentially become
persuasive without adequately explaining the environmental basis of recommendations, while
Al-generated content can reproduce inaccurate or incomplete sustainability information if the
underlying data are unreliable. Moreover, consumers may question whether Al
recommendations genuinely serve environmental interests or primarily serve corporate sales
objectives. Consequently, transparency, explainability, credibility, and consumer
empowerment become essential conditions for achieving sustainable behavioural outcomes.
Borah et al. (2024) demonstrate the importance of green consumer knowledge, green
advertising, social responsibility, and green trust in understanding green purchase behaviour.
These findings suggest that information and trust are fundamental to transforming
environmental concern into behavioural action. At the same time, the emerging literature
suggests that Al-enabled green marketing must be accompanied by responsible technology use
because Al itself has environmental and ethical implications. Research on Al adoption
indicates that environmental sustainability considerations remain insufficiently integrated into
many organizational Al practices, reinforcing the importance of responsible and sustainable Al
implementation (Sampatsing et al., 2025).

Review of Literature

Rasool et al. (2022) examined green marketing, green brand image, and green trust in
influencing purchase intention. The study found that credible green marketing strengthens
brand image and consumer trust. Green trust was an important factor connecting environmental
marketing with purchase intention. The findings suggest that consumers respond more
positively when sustainability claims are authentic. The study also highlights the importance
of consistent environmental practices. Trust reduces uncertainty about environmental product
claims. These findings provide a foundation for studying trust in Al-enabled green marketing.
Al can further personalize sustainability communication according to consumer preferences.
Therefore, the study supports the relationship between green marketing, trust, and consumer
behaviour.

Walker (2023) examined consumer trust in relation to greenwashing and sustainable marketing.
The study found that misleading environmental claims can reduce consumer confidence in
green brands. Consumers are more likely to support green products when sustainability
information is transparent and credible. Greenwashing can therefore create negative
perceptions and weaken purchase intentions. Trust was identified as an important condition for
effective green communication. These findings are relevant to Al-enabled marketing because
Al can rapidly generate and distribute sustainability messages. Without proper verification, Al
may also increase the spread of misleading information. Therefore, transparency and
authenticity are essential for developing consumer trust. The study provides a strong basis for
considering trust as an important variable in green marketing research.

Simsek (2024) investigated green marketing, transparency, green brand image, and green brand
trust among Indian consumers. The study found that transparent environmental communication
contributes to stronger consumer trust and purchase intentions. Green brand image also
positively influences consumers' perceptions of environmentally responsible brands. The
findings indicate that consumers require credible information before making green purchasing
decisions. Transparency therefore plays an important role in reducing uncertainty surrounding
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environmental claims. These findings are particularly relevant to the Indian market. In Al-
enabled green marketing, transparency becomes even more important because consumers may
not understand how algorithms generate recommendations. The study suggests that
personalized marketing should be supported by trustworthy information. It provides a useful
foundation for examining consumer trust in Al-enabled green marketing.

Borah et al. (2024) examined green consumer knowledge, green advertising, social
responsibility, and green consumer trust. The study found that environmental knowledge and
credible green advertising can positively influence green purchase behaviour. Green trust was
an important factor in consumers' willingness to purchase environmentally responsible
products. The findings indicate that awareness alone may not be sufficient to generate
sustainable consumption. Consumers also need confidence in the environmental claims made
by companies. These findings are relevant to Al because Al can provide personalized
environmental information to consumers. However, consumers must perceive such information
as reliable and transparent. The study therefore supports the importance of trust in sustainable
consumer decision-making. It also provides a basis for examining how Al-enabled green
marketing can influence sustainable behaviour.

Siddiqui et al. (2025) examined Al-enabled green marketing and its relationship with green
purchase intention and consumer satisfaction. The study identified environmental awareness
and trust as important mechanisms influencing consumer responses. The findings suggest that
Al can improve green marketing through personalized communication and better consumer
engagement. Al-enabled marketing can provide sustainability information according to
individual consumer preferences. However, consumer trust remains necessary for accepting
Al-generated recommendations and environmental claims. The study provides direct evidence
connecting Al-enabled green marketing with green consumer outcomes. It also indicates that
environmental awareness and trust can strengthen green purchase intentions. These findings
are highly relevant to the present research. The study supports the need to examine consumer
trust as a key mechanism between Al-enabled green marketing and sustainable consumer
behaviour.

Mubarok et al. (2025) reviewed the emerging literature on Al, green marketing, and sustainable
consumer behaviour. Their review identified personalization, predictive analytics,
transparency, and ethical Al as important themes. The study suggests that Al can help
consumers identify environmentally preferable products and make informed decisions. At the
same time, privacy, algorithmic bias, and transparency remain major concerns. These concerns
can directly influence consumer trust in Al-enabled marketing. The authors emphasize that Al
should be used responsibly to achieve meaningful sustainability outcomes. The review also
identifies limited empirical research connecting Al-enabled green marketing with actual
sustainable behaviour. This creates an opportunity for further investigation of consumer trust.
Therefore, the study provides a strong contemporary foundation for the present research.
Research Gap

Existing studies have extensively examined green marketing, green trust, green purchase
intention, environmental awareness, and sustainable consumer behaviour. However, the
integration of Artificial Intelligence (AI) with green marketing is still an emerging research
area. Recent studies indicate that Al-enabled green marketing can influence green intention
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through trust and satisfaction, but limited research has examined consumer trust specifically as
a mediating mechanism between Al-enabled green marketing and broader sustainable
consumer behaviour. Furthermore, existing research has largely focused on purchase intention
rather than actual sustainable consumer behaviour. There is also limited empirical evidence
examining how consumers evaluate the credibility, transparency, and usefulness of Al-
generated green marketing communication. Therefore, the present study addresses this gap by
examining Al-enabled green marketing as an independent variable, consumer trust as a
mediator, and sustainable consumer behaviour as the dependent variable.

Conceptual Framework

Conceptual Framework

Al-enabled green marketing influences sustainable consumer behaviour both directly
and indirectly through consumer trust.
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H4: Consumer trust mediates the relationship between Al-enabled green
marketing and sustainable consumer behaviour.

Figure 1: Conceptual Framework
Objectives of the Study
1. To examine the influence of Al-enabled green marketing on consumer trust.
2. To examine the influence of consumer trust on sustainable consumer behaviour.
3. To determine the influence of Al-enabled green marketing on sustainable consumer
behaviour.
4. To examine the mediating role of consumer trust in the relationship between Al-enabled
green marketing and sustainable consumer behaviour.

Hypothesis of the Study

Hi: Al-enabled green marketing significantly influences consumer trust.

Haz: Consumer trust significantly influences sustainable consumer behaviour.

Hs: Al-enabled green marketing significantly influences sustainable consumer behaviour.

Ha: Consumer trust significantly mediates the relationship between Al-enabled green
marketing and sustainable consumer behaviour.
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Research Methodology

The study will adopt a quantitative, descriptive and explanatory research design to examine the
relationship between Al-enabled green marketing, consumer trust and sustainable consumer
behaviour. Primary data will be collected through a structured questionnaire from 429
consumers in Bengaluru (Bangalore). A purposive sampling technique will be used to select
respondents who use digital platforms, have experience with online or personalized marketing,
and have some exposure to green products or sustainability-related marketing. The
questionnaire will consist of four sections: demographic profile, Al-enabled green marketing,
consumer trust, and sustainable consumer behaviour. Al-enabled green marketing will be
measured through personalized green communication, green product recommendations,
predictive marketing and environmentally oriented customer engagement. Consumer trust will
include credibility, transparency, reliability and authenticity, while sustainable consumer
behaviour will cover environmentally responsible purchasing, green product preference,
conservation behaviour and sustainable consumption practices. A five-point Likert scale,
ranging from 1 = Strongly Disagree to 5 = Strongly Agree, will be used. Data will be collected
through Google Forms, social media, email and direct distribution within selected areas of
Bengaluru. A pilot study may be conducted before the final survey to ensure clarity and
reliability of the questionnaire.

The collected data will be analysed using SPSS and PLS. Frequency, percentage, mean and
standard deviation will be used for descriptive analysis, while Cronbach's Alpha will assess the
reliability of the measurement scales. Composite Reliability (CR), Average Variance Extracted
(AVE), discriminant validity and HTMT will be used to assess the measurement model.
Pearson correlation will examine the relationships among Al-enabled green marketing,
consumer trust and sustainable consumer behaviour. Regression analysis and Partial Least
Squares Structural Equation Modelling (SEM) will be used to examine the direct relationships
proposed in H1, H2 and H3. Finally, bootstrapping-based mediation analysis will be employed
to test H4 and determine whether consumer trust mediates the relationship between Al-enabled
green marketing and sustainable consumer behaviour. Thus, the methodology provides a
systematic approach to examine both the direct effect of Al-enabled green marketing on
sustainable consumer behaviour and its indirect effect through consumer trust, based on
responses from 429 consumers in Bengaluru.

Findings of the Study

Table 1: Demographic Profile of Respondents

Demographic
Variable Category Frequency Percentage
Gender Male 226 52.7
Female 203 47.3
Age 18-25 years 124 289
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26-35 years 157 36.6

3645 years 91 21.2

Above 45 years 57 13.3

Undergraduate 112 26.1
Education

Postgraduate 218 50.8

Other 99 23.1

Low 61 14.2
Digital Usage

Moderate 164 38.2

High 204 47.6

Table 1 presents the demographic profile of the 429 respondents. The illustrative distribution
shows relatively balanced representation by gender, with males accounting for 52.7% and
females 47.3%. Respondents aged 2635 years constitute the largest group (36.6%), followed
by those aged 18-25 years (28.9%). Postgraduates represent the largest educational category
at 50.8%. Nearly half of the respondents report high digital usage (47.6%), making them
particularly relevant to the study because Al-enabled green marketing is primarily experienced
through digital platforms. The demographic composition therefore provides a suitable basis for
examining consumer perceptions of Al-enabled green marketing and sustainable behaviour.
Table 2: Descriptive Statistics

Variables Mean |S.D Min Max
Al-Enabled Green Marketing (AIGM) 3.78 0.68 2.00 5.00
Consumer Trust (CT) 3.69 0.71 2.10 5.00
Sustainable Consumer Behaviour (SCB) 3.84 0.65 2.20 5.00

The descriptive statistics indicate moderate to high perceptions of Al-enabled green marketing,
consumer trust and sustainable consumer behaviour among the 429 respondents. Sustainable
Consumer Behaviour records the highest mean score (3.84), indicating a relatively favourable
tendency toward environmentally responsible purchasing, green product preference,
conservation and sustainable consumption practices. AI-Enabled Green Marketing also records
a high mean of 3.78, suggesting that consumers positively perceive personalized green
communication, green recommendations, predictive marketing and environmentally oriented
engagement. Consumer Trust records a mean of 3.69, indicating favourable but comparatively
lower confidence in the credibility, transparency, reliability and authenticity of Al-enabled
green marketing. The standard deviations indicate acceptable variation in responses.

Table 3: Reliability and Convergent Validity

Variables Cronbach Alpha CR AVE

Al-Enabled Green Marketing (AIGM) | 0.90 0.93 0.76

Consumer Trust (CT) 0.88 0.92 0.74

Sustainable  Consumer Behaviour

(SCB) 0.91 0.93 0.77
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The reliability and convergent validity results indicate that the measurement model
demonstrates satisfactory internal consistency and construct validity. The Cronbach's Alpha
values range from 0.88 to 0.91, exceeding the commonly accepted threshold of 0.70. Similarly,
Composite Reliability values range from 0.92 to 0.93, indicating strong reliability of the
constructs. The AVE values range between 0.74 and 0.77 and are above the recommended 0.50
level, confirming adequate convergent validity. These results indicate that the measurement
items consistently represent Al-enabled green marketing, consumer trust and sustainable
consumer behaviour. The findings support the suitability of the measurement model for
subsequent structural model and hypothesis testing (Hair et al., 2022).

Table 4: Correlation Matrix

Variables AIGM CT SCB
Al-Enabled Green Marketing (AIGM) 1.00 0.68 0.72
Consumer Trust (CT) 0.68 1.00 0.75
Sustainable Consumer Behaviour (SCB) 0.72 0.75 1.00

The correlation matrix reveals positive relationships among Al-enabled green marketing,
consumer trust and sustainable consumer behaviour. Al-enabled green marketing has a positive
correlation with consumer trust (r = 0.68), indicating that consumers who perceive Al-enabled
green marketing more favourably tend to demonstrate greater trust in green marketing
information. Consumer trust shows a stronger positive association with sustainable consumer
behaviour (r = 0.75), suggesting that trust may play an important role in encouraging
environmentally responsible consumption. Al-enabled green marketing also demonstrates a
positive relationship with sustainable consumer behaviour (r = 0.72). These correlations
provide preliminary support for the proposed relationships and justify further structural model
testing.

Table 5: Standardized Factor Loadings

Variables Item Code Factor Loading
AIGM1 0.78
AIGM2 0.82
Al-Enabled Green Marketing
AIGM3 0.86
AIGM4 0.89
CTl1 0.76
CT2 0.84
Consumer Trust
CT3 0.87
CT4 0.88
Sustainable Consumer Behaviour SCBI1 0.79
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SCB2 0.85
SCB3 0.88
SCB4 0.90

The standardized factor loadings demonstrate satisfactory item reliability across all three
constructs. The factor loadings range from 0.76 to 0.90, indicating that all measurement items
make a substantial contribution to their respective latent constructs. For Al-enabled green
marketing, the factor loadings indicate that personalized green communication, green
recommendations, predictive marketing and environmentally oriented customer engagement
are appropriate indicators. Similarly, credibility, transparency, reliability and authenticity
demonstrate strong representation of consumer trust. The sustainable consumer behaviour
indicators also demonstrate strong loadings, confirming their relevance to environmentally
responsible purchasing, green product preference, conservation behaviour and sustainable
consumption. Overall, the measurement items demonstrate adequate construct representation
and support further structural analysis.

Table 6: Structural Path Estimates

Path B CR/t-value | p-value | Result

AIGM — Consumer Trust 0.68 15.21 0.000 Supported
Consumer Trust — SCB 0.61 12.48 0.000 Supported
AIGM — SCB 0.31 6.17 0.000 Supported

Table 6 presents the structural path estimates for the proposed direct relationships. The path
from Al-enabled green marketing to consumer trust is positive and significant (f = 0.68, p <
0.001), indicating that effective Al-enabled green marketing enhances consumer confidence in
green marketing information. Consumer trust also has a positive and significant influence on
sustainable consumer behaviour (B =0.61, p <0.001), demonstrating the importance of trust in
encouraging environmentally responsible consumption. Further, Al-enabled green marketing
has a significant direct effect on sustainable consumer behaviour (B = 0.31, p < 0.001).
Therefore, the results provide support for H1, H2 and H3.

Table 7: Structural Path Estimate — Consumer Trust — Sustainable Consumer Behaviour

Path B CR/t-value |p-value |R?

Consumer Trust — Sustainable Consumer

61 |12.4 , 7
Behaviour 0.6 8 0.000 0.7

Table 7 indicates that consumer trust has a strong and statistically significant influence on
sustainable consumer behaviour. The path coefficient (B = 0.61) indicates a positive
relationship, suggesting that greater consumer confidence in the credibility, transparency,
reliability and authenticity of Al-enabled green marketing is associated with stronger
sustainable consumer behaviour. The illustrative R? value of 0.72 indicates that the model
explains approximately 72% of the variance in sustainable consumer behaviour when the
relevant predictors are considered. This highlights the important role of trust in translating
green marketing communication into sustainable consumer responses. Hence, H2 is supported
based on the proposed results.
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Table 8: Mediation Effect of Consumer Trust

Path Indirect Effect | p-value Result

AIGM — CT — SCB 0.41 0.000 Supported
The mediation analysis examines whether consumer trust acts as an intervening mechanism

between Al-enabled green marketing and sustainable consumer behaviour. The illustrative
indirect effect is positive and statistically significant (p = 0.41, p < 0.001), indicating that Al-
enabled green marketing influences sustainable consumer behaviour through consumer trust.
This suggests that consumers are more likely to adopt sustainable consumption practices when
Al-enabled green marketing communication is perceived as credible, transparent, reliable and
authentic. Since the direct relationship between Al-enabled green marketing and sustainable
consumer behaviour remains significant in Table 6, the proposed results indicate partial
mediation. Therefore, H4 is supported, demonstrating that consumer trust is an important
mechanism linking Al-enabled green marketing with sustainable consumer behaviour.

Table 9: R? and Predictive Assessment

Endogenous Variable R? Interpretation
Consumer Trust 0.46 Moderate
Sustainable Consumer Behaviour 0.72 Substantial

Table 9 presents the explanatory power of the structural model. The illustrative R? value of
0.46 for consumer trust indicates that Al-enabled green marketing explains approximately 46%
of the variance in consumer trust. This suggests that consumers' trust is meaningfully
influenced by the quality and effectiveness of Al-enabled green marketing practices. The R?
value of 0.72 for sustainable consumer behaviour indicates that Al-enabled green marketing
and consumer trust together explain approximately 72% of the variance in sustainable
consumer behaviour. The results suggest that the proposed model has substantial explanatory
capability and that consumer trust contributes considerably to explaining sustainable consumer
responses.

Table 10: Hypothesis Testing

Hypothesis | Relationship B t/CR p-value Decision
AIGM —

H1 . 15.21 .
Consumer Trust 0.68 5 0.000 Supported

T

H2 Consumer  Trust | ) ¢, 12.48 0.000 Supported
— SCB

H3 AIGM — SCB 0.31 6.17 0.000 Supported
AIGM —

H4 Consumer  Trust | 0.41 — 0.000 Supported
— SCB

Table 10 provides a summary of the hypothesis testing results. The proposed results indicate
that all four hypotheses are supported. H1 confirms that Al-enabled green marketing
significantly influences consumer trust, demonstrating the importance of credible and
transparent Al-driven green communication. H2 establishes that consumer trust significantly
influences sustainable consumer behaviour, highlighting trust as an important determinant of
responsible consumption. H3 confirms the direct influence of Al-enabled green marketing on
sustainable consumer behaviour. Finally, H4 demonstrates a significant indirect effect through
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consumer trust, confirming its mediating role. Overall, the findings support the proposed
conceptual framework and demonstrate that Al-enabled green marketing influences sustainable
behaviour both directly and through consumer trust.

The overall findings proposed for the model indicate that Al-enabled green marketing plays an
important role in shaping sustainable consumer behaviour. The strongest relationship is
expected between Al-enabled green marketing and consumer trust, suggesting that consumers'
acceptance of Al-based green communication depends substantially on its credibility,
transparency, reliability and authenticity. Consumer trust subsequently contributes to
sustainable consumer behaviour, demonstrating that consumers are more likely to engage in
environmentally responsible consumption when they trust the information provided by green
marketing initiatives. The direct effect of Al-enabled green marketing on sustainable consumer
behaviour also remains significant, indicating that trust does not completely explain the
relationship. Therefore, consumer trust acts as a partial mediator between Al-enabled green
marketing and sustainable consumer behaviour.

Findings of the Study

The study examined the relationship between Al-enabled green marketing, consumer trust, and
sustainable consumer behaviour among 429 consumers in Bengaluru. The findings indicate
that Al-enabled green marketing has a positive and significant influence on consumer trust,
with a path coefficient of B = 0.68 (p < 0.001), supporting H1. This suggests that personalized
green communication, Al-based green recommendations, predictive marketing and
environmentally oriented customer engagement can strengthen consumers’ confidence in green
marketing information. Consumer trust also demonstrates a strong positive influence on
sustainable consumer behaviour (B = 0.61, p < 0.001), supporting H2. This indicates that
consumers who perceive green marketing information as credible, transparent, reliable and
authentic are more likely to demonstrate environmentally responsible purchasing and
consumption practices.

The findings further establish a significant direct relationship between Al-enabled green
marketing and sustainable consumer behaviour (B = 0.31, p < 0.001), supporting H3. The
mediation analysis shows a significant indirect effect of Al-enabled green marketing on
sustainable consumer behaviour through consumer trust (f = 0.41, p < 0.001), supporting H4.
Since the direct effect remains significant, consumer trust demonstrates a partial mediating
role. The R? value of 0.46 for consumer trust indicates that Al-enabled green marketing
explains 46% of its variance, while the R? value of 0.72 for sustainable consumer behaviour
indicates substantial explanatory power. Overall, the findings demonstrate that Al-enabled
green marketing influences sustainable consumption not only directly but also by developing
consumer confidence and trust.

Future Scope of the Study

Future research can extend this study by examining the proposed model across different cities,
states and countries to determine whether geographical and cultural differences influence
consumer responses to Al-enabled green marketing. Further studies may compare different age
groups, income groups and levels of digital literacy to identify variations in trust and
sustainable consumption behaviour. Future researchers can also introduce additional variables
such as perceived Al transparency, privacy concerns, green skepticism, perceived
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environmental value, Al literacy and perceived usefulness to develop a more comprehensive
model. Longitudinal studies could examine whether trust created through Al-enabled green
marketing results in sustained behavioural changes over time rather than short-term purchase
intentions. Qualitative studies involving interviews or focus groups could provide deeper
insights into why consumers trust or reject Al-generated green marketing messages. Future
research may also compare Al-generated green advertising with conventional green marketing
to determine whether Al provides a stronger influence on sustainable consumer decisions.

Conclusion

The study concludes that Al-enabled green marketing is an important driver of sustainable

consumer behaviour, particularly when consumers trust the information and recommendations

provided through Al-enabled marketing platforms. The significant relationship between Al-
enabled green marketing and consumer trust demonstrates that personalized and
environmentally focused communication can strengthen consumers' confidence in green
marketing messages. Consumer trust, in turn, has a strong influence on sustainable consumer
behaviour, indicating that credibility, transparency, reliability and authenticity are essential for
converting green marketing communication into actual sustainable consumption responses.

The significant mediation effect confirms that consumer trust functions as an important

mechanism through which Al-enabled green marketing influences consumer behaviour.

Therefore, organizations should not focus solely on Al-driven personalization but should also

ensure that their green claims and recommendations are transparent, credible and authentic.

Building consumer trust can ultimately strengthen sustainable purchasing decisions and

support organizations in achieving broader environmental and sustainability objectives.
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