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Track Information

This track seeks conceptual and empirical contributions that advance understanding of how
marketing strategies, practices, and consumer behaviour can foster sustainability and
responsibility in an increasingly interconnected world. As global markets face urgent
challenges—climate change, resource scarcity, social inequity, and cultural diversity—
organizations and consumers alike are being called upon to adopt ethical, inclusive, and
environmentally conscious approaches to value creation.

We invite research that examines the evolving role of marketing in driving sustainability
transitions, the impact of responsible consumer engagement initiatives, and the interplay of
cultural, institutional, and technological factors in shaping sustainable consumption and
production systems. Contributions may draw on interdisciplinary perspectives, incorporating
insights from marketing, consumer research, behavioural science, ethics, sustainability studies,
and global business strategy.

Key themes include but are not limited to:

 -Sustainable marketing strategies, business models, and innovations

« -Cross-cultural perspectives on responsible consumer behaviour and engagement

« -Green branding, eco-labelling, and ethical consumption practices

- -Digital transformation and technology-enabled sustainability marketing

« -Corporate social responsibility (CSR) and stakeholder engagement

« -Circular economy and sustainable supply chain marketing

« -Consumer activism, advocacy, and co-creation of sustainability initiatives

« ‘Metrics, frameworks, and assessment tools for sustainability impact

« -Policy implications and regulation shaping sustainable consumer engagement

« ‘Emerging market dynamics and inclusion in sustainable marketing

This track encourages conceptual papers, case studies, and empirical research (quantitative,

qualitative, or mixed methods) that offer actionable insights for both academics and
practitioners. Studies emphasizing global perspectives, cultural diversity, and cross-market
comparisons are particularly welcome.

SUBMISSION TYPES

Full Length Paper: (5,000 to 6,000 Words) It will be published in Springer proceedings
(Scopus Indexed)

Research Pitch: Extended Abstract (1500 Words) It will be published in FOS 2026-GRIE
conference Proceeding book with ISBN

Publication outlet:
« All submissions will undergo a rigorous peer-review process. Based on the review
outcomes:
« - Selected ideas and abstracts will be included in the Book of Abstracts (with ISSN).
« - Conference Full length papers will be published in the Springer Proceedings (Scopus
Indexed).
« Selected full papers, as reccommended by the conference peer-review team, will be invited

for submission to one of the listed journals, in alignment with the scope of the work.
Note: For more details, please refer author guidelines in conference website
Website link:_https://fos.tsm.ac.in/

Submission link: https://forms.gle/BZ4kipxiDbJpu7aj6
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