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ic food i fragmented. The present stud}-: aims to sy,
umption research, while also identilf:'t‘tically

: . oarding organ
buying behavior rega;worak of organic food cons on ;
studies in green marketing Strateg; Ing te
Cs,

the intellectual frameWort = =, ¢ for future ]
research gaps, and po::rtil:\lv ‘ilnf ;ﬁ;gﬁometﬁc analysis were.pe;fc:cnned dl]n accordance i
AS.yStf.:mauc 11teran1;f;347 peer-reviewed articles Wer® optgxne e Scopus database RIS}"«
gmde!lnes. Asun:O R analysis utilized bl.bllOmeC. m.ethods‘, compl‘ising
estab11§hed search p " nd thematic clustering and blbl.lometnc COupling

analysis, co-occurrence Mapp AN . ations, citation behaviors, co-authorgh; Vig X
viewer and Biblioshiny software. Trends pubhcs;ysed, "Ships g U

istributi thematic connections were analyse™ s

?ﬁizmju?: identified four separate research cluster; ¢ ; gatﬁ; tilsgslllltelsmzilzeﬁeen agrigy
sustainability and demand for organic food products, | ) litative factors srehated awafe:ural
and sustainability perspectives, (3) the impact of different 4’2 and Economic: cf o ti?“
attitudes, etc., on buying behaviour and (4) Consumer B ehal‘;mur 2018, with 1 (;:alI: OodC ic::'
Key results show rapid increases in reséar following 2018, otable inpyy

ch production : :
institutions in Europe and North America. Key themes encompass percep tions of organ, foég
quality, sensitivity to prices, environmental worrie

¢ i'aﬁg}'

s, and trust in organic certifications,
This research offers a detailed bibliometric analysis of organiC fO(’)f(lil Consulmpﬁor.l Stuge
uncovering shifting trends in the effectiveness of gr@n marketing. 'e rf:su ts 1ndicate tha:’
effective green marketing approaches need to tackle various f:onsumer motlyatlons at once, sucy as
health advantages, ecological effects, and social responsxblhty..Future studies ought Fo emphagiy,
variations in consumer behavior across cultures, digital marketing avenues for organic goods, gy
how certification transparency contributes to fostering consumer rust.
Keywords: organic food consumption, green marketing strategies, consumer behaviour, bibliomety,
analysis, systematic literature review, sustainable consumption, environmental consciousness,
PRISMA framework.
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Artificial intelligence (A) is a cutting-edge technology that is rapidly changing several industries

including the fashion industry. Artificial intelligence comprises of a number of innovati ns,
including deep learning, machine learning, computer vision, and natural language process; Tll(l) ,
technologies enable machines finish tasks that frequently call for human inte]lect mmgli i
quickly, saving a great deal of time. Artificial intelligence is changing consumer experienl::(;s 1'11??}::
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retail fashion industry. Predictive analytics and personalized experiences are now essential tools
for influencing consumer purchasing decisions. These days, Al-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 Al-
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 Al-driven fashion consumption and refine Al 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 renewable

energy and energy-efficient technologies, as well as building retrofitting are possible strategies 0
ns supported by government

achieve more sustainable cities and reduce greenhouse gas emissio _ b
subsidies and incentives to enable large number of people to adopt. This survey of 11terau1r§ti3:
aimed to identify the interconnections among the contributing variable that develops the p(;;lrlier
attitude towards adoption of sustainable building. Additionally it has been obsew;ti ﬁf:;a .
studies that green marketing communication through digital platforms and soci2 2

i ; line presence
capacity to enhance the adoption of sustainable product ingly, on'ineP

s and practices. Interesting ovainable
itions 0
of brands help to engage Gen Z. Thus social media can showcase value propositions
behavior and hence enhance sustainable purchase intentions.

Keywords: Social Media, Adoption, Green Building, GenZ.
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