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Abstract
Environmental degradation is increasingly attracting the attention of public opinion; how-
ever, the rise in environmental concern is not accompanied by a parallel growth of green 
product consumption. This paper aims to detect and classify all the main drivers to green 
consumption in an attempt of systematizing previous research results and identifying the 
most relevant drivers for pushing the transition toward a greener economy. The paper sys-
tematically analyzes 113 articles published from 2000 to 2018 within major peer-reviewed 
English-language scholarly publications in management, economics, environmental, agri-
cultural and biological, decision and social sciences, energy and psychology that adopted a 
survey-based quantitative approach to measure drivers to green consumption. The research 
is identified using the keywords green, sustainable, environmental or pro-environmental 
behavior/intention/purchase or consumption/consumer. The analysis highlights the identifi-
cation of seven categories of drivers to green consumption: behavioral factors, socio-demo-
graphic variables, intrapersonal values—environment, intrapersonal values—non environ-
ment, personal capabilities, products and producers-related factors and context-related 
factors.
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1 Introduction

Green consumption is a form of consumption that is compatible with the safeguard of the 
environment for the present and for the next generations. It is a concept which ascribes 
to consumers responsibility or co-responsibility for addressing environmental problems 
through adoption of environmentally friendly behaviors, such as the use of organic prod-
ucts, clean and renewable energy and the research of goods produced by companies with 
zero, or almost zero, impact (Connoly and Prothero 2008).

Consumer habits have changed rapidly in recent decades: consumers are now less likely 
to make purchasing decisions based on brand loyalty or price and try to select products 
that align with their values, expressing a preference for more sustainable products from an 
environmental, ethical and social point of view (Gilg et al. 2005; Griskevicius et al. 2010). 
A Nielsen survey of 30,000 citizens in the world (2015) demonstrated how sustainability is 
playing an increasingly significant role in consumer decision making: 45% of respondents 
said they preferred products with reduced environmental impact. Similar considerations 
emerge from European studies which show that consumers believe they are contributing 
to the reduction of climate change through their purchases of goods and services (EC 459, 
2018). Similarly, a study by BBC World News and Synovate reports that more than 61% of 
US consumers have purchased green products (Hanson 2013).

The positive trends of green consumption in the last decades enhanced by the increase 
in communication claims and labels aiming to valorize green attributes of a product have 
attracted the attention of scholars from a twofold perspective. First, theorists, rooting from 
broad theories on human behaviors, have tried to design a conceptual framework dedicated 
to pro-environmental behaviors (Stern et  al. 1999; Stern 2000; Zepeda and Deal 2009). 
Second, researchers have focused on empirically testing these theories detecting the role of 
specific factors on the purchasing decision of a defined or generic green product.

Although in the last two decades there was a proliferation of studies on the drivers to 
green consumption, several contents and methodological differences have impeded to get a 
clear and shared understanding of this complex phenomenon, by reaching, in some cases, 
also contrasting results.

First, purchasing behaviors is a complex phenomenon on which a multitude of factors 
can play a positive or a negative effect (Stern 2000). Moreover, even if inspiring theories 
of green consumer research highlighted the role of values and moral norms (Schwartz 
1970; Stern et al. 1999) or were grounded in self-interest and rational choice (Ajzen 1991; 
Zepeda and Deal 2009; Montano et  al. 2015), behavioral predictions based on personal 
norms can diverge from actual behaviors due to attitude-behavior gaps (Kollmuss and Agy-
eman 2002; Sarti et al. 2018). Despite the concern for major environmental issues such as 
climate change, depletion of marine pollution and the positive attitude of consumers toward 
sustainability and ecological products, the market share of low environmental impact con-
sumption remains limited to only 1–3% of the entire global market (Bray et al. 2011). This 
suggests that environmental considerations can play a secondary role in purchasing deci-
sions (Mohr et  al. 2001). Information, price, store-related factors, labels and emotional 
aspects are only some examples of the external issues that can hinder or support a green 
purchasing behavior (Cerri et al. 2018; Gleim and Lawson 2014; Zsóka et al. 2013). How-
ever, most of the previous studies have focused on a single or few groups of factors missing 
to provide a comprehensive picture of such a phenomenon.

Second, empirical studies have detected green purchasing behaviors by using two alter-
native perspectives. Some studies have focused on a general category of green products 
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(Butt et al. 2017; Grimmer et al. 2016; Testa et al. 2016; Konuk et al. 2015), whereas other 
scholars focused on a specific product or product categories such as apparel (Khare and 
Sandachar 2017; Reimers et al. 2016), personal care products (Paul et al. 2016; Kim and 
Chung 2011), energy-efficient appliances (Wang et al. 2017a; Ha and Janda 2012), electric 
cars (Lin and Wu 2018; Barbarossa et al. 2017), ecological paper products (Barbarossa and 
Pelsmacker 2016; Testa et al. 2013), green detergents (Arli et al. 2018; Papista et al. 2018) 
and remanufactured products (Matsumoto et al. 2018; Jiménez-Parra et al. 2014). A differ-
ent focus can also lead to contrasting evidence. This is plausible if we consider how differ-
ent factors intervene for influencing the purchasing of a specific product.

Third, empirical studies have highlighted how some drivers are relevant only for certain 
products. For instance, it is the case of the “need for status” or willingness to represent 
fashion leadership for apparel products (Cervellon et al. 2012; Gam 2011), infrastructure 
readiness for electric vehicles (Wang et al. 2017b; Wu et al. 2015) and quality for remanu-
factured products (Qu et al. 2018; Vafadarnikjoo et al. 2018).

Fourth, different studies found contrasting causational effects of the same variable on 
the final consumption behavior in relation to different types of products: for instance, Kim 
and Chung (2011) found a positive correlation for perceived behavioral control on the pur-
chase intention of green personal care products, whereas Barbarossa and De Palsmacker 
(2016) measured a negative effect of PBC on the purchase of green paper tissues. Similar 
contrasts have been registered in relation to the effect of the price of green products: in 
fact, in certain cases, the green option is also cheaper as for remanufactured laptops (Jimé-
nez-Parra et al. 2014), whereas, in other cases, it represents the most expensive alternative 
and thus exerts a negative effect on the final purchase intention, as for electric vehicles (He 
and Zhan 2018).

These considerations confirm that the important causal factors may vary greatly across 
behaviors and individuals, and thus, each target behavior should be theorized separately 
(Stern 2000).

According to this distinguished affirmation, a further confounding element about 
research on green consumption derives from the different geographical contexts where the 
studies were conducted. In the last two decades, studies have mainly focused on the Asian 
and European markets with a prevalence of research developed in India and China. As for 
the Americas, only the US market has been widely investigated. Furthermore, most of the 
studies focused only on one specific country. Still, even if cross-country studies were lim-
ited in numbers, scholars have found that cultural differences can influence interpersonal 
factors as well as the effect of contextual factors (Milfont et al. 2006; Mancha and Yoder 
2015).

Considering these limitations, the aim of this work is to analyze the drivers of green 
consumption through a systematic review of empirical studies, providing several contribu-
tions to both academic research and practitioners’ world.

First, this study provides a comprehensive and original categorization of the multitude 
of factors investigated in previous empirical research. This systematization can help schol-
ars and managers that have rarely time to systematically analyze all research in this field. 
Moreover, by providing a clear overview of similarities and differences of previous stud-
ies according to different focuses and contexts, scholars could get useful information for 
designing robust and reliable empirical research, grounded on valid measurements, avoid-
ing overlapping with previous studies.

Second, this study offers useful suggestions for future research. Based on contractions 
and limitations emerging from previous empirical research, this review provides relevant 
indications for scholars in this field, identifying gaps to fill by further empirical studies. 
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Even if questionnaire-based surveys have recently received numerous critics due to the 
presence of common method variance bias that affects empirics where predictor and cri-
terion variables are measured from the same source, we believe that an acritical approach 
on this issue may conduce to erroneous conclusions. Testa et al. (2019) have recently dem-
onstrated that, in the case of organic food, there is a strong, significant positive relation-
ship between intention to buy and actual behavior. However, the same study stresses that 
social desirability may be still an issue. In addition, Cerri et al. (2018), by using a facto-
rial survey approach, have found that well-designed surveys, adopting proper remedies for 
social desirability, can minimize this risk. Finally, recent work from Fuller et al. (2016) has 
empirically demonstrated that the common post hoc methods for detecting the presence of 
common method variance are sufficiently reliable.

Moreover, this systematic review fills a gap in the scholarly literature on reviews on 
green consumption.

In the last 15 years, there have been some literature reviews on sustainable consump-
tion; however, none of them addressed the topic like we aim to do. Milfont and Markowitz 
(2016) reviewed the studies conducted on green behavior in general where green consump-
tion was only one type of the different green behaviors considered (e.g., including water 
and energy saving, recycling, etc.), whereas Bray et  al. (2011) focused on the drivers to 
ethical consumption thus taking into consideration also social aspects and not exclusively 
environmental ones. Kauffman et  al. (2012) tried to develop a conceptual framework on 
the factors affecting consumers’ green purchasing behavior: however, they did not adopt a 
systematic approach and the included studies stopped at 2011. Joshi and Rahman (2015) 
focused on the attitude-behavior inconsistency issue and not on the drivers to green con-
sumption in general. Furthermore, they considered only 53 articles published before 2014 
thus, given the limited number of papers examined and the fact they did not take into con-
sideration the type of product considered by the studies included in the literature, a large 
part of the detected relevant factors for green consumption were found to have different 
impacts on the final purchase decision with not well-defined results and a clear call to fur-
ther investigate the subject.

Other reviews looked at the phenomena from the marketing point of view: Dangelico 
and Vocalelli (2017) reviewed green marketing studies, White et al. (2019) focused on how 
to shift consumer behavior taking into consideration only marketing studies, and Atwahl 
et al. (2019) analyzed the literature on sustainable luxury marketing. Finally, Wang et al. 
(2019) published a review on sustainable consumption trying to highlight the main differ-
ent patterns between developed and developing countries.

The rest of the manuscript is organized as follows. First, the methodology adopted 
to conduct the systematic review is described. Second, the descriptive statistics of the 
reviewed studies are presented followed by the classification of the detected drivers to 
green consumption. Finally, a synthesis of the results and avenues for future research are 
presented.

2  Methodology

Drivers to sustainable consumption have been broadly analyzed from many perspectives 
and across several disciplines. Thus there is the need to systematize previous work out-
comes in order to advance a new stream of research. Furthermore, systematic review 
allows combining data using meta-analytical techniques, thus increasing the likelihood 
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of detecting real effects that individual smaller studies are unable to detect (Kitchenham 
2004). Systematic reviews are generally developed following three main steps (Boiral 
et al. 2018; Oliver et al. 2005; Tranfield et al. 2003):

1. setting the research question and review protocol;
2. searching for relevant studies using inclusion and exclusion criteria;
3. data extraction and analysis.

2.1  Research question and review protocol

The aim of this review is to identify the drivers to green consumption and the purchase 
of green products.

So, we analyzed the literature on the drivers to green consumption, limiting the 
research to empirical articles in English published in peer-review journals from 2000 to 
July 2018.

The choice of the initial year was related to the influence exerted by the theorization 
of the determinants of environmental behavior developed in the late 1990s. In particular, 
Stern formulated the value-belief-norm (VBN) theory (Stern et al. 1999), the first behav-
ioral theory developed with the precise aim of explaining the adoption of a green behavior 
and the attitude-behavior-context (ABC) model (Stern 2000) to explain the different factors 
that influence the adoption of a green behavior. VBN identifies four interconnected factors 
that determine the adoption of green behavior. The first factor concerns the individual’s 
vision of the relationship between man and the natural environment: “biospheric”, “altru-
istic”, or “egoistic”. A vision in which the environment represents an essential value to 
preserve can determine the idea that there are external threats that could have negative con-
sequences on its state of conservation. This idea, if supported by the identification of indi-
vidual actions suitable for limiting these threats, leads to the formation of a personal norm 
and, consequently, to the adoption of the behavior identified as suitable. The ABC model, 
instead, deepens the relationships among internal attitudes and external contextual factors 
(e.g., monetary incentives and costs, physical capabilities and constraints, institutional and 
legal factors, public policy support, interpersonal influences etc.) or, in the language of 
ABC, behavior (B) is “an interactive product of personal sphere attitudinal variables (A) 
and contextual factors (C)” (Stern 2000).

The exclusion of the “grey literature” is due to the fact that we are looking for generaliz-
able results and we thus need a high-quality studies to analyze.

According to Kitchenham and Charters (2007), the search algorithm has to be defined 
starting from the research question since it is important to include all the main domains 
and the relevant keywords to identify them.

We then include adjectives like “green”, “environmental” and “pro-environmental” 
linked to the domain “purchase”, “consumption” and “consumer” on the one hand and to 
the broader concepts of “behavior” and “intention” on the other. We decided to include dif-
ferent synonymous for each domain in order to be largely inclusive and prevent the risk of 
missing relevant studies (Wanden-Berghe and Sanz-Valero 2012). As a result, the follow-
ing algorithm was launched on Scopus and ISI Web of Science in July 2018:
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This first search found 7270 articles.

2.2  Searching for relevant studies using inclusion and exclusion criteria

Paper selection is a crucial stage of a systematic review and helps focus on the most rel-
evant studies, increasing the efficacy of the analysis. Following this consideration, inclu-
sion and exclusion selection criteria were applied according to the two steps suggested by 
Petticrew and Roberts (2008): practical and methodological screening.

First of all, we kept only articles published in journals enlisted in at least one of the 
following eight subject areas: Business, Management and Accounting; Environmental Sci-
ences; Energy; Agriculture and Biological Sciences; Economics; Psychology; Decisions 
Sciences and Social Sciences dropping the number of selected articles from 7270 to 5546.

Secondly, we operated a journal selection of the basis of 3 different criteria:

(a) Qualitative criterion, including only marketing journals with at least two ABS stars 
(“Appendix)”;

(b) Quantitative criterion, we also included all the journals that were present with more 
than 30 articles among the 5546;

(c) Subject criterion, since our research is developed in the framework of the Environmen-
tal Management field of study, we also included the following most relevant sectoral 
journals (Table 1).

Applying these criteria dropped the number of articles to 1530.
The selected studies were further screened through titles and abstracts and, in the case 

of doubts, full-text analysis (Table 2). In this case, the inclusion criteria were the following:

1. Since the focus of the review is to systematize previous knowledge on the drivers of 
green purchasing behavior or intention, we included only papers where the influence 

(green OR sustainab ∗ OR environment ∗ OR pro - environment*)

AND (purchas ∗ OR consumption OR consumer ∗ OR buy*)

AND (behavior ∗ OR intention*)

Table 1  Environmental 
management journals included in 
the review

No. Journal

1 Journal of Cleaner Production
2 Business Strategy & Environment
3 Journal of Business Ethics
4 Ecological Economics
5 Organization & Environment 
6 Journal of Environmental Management
7 Journal of Business research
8 Energy Policy
9 Waste Management
10 Resources Conservation and Recycling
11 Journal of Environmental Psychology
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of individual or external factors on the intention and/or the actual purchase of a green 
product was tested;

2. For the same reason, we focused only on articles that applied a quantitative method for 
testing hypotheses based on causal relationship: a questionnaire-based survey (Okoli and 
Schabram 2010). This inclusion criterion was derived from the need for combining data 
using the meta-analytic technique in order to increase the likelihood of detecting real 
effects (Kitchenham 2004). In this case, we wanted to identify which of the measured 
drivers resulted as significantly impactful in different studies in order to generalize the 
results and exclude isolated and not replicated outcomes of single studies. Thus, we 
needed to focus only on quantitative studies that resulted in easily comparable results.

Two researchers reviewed independently titles, abstracts and, in some cases, full text, 
of the assigned articles, deciding if they had to be included or not. A third more expert 
researcher reviewed the final selection. Several studies (Gomersall et al. 2015; Kitchenham 
and Charters 2007; Breretona et al. 2007; Templier and Paré 2015) suggest assigning the 
review to at least two researchers: an expert on the topic under investigation and a non-
expert to provide a fresher point of view. In the case of disagreement, researchers directly 
confronted each other on the article until a common decision was made. In case of doubt, 
the article was prudentially included in the selection (Breretona et al. 2007).

On 1530 articles analyzed, 162 satisfied both the conditions.
Among these 162 studies, 46 were about green food products. We decided to exclude 

them from our review because the most used characteristics to qualify food product as 
“green” are the fact that it is organic or biological: these are attributes that consumers often 
look for more for quality and healthiness-related issues rather than for their environmental 
impact (Hüttel et  al. 2018; Prothero et  al. 2010). It is thus complicated to distinguish in 
which measure the preference for a green food product is derived from pure environmen-
tal considerations rather than from health and quality-related reasons (Sarti et  al. 2018; 
Kareklas et al. 2014). Consequently, we excluded 46 food-related studies and dropped the 
number of the selected articles to fully review to 113 (Fig. 1).

Table 2  Inclusion and exclusion criteria for the review

Inclusion criteria Exclusion criteria

- Articles published between 2000 and 2018
- Articles published in peer-review journals
- Articles whose main was to measure the intention 

and/or the actual purchase of a green product and/
or the intention to behave or the actual pro-envi-
ronment behavior

- Articles published in journals enlisted in at least 
one of the eight following subject areas: Business, 
Management and Accounting; Environmental 
Sciences; Energy; - Agriculture and Biological 
Sciences; Economics; Psychology; Decisions Sci-
ences and Social Sciences

- Articles that used a questionnaire-based survey as 
main research methodology

- Books, memories and unpublished these as an 
article

- Articles published in journals that did not satisfy 
any of the following requirements:

 - It has at least two ABS stars among management 
journals

 - It is included in the Environmental Management 
journals list (see table x)

- It has published at least 30 of the selected articles
- Main object of the study is a food product
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2.3  Data extraction and analysis

The final step of the systematic review is to extract and analyze the relevant data from the 
selected papers.

First of all, a categorization grid in excel format was developed by the research team. 
For each paper the following information was extracted and inserted in the grid by four 
researchers: References, Journal, Study Background, Abstract, Theories used, Year of 
data gathering, Geographical scope, Analysis Unit (single consumer, household), Type of 
Survey, Sample characteristics, Hypothesis (List), Model Image of the hypothesis if pre-
sent, Independent variables (1st level), Mediating variables, Moderating variables, Control 
variables, Dependent Variables (es. purchasing behavior or purchasing intention), Type of 
product (electric appliance, car, apparel, etc.), Questions to measure dependent variables, 
Statistical Methods adopted for data analysis and Findings.

Secondly, all the considered independent variables, 560 in total, and their detected influ-
ence—positive, negative or neutral—over the final intention or decision to purchase the 
green product, were extracted and enlisted in a separate excel sheet for coding. In the same 
sheet, we also reported which types of products were the object of each study.

Fig. 1  Relevant articles selection process
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To limit bias due to the subjective interpretation of the results, extraction and data analy-
sis were performed independently by four researchers and entirely reviewed by a fifth more 
experienced researcher (Rowley and Slack 2004). Points of disagreement were resolved by 
ad hoc discussions between the whole research team. These discussions mainly focused on 
the opportunity to insert additional codes in the categorization grid or on the ratio behind 
independent variables classification. At the end of the whole categorization and classifi-
cation process, the senior researcher reviewed the entire classification system in order to 
validate it.

Third, the results of the categorization and classification process were analyzed by two 
coders in order to calculate the proportion of studies related to each code. For instance, the 
analysis of the codes related to the countries made it possible to evaluate the geographi-
cal distribution of the studies, whereas the analysis of the products considered helped in 
mapping which categories of goods have been more explored. More importantly, the clas-
sification of the independent variables and the analysis of the most represented categories 
allowed to infer which are the most relevant in relation to both green products in general 
and circular products in particular.

Finally, a synthesis of the main results of the systematic review for the main variables 
and codes of the categorization and classification grid was produced in a separate docu-
ment by each of the two coders and structured on the following three main themes: (1) 
mapping of the literature; (2) drivers to green consumption; and (3) drivers to circular 
consumption.

2.4  Mapping of the literature on green consumption questionnaire‑based studies

The analysis of the characteristics of the questionnaire-based studies on green consumption 
shows some interesting tendencies. The characteristics that we took into consideration for 
mapping the studies included in our selection are: the geographical distribution of the sam-
ples analyzed, the year and the journals of the publications. The results are summarized in 
Table 3 and Fig. 2.

The geographical distribution shows a strong prevalence of Asian and European stud-
ies. However, if we look at the Countries’ distribution, we can see that most of the Asian 
studies have been conducted in India (14.5%) and China (12.8%), whereas the USA alone 
accounts for most of the American studies (13.7%). In Europe, there is a higher distribution 
of studies among several countries (14) with the UK (6.0%) and Italy (3.0%) as the most 
relevant contributors.

In relation to the year a publication, there is clear evidence that the quantitative 
approach in studying green consumption has constantly grown since 2000 with impressive 
acceleration in the last 3 years (Fig. 2). The figure of 2018 is partial since we launched our 
search in July 2018: this means that 17 studies have been published in the first 6 months of 
2018 thus the final total of 2019’s publications could easily overcome the 2017’s peak of 
25 studies.

Finally, we have enlisted the different journals where the articles were published and 
subdivided them among their main subject of study: marketing, environmental manage-
ment, general management, retail and distribution and psychology. Most of the analyzed 
articles were published in marketing journals (49.6%): this is a piece of important infor-
mation because it testifies the growing interest of marketing scholars on green consump-
tion, green marketing strategies and green products’ advertising. This circumstance is 
much more evident if we compare this percentage with the environmental management 



4835Drivers to green consumption: a systematic review  

1 3

Table 3  Mapping of the literature on green consumption questionnaire-based studies

a Only the most represented countries are listed. Certain studies covered several countries
b The figure of 2018 is partial since we launched our search on July 2018

Samples  distributiona Year and Journal of publication

Geographical distribution per Continent (% of 
publications):

Number of publications per year:

Asia 50.4%
Europe 31.6%
America 15.4%
Australia and Oceania 6.0%
Africa 0.9%
International (several Countries) 1.7%

2000 (1), 2001 (1), 2005 (1), 2007 (4), 2008 (1),
2009 (3), 2010 (3), 2011 (5), 2012 (6),
2013 (7), 2014 (10), 2015 (12), 2016 (17), 2017 (25), 

2018 (17)b

Journals (type and number of publications):
- Marketing (49.6%): International Journal of Con-

sumer Studies (19), Journal of Fashion Marketing 
and Management (9), Marketing, Intelligence and 
Planning (8), Journal of Marketing Management 
(6), Journal of Consumer Behaviour (4), Journal of 
Consumer Marketing (4), Psychology and Market-
ing (4), Other (2);

Geographical distribution per country (% of 
publications):

India 14.5%
USA 13.7%
China 12.8%
Uk 6.0%
Malaysia 6.0%
Australia 4.3%
Italy 3.4%
Taiwan 3.4%
South Korea 3.4%
Denmark 3.4%
Vietnam 3.4%

- Environmental Management (30.1%): Journal of 
Cleaner Production (22), Energy Policy (4), Busi-
ness Strategy and the Environment (3), Ecologi-
cal Economics (2), Resources, Conservation and 
Recycling (2), Journal of Environmental Manage-
ment (1);

- General Management (8.0%): Journal of Business 
Research (5), Journal of Business Ethics (3), Jour-
nal of Strategic Marketing (1)

- Retail and Distribution (9.7%): Journal of Retailing 
and Consumers Services (8), International Journal 
of Retail and Distribution (3);

- Psychology (2.7%): Journal of Environmental 
Psychology (3)

Fig. 2  N. f studies per year of publication
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and general management ones. In fact, if it is not surprising that 30.1% of the journals are 
focused on environmental issues—especially taking into consideration our journals’ inclu-
sion criteria—it has to be highlighted how only 8.0% of the considered studies were pub-
lished in general management journals.

This distribution might indicate that despite a growing interest toward green consump-
tion by marketing studies, general management scholars do not see it as a rising field of 
study.

In addition, we classified the studies based on which type of products they considered 
as the main object of their questionnaire (Table 4). In fact, drivers to green consumption 
might change in relation to the product considered (e.g., electric appliances, personal care 
products, recycled products, etc.). Furthermore, this categorization was crucial for iden-
tifying the studies focusing on circular products and providing an answer to our second 
research question.

3  Drivers to green consumption

The analysis of the academic literature has allowed the identification of a series of drivers 
that can affect the purchasing behavior of green products. These factors can be aggregated 
in the following macro-categories:

1. socio-demographic aspects (gender, age, level of education, etc.);
2. intrapersonal values—environment;
3. intrapersonal values—non environment;

Table 4  Number of articles per 
type of products

a Some articles took into consideration more than one product. In these 
cases, we counted 1 article for each type of product: this is why the 
total number of articles is 128 and not 113

Products  considereda No. articles Percentage

Green products in general 37 28.9
Apparel and clothing 16 12.5
Electric appliances 15 11.7
Electric or green cars 14 10.9
Green behavior in general 8 6.3
Organic 5 3.9
Green cosmetic products 4 3.1
Remanufactured products 4 3.1
Green packaging 4 3.1
Green paper 3 2.3
Green detergents 3 2.3
Recyclables 3 2.3
Fair Trade 3 2.3
Other 10 8.0
Total 128 100.0
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4. personal capabilities determining in which measure the individual is aware or able to 
adopt a specific behavior and finally;

5. behavioral factors, such as the habits of the individual and past behaviors, etc.;
6. products and producers-related factors: it includes all the attributes of the product, the 

brand and the consequent perceived value of the product, including the level of con-
sumer knowledge of certain products and labels;

7. factors that relate to the context in which the consumer is at the time of purchase: it 
includes all those variables that measure the influence of contextual factors on behavior 
such as messages conveyed by media and advertising, product availability (accessibility), 
word of mouth, peers advice, etc.

Table 5 provides an overview of the number of variables detected for each category and 
the number of articles that have taken them into consideration, whereas Fig. 3 graphically 
synthesizes the different variables in each category.

3.1  Intrapersonal values: environment

Two different sub-categories of intrapersonal factors are identified: intrapersonal fac-
tors that are strictly connected with the environment and intrapersonal factors that attain 
to other values that can affect the final decision to purchase a green product but are not 
directly related to the environment.

In the first category, we have identified 12 variables in 91 out of 113 articles. Examples 
are personal values or basic human values (Schwartz 1992) which affect subjects’ behav-
ior through the activation of personal norms (Steg and De Groot 2012; Stern et al. 1995) 
and can thus exert a strong influence on green consumption choices. Following Schwarz’s 
taxonomy, subjects moved by auto-transcendence values or altruism are more prone toward 
the environment because they perceive it as a common good and are thus more inclined 
to protect it (Heberlein 1972). It was not a surprise then to see that several of the ana-
lyzed studies consider ecological values, altruism, collectivism and social justice as rel-
evant antecedents of a strong interest toward environment (Sreen et al. 2018; Nguyen et al. 
2017a, b; Reimers et al. 2017; Testa et al. 2013; Leonidou et al. 2010; Hustvedt and Dick-
son 2009; Chan 2001).

Table 5  Classification of the drivers to green consumption

Category Variables No. of 
variables

% on tot. 
variables

No. of articles % on 
tot. 
articles

Subject Behavioral factors 3 6 21 19
Socio-demographic variables 6 13 13 12
Intrapersonal values—Environment 12 25 88 78
Intrapersonal values—non environment 12 25 39 35
Personal capabilities 5 10 41 36

Product Products and producers related factors 6 13 30 27
Context Context 4 8 51 45
Total 48 100 113 –
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In relation to conservation values, Barbarossa et al. 2017 found that conservative values, 
such as conformity, security and tradition, have a negative influence over both the purchase 
of green vehicles and the development of a green self-identity. On the contrary, a Malay-
sian study (Ramayah et al. 2010) found that subjects with strong conservative values pay 
more attention to their behaviors’ impact on the environment.

Within the category of intrapersonal factors related to the environment, environmen-
tal awareness has been largely studied as one of the most relevant antecedents to green 
purchase. This factor is generally analyzed as environmental concern (28 studies on 113 
such as Mostafa 2007a; Newton et al. 2015; Martenson 2018), environmental knowledge 
(22 studies on 113 such as Chan and Lau 2000; Kanchanapibul et al. 2014; Bong Ko and 
Jin 2017) and attitude toward the environment (34 studies on 113 such as Cho et al. 2013; 
Kang et al. 2013; Felix and Braunsberger 2016): since all the found relations are gener-
ally positive, we report here the rare cases where they were not confirmed. In relation to 
environmental concern, Reimers et al. (2017) found that the adverse environmental con-
sequences directly related to the purchase of conventional clothing do not affect the pur-
chase of green clothes, whereas Abdul-Muhmin (2007) reports that environmental concern 

Fig. 3  Drivers to green consumption classification
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does not influence willingness to pay more for green products. In relation to environmen-
tal knowledge instead, three studies detected a neutral effect on green clothing purchases 
(Khare and Varshneya 2017; Khare and Sadachar 2017; Chang and Watchravesringkan 
2018).

Another relevant variable is the perceived efficacy of consumer (PEC) or, in other 
words, the measure of how the consumer thinks that his behavior can make the difference 
in relation to environment protection (Vermeir and Verbeke 2006). This factor has been 
confirmed by Kang et al. (2013) in a study conducted between US, South Korea and China 
on green clothing, by He and Zan (2018) in relation to electric cars and by Jaiswal and 
Kant (2018) on Indian purchase behavior of green products in general. However, Jayaward-
hena et  al. (2016) did not detect any influence of PEC on “Fair Trade” labeled grocery 
products.

Following a different perspective, subjects that are aware of consequences and are aimed 
by an ascription of responsibility tend to adopt pro-environmental behaviors (Stern et al. 
1995). These relationships were verified by some studies conducted in Asia: on ecological 
products in general in Libano (Dagher and Itani 2014); on soaps, towel paper and deter-
gents in Indonesia (Arli et al. 2018); and on electric vehicles in China (He and Zan 2018).

There are subjects with a strong green self-identity that perceive environment protection 
as a moral duty toward society: these persons adopt pro-environmental behaviors because 
they satisfy and accord to their positive self-image. This relation has been confirmed in 
relation to the purchase of electric vehicles in Europe (Barbarossa et al. 2016; Barbarossa 
et al. 2017), ecological paper tissues in Italy (Barbarossa and De Pelsmacker 2016), soaps, 
paper towel and detergents in Indonesia (Arli et al. 2018) and green products in general in 
UK, China (Dermody et al. 2015) and India (Khare 2015).

Finally, some studies consider attitude toward the purchase of a green product as an 
antecedent of the purchase intention and behavior. In most of the cases, these studies focus 
on specific types of green products: on green clothing (Reimers et al. 2016; Bong Ko and 
Jin 2017; Reimers et al. 2017; De Lenne and Vandenbosch 2017; Chang and Watchraves-
ringkan 2018), electric vehicles (Barbarossa et  al. 2015), low consumption appliances 
(Gaspar and Antunes 2011) and refurbished laptops (Jiménez-Parra 2014).

3.2  Intrapersonal values: non environment

We have identified 12 variables in this category analyzed in 39 articles.
The category Intrapersonal values—non-environment includes some general personal 

characteristics that can influence behavior: personal values, culture and attitude toward 
specific behaviors, e.g., the purchase of innovative products and personal identity and 
orientation.

Personal values derive from a subject’s lifestyle traits (Lastovicka et al. 1999). Several 
types of traits associated with green consumption were analyzed in the literature. First of 
all, frugality is strictly related to attention to costs and can thus influence the preference 
of green products when they are more convenient, like in the case of second-hand clothes 
(Cervellon et al. 2012) or more durable, like in the case of high-quality clothes (Cho et al. 
2015). On a similar level, several studies have considered subjects’ long-term orientation 
as an antecedent of a strong attitude toward the environment and thus, of green purchase 
(Polonsky et  al. 2014; Nguyen et  al. 2017c; Sreen et  al. 2018). Other studies have con-
sidered liberal political orientation (Leonidou et al. 2010; Watkins et al. 2016), religious 
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orientation (Felix and Braunsberger 2016) or the desire to exert social influence (Kho-
rasanizadeh et al. 2016).

Cultural orientation as well can influence subjects’ attitude toward green consumption. 
Several studies have considered the influence of individualistic versus collectivistic cul-
tures: in particular, collectivism has been always found as an antecedent of green consump-
tion (Sreen et al. 2018; Nguyen et al. 2017b; Wang 2014; Cho et al. 2013; Leonidou et al. 
2010; Chan 2001), whereas individualism did not cause any significant influence (Lu et al. 
2015).

Finally, attitude toward specific behaviors relates to particular correlations: for instance, 
status life trait and attention for fashion become relevant when analyzing clothes (Cho 
et al. 2015; Cervellon et al. 2012; Gam 2011), whereas attention for product healthiness is 
important for green personal care and cosmetic products (Kim and Seock 2009; Kim and 
Chung 2011).

3.3  Behavioral factors

We have identified 3 variables in 21 out of 113 articles for this category.
Habit, past behaviors and routine can strongly influence consumers’ behaviors. In the 

analyzed studies we have identified three main types of relevant behavioral factors: con-
sumers’ purchase behavior, habit and other green behaviors.

Some characteristics of consumer  purchase behaviors can predict their final purchase 
choice. For instance, in relation to clothes shopping, treasure hunting and bargain hunting 
can encourage the purchase of vintage or second-hand products, respectively (Cervellon 
et al. 2012), whereas shopping enjoyment may exert a positive influence over green prod-
uct purchase in general (Gam 2011).

Habit and past consumption experience can also affect purchase behavior: for instance, 
Kumar et al. (2017) found that past purchase of products with recycled packaging increases 
the intention to buy others in the future. Similar results were obtained by Kim (2011) in 
relation to bio-based personal care products, by Cowan and Kinley (2014) for green apparel 
and by Khare (2015) in relation to general green products. On the other hand, the habit 
of buying regular not green products negatively moderates the positive relations between 
environmental attitudes and green consumption (Nguyen et al. 2016).

Other green behaviors that were found relevant for the final green purchase are recycling 
(Liobikiene et  al. 2017; Khare 2015), energy and water savings (Dieu-Hang et  al. 2017; 
Liobikiene et al. 2017), past socially responsible behavior (Robinot et al. 2017), environ-
mental activism (Brochado et al. 2017), buying local products and using public transport 
means (Liobikiene et al. 2017) and environmental friendly past behaviors in general (Khare 
and Sadachar 2017; Gam 2011; Haron et al. 2005).

3.4  Personal capabilities

We have identified 4 variables in 41 out of 113 articles for this category.
According to the TPB (Ajzen and Fishbein 1980), one key driver of behavioral inten-

tion is the perceived behavioral control (PBC) or the subject’s perception of his ability to 
actually implement a behavior, in our case, green purchase. PBC is often measured in an 
aggregated form, taking into consideration all the different required resources, abilities and 
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capabilities together (Ghazali et Al. 2017; Onwezen et al. 2017; Albayrak et al. 2013; Arli 
et al. 2018; Sreen et al. 2018; Paul et al. 2016; Yadav and Pathak 2017).

In other cases, PBC is subdivided into different components and can affect the final 
green consumption decision in different ways on the basis of the products considered. 
Price, in particular, beyond being a product’s characteristics, also represents a PBC meas-
ure when applied to expensive products since, in these cases, it becomes a limit to con-
sumer’s actual purchase possibility. This relation has been confirmed in relation to electric 
cars (Yadav and Pathak 2017), laptops (Hazen et  al. 2017) and bicycles (Vafadarnikjoo 
et al. 2018). All these products, however, can also be easily remanufactured and resold for 
a lower price on the market: in relation to these greener options then, price represents a 
driver to green consumption.

On the other hand, in most cases, a greener product requires a premium price and thus, 
price becomes a deterrent to green purchase: for instance, in the case of cosmetic prod-
ucts (Hsu et al. 2017) and of detergents (Papista et al. 2018). This relation is often studied 
through the measurement of the willingness to pay more for the green product as an ante-
cedent of green purchase: see, for instance, Prakash and Pathak (2017) and Cowan and 
Kinley (2014) in relation to sustainable apparel and Shen et al. (2012) for products with an 
eco-friendly packaging.

Some green products can require an additional effort to consumers for their utilization: 
for instance, Ramayah et al. (2010) verified that the adverse personal consequences derived 
from the usage of washable diapers instead of disposable ones constitute a strong deterrent 
to their purchase.

In other cases, green products may require specific abilities or knowledge: it is the case 
of e-invoice telephone bills that may be problematic for technology adverse people (Albay-
rak et al. 2013).

3.5  Drivers related to the product and/or the producer

We have identified 5 variables in 32 out of 113 articles for this category.
One of the most important product’s attributes is its price; however, we have already 

described price role on green consumption in the personal capabilities’ category as a meas-
ure of consumer’s real possibility to afford the green product. Strongly related to price is 
the product’s quality since this may strongly affect the final product choice. Quality is an 
important factor also in relation to green products and it has been considered in the studies 
included in our review from different perspectives. First of all, in terms of product’s func-
tionality, electric vehicles are often perceived as of lower quality because consumers retain 
them as less functional (Wu et al. 2015; Zhang 2018), whereas remanufactured products 
(Matsumoto et al. 2018) and bio-based products (Onwezen et al. 2017) are considered with 
lower performances. Also, design and product’s image may affect perceived quality: it is 
the case of remanufactured laptops (Jiménez-Parra et al. 2014) and electric motorbikes that 
are judged as “too small” (Wu et al. 2016). Sometimes, also the product’s complexity can 
affect quality perception and the willingness to purchase the greener but a more compli-
cated product such as electric vehicles (He et al. 2018).

Product’ choice can also be strongly influenced by the perceived economic value of 
the product in terms of future economic savings and advantages that can derive from its 
specific characteristics such as savings due to lower energy consumption or to the longer 
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durability of the product (Matsumoto et al. 2018; Ghazali et al. 2017; Yadav and Pathak 
2017; Wu et al. 2016).

Some authors have also considered other intrinsic values associated with a product: 
Schuitema and De Groot (2015), for instance, have investigated the role of product’s envi-
ronmental and altruistic value through the “cruelty-free” label on personal care products. 
They found out that these values influence the final product selection only when the pri-
mary self-serving motives are satisfied, i.e. the consumer recognizes the product as suitable 
for the fulfillment of its primary function. Other authors have found a positive influence 
of the country of origin of the product (Hsu et al. 2017) or the fact the attention toward 
employees welfare by the producer (Reimers et al. 2016).

In some cases, also producer image and reputation can strongly affect product selection: 
green brand image and green brand trust have been confirmed as important antecedents 
of green purchase behavior in several studies (Butt et al. 2017; Konuk et al. 2015; Papista 
et al. 2018). Brand’s reputation, instead, has been considered as an important moderator of 
perceived lower quality for remanufactured products (Vafadarnikjoo et al. 2018; Jiménez-
Parra et al. 2014).

Lower perceived quality of green products can often be moderated also by improving 
consumers’ products knowledge, reassuring them on the actual functionality of greener 
products: it is the case for truck remanufactured engine (Qu, et  al. 2018) and auto parts 
(Matsumoto et al. 2018), recycled paper products (Testa et al. 2013), organic personal care 
products (Ghazali et al. 2017) and energy savings appliances (Nguyen et al. 2017a; Ha and 
Janda 2012).

In order to improve consumers’ knowledge over products’ environmental performances, 
eco-labels can be deployed. However, eco-labels’ efficacy depends on the effective knowl-
edge of label meaning by consumers and on consumers’ trust on their accuracy and reli-
ability. Taufique et  al. (2017) confirmed the positive impact of ecolabel knowledge and 
trust on the actual eco-labeled products purchase. On the other hand, Goh et  al. (2016) 
verified that skepticism toward environmental claims and labels has a negative impact on 
green purchase behavior.

3.6  Contextual factors

We have identified 4 variables in 52 out of 113 articles for this category.
Finally, purchase choice can be influenced by contextual factors, i.e., the particular 

situation and physical environment that surround the consumer at the moment of prod-
uct selection. There are several factors that can be included in this category: their main 
common trait is that they are all contingent factors. In other words, they can affect the 
momentary decision, but they are not strong enough to modify a consumer’s basic system 
of values or habits.

We have grouped contextual factors into four sub-categories: product access and shop 
stimuli, social norms, economic benefits, media and advertising.

First of all, consumers’ choices can be strongly affected by effective product access 
possibilities. This is strictly connected to the shop’s access possibility: distance, park-
ing access, the convenience of its location, i.e., on the road between home and work, etc. 
(Chang and Watchravesringkan 2018; Cowan and Kinley 2014; Grimmer et al. 2016; Hus-
tvedt and Dickson 2009). On this aspect, shop’s brand can moderate the negative effect 
of shop’ access inconvenience: if the consumer has a strong brand trust, this will improve 
shop’s attractiveness (Testa et al. 2013; Tsarenko et al. 2013).
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Shop’s environment has also to be taken into consideration: space and product distri-
bution, lightning, music the presence of directions and other types of visual stimuli can 
all influence product’s selection (Chan and Wong 2012; Krishna 2012; Joergens 2006). In 
particular, if the green product is really difficult to find and requires too much effort, con-
sumers might prefer other easier alternatives. In some cases, the green product option is not 
even available at all: so, Hustvedt and Dickson (2009) measured green purchase intention 
intensity through the time spent looking for it in vain.

Even festivity can change consumers’ purchasing habits: Robinot et  al. (2017) for 
instance, analyzed how Christmas atmosphere negatively moderates consumers’ attitude of 
purchasing socially responsible products showing the process of guilt removal and right to 
indulgence during exceptional consumption periods.

Finally, contextual factors can also relate to the presence of infrastructures like a capil-
lary network of electric charging columns for the selling of electric vehicles (Wang et al. 
2017b; Khorasanizadeh et al. 2016).

In this category we are considering the impact of contingent economic benefits associated 
with the product: these can be sales, particular offers and incentives (Hazen et al. 2017; Bis-
was and Roy 2015) or public subsidies aimed at incentivizing certain products. For instance, 
Yang and Zhao (2015) deepened the relationship between household income, efficient appli-
ances incentive public policies and the intention to buy a more expensive, yet more efficient 
app founding that the introduction of incentives works only on wealthier households.

Social norms work on consumers’ perception of action as coherent to the social context 
they operate in, in that specific moment. Thus, they often depend upon contextual factors like 
being in the presence of certain persons or in a particular social context, i.e., at home with rel-
atives vs. at the office with colleagues. So, peers (Tsarenko et al. 2013), parents (Grønhøj and 
Thøgersen 2009) and general social pressure (Cowan and Kinley 2014) have been considered 
as key factors for influencing consumers’ preference for green products.

Some contextual factors can modify the self-perception of consumers as “socially accept-
able subjects”: it is the case of fashion for instance. Thus, advertisements, claims, social net-
works and influencers, books, TV shows, magazines, etc., can strongly affect consumers’ per-
ception of what is socially acceptable and “in” (Qu et al. 2018; de Lenne and Vandenbosch 
2017; Biswas and Roy 2015). Johnstone and Lindh (2018) in particular, studied the impact 
of influencers on the youngest’s awareness and interest on environmental issues, registering a 
significant power of influence.

Eco-labels as well can operate as contextual factors in relation to consumer’s trust on the 
label’ s sponsor or owner (public entity, NGO, third-party verifier, etc.) since, if trust level is 
extremely low, the ecolabel’s effect on purchasing intention could also be negative (Darnall 
et al. 2017).

Finally, media attention on environmental issues or on environmental scandals relating a 
specific brand may alter consumers’ perception of that brand image and thus affect their pur-
chases (Trivedi et al. 2018).

3.7  Socio‑demographic variables

We have identified 6 socio-demographic variables considered in 14 out of 113 articles as inde-
pendent variables to green consumption. It is the least relevant category of variables; however, 
it has to be stated that in most of the cases socio-demographic variables are considered as 
control variables.
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We detected several socio-demographic variables like age, income, education level, 
income, etc., that are considered as control variables in most of the studies included in our 
review. For instance, females tend to show a higher propensity to buy ethical and biological 
products (Jayawardhena et al. 2016), to be more receptive toward green consumption (Wells 
et al. 2011) and to demonstrate a stronger intention to buy ecological products (Khare et al. 
2015). Apart from gender, however, none of the other socio-demographic variables show a 
particularly significant effect on the final intention to purchase a green product.

Table 6 synthesizes the classification of the variables identified in the 113 articles included 
in this review.

4  Conclusion

The objective of this paper was to analyze the drivers to green consumption through a sys-
tematic review of the survey-based studies conducted in the management field in the last 
18 years. This study highlights how the perspective on green consumption has changed in 
the last years with an increasing number of marketing studies addressing the topic, whereas 
the general management journals still show a limited interest on it, leaving the field to more 
specialized environmental management journals.

4.1  Contributions and implications for scholars and managers

This overview allows to systematize the numerous empirical contributions conducted in 
the last two decades and offers new and unique suggestions for scholars and managers.

First, the analysis has produced a new and clear classification of drivers to green con-
sumption behavior. There are seven main categories of drivers: five connected to the 
individual aspects—socio-demographic, intrapersonal values related to the environment, 
intrapersonal values not related to the environment, behavioral factors and personal capa-
bilities—one category for products and producers’ related factors and one category for 
contextual factors. According to our analysis, the far most influent drivers, and on which 
the results are quite univocal, are those included in the “intrapersonal values related to 
environment” category (80% of the studies). However, since their effect on purchasing 
behaviors can be hindered by several factors (Stern 2000) such as those related to external 
context or products, scholars should better explore the moderating role of factors related 
to product features, such as perceived quality, or environmental claims. Moreover, a very 
limited number of studies included eco-labels as a driver to green consumption (Sarti et al. 
2018) and how their content might change products’ perception is still unexplored. Future 
research should, therefore, analyze how labels’ design affect attitudes toward product and, 
as a consequence, the intention to buy. Recently, the improved monitoring role from NGOs 
and institutional bodies has revealed many cases of misleading communication and green-
washing behaviors (Testa et al. 2018) that have, in turn, reduced the consumers’ trustwor-
thy toward green claims (Orazi and Chan 2018). For this reason, scholars should explore 
how green skepticism can moderate the effect of the environmental personal norm or of 
green claims on products’ packaging. Moreover, managers have to invest high attention on 
how to design effective environmental claims in order to overcome individual skepticism 
and also avoid to require an excessive cognitive load that can reduce the claims’ effective-
ness (Milosavljevic et al. 2012).
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Also, a new focus on packaging may provide new and interesting findings for under-
standing green consumption behavior. In the reviewed studies, packaging has been ana-
lyzed as a component of green purchasing behavior (i.e., the choice of recycled, recyclable 
or reduced packaging). However, it could be interesting to evaluate the relation, in the indi-
vidual perception, between green packaging and the green characteristics of its content and 
how the coherence or the discrepancy between these two elements can affect individual 
decisions. Moreover, marketing managers should avoid decoupling green actions between 
packaging and products in order to skip the potential accuses of greenwashing.

Finally, very recent publications on drivers to green consumption are highlighting a ris-
ing new research perspective: the circular economy paradigm. Elzinga et al. (2020) have 
conducted a study on the consumers’ drivers to prefer one of three typical Circular Econ-
omy Business Models (CBM)—take back, lease and pay-per-use, all aimed at prolonging 
product’s life and its durability. In other words, it is not about green products itself any-
more: products can be green or not as a consequence of the consumption model adopted 
by their users. Similar considerations are rising also in the fashion industry: McNeill et al. 
(2020) focused on the drivers to slow fashion, deepening the role of consumers in prolong-
ing garments life and Leger and Kang (2020) studied the sharing model applied to luxury 
clothes by Indians millennials. The sharing economy is also a promising research topic 
when related to the transport sector, i.e., bike and car sharing initiatives (Chen et al. 2020) 
as a new type of green consumption model.

4.2  Limitations

This study presents some limitations which also provide avenues for future research.
First, as a review of empirical studies, it reflects both their results and bias. Besides, 

the choice to limit the review to survey-based studies might have left apart more innova-
tive and explorative research. This limitation is particularly true for the circular economy 
literature since, it represents a rising field of study and thus, a significant number of stud-
ies have dealt with it with qualitative approaches aimed at exploring the topic. However, 
the incredible amount of papers published in the last four years on circular economy calls 
for systematization of the literature on one side and for more quantitative studies aimed at 
deepening and confirming the first explorative research outcomes. This review has high-
lighted several aspects of circular consumption that should be further investigated and a 
quantitative approach through surveys or experiments may help fill the research gaps.

Secondly, this review focused on the consumers point of view, whereas there is a wide 
market represented by the B-to-B reality. Recent research on green manufacturing points 
out the key role played by green supply chains (Mitra and Datta 2014) and the importance 
of the selection of green products for the production process like environmentally friendly 
cutting fluids in machining (Debnath et al. 2014). Deepening the drivers to green purchases 
by manufacturing companies for lowering the environmental impacts of their processes and 
products also represents a promising and rising research topic, especially in relation to the 
new circular economy paradigm (Gusmerotti et al. 2019).

Thirdly, this review has willingly excluded grey literature and journals with a low ABS 
rating: this selective approach was aimed at taking into consideration only peer-reviewed 
and high-quality studies in order to allow the achievement of more generalizable results. 
However, the exclusion had probably left out some interesting contributions to this topic.
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Even if the review was not limited in terms of geographical scope, it was evident that 
most of the studies have been conducted in Europe, China and the USA. It would be impor-
tant to expand the research also to other contexts. Furthermore, given the important role 
played by price, confronting wealthy and highly developed countries versus developing 
ones could shed light on different consumers’ approaches and thus inform different mana-
gerial and political choices for pushing for the purchase of green products.

Appendices

N. Marketing Journals with 2 or more ABS stars

1 Journal of Consumer Psychology
2 Journal of Consumer Research
3 Journal of Marketing
4 Journal of Marketing Research
5 Journal of the Academy of Marketing Science
6 Marketing Science
7 International Journal of Research in Marketing
8 Journal of Retailing
9 European Journal of Marketing
10 Industrial Marketing Management
11 International Marketing Review
12 Journal of Advertising
13 Journal of Advertising Research
14 Journal of Interactive Marketing (formerly JDM)
15 Journal of International Marketing
16 Journal of Public Policy and Marketing
17 Marketing Letters
18 Marketing Theory
19 Psychology and Marketing
20 Quantitative Marketing and Economics
21 Academy of Marketing Science Review
22 Advances in Consumer Research
23 Consumption, Markets and Culture
24 Electronics Markets
25 International Journal of Advertising
26 International Journal of Consumers Studies
27 International Journal of Market Research
28 International Journal of Retail and Distribution management
29 Journal of Brand Management
30 Journal of Business and Industrial Marketing
31 Journal of Business-to-Business Marketing
32 Journal of Consumer Affairs
33 Journal of Consumer Behavior
34 Journal of Macromarketing
35 Journal of Marketing Management
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N. Marketing Journals with 2 or more ABS stars

36 Journal of Marketing Theory and Practice
37 Journal of Personal Selling and Sales Management
38 Journal of Retailing and Consumer Services
39 Journal of Services Marketing
40 Journal of Strategic Marketing
41 Qualitative Market Research: An International Journal

N. Journals ≥ 30 papers (on Scopus and ISI web of knowledge)

1 British Food Journal (90)
2 Appetite (72)
3 Plos One (63)
4 Journal of Consumer Marketing (54)
5 Journal of Fashion Marketing And Management (41)
6 Asia Pacific Journal of Marketing And Logistics (35)
7 Food Quality and Preference (34)
8 Marketing Intelligence and Planning (31)
9 Science of the Total Environment (30)
10 Public Health Nutrition (98)
11 BMC Public Health (71)
12 Energy and Buildings (65)
13 International Journal of Hospitality Management (55)
14 International Journal of Contemporary Hospitality management (48)
15 Journal of Sustainable Tourism (39)
16 Amfiteatru Economic (31)
17 International Journal of Behavioral Nutrition and Physical Activity (30)
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