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. . t'. od is fragmented. The present study aims to 
. b h . m1rding organic io • h • syste 

buymg e aVJorreo- •· ·c food consumption researc , while also id _lllatiea 

the intellectual framewor~ 0:i;;::ns for future studies in green marketing stra~:li_fh1g :\ 

research ~ps'. and poten~al and bibliometric analysis were perfonned in acconJanC:'e~. ~ 
A systematJc literature review . wed articles were obtained from the Scopus d WitJi Jl~ ' 

guidelines. A sum of 134 7 peer-reVJe l • s utilized bibliometric methods co a~base SS~ 

bl. h d h parameters Data ana ys1 , mpnsj 
esta I~ e searc . • •. and thematic clustering and bibliometric coupJ. Ilg Cifa. 

3?alys1s, co-~c~urr~nce mftwappmt-ends in publications, citation behaviors, co-authorshj'~g Via \>~ 

VJe\ver and B1blioshiny so are. . d Ps, re . "~ 

distributions and thematic connections were analyse • . . RI~ 

The exarnin;tion identified four separate research cluSters: (1) the t!ght hnk between a&ric 

sustainability and demand for organic food prod~cts, (2) he~1th. issues and related awarlll~ 

d 
· b.li n· (3) the impact of different qua1ltat1ve factors such asp en11o. 

an sustama 1 ty perspec ves, . d . erce • -oa 

attitudes, etc., on buying behaviour and (4) Consume~ Behavio~ an Econo~cs of Food Cb:ilj' 

Key results show rapid increases in research productJon followmg 20I S, WI~ notable inputrr,Ces. 

institutions in Europe and North America. Key themes encompass perceptions of org~": 
0

tn 
. . . ·n . '41JJC f0o(j 

quality, sensitivity to prices, environmental womes, and trust 1n o~gantc cert1 cations. 

This research offers a detailed bibliometric analysis of organi~ food consumption studi 

uncovering shifting trends in the effectiveness of green marketing. The results indicate he
s
' 

• • • t at 

effective green marketing approaches need to tackle van~u~ ~onsumer mot1~ations at once, SUch as 

health advantages, ecological effects, and social respons1btlity. Future studies ought to emphas· 

variation_s in c_onsumer behavior across cultures, digital marketing avenues for organic goods,~~ 

how certification transparency contributes to fostering consumer trust. 

Keywords: oi:ganic food consumption, green marketing strategies, consumer behaviour, bibliometrj 

analysis, systematic literature review, sustainable consumption, environmental consciousnessc 

PRISMA framework. 
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Artificial intelligence (Al) is a cutting-edge technology that is rapid! h . . . 

including the fashion industry. Artificial intelligence comprises :fc angmg sever~l 1ndustnes, 

· 1 din d 1 · · · a number of • 
me u g eep earmng, machine learn.mg, computer vision, and natural Ian uu~ovations, 

technologies enable machines finish tasks that frequently call for h ~ge processmg. These 

. kl . d . . . . . uman mtellect h 
qwc y, savmg a great eal of tlille. Artificial intelligence is changing consum . muc more 

er expenences in the 
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retail fashion industry. Predictive analytics and personalized experiences are now essential tools 

for influencing consumer purchasing decisions. These days, AI-powered systems are constantly 

fed consumer data, such as browsing and purchase history, social media activity, and personal 

preferences. As a result, they provide tailored product recommendations and customer-specific 

marketing. Customers' purchasing behavior is greatly impacted by this hyper-personalization, 

which could culminate in impulsive purchases. This study addresses gender disparities in impulsive 

fashion sector purchases. It explores how gender disparities affect the efficacy of different AI­

driven triggers, such as chatbots, virtual try-ons, targeted advertisements, positive reviews and 

ratings, and customized recommendations. When male and female consumers make an impulsive 

Purchase, these mechanisms have differing effects on their decision-making processes. The insights 

obtained from this research will facilitate businesses, marketers, and policymakers understand the 

ethical and cultural implications of AI-driven fashion consumption and refine AI tools to increase 

consumer engagement tailored to gender specific preferences and needs in the fashion industry. 

Keywords: Artificial Intelligence (AI), Fashion Industry, Impulsive Purchases, Personalized 

Marketing, Gender Dynamics, Consumer Decision Making, Online Fashion Retail, Consumer 

Engagement 
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Construction industry is the largest consumer of resource and energy. In smart city, energy 

management is primary. Urban development is largely influenced by environment assessment. 

Complex socio-economic-architectural system and the willingness of inhabitants to adopt rene':able 

energy and energy-efficient technologies, as well as building retrofitting are possible strategies to 

achieve more sustainable cities and reduce greenhouse gas emissions supported by _government 

subsidies and incentives to enable large number of people to adopt. This survey of bteratur~ ~as 

aimed to identify the interconnections among the contributing variable that develops the positli~e 

• • . . . . 11 · • h b bserved from ear ier 
attitude towards adoption of sustainable budding. Add1ttona Y it as een ° . d' have 

• d' • l 1 tn and social me ia 
studies that green marketing communication through 1g1ta P a onns 

1
. resence 

• • Int t' ngly on 1ne P 
capacity to enhance the adoption of sustainable products and practices. eres 1 . . ' f stainable 

f b 1 ropos1t1ons o su 
0 rands help to engage Gen Z. Thus social media can showcase va ue P 

behavior and hence enhance sustainable purchase intentions. 

Keywords: Social Media, Adoption, Green Building, Gen Z. 
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