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A B S T R A C T

Sustainability requires that consumers and organisations consider how their activities impact on the natural
environment. The initial marketing discussion of ‘sustainability’ as we now define it was into green con-
sumer behaviour and within the literature in this area has continued to grow. This paper analyses 677
journal articles with a green consumer focus that have appeared in 34 leading marketing, psychology
and environmental journals between 1975 and 2014. The most influential articles, authors, and institu-
tions are identified using citation analysis. An examination of the trends in topics focused on in the research,
over eight five-year periods, identified behavioural intentions, demographics and marketing strategy as
the top three subjects in the domain. Overall, the results show that green consumer research is a mul-
tidisciplinary research domain that has been explored across a diverse range of issues and contexts, with
researchers dispersed globally, ensuring that sustainability continues to be an area of interest within the
consumer domain.

© 2017 Australian and New Zealand Marketing Academy. Published by Elsevier Ltd. All rights reserved.

C H I N E S E A B S T R A C T

可持续性要求消费者和组织机构考虑其活动对自然环境的影响。对于我们目前定义的‘可持续性’，最初营销讨

论强调绿色消费者行为，此方面的文献资料不断增长。本文分析了1975年至2014年间34种主要营销、心理学和环

境期刊刊载的与绿色消费者有关的677篇论文。采用引用分析方法确定最具影响力的论文、作者和组织机构。通

过分析在八个5年期内研究主题趋势确定行为意愿、人口统计学和营销策略为最主要的三个主题。总体而言，绿

色消费者研究是一种多学科研究，探讨过多种问题和情景，研究者遍及全球各国，可持续性继续作为消费者研究

的一个关注点。

© 2017 Australian and New Zealand Marketing Academy. Published by Elsevier Ltd. All rights reserved.

1. Introduction

It has been suggested that sustainability is critical for the sur-
vival of mankind and thus is a pressing issue of business and mar-
keting research (Chabowski et al., 2011; Lim, 2016). Reviews of
sustainability in marketing have identified that the issue has been
examined from a range of perspectives and that sustainable or green
consumer behaviour was one of the first areas examined within the
literature in the 1970s (McDonagh and Prothero, 2014), with sus-
tainable or green consumer issues still being extensively studied.
This research focuses on the idea that addressing environmental issues
is largely dependent on consumers integrating environmental issues
and concerns into decision making as consumer behaviour gener-
ates significant negative environmental impacts (Ivanova et al., 2015).
As such, understanding consumer behaviour in regard to sustainability

and pro-environmental behaviour is important for marketers and
policy makers and the environment (Peattie, 2001). Additionally a
multi-disciplinary perspective is required, to ensure all salient issues
and research are considered (Peters et al., 2013), especially given
that green consumer behaviour is by its very nature implicitly multi-
disciplinary, covering marketing, psychology and environmental issue.

A wide number of definitions of sustainable or green consumer
behaviour exist. For example, the Green Consumer Guide (Elkington
and Hailes, 1988) defined green consumerism in terms of consum-
ers’ propensity to consume products that are healthy for them and
others, minimise environmental harm over the product life-cycle
(design, production, transportation, usage and post-usage), are not
tested on animals, and do not adversely affect other countries.

As with any area, it is valuable to systematically overview the
green consumer research to identify the state of play and evolu-
tion of research domains (Wilkie and Moore, 2003). Given the
increasing importance of addressing environmental and sustainability
issues in marketing (Chabowski et al., 2011), it seems appropriate
to trace the multi-disciplinary development of the sustainable or
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green consumer behaviour research domain. The scope of green mar-
keting issues is also expanding, including within general business
contexts and supply chain areas which are also growing (Chabowski
et al., 2011; McDonagh and Prothero, 2014), but the role of con-
sumers in driving sustainability is still focal to addressing envi-
ronmental issues. As such, it is important to trace developments in
the discipline and to understand trends in the research field. This
can be done by seeking answers to questions such as who are the
leading members (authors and institutions) of scholarly commu-
nity in this research domain, how has research evolved over time,
and what are the central issues in the research domain (Porter et al.,
2002). This paper addressed these issues by assessing the contri-
butions (quality and impact) of journals, articles and authors to the
knowledge system of the research domain using citation analysis,
as well as the topics focused on within the area.

1.1. Sustainability and green consumer behaviour literature

Green consumer research as an academic domain of enquiry is
not new. It started in the 1970s when researchers (e.g., Murphy et al.,
1978) began to develop segmentation strategies and models of con-
sumer behaviour that leveraged consumers’ environmental concern.
A variety of terms have been used to define consumers integrat-
ing environmental issues into their thinking (Kilbourne and Beckman,
1998), ranging from green, ecological, ethical, responsible, pro-
environmental and sustainable consumers (within this work the term
green consumers is used, given early research focused this termi-
nology). According to a search of Google Scholar, since 1975, there
have been over 600 articles dealing with various aspects of green
consumer behaviour, which have been published in a wide variety
of marketing, psychology, and environmental journals, and this ex-
cludes the numerous works that have a broader green marketing
strategy or green business marketing focus.

There have been five reviews of the green marketing literature
(Chabowski et al., 2011; Chamorro et al., 2009; Kilbourne and
Beckman, 1998; Leonidou and Leonidou, 2011; McDonagh and
Prothero, 2014) and within these reviews authors have identified
green consumer behaviour as one area of study. While these studies
review the literature on environmental issues in marketing, the fact
that they have covered all types of issues means there has not been
a focus on green consumer research (as shown in Appendix A) and
this paper seeks to explore this domain within the marketing lit-
erature in more detail. Most of the previous literature reviews are
descriptive in nature and present an overview of conceptual de-
velopment on green consumer research field. This paper seeks to
use bibliometric methods to capture updated trends in the re-
search field that will provide perspectives on the volume of research
activity, augmenting and extending these previous reviews. This
is not to suggest that other literature has not undertaken reviews
of the aspects of work in the green consumer domain, as research-
ers have reviewed the characteristics of green consumers
(Diamantopoulos et al., 2003; Hughner et al., 2007; Kilbourne and
Beckman, 1998), behavioural facets of green consumers (Brennan
et al., 2003; Leire and Thidell, 2005; Leonidou and Leonidou, 2011;
Steg and Vlek, 2009; Verain et al., 2012), and alternative method-
ologies used within green consumers studies (Chamorro et al., 2009).
Many of the previous reviews have documented the volume of re-
search activity on green marketing, and they have been broader than
just focusing on green consumer research. As such, there remains
a scope of identifying research impacts of the journals, authors and
articles using their bibliometric information within this domain. Ad-
ditionally given the rapid increase in work within the environmental
area, it is important to update past studies to identify the trends
today, given the previous time frames of earlier studies.

Therefore, identifying patterns within the extant literature on green
consumer research, and assessing research impacts of journals,

authors, articles and institutions, will augment traditional/descriptive
literature reviews (Porter et al., 2002). This study does this by:
(1) identifying the journal articles related to green consumer behav-
iour in leading marketing, psychology and environmental journals;
(2) identifying the journal articles, authors and institutions that have
made the most significant contribution to the literature, based on
article numbers and citation analysis; and (3) investigating how re-
search sub-topics in the research domain have evolved over time.

1.2. Citation analysis

Citation analysis is a library science technique introduced in the
1920s (Levy, 1977), which is a valuable way to assess the research
impact of a work within a discipline (Bornmann and Daniel, 2008;
Cronin, 2001; Garfield, 1972). There are a number of alternative ways
to assess the impact of works and authors in a discipline (Zupic and
Čater, 2015). One approach that has been used relates to assessing
the citations of works, where it is argued that papers with higher
citations are more impactful and thus influence the development
of the domain (Arnold et al., 2003; Schaffer et al., 2006). Citation
analysis is the most common objective approach to ranking authors,
articles and journals, used in several business disciplines such as
marketing (Baumgartner and Pieters, 2003; Chan et al., 2012, 2017;
Jaffe, 1997; Jobber and Simpson, 1988; Leone et al., 2012; Leong,
1989; Schlegelmilch and Oberseder, 2010; Wang et al., 2015), eco-
nomics and finance (Chan et al., 2013; Chen and Huang, 2007; Frey
and Rost, 2010; Mabry and Sharplin, 1985; Pinkowitz, 2002), in-
formation technology (Deng and Lin, 2012; Willcocks et al., 2008),
and operations research (Davarzani et al., 2016; Petersen et al., 2011;
Vokurka, 1996). It is claimed that citations are free from biases as-
sociated with perceptual evaluations of impactful works (Jobber and
Simpson, 1988; Zupic and Čater, 2015), and thus citations are an
effective measure of the scientific impact among authors and jour-
nals. Nonetheless, it has sometimes been suggested that even this
method can be manipulated through behaviours such as self-
citation (Fowler and Aksnes, 2007).

1.2.1. Journals and articles
Citation analysis can be used in three different ways. The first is

to identify impact and productivity of journals in a research do-
main using citation counts of articles published in the journals (Chan
et al., 2012; Coombes and Nicholson, 2013; Leone et al., 2012;
Schlegelmilch and Oberseder, 2010). Citation analysis has also been
used to assess journal quality and to create rankings of marketing
journals (Guidry et al., 2004; Jobber and Simpson, 1988) and to assess
the influence of a journal within a discipline at various points in time.
For example, Leong (1989) and Cote et al. (1991) described the in-
fluence and contribution of the Journal of Consumer Research over two
time periods 1974–1988 and 1974–1989, whereas Sprott and Miyazaki
(2002) examined the citation of articles published in the Journal of
Public Policy and Marketing, yearly between 1982 and 2001.

Second, citation analysis has also been used to identify most cited
articles in a given journal, so as to understand whether that journal
has diverse influence across the literature. For example, Cote et al.
(1991) and Hubbard et al. (2005) assessed the most cited works in
the Journal of Marketing, Polonsky et al. (2013) assessed the most
cited works in the Australasian Marketing Journal, and Sprott and
Miyazaki (2002) assessed the most cited works in the Journal of Public
Policy and Marketing.

Third, citation analysis is also used to identify seminal articles
within a research domain. For example, Coombes and Nicholson
(2013) examined the characteristics of key references for business
models and marketing published between 1970 and 2011; Chan et al.
(2017) examined the most-impactful articles within the advertis-
ing domain published between 2000 and 2014; and Schlegelmilch
and Oberseder (2010) examined the most impactful articles within
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marketing ethics published between 1960 and 2008. This study
employs citation analysis to identify impactful journals and journal
articles within the green consumer behaviour research domain.

1.2.2. Authors and institutions
Citation analysis can also be used to identify the most influen-

tial authors and institutions contributing to a research domain. For
example, Backhaus et al. (2011) identified the most influential
authors in business marketing in leading marketing journals; Chan
et al. (2012) identified most influential authors in marketing re-
search literature between 2000 and 2009; Chan et al. (2017)
identified most influential authors in advertising literature between
2000 and 2014; and Leone et al. (2012) identified the most influ-
ential authors in pricing within leading marketing and business
journals between 1980 and 2010.

The most productive institutions can also be examined based on
the impact of research works produced by their faculty. For example,
Chan et al. (2012) identified the leading publishing institutions in
marketing research between 2000 and 2009; Fetscherin and Heinrich
(2015) identified the leading publishing institutions in consumer
brand relationships across marketing journals between 1998 and
2010; and Leone et al. (2012) identified the leading publishing in-
stitutions on pricing between 1980 and 2010. These studies also have
generally compared the geographic contribution of the authors and
institutions (e.g., Polonsky et al., 2013; Wang et al., 2015) to assess
the geographic diversity of expertise and research interest.

1.3. Topic coverage

The sub-themes of importance within a discipline change over time,
which might reflect the growing sophistication of a domain (Polonsky
et al., 2013; Wang et al., 2015; Wilkie and Moore, 2003) or a change
in the issues of research interest (Leone et al., 2012; Polonsky and
Ringer, 2009; Sprott and Miyazaki, 2002). Thus, topic coverage is im-
portant for understanding the evolution of a research domain, especially
in one such as green consumer behaviour which is continually evolv-
ing. The popularity of sub-themes in a research domain can be
identified using an analysis of keywords (Fahimnia et al., 2015; Huber
et al., 2014; Kim et al., 2016; Leone et al., 2012; Nel et al., 2011; Wu
et al., 2012). For example, Kevork and Vrechopoulos (2009) exam-
ined the evolution of customer relationship management from 2000
to 2006 across a set of journals, and Lamberton and Stephen (2016)
examined the evolution of research in digital and social media from
2000 to 2015 in marketing journals. Such analyses identify the di-
versity of themes addressed in a research domain, allowing for a
tracking of the evolution of themes as well as changes in themes’ pop-
ularity. For example, a citation analysis of pricing literature (Leone
et al., 2012) identified in a range of leading marketing and business
journals, between 1980 and 2010, examined the changes in 20 subject
areas. An evaluation of topic coverage might also consider the evo-
lution of topic within a specific journal. For example, Huber et al. (2014)
traced subject development within the Journal of Marketing Research
over 49 years between 1964 and 2012, and found 25 subject cat-
egories existed and their importance (or interest in these) changed
over time. Polonsky et al. (2013) traced the development of the Aus-
tralasian Journal of Marketing over its first 20 years and found that
the 25 subject categories received identifiable changes in attention
over time. The present study aims to identify topic coverage in green
consumer behaviour literature within journals, and how it has evolved
over eight five-year periods, to help identify what issues are increas-
ing in importance, or interest.

2. Methodology

To identify the impact of the journals, articles, authors and in-
stitutions in green consumer behaviour literature, this study uses

authorship and citations adjusted for the number of authors and
years since the work has been published. The weighting methods
remove bias associated with the older works that have had more
time to be cited and are, thus, incorrectly ranked higher (Holsapple
et al., 1994; Mabry and Sharplin, 1985). Much of the marketing lit-
erature on impact has used these or similar measures to assess
impact and contribution, such as absolute number of articles (e.g.,
Chan et al., 2017; Coombes and Nicholson, 2013; Leone et al., 2012),
weighted number of articles (e.g., Leone et al., 2012; Polonsky et al.,
2013), absolute citation counts (e.g., Cote et al., 1991; Leone et al.,
2012), and weighted citation counts (e.g., Leone et al., 2012).

2.1. Data

The first step involved identifying the target set of journals to
be searched. While it is recognised that citations can be attrib-
uted to books, book chapters and conference papers, it has been
suggested that citations to such materials within the marketing
domain have declined over time (Polonsky and Polonsky, 2007). In
addition, citation tools, such as SSCI, focus on journal articles, making
journals and citations to journals the important currency for as-
sessing academic impact.

For the marketing discipline 28 journals were selected that have
been identified as leading marketing journals with an emphasis on
consumer behaviour research. The journals included were classi-
fied as the top-ranked journals in previous marketing journal ranking
studies (Baumgartner and Pieters, 2003; Polonsky and Whitelaw,
2006; Theoharakis and Hirst, 2002). We acknowledge that there was
the potential to include other journals in this study, but focused on
journals that had a general marketing issues or consumer behaviour
focus. Thus, the authors’ subjective judgements may have intro-
duced bias in the journal selection which might be a limitation to
the study, although it is impossible to include all journals. The list
of 28 marketing journals was supplemented by four environmen-
tal journals – Energy Policy, Ecological Economics, Business Strategy
and the Environment, and Journal of Cleaner Production – as each of
these journals extensively examines green consumer research issues.
We also included the Journal of Environmental Psychology and Journal
of Personality and Social Psychology, given that they too exten-
sively examine green consumer research issues. Moreover, the
mission statements of these environmental and psychology jour-
nals indicate a focus on environmental consumption that justifies
inclusion of these journals in this study. Nonetheless, it is acknowl-
edged that other journals not included, such as the Journal of
Environmental Management (JEM) or the Journal of Consumer Policy
(JCP), might have a similar focus. This omission might have intro-
duced some potential bias into the study. Although a subsequent
review of JEM failed to identify any such appropriate articles, JCP
did have several works that could have potentially been included.

The second step involved identifying all articles dealing with
green consumer issues in the 34 targeted journals that were pub-
lished between 1975 and 2014. This was done by undertaking a
keyword search in each journal, using the terms “green consum-
er” (70% of the articles), “environmentally-conscious consumer”
(63% of the articles), “sustainable consumption” (48% of the ar-
ticles), and “green consumerism” (28% of the articles). The words
had to appear in the title, abstract or as keywords, to ensure that
the works focused on green consumer behaviour issues and mul-
tiple terms could be used in each article. This process identified 677
articles. The list of articles was then reviewed by one of the authors
and two independent researchers to ensure that all articles were
focused on green consumer behaviour. Editorials, commentaries, or
book reviews were excluded from the study. For each article, the
names of all authors, their institutional affiliation, article title, year
and the publication’s name were recorded. Table 1 lists the 34
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journals and the number of articles that appeared in each, as well
as the overall citations and average citations per year.

The third stage involved determining the citation number for each
article as of August–September 2015, based on Social Sciences Ci-
tation Index citations. Overall, the 677 works had received 50,895
citations and were authored by a total of 1335 authors.

2.2. Data and data weighting

The first stage of the analysis involved a simple tabulation of the
number of articles and their associated citations, which were then
aggregated (see Table 1). Given that citation rates of works are af-
fected by the age of an article (Canabal and White, 2008), we also
calculated the average citation rates per year, that is, the overall
number of citations divided by the years since the work was pub-
lished (Yan and Ding, 2010; Zhang et al., 2010), thereby removing
any disadvantage more recent works might have incurred.

To allow for an assessment of journals, authors and institu-
tions, it was also necessary to undertake a weighting process to
allocate authorship and citations to individual authors and insti-
tutions (Leone et al., 2012). If an article was co-authored by three
authors, the authorship and citation for each author is one-third of
the total. If one of the three authors has another single-author paper,
the total authorship contribution is 1.33. Similarly, if an article was
co-authored by five authors, the citations for each author would
be one-fifth of the article’s total citations. If an individual was
involved in multiple works, the relevant authorship or citations
would be aggregated for that author. Additionally adjusting cita-
tions per year also allows us to take into consideration time effects
(Holsapple et al., 1994). When assessing the institutional and journal

performance, we used the weighting processes, which have been
applied in previous citation analysis within marketing (e.g., Kumar,
2016; Chan et al., 2012; Leone et al., 2012; Polonsky et al., 2013).

2.3. Subject categorisation

Subject categories of works can be created using content analysis
of the abstracts (Kevork and Vrechopoulos, 2009; Nel et al., 2011;
Polonsky and Ringer, 2012), categories existing within the literature
(Polonsky et al., 2013) or other sources (Leone et al., 2012). In this
study, keywords in the titles and the abstracts of the 677 articles were
extracted, reviewed and categorised, based on subject categories from
within the dictionary of the American Marketing Association (see:
https://www.ama.org/resources/Pages/Dictionary.aspx). This cat-
egorisation was validated by eight academics and five marketers
working in the consumer behaviour domain. This resulted in 11 subject
categories being defined (see Appendix B for a definition of subject
categories). Following earlier studies on the subject/topic coverage
(Huber et al., 2014; Leone et al., 2012; Wang et al., 2015), we also
assessed changes in the categories over eight five-year periods.

3. Results

3.1. Journals

The first stage of the analysis assessed the overall impact of the
34 journals examined (see Table 1), based on the number of papers,
overall citations and average citations per year. This identifies that
the International Journal of Consumer Studies had the largest number
of green consumer articles, followed by the Journal of Environmental

Table 1
List of journals, article counts, overall citations and average citations per year.

Journal Overall number of articles Total citations Average citations per year

Count Rank Total Rank Average Rank

International Journal of Consumer Studies 123 1 4460 3 6.5 27
Journal of Environmental Psychology 74 2 5778 2 13.4 8
Energy Policy 49 3 3486 5 11.8 12
Journal of Consumer Marketing 42 4 6785 1 15.5 3
Journal of Business Ethics 38 5 2364 8 10.8 15
Advances in Consumer Research 35 6 1497 12 2.6 33
Journal of Business Research 31 7 3860 4 14.8 5
Psychology and Marketing 29 8 2141 9 7.9 24
Journal of Consumer Behaviour 28 9 1797 10 10.0 18
Journal of Cleaner Production 26 10 924 19 11.0 14
Journal of Marketing Management 23 11 1095 18 5.5 28
Business Strategy and the Environment 20 12 1255 13 8.4 19
Ecological Economics 19 13 1641 11 12.0 11
Journal of International Consumer Marketing 19 13 1149 15 5.0 =29
Journal of Advertising 17 15 1145 16 8.3 20
Journal of Consumer Affairs 15 16 2387 7 15.0 5
Journal of Public Policy and Marketing 12 17 2528 6 13.7 7
Journal of Macromarketing 9 18 776 20 8.1 =22
Journal of Marketing 8 19 743 21 10.2 17
European Journal of Marketing 7 20 1158 14 12.9 9
Journal of Consumer Research 7 20 578 22 11.2 13
Journal of Marketing Theory and Practice 6 22 452 23 5.0 =29
Journal of Strategic Marketing 6 22 97 30 2.8 32
Journal of Consumer Psychology 4 24 268 26 8.1 =22
International Journal of Research in Marketing 4 24 303 24 10.6 16
International Marketing Review 4 24 280 25 8.2 21
Journal of the Academy of Marketing Science 4 24 221 27 12.8 10
International Journal of Advertising 3 28 21 34 2.1 34
Journal of International Marketing 3 28 192 28 6.8 26
Journal of Personality and Social Psychology 3 28 1143 17 49.7 1
Journal of Services Marketing 3 28 155 29 7.5 25
Journal of Services Research 3 28 70 32 3.0 31
Journal of Retailing 2 33 51 33 14.0 6
Journal of Marketing Research 1 34 95 31 23.8 2
Total 677 50,895
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Psychology, Energy Policy and Journal of Consumer Marketing. These
four journals have published over 42.5% (i.e. 288 out of 677) of works
between 1975 and 2014, with 41.4% (i.e., 280 out of 677) of the ar-
ticles appearing in the last 15 years. Chamorro et al. (2009) also
identified that Journal of Consumer Marketing published most number
of articles (i.e. 7 out of total 30 articles) in green consumer re-
search in their study of 22 journals between 1993 and 2003. The
rankings of journals, however, change when assessed by overall ci-
tations: Journal of Consumer Marketing (1), Journal of Environmental
Psychology (2) and International Journal of Consumer Studies (3). Based
on average citations per year, the rankings again change: Journal of
Personality and Social Psychology (1), the Journal of Marketing
Research (2) and the Journal of Consumer Marketing (3). A compar-
ison of rankings across the three evaluations, using the Wilcoxon
signed rank test, identifies that there are significant differences
(authorship–citations, z = −5.09, p < .000; authorship–average cita-
tions, z = −1.8, p = .073; citations–average citations, z = −5.09, p < .000)
and thus the most ‘impactful journal’ in the green consumer
behaviour area varies depending on the criteria used.

Table 2 assesses the number of articles in each journal within
eight five-year periods. As might be expected, generally the number
of works increases over time. Only two journals published articles
on green consumer behaviour in the first period and there was an
increase from 1990 to 1994 (37 journals), which continued in each
subsequent period. The numbers of articles across journals in-
creased considerably in the periods 2005–2009 (150 articles) and
2010–2014 (373 articles).

3.2. Articles

The average number of citations per article was 74.5 (124.4 std)
and the average yearly citation per article was 9.9 (12.2 std). There

were 24 articles (or 3.5% of the sample) with no citations, and ap-
proximately 50% of the articles had 35 citations or fewer. When
assessing average citations per year, more than 43% had 5 citations
or fewer. This is similar to the finding of Leone et al. (2012) and Cote
et al. (1991), who found there was a significant drop-off in the number
of papers with a large number of citations/citations per year.

Table 3 lists the 25 most highly-cited articles, based on their ci-
tations per year. Over one third (i.e., 9 out of 25) were published
between 2010 and 2014, indicating that some of the more re-
cently published articles have been highly impactful. The top three
most-cited articles appeared in psychology journals, with the next
five in marketing journals. These eight articles account for 11.7% of
all green consumer works’ citation. Interestingly, the most cited green
consumer behaviour research papers did not appear in what might
normally be considered the top marketing journals (i.e., JM, JCR,
JMR), which differs from the results of earlier multi-disciplinary
studies on leading works (e.g., Leone et al., 2012; Schlegelmilch and
Oberseder, 2010; Jaffe, 1997).

3.3. Authors

There were 1335 different authors across the 677 green con-
sumer articles. Only 51 authors or 3.8% of all authors were
practitioners, which is lower than the results in other research fields,
where there were 15% practitioner authors in product innovation
work (Biemans et al., 2007) and 14% practitioner authors in indus-
trial marketing work (Ford et al., 2001). Sprott and Miyazaki (2002)
suggest that increased participation from the practitioners ben-
efits a research field for its actual and perceived relevance, and
application of published research. Thus, more practitioners within
the green consumer behaviour areas should be encouraged, even
though studies have found their contribution in academic literature

Table 2
Journal’s rank ordered by number of articles.

Rank Journal 1975–1979 1980–1984 1985–1989 1990–1994 1995–1999 2000–2004 2005–2009 2010–2014

1 International Journal of Consumer Studies 6 41 76
2 Journal of Environmental Psychology 1 7 15 51
3 Energy Policy 6 9 34
4 Journal of Consumer Marketing 2 5 7 9 19
5 Journal of Business Ethics 2 1 11 24
6 Advances in Consumer Research 2 13 8 1 5 6
7 Journal of Business Research 3 3 2 3 20
8 Psychology and Marketing 2 4 3 3 17
9 Journal of Consumer Behaviour 1 11 16

10 Journal of Cleaner Production 6 20
11 Journal of Marketing Management 1 4 2 2 4 10
12 Business Strategy and the Environment 1 4 6 9
13= Ecological Economics 1 10 8
13= Journal of International Consumer Marketing 5 6 5 3
15 Journal of Advertising 1 3 13
16 Journal of Consumer Affairs 1 1 1 6 1 2 3
17 Journal of Public Policy and Marketing 6 1 3 2
18 Journal of Macromarketing 2 1 1 1 4
19 Journal of Marketing 1 2 1 4
20= European Journal of Marketing 1 1 1 4
20= Journal of Consumer Research 1 1 5
22= Journal of Marketing Theory and Practice 3 1 2
22= Journal of Strategic Marketing 1 5
24 Journal of Consumer Psychology 2 2
25= International Journal of Research in Marketing 1 1 2
25= International Marketing Review 1 2 1
25= Journal of the Academy of Marketing Science 2 2
28= International Journal of Advertising 1 2
28= Journal of International Marketing 1 1 1
28= Journal of Personality and Social Psychology 1 1 1
28= Journal of Services Marketing 1 2
28= Journal of Services Research 1 2
33 Journal of Retailing 2
34 Journal of Marketing Research 1
Total (677) 2 10 3 37 48 54 150 373
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to be declining (Cortina et al., 2017; Polonsky and Ringer, 2012;
Sprott and Miyazaki, 2002). It was also identified that 25 (3.7%) out
of 677 articles were published through industry–academic author-
ship collaborations.

It is valuable to identify the most significant contributors to a
research domain to identify the geographic diversity. The top 25
authors are listed in Table 4, based on: the weighted number of ar-
ticles, the weighted citations, and the weighted citations per year.
There is a large degree of congruency across measures in regard to
who are the leading authors, with three of the top four ranked au-
thors being the same, although in differing order – Thøgersen,

Roberts and Steg. These three authors have also authored the most
papers, 9.3, 5 and 3.6, respectively, which might explain their higher
citations. Twenty-four of the 49 most influential authors (in total
across the three indices) also have featured among the authors of
25 most highly-cited articles. A correlation analysis across the full
set of authors identified that papers, total citation and weighed ci-
tations are highly correlated – papers/total citations (r = 0.615,
p < .01); papers/weighted citations (r = 0.665, p < .01); total citations/
weighted citations (r = 0.815, p < .01).

In regard to authorship, 129 (19.1%) of the 677 articles were
single-authored works, 261 (38.6%) of the articles had two

Table 3
The 25 most highly-cited articles based on citations per year.

Rank Citations/Year Name of article Names of authors Journal Year Citations

1 111.00 Encouraging pro-environmental behaviour:
An integrative review and research agenda

L Steg, C Vlek Journal of Environmental
Psychology

2009 666

2 105.25 Twenty years after Hines, Hungerford, and Tomera:
A new meta-analysis of psycho-social determinants of
pro-environmental behaviour

S Bamberg, G Möser Journal of Environmental
Psychology

2007 842

3 93.40 Going green to be seen: Status, reputation, and
conspicuous conservation

V Griskevicius,
JM Tybur, M Joshua,
V d B Bram

Journal of Personality and
Social Psychology

2010 467

4 78.93 Targeting consumers who are willing to pay more for
environmentally-friendly products

M Laroche, J Bergeron,
G Barbaro-Forleo

Journal of Consumer Marketing 2001 1105

5 70.70 The effects of corporate social responsibility and price on
consumer responses

LA Mohr, DJ Webb Journal of Consumer Affairs 2005 707

6 70.00 Do consumers care about ethics? Willingness to pay for
Fair-Trade coffee

P De Pelsmacker,
L Driesen, G Rayp

Journal of Consumer Affairs 2005 700

7 66.63 Who are organic food consumers? A compilation and
review of why people purchase organic food

RS Hughner,
P McDonagh,
A Prothero, CJ Shultz II,
J Stanton

Journal of Consumer Behaviour 2007 533

8 63.86 The myth of the ethical consumer – Do ethics matter in
purchase behaviour?

M Carrigan, A Attalla Journal of Consumer Marketing 2001 894

9 54.40 Making energy visible: A qualitative field study of how
householders interact with feedback from smart energy
monitors

T Hargreaves, M Nye,
J Burgess

Energy Policy 2010 272

10 52.25 Can socio-demographics still play a role in profiling green
consumers? A review of the evidence and an empirical
investigation

A Diamantopoulos,
BB Schlegelmilch,
RR Sinkovics, GM Bohlen

Journal of Business Research 2003 627

11 50.00 Environmental segmentation alternatives: A look at green
consumer behaviour in the new millennium

RD Straughan,
JA Roberts

Journal of Consumer Marketing 1999 800

12 49.20 Green identity, green living? The role of
pro-environmental self-identity in determining
consistency across diverse pro-environmental behaviours

L Whitmarsh, S O’Neill Journal of Environmental
Psychology

2010 246

13 48.71 Pro-environmental products: Marketing influence on
consumer purchase decision

J Pickett-Baker, R Ozaki Journal of Consumer Marketing 2008 341

14 45.85 Motivated decision making: Effects of activation and
self-centrality of values on choices and behaviour

B Verplanken,
RW Holland

Journal of Personality and
Social Psychology

2002 596

15 44.37 Green consumers in the 1990s: Profile and implications
for advertising

JA Roberts Journal of Business Research 1996 843

16 43.00 Barriers to widespread adoption of electric vehicles:
An analysis of consumer attitudes and perceptions

O Egbue, S Long Energy Policy 2012 129

17 42.00 Implicit connections with nature PW Schultz, C Shriver,
JJ Tabanico, AM Khazian

Journal of Environmental
Psychology

2004 462

18 41.80 Why ethical consumers don’t walk their talk: Towards a
framework for understanding the gap between the ethical
purchase intentions and actual buying behaviour of
ethically-minded consumers

MJ Carrington, BA Neville,
GJ Whitwell

Journal of Business Ethics 2010 209

19 40.88 The effect of tailored information, goal setting, and tailored
feedback on household energy use, energy-related
behaviours, and behavioural antecedents

W Abrahamse, L Steg,
C Vlek, T Rothengatter

Journal of Environmental
Psychology

2007 327

20 40.25 What will consumers pay for social product features? P Auger, P Burke,
TM Devinney, JJ Louviere

Journal of Business Ethics 2003 483

21 38.50 Do Fair Trade and eco-labels in coffee wake up the
consumer conscience?

ML Loureiro, J Lotade Ecological Economics 2005 385

22 38.20 The environmental attitudes inventory: A valid and
reliable measure to assess the structure of environmental
attitudes

TL Milfont, J Duckitt Journal of Environmental
Psychology

2010 191

23 34.67 Access-based consumption: The case of car sharing F Bardhi, GM Eckhardt Journal of Consumer Research 2012 104
24= 34.00 An integrated framework for encouraging

pro-environmental behaviour: The role of values,
situational factors and goals

L Steg, JW Bolderdijk,
K Keizer, G Perlaviciute

Journal of Environmental
Psychology

2014 34

24= 34.00 Consumer scapegoat-ism and limits to green consumerism L Akenji Journal of Cleaner Production 2014 34
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co-authors, 186 (27.5%) of the articles had three co-authors and 101
(14.9%) of the articles had 4 or more co-authors. An analysis of au-
thorship suggested that single authors worked declined pre-2000
(in the first 25 years) from 28% to 16.9% between 2005 and 2014.
Interestingly, only 114 (8.5%) out of 1335 authors produced single
authors works, with 17 (34.7%) of the 49 leading authors (men-
tioned in Table 4) publishing at least one single author article,
although only two of the most highly-cited 25 articles were
single author works. This suggests there has been an increase in
collaborative research within the domain, which is important in
terms of sharing ideas, understanding varying perspectives origi-
nating from different specialisations, identifying interesting and
relevant research problems, conducting and validating field surveys,
and deriving substantial conclusions (DeBerry-Spence et al., 2013;
Katz and Martin, 1997; Pitt, 2008).

3.4. Institutional affiliations

While examining individual authors is important, it is also im-
portant to identify whether there is institutional strength (Polonsky
and Ringer, 2012) within the green consumer area. Overall,
there were the authors based at 538 academic institutions, 9
non-academic institutions, 45 government/not-for-profit institu-
tions and 25 different for-profit organisations. Table 5 lists the top
25 institutional affiliations of authors. As with authorship and ci-
tations, institutional affiliation was also adjusted based on the
number of authors.

The results indicate that the University of Groningen and Aarhus
University contributed the highest weighted number of articles, with
Baylor University and University of Groningen having the highest
number of citations, and the University of Groningen and Aarhus
University having the highest number of citations per year. Ar-
ticles published by authors affiliated with the University of Groningen
and Baylor University also appeared in most highly-cited 25 ar-
ticles. Authors from other institutions in Table 5 such as University
of Giessen, University of Birmingham and Concordia University have
featured in the 25 most highly-cited articles.

Table 6 reports on the regional contribution of works and iden-
tifies that, in fact, the largest proportion of works are from European-
based authors and about two-thirds (i.e., 16) of the top 25 institutions
by authorship originate from outside North America. In other domains
it has been found that there is a greater concentration of North Amer-
ican academics, such as in marketing research (Chan et al., 2012),
brand relationships (Fetscherin and Heinrich, 2015) and pricing (Leone
et al., 2012), although the socially-oriented marketing research field
was found to have a more geographically-diverse authorship dis-
tribution (Polonsky and Mittelstaedt, 2006). Interestingly, in our study
15% of the 592 institutes were in Australasia, one of the smallest
regions demographically. Overall, the results seem to suggest there
is a broad global interest in green consumer issues. The results also
show that collaboration among institutes across different coun-
tries has occurred within 131 articles or 19.4% of all articles. The
inter-institutional and inter-region collaborations potentially in-
crease research impact of articles and improve research breadth (Katz
and Martin, 1997; Pitt, 2008), although 14 of the 25 most highly-
cited articles were authored by individuals within one institution
and 10 others involve collaborations within the same region.

3.5. Subjects

Table 7 lists the eleven subject categories covered in each of the
eight five-year periods. Article keywords extracted from the arti-
cles were categorised into eleven subject categories (see Appendix B)
chosen from the dictionary of the American Marketing Association
(AMA) (see: https://www.ama.org/resources/Pages/Dictionary.aspx),
based on authors’ and seven experts’ evaluations.

Most articles were classified into more than one subject cate-
gory and thus the total number of subjects across areas is greater
than the number of articles. As can be seen in Table 7, the behavioural
intentions category is the largest subject domain, representing 60.09%
of all articles, followed by demographics at 43.89% and marketing
strategy at 28.4%. Comparing subject categories across five-year time
periods suggests that behavioural intentions have been studied since
the initiation of the green consumer domain, while other subject

Table 4
The 25 most influential authors.

Top 25 authors – weighted

Total articles by article contribution Total citations by article contribution Total citations by citation per year

Rank Author Weighted no. of articles Rank Author Weighted citation Rank Author Adjusted citations per year

1 Thøgersen J 9.1 1 Roberts JA 1673.0 1 Steg L 127.7
2 Chan RYK 5.0 2 Thøgersen J 914.5 2 Thøgersen J 100.2
3 Steg L 3.6 3 Chan RYK 831.5 3 Roberts JA 92.0
4 Lee K 3.0 4 Steg L 745.9 4 Bamberg S 67.1
4 Mostafa MM 3.0 5 Carrigan M 618.7 5 Vlek C 65.7
4 Roberts JA 3.0 6 Schlegelmilch BB 552.3 6 Moser G 61.0
7 Cherrier H 2.8 7 Bohlen GM 494.6 7 Chan RYK 57.7
7 De Pelsmacker P 2.8 8 Mohr LA 490.8 8 Carrigan M 55.8
7 Carrigan M 2.8 9 Moser G 471.0 9 Ozaki R 50.8

10 Chatzidakis A 2.5 10 Laroche M 451.3 10 Mohr LA 49.1
11 Autio M 2.1 11 Bamberg S 450.0 11 Schlegelmilch BB 48.9
11 Schlegelmilch BB 2.1 12 Attalla A 447.0 12 Webb DJ 44.9
13 Caruana R 2.0 13 Ellen PS 439.0 13 Cherrier H 44.5
13 Fraj E 2.0 14 Webb DJ 420.5 14 De Pelsmacker P 44.4
13 Martinez E 2.0 15 Vlek C 414.8 15 Mostafa MM 43.8
13 Ozaki R 2.0 16 De Pelsmacker P 407.9 16 Griskevicius V 40.7
13 Ramirez E 2.0 17 Straughan RD 400.0 17 Jansson J 39.3
13 Tam KP 2.0 18 Osterhus TL 396.0 18 Akenji L 34.0
19 Moisander J 1.8 19 Verplanken B 383.7 19 Attalla A 31.9
19 Peattie K 1.8 20 Barbaro-Forleo G 368.3 20 Verbeke W 31.3
19 Peloza J 1.8 20 Bergeron J 368.3 21 Bram V d B 31.1
19 Smith KT 1.8 22 Antil JH 363.0 21 Tybur JM 31.1
19 Krystallis A 1.8 23 Mostafa MM 356.0 23 Devinney TM 30.8
19 Kilbourne WE 1.8 24 Ozaki R 342.0 24 Lee K 30.6
19 Prothero A 1.8 25 McCarty JA 331.3 25 Bohlen GM 30.5

25 Shrum LJ 331.3
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categories, such as ethics, advertising effectiveness and societal mar-
keting, appeared from 1990 onwards. The five-year trends suggest
that from the 1990s onwards researchers have focused more on
behavioural intentions, demographics and marketing strategies com-
pared to other subject categories. Advertising effectiveness, emotions,
ethics and values have also gained substantial attention from the
researchers in the green consumer research domain, though rela-
tively less than the three aforementioned. The trends also show there
is a small and consistent focus on subject categories such as public
policy and societal marketing.

Table 5
The 25 most influential institutions.

Top 25 institutions – weighted

Total articles by author contribution Total citations by author contribution Total citations per year by author contribution

Rank Institution Weighted no.
of articles

Rank Institution Weighted
citations

Rank Institution Weighted
citations
per year

1 Aarhus University 16.6 1 Baylor University 2073.0 1 University of Groningen 222.4
2 University of Groningen 8.9 2 University of Groningen 1507.0 2 Aarhus University 148.4
3 Hong Kong Polytechnic University 7.3 3 University of Birmingham 1314.1 3 Baylor University 110.7
4 Wageningen University 7.1 4 Concordia University 1282.3 4 University of Birmingham 104.9
5 University of Texas 6.2 5 Aarhus University 1266.6 5 University of Giessen 93.6
6 University of Manchester 5.9 6 Georgia State University 1133.6 6 Concordia University 90.3
6 Cardiff University 5.9 7 Hong Kong Polytechnic University 1051.0 7 University of Melbourne 82.3
8 Washington State University 5.4 8 University of Giessen 842.0 8 Georgia State University 73.1
9 University of Antwerp 5.3 9 University of Delaware 640.0 9 Imperial College London 72.3

10 University of Melbourne 5.1 10 Cardiff University 623.0 10 Hong Kong Polytechnic University 68.9
11 University of St. Gallen 4.8 11 University of Antwerp 614.3 11 University of Antwerp 62.2
12 Helsinki School of Economics 4.6 12 Ghent University 608.8 12 Ghent University 60.2
13 University of Birmingham 4.5 13 Kingston University 580.0 13 Cardiff University 56.4
13 University of Umeå 4.5 14 University of Melbourne 560.2 14 University of Umeå 51.8
15 Loughborough University 4.4 15 Loughborough University 542.5 15 Helsinki School of Economics 51.3
15 University of Helsinki 4.4 16 University of Wales 486.7 16 University of Zaragoza 50.1
17 University of Zaragoza 4.3 17 University of Zaragoza 477.0 17 WU Vienna 49.0
17 Florida State University 4.3 18 California State University 462.0 18 University of East Anglia 47.1
19 Concordia University 4.0 19 University of Tromsø 458.0 19 Ohio State University 46.3
20 University of Pretoria 3.6 20 Helsinki School of Economics 432.0 20 Kingston University 44.7
21 Baylor University 3.5 21 Imperial College London 425.8 21 University of Manchester 42.1
21 Georgia State University 3.5 22 University of West Georgia 420.5 22 University of Minnesota 40.5
21 Virginia Tech 3.5 23 University of Cincinnati 404.0 22 University of West Georgia 40.5
24 University of Nebraska-Lincoln 3.4 24 Memphis State University 391.0 24 University of Delaware 40.4
25 Imperial College London 3.3 25 Gulf University for Science

and Technology
356.0 25 Gulf University for Science

and Technology
39.0

25 Lund University 3.3
25 University of Delaware 3.3
25 University of Nottingham 3.3
25 Deakin University 3.3

Table 6
Global dispersion of authorship.

Continent Total articles
by article
contribution

Total citations
by article
contribution

Total citations
by citations
per year

Africa/Middle East 18.4 (2.8%) 604.0 (1.2%) 82.2 (1.5%)
Asia-Pacific 111.4 (16.7%) 6281.9 (12.5%) 825.5 (15.0%)
Europe 322.9 (48.4%) 23206.8 (46.2%) 2832.0 (51.4%)
North America 209.8 (31.5%) 20120.3 (40.0%) 1766.1 (32.0%)
South America 4.0 (0.6%) 39.6 (0.1%) 8.9 (0.2%)
Total 667 (100%) 50252 (100%) 5514.7 (100%)

Table 7
The 11 subject categories in green consumer behaviour research.*

Rank Subject
categories

Articles Percentage
of all articles

1975–1979 1980–1984 1985–1989 1990–1994 1995–1999 2000–2004 2005–2009 2010–2014

1 Behavioural intentions 408 60.1 2 12 1 23 37 40 78 215
2 Demographics 298 43.9 2 10 15 12 45 214
3 Marketing strategy 193 28.4 1 7 9 12 36 128
4 Emotions 106 15.6 6 11 13 17 59
5 Advertising effectiveness 95 14.0 4 8 14 20 49
6 Ethics 82 12.1 2 3 8 22 47
7 Values 80 11.8 4 7 8 16 45
8 Consumerism 56 8.3 3 8 9 14 22
9 Style 54 8.0 1 1 2 9 12 29

10 Public policy 22 3.2 1 2 2 5 2 10
11 Societal marketing 19 2.8 2 2 3 3 9

* Articles can have multiple subjects and percentages sum to greater than 100%.
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When comparing these results with previous studies, it appears
there were similar trends in earlier green marketing reviews. For
example, behavioural intentions was identified as a major area by
Chabowski et al. (2011), Leire and Thidell (2005), Kilbourne and
Beckman (1998), Leonidou and Leonidou (2011), McDonagh and
Prothero (2014), Steg and Vlek (2009) and Verain et al. (2012). De-
mographics was identified as a substantive subject category by
Diamantopoulos et al. (2003), Kilbourne and Beckman (1998) and
Verain et al. (2012). Whereas advertising effectiveness identified as
a subject category (i.e. similar to ‘Consumers’ responses to green
ads’) by Chamorro et al. (2009), policy-related discussions were sug-
gested as being important in reviews by Leire and Thidell (2005),
McDonagh and Prothero (2014), Steg and Vlek (2009) and Hughner
et al. (2007). As such, Table 7 supports previous research as well as
suggests there has been a changing emphasis of specific subject cat-
egories over time.

4. Implications and conclusions

Overall, this study aimed to trace the development of litera-
ture on green consumer behaviour within the broader sustainability
domain in regard to journals, articles, authors, institutions, and issues
examined. A systematic trend analysis and citation-based assess-
ment of all 677 articles published between 1975 and 2014 on 11
subject categories in 34 journals from varied disciplines identified
the breadth of authors (1,335) and affiliations (592 institutions),
located in diverse parts of the world. This suggests that there is a
broad interest in green consumer domain with a high degree of col-
laborative research and increased participation of non-American and
non-European academics. Interestingly, many of the highly-cited ar-
ticles have been published recently, with an increasing number of
works on green consumer behaviour appearing in the literature, as
well as a shifting emphasis in some of these works. As such, it does
appear that the domain is still evolving and significant innova-
tions are still occurring.

There are three explicit conclusions of this study that contrib-
ute to our understanding of the green consumer research domain.
First, the results related to highly-cited articles and subject areas
suggest the diverse interests within the domain, and that it con-
tinues to evolve over time, expanding beyond early research focusing
on defining green segments of consumers and now seeks to better
understand how sustainability issues are being enacted on by con-
sumers, as well as how marketers and policy makers can assist
consumers in behaving more responsibly. While the findings may
identify opportunities for research in the future, it is unclear as to
whether this research fully embeds sustainability within con-
sumer behaviour, for example, issues related to the ownership of
goods as compared to the acquisition of want satisfaction (i.e. sharing
or renting). Thus, it will be important that future researchers
identify gaps in conceptual frameworks and theories, as well as
geographical dimensions, that could be explored in the future;
researchers may need to also broaden how sustainability inte-
grated into consumer behaviour research as well.

Second, the institution rankings may be beneficial for academ-
ics and research students seeking to identify institutions that would
be supportive of work in green marketing areas, thus allowing in-
stitutions to increase their competency within that domain. In terms
of authorship and institutional location, the research suggests that
there is indeed global interest in green consumer behaviour. Inter-
estingly, even though there are large numbers of authors and in-
stitutions in North America, the largest area of interest is apparent
in Europe. Moreover, a close examination of the tables related to
articles, authors and institutions also reveals the considerable impact
of even smaller regions such as Australasia. Thus, the results clearly
suggest that the green consumer behaviour research domain is ge-
ographically diverse in regard to institutional affiliations and

authorships. This geographic broadening is especially important, as
different regions may have different philosophical perspectives to
sustainability and therefore to green consumer research as well.

Third, the subject categories identified in the study reveal general
interest of the research community in the domain, and diversity of
the subject categories shows the substantial development and con-
siderable level of maturity of the domain. One possibly concerning
issue is then when one looks at the papers there still seems to be
an emphasis on how consumers respond to different sustainability
programmes within aspects of marketing or whether specific per-
sonality factors influence narrowly defined behaviours. There has
been less emphasis on reshaping consumer behaviour and the role
of sustainability within consumption, thus echoing the challenges
of integrating sustainability within marketing more widely (Lim,
2016). While these results are useful for researchers to find out about
the prevailing subject categories in the green consumer research
domain and to trace their development over various time-periods,
there may still be a need to reframe the research to look at deeper
sustainability issues rather than target marketing activities on in-
dividual consumer characteristics.

5. Limitations and future research

The study has several limitations. First, categorisations of jour-
nals, articles, authors, affiliations and subjects are always open to
debate, but we have sought to follow systematic processes that are
grounded in prior literature. Other journals, however, might have been
included. For example, Journal of Consumer Policy (JCP) that has pub-
lished at least 20 articles on green consumer behaviour (as suggested
by Google Scholar) was not included. Unfortunately, given the sheer
volume of research in the domain and the growing number of pub-
lications, including all possibly journals and works was not possible.

The second limitation is the possibility that some green consum-
er papers in the journals examined were inadvertently overlooked.
We believe that using multiple key terms ensures that all relevant
works were identified, although with the expansion of the disci-
pline some may use different terminology to frame their sustainable
consumer research. Third, while we believe the citation data are robust,
self-citations cannot be ruled out, which could inflate the impact of
some papers (Svensson, 2010). However, given our focus on report-
ing the leading authors, works and institutions, we suggest that self-
citation would be less likely to affect overall numbers for authors, works
and institutions as compared to those which had fewer citations.

Future research could go beyond simple counts and examining
relationships between authors and ideas, using methods such as co-
citation analysis. Additional analysis of trends might also enable the
identification of future research gaps to be explored. Research might
also seek to go deeper to see whether the works are applying theory
from other contexts, or developing new theory that has been applied
outside the green consumer behaviour domain. Thus, as was iden-
tified earlier reframing consumption itself may be an issue of critical
importance for sustainability that needs to be considered. We did
not review the methodologies used within the green consumer re-
search and this could be explored in the future especially as new
tools such as neural marketing and methods (e.g., netnography) could
be used to better understand consumer decision making and process
when it comes to environmental issues, or big-data might allow for
a better assessment of behavioural outcomes, rather than consum-
er intentions. Tools such as meta-analysis might also be used to seek
to draw conclusions on the empirical impact of specific relation-
ships across the domain, rather than focusing on individual studies.
Finally, of course other aspects of green marketing could be ex-
plored. For example, research examining organisational greening
activities would also be worth exploring, although it might require
a wider set of journals to be included (i.e., more management focused).
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Appendix A. Overview of literature reviews on sustainability in marketing

Authors Specific domains Search
strategy
keywords

Years
covered

Journals
covered
(number)

Number of
articles

Methodology
used in the
review

Substantive findings

Kilbourne and
Beckman
(1998)

Review and
categorisation of
the environmentally
related research

Not
specified

1971–1997 12 102 Subjective
evaluation
of content

Research themes: characterisation of green
consumer, conceptualisation of
environmental consciousness,
environmental behaviours, energy
conservation, legislation and public policy
issues, environmental values and
institutions

Brennan et al.
(2003)

Issues affecting
consumer interest
in the UK in organic
food

Not
specified

Not duration-
specific

Not journal-
specific

Not article-
specific

Subjective
evaluation
of content

Consumers’ choice for organic food
determined by five principles –
information accuracy, access/availability to
products, product safety, choice from a
range of products, representation for
consumer voice

Diamantopoulos
et al. (2003)

Socio-demographics
to profile green
consumers

Not
specified

1969–2000 Not journal-
specific

53 Subjective
evaluation
of content

Assessed role of age, gender, marital status,
number of children, education, social class
in green decision making

Leire and
Thidell
(2005)

Factors related to
product-related
environmental
information
affecting Nordic
consumers’
purchases

Multiple
search terms*

1995–2003 Not journal-
specific

54 Subjective
evaluation
of content

Influencing factors: consumer awareness
of specific programmes, consumer
awareness about underlying
environmental issues, association between
environmentally-relevant issues and
product choices, consumer acceptance of
product-related information formats and
sources, consumer behaviour

Hughner et al.
(2007)

Factors affecting
purchasing of
organic food

Not
specified

1985–2005 Not journal-
specific

33 Subjective
evaluation
of content

Purchase motives: health and nutritional
concern, superior taste, concern for the
environment, food safety, lack of
confidence in the conventional food
industry, concerned with animal welfare,
support local economy, more wholesome,
nostalgia, fashionable curiosity;
Deterrents: price premiums, lack of
organic availability, poor merchandising
scepticism of certifications, insufficient
marketing, current food source
satisfaction, sensory defects

Chamorro et al.
(2009)

Characteristics of
articles on green
marketing

Multiple
search terms†

1993–2003 22 112 Frequency
analysis

Identification of top journals publishing
green marketing works: ACR; JCR; JCM,
JMM. Dominant topics are: green con-
sumer, recycling behaviour, green commu-
nication, macromarketing, concepts and
strategies; Leading authors are: Thogersen,
Kangun, Grove, Polonsky, Banerjee

Steg and Vlek
(2009)

Factors promoting
pro-environmental
consumer behaviour

Not
specified

Not duration-
specific

Not journal-
specific

Not article-
specific

Subjective
evaluation of
content

Four-stage framework for promoting
pro-environmental consumer behaviour –
identify behaviour to be changed,
identifying factors for behaviour change,
design and apply interventions, evaluate
effects of intervention

Chabowski
et al. (2011)

Changing intellectual
structure of
sustainability
research
1950s–1980s,
1990s and 2000s

Multiple
search terms‡

1958–2008 36 1320 Co-citation
analysis using
multi-
dimensional
scaling

Sustainability research areas across the
three time periods have topics related to:
citizenship behaviour, stakeholder theory,
corporate performance, triple bottom line

Leonidou and
Leonidou
(2011)

Characteristics of
authors, articles,
methodologies and
thematic areas in
environmental
marketing

Multiple
search terms§

1969–2008 119 530 Content analysis Multi-authored, cross-cultural, and
inter-disciplinary collaborative efforts.
Increasing manuscript length and
references over time. More sophisticated
designs and larger samples, focusing on
causal structures. Expanding scope of
research, broader geographic coverage,
industries, and products. Great diversity
and in-depth coverage of the topics.

Verain et al.
(2012)

Classification of
variables used in
sustainability
literature to segment
food consumers

Multiple
search terms¶

1995–2010 Not journal-
specific

16 Frequency
analysis

Three types of variables: personality
characteristics, food-related lifestyle and
behaviour

(continued on next page)
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Appendix A. (continued)

Authors Specific domains Search
strategy
keywords

Years
covered

Journals
covered
(number)

Number of
articles

Methodology
used in the
review

Substantive findings

McDonagh and
Prothero
(2014)

Review and
categorisation of
sustainability
marketing research

Not
specified

1998–2013 12 181 Subjective
evaluation of
content

Five streams of sustainability marketing
were identified: 1. Individual consumer
concerns, behaviour and practices, 2.
Environmental laws, regulations and
policies, 3. Organisational sustainability
strategies and sustainability markets, 4.
Institutional, societal and systems
perspectives, and 5. What is sustainability
marketing and how can we achieve it?

* Consumer, consumption, purchase, environment, declaration, labelling, product, knowledge and understanding.
† Green marketing, ecological marketing, environmental marketing, sustainable marketing, green product, green communication, green consumer, ecological consumer.
‡ Climate change, Carbon, People, planet, and profit, Conservation, Social, environmental, and economic, EPA, Base of the pyramid, Triple bottom line, Bottom of the pyramid,

Fair trade, Corporate social responsibility, Organic, CSR, Cradle, Corporate social performance, Citizen, CSP, Protectionism, Stakeholder theory, Ethics, Green, Human rights,
NGO, Pollution, Emissions.

§ Environmentalism, environmental marketing, management, green marketing/management, sustainable marketing/management, natural environment, sustainability,
environmental responsibility.

¶ Food, consumer, green, sustainable, ethical behaviour, fair trade, environment, organic, animal welfare, animal friendly, ethic, ecological, social responsibility, corporate
social, consumer segment, segmentation, cluster analysis.

Appendix B. Subject categories and their definitions from the AMA Dictionary

Subject categories AMA definition

Behavioural intentions A cognitive plan to perform a behaviour or action, created through a choice/decision process that focuses on beliefs about the
consequences of the action.

Demographics The study of total size, sex, territorial distribution, age, composition, and other characteristics of human populations; the analysis of
changes in the make-up of a population.

Marketing strategy A statement (implicit or explicit) of how a brand or product line will achieve its objectives. The strategy provides decisions and direction
regarding variables such as the segmentation of the market, identification of the target market, positioning, marketing mix elements, and
expenditures. A marketing strategy is usually an integral part of a business strategy that provides broad direction to all functions.

Emotions A cognitive process involving positive or negative valences, feelings, or emotions.
Advertising effectiveness An evaluation of the extent to which a specific advertisement or advertising campaign meets the objectives specified by the client. There

is a wide variety of approaches to evaluation, including enquiry tests, recall tests, and market tests.
Ethics This relates to moral action, conduct, motive, and character. It also means professionally right or befitting, conforming to professional

standards of conduct.
Values The power of any good to command other goods in peaceful and voluntary exchange.
Consumerism The widening range of activities of government, business, and independent organisations that are designed to protect individuals from

practices that infringe upon their rights as consumers.
Style A distinctive mode of presentation or performance in any art, product, or activity.
Public policy A course of action pursued by the government, pertaining to people as a whole, on which laws rest.
Societal marketing The obligation of marketing organisations to do no harm to the social environment and, wherever possible, to use their skills and

resources to enhance that environment.
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