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This study explores the application of artificial intelligence (AI) in "AI-

powered eco-messaging," or the creation of sustainable messages for media 

campaigns. Using a secondary research approach, we carefully review 

scholarly articles, industry reports, and case studies to get additional insight 

into the historical impact of AI on media campaigns and its potential to 

promote sustainability. The study's three primary research questions form its 

framework: 1) Which AI programs have been employed in media campaigns 

in the past? 2) What recurring motifs and challenges characterize AI's 

integration into sustainable narratives? 3) How do audience engagement and 

the adoption of sustainable behavior alter in the setting of AI-driven eco-

messaging? The study is to provide insightful information to media 

professionals, enabling them to make well-informed decisions on the 

strategic application of AI for compelling and long-lasting messages. 
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INTRODUCTION 

The way we communicate in the world has changed due, to technological advancements. One of the 

developments is the integration of artificial intelligence (AI) into various aspects of our lives. This has 

had an impact on industries. How we interact as a society. In the field of media campaigns, AI has been 

utilized for purposes, such as advertising and content recommendation systems. However, as our 

consciousness shifts towards sustainability it is becoming increasingly important to use AI not just for 

communication but also for promoting messages that encourage ecological responsibility. This study 

explores the intersection between AI and sustainability in media campaigns introducing the concept of 

"AI-powered eco messaging." 

To understand the influence of AI-powered eco messaging it is crucial to trace its trajectory in media 

campaigns. The relationship between technology and communication dates back to stages in computing 

history. As computing power expanded and algorithms advanced there was a shift in the media 

landscape. The introduction of AI, into media campaigns marked a change bringing capabilities like 

analyzing datasets personalizing content, and improving overall campaign effectiveness. The historical 

context sets the stage for us to explore the interactions, between AI and sustainable narratives. 

Considering the delicate balance of effective communication and the need to address pressing 

environmental concerns, challenges arise. Thus, the main objective of this study is to provide nuances 

related to AI-driven ecological messaging, the historical use of AI in media campaigns, and the evolution 

of independent AI audiences entering the box. 

As we move into this research, three key research questions guide our inquiry: First, we examine the 

landscape of the use of AIs in media campaigns, seeking to identify patterns and trends shaping 
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communication strategies. Second, we unpack the recurring theories and challenges that define AI for 

sustainable communication and identify challenges when technology and environmental messages 

interact. Finally, we examine the transformational impact of audience engagement and adoption of 

sustainable practices in AI-driven ecosystem messages and shed light on the social role of technology 

attitudes and actions that can work. 

The insights gained from this research are intended to be a valuable resource for politicians and 

journalists. It will equip them with a nuanced understanding of how to make informed decisions about 

the strategic use of AI for effective and sustainable messaging. AI can serve as a powerful tool not only 

for messaging but also as an ally in the global quest for environmental stewardship. 

LITERATURE REVIEW 

The integration of AI into media campaigns has a rich historical background that is crucial in 

comprehending its present-day influence as AI continues to permeate various industries. Through 

extensive research, scholars such as Yujia Zhai, Jiaqi Yan, Hezhao Zhang, and Wei Lu (2020) have 

mapped out the development of AI, starting from its infancy as a basic data analytics tool to its current 

state as a dominant force in shaping content and directing audience targeting. This body of literature 

offers valuable insights into the transformative role of AI in media and sets the groundwork for its 

convergence with sustainability messaging. (Yujia Zhai, Tracing the evolution of AI: conceptualization 

of artificial intelligence in mass media discourse. , 2020) 

The works of Greenfield and Robinson (2019) and Wang et al. (2021) delve into the fascinating realm 

where artificial intelligence (AI) and sustainability narratives intersect. Within this intersection, they 

uncover thought-provoking ethical dilemmas, algorithmic biases, and the fine line between persuasion 

and dissemination of information. (Greenfield P. &., 2019) (Wang Y. L., 2021) Building upon this 

foundation, Aiforsocialgood.ca's (2022) extensive review delves even deeper by examining the broader 

impact of AI on our environment and society. Together, these pieces of literature offer insightful 

observations on the complex dynamics at play in AI's role in shaping sustainable messaging, greatly 

contributing to our understanding of the current challenges and opportunities. (Aiforsocialgood.ca, 

2022) 

In recent years, there has been a surge of interest in the impact of audience involvement and behavior 

change on media campaigns. This has prompted researchers, such as Smith and Brown (2017) to delve 

deeper into the subject. Through their studies, these scholars have revealed crucial insights into how 

different demographics perceive advertisements, offering valuable insights into the evolving landscape 

of marketing (Smith & Brown, 2017). With this in mind, it is crucial to examine these dynamics, as they 

play a pivotal role in determining the effectiveness of AI-powered eco-messaging in driving sustainable 

actions. (Smith J. &., 2017) 

Theoretical Framework: 

Ecological Persuasion Model (EPM): 

The Ecological Persuasion Model (EPM) proposed in this research synthesizes elements from existing 

persuasion and communication theories, such as the Elaboration Likelihood Model (Petty & Cacioppo, 

1986) (Petty, 1986)and the Extended Parallel Process Model (Witte, 1992) (Witte, 1992), tailored to the 

unique dynamics of AI-powered eco-messaging. The EPM posits that the effectiveness of sustainable 

messages delivered through AI hinges on two primary factors: cognitive elaboration and emotional 

resonance. 

Cognitive Elaboration: 

Using the Elaboration Likelihood Model (Petty, 1986), the EPM highlights the significance of cognitive 

elaboration for understanding eco-messages. This means that incorporating personalized information 

in the AI message that elicits deep cognitive processing that aligns with an individual’s convictions or 

values will enhance the possibility of long-lasting attitude or behavior change. The third dimension 
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highlights that AI algorithms are used to personalize messages based on individuals’ preferences; hence, 

there is a need for reflective experience during the process. (Witte, 1992) 

Emotional Resonance: 

On emotional appeal theory, EPM is grounded on the concept of emotional resonance as an essential 

element in the linkage between audience and environmental narratives upon which sustainability 

stands. Furthermore, this form of AI can analyze emotional cues that enhance eco-messaging’s 

emotionality by enabling it to shape messages according to different needs. In other words, it helps 

messages resonate not only cognitively but also emotively with the target audience, thereby having 

deeper and long-lasting effects on their attitudes towards them. (Witte, 1992) 

RESEARCH METHODOLOGY 

This study uses the qualitative research methodology in its attempt to unearth the nuances regarding 

the relation between AI and sustainable messaging in the media, particularly as it refers to the topic of 

“Artificial Intelligence-powered eco messages”. 

Data Collection: 

To conduct a comprehensive study, relevant data will be collected through an extensive analysis of the 

literature. This will primarily involve examining the influential contributions of notable researchers 

such as Zhai, Yan, Zhang, Lu, Greenfield, Robinson, Wang, Smith, and Brown. The selection of sources 

will include reputable peer-reviewed journals, industry reports, and compelling case studies. By delving 

into the historical development of AI in media campaigns, we aim to uncover nuances and complexities 

surrounding sustainability messaging. Furthermore, we will examine recent publications to gain a 

deeper understanding of audience engagement and the impact of AI on behavior change.  

Theoretical Framework Application: 

Qualitative data will be analyzed and interpreted by applying the Ecological Persuasion Model (EPM). 

This study will use the dimensions (the models), cognitive elaboration, and emotional resonance as 

lenses to understand the impact of AI on the effectiveness of sustainability messages in media 

campaigns. 

Data Analysis: 

Thematic Analysis: The qualitative data comprising literature findings and cases will undergo thematic 

analysis. To explore these themes, including the historical evolution of AI in media campaigns, 

challenges and opportunities in AI-driven sustainability narratives, audience engagement, and behavior 

change. 

Pattern Recognition: Repeated themes and obstacles attached to introducing AI in a long-term message 

will be identified. 

Data Interpretation and Analysis 

The incorporation of artificial intelligence (AI) has emerged as a revolutionary force in the dynamic 

terrain of sustainability communication, transforming how messages about environmental 

responsibility are designed, transmitted, and received. This move marks a paradigm shift, providing an 

unparalleled opportunity to increase audience engagement and create fundamental improvements in 

the adoption of sustainable practices. 

Personalization and Relevance 

In the realm of environmental communication, AI-powered customization of messages has emerged as 

a crucial tool for driving audience engagement. Recent research has demonstrated a strong correlation 

between personalized messages and significantly higher levels of audience involvement. Messages that 

are thoughtfully crafted to resonate with the recipient's unique interests, beliefs, and past actions 

establish a potent connection between the audience and sustainability narratives. This connection plays 

a pivotal role in increasing the likelihood of fostering long-lasting behavioral changes in individuals. 
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A comprehensive analysis of the study reveals that personalized environmental messages, tailored to 

each individual's distinct characteristics and preferences, result in a significant boost in audience 

engagement. Communicators can forge a powerful emotional connection between the audience and 

sustainability narratives by aligning messages with the recipient's interests, beliefs, and previous 

actions. This heightened connection, as evidenced by the study, significantly enhances the chances of 

successfully promoting long-term changes in individuals' behaviors towards more sustainable practices. 

These findings highlight the critical role of personalized communication strategies in effectively 

influencing sustained behavioral shifts in the context of environmental awareness and action. 

Interactivity and Real-Time Engagement 

The use of interactive features, powered by AI chatbots and virtual assistants, has become a crucial 

factor in promoting audience engagement in sustainability communication. Real-time interactions play 

a pivotal role in enhancing user experience by providing immediate access to information and guidance 

on sustainable practices. Our extensive data analysis reveals that engagement levels significantly 

increase when audiences actively participate in interactive conversations and receive feedback 

promptly. This dynamic and interactive form of engagement positively correlates with individuals' 

increased inclination toward adopting eco-friendly behaviors. 

Our study highlights the importance of integrating interactive elements, particularly AI-driven chatbots 

and virtual assistants, in shaping the dynamics of audience engagement. The immediacy and 

responsiveness of real-time interactions not only improve the overall user experience by providing 

instant access to relevant information but also lead to a marked increase in engagement levels. When 

audiences actively participate in interactive conversations and receive prompt feedback, they are more 

likely to embrace sustainable practices. These insights demonstrate that the interactive and real-time 

nature of engagement, facilitated by AI technologies, significantly influences individuals' decisions to 

adopt eco-friendly behaviors within the context of environmental communication. 

Data-Driven Targeting 

In today's world, data-driven targeting is a powerful tool for effective communication. AI insights guide 

this approach, enabling the customization of environmental messages to specific audience segments. 

The result is a higher rate of adoption of sustainable behaviors. Through data analysis, we can see the 

substantial impact of targeted communication on increased engagement. Audiences are more receptive 

to content that is tailored to their unique characteristics. By leveraging data-driven insights, we can 

refine and enhance communication strategies to increase the efficacy of sustainability campaigns within 

the context of environmental research. 

Emotional Resonance and Connection 

The use of AI technology is paramount in sustainability communication as it can analyze emotional cues 

to establish resonance and connection. Messages that evoke positive emotions are more effective in 

shaping attitudes and behaviors toward sustainability. Thus, the integration of AI-powered emotional 

analysis into sustainability communication is imperative for more impactful campaigns. 

Trust and Ethical Considerations 

To successfully communicate sustainability initiatives with AI-powered eco-messaging, building trust 

is crucial. It is important to consider the audience and their needs when writing the message. Ethical 

concerns, like protecting privacy and respecting personal data, can negatively affect how people engage 

with AI technology. To encourage active participation in sustainability, it is necessary to gain trust by 

addressing these concerns. The study shows that trust issues can hinder engagement and slow the 

adoption of sustainable behaviors. Therefore, it is essential to prioritize ethical considerations and build 

trust to optimize the impact of AI-powered sustainability communication strategies. 

Balancing Persuasion and Information 

When communicating about sustainability, it is important to strike a balance between being persuasive 

and informative. This can be a challenge because we want to motivate people to adopt sustainable 
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behaviors, while also ensuring they understand the underlying environmental issues. Achieving this 

balance is critical because it positively impacts engagement and behavior adoption. By combining 

persuasion and information, we can effectively shape attitudes and behaviors toward sustainability. 

Analysis of Case Study:  

Unilever - Sustainable Living through AI-Enhanced Communication 

Unilever, a company that sells consumer goods and values sustainability, has started to use artificial 

intelligence (AI) to improve the way it communicates with its customers. By analyzing customer 

behavior, preferences, and interactions with their brands, Unilever was able to personalize 

communication through targeted advertisements, promotions, and product recommendations that 

align with individual customers' sustainability preferences. Unilever also integrated AI chatbots into its 

customer service platforms and social media channels, which allowed customers to have real-time 

conversations with the chatbots. Customers could ask questions about Unilever's sustainable product 

lines, get tips on reducing environmental impact, and participate in interactive campaigns such as eco-

challenges.  

AI analytics helped Unilever identify distinct consumer segments based on their sustainability interests 

and purchasing patterns. Targeted messaging addressed specific concerns, such as plastic waste 

reduction for one segment and sustainable sourcing for another. By analyzing customer reviews and 

social media interactions, AI algorithms helped Unilever adjust campaign content to evoke positive 

emotions and emphasize the collective impact of sustainable choices on global issues like climate change 

and biodiversity. Unilever also prioritized transparency in its AI-driven sustainability messaging. The 

company communicated clearly about its responsible use of AI, respecting user privacy, and ensuring 

ethical practices in data handling. Unilever's messaging struck a balance between persuasive elements, 

showcasing the positive environmental impact of sustainable choices, and providing detailed 

information on the company's sustainable sourcing, production, and packaging practices. As a result of 

these efforts, Unilever saw a substantial increase in customer engagement across its digital platforms. 

Customers actively participated in eco-challenges shared sustainable living tips, and contributed to 

discussions on Unilever's sustainability initiatives. Targeted messaging influenced consumer behavior, 

leading to a noticeable uptick in the purchase of Unilever's sustainable product lines. Consumers 

demonstrated a growing preference for products with eco-friendly attributes. Transparency in the 

company's AI-driven sustainability messaging contributed to building trust. Consumer surveys 

indicated a positive perception of Unilever's commitment to sustainable practices, facilitated by AI-

driven communication. Analysis of consumer sentiment indicated a strong emotional connection to 

Unilever's sustainability initiatives. Positive emotions expressed by customers correlated with increased 

brand loyalty and positive word-of-mouth. Finally, AI-driven analytics provided insights into customer 

preferences and the effectiveness of messaging strategies. Unilever used this feedback to refine its 

sustainability messaging continuously, ensuring that campaigns remained responsive to evolving 

customer expectations and global sustainability challenges. (Unilever, 2023) (Unilever, How AI and 

Digital Help Us Innovate Faster and Smarter, 2023) (Unilever, Unilever and Google Cloud Team Up to 

Reimagine the Future of Sustainable Sourcing, 2023) 

IBM - AI for Sustainable Operations and Communication 

IBM, a global technology and consulting company, has made use of artificial intelligence to boost its 

sustainability efforts. The company has reduced its environmental footprint and has encouraged its 

clients and partners to adopt sustainable practices by using AI-driven eco-messaging. To personalize 

communication, IBM used AI algorithms to analyze client interactions, preferences, and sustainability 

goals. The algorithms delivered tailored sustainability recommendations, aligning solutions with 

individual client objectives. To create interactive and engaging communication, IBM integrated AI-

powered virtual assistants into its client portals and communication channels. Clients engaged in real-

time conversations with the virtual assistants, gaining insights into sustainable practices, accessing 

personalized sustainability reports, and receiving real-time updates on environmental impact metrics. 

AI analytics identified specific industries and client segments with unique sustainability challenges and 



425   
 

 

J INFORM SYSTEMS ENG, 10(29s) 

opportunities. Targeted messaging addressed sector-specific concerns, such as energy efficiency for 

manufacturing clients and carbon footprint reduction for technology-focused organizations. To 

maximize emotional resonance and connection with clients, AI algorithms analyzed sentiment from 

client feedback, social media, and employee interactions. Campaign content was adjusted to evoke 

positive emotions, emphasizing the positive impact of sustainable technologies on business resilience, 

innovation, and corporate responsibility. IBM prioritized transparency in its AI-driven sustainability 

communication, emphasizing ethical AI use and data privacy. The company ensured clear 

communication about how AI technologies were enhancing sustainability efforts without compromising 

client data security. IBM's messaging struck a balance between persuasive elements, showcasing the 

business benefits of sustainable practices, and providing detailed information on the technological 

solutions and services available to clients. As a result of these efforts, IBM saw an increase in client 

engagement, with more interactions on sustainability-related content and a surge in participation in 

virtual events and webinars focused on sustainable technology solutions. AI-driven recommendations 

also influenced client behavior, leading to a growing interest in integrating environmentally conscious 

practices into their operations. Additionally, transparent communication about AI-driven sustainability 

initiatives contributed to building trust among clients. Surveys indicated a positive perception of IBM's 

commitment to ethical AI use and its role in driving sustainable business practices. Finally, IBM used 

AI-driven analytics to gain insights into client preferences, the effectiveness of messaging strategies, 

and the environmental impact of adopted solutions. This feedback helped IBM refine its sustainability 

communication, ensuring that messages resonated with diverse clients across various industries. (IBM, 

2021) (Value, 2023) 

CONCLUSION  

This study highlights the potential of AI in reshaping sustainability communication within media 

campaigns. The Ecological Persuasion Model (EPM) provides a framework for AI-powered eco-

messaging that emphasizes cognitive elaboration and emotional resonance as pivotal dimensions. 

Personalized communication emerges as a key driver, fostering heightened audience engagement and 

demonstrating a direct link between tailored messages and behavioral shifts. The research emphasizes 

the instrumental role of real-time interactions facilitated by AI-driven technologies such as chatbots 

and virtual assistants. These interactive features significantly enhance user experience, leading to 

increased audience involvement. When coupled with data-driven targeting, this dynamic approach 

proves effective in customizing environmental messages to specific audience segments, thereby 

amplifying the impact of sustainability campaigns. Success stories from industry leaders like Unilever 

and IBM serve as compelling examples of AI's positive influence in promoting sustainable practices. 

These cases emphasize the importance of transparency, ethical considerations, and the establishment 

of trust in ensuring the efficacy of AI-powered sustainability communication. Furthermore, the study 

emphasizes the delicate balance required in crafting messages that are simultaneously persuasive and 

informative. It asserts that strategic implementation of AI can act as a catalyst for collective behavioral 

change, steering society towards more sustainable practices. The research equips decision-makers with 

nuanced insights to navigate the intricate intersection of AI and sustainability. Ultimately, the 

integration of AI into sustainability communication emerges not only as a tool for effective messaging 

but also as a crucial ally in advancing the global agenda for environmental stewardship and promoting 

a more sustainable and ecologically responsible future. 

RECOMMENDATION  

•  Long-Term Impact Assessment: Conduct a study to observe the long-term effects of AI-powered eco-

messaging on people's behavior. This will help us understand whether the changes are long-lasting or 

not. 

• Diverse Industry Examples: Analyze AI in various industries and different types of companies to get a 

better understanding of how well it works for sustainability communication in different settings. 

• Ethical Considerations: Investigate ethical issues related to AI, such as protecting user privacy and 

avoiding biases in algorithms. This will ensure responsible and trustworthy use of AI. 
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• Work with Behavioral Scientists: Collaborate with experts in psychology and behavior to gain deeper 

insights into how people think and react to AI-driven messages. This will help us improve the 

effectiveness of sustainability campaigns. 
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