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1. Literature Review

Abstract

The promotion of sustainable consumption greatly depends on the function
that green advertisement plays in raising consumer awareness of
environmentally friendly items. These commercials influence consumers'
purchase decisions by informing them of the advantages eco-friendly
products have for the environment. Green ads successfully emphasize the
value of sustainability by utilizing educational information, emotional
appeal, and reliable sources. As such, they have a big influence on how
consumers think and act, leading them to make more ecologically friendly
decisions. The present research looks into how eco-friendly ads might raise
customer awareness and promote ecofriendly products. Consumer
awareness is the dependent variable, and the independent variable was
green advertisements, which had the following components: informative
content, emotional appeal, and source credibility. With 185 respondents as
the sample size, we investigated how different aspects of green advertising
affect consumers' attitudes and actions toward sustainable products. Using
statistical analysis and a structured questionnaire, the study discovered that
green ads play a major role in increasing consumer awareness of
environmentally friendly products. The most significant element in
influencing customer impressions was discovered to be informative
material in commercials, underscoring the need of factual and instructional
messaging. A significant influence was also played by emotional appeals,
especially those that evoked feelings of optimism and happiness in relation
to environmental conservation. Furthermore, consumer trust and
acceptance of the message were highly influenced by the reliability of the
advertisement source; higher credibility resulted in increased awareness
and a stronger intention to buy eco-friendly items. Benefits those
consumers perceived, particularly those related to health and the
environment, raised their level of awareness and encouraged them to make
environmentally friendly purchases. According to these findings, in order
to successfully increase customer awareness and promote eco-friendly
products, marketers should concentrate on producing credible, emotionally
compelling, and educational green commercials. The study emphasizes
how effective green advertising can be in promoting environmentally
friendly customer habits and growing the market for environmentally
conscious products.

Keywords: Green Advertisements, Informative Content, Emotional
Appeal, Source Credibility, Consumer Awareness

Green advertising has become a vital instrument for raising consumer awareness of
environmental issues and promoting eco-friendly products. Customers' growing awareness of
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environmental issues has increased demand for sustainable goods and methods. This study of
the literature explores the function of green advertisements by analysing their elements,
potency, and influence on customer behaviour. Promotional messaging that highlights the
advantages of products for the environment is known as "green advertising." By educating
viewers on a product's environmental benefits, these commercials hope to promote
environmentally friendly consumption habits. Green advertising, as defined by [1], is any kind
of communication that emphasizes a product's environmental benefits with the goal of
influencing consumer attitudes and actions toward sustainability. In the context of green
advertising, consumer awareness refers to how well-informed consumers are about the
advantages that products have for the environment [2]. Several studies have demonstrated the
critical significance that green marketing have in raising consumer awareness. discovered that
people who see green commercials are more likely to know about environmental problems and
companies' eco-friendly features. This knowledge is important since it frequently results in a
greater inclination to buy sustainable goods.

2. Key Components of Green Advertisements

Informational substance, emotional appeal, and source reliability are important elements of
green advertising. Factual information regarding the sustainability attributes and environmental
advantages of eco-friendly products is made available to consumers through informative
content. Emotional appeal draws customers in by arousing sentiments of personal
accountability and environmental preservation [3]. Source credibility, which involves reputable
and informed endorsers, increases the advertisement's persuasiveness by fostering
dependability and trust. All of these elements work together to promote sustainable consumer
behaviour and successfully convey the benefits of eco-friendly products.

2.1.Informative Content
Consumers can obtain accurate and comprehensive information about the environmental
advantages of items from green marketing that contain informative content. Rich in information
advertisements are found to considerably increase the effectiveness of green advertising [4].
This kind of content supports the advertiser's environmental claims with legitimacy while
assisting customers in making educated judgments. In order to effectively inform consumers
about the sustainability and environmental benefits of products, green advertising must use
informative material. This will have a direct impact on consumers' perceptions, levels of trust,
and purchasing decisions [5]. This variable includes the dissemination of thorough, precise,
and helpful information that facilitates understanding of difficult environmental challenges.
Clarity, correctness and sincerity, educational value, specificity and detail, and educational
value are important elements of informative information [6]. Research shows that providing
consumers with clear, comprehensive information increases their trust and decreases their
oppressions. The provide credence to the notion that knowledgeable customers are more likely
to make wise judgments and long-lasting attitude adjustments [7]. Consumer awareness and
purchase intentions are considerably increased by informational green marketing, according to
empirical research published in [8]. But there are obstacles to overcome, like customer distrust,
information saturation, and cognitive hurdles. Using certificates, narrative, visual aids, and
channel consistency are all examples of effective tactics. By offering precise, accurate, and
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comprehensive information, educational content in green advertising can effectively promote
sustainable consumption and build long-term consumer trust.

2.2.Emotional Appeal

Green ads that are emotionally appealing play on consumers' feelings to create a bond between
the product and the viewer. [9] imply that consumer attitudes about eco-friendly items can be
strongly influenced by advertising that arouse positive feelings like pride, happiness, and hope
for environmental conservation. Emotional appeals can increase consumer receptivity to green
promises [10]. By arousing feelings associated with sustainability and environmental
preservation, emotional appeal in green advertising is a potent factor that affects customer
attitudes and behaviours. In contrast to factual-based informational content, emotional appeal
appeals to consumers' psychological needs and encourages a more in-depth, intimate
interaction with the message being sold [11]. These variables use feelings that are linked to
good environmental deeds, such pride, happiness, and hope, to tell a compelling story that
appeals to the values and beliefs of the target audience. According to a study, pleasant emotion-
based ads can greatly improve consumers' perceptions of eco-friendly items and increase their
likelihood of engaging in sustainable consumption practices [12]. By humanizing the
environmental message and making it more accessible and memorable, emotional appeals can
also help reduce scepticism [13]. Green commercials may set eco-friendly products apart in a
crowded market and increase their impact and attractiveness by evoking an emotional response
[14]. In order to arouse emotions that are consistent with environmental values, effective
emotional appeals frequently employ vivid imagery, narrative, and music [15]. This increases
the advertisement's persuasiveness and encourages a long-term commitment to sustainability.

2.3.Source Credibility
A major factor in how consumers perceive an advertisement is the reliability of the entity
distributing it. Customers are more likely to believe and accept advertisements from sources
they see as reliable and informed. The success of green ads is directly impacted by source
credibility, which encompasses the source's perceived trustworthiness and knowledge [16].
Increased source credibility is positively correlated with consumer trust and the perceived
veracity of environmental statements [17]. Consumer trust and the perceived veracity of
environmental statements are greatly impacted by source trustworthiness, an important factor
in green advertising. There are two primary components to it: skill and trustworthiness. The
sense of the advertisement source's dependability and honesty is referred to as its
trustworthiness [18]. Customers are more inclined to accept and believe information from
sources they respect and to be sincere and transparent. The authors [19] emphasize that
customer perceptions and purchase intentions are significantly influenced by trustworthiness,
particularly when it comes to green advertising, as previous cases of greenwashing have created
a general sense of scepticism. Conversely, expertise relates to the advertiser's perceived level
of skill and knowledge of environmentally friendly items [20]. Consumers are more likely to
believe information provided if they believe the provider is competent and skilled in
environmental issues [21]. Emphasizes how knowledge raises the perceived credibility of
statements made and reduces uncertainty, both of which strengthen the persuasiveness of
advertising messaging. Expertise in green advertising can be exhibited by using empirical facts,
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environmental experts' endorsements, and thorough justifications of the product's sustainable
attributes [22]. The significance of is supported by empirical research discovered that
commercials with very reliable sources are more successful in persuading viewers of a
product's environmental benefits. The advertisement's reputation can also be increased by
adding certifications and endorsements from respectable third-party organizations, which can
improve both expertise and reliability [23]. But establishing and preserving source credibility
is not easy. To establish and maintain trust, advertisers need to make sure that all of their
marketing initiatives are transparent and consistent. Claims that are false or inconsistent can
quickly lose credibility and undermine customer trust [24]. Using data and facts from reputable
sources, displaying endorsements from reputable environmental organizations, and
communicating consistently and honestly are all good ways to increase the credibility of your
source. In conclusion, a key factor in green advertising that affects customer perception and
trust is source trustworthiness [25]. Advertisers can increase the persuasiveness of their
messages and influence consumers to make eco-friendly purchases by highlighting reliability
and competence. In the cutthroat world of green marketing, credibility must be established and
maintained via consistent, honest, and informed communication.

2.4.Perceived Product Benefits

The success of green advertising is significantly influenced by consumers' views of the
advantages of eco-friendly items. The product's perceived health and environmental benefits
are among its perceived advantages [26]. According to research, people are more likely to
respond favourably to green marketing when they feel that a product will improve their health
or the environment. The motivation behind buying sustainable products is derived from these
perceived benefits [27]. In green advertising, perceived product benefits which include
advantages for the environment and human health are essential for influencing consumer
perceptions and influencing purchase behaviour [28]. Positive environmental benefits, such as
lower carbon footprints, sustainable sourcing, and energy efficiency, that are in line with
customers' environmental ideals and instil a sense of responsibility are referred to as
environmental impact [29]. Health benefits draw attention to the safety and wellness benefits
of environmentally friendly products by highlighting features like non-toxicity and the lack of
dangerous chemicals, which appeals to customers who are concerned about their health [30].
By utilizing relatable narrative, visual aids, and clear, compelling messaging, effective green
advertising deliberately conveys these advantages, raising consumer perception of the product's
worth and promoting sustainable use. To avoid customers and preserve trust, it is crucial to
make sure the statements are accurate and verifiable [31]. Perceived benefits of the product are
shown to dramatically improve consumer perceptions and buy intentions, according to
empirical findings, which makes them an essential element of effective green advertising
efforts [32].

2.5.Consumer Awareness
In the context of green advertising, consumer awareness encompasses a broad grasp of
environmental issues, sustainable behaviours, and eco-friendly products. It includes
appreciating the intricacies of environmental problems like pollution and climate change,
appreciating the importance of sustainable practices like recycling and energy conservation,
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and recognizing products that are environmentally friendly due to features like organic and
recyclable materials. Consumer awareness also includes identifying business sustainability
initiatives and certifications that denote adherence to environmental standards, as well as
comprehending the effects of individual decisions on the environment and society [33]. An
essential educational tool for fostering this awareness, spreading knowledge, and enabling
customers to make decisions that will help create a more sustainable future is green advertising.
Green commercials are essential in raising consumer awareness of environmental issues and
stimulating demand for eco-friendly products because they use compelling storytelling, concise
messaging, and educational material [34]. According to studies, effectively designed green ads
can raise consumer knowledge, foster favourable attitudes toward environmentally friendly
goods, and improve buy intentions. The study conducted by [35] revealed that customers' views
and behaviours towards green products were highly influenced by green commercials,
suggesting the global relevance of green marketing tactics. Promoting eco-friendly products
and raising customer awareness are two important goals of green advertising. Key elements
that increase the efficacy of green ads are perceived product benefits, emotional appeal, source
credibility, and informative content [36]. However, to optimize the impact of green advertising,
issues like greenwashing and communication gaps must be resolved. Green advertising will
play a bigger part in encouraging sustainable consumer behaviours as environmental concerns
continue to rise.

3. Objective
This study aims to investigate how various determinants of green advertisement namely, source
credibility, emotional appeal, and informative content affect consumers' perceptions towards
eco-friendly products.

4. Research Methodology

This study's main goals were to find out how aware consumers were of green products and
evaluate the impact of different green advertisement. A structured questionnaire was used to
gather information from 185 respondents in order to assess the level of consumer knowledge
of environmentally friendly products as well as the influence of green advertising tactics on
that awareness. Through an analysis of the collected data, the study sought to understand how
well-performing green advertising elements like informative content, emotional appeal, and
reliable sources shape consumers' perceptions towards eco-friendly products.

5. Analysis And Interpretation
The study used SPSS as a software to analysis whether a significant and positive relationship
exists between green marketing advertisement and consumer awareness of eco-friendly
products.
Table 1: Model Summary

Model R R Square Adjusted R Std. Error of
Square the Estimate
1 .8622 142 A37 4468
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a. Predictors: (Constant), Informative Content, Emotional Appeal, Source Credibility,
Perceived Product Benefits

Table 2: ANOVA

Model 1 Sum of Squares df Mean Square F Sig.
Regression 84.782 3 27.928 140.539 | .000b
Residual 30.213 147 199
Total 112.993 150

a. Dependent Variable: consumer awareness of eco-friendly products
b. Predictors: (Constant): informative content, emotional appeal, and source credibility,
perceived Product Benefits

Table 3: Coefficients

Model Unstandardized Standardized t

Coefficients Coefficients Sig.
B Std. Beta
Error
1 (Constant) -.264 230 -1.156 | .250
Informative Content 325 .096 254 3.404 .001
Emotional Appeal 554 .053 574 10.367 | .001
Source Credibility 378 173 468 2.094 .009
Perceived Product 178 .073 168 2.437 .016
Benefits

The model summary, ANOVA, and coefficients tables all show a strong and positive correlation
between eco-labels and consumers' purchasing decisions. The model summary demonstrates a
good correlation (R =.862) with a R Square value of.742, meaning that the predictors—
informative content, emotional appeal, source credibility, and perceived product benefits—can
account for roughly 74.1% of the variance in customer purchasing behavior. The ANOVA
results, which show an F-value of 140.539 and a p-value of.000, validate the general reliability
of the model and add to its relevance. Each predictor's individual impact is shown in the
coefficients table. The most significant influence was found for emotional appeal (Beta =.574,
p=.001), followed by source credibility (Beta =.468, p=.009), informative content (Beta =.253,
p =.001), and perceived product benefits (Beta =.168, p =.016). It is clear from these results
that consumers' decisions to buy eco-friendly items are influenced by their awareness, trust,
and understanding of eco-labels. This highlights the significance of green marketing tactics in
influencing consumer behaviour.

6. Conclusion and Discussion
The results imply that emotional appeal has a particularly important role in influencing
customer behaviour in green advertising. Consumers respond more favourably to
advertisements that arouse feelings of optimism about sustainability and environmental
preservation, increasing the likelihood that they will buy eco-friendly goods. This is consistent
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with earlier studies showing that emotional ties can improve the persuasiveness of advertising
messaging. Credibility of the source is also important, emphasizing how important reliable and
informed sources are to green advertising. Ads that are supported by reliable sources—such as
respected organizations or environmental specialists—are more likely to elicit positive
responses from consumers. This research emphasizes how important it is for green marketing
initiatives to be genuine and transparent in order to gain the trust of consumers. Another
important component is informative content, which informs users about the advantages of
products for the environment and the significance of sustainable activities. Giving customers
access to accurate, lucid information helps close the knowledge gap and enable them to make
wise decisions. Customers' actions are also greatly influenced by their perceptions of the
environmental and health benefits of a product. Customers are more inclined to take eco-
friendly products into consideration when they see the real benefits of doing so. Therefore, in
order to increase the attraction of their products, marketers should highlight these advantages
in their advertising. This study concludes by emphasizing the value of including emotional
appeal, source credibility, perceived product benefits, and educational material in green
advertising tactics. These components are necessary to increase consumer awareness, foster
trust, and eventually sway consumer behaviour in favor of eco-friendly product purchases.
Businesses need to use this information to create green marketing efforts that effectively target
environmentally concerned consumers as the demand for sustainable solutions from consumers
Zrows.

7. Limitations and Future Agenda

A constraint of this research is its dependence on cross-sectional data, which makes it
impossible to evaluate how consumer knowledge and behavior have changed over time.
Despite being sufficient, the sample size might not accurately reflect the diversity of the larger
population. Longitudinal studies should be taken into account in future research to monitor
shifts in consumer attitudes and behaviors over time. More diversified demographic inclusion
in the sample could yield results that are more broadly applicable. It would also be beneficial
to conduct more research on other variables impacting consumer behavior, such as cultural
variations and the relative importance of digital and traditional media in green advertising.

8. Reference

1. Alamsyah, D.P.,, Othman, N.A. & Mohammed, H.A.A. (2020). The awareness of
environmentally friendly products: The impact of green advertising and green brand
image. Management Science Letters, 10(9), 1961-1968. d01:10.5267/.ms1.2020.2.017

2. Alniacik, U. & Yilmaz, C. (2012). The effectiveness of green advertising: influences of
claim specificity, product’s environmental relevance and consumers’ proenvironmental
orientation. Amfiteatru Economic. 14(31), 207-222

3. Anurag Shrivastavaa , S. J. Suji Prasadb , Ajay Reddy Yeruvac , P. Manid , P Nagpal,
and Abhay Chaturvedi. IoT Based RFID Attendance Monitoring System of Students
using Arduino ESP8266 & Adafruit.io on Defined Area. Cybernetics and Systems: An
International Journal. https://doi.org/10.1080/01969722.2023.2166243



https://doi.org/10.1080/01969722.2023.2166243

Dr. N. Bargavi / Afr.J.Bio.Sc. 6(9) (2024) Page 4460 of 11

10.

11.

12.

13.

14.

15.

Gowri Shankar, Dr. V. Purna Kumari, Dr. B. Neelambari , Vinod Repalli, Dr. Pooja
Nagpal, Dr. Sunita Dhote. (2024). Revolution Agri-Food Systems: Leveraging Digital
Innovations for Equitable Sustainability and Resilience. 6 (8), 520-530. doi:
10.33472/AFJBS.6.8.2024.520-530.

Chang, H., Zhang, L., & Xie, G-X. (2015). Message framing in green advertising: the
effect of construal level and consumer environmental concern. International Journal of
Advertising, 34(1), 158-176. doi: 10.1080/02650487.2014.994731

BK Kumari, VM Sundari, C Praseeda, P Nagpal, J EP, S Awasthi (2023), Analytics-
Based Performance Influential Factors Prediction for Sustainable Growth of
Organization, Employee Psychological Engagement, Work Satisfaction, Training and
Development. Journal for ReAttach Therapy and Developmental Diversities 6 (8s), 76-
82.

Pooja Nagpal Dr. Avinash Pawar Dr. Sanjay. H.M. (2024). Sustainable
Entrepreneurship: Balancing Push and Pull Factors for Customer Loyalty In Organic
Product Marketing. 6 (9), 1134-1144. doi: 10.33472/AFJBS.6.9.2024.1134-1144.
Yoon, S., Kim, Y., & Baek, T.H. (2016). Effort investment in persuasiveness: a
comparative study of environmental advertising in the United States and Korea.
International Journal of Advertising, 35(1), 93-105,
doi:10.1080/02650487.2015.1061963

Pooja Nagpal, C. Vinotha, Lucky Gupta, Gunjan Sharma, Khyati Kapil, Vijay Kumar
Yadav, Akhil Sankhyan. (2024). Machine Learning and Ai in Marketing—Connecting
Computing Power to Human Insights. International Journal of Intelligent Systems and
Applications in Engineering, 12(21s), 548-561. https://ijisae.org/index.php/IJISAE/
article/view/5451

Lakshmi, J.Divya, Pooja Nagpal, et al., (2021). Stress and Behavioural Analysis of
Employees using Statistical & Correlation Methods. International Journal of Aquatic
Science 12(01), 275-281. ISSN: 2008- 8019 2021

Namita Rajput, Gourab Das, Kumar Shivam, Chinmaya Kumar, Pooja Nagpal. An
inclusive systematic investigation of human resource management practice in
harnessing human capital, Materials Today: Proceedings, 80 (3),2023, 3686- 3690,
ISSN 2214-7853, https://doi.org/10.1016/j.matpr.2021.07.36

Segev, S., Fernandes, J., & Hong, C. (2016). Is your product really green? A content

analysis to reassess green advertising. Journal of Advertising, 45(1), 85-93,
doi:10.1080/00913367.2015.1083918

Pooja Nagpal (2022) Online Business Issues and Strategies to overcome it- Indian
Perspective. SJCC Management Research Review. Vol 12 (1) pp 1-10. June 2022, Print
ISSN 2249-4359. DOI: 10.35737/sjcemrr/v12/il/2022/151

Parguel, B., Benoit-Moreau, F., & Russell, C.A. (2015). Can evoking nature in
advertising mislead consumers? The power of ‘executional greenwashing’. 34(1),107-
134, doi: 10.1080/02650487.2014.996116

Madhusudhan R. Urs & Pooja Nagpal (2019). A study on Determinants and Outcomes
of Job Crafting in an Organization; Journal of Emerging Technologies and Innovative
Research, 7, (15). 145-151. ISSN: 2349-5162


https://doi.org/10.1016/j.matpr.2021.07.36

Dr. N. Bargavi / Afr.J.Bio.Sc. 6(9) (2024) Page 4461 of 11

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

Alshura, M. S., & Zabadi, A. M. (2016). Impact of green brand trust, green brand
awareness, green brand image, and green perceived value on consumer's intention to
use green products: An empirical study of Jordanian consumers. Journal of Advanced
Research, 4, 1423-1433.

Pooja Nagpal (2023). The Impact of High Performance Work System and Engagement.
Business Review" Vol17 (1) pp 57-64, ISSN 0973- 9076

Kim, Y., Baek, T.H., Yoon, S., Oh, S., & Choi, Y.K. (2017). Assertive Environmental
Advertising and Reactance: Differences Between South Koreans and Americans.
Journal of Advertising, 46(4), 550-564. doi: 10.1080/00913367.2017.1361878

Berger, J. (2019). Signaling can increase consumers' willingness to pay for green
products: Theoretical model and experimental evidence. Journal of Consumer
Behaviour, 18, 233-246. doi:10.1002/cb.1760

Pooja Nagpal., Kiran Kumar., A.C. & Ravindra., H. V. (2020). Does Training and
Development Impacts — Employee Engagement? Test Engineering and Management,
the Mattingley Publishing Co., Inc. 83. 19407 — 19411. ISSN: 0193-4120.

G. Gokulkumari, M. Ravichand, P. Nagpal and R. Vij. (2023). "Analyze the political
preference of a common man by using data mining and machine learning," 2023
International Conference on Computer Communication and Informatics (ICCCI),
Coimbatore, India. doi: 10.1109/ICCCI56745.2023.10128472.

Bodur, H. O., Duval, K. M., & Grohmann, B. (2015). Will you purchase
environmentally friendly products? Using prediction requests to increase the choice of
sustainable products. Journal of Business Research, 129, 59-75. doi:10.1007/s10551-
014-2143-6

Pooja Nagpal (2023). The Transformative Influence of Artificial Intelligence (Al) on
Financial Organizations World Wide. 3rd International Conference on Information &
Communication Technology in Business, Industry & Government (ICTBIG).
Symbiosis University of Applied Science, Indore.

P. William, A. Shrivastava, H. Chauhan, P. Nagpal.(2022). "Framework for Intelligent
Smart City Deployment via Artificial Intelligence Software Networking," 2022 3rd
International Conference on Intelligent Engineering and Management (ICIEM), pp.
455-460, doi: 10.1109/ICIEM54221.2022.9853119.

Pooja Nagpal & Senthil Kumar. (2017). A study on drivers and outcomes of employee
engagement — A review of literature approach. Asia Pacific Journal of Research.4 (1)
56- 62. ISSN -2320-5504. Online E ISSN — 2347-4793.

F. A. Syed, N. Bargavi, A. Sharma, A. Mishra, P. Nagpal and A. Srivastava. (2022).
"Recent Management Trends Involved with the Internet of Things in Indian Automotive
Components Manufacturing Industries," 2022 5th International Conference on
Contemporary Computing and Informatics (IC31), Uttar Pradesh, India. pp. 1035-1041,
doi: 10.1109/1C3156241.2022.10072565

Pooja Nagpal, Dr. R. Arulmoli, et.al (2024). Determinants Of Women Entrepreneur
Motivational Factors Towards Marketing Organic Products, 6 (10) 687-699. ISSN:
2663-2187.



Dr. N. Bargavi / Afr.J.Bio.Sc. 6(9) (2024) Page 4462 of 11

28.

29.

30.

31.

32.

33.

Chen, M. F., & Lee, C. L. (2015). The impacts of green claims on coffee consumers'
purchase intention. British Food Journal, 117, 195-209. doi:10.1108/BFJ-07-2013-
0196

S. H. Abbas, S. Sanyal, P. Nagpal, J. Panduro-Ramirez, R. Singh and S. Pundir. (2023).
"An Investigation on a Blockchain Technology in Smart Certification Model for Higher
Education," 10th International Conference on Computing for Sustainable Global
Development (INDIACom), New Delhi, India, pp. 1277-1281.

Pooja Nagpal., Senthil Kumar., & Ravindra. H V. (2019). The Road Ahead of HR-AI to
boost Employee Engagement; Journal of Emerging Technologies and Innovative
Research, 7,(15), 180-183. ISSN: 2349-5162

R. Bhattacharya, Kafila, S. H. Krishna, B. Haralayya, P. Nagpal and Chitsimran. (2023).
"Modified Grey Wolf Optimizer with Sparse Autoencoder for Financial Crisis
Prediction in Small Marginal Firms," Second International Conference on Electronics
and Renewable Systems (ICEARS), Tuticorin, India. 907-913, doi:
10.1109/ICEARS56392.2023.10085618.

Pooja Nagpal, C. Vinotha, Lucky Gupta, Gunjan Sharma, Khyati Kapil, Vijay Kumar
Yadav, Akhil Sankhyan. (2024). Machine Learning and Ai in Marketing—Connecting
Computing Power to Human Insights. International Journal of Intelligent Systems and
Applications in Engineering, 12(21s), 548-561. Retrieved  from
https://ijisae.org/index.php/IJISAE/article/view/5451

Fu, H., Niu, J., Wu, Z., Cheng, B., Guo, X., & Zuo, J. (2022). Exploration of public
stereotypes of supply-and-demand characteristics of recycled water infrastructure:
Evidence from an event-related potential experiment in Xi'an, China. Journal of
Environmental Management, 322, 116103. doi:10.1016/j.jenvman.2022.116103



