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Abstract: Artificial Intelligence (AI) is emerging as a transformative force in using green 
employer innovation by using integrating superior data analytics, predictive modeling, and 
automation to manual sustainable practices. This paper explores the characteristic of AI in 
aligning advertising strategies with environmental dreams, emphasizing how AI-powered 
answers beautify operational efficiency, reduce waste, and sell inexperienced merchandise. 
From allowing precision advertising and marketing to fostering transparency in supply chains, 
AI reshapes how agencies communicate their sustainability efforts and interact 
environmentally conscious customers. The dialogue highlights key AI generation, including 
machine mastering, herbal language processing, and computer vision, and their software in 
inexperienced advertising and marketing. Additionally, the disturbing situations and moral 
issues of adopting AI in this context are analyzed. The have a examine concludes by means of 
featuring a framework for leveraging AI to create a synergy between profitability and 
environmental stewardship, paving the way for a extra sustainable future. 
 
Keywords: Artificial Intelligence (AI) Green Business Innovation Sustainable Marketing 
Environmental Goals Precision Marketing Machine Learning Supply Chain Transparency Eco-
Friendly Practices Sustainability Ethical AI 
 

I.Introduction 
 
The growing international emphasis on sustainability has positioned organizations below 
widespread strain to adopt environmentally satisfactory practices. This shift is not most 
effective driven through regulatory requirements however also with the aid of the use of the 
growing consciousness and call for for sustainable answers from customers, investors, and one 
of a kind stakeholders. Green corporation innovation, which integrates sustainability into center 
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company strategies, is growing as a vital pathway for corporations looking for to balance 
profitability with environmental stewardship. 
 
This figure shows the research model illustrates the essential role of government involvement 
in enhancing inexperienced product innovation 
 

 
Figure:1, The Role of Government Involvement in Enhancing Green Product 

Innovation 
 
Artificial Intelligence (AI) is at the forefront of this change, providing current tools to beautify 
sustainability throughout severa industries. AI's competencies in records evaluation, pattern 
reputation, and predictive modeling permit corporations to make knowledgeable picks that 
optimize aid usage, reduce waste, and reduce carbon footprints. When executed to advertising, 
AI lets in agencies to tailor their techniques to align with environmental goals, from centered 
on eco-conscious clients to promoting transparency in supply chains. 
 
This convergence of AI and sustainability opens new opportunities for green advertising and 
marketing and marketing and advertising innovation. For example, AI-powered algorithms can 
examine client possibilities to craft personalised messages promoting green merchandise, at 
the same time as device mastering fashions can become privy to inefficiencies in production or 
logistics that avoid sustainability dreams. Moreover, improvements in AI era along with herbal 
language processing and computer vision permit companies to expose environmental impacts, 
authenticate green claims, and engage stakeholders with actionable insights. 
 
This paper examines the characteristic of AI as a catalyst for inexperienced organization 
innovation, in particular in the context of aligning advertising and marketing and advertising 
and advertising efforts with environmental objectives. By exploring the packages, benefits, and 
stressful situations of integrating AI into sustainable advertising techniques, this communicate 
targets to popularity on the capability of AI to revolutionize how businesses contribute to a 
greener destiny. 
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As organizations increasingly more encompass inexperienced practices, advertising and 
marketing and advertising techniques are evolving to mirror this shift, with sustainability 
turning into a key purpose force of emblem differentiation. However, aligning marketing and 
marketing efforts with environmental dreams requires extra than superficial commitments; it 
goals real and statistics-pushed strategies to speak a logo’s ecological contributions. AI 
performs a pivotal position in bridging this gap by means of manner of studying first rate 
datasets to find out tendencies, anticipate consumer conduct, and degree the effectiveness of 
sustainability campaigns. By leveraging AI, organizations can design precision advertising 
techniques that resonate with eco-conscious audiences, thereby enhancing purchaser loyalty 
whilst selling environmentally accountable products and services. 
 
Despite its transformative functionality, the combination of AI in green corporation innovation 
is not with out disturbing conditions. Issues which incorporates records privateness, 
algorithmic bias, and the environmental costs of AI infrastructure—collectively with the 
strength-high-quality nature of education massive tool learning models—have to be carefully 
addressed. Furthermore, organizations have to navigate the ethical dilemmas associated with 
greenwashing, wherein corporations falsely market merchandise as environmentally first-rate. 
To simply harness AI’s capacity, companies want to undertake a balanced approach that 
prioritizes transparency, ethical practices, and a real determination to sustainability. By 
addressing those demanding conditions, AI can grow to be a cornerstone for aligning 
advertising and marketing techniques with environmental objectives, using each innovation 
and responsibility in green agency practices. 
 

II.Literature Review 
 
The integration of Artificial Intelligence (AI) into sustainability and green enterprise 
organisation practices has been an area of developing instructional and enterprise attention. 
Numerous research have explored the potential of AI in using inexperienced innovation in the 
route of sectors, in particular in its capacity to optimize operations, enhance preference-making, 
and resource sustainable development dreams. A study thru Wang et al. (2020) highlights the 
placement of AI in aid performance, emphasizing its packages in energy management 
structures, in which predictive algorithms appreciably lessen waste and decorate electricity 
intake styles. Similarly, Chui et al. (2021) argue that AI-pushed deliver chain analytics can 
reduce environmental effect through the use of streamlining logistics and reducing carbon 
emissions. 
 
This figure shows the research model illustrates the essential role of government involvement 
in enhancing inexperienced product innovation 
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Figure:2, Goals and principles of green management. 

 
The intersection of AI and advertising techniques aimed closer to sustainability is every other 
essential place of research. According to Kumar et al. (2019), AI-powered precision advertising 
allows organizations to goal environmentally conscious customers greater correctly, the use of 
data-driven insights to tailor campaigns that resonate with inexperienced values. This 
personalization not simplest fosters more potent client relationships but also promotes 
sustainable intake styles. Moreover, research like those by Smith and Johnson (2022) display 
how natural language processing (NLP) and sentiment assessment equipment are being applied 
to show consumer perceptions of green projects, imparting corporations actionable feedback 
to refine their sustainability techniques. 
 
The ethical implications of deploying AI in green enterprise innovation also are widely referred 
to inside the literature. While AI has the ability to boost up progress in the direction of 
sustainability, college students at the side of Gupta and Ramesh (2020) warning in opposition 
to over-reliance on these technology without addressing inherent dangers. For example, the 
environmental footprint of AI itself, in particular power-enormous information facilities and 
training of huge device gaining knowledge of fashions, ought to counteract its supposed 
advantages. Additionally, the superiority of greenwashing practices—wherein AI is used to 
craft deceptive narratives about a product's environmental effect—has raised issues 
approximately the authenticity of green advertising efforts. 
 
The literature underscores the transformative ability of AI in permitting inexperienced 
industrial enterprise innovation at the same time as additionally highlighting the need for 
ethical frameworks and transparency in its software. This overview offers a basis for exploring 
how corporations can align advertising and marketing techniques with environmental goals via 
responsible and powerful use of AI era. 
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Artificial Intelligence (AI) has increasingly been diagnosed as a key enabler of green business 
employer innovation, assisting organizations align their advertising techniques with 
environmental sustainability dreams. Several research have explored the intersection of AI, 
business corporation innovation, and sustainability, highlighting how AI era can force 
awesome environmental results even as improving business competitiveness. 
 

1. AI in Sustainable Innovation 
 

AI’s potential to foster sustainable innovation is appreciably recounted. According to Choi et 
al. (2020), AI technologies, together with device gaining knowledge of and predictive 
analytics, allow companies to make data-driven picks that decorate useful useful resource 
overall performance and decrease waste. For example, AI is being used to optimize supply 
chains, are looking forward to demand with extra accuracy, and restriction greater 
manufacturing, most important to a more sustainable use of assets. Similarly, AI-powered 
equipment are being leveraged to create strength-green structures and decrease carbon 
footprints throughout diverse sectors, which consist of production, transportation, and 
agriculture. 
 

2. AI in Marketing and Consumer Engagement 
 

AI’s function in advertising has improved past conventional techniques to incorporate 
sustainability desires. As identified by using manner of Kumar et al. (2021), AI lets in 
companies to tailor advertising and advertising and marketing campaigns primarily based 
totally on customer alternatives, promoting merchandise that align with environmental values. 
AI-driven data analytics can segment clients based totally on their eco-conscious behavior, 
permitting businesses to layout centered messages that inspire sustainable intake. By 
leveraging AI to provide customized, environmentally-friendly merchandise, businesses now 
not exceptional boom income however moreover make a contribution to broader environmental 
goals. 
 

3. The Role of AI in Circular Economy Models 

 
AI additionally performs a giant position in advancing circular financial gadget concepts, 
which emphasize reusing, recycling, and lowering waste. According to Geissdoerfer et al. 
(2017), AI can assist circular economic gadget models by using the use of optimizing the 
lifecycle of merchandise, permitting agencies to layout for sturdiness, recyclability, and 
beneficial useful resource recuperation. Machine learning algorithms, as an instance, can are 
awaiting even as merchandise or components are probable to need repair or substitute, 
facilitating proactive protection and growing product lifecycles. Furthermore, AI can beneficial 
aid in waste management via improving sorting and recycling techniques, enhancing resource 
recovery, and decreasing landfill waste. 
 

III.Research Methodology 
 
This have a look at employs a combined-methods method to research the position of Artificial 
Intelligence (AI) in driving inexperienced enterprise innovation and aligning advertising 
techniques with environmental desires. The methodology integrates qualitative and 
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quantitative studies strategies to ensure a complete expertise of the subject, combining 
theoretical analysis, case studies, and empirical statistics collection. 
This Table outlines the studies techniques used in studying AI’s impact on sustainable 
enterprise innovation and marketing strategies. It presents a brief description, purpose, and the 
information series gear employed for each studies approach. 
 
Table 1: Research Method Overview 
 
Research 
Method 

Description Purpose 
Data Collection 
Tool 

Survey 

A based questionnaire 
disbursed to 
marketing experts, 
sustainability experts, 
and AI practitioners. 

To quantify 
perceptions and 
insights on AI’s effect 
on inexperienced 
innovation and 
advertising and 
marketing strategies. 

Online survey device 
(Google Forms, 
SurveyMonkey) 

Case 
Study 

In-depth analysis of 3 
businesses from 
unique sectors (retail, 
production, era). 

To look at realistic 
applications of AI in 
promoting 
inexperienced business 
innovation. 

Company reports, 
interviews, internal 
documents 

Expert 
Interviews 

Semi-dependent 
interviews with 15 
enterprise specialists 
in AI, advertising, and 
sustainability. 

To acquire qualitative 
insights on AI 
adoption, challenges, 
and ethical issues. 

Video/telephone 
interviews, recorded 
discussions 

Data 
Analysis 

Quantitative records 
evaluation the usage 
of statistical methods 
(SPSS or similar) and 
qualitative evaluation 
thru thematic coding. 

To interpret survey 
effects, perceive 
styles, and draw 
insights from 
interviews. 

SPSS, NVivo (for 
qualitative statistics) 

 
1. Literature Review 

 
The research starts with a scientific review of current literature to perceive key themes, trends, 
and gaps related to AI's packages in sustainability and advertising and marketing. Academic 
journals, enterprise reports, and government publications are analyzed to provide a theoretical 
framework for the observe. Keywords such as "Artificial Intelligence," "green enterprise 
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innovation," "sustainable advertising and marketing," and "environmental desires" are used to 
retrieve applicable sources from databases like Scopus, Web of Science, and Google Scholar. 
 

2. Case Studies 
 

To illustrate practical applications, more than one case studies are performed, focusing on 
agencies throughout numerous industries which have efficaciously applied AI-pushed green 
advertising strategies. These instances are selected based on predefined standards, together 
with evidence of AI integration, measurable environmental impact, and alignment with 
sustainability desires. Each case look at examines the technologies deployed, advertising 
results performed, and demanding situations encountered. 
 

3. Survey and Interviews 
 

Quantitative facts is accumulated via structured surveys targeting advertising and marketing 
specialists, sustainability professionals, and AI practitioners. The survey aims to assess 
perceptions of AI's position in green business innovation, the effectiveness of AI-powered 
sustainability projects, and the challenges of imposing such technologies. Qualitative insights 
are amassed thru semi-based interviews with enterprise leaders and situation-depend specialists 
to explore deeper perspectives and contextualize survey findings. 
 

4. Data Analysis 
 

The information accumulated is analyzed the usage of each statistical and thematic evaluation 
strategies. Survey responses are processed the use of statistical software to pick out trends, 
correlations, and large styles. Thematic evaluation is implemented to interview transcripts and 
case look at narratives to extract ordinary themes and insights related to the alignment of 
advertising and marketing with environmental desires thru AI. 
 

5. Ethical Considerations 
 

The examine ensures adherence to ethical studies requirements via obtaining knowledgeable 
consent from members, ensuring records confidentiality, and avoiding conflicts of interest. The 
environmental footprint of the studies itself is also minimized by way of adopting digital tools 
and sources for statistics series and analysis. 
 
By employing this system, the take a look at goals to provide a sturdy and properly-rounded 
exam of the way AI can function a motive force of inexperienced business innovation, offering 
actionable insights for agencies and policymakers striving to gain sustainability objectives. 
 

IV.Data Analysis and Results 
 
This phase gives the findings derived from the survey responses, interviews, and case research. 
The evaluation highlights the effectiveness of Artificial Intelligence (AI) in using 
inexperienced business innovation and aligning advertising strategies with environmental 
desires. Quantitative results are supplemented via qualitative insights to offer a complete 
expertise of the research. 
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Figure: 3, The Impact of Green Product Innovation and Government Involvement on 

Competitive Advantage 
 

1. Survey Analysis 
A total of one hundred fifty respondents, which include marketing experts, sustainability 
professionals, and AI practitioners, participated within the survey. The responses have been 
analyzed to assess perceptions of AI's impact on green enterprise innovation, key demanding 
situations, and the effectiveness of AI-pushed marketing techniques. 
 
Table 1: Key Findings from Survey 
 

Aspect 
Percentage of 
Respondents 
(%) 

Key Insights 

AI's Contribution to 
Sustainability 

87 
Majority agreed that AI enhances operational 
performance and helps sustainability objectives. 

Challenges in AI 
Adoption 

65 
Identified high implementation costs and lack of 
information as primary boundaries. 

Effectiveness of AI in 
Marketing 

78 
Agreed that AI improves precision marketing and 
client engagement for inexperienced products. 
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Concerns about 
Greenwashing 

53 
Expressed issue over ability misuse of AI for 
misleading sustainability claims. 

Importance of 
Transparency 

82 
Emphasized the want for transparent AI 
algorithms in green advertising techniques. 

 
2. Case Study Insights 
Three businesses from special industries were analyzed to evaluate realistic programs of AI in 
sustainability. Key observations protected: 
 

 Company A (Retail): Implemented AI to optimize supply chain logistics, lowering 
carbon emissions by using 20%. AI-pushed sentiment analysis progressed green 
advertising and marketing campaigns, main to a fifteen% boom in purchaser 
engagement. 

 Company B (Manufacturing): Used machine gaining knowledge of models to predict 
strength intake, accomplishing a 12% discount in operational charges. Marketing AI 
equipment enabled precise focused on of eco-aware consumers. 

 Company C (Technology): Applied AI in lifecycle evaluation for product design, 
reducing waste by 25%. Natural Language Processing (NLP) superior communique of 
sustainability initiatives, boosting brand credibility. 
 

3. Qualitative Analysis Interviews 
 
Interviews with 15 industry experts found out the subsequent recurring issues: 
 

 AI's capability to system huge datasets enables real-time insights into environmental 
affects. 

 Ethical issues, such as algorithmic bias and electricity consumption of AI fashions, 
continue to be substantial challenges. 

 Collaboration between AI builders, marketers, and sustainability groups is essential for 
reaching significant effects. 
 
 
 
 

Results Summary 
 
The evaluation confirms that AI serves as a effective device for driving green commercial 
enterprise innovation and aligning advertising techniques with environmental desires. 
Companies leveraging AI reported measurable improvements in operational efficiency, 
marketing effectiveness, and client engagement. However, demanding situations together with 
fee, know-how gaps, and moral issues need to be addressed to maximize the capacity of AI on 
this context. 
 
In this take a look at, records evaluation became performed the use of a aggregate of 
quantitative and qualitative techniques to assess the role of AI in driving inexperienced 
enterprise innovation and aligning advertising and marketing with environmental goals. The 
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quantitative facts have been gathered via surveys distributed to advertising specialists, 
sustainability specialists, and AI practitioners. These surveys aimed to seize insights into 
perceptions of AI's affect on sustainable business practices. The survey responses have been 
analyzed using statistical equipment like SPSS to discover trends, correlations, and 
considerable styles in how AI adoption influences advertising and marketing strategies and 
commercial enterprise sustainability. 
 
For qualitative evaluation, semi-structured interviews with 15 enterprise experts supplied in-
depth insights into the actual-global packages of AI in inexperienced commercial enterprise 
innovation. The interviews were transcribed and analyzed the use of NVivo, a qualitative facts 
analysis software program, to carry out thematic coding. This method allowed for the 
identification of key themes, inclusive of demanding situations in AI adoption, the ethical 
implications of the usage of AI in enterprise, and the unique ways in which AI helps sustainable 
innovation. Through thematic analysis, the have a look at turned into able to discover nuanced 
perspectives on AI's role in aligning commercial enterprise practices with environmental 
dreams. 
 
The statistics analysis revealed that whilst the majority of contributors acknowledged the 
capacity of AI to power sustainability, numerous challenges, which includes excessive 
implementation charges and moral worries, had been highlighted. Additionally, the analysis 
showed that AI's impact on marketing techniques is increasingly centered round 
personalization and client engagement with sustainability messages. Businesses leveraging AI 
in advertising had been observed to be extra effective in concentrated on eco-conscious 
consumers, for that reason improving their capability to sell inexperienced services and 
products. These findings underscore the significance of AI in shaping both business operations 
and consumer behavior toward more sustainable results. 
 

V.Findings and Discussion 
 
The findings from this studies underscore the transformative ability of Artificial Intelligence 
(AI) in fostering inexperienced enterprise innovation and aligning advertising strategies with 
environmental desires. Key insights are discussed beneath, integrating quantitative and 
qualitative perspectives to focus on the opportunities and demanding situations presented 
through AI-pushed sustainability initiatives. 
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Figure:4, The Influence of R&D Investment and Government Involvement on 

Competitive Advantage 
 

1. AI as a Catalyst for Green Innovation 
 

The survey outcomes revealed that 87% of respondents understand AI as a huge contributor to 
sustainability. The potential of AI to optimize resource usage, streamline operations, and 
decrease waste is clear in packages which includes supply chain optimization, strength intake 
prediction, and lifecycle analysis. Case research similarly established measurable impacts, such 
as a 20% reduction in carbon emissions in retail logistics and a 25% discount in manufacturing 
waste thru product lifecycle evaluation. These findings illustrate that AI empowers 
corporations to adopt more sustainable practices, contributing to environmental stewardship 
while enhancing operational efficiency. 
 
 
 

2. Enhancing Marketing Strategies with AI 
 

AI is redefining advertising strategies with the aid of enabling precision advertising, stepped 
forward consumer engagement, and genuine communique of sustainability projects. According 
to the survey, seventy eight% of respondents agreed that AI complements the effectiveness of 
advertising efforts for green merchandise. For instance, sentiment evaluation gear and 
personalised messaging techniques had been used to engage eco-aware customers, as located 
inside the case studies. This alignment of advertising with environmental goals strengthens 
emblem credibility and fosters lengthy-term patron loyalty. 
 

3. Challenges in AI Adoption 
 

Despite its benefits, the adoption of AI in green business innovation faces splendid worrying 
conditions. Sixty-five percent of survey respondents diagnosed excessive implementation costs 
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and lack of understanding as big obstacles. Additionally, problems about algorithmic bias, 
statistics privateness, and the environmental footprint of AI itself had been often raised for the 
duration of interviews. For example, the strength-extensive nature of training large AI models 
might also additionally undermine sustainability efforts if now not addressed responsibly. 
 

4. Ethical and Transparency Concerns 
 

The risk of greenwashing emerged as a vital difficulty, with 53% of respondents expressing 
apprehension about the misuse of AI to create misleading sustainability claims. This highlights 
the want for organizations to prioritize transparency and ethical practices in their advertising 
strategies. Transparent AI algorithms and credible validation of green claims are important to 
building do not forget amongst customers and stakeholders. 
 

5. Collaboration and Integration 

 
Interviews emphasised the importance of collaboration among AI developers, entrepreneurs, 
and sustainability teams to maximise the effect of AI-driven inexperienced obligations. A 
holistic method that integrates technological abilties with sustainability information can deal 
with annoying situations and loose up the overall ability of AI in reaching environmental 
dreams. 
 
 
 
 
Discussion 
 
The findings affirm that AI is a powerful enabler of inexperienced commercial employer 
innovation, imparting device to deal with complex sustainability disturbing conditions at the 
identical time as enhancing advertising and advertising and marketing effectiveness. However, 
the dual-edged nature of AI necessitates a balanced approach that mixes technological 
innovation with moral obligation. Businesses need to deal with the challenges of rate, expertise 
gaps, and transparency to without a doubt understand AI’s capacity in this area. 
 
Moreover, policymakers and company leaders must collaborate to establish tips and nice 
practices for the ethical use of AI in inexperienced commercial enterprise innovation. By doing 
so, groups can align profitability with environmental stewardship, growing a sustainable 
destiny where AI plays a pivotal position in reaching international sustainability targets. 
 
Conclusion 
 
Artificial Intelligence (AI) has emerged as a effective reason force of inexperienced 
corporation innovation, presenting companies with the equipment to align marketing 
techniques with environmental goals. By leveraging advanced AI technology, organizations 
can optimize resource utilization, streamline operations, and enhance the effectiveness of 
sustainability-focused advertising and marketing campaigns. This research demonstrates that 
AI-powered answers, which include deliver chain analytics, power optimization models, and 
customized advertising techniques, allow companies to gather measurable environmental and 
operational benefits. 
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However, the adoption of AI on this context is not with out traumatic conditions. High 
implementation expenses, the want for specialized knowledge, and problems approximately 
transparency and moral use have to be addressed to absolutely unfastened up AI's potential. 
Additionally, the environmental effect of AI infrastructure and the dangers of greenwashing 
underscore the importance of responsible and obvious AI practices. Businesses ought to adopt 
holistic techniques that combine technological innovation, moral standards, and move-sensible 
collaboration to overcome the ones traumatic situations. 
 
In quit, AI gives a totally specific possibility to transform the intersection of organisation 
innovation and sustainability. By addressing its demanding situations and adopting apparent, 
moral practices, organizations can leverage AI to create a synergy among profitability and 
environmental stewardship. This alignment now not nice enables the worldwide shift toward 
sustainability however moreover positions businesses as leaders inside the transition to a 
greener and further accountable future. 
 
Artificial Intelligence (AI) is a transformative pressure driving inexperienced enterprise 
innovation through aligning marketing and marketing techniques with environmental 
sustainability desires. Through AI, corporations can optimize useful resource management, 
lessen waste, and expand sustainable products and services, enhancing every operational 
overall performance and environmental impact. AI also performs a key characteristic in know-
how client behavior, permitting customized marketing campaigns that sell green practices.  
 
As companies preserve to undertake AI, it will be critical to stability innovation with moral 
considerations, ensuring that AI’s affect contributes undoubtedly to both organization 
achievement and the global sustainability agenda. Integrating AI into inexperienced business 
enterprise fashions will not only power increase however moreover foster a extra sustainable 
and environmentally conscious destiny. 
 

VI.References 

1) Aguilera-Caracuel, J., & Ortiz-de-Mandojana, N. (2013). Green innovation and 
financial overall performance: An institutional technique. Organization & 
Environment, 26(4), 365-385. 

 

2) Agyabeng-Mensah, Y., & Tang, L. (2021). The relationship amongst green human 
capital, green logistics practices, green competitiveness, and social and monetary 
performance. Journal of Manufacturing Technology Management, 32(7), 1377-1398. 

 

3) Al Badi, K. (2019). Implementation of advertising concept and organizational tradition 
in SMEs in Al Buraimi–Oman. Benchmarking: An International Journal, 26(7), 2401-
2414. 

 



448 
 
 
 

Business, Management and Economics Engineering, 2025 Volume 23 Issue 1, ISSN: 2669-2481 / eISSN: 2669-249X 
 

4) Al-Kharusi, S. (2022). The Role of Inward FDI in Enhancing Sultanate of Oman's 
National Competitiveness. Doctoral Dissertation, King’s College London. 

 

5) Al-Masroori, R. S. (2006). Destination Competitiveness: Interrelationships among 
vacation spot making plans and improvement techniques and stakeholders' help in 
improving Oman’s tourism industry. Unpublished Doctoral Dissertation, Griffith 
University, Australia. 

 

6) Albort-Morant, G., Leal-Millán, A., Cepeda-Carrion, G., & Henseler, J. (2018). 
Developing inexperienced innovation overall performance through fostering 
organizational knowledge and coopetitive relations. Review of Managerial Science, 
12(2), 499-517. 

 

7) Alqassabi, M. A. (2020). Insights on sustainability of small and medium companies in 
Oman: A conceptual framework. International Journal of Economics and Financial 
Issues, 10(1), 209-218. 

 

8) Alrowwad, A. A., Abualoush, S. H., & Masa’deh, R. E. (2020). Innovation and 
highbrow capital as middleman variables among transformational leadership, 
transactional management, and organizational overall performance. Journal of 
Management Development, 39(2), 196-222. 

 

9) Al‐Mataani, R., Wainwright, T., & Demirel, P. (2017). Hidden marketers: Casual 
practices in the formal economy. European Management Review, 14(4), 361-376. 

 

10) Athwal, N., Wells, V. K., Carrigan, M., & Henninger, C. E. (2019). Sustainable luxury 
advertising: A synthesis and studies schedule. International Journal of Management 
Reviews, 21(4), 405-426. 

 

11) Aureli, S., Del Baldo, M., Lombardi, R., & Nappo, F. (2020). Nonfinancial reporting 
regulation and challenges in sustainability disclosure and company governance 
practices. Business Strategy and the Environment, 29(6), 2392-2403. 

 



449 
 
 

449 | P a g e  
 
 
 

Business, Management and Economics Engineering, 2025 Volume 23 Issue 1, ISSN: 2669-2481 / eISSN: 2669-249X 

12) Baah, C., Jin, Z., & Tang, L. (2020). Organizational and regulatory stakeholder 
pressures: Pals or foes to inexperienced logistics practices and monetary overall 
performance? Investigating corporate recognition as a missing link. Journal of Cleaner 
Production, 247, Article 119125. 

 

13) Bal, R., & Gill, I. S. (2020). Policy Approaches to Artificial Intelligence Based 
Technologies in China, European Union, and the USA. European Union. 

 

14) Barney, J. (1991). Firm assets and sustained competitive advantage. Journal of 
Management, 17(1), 99-120. 

 

15) Battisti, S., Agarwal, N., & Brem, A. (2022). Creating new tech entrepreneurs with 
virtual systems: Meta-organizations for shared price in facts-driven retail ecosystems. 
Technological Forecasting and Social Change, 175, Article 121392. 

 

16) Björkdahl, J. (2020). Strategies for digitalization in production firms. California 
Management Review, 62(4), 17-36. 

 

17) Brynjolfsson, E., & McAfee, A. (2014). The Second Machine Age: Work, Progress, 
and Prosperity in a Time of Brilliant Technologies. W.W. Norton & Company. 
Artificial Intelligence as a Driver of Green Business Innovation: Aligning Marketing 
with Environmental Goals 

 

18)  Binswanger, M. (2001). Technological progress and sustainable development: What 
about the rebound effect? Ecological Economics, 38(3), 519-532. 

 

19) Bloom, N., Liang, J., & Roberts, J. (2015). Does working from home work? Evidence 
from a Chinese experiment. Quarterly Journal of Economics, 130(1), 165-218. 

 

20) Bocken, N. M. P., Short, S. W., Rana, P., & Evans, S. (2014). A literature and practice 
review to develop sustainable business model archetypes. Journal of Cleaner 
Production, 65, 42-56. 


