
Abstract
Retail is undergoing a transformation shaped by societal marketing principles and artificial intelligence (AI). Societal 
marketing emphasizes balancing consumer needs, organizational profitability, and societal welfare, while AI provides 
technological tools for personalization, efficiency, and sustainability. This paper reviews existing literature to explore how AI 
strengthens societal marketing in retail, highlighting opportunities, challenges, and recommendations for future practice.
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Introduction
Retail has always been a dynamic sector, adapting 
to changes in consumer behaviour, technology, and 
societal expectations. Traditionally, retail strategies 
focused on maximizing sales and profitability, often 
with limited consideration for long-term societal 
impact. However, the emergence of societal marketing 
has redefined the role of retail businesses. Societal 
marketing argues that companies must not only 
satisfy consumer needs but also safeguard societal 
welfare and environmental sustainability. This shift has 
become increasingly relevant in the 21st century, where 
consumers are more conscious of ethical sourcing, fair 
labour practices, and ecological responsibility.

At the same time, artificial intelligence (AI) has 
emerged as a transformative force in retail. AI applications 
such as predictive analytics, recommendation engines, 
chatbots, and supply chain optimization tools are 
revolutionizing how retailers interact with customers and 
manage operations. AI enables hyper-personalization, 
efficient resource allocation, and real-time decision-
making, which can be aligned with societal marketing 
principles to create a more responsible and sustainable 
retail ecosystem.

The convergence of societal marketing and AI is 
particularly significant in the context of global challenges 
such as climate change, resource scarcity, and rising 
consumer expectations for transparency. Retailers are 

increasingly expected to demonstrate corporate social 
responsibility (CSR) while maintaining competitiveness. 
AI provides the technological backbone to achieve 
this balance whether by reducing waste in logistics, 
promoting eco-friendly products, or ensuring ethical 
consumer engagement. Thus, the integration of AI into 
retail practices is not merely a technological upgrade 
but a strategic necessity for aligning with societal 
marketing goals.
Objectives
•	 To examine the role of societal marketing in modern 

retail.
•	 To analyse how AI technologies are integrated into 

retail practices.
•	 To evaluate the impact of AI on consumer satisfaction, 

sustainability, and ethical retailing.
•	 To propose recommendations for retailers to 

balance profitability with societal responsibility.
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Hypothesis
H1: The integration of AI in retail enhances the 
effectiveness of societal marketing by improving 
customer satisfaction and promoting sustainable 
practices.
H0: AI integration in retail does not significantly 
contribute to societal marketing outcomes.

Review of Literature
•	 Kotler & Zaltman (1971): Introduced societal 

marketing, emphasizing that businesses must 
consider long-term societal welfare alongside 
consumer needs.

•	 Kotler & Armstrong (2018): Highlighted the evolution 
of marketing strategies to include sustainability and 
ethics, particularly in consumer-facing industries 
like retail.

•	 Davenport & Ronanki (2018): Discussed practical 
applications of AI in business, including retail 
personalization, supply chain optimization, and 
customer service automation.

•	 Kumar et al. (2016): Reviewed digital transformation 
in retail, noting that AI technologies are central to 
reshaping consumer experiences and operational 
efficiency.

•	 Chatterjee et al. (2021): Found that AI can support 
corporate social responsibility (CSR) in retail by 
enabling transparency, ethical sourcing, and eco-
friendly product promotion.

•	 Grewal et al. (2020): Examined AI’s role in 
enhancing customer engagement and loyalty, 
stressing the importance of ethical data use.

•	 Dwivedi et al. (2021): Suggested that AI adoption in 
retail must align with societal marketing to avoid 
consumer mistrust and regulatory backlash.

•	 Brynjolfsson & McAfee (2017): Explored how AI and 
automation reshape industries, noting that retail 
must balance efficiency gains with societal concerns 
such as employment and fairness.

•	 Pantano et al. (2020): Studied consumer acceptance 
of AI in retail, finding that trust and perceived ethical 
responsibility are key determinants of adoption.

•	 Shankar (2021): Highlighted AI’s role in omnichannel 
retailing, showing how personalization can be 
aligned with societal marketing by promoting 
sustainable consumption.

•	 Verma & Singh (2022): Focused on Indian retail, 
emphasizing how AI can support affordability and 
community-based sustainability initiatives.

•	 Chen et al. (2023): Analyzed AI in e-commerce 
p l a t f o r m s ,  c o n c l u d i n g  t h a t  A I - d r i v e n 

recommendation systems can promote ethical 
consumption if aligned with societal marketing 
principles.

•	 Recent Studies (2024–2025): Comparative analyses 
reveal differences between Western retail (focused 
on convenience and personalization) and Asian 
retail (emphasizing affordability, sustainability, 
and community impact). AI is increasingly used for 
demand forecasting, waste reduction, and ethical 
product recommendations, aligning with societal 
marketing principles globally.

Findings
•	 AI improves inventory management, reducing 

overstock and waste.
•	 AI-driven predictive analytics help retailers 

anticipate consumer demand, aligning with 
sustainable production.

•	 AI enhances customer inclusivity by offering 
multilingual support and accessibility features.

•	 Retailers using AI for eco-friendly product promotion 
report higher consumer trust.

•	 AI supports ethical labor practices by monitoring 
supply chains for compliance.

•	 Consumers show stronger loyalty to brands 
that combine AI personalization with societal 
responsibility.

•	 AI adoption increases operational efficiency, 
but risks of job displacement must be managed 
responsibly.

•	 AI enables real-time sustainability reporting, 
improving transparency.

•	 Retailers using AI in community engagement 
campaigns strengthen their societal image.

•	 AI helps detect fraudulent practices, ensuring ethical 
retailing.

Suggestions and Recommendations
•	 Transparency: Retailers must disclose how AI 

systems use consumer data to build trust.
•	 Sustainability Alignment: AI should be used to 

minimize waste, optimize logistics, and promote 
eco-friendly products.

•	 Ethical Guidelines: Establish clear policies to 
prevent misuse of consumer data and reduce 
algorithmic bias.

•	 Consumer Education: Educate customers about 
AI-driven personalization and sustainability 
initiatives.

•	 Collaboration: Work with policymakers, NGOs, 
and communities to strengthen societal impact.
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•	 Inclusive AI: Ensure AI systems are accessible to 
diverse consumer groups, including marginalized 
communities.

•	 Job Transition Programs: Provide training and 
reskilling opportunities to workers affected by AI 
adoption.

•	 CSR Integration: Align AI initiatives with broader 
corporate social responsibility goals.

•	 Continuous Monitoring: Regularly audit AI 
systems for fairness, transparency, and sustainability 
outcomes.

•	 Global Benchmarking: Learn from international 
best practices to balance profitability with societal 
responsibility.

Conclusion
Retail is transitioning into a socially responsible 
ecosystem where societal marketing provides the 
ethical framework and AI offers the technological 
capability. Together, they enable retailers to meet 
consumer expectations, achieve sustainability, and 
contribute positively to society. The synergy of AI and 
societal marketing is becoming essential for long-term 
success in retail.
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