Factors affecting consumers’ green consumption – a systematic review of literature
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Abstract: Green consumption has drawn great academic attention in recent years both in developing countries as well as developed countries. However, the current literature on this crucial topic is fragmented and scattered in nature. Therefore, the aim of the systematic review is to identify factoring affecting consumers’ green consumption and providing strategic insights for marketers and policy makers to have a better understanding of consumers’ green consumption. The paper systematically analyses the English articles published from 2014 to 2024 within peer reviewed publications that involve factors affecting green consumption. This systematic review paper contributes to the literature by providing a comprehensive and latest understanding of the multitude of factors affecting consumers’ green consumption. The findings further extend the knowledge of green consumption and the drivers to it as well as providing managerial implications for marketers and policy makers to have a better understanding of consumers’ green consumption. 
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Introduction
Green consumption has drawn great attention in recent years both in developing countries and developed countries. The popularity of green consumption has also been documented in numerous publications (e.g., Haws et al., 2014; Ertz, Karakas and Sarigöllü, 2016; Beatson et al., 2020). The term ‘green consumption’ is not always clear and consistent in meaning (Peattie, 2010). It has various definitions and has even been interchanged with other terms (Kim et al., 2012), such as socially responsible consumption (Fisk, 1973; Antil, 1984), ecologically conscious consumption (Kaiser et al., 1999), environmentally responsible consumption (Gupta and Ogden, 2009), environmentally friendly consumption (Laroche et al., 2001; Kollmuss and Agyeman, 2002; Zou et al., 2021), proenvironmental consumption (Welsch and Kühling, 2009), and sustainable consumption (Fischer et al., 2021; Wojnarowska et al., 2021; Thøgersen, 1999; Prothero et al., 2011), adding complexity to its interpretation. Even the term green consumption itself is considered problematic as “green” indicates conservation of environmental resources while “consumption” implies certain destruction (Peattie, 2010). Although different terms were used, a common theme can be found: the desirable consumption goal to minimize environmental consequences (Kim et al., 2012). This aligns with the 12th United Nation Sustainable Development Goal (SDG) on responsible consumption and production (United Nations, 2024). The promotion of green consumption benefits not only sustainable industrial development but also the efficiency of resource utilization (Zhao et al., 2020). Green marketing can help firms to maintain competitive advantages (Peattie, 2001). Green consumption has also been at the top of multiple international public administration and government’s agendas (Nguyen et al., 2019).
Understanding green consumption requires grounding the analysis in relevant theories. The Theory of Planned Behavior (TPB) (Ajzen, 1991) posits that attitudes, subjective norms, and perceived behavioral control influence intentions and behaviors. TPB is widely used to explain various consumer behaviors (Montano and Kasprzyk, 2015), including green consumption (ElHaffar et al., 2020). However, when applied to green consumption, this theory has failed its expectations (ElHaffar et al., 2020). Despite consumers expressing positive attitudes and intentions towards pro-environmental actions, these intentions often do not translate into actual behavior (de Barcellos et al., 2011; Dzene and Eglīte, 2012; Echegaray and Hansstein, 2017). In addition to TPB, other theories, such as the Value-Belief-Norm Theory, the Social Cognitive Theory (SCT) have been used to examine the green gap (ElHaffar et al., 2020; Lin and Hsu, 2015). The Value-Belief-Norm (VBN) theory (Stern et al., 1999) suggests that values influence beliefs, which in turn shape norms and behaviors. This theory is particularly relevant for understanding how personal and societal values drive green consumption. Social Cognitive Theory (SCT) (Bandura, 1986) highlights the role of observational learning, social influences, and self-efficacy in behavior change, providing insights into how consumers adopt green behaviors by observing others and through social interactions.
There are diverse insights into the drivers of green consumption. In consumer research, according to Semprebon et al. (2018), some studies focus on individual characteristics, expertise and environmental concern as antecedents of consumers’ willingness to adopt green behaviour (Brough et al., 2016), while other studies examine how social norms operate in this process (Antonetti and Maklan, 2016). Studies regarding the influence of emotions (Brengman, Willems and Joye, 2012) and cognitive aspects (Melnyk et al., 2013) have also been carried out to explain consumer preference for green products compared to their counterparts. The consumer voice has influenced government policy and business practices resulting in financial support for businesses to actively measure their carbon footprint; however, few look beyond this. A recent Net Zero report on Environmental Sustainable Goals (ESGs) identified that whilst 62% of C50 companies had set science-based goals, only three companies had aligned to higher ambitions of achieving SBTi Corporate Net Zero standards (ESG Strategies, 2023). As the consumer voice becomes stronger and more knowledgeable there will be a greater need to align to higher ESGs beyond carbon footprint measurement. Therefore, understanding the consumer vice is critical.
Although a number of studies have been conducted on the factors affecting green purchasing behaviour or green consumption, methodological differences and geographical contexts make it challenging to get a clear understanding of this complex phenomenon (Testa et al., 2021). Previous studies of green consumption have identified seven main categories of drivers to green consumption behaviour: ‘five connected to the individual aspects—socio-demographic, intrapersonal values related to the environment, intrapersonal values not related to the environment, behavioural factors, personal capabilities, products and producers’ related factors and contextual factors’ (Testa et al., 2021, p.4870). Consumption behaviour, being complex, is influenced by a number of positively and negatively impacting factors (Stern, 2000). Some empirical studies focused on a general category of green products while others focused on a specific category, which lead to contrasting results (Testa et al., 2021). Most studies were conducted mainly in Asia (e.g. India, China), Europe and the US and focused only on one specific country while cross-country studies are scarce (Testa et al., 2021). Comparative studies between developing countries and developed countries can help to understand consumer preferences for green products across countries as demand and attitude for green products vary across different cultures (Peattie, 1995; Testa et al., 2021). 
While valuable reviews have been done in the past decade on drivers of environmentally sustainable consumer behaviour (e.g., Testa, et al., 2021; ElHaffar, et al., 2020), our systematic review will significantly expand and improve upon prior work in several key ways. Unlike prior reviews, this review will cover the most recent decade of research (2014-2024) whereas past reviews have typically covered less recent timeframes, such as 2000 to 2018 (Testa, et al., 2021) and 1990 and 2022 (Nangia, et al., 2024). Our findings will provide greater currency and relevancy regarding contemporary influences on green purchasing by synthesising the latest research. Furthermore, while past reviews have generally centred on a subset of variable types or behavioural models, our review takes a wider lens to qualitative and quantitative findings across psychological, social, economic and other categories of factors within the green consumerism literature as well as also reviews the studies across developed and developing nations which is lacking in the existing literature, offering a more inclusive and globally relevant understanding. Through coding the multitude of drivers identified and assessing patterns in their influence, we will develop an integrative conceptual map to advance a theoretical understanding of this multifaceted behavioural phenomenon. Our systematic review meaningfully addresses the limitations of previous examinations by implementing a state-of-the-art methodology and lens to provide novel, relevant insights to research and practice on furthering environmentally sustainable consumer choice. 
Based on the above discussion, this aim of this systematic review is to identify factoring affecting consumers’ green consumption and providing strategic insights for marketers and policy makers to have a better understanding of consumers’ green consumption. 
This systematic review paper contributes to the literature by providing a comprehensive and latest understanding of the multitude of factors affecting consumers’ green consumption. The findings further extend the knowledge of green consumption and the drivers to it as well as providing managerial implications for marketers and policy makers to have a better understanding of consumers’ green consumption. 
The results will make both theoretical and practical contributions. For researchers, this systematic analysis helps integrate disconnected empirical work to date and illuminates areas requiring further investigation. For policy and industry, understanding key motivations and barriers influencing consumers’ sustainable behaviour provides guidance for communication campaigns and product positioning.
Research methods
This systematic review will follow the PRISMA (Preferred Reporting Items of Systematic reviews and Meta-Analyses) guidelines to enhance methodological quality and transparency. Recent review-based studies are limited in terms of the database, the number of studies, the key words, the timespan of the review, the exclusion of peer reviewed journals with low impact factor or rating, or only focused on empirical articles (Sharma, Aswal and Paul,2023; Testa et al., 2021).
In order to achieve the above research aim, we analyse the literature on the factors affecting consumers’ green consumption, including all peer reviewed English journal articles (conceptual, empirical, review articles) published from 2014 to 2024.
We use key words such as green consumption, socially responsible consumption, ecologically conscious consumption, environmentally responsible consumption, environmentally friendly consumption, proenvironmental consumption, sustainable consumption, green purchase behaviour, green purchase decision, green purchase, green buying, sustainable consumption,  sustainable purchase, Sustainable consumer behaviour/ behavior as search criteria to conduct relevant literature searches from the databases like Emerald, Scopus, Web of science, SpringerLink, SAGE Journals Online, ScienceDirect, Taylor & Francis Journals, and Wiley Online Library.   
Paper selection is crucial for a systematic review and helps to focus on the most relevant studies, enhancing the efficacy of the analysis (Testa et al., 2021). The articles would be screened by titles and abstracts. Three researchers review independently titles, abstracts and full text of the assigned data bases and articles and decide if the articles should be included or not. 
To manage the wealth of data, an Excel spreadsheet is utilised by the research team to categorise all the relevant articles. For each paper, the following information is extracted: Author(s), Year, Research Country/region, Journal, Type of method, Major theories/models adopted, Major factors/drivers –dimension, subdimension, Variables, Type of sample, Sample size, Data sources, Findings (Max 100 Words), Limitations, Future research, Category of products if mentioned in their studies (e.g. organic food, clothes, shoes, vehicles, etc.). The study selection process will be documented using a PRISMA flow diagram. During the review, emergent themes will also be iteratively incorporated into coding. The paper will adopt a rigorous quality assessment process, which includes factors such as study design, data collection methods, ethical considerations, and the clarity of results. These criteria will be applied consistently across all included studies. Multiple reviewers independently will assess each study, and disagreements will be resolved through discussion or involving a third reviewer to ensure reliability. 
The review will synthesise qualitative and quantitative findings across psychological, social, economic, and other factors influencing green consumption. We will categorise findings into key drivers and barriers, illustrating their interconnectedness through an integrative conceptual map. This map will help in understanding how different factors influence green consumption behaviour.
Further development of the paper
Between the submission of the paper and the BAM conference in September, the authors will do wider reading, compare, contrast and synthesise the relevant literature. A final draft will be ready for presentation in due course. To further enhance the originality, the paper will explicitly address gaps and it will propose new avenues for future research based on our review findings, thereby contributing valuable insights and directions for subsequent studies in the field. Additionally, the paper will explicitly summarise key findings and elaborate their implications for future research, policy-making, and practical applications, providing clear guidance on how these results can inform and shape future work in the field. The paper will particularly highlight how SMEs can benefit from these insights to enhance their market positioning and operational strategies for eco-friendly and green products.
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