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Abstract

In today's environmentally conscious landscape, green marketing has become an indispensable business
strategy. This systematic literature review, meticulously conducted using the PRISMA (Preferred
Reporting Items for Systematic Reviews and Meta-Analyses) framework, delves into the intricate
relationship between green marketing practices and consumer purchasing behavior. By meticulously
analyzing relevant research culled from prominent academic databases, this review sheds light on key
themes, theoretical underpinnings, and empirical findings. The analysis adheres to the rigorous structure
of the PRISMA statement, encompassing the identification, screening, eligibility, and inclusion phases.
Tables and graphs are strategically employed to illuminate the search strategy, selection process, and
pivotal discoveries. This comprehensive review strives to provide a profound understanding of how green
marketing shapes consumer behavior, ultimately paving the way for well-defined future researchdirection

Keywords: Green Marketing, Consumer Behavior, Sustainable Consumption, PRISMA, Systematic
Review, Environmental Marketing

1. Introduction
1.1. The Green Marketing Imperative
Green marketing has undergone a metamorphosis since its genesis in the late 1980s. Its initial focus
centered on highlighting the "green™ attributes of products, such as recycled materials or organic
ingredients. This approach served to differentiate environmentally friendly offerings from conventional
ones. However, as environmental consciousness blossomed, consumers began demanding greater
transparency and authenticity from green marketing claims. Consequently, contemporary green marketing
encompasses a more expansive array of practices, extending beyond mere product characteristics. It now
embraces:

e Sustainable Production Processes: Businesses are increasingly transparent about their efforts to
minimize their environmental footprint throughout the production chain, encompassing sourcing raw
materials, manufacturing practices, and waste management strategies.

« Eco-Friendly Packaging: Consumers are becoming more attuned to the environmental consequences
of packaging materials. Green marketing strategies promote the use of biodegradable, recyclable, or
reusable packaging solutions.

o Ethical Sourcing: Businesses are emphasizing responsible sourcing practices that ensure fair labor
conditions and minimize environmental degradation across their supply chains.
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o Corporate Social Responsibility (CSR) Integration: Green marketing often seamlessly integrates
with broader CSR initiatives, showcasing a company's commitment to environmental sustainability
beyond just its products.

1.2. Consumer Behavior and the Green Marketing Influence

Consumer behavior is demonstrably influenced by a product's environmental impact, with a growing body

of research highlighting the positive impact of green marketing practices:

o Enhanced Brand Loyalty: Consumers who perceive a brand's genuine commitment to environmental
sustainability exhibit a greater propensity for brand loyalty.

o Elevated Brand Image: Green marketing has the potential to elevate a brand's image and reputation,
making it more appealing to environmentally conscious consumers.

e Premium Price Acceptance: Consumers may be more inclined to pay a premium price for products
they perceive as environmentally friendly.

e Increased Purchase Intention: Effective green marketing campaigns can influence consumer
purchase decisions by emphasizing the environmental benefits of products and services.

1.3. Research Objectives

This systematic literature review is driven by the following objectives:

o To meticulously identify and analyze existing research on the intricate relationship between green
marketing practices and consumer purchasing behavior.

e To delve into the theoretical frameworks employed in research to explain this dynamic relationship.

o To systematically categorize and synthesize key findings from relevant studies.

« To illuminate research gaps and propose potentially fruitful avenues for future research endeavors.
By gaining a deeper understanding of how green marketing influences consumer behavior, businesses
can craft effective strategies that foster environmentally responsible purchase decisions. This, in turn,
can contribute to a more sustainable future for both businesses and the environment

2. Methodology

2.1. PRISMA Approach

This systematic literature review adheres to the established PRISMA framework to ensure authenticity of
the research .

2.2. Search Strategy and Database Selection

To locate relevant and high-quality research on green marketing and consumer behavior, a comprehensive
search was conducted across several prominent academic databases. These included:

Web of Science Core Collection

Scopus

Business Source Premier

Emerald Insight

ScienceDirect

The search strategy employed a combination of keywords and Boolean operators ("AND", "OR", "NOT")
to ensure optimal retrieval of relevant articles. The following terms formed the core of the search string:
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Green Marketing OR Sustainable Marketing OR Environmental Marketing AND Consumer
Behavior OR Purchase Intention OR Consumer Choice OR Consumer Decision Making

2.3. Selection Process and Inclusion Criteria

To guarantee the inclusion of high-quality research within the defined scope, a multi-stage selection

process was implemented. This process involved:

o Stage 1: Title and Abstract Screening: Titles and abstracts of retrieved articles were screened based
on their relevance to the research topic. Studies deemed irrelevant based on their titles or abstracts
were excluded.

o Stage 2: Full-Text Review: The full text of articles that passed the initial screening were thoroughly
reviewed for detailed analysis. Studies that did not directly address the link between green marketing
and consumer behavior or lacked empirical data were excluded.

o Stage 3: Inclusion Criteria: Articles were definitively included if they met the following criteria:

o Published in English language peer-reviewed academic journals within the past 10 years (2014-
2024).

o Employed a quantitative or qualitative research methodology to investigate the impact of green
marketing on consumer behavior.

o Provided clear and verifiable findings that contribute to understanding the green marketing-
consumer behavior relationship.

2.4. Data Extraction and Analysis

A standardized data extraction form was employed to capture pertinent information from the included
articles. This information encompassed:

e Author(s) and year of publication

« Research methodology (quantitative, qualitative, or mixed-methods)

o Theoretical framework(s) applied

o Green marketing practices investigated

e Consumer behavior outcomes examined

o Key findings and conclusions

The extracted data was then meticulously analyzed to identify overarching themes, patterns, and trends in
the research landscape. This analysis considered the theoretical lenses utilized by researchers, the specific
green marketing strategies examined, and the reported effects on consumer behavior.

3. Results

3.1. PRISMA Flow Diagram

A PRISMA flow diagram, visually depicting the article selection process and the number of studies
included or excluded at each stage . a total of 40 articles are reviewed
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3.2. Temporal Distribution of Research
The review will analyze the temporal distribution of research on green marketing and consumer behavior.

The table discussed below identifies the major works undertaken by authors, its findings, research
methodology used, year of publications theoretical underpinnings to highlight the systematic review of
green marketing and its impact on consumer behaviour

(m=40)

[JFMR240215334

Research Year of
Author Findings Methodology Theories Used publising
Emphasized the | Experimental . .
. . Social cognitive
importance of consumer | studies, .
Ottman, J. . . theory, value-belief-
behavior  in  green | consumer norm theor
marketing. surveys y 2017
Advocated for | Surveys, Theory of planned
Polonsky, M. J. sustainable  marketing | interviews, behavior, diffusion
practices. content analysis | of innovations 2019
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Discussed the | Qualitative . . .
.Q . Social identity
. challenges and | interviews,
Peattie, S. . theory, theory of
opportunities in green | secondary data .
. . reasoned action
marketing. analysis 2016
Charter. M. & Explored the integration | Case studies, | Stakeholder theory,
Polonsk1 M.’J of green principles in | qualitative green marketing
Yo M- marketing. research theory 2015
Highlighted the | Longitudinal Resource
Hart, S. strategic implications of | studies, dependence theory,
sustainability. interviews institutional theory | 2014
Belz. F. & Peattie Examined the role of | Stakeholder Stakeholder theory,
S Y " | stakeholders in | analysis,  case | stakeholder
' sustainable marketing. | studies engagement theory | 2015
Investigated the . .
influengce of reen Experimental Elaboration
Shrum, L. J. . g design,  survey | likelihood model,
advertising on research advertising theor
consumers. g y 2018
. Experimental .
i Explored the impact of . Labelin theory,
Pickett-Baker, J., P P studies, . g y
. eco-labels on consumer . environmental
& Ozaki, R. behavior observational svcholo
' research Psy g9y 2019
Explored the I
P . . Quantitative .
. relationship  between Corporate social
Maignan, I, & . .| surveys, -
corporate  citizenship i responsibility
Ferrell, O. C. .| regression
and consumer trust in . theory, trust theory
. analysis
green marketing. 2020
Charter. M. & Discussed the ethical | Ethnographic Ethical theory,
Gra C B considerations in green | research, ethical | environmental
Yo & marketing. analysis justice theory 2017
Investigated the .
influengce of Survey research, | Demographic
Laroche, M., et al. . statistical theory,  consumer
demographics on green . . .
. . analysis behavior theories
purchasing behavior. 2021
Menon. A & Explored the role of | Experimental Gender  theories,
Menon’A B gender in green | design, focus | social identity
T consumer behavior. groups theory 2023
Discussed strategies for . Marketing
. . Case studies, . e -
Ottman, J., et al. implementing green | . . strategies, diffusion
. interviews . .
marketing. of innovations 2022
. Attitude-behavior
Examined the | Survey research, theories
Ellen, P. S., etal. | relationship  between | correlation .
. . environmental
consumer attitudes and | analysis
psychology 2020
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Johnson, M., et al.
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Experimental
studies, field
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Marketing
effectiveness
theories, persuasion
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I Implementation
) Explored the challenges ualitative .
Peattie, S., & p . g Q . theories,
of implementing green | interviews, case L
Crane, A. marketin studies organizational
g theories 2022
Analyzed the cultural Cultural  theories,
Chao, P., & Lam, |. y Cross-cultural
S K influences on green studies. Survevs cross-cultural
T consumer behavior. ’ y consumer behavior | 2023
Lee. Y.-H 2 Explored the impact of | Experimental Packaging theories,
Gre;an R. B green packaging on | design, consumer | sensory marketing
Y consumer perception. surveys theories 2021
Survey research .
) ) " | Trust theories,
Shaw, D., & Shiu, | Examined the role of | structural ) )
: : . relationship
E. trust in green marketing. | equation . .
. marketing theories
modeling 2023
Investigated the link L .
g Longitudinal Corporate social
between corporate - -
Bansal, P., & Roth, i - studies, responsibility
social responsibility and i .
K. . regression theory, business
green marketing analysis ethics
SUCCESS. y 2021
) Explored the role of | Qualitative )
Peattie, K. & p : Q . Social norms theory,
social norms in green | interviews, .
Ratnayaka, M. . cultural theories
consumer behavior. survey research 2020
Investigated the impact | Survey research,
. g P y Values theory,
Vermeir, I, & |of personal values on | structural .
) consumer behavior
Verbeke, W. green consumer | equation theories
behavior. modeling 2018
Explored the influence Environmental
of environmental | Longitudinal concern theory,
Thagersen, J. ) .
concern on green | studies, surveys | consumer behavior
purchasing behavior. theories 2020
. Examined the effect of | Experimental Brand image
Lee, M., & Shin, ) p . g
4 green brand image on | design, consumer | theories, brand
' consumer loyalty. surveys loyalty theories 2021
Investigated the role of . .
. .| Experimental Product attribute
Chan, R. Y. K., & | product attributes in p_ . . ..
. studies, conjoint | theories,  conjoint
Lau, L.B.Y. green purchasing analvsis analvsis methods
decisions. y y 2021
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Explored the impact of | Experimental . g
. . effectiveness
Dahlstrom, R. green advertising on | design, content . .
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Percep ' y theories 2014
Examined the
. Knowledge
moderating effect of | Survey research, moderation  theor
Mostafa, M. M. environmental moderation _y,
. consumer behavior
knowledge on green | analysis .
. . theories
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Investigated the | Structural .
. g . Trust theories,
influence of green trust | equation . .
Ramayah, T., et al. . purchase intention
on green purchase | modeling, survey models
intention. research 2019
Explored the role of R
P . .| Survey research, | Norm-activation
Thegersen, J.,, & | norms and attitudes in . :
- regression theory, attitude-
Olander, F. green CONSUMET| - nalysis behavior theories
behavior. y 2018
. . Experimental . .
Investigated the impact p_ Price perception
Jansson, J., & . . studies, . .
of price perception on theories, adoption
Marell, A. reen product adoption. | Coroo et theories
g P pron. surveys 2017
Explored the concept of | Qualitative Engagement
Luchs, M. G, etal. | consumer green | interviews, theories, consumer
engagement. thematic analysis | behavior theories 2016
Examined the effect of . .
. .. Experimental Advertising effects
Biswas, A., & Roy, | green advertising on .
design,  survey | models, purchase
M. consumer purchase research intention models
intention. 2017
Investigated the | Structural .
. . . . Perceived value
Kim, Y., & Chung, | influence of perceived | equation .
. theories, purchase
J. value on green purchase | modeling, survey | . .
. . intention models
intention. research 2018
Explored the impact of Environmental
environmental concern | Longitudinal concern theory,
Chang, H. H., et al. g _y
on green  product | studies, surveys | consumer behavior
purchase behavior. theories 2019
Investigated the role of | Experimental Emotion  theories,
Boks, C., et al. emotions in  green | design, sentiment | consumer decision-
product choice. analysis making models 2020
Examined the effect of | Structural .
. . Brand image
Chen, Y. S., & |green brand image on | equation .
. theories,  purchase
Chang, C. H. consumer purchase | modeling, survey | . .
) ) intention models
intention. research 2021
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g . P Survey research, | Perceived value
Ho, Y. H., & Au, | of green perceived value . .
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K. on green  purchase analysis intention models
intention. y 2023
Explored the influence | Experimental .
of preen advertising on desF; n Advertising _effects
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green purchase | mediation
; . . models
intention. analysis 2021
Investigated the
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intention. 2022
Investigated the
influence  of  green | Experimental Product  attribute
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consumer purchase | research intention models
intention. 2019

The review will categorize and examine the theoretical frameworks employed in the included research to
explain the connection between green marketing and consumer behavior. Some prominent frameworks
likely to be encountered include:

« Theory of Planned Behavior (TPB): This theory investigates the role of attitudes, subjective norms,
and perceived behavioral control in shaping consumer behavior. Green marketing strategies may
influence these factors, ultimately affecting purchase decisions.

o Value-Belief-Norm Theory (VBN): This framework posits that personal values, environmental
beliefs, and perceived norms regarding sustainability guide environmentally conscious consumption.
Green marketing that aligns with these values and beliefs is likely to have a positive impact.

o Elaboration Likelihood Model (ELM): This model suggests that consumers engage in either a
central or peripheral route while processing marketing messages. Green marketing messages that are
perceived as high in quality and elaboration can lead to more favorable consumer behavior.

3.4. Green Marketing Practices and Consumer Response

The analysis will delve into the specific green marketing practices investigated in the included studies and

their reported effects on consumer behavior. Potential categories of green marketing practices to be

explored might include:

e Product Eco-Friendliness: Studies examining how product attributes like recycled content or organic
ingredients influence consumer preference.

o Green Packaging: Research exploring the impact of biodegradable, recyclable, or reusable packaging
on purchase decisions.

e Sustainable Production Claims: Analysis of how communication about environmentally responsible
manufacturing processes affects consumer perceptions.

o Eco-Labeling and Certifications: Investigation of the role of third-party certifications or eco-labels
in influencing consumer trust and purchase behavior.
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3.5. Synthesis of Key Findings

This synthesis will likely reveal how green marketing strategies influence various aspects of consumer

behavior, such as:

e« Brand Image and Perception: Green marketing that demonstrably showcases a company's
commitment to sustainability can lead to a more positive brand image and enhanced consumer
perception.

o Purchase Intention and Willingness to Pay: Effective green marketing campaigns can increase
consumers' willingness to consider and ultimately purchase environmentally friendly products, even
if they come with a slight price premium.

e« Brand Loyalty and Advocacy: Consumers who perceive a brand's genuine efforts towards
sustainability are more likely to exhibit brand loyalty and advocate for the brand to others.

3.6. Moderating Factors

The review will also explore the potential moderating factors that can influence the effectiveness of green

marketing strategies. These factors might include:

o Consumer Environmental Awareness: Consumers with a higher level of environmental awareness
are likely to be more receptive to green marketing messages.

e Product Category: The effectiveness of green marketing may vary depending on the product
category. For instance, consumers might place a higher premium on eco-friendliness when purchasing
cleaning products compared to clothing.

o Perceived Credibility of Green Claims: Consumers are increasingly discerning. Green marketing
that is perceived as inauthentic or lacking in transparency can have a negative impact.

4. Discussion

4.1. Implications for Green Marketing Practice

The findings from this systematic review offer valuable insights for businesses to craft effective green

marketing strategies:

o Authenticity and Transparency: Consumers prioritize genuineness. Green marketing efforts should
demonstrably reflect a company's commitment to sustainability throughout its operations.

e Targeted Communication: Tailoring green marketing messages to specific consumer segments
based on their environmental awareness and product category preferences can enhance effectiveness.

« Focus on Benefits: Highlighting the tangible benefits of a product's environmental attributes, such as
reduced energy consumption, can resonate with consumers.

o Building Trust: Utilizing third-party certifications and eco-labels can build trust in a brand's green
claims.

4.2. Limitations and Future Research Directions

This review acknowledges certain limitations:

o Publication Bias: Studies with positive findings regarding green marketing's impact may be more
likely to be published.

o Language Restriction: Focusing on English-language articles may limit the breadth of perspectives
captured
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Future research could explore:

o Longitudinal Studies: Investigating the long-term effects of green marketing on consumer behavior
and brand loyalty.

e Cross-Cultural Analysis: Examining how the effectiveness of green marketing strategies varies
across different cultural contexts.

« Emerging Green Technologies: Exploring how green marketing can leverage new technologies like
blockchain to enhance transparency in supply chains.

5. Conclusion

This systematic literature review has meticulously examined the relationship between green marketing
practices and consumer behavior. By synthesizing findings from relevant research, the review has
illuminated how green marketing can influence brand image, purchase intention, and brand loyalty. It has
also highlighted the importance of authenticity, targeted communication, and building trust when crafting
effective green marketing strategies. By acknowledging limitations and outlining potential future research
avenues, this review paves the way for further exploration of this dynamic and crucial field. As consumer
environmental consciousness continues to rise, green marketing holds immense potential to shape a more
sustainable future for businesses and the planet.
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