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ABSTRACT

The study aims to examine the green buying behavior of the consumers and the influence of factors of
the green marketing strategies on the purchase intentions of the buyers. Bibliometric analysis was
implied in this study during the period of 1994 to 2024. Performance mapping analysis and scientific
performance analysis was performed on 526 research articles obtained from WOS and 256 research
articles obtained from Scopus using VOSviewer software.

The performance analysis was carried out to know the past trend of the studies, country specific citation
and source (journal) based analysis. Furthermore, scientific analysis was performed by diagnosing the
analysis of the top co-citation references and top co-citation authors. Performance trend and scientific
analysis aids in understanding of the basic trends of the green purchase intention, green marketing
tactics and the factors that affect the green marketing. This study mainly focused on the green
consumer buying behavior in Asian Countries, which further assists in the prediction of the future
green consumption through the trend analysis of the past studies. The major gaps in this study were
identified and the researcher has drawn inferences and future implications.

Keywords: Bibliometric, VOSviewer, Performance trend, scientific analysis, Green consumer, Green
purchase intention

1. Overview
Asia is socializing at a very rapid pace. The region was predominantly rural in the 1950s, having 17%
of its 1.4 billion inhabitants residing in urban areas or villages. Moreover, United Nations projections
(2004) indicated that 55% of Asians or 2.7 billion individuals will live in civilized areas by mid-2022.
Therefore, from 2015, nearly all the Asia's population development will take place in developed areas.
Therefore it affects the environment which in turn leads to environmental degradation and climate
change'. The world experienced greenhouse gas emissions and high temperature record as a result
impact on the climate change. Environmental problems are the contribution not only of the
manufacturing processes but also of the consumption patterns (Liu et al., 2010)'. In the last decades
changes in the pattern of human consumption are noticeable due to increase in population due to which
environmental degradation is the major outcome (Soomro et al., 2020)l. Lancet commission (2018)¥
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explained the adverse effects on the health in the reports on the global pollution and its effect on the
health of the individuals and also explained that it can be preventable. Ajzen (1991)" in the theory of
planned behavior explained that the subjective norms, attitudes and perceived behavioral control affect
the behavior of the people. Consumer behavior is the researching of individuals or groups who try to
pursue purchasing, assessing and discarding of the products and services after use to satisfy their needs.
However Boztepe (2012)"! described companies as socio-economic entities and they cannot refuse the
environmental protection particularly the marketing managers that encounter with the consumers
directly. In spite of old approaches that focused only on the profit making today marketing managers
have to take serious issues regarding the social problems. In fact, recent research has stipulated that a
large number of organizations are entering the green goods market for any of the following reasons:
(1) because of interest in ecological preservation; (ii) willingness to promote green product. In making
green purchasing decisions, green consumers value their part in protecting the environment.
Furthermore, since the last three decades buyer behavior has been the major area of interest for the
marketers (Peighambari et al., 2016). Studies of consumer behavior tries to find out the buyer’s
decision making process (Rojhe, 2020"). More significantly, it also incorporates examining the
consumer’s mental, emotional and behavioral reactions that pave the way for these processes (Santos
etal., 2022)"i, A number of factors affect the consumer behavior®. Changes in consumer behavior can
happen for a number of reasons that includes: personal, economic, psychological, contextual, and
social factors. Consumer psychology and behavioral economics are the major areas that have
highlighted the factors that affect the consumer behavior (Siddique et al., 2020)*. Therefore, the
consumers are mindful of their purchase of goods and services (Kumar, 2024)*. Hence, the research
interest in green marketing takes its roots in today’s marketing concept. Hence the traditional
marketing strategies are changing to green marketing strategies that was started from 1980s and today
expanding at a fast pace and are followed by professionals as well (Alhamad et al., 2019)*. For this
reason, since the last three decades the green marketing concept has arisen on worldwide level.
Therefore it enfolds an extensive gamut of events namely product moderation and development and
process change. This is growing at a faster pace since the last three decades because of the increase in
concern of the customers towards sustainability (Devi Juwaheer et al., 2012%'). Additionally, research
interest in the green marketing is rising since the last three decades. Moreover, over a period of time,
studies have been done on the green consumer behavior (Tong et al., 2023)*". The society’s concern
for the ecology has unfolded a new kind of buyer who reflects aforementioned concerns in their buying
decisions (Li et al., 2023*; VUONG, 2024)*"i. Worldwide studies also revealed that buyers' ecological
concerns have trigger to moderately change their buying patterns and reassess the goods they buy
(Jansson et al., 2010*Vi; Wang et al., 2019*Viii; Abdo et al. 2023)**. Also the idea of novelty in research
to develop eco innovative products that require the production, assimilation and development of
products that causes reduction in the environmental degradation is being adopted by the organizations
(Sharma et al., 2022)**. Therefore, studies have advocated that when consumers are concerned about
ecological issues they decide to purchase green goods and purchase according to criteria beyond
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regular consumption to a large extent (Chanda et al., 2023*; Saravni Cari and Reddy, 2019**ii, The
current systematic review of literature contribute towards the existing literature via explaining in depth
the concept of green marketing and the factors that are associated with green marketing as research
gap was found in this area. Basically this research sought to explain the following research questions:
RQ1: What are the factors that are associated with green marketing?

RQ2: What are the reasons that compel the consumers to buy green products?

RQ3: What are the green product attributes that are appealing for the consumers to buy?

1.1 Green Products’ Consumption

Green products’ consumption is the emergent opportunity for the marketers to averse the damaging
effects of the contamination on the individual’s health (Chaudhary, 2018)*ii, Green products are
produced specifically to protect the ecology while producing minimizing the use of harmful radicals,
global warming, deforestation, acid rain, air pollution, depletion of fossil fuels and waste (Akehurst et
al.,, 2012*%; Lamichhane, 2022*; Chang, 2015*)). It provides prospective benefits for the
environment and human health (Chanda et al., 2023)*Vi, This is why environmentally aware
consumers have shown an increased interest to use them. According to Gupta and Singh (2018)Viii
Green consumers are the consumers who actively buy green products and have concern about the
environmental issues and provide solutions for them. After implying CFA they found that six factors
namely: attitude towards the behavior, ecological consciousness and eagerness to buy green products,
green self-identity and subjective norms are the influencing factors of green consumption behavior.
They concluded that buying behavior is the direct result of the consumers’ buying intention.
Purchasing behavior of customers is a task that incorporates the tasks that a person undertakes
regarding a specific product while taking a decision to buy (Kushwaha and Sharma, 2016)**. For
instance of green goods the foremost responsibility of the buyers is to have good that is made using
eco-friendly resources and processes (Taghikhah et al., 2019)***, and its utilization should not harm
the ecology at any rate (Wu and Chen, 2014)**, Akehurst et al. (2012)**i! examined that increased
ecological awareness among the consumers raised the purpose to purchase green products. According
to them, the lifestyle variables were more effective in affecting the eco-friendly consumer behavior.
However, Lee (2008)>ii investigated that social influence followed by ecological concern; self-
consciousness and perceived ecological responsibility were the major predictors of the adolescents’
green buying intention in Hong Kong. Furthermore, it also includes the discarding of the used goods
after consumption. There is a component of dignity attached with purchasing green in the midst of
consumer community. Therefore a potential market exists if marketers understand the needs and create
customer satisfaction through recognizing green products. Moreover, sustainable consumption refers
to consumers' preference not to buy and consume goods that are dangerous to the surroundings, but
rather consumers are obliged to consume green products (Sinha & Annamdevula, 2023)**" that are
beneficial to the environment (Elkington & Hailes, 1988*"; Steg & Vlek, 2009**Vi; Ramtiyal et al.,
20232xvi) - According to Handayani and Prayogo (2017)**Vii a deeper understanding into the
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sustainable consumption will present more clear and good understanding for the businesses regarding
the issues of environmental degradation. According to them with the increasing awareness of the
consumers from a number of media sources (television, magazine, newspaper etc.) leads to more
interpretation of the eco-friendly labels written on the product and therefore more purchase of the green
products and hence contribute more in the sustainability of the environment. By understanding in depth
the major issues related to sustainable consumption, future for organizations will be disentangled,
explicit and better for both their businesses as well as for sustainable development. Sustainable
consumption patterns can remarkably reduce social along with ecological impacts (Steg & Vlek,
2009x%; Lopes et al., 2024*'; IPCC, 2015*").

1.2 Green consumers’ Purchase Intention

The buyers’ eco-friendly concern is the reason of the origination of newly discovered type of customer
who reflects this issue in their buying decisions (Peiris et al., 2024)i, Therefore, a number of
researches have explored that consumers have care for the ecological issues, they take decision to buy
goods and purchase according to criteria beyond normal consumption. Consumer perceptions can also
play role in molding the purchasing behavior along with decision-making process. Thus, each and
every buyer has their own way of understanding regarding green products. Therefore, the green
consumers who buy green products evaluate the ecological and economic advantages that further
instigate their buying intention to buy green products (Esakki, 2017)*i, Yusuf and Fatima (2015)*V
did study on the young population and found that eco-friendly goods are good as well as healthy for
them. Essentially, passionate green buyers start by paralleling their buying intention with buying
behavior (Akehurst et al., 2012)*", that is, presuming other things constant as the affordability, quality,
green consumers' purchasing intentions have been shown to predict green behavior (Chan, 2001)XVi,
For example, if the income variable were divided into low and high income brackets based on
respondent data, the results could indicate significant differences between distinct groups with a
propensity to purchase green products. According to Ahmad and Thyagaraj (2015 Green
consumption, sometimes called sustainable consumption, is a new consumption model that facilitates
environmental conservation while keeping away or decreasing ecological damage through medium
consumption management and they found that consumers have started to use the environmental
friendly goods*Vil, Khan et al., 2023** investigated the young consumers’ green purchase intention.
According to them online shopping platform provides buyers the convenience and accessibility to the
wide range of products. Therefore technological and relational factors affect positively the green
buying intentions of the young consumers. The focus of consumerism movement is on to save the
consumers from unethical marketing practices that have played a significant role in the outspread of
eco-friendly marketing initiatives (Chan, 2013a)'. Tan et al. (2019)" investigated the factors of green
buying decision among the consumers (young) in Malaysia. They found eco-label, environmental
consciousness, advertising and price as significant determining factors of green purchasing behavior.
However according to them attitude was not found to be determinant of the consumer buying behavior.
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1.3 Green marketing

Researchers have found that consumers are becoming more acquainted with the environment and their
purchases, and therefore changing their purchasing behavior (Papdopolus, 2010)%. Therefore, a new
market emerged (Cornwell & Schwepker, 1995)!ii, In the late 1980s research on green marketing took
its roots in the market and is an important topic for the marketers and academicians since the last three
decades (Juwaheer (2005)""Y because of the many environmental issues: global warming, pollution,
degradation of natural resources and depletion of species (Machova et al., 2022)¥. With a view to
achieve the competitive advantage in today’s competitive world marketers focus on the production of
environmental friendly green products (Jouzdani & Esfahani, 2020)". According to FuiYeng and
Yazdanifard (2015)V# Green marketing is the latest topic in the research as it facilitated the
environment friendly nature among the consumers. Eco-friendly awareness among the consumers is
necessary as it helps in the minimization of the ecological degradation. Green marketing concept is
gaining a lot of attention since the last three decades (Lee, 2008"Viii; Wang et al., 2020"; Ali, 2021)*.
It is the marketing of goods manufactured to protect the surroundings. As a result enfolds a broad range
of openings namely: packaging change, process change, product modification and advertising review.
Green marketing is a distinct sustainability strategy that businesses are looking to include into their
goods since businesses are aware that green marketing will transform their brand that will appear
attractive to customers; moreover, it can help the company in reducing their costs. According to
Polonsky et al. (1998) green marketing, using terms for example environmental marketing. The
intention of green marketing strategies is to obligate the buyers to utilize green goods for a protected
natural ecology (Singh et al., 2022; Juwaheer et al., 2012™ii"). The tactics obligate the buyer to pick
out the products which are eco-friendly and safer to consume as opposed to related goods accessible
in the market place (Olson, 2013)*"V, The aspect of green marketing is scaling up as compared to slow
formation in the last few years and researches have revealed that consumers are conscious about
advertising campaigns that are developed as per the green efforts of the organizations (Rosenbaum and
Wong, 2015)*V, Although green marketing is growing in practice to a larger extent but little research
has been done academically (Lu, et al., 2013)*¥\, Companies tried to differentiate their products from
others via offering green products to the customers in order to retain them and contribute towards the
sustainable environment (Amoako et al., 2020)*Vi, The outcome of Rio+20 make mandatory for all
the manufacturing companies, to manufacture sustainable brands that are universally acceptable
(Amoako et al., 2020)*Vii, Hence, it is on the grounds of organizations that want to find new ways to
encourage sustainable salubrious consumption in order to be competitive that concurrently safeguard
the ecology while encouraging green marketing policies. Green marketing encourages ecological along
with societal wellbeing (Trivedi and Sharma, 2018)™**, In particularity, consumers as well as society
should target for sustainable ecological protection in order to secure healthy consumption (Solvalier,
2010)**, In the same way, organizations promote green marketing practices, focus of which on the
consumption and production of green goods. Therefore, Gheorghiu et al. (2013)*¥ call for eco-friendly
marketing tactics that target the green buyer who search for consumption of those goods that protect

2027



Frontiers in Health Informatics www.healthinformaticsjournal.com
ISSN-Online: 2676-7104

the environment. Moreover, lately, a number of researchers are searching to investigate the association
among green marketing and green buying intention. Furthermore, in both the developed and
developing regions, marketers are strongly promoting the green products consumption; thus,
overpowering the heart of green pessimist to become fervent green buyers and green brand supporters
(Kong and Zhang, 2013; Matthes, Wonneberger and Schmuck, 2014; Matthes and Wonneberger,
2014).

1.4 Factors affecting green marketing

According to Sharma et al. (2013)™*i the elements that influence the green consumer behavior are:
environmental protection consciousness and concern, price and quality, accessibility, perceived
consumer effectiveness (PCE), ecological attitude, and promotional activities. Rahbar & Abdul Wahid
(201 1) explained the importance of green promoting tools: eco-brand, environmental
advertisement and eco-label (Jaiswal et al., 2022)**V that help in easy understanding of green goods
attributes, consequently and therefore, guide the buyers to buy eco-friendly products.
Environmental consciousness and concern

As Rapid increase in economy leads to environmental degradation, consumption habits are changing
in response. In spite of that ethical obligation, environmental concern, green individuality and
prevailing beliefs are positively significantly related to the green buying intention. Furthermore,
perceived cost of green buying negatively associated with price sensitivity (Sun et al., 2022)**,
Individuals’ likes and dislikes, worries and compassion affect the environmental concern. Sony and
Ferguson (2017)*V examined Thai consumers’ responsiveness regarding natural disasters. They
found a less positive association between Thai consumers’ environmental value and green lifestyle
behavior followed by them. This indicated a specific value-action gap within this association. De Jesus
et al. (2021)*xii revealed that respondents are more inclined with the living in harmony with the
environment. Along with this respondents were in opinion to buy the products which can be refilled
and they were in favor of buying green product that harm less the environment. Therefore respondents
were in the opinion that consumers must buy eco-friendly products. However, Lee (2009)**Viil depicted
that the female adolescents of Hong Kong have higher score in ecological attitude and concern,
perceived seriousness of ecological problems, perceived ecological responsibility, colleague influence
and green buying behavior in comparison to male youngster.

Characteristics of the consumer

Duong (2022)**x examined the role of personality traits (agreeableness, conscientiousness, openness
to experience and neuroticism) on the green buying behavior. The study found that extraversion along
with other traits was also correlated with green buying behavior. Joshi and Srivastava (2019)** found
positive effects of the moderating effect of consumer engagement on the brand experience and green
purchase intention of the consumers towards green apparel products. Chen et al. (2013)***! in the
opinion that the psychological activities of green buying behavior include emotional, cognitive and
volitional process. Phan et al. (2023)*i investigated the cognitive components and e-social
interactions effect on the green consumers’ buying intention. They found positive impact of cognitive
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factors on the green product purchase intention, however social interactions did not affect this
intention. However green product consumption is becoming an increasingly foremost research interest
none of the previous studies have conveyed how consumers' sensitivity to interpersonal effects might
affect their green purchasing intentions. Raukoff & Wu (2013)**iil regearch results showed that
consumer novelty has a significant influence on green buying behavior.

Demographic profile of consumer

Marketers generally describe consumers based on socio-demographic, behavioral, and psychographic
variables. Socio demographic segmentation out of them is the most commonly used (Kotler &
Armstrong, 2004**V) The purchasing attitude and consumption of a good attributed to behavioral
segmentation. The variables included in this segmentation are: occasion, status, consumption rate,
readiness to buy stage, loyalty, benefit and attitude (Kotler and Keller, 2012"*V). Lifestyle
segmentation requires understanding the consumers' activities, viewpoint, values, perspective and way
of living (Goyat, 2011)*>*¥i, Dimitriadis (2011) highlighted that lifestyle segmentation is an effective
way to describe some specific groups of customers. Additionally, Straughan and Roberts (1999)Xxxvii
observed that these variables are further relevant in comparison to using socio-demographic data. The
significant cause is that individuals' beliefs and viewpoint are non-identical and contradictory (Goyat,
2011; Grunert et al., 2001*Viil) The results depicted that psychographic variables have positive affect
on the environmentally conscious consumer behavior (ECCB). Furthermore, the lifestyles of middle-
class buyers has a positive influence on ECCB and are more probable to buy green goods as compared
to the other class group (upper-middle). The Green Consumer Profile result produces insight into
consumers' buying habits in the GMS and an indication of how much they consider saving energy from
home. After reviewing the existing studies it was found that socio-demographic variables have a
remarkable influence on buyers’ positive eco-friendly behavior, and many researchers have mentioned
that these variables are the prominent factors that have influence on the positive eco-friendly behaviors.
Bai and Wan (2012)™* investigated that the demographic variables namely: age, gender, income
status and education level were associated with green buying behavior. For instance, age and green
buying behavior are positively associated; Green buying behavior is more apparent among young, high
income level group, higher level of education and women, specifically those who are married and have
children. However, the statistical association is not very high and at times research outcomes are even
contrary. Previous surveys have found that the green consumers tend to be "highly educated, older,
higher-income women with a liberal orientation," while the least taste for green buying behavior tend
to be "young, apolitical men and less educated.

Impact of social media

Ch et al. (2021)* examined the impact of social media marketing on the green product consumer
buying behavior. They found that eco-labels, consumers’ attitude and green advertising have
significant effect on the consumers’ decision of green product purchase. Previous research found that
more than 50 million businesses have opened a Facebook account and more than 88% use Twitter as
part of their marketing communications platforms (Dwivedi et al., 2020)*, The growing acceptance
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and high usage rates of smartphones for accessing social media, on the other hand, have enabled long-
lasting brand-consumer relationships, positive word-of-mouth, brand loyalty and influenced customer
take-up consumer decision (Kong et al., 2020)*°, and ultimately changed consumer behavior (Nawi
& Faizol, 2018*°iii; Qureshi & Malik, 2016*¢).

Celebrity endorser (CE)

Apart from social media, celebrity endorser (CE) is another important marketing strategy used by
marketers. The statistic shows that CE has enabled 11 times higher returns on investments, especially
through social media advertising (Lim et al., 2017)*¢", and there are now 25% and 61% of Chinese and
South companies -Korean, 65% of Indian companies, and 15% of European companies support
celebrities (Misra et al., 2019*Vi; Waqas et al. 2020**1). Meanwhile, CE in the virtual world has
strengthened its influence by fostering closer connections with its fans through direct engagement. Its
association with social media has significantly enhanced the attractiveness of celebrities and their
potential to influence consumer behavior (Aw & Labrecque, 2020)*Vii, Therefore, celebrity
endorsement creates credibility, competence, reputation, and adoration that could drive consumer
brand recognition and recall, which ultimately increased the effectiveness of advertisements and
developed a favorable attitude of the customer (Misra et al., 2019).

1.5 Challenges of green consumers

Targeting green consumers can be challenging for companies. Green consumers not only desire green
products, but also desire that companies engage in green practices, such as recycling and energy
efficiency (Montague and Mukherjee, 2010)**, Ali (2021a)° found that the influencing of customer
decisions through green marketing strategies determines the success of the marketing initiative
(Papadas et al., 2019)°'. Focusing on the level of environmental knowledge of customers, it comes to
surface that customers in developing countries have lesser knowledge in comparison to the customers
in developed countries (Hasan and Ali, 2015)°, This causes concern for the marketing departments in
organizations since different customer niches demand different marketing solutions to influence their
buying decisions (Hasan and Ali, 2015)°, Now the goal is to protect the consumer through the
customer in the guise of green marketing and green consumerism. A green consumption pattern is the
use of products that have not been manufactured using nonrenewable energy sources or non-recyclable
materials and cause harm to the natural environment. Research conducted in developing countries
showed that environmental knowledge plays a big role in shaping customers’ buying behaviors. This
concept has been discussed more in the context of social responsibility and less in marketing studies.
Environmental problems also increasingly involve social problems, greatly affecting the stability of
the country and society. In this context, the model of economic development to the detriment of the
environment is eclipsed, and the model of sustainable development emphasizing the "triple bottom
line" of economic, environmental and social performance has become the reference for decision-
making. After gradually realizing these problems, green consumption also began to attract the attention
of the majority of researchers.

2. Literature Review
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Green consumption behavior is consumption behavior in which consumers attempt to protect the
ecological environment and minimize the negative impact of consumption on the environment during
purchase, use and post-use. Green consumption is taking momentum in developed countries as well as
in the underdeveloped countries (Rashid & lone, 2023)°Y,

The theoretical foundations of GPI (Green Purchase Intention) are based on behavioral science
frameworks, including the theory of reasoned action (TRA) and the theory of planned behavior (TPB).
Over time, these frameworks have been enriched by the integration of additional concepts, such as
environmental concern, ecological trust, perceived value, and social norms, which reflect the
complexity of consumer decisions in green markets (Ajzen, 1991; Chen, 2010).

The theory of reasoned action (TRA), introduced by Fishbein and Ajzen (1975), posits that an
individual's behavioral intention is determined by their attitude toward that behavior and the subjective
norms surrounding it. In the context of green consumption, this implies that a consumer's positive
evaluation of ecological products, combined with perceived social approval, increases their likelihood
of intending to purchase those products.

Although the TRA and TPB models provide solid foundations, researchers have often extended these
models to better capture the nuances of environmental consumer behavior. For example, the Value-
Belief-Norm (VBN) theory (Stern, 2000) emphasizes moral obligations and ecological values, while
the Theory of Consumer Values (TCV) (Sheth, Newman, & Gross, 1991) integrates functional, social,
and emotional factors of purchase intention. Similarly, concepts such as ecological trust (Chen, 2010),
environmental concern (Schlegelmilch, Bohlen, & Diamantopoulos, 1996), and perceived consumer
efficacy (Ellen, Wiener, & Cobb-Walgren, 1991) have been integrated into extended models to provide
a more comprehensive understanding of GPIL.

Building on the TRA, Ajzen (1991) extended the model by introducing perceived behavioral control
(PBC), resulting in the widely adopted TPB. PBC measures the extent to which individuals feel
empowered to engage in a behavior, taking into account potential barriers such as cost, product
availability, or convenience. The TPB has become the dominant theoretical focus in PBC research,
with numerous studies confirming its explanatory power in predicting green purchasing intentions
(Paul, Modi, & Patel, 2016).

Green consumption refers to consumption behaviors that reduce environmental pressure, including
purchasing cars that use less energy, choosing public transportation, saving water, and supporting the
recycling of product packaging, etc. (Akturan, 2018%; Li, 2020°"; Kazdin, 2009°"). Since the concept
of green consumption was proposed, it has continued to expand, and research on green consumption
is expected to clarify the characteristics of green consumption. In addition, green consumption itself
is more complex and comprehensive, and green consumption behavior requires more systematic
behavior. Clear green consumption characteristics can distinguish different green consumption
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behaviors, so as to better guide people towards green consumption. In 1987, Elkington and Hailes,
British researchers, proposed the concept of "green consumption” in their book Green Consumer's
Guide, and defined green consumption as avoiding the consumption of the following products: 1)
products that put endangers the health of consumers and others; 2) products that consume a lot of
resources during their production, use and disposal; 3) goods that are unnecessarily consumed due to
excessive packaging, exceeding the basic substance or short shelf life; 4) use of products derived from
rare animals or natural resources; 5) products containing animal cruelty or unnecessary deprivation; 6)
products that harm other countries, especially developing countries (Li, 2020)*i, According to the
Chinese Consumers Association, green consumption has three main meanings: first, it encourages
consumers to consume green products. Second, it pays attention to the elimination of waste in the
consumption process to avoid environmental pollution; third, it guides consumers to change their
consumption concepts, defend nature and pursue health. While pursuing a comfortable life, we should
save resources and energy and achieve sustainable consumption. Barbarossa and De Pelsmacker
(2016)°* investigated the difference between green and non-green consumers. They found significant
difference between the purchasing patterns of green and non-green consumers towards eco-friendly
products. Altruistic motives were significant for green in comparison to non-green consumers.
Whereas negative ego-centric motives affected the purchase intention of non-green consumers
comparative to green consumers. Bratu (2017)** extended the literature by investigating whether the
green consumerism is really an environmentally conscious behavior or not. The study revealed that
conflicting economic, social, and cultural settings shape particular perceptions, driving forces of the
consumption behavior. Chang (2011)* argued that consumers may vary in their attitudes towards
green purchasing behavior because of their ambivalent behavior in spite of their concern about the
environment. Study revealed skepticism as a significant predictor of the ambivalent attitude towards
the green consumption behavior. Do Paco et al. (2012)i studied the behavior of consumers towards
environmental friendly purchase who are concerned about the environment protection and also the
skepticism of consumers towards the green advertising made by the companies. They collected opinion
of 320 students and found no significant difference between the skepticism of male and female
students. And also they found no significant relation among skepticism and environmental behavior
of the consumers towards green advertising. Shrum et al. (1995)*ii investigated the variables that are
directly related to the consumer purchase behavior for example; price consciousness and general care
during the shopping, loyalty towards brand, new products’ interest and along with these they also
studied the attitude towards advertising and media preferences. They found that women who buy green
products were more skeptical towards advertising in comparison to who do not buy. Whereas men’s
skepticism was unrelated with their green product buying behavior. Todd (2004)*" analyzed the
significant relationship between green consumer aesthetic and environmental consciousness. They
found that green marketing involves a sense of aesthetics that requires a connection between
environmental health and beauty. Haws et al. (2014)**V developed a scale GREEN of green
consumption values. However not every consumer is ready to buy green products. Their measures of
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GREEN predicted the environmental consumption behaviors more sufficiently in comparison to
environmental measures drawn from the past studies. Grunert (1993)°*! estimated that 30 to 40 percent
of environmental degradation was due to the consumption activities of private households. As the
environment continues to deteriorate, it has become a major public concern in developed countries. In
addition, he also encouraged developing countries to join the green movement for environmental
protection. The potential economic and social effects of environmental deprivation are particularly
important for developing economies. Lopes et al., (2024)**Vii advocated that perceived quality and
benefits plays significant role in green consumption behavior. Today, conscious consumers are
wondering how their purchasing habits can minimize the negative impact on the environment. Pan
(2003a)*Viii believes that green consumption advocates first moderate consumption, then green
products, then spiritual consumption and finally a simple and easy life. Green consumption is
conducive to changing the economic growth model and is the only way to achieve sustainable
development. Green consumption behavior is a kind of prosocial behavior (Griskevicius et al.
2010)°*x, Myrseth and Fishbach (2009)** believe that prosocial behavior is similar to self-control. To
be more specific, when exercising self-control, individuals must resist short-term temptations in order
to achieve long-term benefits. For example, people resist the temptation to eat delicious foods to lose
weight. Selfish behavior, as opposed to prosocial behavior, typically brings short-term benefits to the
individual, which also constitutes a temptation that the individual must resist to engage in prosocial
behavior. Furthermore, Martinsson et al. (2012)**! found that individual desire for self-control is
positively correlated with prosocial behavior. Green consumption is a kind of environmental behavior.
Researchers focus on the impact of environmental behavior factors, which is of reference importance
for green consumption research. Green consumption is a consumption behavior in which customers
will weigh cost, quality and environmental protection. Secondly, customers will use green products
and brands to build and express themselves to a certain extent. The difference between green
consumption and other environmental behaviors may lead to differences in the influence of certain
factors on green consumption and other environmental behaviors. At present, the “5R” principle of
green consumption is universally recognized around the world (Save resources, reduce pollution; live
green, revalue; choose and buy objects used repeatedly, reuse; classify, recycle; protect nature, save)
(Wang, 2006)°*ii, Since the emergence of green consumption, which arouses the popularity of a large
number of consumers, is a kind of brand new consumption mode and living belief. As a consequence
of this, the purpose of this systematic literature is to contribute towards the green consumption
behavior of the consumers’ literature that affects the purchasing habits of the consumer through the
green purchasing behavior of the consumers. This study contributes towards the environmental issues
as well as green consumer behavior and green marketing. Furthermore, this study aware the companies
and consumers regarding the environmental issues. Therefore this study is helpful for the marketer,
academicians as well as marketing professionals to get aware about the sustainable environmental
development. Moreover, this study also contributed towards the researcher to get an in depth
knowledge about the green consumption, green marketing, green marketing affecting actors and green
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marketing practices. As a result, a model was established to systematize the (i) green consumer
behavior; (i1) factors affecting the green consumer behavior and (iii) marketing strategies for green
marketing. Another purpose of this study is to organize and systematically review the articles related
to consumer behavior, green purchasing behavior, green marketing practices and factors associated
with the green consumer purchasing behavior to support the theoretically foundation of the green
consumption behavior. This study takes into account environmental impact, resource efficiency and
consumer rights. Green consumption is based on consumer health protection and resource conservation
and is consistent with people's health and environmental protection, with its core being sustainable
consumption.

3. Research methodology

Bibliometric analysis is gaining popularity in research area since the last few decades and its popularity
mainly because of the development of new software namely: Leximancer and VOSviewer and
availability of databases such as Dimensions, Web of Science and SSCOPUS (Donthu et al., 2021)<*iii,
In this research VOSviewer is used to perform bibliometric analysis to uncover the research trend in
the area of green product purchasing behavior of consumers, journal performance through citations,
country specific citation analysis, and co-author citation analysis. A process™*! was established to
determine the search terms, selection of data bases, selection of software for analysis and analysis of
results. The steps are elaborated as under:
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* "Green product purchasing behavior", "Green consumer purchasing
Step 1: behavior", "Eco-friendly purchasing behavior"
Determing )
the searc
term
~
» Database: Web of Science, SCOPUS, Emerald, JSTOR, Dimensions and
Step 2: Academia
Selection of] J
atabas
~
* Year: 1994-2024
) Document type: Research articles, review articles, proceedings, editorial
Step 3: .
Selection Language: English )
riteria fo
earc
~
» VOSviewer: for Bibliometric network and mapping analysis (WOS and
Step 4: SCOPUS)
Selection of] J
oftwar
» Performance analysis: Publication and citation trend, contribution by )
country, contribution by affiliation, top journals, top 10 cited research
articles, sustainability analysis
Step 3: | + Science mapping: co-citation analysis, co-keyword analysis, co-author
Analysis of| analysis and co-counrty analysis )
Results

Figure 1: Steps for Bibliometric analysis (Self designed)

3.1 Defining the search term

The search term that were searched were: “Green buying behavior” or “Green purchasing behavior”
or “Green consumer buying behavior” or “Eco-friendly buying behavior” or “Environment friendly
consumer buying behavior” or “Factors affecting green consumer purchasing behavior” or “Green
consumer purchase intention” or Green marketing practices” or “Green marketing strategies adopted
by marketer”.

3.2 Database and time period in the collection of data

The data is collected from the Web of Science, Dimensions, Emerald, JSTOR, Scopus and
Academia. A total of 1270 research papers from WOS, 828 research articles from Scopus, 128
research articles from Emerald, 17 from JSTOR and 279 from Dimensions and 358 research papers
were collected from Academia.
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Table 1: Data collected from the data base

WOS SCOPUS EMERALD JSTOR DIMENSIONS ACADEMIA
Collec Recle Colle Rele Colle Rele Colle Rel Colle Relevant Coll Relev
ted vant cted vant cted vant cted eva cted ecte ant

nt d
1270 526 828 506 128 32 78 17 358 58 279 38

Source: Author’s own work

Data was searched and collected from the data sources between the year 1994 to 2024. Research
articles, literature review, conference proceedings, work in progress research, thesis and reporst were
included in this study. A total of 2941 research articles and literature review listed in the search results
of the Scopus, WOS, Dimensions, JSTOR, Academia and Emerald. Results were exported for
bibliometric mapping from the data sources. Dimensions database have 260 million online citations,
146 million publications, 163 million patents, 31 million datasets, 7 million grants and 2 million policy
documents. Dimensions provide approximately 70 percent of publications with full text indexing.
Dimensions provide the largest collection of interconnected global research data and layer it with
visual applications. Moreover JSTOR database provides access to more than 12 million journal
articles, books, images and primary sources in nearly 75 disciplines. Emerald is one of the leading
digital first leaders, working with thousands of Universities and business school worldwide in order to
share knowledge to make a real difference. The company began in 1967 to become an independent
academic publisher and in 2020 was a proud winner of the Independent publisher of the Year. Emerald
has over 255,000 Journals, books and case studies across the various fields (Business and Management,
Economics, Engineering, Technology and Social Sciences. As a research tool Web of Science provides
a wide platform to the researchers on various subject matters. Web of Science has more than 2.5B cited
references, 34.6 K peer-reviewed journals, 151 K books; 121M patent documents, 5.8 M dissertations
and theses in 254 subject categories. The file extracted from WOS was used for the bibilometric
analysis in VOS Viewer. A total of 1270 articles were exported from WOS. After refinement only
research articles and review articles were considered, the number of them was 526. Text WOS file
name was given to this file which was further used for the analysis in VOSviewer.

4. Findings of the study

4.1 Performance mapping analysis
A detailed analysis for year, country, citation, publication, author and Bibliographic coupling is
performed using the files of database from WOS data base file (526) and SCOPUS data base file (256).
Table 2 depicted the articles, review articles, proceeding paper and editorial material collected from
WOS database. Furthermore, figure 3 and table 3 depicted the coauthors keywords obtained from the
SCOPUS data base file used in VOS viewer. The keywords that are mostly used are sustainable
consumption, green marketing, purchase intention, green products, environmental knowledge and
green purchase intention.

Table 2: Type of Documents
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2024; Vol 13: Issue 4 Open Access
Field:
Document Types Record Count 9% of 526
Article 498 94.677%
Review Article 27 5.133%
Proceeding Paper 3 0.570%
Editorial Material 1 0.190%
Source: Researcher’s own work
Figure 3: Coauthors Keywords
paclging environmental policy
/‘\}uoip.nalysis
circular economy \
/ | "<< X ttitlides
green plrchasing | /4 I a/.i
consughption green attitudes
z v
behavior - green advertising
envirghment - attifude >
ccn"rher n ) :
Ve = ;\rp green perceived value greeftrust
theory \en“ ronmental knowledge
[ ) gr%n purchase intention
. D g : b
perceived value . envir&me&onsciousness
pro-environm@ntal behavior
& VOSviewer
2017 2018 2019 2020 2021

Table 3: Keywords

Keyword Occurrences LO:::‘;;‘: R l
purchase intention 57 83
sustainable consumption 39 60
green products 39 49
environmental concern 27 45
theory of planned behavior 27 45
sustainability 37 44
green marketing 32 41
organic focod 7T} 38
consumer behaviour 23 35
environmental knowledge 14 26
consumer behavior 23 24
green consumption 23 2
willingness to pay 16 23
attitude 12 A
china 14 i
consumer attitudes 9 18
green product 14 18
circular economy 15 17
environmental awareness 8 16
trust 10 16
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Number of publication analysis

An analysis was done to depict the year wise publications trend related to WOS data base file on green
product purchasing behavior presented in Figure 4. In the last three decades an important area of
environmentally concerned consumers has arisen in the society. Therefore consumption patterns of
consumers have changed in the last three decades (Zeynalova & Namazova, 2022)***", For this reason
research has become widened in the area of green consumers, green purchasing behavior and green
marketing (Gracia-Salirrosas and Rondon-Eusebio, 2022)*Vi, Figure 4 depicted that research in the
area of green product consumption behavior is gaining importance since the number of publications
have increased every year. However in the first phase from 1994 to 2009 there is slow growth in the
published work but there is a rise from 2010 to 2022 in the research work. Furthermore there is a
decline in the research work in the year 2023 and 2024. This shows that green product purchasing
behavior on consumers was negligible during the time period between 1994 to 2008.

Figure 4: Publication Year

65 - 7000

60 -

55 I 6000
50 -
- 5000
45
404
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35
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3000

Publications
suoneyd

25

20
2000

104 I 1000

1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Publications - Citations

It can be observed that 402 studies have been published during this period. This may be due to the
human awareness regarding the events flood, wildfire, extreme temperature and mass movement in
2015Vl a5 depicted through Figure 5. According to Global Sustainable Development Report
(2015)e*xviii that provides a report on natural disasters, sustainable consumption and production,
industrialization and use of big data in Africa responsible for monitoring the implementation of the
new sustainable development program. It provides information on how changes in the human well-
being can lead to decrease in environmental degradation.
Figure 5: Areas where natural disaster took place in 2015
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2024; Vol 13: Issue 4 Open Access

America

‘ Per Continent

Per Country < - '
W =
(1): Natural disasters: Epidemic and insect infestations not included
Analysis based on Country-specific citation
Figure 6 and 7 along with table 4 depicted the country-specific citation analysis that reveals that
research articles and review published in China is 19.962% of the total publications. USA published
17.681% of the 526 and India 14.259 % of the total publications. Bibliographic coupling for 93
countries having 2 minimum citation from each country and minimum document from a country is 5
is depicted in the figure 7 and table 5. This may be because of the reason that in the last few decades
China faced almost every type of natural hazard (sandstorm, flood, drought, landslides, earthquakes,
debris flows etc.) according to GFDRR Annual report®***. In China all the provinces are facing natural
disasters in one way or another. Approximately 195,820 people died because of the natural disaster in
China. As a result public awareness programs in China are hiking.
Figure 6: Top 10 Countries/Regions depicted maximum count of Green Product Purchasing
Behavior (WOS)
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105 75 31 30
PEOPLES R CHINA INDIA MALAYSIA GERMANY

93
i TAIWAN
AUSTRALIA zy
FRANCE

Source: Author’s own work
Table 4: Top Countries/Regions depicted maximum count of Green Product Purchasing

Behavior (WOS)

Fictd:

Countrics/Regions Record Count == of 526
PEOPLES § CamNA 105 19.962%
usa = 17.681%
INDA TS 18.259%
TaArwIAN ES 6.658%
AISTRALA 22 6.868%
MALAYSIA ESY 5.898%
GERMANY 0 5.703%
ALY 25 a.323%
FRANCE 20 3.802%
ENGLAND is 3.822%
BRAZIL ar 3.232%
SOUTH KOREA ar 3.232%

Figure 7: Bibliographic coupling for countries (SCOPUS)
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saudi arabia

egypt
gg VOSviewer
2017 2018 2019 2020 2021 2022
Table 5: Bibliographic coupling for countries (SCOPUS)
Country Documents Citations Ito::;lgi;‘: v
india 93 3783 79023
malaysia 78 1909 61534
china 131 3823 60460
united states 94 4081 39110
taiwan 40 1614 29328
italy 33 1880 27025
united kingdom 43 6164 24881
australia 38 1573 23335
pakistan 18 333 17685
portugal 21 828 17113
viet nam 20 326 16076
south africa 17 602 14632
saudi arabia 16 120 14002
indonesia 31 246 12968
south korea 22 1460 12532
poland 14 291 12444
germany 18 1460 11548
bangladesh 9 179 11388
brazil 21 292 11376
canada 19 992 10657

Source: Researcher’s own work

Analysis based on Journals
The citation source of the green product purchasing behavior depicted the analysis based on source.
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The outcomes are obtained from the database (SCOPUS) with threshold value set of 25 are presented
in Figure 8 and table 6. It represented journal’s name and their clusters in which the co-citations have
occurred. The 407 journals are divided into clusters. The minimum number of documents of a source
is 5 while the minimum citation of a source was set to 2. The first cluster is of Sustainability, whereas
the second cluster is of Journal of cleaner production and the third cluster is business strategy and the
environment. These clusters are mentioned in the table 6. Bibliographic coupling for citation as shown
in figure 9 depicted that sustainability, and journal of cleaner production and business strategy and the
environment are cited commonly. Bibliographic coupling for citation is a similarity measure for
documents, source, author, country and organization when two works cite a common third work in
their bibliography.
Figure 8: Citation sources analysis (SCOPUS)

sustainable production and con

resources, conservation and re
springer proceedings in busine
international journal of envir
journal of consumer behaviour
journal of cons@dper marketing
business strategy and the envi

journal of cleaner production environmental science and poll
) <

sustainability (switzerland)

journal of retailing and consu

british foad journal . ~ .
international jeurnal of consu

energyipolicy frontiers in psychology

g%b VOSviewer
2014 2016 2018 2020 2022

Table 6: Depicted citation sources (SCOPUS)
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Source ’ Documents ‘ Citations LO::"‘;:: v '
journal of cleaner production 49 5514 205
sustainability (switzerland) a3 2316 124
business strategy and the environment 18 1216 67
journal of retailing and consumer servi... 12 1648 57
marketing intelligence and planning 10 1209 54
sustainable development 6 1206 42
resources, conservation and recycling 8 677 30
internaticnal journal of consumer stud... 8 507 29
sustainable production and consumpti... 6 186 28
environment, development and sustai... 7 97 23
journal of consumer marketing 9 1323 22
international journal of environmental ... 15 324 20
environmental science and pollution r... 6 97 14
journal of consumer behaviour 5 336 14
british food journal 7 415 13
energy policy 6 556 12
frontiers in psychology 8 99 10
iop conference series: earth and enviro... 10 34 9
foods 5 80 5
iournal of international consumer mar... 6 529 4

Figure 9: Bibliographic coupling for citation (SCOPUS)

developments(in marketing scie
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4.2 Scientific performance analysis

2014

journal of environmental prot

2016 2018 2020 2022

After the discussion of performance analysis (years, country and citation) the next step is to conduct
an advanced analysis of the data. Co-citation analysis was implemented in this study. Co-citation
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indicates the relationship between items and is calculate on the basis of number of times they cited
together. This happens when two elements, i.e. the author and the citing document in some other
article, could be a measure of the proximity of these elements. Co-cited analysis is underway created
based on Scopus indexed data. It includes cited references, cited sources and co-citation author.
Analysis of top 10 Co-citation references
Relationship among the cited references was depicted using the Scopus database file. Fixing the
minimum number of citations of a cited reference 20, a total of 43299 cited references were generated.
23 cited references were meet threshold. Figure 10 and table 7 depicted that ajzen i., the theory of
planned behavior (1991), Organizational Behavior and Human Decision Processes, 50 (2), pp. 179-
211 was cited 76 times which is followed by laroche m., Bergeron j., barbaro-forleo g., Targeting
Consumers Who Are Willing to Pay More for Environmentally Friendly Products (2001), Journal of
Consumer Marketing 18(6):503-520 was appeared second highest in link.

Table 7: Co-citation for cited references

Sr. Cited reference Citations Total link
No. strength
1 "ajzen i., fishbein m., understanding attitudes and 38 55
predicting social behavior, (1980)"
2 "ajzen i., fishbein m., understanding attitudes and 20 39

predicting social behaviour, (1980)"
3 "ajzen i., the theory of planned behavior, organ. behav. 29 14
hum. decis. process, 50, pp. 179-211, (1991)"

4 "ajzen i., the theory of planned behavior, organ. behav. 21 8
hum. decis. process., 50, 2, pp. 179-211, (1991)"
5 "ajzen i., the theory of planned behavior, organizational 76 162
behavior and human decision processes, 50, 2, pp. 179-
211, (1991)"
6 "cohen j., statistical power analysis for the behavioral 21 25
sciences, (1988)"
7 "fishbein m., ajzen i., belief, attitude, intention, and 24 32
behavior: an introduction to theory and research,
(1975)"
8 "fornell c., larcker d.f., evaluating structural equation 21 13

models with unobservable variables and measurement
error, j. mark. res, 18, pp. 39-50, (1981)"
9 "fornell c., larcker d.f., evaluating structural equation 41 99
models with unobservable variables and measurement
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error, journal of marketing research, 18, 1, pp. 39-50,
(1981)"
10 "gupta s., ogden d.t., to buy or not to buy? a social 21 57
dilemma perspective on green buying, journal of
consumer marketing, 26, 6, pp. 376-391, (2009)"
Source: researcher’s own work

Figure 10: Co-citation for cited reference
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25‘\{5 VOSviewer

Analysis of top most cited organizations

For this analysis the minimum number of documents of an organization are fixed two in number and
1745 organizations are considered in this analysis. Only 52 sources meet the threshold. Table 8 and
figure 11 depicted the top 10 organizations which have most cited publications. Optentia research
focus area, north-west university, vanderbijlpark, south Africa has the highest total link strength 1293
and is placed in the first place followed by Institute of Management Studies, Banaras Hindu University,
Varanasi, India have 1120 total ink strength and is placed in the second position which is further
followed by Department of Management, Faculty of Business Administration, University of Tabuk,
Tabuk, Saudi Arabia which have 1118 total link strength.

Table 8: Top 10 cited organizations

Sr. Organization Documents Citations Total
No. link
strength
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"optentia research focus area, north-west
university, vanderbijlpark, south africa"

"institute of management studies, banaras
hindu university, varanasi, india"
"department of management, faculty of
business administration, university of
tabuk, tabuk, saudi arabia"

"department of marketing, college of
business, umm al qura university, makkah,
saudi arabia"

"faculty of business administration,
university of tabuk, tabuk, saudi arabia"

"solbridge international school of business,
151-13 samsung 1-dong, dong-gu daejeon,
34613, south korea"

"department of computer, control, and
management engineering “antonio ruberti”,
sapienza university of rome, via ariosto 25,
rome, 00185, italy"

"department of high-tech business and
entrepreneurship, university of twente,
drienerlolaan 5, enschede, 7522, nb,
netherlands"

"amity school of business, amity university
patna, patna, india"

"school of management studies, indira
gandhi national open university, new delhi,
india"

426

&9

14

14

14

14

33

33

&9

1293

1120

1118

1118

1118

1118

884

884

861

795

Source: Researcher’s own work
Figure 11: Top Cited Organizations
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Analysis of top 10 most co-citation author

In this study the association between the authors is depicted using VOSviewer software. A minimum

20 number of citations of an author are considered to analyze. 48790 authors were appeared and 761

meet the threshold. Table 9 and figure 12 depicted that Ajzen 1. appeared in 46936 sources which is

the highest total link strength followed by Hair J. F. having 26851 the second highest total link strength.
Table 9: Top most Co- citation author

| Author \ Citations . Ctallinic |

strength
ajzen i. 677 46936
hair j.f. 338 26851
sarstedt m. 317 24447
thogersen j. 278 21201
ringle c.m. 268 21055
paul j. 215 17997
yadawv r. 221 17857
han h. 212 17416
fishbein m. 245 17405
steg I 227 16393
wang y. 239 15622
stern p.c. 191 15139
kim y. 206 14656
wang s. 191 14546
verbeke w. 199 14211
fornell c. 183 14014
pathak g.s. 161 13578
lee k. 179 13036
peattie k. 202 12351
llarcker d.f. 149 11906

Figure 12: Co-citation among authors
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Discussion

This study attempted to perform systematic literature review was performed in this study to analyze
the studies scientifically using VOSviewer maps. From the findings it is evident that research in green
product consumer purchasing behavior is gaining popularity among the research scholars. Authors like
Ajzen 1., Hair J. F., Sarstedt M., and Thogersen J. have given noteworthy contribution in the green
marketing research field. Furthermore, table 10 depicted the top 10 research articles that have

maximum citation indicator within the green product buying behavior of the consumers.
Table 10: Depicted the top 10 research articles with maximum citations (WOS)

Sr. Article name Citation In all Journal
No network | Database citation
. (WOS) indicator
1 Predicting green product consumption using theory of 1060 1147 2.35

planned behavior and reasoned action
2 Sustainable Consumption: Green Consumer Behaviour 867 955 24

when Purchasing Products

3 Determinants of Consumers' Green Purchase Behavior | 599 629 1.58

in a Developing Nation: Applying and Extending the

Theory of Planned Behavior
4 Green purchasing behaviour: A conceptual framework | 379 394 2.35

and empirical investigation of Indian consumers
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5 Green products: an exploratory study on the consumer | 302 320 1.52
behaviour in emerging economies of the East

6 An extended model of value-attitude-behavior to 234 238 2.35
explain Chinese consumers' green purchase behavior

7 An empirical investigation of green purchase behaviour | 234 254 1.52
among the young generation

8 Linking green skepticism to green purchase behavior 213 229 1.52

9 Exploring the Gap between Consumers' Green Rhetoric | 178 205 1.78

and Purchasing Behaviour

10 Explaining consumer purchase behavior for organic 175 185 1.18
milk: Including trust and green self-identity within the
theory of planned behavior

Source: Researcher’s own work

However, 19.962% of the total publications are published in China followed by USA with publication
17.681 %. However the third position is secured by India with 14.259% of publications. 2010 to 2022
there is an increase in the number of publications in every area whether it is articles, review articles,
proceeding papers and editorial material in the field of green marketing. From the findings it is evident
that there is contribution in the area of green marketing and consumer green purchasing behavior since
the last three decades.

Implications for Business and academicians

Theoretical Implications

The beneficiaries of this research are not only the business organizations and government but the
academicians also. Since 2010 to 2022 there is an increase in the research work in the area of green
products (figure 4). Barbarossa and De Pelsmacker (2016) investigated the purchasing patterns of the
green and non-green consumers. Shrum et al. (1995) investigated the variables that are directly related
to the consumer purchase behavior for example; price consciousness and general care during the
shopping, loyalty towards brand, new products’ interest and along with these they also studied the
attitude towards advertising and media preferences. Haws et al. (2014) developed a scale GREEN of
green consumption values. Lopes et al. (2024) advocated that perceived quality and benefits plays
significant role in green consumption behavior. Wang et al proposed the “5R” principle of green
consumption (Save resources, reduce pollution; live green, revalue; choose and buy objects used
repeatedly, reuse; classify, recycle; protect nature, save). Jansson et al. (2010)°** developed
theoretical framework of the green consumer behaviour and highlighted the four categories of
determinants of green consumer behaviors: contextual forces, attitudinal factors, habits or routines and
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personal capabilities. From a consumer research perspective, the behavior of reducing negative
environmental impact (for example energy conservation and recycling) has received considerably
more attention than the consumer behavior of purchasing products that are marketed as being
environmentally responsible.

The future research can be done on the development of the various green marketing strategies and the
model development of the impact of green marketing strategies on the green consumption behavior.

Implications for Business and Management

Society is becoming more concerned about the environment and sustainable products. As a result,
without giving a second thought, companies are recognizing the benefits of green products and their
marketing. In 2009, a study conducted by the American Marketing Association revealed that over half
of corporate marketers thought their companies would increase sustainability efforts throughout 2010
and 2011 (AVS Group).

By the introduction of the green products companies can attain two major goals: first of all companies
can target the environmentally conscious consumers to buy green products. As during a poll conducted
by Green Seal and EnviroMedia Social Marketing it was found that during the period of recession in
2009, four out of five consumers would buy green products at a higher cost despite the poor economic
conditions (Vermillion and Peart, 2010). Secondly, companies can create the opportunity for
consumers to become ecologically conscious and more aware of environmental issues (Zinkhan and
Carlson, 1995). In today’s market green products and sustainable products are performing well and
more efficiently than the brown products. Consumers would like to purchase more green products in
today’s scenario, for example; solar power lights, personal care products, pet food, organic food and
beverages, electric vehicles, sustainable clothes, rechargeable batteries etc. This study examined the
green buying behavior of the consumers and the influence of factors of the green marketing strategies
on the purchase intentions of the buyers. An understanding about the green buying behavior as well as
the green marketing strategies is essential for the marketers in order to determine the extent of
environmental consciousness of consumers and further in developing the appropriate marketing plans.
The findings of this study reflect the importance of green products and green marketing strategies.
Business firms should develop green marketing campaigns and strategies focusing on the
environmentally conscious consumers.

Conclusion

This study presented systematic literature review of the green buying behavior of the consumers from
1994 to 2024. Green consumer behavior is interpreted by many theoretical models by a number of
scholars. The focus of this study is to review the green consumer purchase behaviour and the factors
that affect the green purchase intention along with the various green marketing strategies adopted by
the marketers. As green marketing concept is evolving since the last three decades. This study
highlighted the green products’ consumption and the factors that affect the green consumption
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behaviour of the consumers are lifestyle variables, self-consciousness and perceived ecological
responsibilities. Therefore for marketers green marketing is an opportunity by understanding the needs
and requirements of the consumers. This study also highlighted the importance of sustainable
consumption pattern that can be enhanced among the consumers by adopting advertisements through
television, social media, newspapers etc. Importance of consumer perception in molding the
purchasing behaviour is also described in this study. Environmental consciousness of the consumers,
characteristics and demographic profile of the consumers, social media impact and celebrity endorser
that the marketer targets while adopting the green marketing strategies. However a number of
challenges faced by the companies. Bibliometric analysis is done in this study using VOSviewer
software. A total of 2941 research articles and literature review listed in the search results of the
Scopus, WOS, Dimensions, JSTOR, Academia and Emerald. A detailed analysis for year, country,
citation, publication, author and Bibliographic coupling is performed using the files of database from
WOS data base file (526) and SCOPUS data base file (256). Figure 4 reflected that in the last three
decades an important area of environmentally concerned consumers has arisen in the society and that
research in the area of green product consumption behavior is gaining importance since the number of
publications have increased every year. However in the first phase from 1994 to 2009 there is slow
growth in the published work but there is a rise from 2010 to 2022 in the research work. Figure 6 and
7 along with table 4 depicted the country-specific citation analysis that reveals that research articles
and review published in China is 19.962% of the total publications. USA published 17.681% of the
526 and India 14.259 % of the total publications. Clusters are formed of 407 Journals (figure 8) for
bibliographic coupling. Sustainability represents the first cluster, Journal of cleaner production the
second cluster and business strategy and the environment is the third cluster. Figure 10 reflected that
ajzen 1., the theory of planned behavior (1991), Organizational Behavior and Human Decision
Processes, 50 (2), pp. 179-211 was cited 76 times which is followed by laroche m., Bergeron j.,
barbaro-forleo g., Targeting Consumers Who Are Willing to Pay More for Environmentally Friendly
Products (2001), Journal of Consumer Marketing 18(6):503-520 was appeared second highest in link.
Figure 11 depicted the top 10 organizations which have most cited publications. Optentia research
focus area, north-west university, vanderbijlpark, south Africa has the highest total link strength 1293
and is placed in the first place followed by Institute of Management Studies, Banaras Hindu University,
Varanasi, India have 1120 total ink strength and is placed in the second position which is further

followed by Department of Management, Faculty of Business Administration, University of Tabuk,
Tabuk, Saudi Arabia which have 1118 total link strength. By adopting the bibliometric analysis the
reviewed articles provides the base for the other influential work namely green marketing strategies
and factors that affect the green purchase intention. The review study provides a initial area for the
researcher who are looking to conduct research in this area and also to the marketers looking for the
initial green marketing strategies.

Declaration

Availability of data and material: Yes

2051



Frontiers in Health Informatics www.healthinformaticsjournal.com
ISSN-Online: 2676-7104

Competing interest: None
Funding: None

Authors’ contributions: None
Acknowledgement: Yes

References

i Lindfield, M., & Steinberg, F. (2012a). Green Cities. Asian Development Bank.
https://www.adb.org/sites/default/files/publication/30059/green-cities.pdf

ii Liu, X., Shiga, Y., & Abdessalem, R. (2010). (rep.). Proactive Policies and Business Strategies for
Strengthening Corporate Environmental Management in Developing Asia (pp. 87-99).

i Soomro, R. B., Mirani, I. A., Sajid Ali, M., & Marvi, S. (2020). Exploring the green purchasing
behavior of young generation in Pakistan: Opportunities for Green Entrepreneurship. Asia
Pacific ~ Journal  of  Innovation  and  Entrepreneurship, 14(3),  289-302.
https://doi.org/10.1108/apjie-12-2019-0093

v Gangamma, S. (2018). Lancet Commission on pollution: Action plans and human resource
development in India. The Lancet, 391(10138), 2414-2415. https://doi.org/10.1016/s0140-
6736(18)31039-0

v Ajzen, 1. (1991). The Theory of Planned Behavior. Organizational Behavior and Human Decision

Processes,50, 179-211. [This is the original paper describing the theory, but it can be a little bit

difficult to understand, which is why I also recommend the related book (Ajzen, 2005).]

Vi De Jesus, F.S., Ramos, J.B., & Cunanan, M.T. (2021). Green Marketing: A Descriptive Analysis of

its Influence on Consumer Buying Behavior. IRA-International Journal of Management & Social

Sciences (ISSN 2455-2267).

Vi Rojhe, Kuldeep. (2020). Review Paper on Factors Influencing Consumer Behavior. Test

Engineering and Management. 83. 7059-7066.

vili Santos, C., Coelho, A., & Marques, A. (2023). The greenwashing effects on corporate reputation
and Brand Hate, through environmental performance and Green Perceived Risk. Asia-Pacific
Journal of Business Administration, 16(3), 655—676. https://doi.org/10.1108/apjba-05-2022-
0216

X Environment, U. (n.d.). Annual report 2023. UNEP. https://www.unep.org/resources/annual-report-
2023#:~:text=In%202023%2C%20the%20world%20saw,impacts%20arriving%20stronger%20
and%?20faster.&text=At%20the%20same%20time%2C%20most,2030%20Agenda%20for%20
Sustainable%20Development.

* Siddique, Md. Z., Saha, G., & Kasem, A. R. (2020). Estimating green purchase behavior: An
empirical study using integrated behavior model in Bangladesh. Journal of Asia Business
Studies, 15(2), 319-344. https://doi.org/10.1108/jabs-04-2019-0120

2052



Frontiers in Health Informatics www.healthinformaticsjournal.com
ISSN-Online: 2676-7104

i Kumar, R. (2024). To save the environment is my moral duty: Investigating young consumer’s green
purchase behaviour with moderated mediation approach. Social Responsibility Journal.
https://doi.org/10.1108/s1j-02-2023-0066

i Mohamad Alhamad, A., Bin.Mat Junoh, M. Z., Tunku Ahmad, T. S. binti, & Eneizan, B. (2019).

Green Marketing Strategies: Theoretical Approach. American Journal of Economics and Business

Management, 2(2), 77-94. https://doi.org/10.31150/ajebm.Vol2.Iss2.72

sit Devi Juwaheer, T., Pudaruth, S., & Monique Emmanuelle Noyaux, M. (2012a). Analysing the
impact of Green Marketing Strategies on consumer purchasing patterns in Mauritius. World
Journal of Entrepreneurship, Management and Sustainable Development, 8(1), 36-59.
https://doi.org/10.1108/20425961211221615

XV Tong, D. Y., Ismail, H., & Tong, X. F. (2023). Green consumer purchase behaviour in Malaysian
SUPER-REGIONAL mall’s General Merchandise Stores. International Journal of Management
Studies, 30. https://doi.org/10.32890/ijms2023.30.2.3

* Li, X., Li, J., He, J., Huang, Y., Liu, X., Dai, J., & Shen, Q. (2023). What are the key factors of
enterprises’ greenwashing behaviors under multi-agent interaction? A grey-DEMATEL analysis
from Chinese Construction Materials Enterprises. Engineering, Construction and Architectural
Management. https://doi.org/10.1108/ecam-01-2023-0027

i Vuong, Q. H. (2022). Perception of environment sustainability, lifestyle, green purchasing behavior,
and Eco-innovation. /OP Conference Series: Earth and Environmental Science, 1121(1),
012003. https://doi.org/10.1088/1755-1315/1121/1/012003

Wit Jansson, J., Marell, A., & Nordlund, A. (2010). Green consumer behavior: Determinants of
curtailment and eco-innovation adoption. Journal of Consumer Marketing, 27(4), 358-370.
https://doi.org/10.1108/07363761011052396

Wil Wang, H., Ma, B., & Bai, R. (2019). The spillover effect of greenwashing behaviours: An
experimental approach. Marketing Intelligence &amp,; Planning, 38(3), 283-295.
https://doi.org/10.1108/mip-01-2019-0006

xix Abdo, M. S., Ahmed, S. A., Awad, B. K., & Elsharnouby, M. H. (2022). Fostering Green purchasing
behavior: The moderated mediation role of customer disidentification. Management &amp;
Sustainability: An Arab Review, 2(2), 155—176. https://doi.org/10.1108/msar-10-2022-0046

** Sharma, N., Pago, A., & Kautish, P. (2022). The impact of eco-innovation on green buying
behaviour: The moderating effect of emotional loyalty and generation. Management of
Environmental Quality: An International Journal, 33(4), 1026-1045.
https://doi.org/10.1108/meq-11-2021-0267

i Chanda, R. C., Isa, S. M., & Ahmed, T. (2023a). Factors influencing customers’ green purchasing
intention: Evidence from developing country. Journal of Science and Technology Policy
Management. https://doi.org/10.1108/jstpm-03-2022-0044

2053



Frontiers in Health Informatics www.healthinformaticsjournal.com
ISSN-Online: 2676-7104

xxit Sravani Chari, V. (2019). Sustainable consumption: A study on factors affecting green consumer
behavior. JOURNAL OF MECHANICS OF CONTINUA AND MATHEMATICAL SCIENCES,
14(5). https://doi.org/10.26782/jmems.2019.10.00068

xxiit Chaudhary, R. (2018). Green buying behavior in India: An empirical analysis. Journal of Global
Responsibility, 9(2), 179-192. https://doi.org/10.1108/jgr-12-2017-0058

v Akehurst, G., Afonso, C., & Martins Gongalves, H. (2012). Re-examining green purchase
behaviour and the green consumer profile: New evidences. Management Decision, 50(5), 972—
988. https://doi.org/10.1108/00251741211227726

**V Lamichhane, B. (2022). Customer perception towards green products in Pokhara Valley. Janapriya
Journal of Interdisciplinary Studies, 11(1), 1-15. https://doi.org/10.3126/jjis.v1111.51628

i Chang, S.-H. (2015). The influence of Green Viral Communications on green purchase intentions:
The mediating role of consumers’ susceptibility to interpersonal influences. Sustainability, 7(5),
4829-4849. https://doi.org/10.3390/su7054829

xvii Chanda, R. C., Isa, S. M., & Ahmed, T. (2023). Factors influencing customers’ green purchasing
intention: Evidence from developing country. Journal of Science and Technology Policy
Management. https://doi.org/10.1108/jstpm-03-2022-0044

it Gupta, A., & Singh, U. (2018). Factors affecting environmentally responsive consumption
behavior in India: An empirical study. Jindal Journal of Business Research, 8(1), 16-35.
https://doi.org/10.1177/2278682118810274

xix - Kushwaha, G. S., & Sharma, N. K. (2016). Green initiatives: A step towards

sustainabledevelopment and firm’s performance in the automobile industry. Journal of

CleanerProduction.
x*x Taghikhah, F., Voinov, A., & Shukla, N. (2019). Extending the supply chain to address
sustainability. Journal of Cleaner Production, 229, 652-666.

https://doi.org/10.1016/j.jclepro.2019.05.051
xxi Wy, S.I1., & Chen, J.Y. (2014). A model of green consumption behavior constructed by the theory
of planned behavior. International Journal of Marketing Studies, 6, 119-132.

xxxii Opcit., Akehurst, G., Afonso, C., & Martins Gongalves, H. (2012).

i T ee, K. (2008). Opportunities for green marketing: Young consumers. Marketing Intelligence

&amp, Planning, 26(6), 573-586. https://doi.org/10.1108/02634500810902839

xxiv Sinha, R., & Annamdevula, S. (2023). Is scepticism a barrier to green purchase behaviour? testing
a comprehensive model in the Indian context. Society and Business Review, 18(4), 668—690.
https://doi.org/10.1108/sbr-09-2022-0251

xxv Elkington, J., & Hailes, J. (1988). The green consumer guide: Penguin.

2054



Frontiers in Health Informatics www.healthinformaticsjournal.com
ISSN-Online: 2676-7104

wovi Steo L., & Viek, C. (2009). Encouraging pro-environmental behaviour: An integrative reviewand

research agenda. Journal of environmental psychology, 29(3), 309-317.

xxvii Ramtiyal, B., Garg, P., Johari, S., Rathore, A. P., & Thakrey, A. (2023). Investigating the effects
of corporate social responsibility on Sustainable Consumer Purchase Behavior. Journal of
Global Operations and Strategic Sourcing, 17(1), 1-27. https://doi.org/10.1108/jgoss-03-2023-
0014

xxviil Handayani, W. (2017). Green consumerism : An eco-friendly behaviour form through the green
product consumption and green marketing. Sinergi: Jurnal Illmiah Ilmu Manajemen, 7(2).
https://doi.org/10.25139/sng.v7i2.364

xxix Qpeit., Steg, L., & VIek, C. (2009).

Xl Lopes, J. M. M., Gomes, S., & Trancoso, T. (2024). Navigating the green maze: Insights for
businesses on consumer decision-making and the mediating role of their environmental
concerns. Sustainability Accounting, Management and Policy Journal.
https://doi.org/10.1108/sampj-07-2023-0492

i Summary  for  policyomakers. ~ Global =~ Warming of 1.5 oC. (n.d.).
https://www.ipcc.ch/sr15/chapter/spm/

Al Peiris, T. K. A., Jasingha, D. & Rathnasiri, M.S.H (2024). Examining the effect of consumption

values on green FMCG purchase behaviour: a focus on the theory of consumption values, Management

& Sustainability: An Arab Review, 2752-9819.

Miii Bsakki, T. (2017). Green Marketing and Environmental Responsibility in modern corporations.
IGI Global, Business Science Reference.

xliv SuboohYusuf, & Zeenat Fatima. (2015). Consumer attitude and perception towards green products.
International Journal of Indian Psychology, 2(3). https://doi.org/10.25215/0203.035

v Akehurst, G., Afonso, C., & Gongalves, H. M. (2012).Re-

examining  green purchase behaviour and the  green consumer profile:

New evidences. Management Decision, 50, 972-988.

Vi Chan, Ricky & Lau, Lorett. (2008). Explaining Green Purchasing Behavior. Journal of International

Consumer Marketing. 14. 9-40. 10.1300/J046v14n02_02.

Vi Ahmad, A., & Thyagaraj, K. S. (2015). Consumer’s intention to purchase Green Brands: The roles
of environmental concern, environmental knowledge and self expressive benefits. Current
World Environment, 10(3), 879-889. https://doi.org/10.12944/cwe.10.3.18

il Ahmed, A., Vij, S., Qureshi, S., Eddineboukhedimi, C., & Nargis, S. (2023). Awareness of eco-
friendly products and their effect on the environment: A survey based analysis. Journal of
Mountain Research, 18(2). https://doi.org/10.51220/jmr.v18i2.30

xlix Khan, N. A., Hassan, S., Pravdina, N., & Akhtar, M. (2023). Drivers of Sustainability:
Technological and relational factors influencing young consumers’ green buying intentions and

2055



Frontiers in Health Informatics www.healthinformaticsjournal.com
ISSN-Online: 2676-7104

green actual  consumption  behavior.  Young  Consumers,  24(6), 686-703.
https://doi.org/10.1108/yc-09-2022-1610

'Chan, E. S. W. (2013a). Gap analysis of green hotel marketing. International Journal ofContemporary

Hospitality Management.

' Tan, C. N., Ojo, A. O., & Thurasamy, R. (2019). Determinants of green product buying decision
among young consumers in Malaysia. Young Consumers, 20(2). https://doi.org/10.1108/yc-12-
2018-0898

li papadopoulos, 1., Karagouni, G., Trigkas, M. and Platogianni, E. (2010), “Green marketing: the case

of Greece in certified and sustainably managed timber products”, Euro Med Journal of Business, Vol.

5 No. 2, pp. 166-90.

lit Cornwell, T.B. and Schwepker, C.H.J. (1995), “Ecologically concerned consumers and their product

purchases”, In M.J. Polonsky and A.T. Mintu-Wimsat (Eds.), Environmental marketing: Strategies,

Practice, Theory, and Research, New York: The Haworth Press, Inc.

v Juwaheer, T. D. (2005). An emerging environmental market in mauritius: Myth or reality? World
Review of Entrepreneurship, Management and Sustainable Development, (1), 57.
https://doi.org/10.1504/wremsd.2005.007753

V' Machova, R., Ambrus, R., Zsigmond, T., & Bakd, F. (2022). The impact of green marketing on
consumer behavior in the market of Palm Oil Products. Sustainability, 14(3), 1364.
https://doi.org/10.3390/su14031364

Vi Jouzdani, M., & Nasr Esfahani, A. (2020). The investigation of factors affecting the purchasing
decisions of consumers of green products. Brazilian Journal of Operations &amp, Production
Management, 17(2), 1-13. https://doi.org/10.14488/bjopm.2020.015

Vil Wong Fui Yeng, & Rashad Yazdanifard. (2015). Green marketing: A Study of Consumers Buying

Behavior in Relation to Green Products. Global Journal of Management and Business

Research, 15(ES), 17-23. Retrieved from

https://journalofbusiness.org/index.php/GIMBR/article/view/1702

il Qpcit., Lee, K. (2008).

lix Wang, D., Walker, T., & Barabanov, S. (2020). A psychological approach to regaining consumer
trust after greenwashing: The case of chinese green consumers. Journal of Consumer Marketing,
37(6), 593—603. https://doi.org/10.1108/jcm-06-2019-3257

X Ali, M. (2021). A social practice theory perspective on green marketing initiatives and Green
Purchase Behavior. Cross Cultural &amp; Strategic Management, 28(4), 815-838.
https://doi.org/10.1108/ccsm-12-2020-0241

i Jay Polonsky, M., & Ottman, J. (1998). Stakeholders’ contribution to the Green New Product
Development  Process. Journal of Marketing Management, 14(6), 533-557.
https://doi.org/10.1362/026725798784867707

2056



Frontiers in Health Informatics www.healthinformaticsjournal.com
ISSN-Online: 2676-7104

i Singh, N., Gupta, K., & Kapur, B. (2022). Greenwashed word of mouth (GWWOM): A vibrant
influence on customer green behaviour. Journal of Global Responsibility, 13(4), 472—487.
https://doi.org/10.1108/jgr-11-2021-0094

i Devi Juwaheer, T., Pudaruth, S., & Monique Emmanuelle Noyaux, M. (2012). Analysing the
impact of Green Marketing Strategies on consumer purchasing patterns in Mauritius. World
Journal of Entrepreneurship, Management and Sustainable Development, 8(1), 36-59.
https://doi.org/10.1108/20425961211221615

Xiv Qlson, E. L. (2013). It’s not easy being green: The effects of attribute tradeoffs on green

productpreference and choice. Journal of the Academy of Marketing Science.

xv Rosenbaum, M. S., & Wong, 1. A. (2015). Green marketing programs as strategic initiatives

inhospitality. Journal of Services Marketing.

xvi Lu, L., Bock, D., & Joseph, M. (2013). Green marketing: What the millennials buy. Journal of
Business Strategy, 34(6), 3—10. https://doi.org/10.1108/jbs-05-2013-0036

il Amoako, G. K., Dzogbenuku, R. K., & Abubakari, A. (2020). Do green knowledge and attitude

influence the youth’s green purchasing? theory of planned behavior. International Journal of

Productivity and Performance Management, 69(8), 1609-1626. https://doi.org/10.1108/ijppm-12-

2019-0595

xviil. Amoako, G. K., Dzogbenuku, R. K., & Abubakari, A. (2020). Do green knowledge and attitude
influence the youth’s green purchasing? theory of planned behavior. International Journal of
Productivity and Performance Management, 69(8), 1609—1626. https://doi.org/10.1108/ijppm-
12-2019-0595

Xix Trivedi, P., & Shrama, M. (2018). An empirical study on the perception of consumers about green
products in Delhi. International Journal of Engineering &amp; Technology, 7(2.11), 41.
https://doi.org/10.14419/ijet.v7i2.11.11005

X< Solvalier, 1., 2010, “Green Marketing Strategies -Case Study about ICA GroupAB,” Karlstad

University, Sweden

xxi Gheorghiu, Anda & Vidrascu, P.A. & Niculescu, M.D.. (2013). The development of the Eco-
marketing, green performance and corporate responsibility in a competitive economy. 14. 373-377.
Ixxit Sharma et al. (2013). Consumer Purchase Behaviour for Green Products. International Journal of
Economics and Business Administration, Volume I, Issue 4, 50-65. DOI: 10.35808/ijeba/25
Ixxiil Rahbar, E., & Abdul Wahid, N. (2011). Investigation of Green Marketing Tools’ effect on
consumers’  purchase  behavior.  Business  Strategy  Series,  12(2),  73-83.
https://doi.org/10.1108/17515631111114877
xxiv Jaiswal, D., Singh, B., Kant, R., & Biswas, A. (2021). Towards green product consumption: Effect
of green marketing stimuli and perceived environmental knowledge in Indian consumer market.
Society and Business Review, 17(1), 45—65. https://doi.org/10.1108/sbr-05-2021-0081
2057



Frontiers in Health Informatics www.healthinformaticsjournal.com
ISSN-Online: 2676-7104

v Qun, Y., Li, T., & Wang, S. (2021). “I buy green products for my benefits or yours”: Understanding
consumers’ intention to purchase Green Products. Asia Pacific Journal of Marketing and
Logistics, 34(8), 1721-1739. https://doi.org/10.1108/apjml-04-2021-0244

xxvi Sony, A., & Ferguson, D. (2017). Unlocking consumers’ environmental value orientations and
green lifestyle behaviors. Asia-Pacific Journal of Business Administration, 9(1), 37-53.
https://doi.org/10.1108/apjba-03-2016-0030

xxvii De Jesus, F. S., Ramos, J. B., & Cunanan, M. T. (2021). Green Marketing: A descriptive analysis
of'its influence on consumer buying behavior. /RA-International Journal of Management &amp;
Social Sciences (ISSN 2455-2267), 17(2), 56. https://doi.org/10.21013/jmss.v17.n2.p5

xviii T ee, K. (2009). Gender differences in hong kong adolescent consumers’ green purchasing
behavior. Journal of Consumer Marketing, 26(2), 87-96.
https://doi.org/10.1108/07363760910940456

xxaix Duong, C. D. (2021). Big five personality traits and green consumption: Bridging the attitude-
intention-behavior gap. Asia Pacific Journal of Marketing and Logistics, 34(6), 1123—1144.
https://doi.org/10.1108/apjml-04-2021-0276

xxx Joshi, Y., & Srivastava, A. P. (2019). Examining the effects of CE and be on consumers’ purchase
intention  toward  Green  Apparels. Young  Consumers,  21(2),  255-272.
https://doi.org/10.1108/yc-01-2019-0947

xxxi Chen, F., Li, S., Jiang, R., & Jiang, A. (2015). What factors are influencing tea consumption among
chinese urban residents? an empirical study. International Journal of Consumer Studies, 40(2),
249-254. https://doi.org/10.1111/ijcs.12249

Ixxxii Phan, V.-D.-V., Huang, Y .-F., & Do, M.-H. (2023). Exploring the effect of cognitive factors and
e-social interactions on the green purchase intention: Evidence from a transitional economy.
Young Consumers, 24(6), 767—785. https://doi.org/10.1108/yc-11-2022-1629

Ixxxiii R aukoff, & Wu, J. (2013). Influence Mechanism of Green Consumption Behavior Based on Ajzen

Planned Behavior Theory. Journal of Finance and Economics, No. 2, 91-100.

xxiv K otler, P., and Armstrong, G., 2004. Marketing. Praha: Grada Publishing.

kxv Kotler, P., and Keller, K. L., 2012. Marketing management. New Jersey: Prentice Hall,
PearsonEducation, Inc.

axvit Goyat, Sulekha. (2011). The basis of market segmentation: A critical review of literature.

European Journal of Business and Management. 3.

vt Straughan, R. D., & Roberts, J. A. (1999). Environmental segmentation alternatives: A look at
Green Consumer Behavior in the New Millennium. Journal of Consumer Marketing, 16(6), 558—
575. https://doi.org/10.1108/07363769910297506

2058



Frontiers in Health Informatics www.healthinformaticsjournal.com
ISSN-Online: 2676-7104

ooxvili Grunert, K. G., Brunse, K., Bredahl, L., & Bech, A. C. (2001). Food-related lifestyle: A
segmentation approach to European food consumers. Food, People and Society, 211-230.
https://doi.org/10.1007/978-3-662-04601-2 14

xxix Bai, G. L., & Wan, C. Y. (2012). Investigation on Green Consumption Status and Influencing

Factors of Urban Residents. Consumer Economy, No. 2, 92-94+57.

*¢ Ch, T. R., Awan, T. M., Malik, H. A., & Fatima, T. (2021). Unboxing the green box: An empirical
assessment of buying behavior of Green Products. World Journal of Entrepreneurship,
Management and Sustainable Development, ahead-of-print(ahead-of-print).
https://doi.org/10.1108/wjemsd-12-2020-0169

xi Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., Jain, V.,
Karjaluoto, H., Kefi, H., Krishen, A. S., Kumar, V., Rahman, M. M., Raman, R., Rauschnabel,
P. A., Rowley, J., Salo, J., Tran, G. A., & Wang, Y. (2021). Setting the future of digital and
social media marketing research: Perspectives and Research Propositions. International Journal
of Information Management, 59, 102168. https://doi.org/10.1016/].ijinfomgt.2020.102168

xeli Kong, H. M., Witmaier, A., & Ko, E. (2021). Sustainability and social media communication: How
consumers respond to marketing efforts of luxury and non-luxury fashion brands. Journal of
Business Research, 131, 640—651. https://doi.org/10.1016/j.jbusres.2020.08.021

xelii Nawi, N. F., & Faizol, N. A. (2018). Arising legal concern in endorsement practices by Social
Media Influencers in Malaysia: A comparative perspective. Proceedings of the International
Law Conference. https://doi.org/10.5220/0010051903720378

xiv QURESHI, M. M., & MALIK, H. M. (2017). The impact of celebrity endorsement on consumer
buying behavior.  Advances in  Social  Sciences  Research  Journal,  4(3).
https://doi.org/10.14738/assrj.43.2605

*V Lim, X. J., Mohd Radzol, A. R., Cheah, J.-H. (Jacky), & Wong, M. W. (2017). The impact of social
media influencers on purchase intention and the mediation effect of customer attitude. Asian
Journal of Business Research, 7(2). https://doi.org/10.14707/ajbr.170035

xvi Misra, S.K., Mehra, P. and Kaur, B. (2019). Factor influencing consumer choice of celebrity

endorsement and their consequent effect on purchase decision, International Journal of Emerging

Technologies, 10 (2), 392— 397.

xeviit Wagas, M., Qalati, S.A. Hafeez, S. Rana, L.T. and Farha, S.M. (2020). Effects of Celebrity

Endorsement, Promotional activities, Packaging of products, and Brand image, on Green Consumer

buying behavior. Paradigms, 14 (1), 66-72.

xeviii. Aw, E. C.-X., & Labrecque, L. 1. (2020). Celebrity endorsement in social media contexts:
Understanding the role of parasocial interactions and the need to belong. Journal of Consumer
Marketing, 37(7), 895-908. https://doi.org/10.1108/jcm-10-2019-3474

xeix Montague, J. & Mukherjee, Avinandan. (2010). Marketing Green Products: What Really Matters?.

2059



Frontiers in Health Informatics www.healthinformaticsjournal.com
ISSN-Online: 2676-7104

¢ Ali, M. (2021a). A social practice theory perspective on green marketing initiatives and Green
Purchase Behavior. Cross Cultural &amp,; Strategic Management, 28(4), 815-838.
https://doi.org/10.1108/ccsm-12-2020-0241

¢ Papadas, K. K., Avlonitis, G. J., Carrigan, M., & Piha, L. (2019). The interplay of strategic

andinternal green marketing orientation on competitive advantage. Journal of BusinessResearch.

¢ii Hasan, Z., & Ali, N. A. (2015). The impact of green marketing strategy on the firm’s performance

in Malaysia. Procedia - Social and Behavioral Sciences, 172, 463-470.
https://doi.org/10.1016/j.sbspro.2015.01.382
ciii Thid.

¢V Rashid, I., & Lone, A. H. (2023). Organic food purchases: Does Green Trust play a part? Asia-
Pacific Journal of Business Administration. https://doi.org/10.1108/apjba-11-2022-0506

¢ Akturan, U. (2018). How does greenwashing affect green branding equity and purchase intention?
an empirical research. Marketing Intelligence &amp; Planning, 36(7), 809-824.
https://doi.org/10.1108/mip-12-2017-0339

i i, M. (2020). Review of Consumers’ Green Consumption Behavior. American Journal of
Industrial and Business Management, 10(03), 585-599.
https://doi.org/10.4236/ajibm.2020.103039

ovii Kazdin, A. E. (2009). Psychological science’s contributions to a sustainable environment:
Extending our reach to a grand challenge of society. American Psychologist, 64(5), 339-356.
https://doi.org/10.1037/a0015685

eviii Qpeit., Li, M. (2020).

¢ix Barbarossa, C., & De Pelsmacker, P. (2014). Positive and negative antecedents of purchasing eco-
friendly products: A comparison between green and non-green consumers. Journal of Business
Ethics, 134(2), 229-247. https://doi.org/10.1007/s10551-014-2425-z

¢ s green consumerism really an environmentally conscious behavior? (2017a). Geopolitics, History,
and International Relations, 9(2), 167. https://doi.org/10.22381/ghir9220178

exi Chang, C. (2011). Feeling ambivalent about going green. Journal of Advertising, 40(4), 19-32.
https://doi.org/10.2753/j0a0091-3367400402

xii do Pago, A. M., & Reis, R. (2012). Factors affecting skepticism toward green advertising. Journal
of Advertising, 41(4), 147—-155. https://doi.org/10.1080/00913367.2012.10672463

exiit Shrum, L. J., McCarty, J. A., & Lowrey, T. M. (1995). Buyer characteristics of the green consumer
and their implications for advertising strategy. Journal of Advertising, 24(2), 71-82.
https://doi.org/10.1080/00913367.1995.10673477

exiv Todd, A. M. (2004). The aesthetic turn in Green Marketing: Environmental Consumer Ethics of
Natural Personal Care Products. Ethics &amp;,Amp; the Environment, 9(2), 86-102.
https://doi.org/10.1353/een.2005.0009

2060



Frontiers in Health Informatics www.healthinformaticsjournal.com
ISSN-Online: 2676-7104

v Haws, K. L., Winterich, K. P., & Naylor, R. W. (2013). Seeing the world through green-tinted
glasses: Green consumption values and responses to environmentally friendly products. Journal
of Consumer Psychology, 24(3), 336-354. https://doi.org/10.1016/j.jcps.2013.11.002

Vi Grunert (1993) estimated that 30 to 40 percent of environmental degradation was due to the

consumption activities of private households. As the environment continues to deteriorate, it has

become a major public concern

evit T opes, J. M. M., Gomes, S., & Trancoso, T. (2024). Navigating the green maze: Insights for
businesses on consumer decision-making and the mediating role of their environmental
concerns. Sustainability Accounting, Management and Policy Journal.
https://doi.org/10.1108/sampj-07-2023-0492

exviii Pan, J. G. (2003a). On Green Consumption and Sustainable Development. Journal of Anhui
Electric Power Workers University, No. 4, 113-116.

xix Griskevicius, V., Tybur, J. M., & van den Bergh, B. (2010). Going Green to Be Seen: Status,
Reputation, and Conspicuous Conservation. Journal of Personality and Social Psychology, 98, 392-
404.

x Myrseth, K. O. R., & Fishbach, A. (2009). Self-Control: A Function of Knowing When and How
to Exercise Restraint. Current Directions in Psychological Science, 18, 247-252.

exxi Martinsson, P., Myrseth, K. O. R., & Wollbrant, C. (2012). Reconciling Pro-Social vs. Selfish
Behavior: On the Role of Self-Control. Judgment and Decision Making, 7, 304-315.

exxit Wang, M. F. (2006). Philosophical Thinking on Green Consumption. Fuzhou: Fujian Normal

University.

exxiii Donthu, N., Kumar, S., Mukherjee, D., Pandey, N., & Lim, W. M. (2021). How to conduct a
bibliometric analysis: An overview and guidelines. Journal of Business Research, 133,285-296.
https://doi.org/10.1016/j.jbusres.2021.04.070

exiv Moustakas, L. (2022). A bibliometric analysis of research on social cohesion from 1994-2020.
Publications, 10(1), 5. https://doi.org/10.3390/publications10010005

exxv Zeynalova, Z., & Namazova, N. (2022). Revealing consumer behavior toward Green
Consumption. Sustainability, 14(10), 5806. https://doi.org/10.3390/su14105806

oxvi Garcfa-Salirrosas, E. E., & Rondon-Eusebio, R. F. (2022). Green marketing practices related to
key wvariables of consumer purchasing behavior. Sustainability, 14(14), 8499.
https://doi.org/10.3390/su14148499

oxxvii 2015 disasters in numbers. (n.d.).
https://www.unisdr.org/files/47804 2015disastertrendsinfographic.pdf

2061



Frontiers in Health Informatics www.healthinformaticsjournal.com
ISSN-Online: 2676-7104

exxviii United Nations. (n.d.). Sustainable development. United Nations.
https://www.un.org/en/development/desa/publications/global-sustainable-development-report-
2015-edition.html

CXXiX Ibld

CXXX

Natural disaster challenges in China: Key trends and insights. GFDRR. (n.d.).
https://www.gfdrr.org/en/feature-story/natural-disaster-challenges-china-key-trends-and-

insights#:~:text=In%20the%20last%20few%20decades,grassland%20fires%2C%20and%20red
%?20tides.

oxxi Jansson, J., A. Marell, and A. Nordlund. 2010a. Green Consumer Behavior: Determinants of

Curtailment and Eco-innovation Adoption. Journal of Consumer Marketing 27, no. 4 (June 29):
358-370.

2062



