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ABSTRACT

The present paper exploresthe commonality
between conscious consumerismand sustainability
using artificial intelligence. This research paper
studies how ethical purchasing behaviour can be
encouraged through the study of consumer buying
behaviour trends and the link between artificial
intelligence-based solutions for improving
manufacturing processes and increasing
sustainability. The need to focus on sustainability
iIsmorethan ever in the manufacturing sector. This
can be addressed through the green manufacturing
processes. This study incor por ates the conceptual
framewor k to gauge senti ments towards conscious
consumerism, sustainable or green manufacturing
and paper usage. A sentiment analysis using
VADER was done of 67 I T professionals using an
open ended set of questions. The majority of the
IT professionals responded neutrally for paper
usage versusdigital copies. Smilarly themajority
of the IT professionals showed neutral sentiment
towards sustainability while purchasing. The
majority of the respondents showed positive
sentiment towards sustainable manufacturing.

KEY WORDS

Conscious Consumerism, Sustainability,
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INTRODUCTION

Conscious consumerism is the practice of
thoughtful and intentional purchasing decisionsthat
prioritize sustainability and ethical standards. It also
involves choosing compani esthat adhereto ethical
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practices, purchasing durable products, and opting for fair trade goods. Consciousconsumerismisdefined as
apurchasingdecisionof any materia or serviceamed a minimizing theenvironmenta impact and minimising

ethical harm. Thisconcept hasemerged asanimportant parameter driving sustainability. On the other hand,

green manufacturing focuses on various ways to produce materialsin an eco-friendly way and reduce
environmenta harm. Theuse of resourcesisdonein themost optimised way, ensuring that it alignsclosdly

withtheconsumer behaviour insights. Duetothe advanced anaytica capabilities, predictive capabilities, and
variousdata-driven decision-making mode sartificid intelligenceholds, and itsimmense potential to connect

consumer val ueswith sustainable manufacturing (Dornfeld, David, et al. 2012).

Conscious Consumerism: An overview

Whenever apurchasing decisionisdriven by socia consderations, environmenta considerations, and
ethical consderations, itisreferred to asconsciousconsumerism.  Consciousconsumerism further statesthat
consumerstry to balancetheir personal preferences of both styleand affordability with fair trading practices,
environmentally friendly products, and ensure that it’s sustainable in nature (Koh, L. P., & Lee, T. M.,2012).
Thus, amore responsible global economy can be aimed for. Inaway, individualsand their consumption
patternisrelated to sustainability [ 1].In astudy that was doneby Becerral, on how the purchasing decisions
are made keeping environmental repercussionsinview, it wasfound that alarge number of consumers,
specifically those in the younger age group, do not have the adequate information about the impact on
environment which isneeded to make asustai nabl e purchasing decision [1]. Furthermore, the study states
that thereisaperception that eco-friendly productsare usualy expensive, making their adoption difficult[ 1].
Thereareseveral such caseswhereaconflict inthemind of the consumersiscreated when they comparethe
factorslikecost, convenience, and individua style preferenceswith other factorssuch asethicd, environmenta
sustainability, and fair trade [2]. This often leads to individuals’ cognitive dissonance, where an individual is
unabletoaigntheir ethica valueswiththered world behaviours, caus ngincons stenciesin their purchasing
behaviour[2]. Another study by Ritaet al. describes consumer sustainability consciousnessbeing afive-
dimensiona construct consisting of sense of retribution, accesstoinformation, labelling and peer influence,
hedlth consderations, and crisissituations[3].  Thepaper statesthat thesefive-dimensona constructshelpin
adetailed understanding of the factorsthat i nfluence conscious consumption of sustai nable productsand
services[3]. Bemporad, R., & Baranowski, M. (2007) studied the consumersin the US. It wasfound that
consciousconsumerismisincreasingly shaping themarkets, wherethe consumersareableto aignther values
with sustainability and socia responsibility and thebrands play akey rolein thisalignment [4]. The study
further statesthat the consumers are expecting brandsto be honest and have verifiable practicesthat avoid
mid eading eco-friendly claims, which might ultimately lead to acompromiseinthetrust [4] . Thestudy later
emphasizes that among the consumers’ top priorities are socially relevant factors such as sourcing the product
ethicaly and efficiency in energy, which aretaking precedence over convenience. Hed th, honesty, convenience,
rel ationships, and acommitment to doing good to soci ety areinfluencing the purchasing decisionsof conscious
consumersand are considered asfive corevalues[4]. Inthe studly, it is seen that the consumersare deeply
attracted towards “green messages” and many individuals identify themselves very strongly as having social
and environmental responsibility. However, one cannot forget that the term “green” itself has lost some of its
initial appeal [4]. Variousinformation sources such as print media, word of mouth, and online platforms
influence arebeing relied upon by consumers so that they are ableto makeinformed purchasing decisons

Paper: Eco friendly or not?

Paper and packaging generally classified asapaper industry was sel ected for thisstudy. Paper hasa
widevariety of usesintheareasof security, currency notes, education, usesin sanitation and aso communication
[10]. Itssustainable usage and a so itsproduction has been under discussionin many forumsand aso research
has been done on various sources of raw materids, improvement in production processes and al so ecol ogical
concerns[10]. Asper Singh, A. K., Kumar, A., & Chandra, R. (2022) paper industry is one of the most
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pollutingindustriesintheworld [ 11]. In the paper manufacturing process, there aretwo mgor stepsof pulping
and bleaching [11]. Water consumptionisgenerdly very high, about 60m?/ton of paper produced and in spite
of themost recent and advanced technol ogies available[ 11]. Paper asaconsumer product offersundisputed
benefits to human society, and it has been proven to be critical in driving the most sensitive needs of mankind—
principally in areas of security, education, sanitation, and communication—and thus has been produced and

consumed worldwide. Itssustai nable production and usageis onetopic that hasfeatured prominently in many
discussion frontsand more often than not endswith recommendati onsfor an aternative sourceof raw materid,

improvement in production procedures, and ecol ogical concerns. Ontheother hand K Mozina, SPracek -
Knjiznica, 2012 have observed that in the modern eradigitization which isbeing seen asan alternative to
paper hasledto anincreaseineectrica consumption, asaconsequencerelated toitsproduction, usage and
asowhenitisreprocessed in different deviceq 12]. Somesimilar studiesas conducted by McDonnell Pet a

gateinther study on submission of assgnmentsby studentson paper and e ectronicaly, it showed that globa

warming potentia of paper was at 57.6 g CO,, against a lower vaue of 32.6 g CO2 for electronic
assignmentq 13].

Thusthisstudy showed the need to study the consumer behaviour about paper and itsusage. Mathur et
a intheir study aso found that the mgjority of the 79% of partici pants had awareness about the recyclability
of paper 84% were aware about the deforestation and wasin linewith 71% of the respondentswho felt that
they wereinlinewith themselves cons dering themsal vesenvironmentally conscioug 14] .

The Role of Al in Understanding Conscious Consumer Behaviour

Thesedayswiththeexposureto thegrowing variousapplicationsof artificid intelligence, thistechnol ogy
can help provideimportant ing ghtsinto consumer preferences and the patternsrel ated to their purchasing.
Some studies have shown that big dataanal ytics can help in making strategic decisions and performance
boosting [5]. Al hasbecomeadriver for green digita transformation these days[6]. Thefoll owing mentioned
arefew of themost used tool sthat help in understanding sentiments:

> Natural Language Processing (NLP): Nasukawaet d. study examinesthat if oneisableto determine
the sentiment polarity by classifying thetext that isavail able online as positive, negative, or neutral,
which helpsin assessing thefavourability of thetextual content through natural language processing
(NLP) [5]. Thesecontentsaremostly available on social media, customer reviews on e-commercia
platforms, and other onlinemediaand product evaluations[5]. Animportant featureof thisapproach
isitsconcentration on the factorsthat are more subjective and are contextual in natureaswell, which
hel psintheimprovement of the precision by which thesentimentsareclassified [5]. It further addresses
thechalengesthat arefaced during the sentiment anaysis, whichinclude domai n-specific vocabul ary,
interpretation of ambiguity, and sarcasm [5]. Thus, there is an important need for an in-depth
understanding of the context inwhich thetext sentiment analysisis bei ng done, which, however, will
need theadoption of amoreadvanced NLP strategy [5].  Thestudy underscorestheimportance of the
combination of statistica methods and linguistic methodsto improvetherdiability and effectivenessin
the detection of particular sentiment [5].

»  VADERIsal exicon-based tool which doessentiment andys's. Thistechni que uses predefined meanings
caled lexiconsof wordsassociated with sentiment scores. These methods do not requiretraining data
andingtead work by scanning text for known sentiment wordsand aggregating their scoresto determine
the overd| sentiment of asentence or document. Availability of recommendation systemshasimproved
user preferences asthey are based on user preferences[6]. Theserecommendation systems employ
content-based filtering (CBF) and collaborativefiltering (CF), which are used to provide customised
solutionsto their usersthat are based on user preferencesand behaviours[6]. Certain hybrid model's
use both collaborativefiltering and content-based filtering and are used to addressthe challenges of the
cold start problem, and also enhance the precision of the suggestions that are given by these

July to September 2025  www.shodhsamagam.com Impact Factor
A Double-Blind, Peer-Reviewed, Referred, Quarterly, Multi SJIF (2025): 8.019
Disciplinary and Bilingual International Research Journal C

975



V Vivek, RichaSingh

ISSN : 2581-6918 (E), 2582-1792 (P) SHODH SAMAGAM Page No. 973 - 981

Year-08, Volume-08, |ssue-03

recommendation systems|[6]. New val uation metrics such asthe Mean Absolute Error (MAE) and
Root Mean Square Error (RM SE) are used to assessthefunctionality of the recommendation systems
[6]. Kumar, in hispaper, further providesexamples on how synthetic data sets can beemployed to test
and train recommendation models[ 6]. Oneof the most popular tool s used to generate synthetic data
setsistheFaker library [6]. Recent breakthroughsin modern scienceand artificia intelligence have
improved the efficacy of recommendation systems especially with theinclusion of deeplearning and
transformer modelssuch asBERT [8].

Objectives of the Sudy
Objectiveof thestudy areasfollows:

1. Toganinsghtsinto theuseof paper anong I T profess ona swho primafacie predominantly aretech
savvy owingtotheir professionand usedigita subgtitutes.

2. Toganinsightsinto thethought processof IT professiona swhile making any purchase decision of
paper productslike paper bags, paper packaging, recycled paper etc.

3. Toganingghtsintothe sentimentsof IT professionastowardsgreen or susta nable manufacturing.

Research Methodology of the Study

Qualitative datawas collected through interview that was conducted of 67 I T professionalsfrom4 tier
2 citiesof Indiai.e. Nagpur, Lucknow, Indore and Chandigarh. A structured interview was conducted where
the respondentswere encouraged to sharetheir thoughts on the questions based on thethree objectives. The
age ranged from 25 to 50 years. The interview transcript’s data was processed, cleaned, removed stop
words, punctuations, and converted to lower case. Sentiment analysis was done using the VADER tool.
Interpretation of sentimentsweretypicaly categorized as{ polarity score(e.g., from-1to+1)}:

> Podgtive > Negative > Neutra
Category Toolsand Technologies
DataCallection Quditative
No of respondents 67 IT professionals
SentimentAndyssTool | VADER
Visudisation MSExcel

Analysis and Discussion

Sentiment analysisresultsfrom 67 IT professional susing questions around thethree objectives. Bar
chart shows how many responseswere Positive, Neutr al, or Negativefor each objectives:
1. Digita vs. Paper
2. SudanabilityinPurchasing
3. SudganableManufacturing
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Fig 1: Sentiment towardsdigital copiesV s paper usage
Q1. Aredigital optionsbetter than paper use?

25 1

s
23
20 4 ©
15 4
10
5
0

Positive Negative Neutral
Sentiment

I nferencefrom the sentiment Towar ds Paper Usage (Fig 1):
> ltisinferred that themgjority of therespondentshad either aneutra or apositive sentiment towardsthe
useof digital copiesaspaper might have an environmenta impact asthemain source of raw materid is
wood.
» A smdlertough significant sesgment however thus hold anegative sentiment ontheuseof digita copies
over paper usage.
Fig 2: Sentiment towards cons dering sustai nability whilepurchasedecisions.
Q2:  How doyoufed about sustainablility while purchasing any product
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I nfer encefrom consciousconsumerismi.e. sustainable purchase(Fig 2):
»  Alargechunk of respondents have neutral sentimentstowards sustai nable purchase. That meansthey
do not put thoughts on sustai nability while purchasing paper products.
» A smadl portion remains opposed which showsthat they ignore environmenta impact beforemakinga
purchase.
Fig 3: Sentiment towards sustai nable manufacturing
Q3. How doyoufed about sustainable munufacturing?
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I nferencefrom Support for SustainableManufacturing (Fig 3):
» A largechunk of respondents have strongly supported sustai nable manufacturing efforts.
» A small portion remains neutra or opposed which showsthat more avareness and incentivesmay be
needed to boost the acceptance of sustainable manufacturing.
I nfer encefrom sentiment distribution acr ossagegroupsabout paper usage, consciousconsumerism
and sustainablemanufacturing:
»  Younger age groups (25-35 years) in theanalysis show ahigher proportion of positive sentiment,
indi cating apositive growing eco-consciousnessamong millennialsand Gen Z.

»  Older agegroups(35-45 years) exhibiting amore stable and neutral sentiment distribution, with some
of them having anegative perception, possibly dueto longstanding habitsor disbelief.

Practical implication: Green Manufacturing
By incorporating consumer-driven insights, Al enhances severa aspects of green manufacturing. In
someareasAl isalso used to monitor pollution hot spots and respond immediately to the crisisrelated to
environment[6):
1. ResourceEfficiency: Artificia intelligence based modelshelpin proper alocation and optimiseraw
materid usage.
2. ProcessOptimization: Smart manufacturing systems enable manufacturersto becomeflexiblein
production which can be based on futuristic consumer demand on sustainabl e products.

July to September 2025  www.shodhsamagam.com Impact Factor
A Double-Blind, Peer-Reviewed, Referred, Quarterly, Multi SJIF (2025): 8.019
Disciplinary and Bilingual International Research Journal C

978



V Vivek, RichaSingh

ISSN : 2581-6918 (E), 2582-1792 (P) SHODH SAMAGAM Page No. 973 - 981

Year-08, Volume-08, |ssue-03

3. Supply Chain Trangparency: Recent advancesin block chain-integrated Al solutionscan asotrace
theorigin of the product which gainsuserstrust that the companiesare sourcing materialsethically.

4. Energy Management: Al can optimize and reducethe use of energy during manufacturing which
might lead to reduction of emissionsand a so reduce the operational costs.

Challenges and Ethical Considerations
Despiteitspotentid, integrating conscious consumerism into Al-driven green manufacturing poses
chdlenges:
»  DataPrivacy: Concernsregarding the collection and usage of consumer dataaretill being considered.
Theusersarenot awarewhat dataisbeing collected and what it isbeing used for.

» DataBias Sentiment andyssmodesmay inherit biases because of theinherent nature of thetraining
data, leading toinaccurate conclusions. Thereareeven reported casesof algorithmic bias[5].

» BiasinAl Models: Therisk of reinforcing existing biasesin consumer data, especidly, thisbecomes
moreimportant asit isalso based on theindividual and their ethical valueswhen developing these
models

> Interpretation Challenges. Environmental related sentiments can be more complex and highly
dependent on the context which would berequiring advanced Al models.

» Resourcelntensiveness: High computational power required for Al systems may impact energy
efficiency. Technicd and organisationa challengeshavedso been highlighted[ 5]

Some of the proactive measures such asethical Al guideinesregulated by Government or even self-
regulation by devel opers, transparent datausage policies, and energy-efficient computing can mitigate these
challengeswhich would lead to more sustai nable and trust worthy business practices.

Future Directions and Research Opportunities

Bemporad et al statesthat building trust through communication which iskept transparent fosters
consumer loyalty[4]. It dso he pscut through the market noisg 4] . Aligning theefforts of abrand with those of
the values of conscious consumers, reduces cognitive dissonance and enhances both sales and customer
loyaty[4]. Trangparency, accountability, authenticity rema nimportant aspectsasconsumer preferencescontinue
toevolve 4]. Busnessesareincreas ngly seeing sustainability asastrategic market opportunity, moving beyond
thetraditiona view asamoral obligation, and are morefocusing towards ddlivering qudity, affordability and
sustainable solutiong 4]. To atract conscious buyers, establishment of deeper relationshipswith theconsumers
isalowing brandsto empower them to turn them asbrand ambassadorsand create mutual vauefor the eco-
friendly initiatives being undertaken by various corporation[4]. Theemerging landscapein marketing shows
ashift from atransactional interaction to amore meaningful connection in collaboration wheretrust and
purpose act asafoundational element of corporate reputation[4] .

Some Recommended

BusinessdrategiesusingAl in Susta nable Manufacturing:

Proactive Sustainability Srategies:

UseAl toidentify eco-trends and align production with future market demands.

Example: Implementing circular economy model sbased on consumer sentiment about waste reduction.
Customized Marketing Approaches:

Al can help segment customers based on their sustainability preferences and tailor green marketing
campaignsto maximizeengagemen.
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July to September 2025  www.shodhsamagam.com Impact Factor
A Double-Blind, Peer-Reviewed, Referred, Quarterly, Multi SJIF (2025): 8.019
Disciplinary and Bilingual International Research Journal C

979



V Vivek, RichaSingh

ISSN : 2581-6918 (E), 2582-1792 (P) SHODH SAMAGAM Page No. 973 - 981

Year-08, Volume-08, |ssue-03

w

Eco-Friendly Innovations:

» Using sentiment insightsto devel op new, sustainable material s and packaging sol utions based on
consumer demand.

Risk Mitigation:

Monitoring sentiment for potentia public reation crisesreated to unsustainable practicesand addressing
them beforethey escalate.

Additiond Recommendationsfor Sustainable Manufacturing Initiatives:

Targeted Awar eness Campaigns:

Focus on educating groupswith lower awarenesslevels(e.g., older generations, certain regions).
Leverage socid mediaand educationd programsto promote sustainability benefits.

I ncentivesfor Adoption:

Offering financia incentives, discounts, or loyaty programsfor sustainable product choices.
Partnering with Governmentsand NGOsto support green initiatives.

Region-Specific Srategies:

Customizing marketing efforts based on regiona preferencesand economic conditions.

Encouraging localized production of sustainable materialsto improve accessibility and reduce costs.
LeveragingAl Insights:

Continuoudly monitor sentiment trendsthrough Al-powered anaytics.

Adjust product offerings and marketing messages based on changing consumer sentiments and
preferences.

CONCLUSION

Conscious consumerism, when mapped effectively usingAl, can sSgnificantly acceleratethetransition
to sustai nable or green manufacturing. By aligning production practiceswith ethical consumption patterns,
manufacturers can achieveresource efficiency, reduce environmenta impact, and enhance brand reputation.
Thisstudy underscoresthe need for continued investment in Al research and policy devel opment to harness
thefull potentia of conscious consumerism for asustainablefuture.
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