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ABSTRACT

Green Purchase Behaviour (GPB) has gained momentum after consumers realize that their
purchasing behaviour affects the environment and their health directly and indirectly. Several
researchers employing it in different study domains to empirically test consumer buying
behaviour and the factors influencing it. The majority of studies analyzing it has no clear
classification of green products. The focus mainly paid to the general green products and not to
specific product categories like organic food, green apparel, energy-efficient household
appliances, green electric vehicles, green cosmetics or organic personal care, green furniture,
etc. Since in contrast to general green products, factors influencing the purchase of separate
product categories differ. Therefore, the paper aims to perform a complete holistic review of the
fragmented and divergent studies on specific product categories. The review presents the
different factors that marketers and future researchers should consider while planning the
marketing strategies for each product category. The author distinguishes different drivers and
barriers influencing consumers’ decision-making to buy. The integration of topics contributes to
the development of this research field by providing a multifaceted view for the follow-up
researchers.
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INTRODUCTION

The rise in environmental degradation and unsustainable consumption pattern has posed a
big threat to human health, the environment, and climate. It impacts the gross domestic product
(GDP) of the countries relying on natural resources and still ignoring the importance of
sustainability (Jiang & Zheng, 2017). To tackle this, the businesses, consumers, and government
have initiated finding ways and implementing strategies that not only generate revenue but
protect the environment and human wellness (Haron et al., 2005). The businesses focusing on the
triple bottom line of sustainable development i.e. profit, people, planet (Economic, Social, and
Environment) are undertaking efforts to develop green product benefits providing high market
share (Summary-Global Lifestyle of Health and Sustainability-2008). The consumers also have
started showing concern and responsibility for the environment (Huang & Rust, 2011). This has
led to a new environmental movement i.e green movement resulting in the green products
introduction. The words Green Product, green purchase, green marketing are the most buzzing
terms nowadays. Though there is no accepted definition of green product, many researchers
define and describe it based on the author's focus, time period, subject area of study, and
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dimension used. For instance (Mishra & Sharma,2010) Define it on the basis of its properties
involving natural ingredients, grown originally, recyclable, reusable, chemical-free, pollution
less, and not tested on animals. (Janssen & Jager, 2002) describes it as “products that are less
harmful to the environment and social well-being and having a superiority over traditional
products”. Whereas General Service administration 2016 (Agency Financial Report, 2016)
describes it on its usage type. Some other defines it on basis of 3R- Reuse, Reduce and Recycle.
Various terms also used interchangeably for green products include “environmentally friendly
product ”, “recyclable product”, “sustainable product”, “organic product” etc.

Instead of having increasing consciousness and positive attitude, the consumers' green
product demand is yet inadequate leading to attitude- behaviour gap (Durif et al., 2012; Jain &
Kaur, 2006; Johnstone & Tan, 2015; Lai & Cheng, 2016; Mostafa, 2007). Moreover, according
to the Market Research Report 2021, the green product market share is limited to just 7 to 8
percent of the world market. The factors impacting this gap have been figured out in a vast
number of studies (Durif et al., 2012; Jacobs et al., 2018; Moser, 2015; Samarasinghe, 2015;
Shim et al., 2018). Most of the existing research follows a recurring theme for exploring these
factors of green purchase behavior moving from values (Dembkowski & Hanmer & Lloyd, 1994;
Lee, 2011; Varshneya et al., 2017) to attitude (Cheung & To, 2019; Jacobs et al., 2018; Janelle &
Bbus, 2016) to intention (Costa et al., 2021; Kaadoor, 2000; Kahraman & Kazangoglu, 2019;
Shukla, 2019). Generally, the evaluation of green purchase behavior is done first on basis of the
purchase intentions of consumers i.e. willingness to buy and then this intention turns to green
purchase decision making. (Joshi & Rahman, 2015) in his review paper consisting of empirical
studies published between 2000-2014 has presented a table of factors influencing green purchase
behaviour . He divided them on basis of individual (emotions, habits, perceived behavioural
control, trust, values, personal norm, knowledge) and situational factors (availability, product
attributes, subjective norm, brand, eco labelling). Later on (Zhuang et al., 2021) also perform a
meta-analysis for determining the factors affecting consumers' green purchase intention and
categorizing them into 3 groups namely individual, social and cognitive factors. Other have
explored them through internal (value, attitude, motivation, norms etc.) and external factors
(social influence, price, product features, word of mouth, certification etc.).

However, while investigating these factors the focus of the authors is limited to general
green products and not segregating them in specific product categories. The majority of research
work on GPB has been studied in a broader way. Various papers show a contradiction related to
a particular factor affecting green purchase behavior (Bray et al., 2011; Gupta & Singh, 2018; He
et al., 2016). This discrepancy may arises due to the existence of different product categories of
green products. The review identifies the same determinant of GPB gave away contradictory
results with regard to different category of green product. For instance, (Nguyen et al., 2019)
finds a positive impact of subjective norms on organic clothing purchase intention whereas (X.
Huang & Ge, 2019)shows no impact of subjective norm on the electric vehicle purchase
intention. Moreover, it is observed that demand for a certain type of product category of a green
product is more than the other, and consumers' willingness to pay vary accordingly for each
specific product category (Barbarossa & Pastore, 2015; Nguyen et al., 2018; Yee & Hassan,
2016). This is also termed as green product paradox(Longoni et al., 2014). The behaviour in one
product category context does not necessarily convert into the other comparable one. Therefore,
it is required to comprehend factors affecting the purchase behaviour of consumers towards
green products in terms of specific product categories. The various product category includes
food and beverages, apparel, vehicle, appliances, personal care, furniture, etc. Among these
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product categories, the research on organic food occurred first as increasing health consciousness
for organic, biodegradable food among consumers and green living culture has inspired
significant research on consumer food purchase behaviour (Ali et al., 2021; Bai et al., 2019;
Dholakia & Shukul, 2012; Hughner et al., 2007; Rana & Paul, 2017). Along with food, the
apparel industry is becoming popular as increasing income, changing lifestyle, entry of
international branded clothes, environmental attitude, promotion by companies, and desire for
the socially acceptable image has motivated consumers to purchase green apparel (organic
clothing) (Khare, 2015; Piamphongsant & Mandhachitara, 2008) Research on Electric vehicle is
also prominent nowadays as rising consumer concern about reducing the pollution and protecting
the environment facilitates responsible purchase behavior (Cui et al., 2021; Krishnan & Koshy,
2021; Xu et al., 2020). On the other hand, studying the organic personal care industry is
particularly important as consumers are now more concerned about what they put on than what
they put in their body(G. Joshi & Nulkar, 2016; Kahraman & Kazangoglu, 2019; Premi et al.,
2019).

The limitations of the previous research motivate the author to fill the attitude-behaviour
gap and reveal the reasons for this inconsistency.Moreover,the determinants of green purchase
behavior that were less explored in past are being identified for each category of green products
.Hence, on the basis of the review of literature, the current paper made the following
contributions. First,it presents a comprehensive holistic review of the fragmented and divergent
studies on specific product categories. Second, it examines the factors influencing the consumer's
green purchase behavior according to product specifications. The paper is divided into 4 parts-:
Section 1 consists of an Introduction. Section 2 defines the methodology used in this research.
The analysis and findings are presented in Section 3 and the last section involves discussion,
limitations, and future research.

RESEARCH METHODOLOGY

This review begins by defining the selection process that includes the keywords search,
Inclusion-exclusion criterion and the filtration of articles on the basis of their relevance to the
study. In this way, the chances of selection of high-quality and relevant articles increases.

The first step involves searching for relevant keywords.The advanced keyword string used
for that includes "TITLE-ABS-KEY (™'green products"™ OR "organic personal
care™ OR ""green cosmetic™ OR ""organic clothing™ OR ""green apparel™ OR ""energy
efficient  appliances™ OR ""green  appliances™ OR ""organic = food"™ OR "“electric
vehicle™ OR "environment-friendly vehicle™ ) AND TITLE-ABS-KEY ( ""purchase
behaviour™ OR ""consumption behaviour™ OR "“purchase intention™ OR ""adoption
behaviour™) .The author has tried to include all ideal keywords to minimize the risk of error and
to achieve the research objective.

The second step encompasses inclusion-exclusion criteria. It defines what will and will not
be included in your review (Morgan & Lilienfeld, 2000). These are the characteristics that must
have to be present in prospective subject to be qualified for selection in the study. This study
chooses the paper published between 2011 to 2020 using Scopus as the major database. Only
final articles published in a peer-reviewed journal are included as they provide new knowledge
disseminated by researchers. The books, conference proceedings, trade journals, dissertations,
etc are therefore excluded. The study is restricted to articles published in the English language
only. The three subject areas i.e. environmental science, social science, business, management,
and accounting shown in figure 1 selected for the review contain the maximum number of papers
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along with representing the 3 pillars of sustainability(profit, people, and planet). The inclusion-
exclusion is presented in Table 1 & Figure 1.
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FIGURE 1
SUBJECT AREA TREE MAP
Table 1
INCLUSION EXCLUSION CRITERIA OF PAPERS
Characteristics Inclusion Criteria Exclusion Criteria
. . i All papers published before
Time period 2011-2020 January 2011.

Language English All languages other than English

Database Scopus All others excluding Scopus

Type of document Article Review, book chapter, and

Conference paper.

Stage of publication Published paper Paper in press

Conference proceeding, book
and trade journal

Source of study Journal

3 i.e. Environmental science, Social
Subject area science, and Business, management Remaining 24 subject areas
and accounting

The third step includes filtering papers according to the focus of the paper. The filtration is
done based on the title of the papers, keywords, paper abstract, and conclusion containing and
discussing factors influencing green purchase intention or behaviour. Secondly, it takes into
account the papers explaining the determinants of general green products and specific product
categories. The articles are manually selected by the author at this stage for the final review.
Finally, a duplication check is done to eliminate the multiple occurrences of paper. After
considering all the delimitations, a total of 498 papers are further taken for analysis. The flow
chart defining and describing the selection process is exhibited in Figure 2.
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FIGURE 2
RESEARCH METHODOLOGY CHART

Descriptive Analysis
a) Distribution across the Time Period

While looking at the distribution of the number of papers across time period, there has
been a significant increase in green studies. Figure 3 presents the selected 497 papers published
from 2011 to 2021. The main theme analyzed in these papers is purchase intention or behaviour
of general and specific green products. Previous literature review employing meta-analysis given
by (Zhuang et al., 2021) centered around factors affecting green intention includes only 54
studies. Moreover, (Wijekoon & Sabri, 2021) in their review on general green purchase
behaviour considers only 108 papers. The current review has a broader scope and therefore
includes the maximum number of papers related to green purchase intention and behaviour. The
growth in papers has been substantial from 2017 onwards. The year 2019 saw the maximum
number of papers i.e. 94.From the last 4 years (2018-2021), this topic is gaining the attention of
researchers and academicians indicating that the topic is interesting and relevant for research.
Moreover, the count is still on though 2021 has not ended yet signifying that the COVID-19
pandemic and excessive climate change encourage consumers to purchase the green product. It
signals the marketers and policymakers to produce and implement green strategies in order to
persuade and retain the customers in the coming years.

5 1528-2678-26-1-121

Citation Information: Luthra, C, & Deshwal, P. (2022). Determinants of green purchase behavior-a literature review on specific
product categories. Academy of Marketing Studies Journal, 26(1), 1-16.



Academy of Marketing Studies Journal Volume 26, Issue 1, 2022

100

90

80

70

60

>0 W No. of papers
40

30

20

> a1 11

-l o B B B B S EEN

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

FIGURE 2
PUBLICATION TREND OF PAPERS

b) Top 21 highest cited papers and their title, author, and country.

Table 1 depicts the information of 21 most productive papers based on their citation. It
contains the author, title, citation number, and the country’s information. The paper by
(Egbue & Long, 2012) ranks first explaining the barriers to electric vehicle adoption. Most of
the papers in this list belong to Electric vehicle product category symbolizing the potential
growth of this sector and marketers need to investigate the determinants of Electric vehicle
adoption behaviour. Based on this analysis of the top 21 papers, United States tops the list of
being the most productive countries providing maximum number of papers in the green
purchase behaviour research. It is followed by the United Kingdom, India, Germany, and so
on.

TABLE 2
TOP 21 MOST CITED PAPERS
No. Title Author Cl')tjd Country
“Barriers to widespread adoption of electric vehicles: An Egbue O., Long United
1 . . - 737
analysis of consumer attitudes and perceptions S. States
“Advances in consumer electric vehicle adoption research: A Rezvani Z., .
2 . - ' Jansson J., Bodin 469 Sweden
review and research agenda J
Graham-Rowe
E., Gardner B.,
“Mainstream consumers driving plug-in battery-electric and Abraham C., .
: . . : o : . United
3 plug-in hybrid electric cars: A qualitative analysis of Skippon S., 342 Ki
e : ingdom
responses and evaluations Dittmar H.,
Hutchins R.,
Stannard J.
“Determinants of residential electricity consumption: Using Kavousian A., United
4 smart meter data to examine the effect of climate, building Rajagopal R., 319 States
characteristics, appliance stock, and occupants' behavior” Fischer M.
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“Consumer purchase intention for organic personal care KimH.Y., United
5 » Chung J.-E. 309
products States
Gleim M.R.,
“Against the Green: A Multi-method Examination of the Smith J.S., United
6 Barriers to Green Consumption” Andrews D., 305 States
Cronin J.J.
Carley S.,
7 “Intent to purchase a plug-in electric vehicle: A survey of Krause R.M., 290 United
early impressions in large US cites” Lane B.W,, States
Graham J.D.
“Determinants of Consumers' Green Purchase Behavior in a
8 Developing Nation: Applying and Extending the Theory of Yadav R., Pathak 282 India
Lo G.S.
Planned Behavior
9 Consumer behav1or-and purchase intention fgr organic food: Rana J., Paul J, 279 India
A review and research agenda
Pl6tz P.,
10 ‘Who will buy electric yehlcles. I(%’entlfylng early adopters Schne_lder U, 242 Germany
in Germany Globisch J.,
Diitschke E.
11 Thlnklng_ green, buying green? Drlver.s of pro Moser A K. 230 ,
Environmental purchasing behavior Germany
12 Consumer behavior and purcjlase intention for organic Paul J., Rana J. 292 United
food States
Helveston J.P.,
P - . . . . . Liu Y., Feit .
Will subsidies drive electric vehicle adoption? Measuring United
13 . - E.M., Fuchs E., 219
consumer preferences in the U.S. and China States
Klampfl E.,
Michalek J.J.
» . L . Wu X., Freese .
14 Electric vehicles energ};icl:lcl)ntsiuﬁptlon measurement and D., Cabrera A., 201 g?a:;[:g
estimatio Kitch W.A,
“Consumer preferences for electric vehicles: a literature Liao F., Molin Netherla
15 o 192
review E., van Wee B. nds
“Responses to battery electric vehicles: UK consumer . .
16 attitudes and attributions of symbolic meaning following Skippon S, 187 L_Jnlted
. . . . I, Garwood M. Kingdom
direct experience to reduce psychological distance
“Total cost of ownership and market share for hybrid and Palmer K., Tate United
17 . . . . J.E., Wadud Z., 175 -
electric vehicles in the UK, US and Japan Kingdom
Nellthorp J.
Chekima B.C.,
“Examining green consumerism motivational drivers: Does Syed Khalid
. : : Wafa S AW, .
18 premium price and demographics matter to green lgau O.A 163 Malaysia
1 ‘7’9 . "y
purchasing? Chekima S..
Sondoh S.L., Jr.
“Green purchasing behaviour: A conceptual framework and | Jaiswal D., Kant .
19 L L . » 162 India
empirical investigation of Indian consumers R.
“Total cost of ownership of electric vehicles compared to Wu G,,
20 conventional vehicles: A probabilistic analysis and projection | Inderbitzin A, 147 Switzerla
across market segments” Bening C. nd
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“Decisional factors driving organic food consumption: Teng C.-C., 141
21 Generation of consumer purchase intentions” Wang Y.-M. Taiwan

c) Distribution of papers across product category.

The above-selected papers analyzed the purchase behavior of appliances, food, clothing,
organic personal care, and vehicles. These papers have a clear typology and specification of
green products. Figure 4 presents the distribution of papers according to product category. The
studies on an electric vehicle are ample (211) followed by organic food (108) while energy-
efficient appliances (21), green apparel (18), and organic personal care/green cosmetics (12)
draw less attention from researchers. It is important to study the purchase behaviour of these
product categories to determine the predictors motivating the consumers to buy energy-saving
appliances, green apparel, and organic personal care products.

No. of papers

| |
Electric vehicle/Environment

friendly vehicle | |

Organic food

Green apparel/organic
clothing No. of papers

Energy efficient Appliances

Organic personal care/green
cosmetics

0 50 100 150 200 250

FIGURE 3
DISTRIBUTION OF PAPERS ACROSS PRODUCT CATEGORY

Content Analysis
Determinants of product categories

Organic food: The demand for organic food has increased over time across the globe as when,
where, and what people eat are changing. Organic food is considered beneficial to both
environment and human beings as it increases soil fertility, contains no pesticides and chemicals,
no preservatives, and is prepared using ecological methods(Vermeir & Verbeke, 2006;
Yazdanpanah & Forouzani, 2015). With the growing organic food consumption, it become
necessary to study different motivators to organic food buying(Pham et al., 2019; Ryan &
Casidy, 2018). The review by (Hughner et al., 2007) presents the various drivers and barriers to
organic food consumption. To analyze the motivation for organic food buying,(Scalco et al.,
2017) also performed a meta-analysis. The main motives identified are health consciousness,
ecological motives, and food safety concern (Azizan & Suki, 2014; Teng & Lu, 2016). Other
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motives that consumers look at while buying organic food. includes taste, nutritional value
(Tandon et al., 2021; Wojciechowska-Solis & Soroka, 2017) . The major literature on organic
food uses the Theory of Planned Behaviour as a theoretical framework for predicting purchase
intention. It pointed that 3 main constructs attitude, subjective norm, and perceived behavioral
control lead to organic food buying willingness. (Chowdhury et al., 2021; Jeyakumar Nathan et
al., 2021). The author has also found organic label, word of mouth, and certification as the
significant information factors determining organic food purchase behavior (Igbal et al., 2021,
Yuan & Xiao, 2021). Besides, high price is insignificant to the customers who look for a product
providing both health and food value. In contrast to it, some studies figure out that higher price,
limited availability, skepticism act as a barrier to purchase (Katt & Meixner, 2020).

Electric Vehicle

With the rise in industrialization and development, the environment is getting deteriorated
day by day resulting in climate change and excessive pollution. People are becoming conscious
about their activities impact on the environment and therefore taking their purchase decision
considerably keeping in mind its awful impact. One of the initiatives to avoid environmental
degradation is to replace traditional vehicles causing excessive pollution with environmentally
friendly vehicles or electric vehicles (Global EV Outlook 2017, 2017). Consumers analyze
various factor before buying a vehicle as it being a durable good requires significant thinking
The important factors determining electric vehicle adoption includes green attributes of vehicles,
vehicle price, perceived benefits, Environment performance, Pollution identity, mass media
opinion, expert suggestions (Knez et al.,, 2021; Lin & Wu, 2018). The internal factors
environmental concern, openness to experience and external factors include marketing,
distribution, subsidy and after-sales positively leads to purchase intention of the electric vehicle.
On the other hand, factors like charging inconvenience, high expenses, less distance drive reduce
the intention to purchase an electric vehicle. Manufacturers should consider these factors
carefully while taking their products to consumers. The countries that provide maximum
research on electric vehicle purchase behaviour include Brazil, America, Germany, China and
Japan. The developing countries also promote the use of electric vehicles for the sustainable
growth of the automobile industry.

Green apparel

The apparel industry is getting significant attention nowadays as issues regarding excessive
use of chemicals, over usage of water to make fabric and transportation of textiles manufactured
not domestically makes consumers concerned about the environment(Dickenbrok & Martinez,
2018; N. Kumar & Mohan, 2021; Sahni et al., 2016). As a result, green apparel industry has
attracted consumer’s interest. The various terms used in literature for green apparel include
organic clothing, sustainable clothing, and ethical clothing. To address the sustainability issues,
the researchers examined the various determinants that lead to green apparel purchase (Bong Ko
& Jin, 2017; Mair et al., 2016). As clothing symbolizes the personality, social status, and
lifestyle of a person, the consumers perform considerable decision-making before buying it. In
clothing, quality matters the most. Quality in clothing usually refers to durability i.e consumers
perceive green apparel as long-lasting. The higher the product longevity, the higher the purchase
intention (Aakko & Niiniméki, 2021). Fashion consciousness, brand, Price sensitivity, Beliefs,
Social media, Peer influence, Self-expressiveness, customer engagement, social influence,
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environmental concern, knowledge are important factors impacting purchase intention.(Khare et
al., 2019) highlights that organic clothes that are available conveniently promote green apparel
purchase behaviour whereas limited availability act as an obstacle to the purchase of organic
clothing (Khare et al., 2019; Kumar & Yadav, 2021). Moreover, the income of the target
customers’ needs to be evaluated by marketers before offering organic clothes to them.
Environmental guilt and Corporate social responsibility (CSR) reputation of a company are
newly reported significant factors positively influencing buying intention of consumers
(Neumann et al. 2020).

Appliances

The three goals of Sustainable energy include less use of nonrenewable resources, high
energy generation and efficient consumption (Lund, 2007). High consumption of energy
especially household consumption has been identified as a major threat to the environment.
Household energy holds a big share in contributing to pollution and CO2 emissions globally.
Therefore, the production and consumption of environmentally friendly appliances are highly
required. Energy-efficient products include appliances, equipment, light bulbs, etc. In order to
fulfill the increasing demand for energy along with energy conservation, the government and
marketers coming up with energy-efficient household electric appliances. The current review
detailed the determinants that motivate or impede the purchase of energy-efficient appliances.
The eco-labels knowledge and trust for energy-efficient appliances are the most important
predictor of energy-efficient purchase intention (Wang et al., 2019; Waris & Ahmed, 2020). It is
followed by attitude, functional values, environmental concern, and perceived consumer
effectiveness. (Fatoki, 2020)pointed out the significance of perceived benefits and informational
publicity for increasing consumers’ interest in the energy-efficient product purchase. Some
factors negatively influence consumer purchase intention involves skepticism towards label
claims, perceived product risk, price sensitivity, and perceived personal inconvenience. While
selecting energy-efficient appliances, socio-demographic factors like age, number of family
members, type of house, and end-use behaviour are taken into consideration by consumers
(Baldini et al., 2018).

Organic Personal Care

There is an increasing go green consciousness and consumption of personal care products
over time. People are concerned about their external appearance along with the external physical
environment (Hsu et al., 2017). The increasing awareness about the risk of artificial chemicals
like triphenyl phosphate and petroleum in cosmetics and the popularity of having a green living
in people have fostered the desire for organic personal care products (PCP) globally (Zollo et al.,
2021). The latest report (“Global Organic Personal Care Market, Forecast To 2028,”.) mentions
that the retailers in response to the growing demand for organic personal care products have
either corrected their existing products positioning as organic in the minds of customers or
specifically creating new product line to target this market. Organic PCP contains skincare,
haircare, oral care, color cosmetics, deodorants and female hygiene products. However, after the
outbreak of COVID-19 pandemic, the want for healthy, safe and clean products have been rising
among consumers globally. The important influencing factors of purchase attitude and intention
in organic personal care product category includes consumers values( health consciousness,
appearance consciousness, environmental consciousness) (Ghazali et al. 2017). The most
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important product attribute while buying organic food and cosmetics is its organic and natural
ingredients that are related to human health directly. (Yeon Kim & Chung, 2011) highlights that
people who are conscious about their body and skin and wish to have a young, beautiful
appearance with minimum chemical substances prefer organic personal care products. Most of
the studies explain it through internal factors like Product knowledge, perceived behavioral
control, information adoption, perceived safety, attitude, past experience, hedonic and safety
values green lifestyle, self-identity, environmental concern (Chin et al., 2018; Yeon Kim &
Chung, 2011) and social factors like social media, peer influence, family, friend, colleague
influence, sale representative, experts, electronic word-of-mouth, celebrity endorsement (Jaini et
al., 2019). While others explain it through external factors like availability, organic label, brand,
convenience & quality, price, brand (Al Mamun et al., 2020; Zollo et al., 2021). For personal
care products heath consciousness, environment consciousness, safety concern are main
determinants. However, for color cosmetics quality, brand, social factors are influential
determinants. Demographic and socioeconomic factors as moderators play a vital role in
influencing organic personal care purchase decision making. With regard to research, western
countries provide a wide range of studies on green apparel purchase intention and behaviour.

Discussion

The current study provided a comprehensive literature review by showing up various green
purchase behaviour determinants and suggested the policies to promote GPB. This review is an
attempt to accumulate the fragmented studies of the different product categories of green
products. The vast review done between 2011 and 2021 explained the vital drivers and barriers
of specific product category purchase behaviour. The author has tried to include all possible
product categories in this review. Moreover, it provides a complete knowledge of the publishing
timeline, highly cited papers, their characteristics and product category distribution. A study to
be called relevant and reliable depends upon the research methodology it uses. This review
selected the papers published in reputed journals available on the Scopus database. It details
significant factors impacting green purchase intention and behaviour, especially for each product
category. Once these factors are investigated thoroughly, marketers and policymakers can take
steps to entice new consumers and motivate the existing consumers to actually buy green
products.

Implications

The implications of the current study are —
1. The findings allow retailers to better understand the determinants that are the same or different
to various product categories.
2 It enables marketers to develop effective marketing strategies for different consumer segments
to attract their potential customers and to gain economic benefits.
3. This study can provide more understanding to marketers and policymakers focusing on
increasing green purchase behaviour of consumers for implementing sustainable production,
purchase, and consumption.
4. The knowledge of drivers and barriers impacting green purchase behaviour in different
product categories can help marketers to develop their green strategies accordingly.
5. The current study considers the existing studies and provides a base for future researchers to
plan empirical studies on this relevant topic.
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Limitations and Scope for Future Research

The current research has some limitations which future researchers can overcome. First,
selects papers available on the Scopus database only. The future study can be conducted using
multiple databases. Second, the study uses limited keywords in the review. Scholars can add
more keywords to enhance the relevance of the paper. Third, the paper includes 5 widely known
product categories for analysis i.e. organic food, green apparel, energy-efficient appliances,
electric vehicle and organic personal care. The researchers can take it to green services like green
tourism, green banking, green supply chain management and the determinants influencing them.
Moreover, the research suggest a shift from explaining behavioural intention to actual behavior
as maximum studies in the past have focused only on purchase intention of specific product
categories. (Al-Haddad et al., 2020; Costa et al., 2021; Habich-Sobiegalla et al., 2018; A. Kumar
etal., 2021; Leyva-Hernandez et al., 2021; Nam et al., 2017)

Findings and Conclusion

Turning to the findings, the review noticed the publication trend of papers for the last
11years and on that basis forecasted the future research growth of this topic. Furthermore, this
study recommends marketers plan and implement green marketing strategies in their businesses
to gain and retain their customers in the coming years. Secondly, the extensive literature stated
the most cited papers and their characteristics (author, title, and the research country ). The
purpose of it is to reveal the relevant and popular papers in this field. For instance, a study by
(Egbue & Long, 2012)explores the various barriers to electric vehicles adoption by consumers
who get 737 citations. Moreover, the study presents the classification of green products into
specific product categories to explore the category which is scarcely analyzed. As a result, the
review suggests that future researchers target more on organic clothing and organic personal care
as they are less explored product categories. Next, most papers investigated the general green
purchase behaviour determinants that involve all green products. (Chekima et al., 2016; Kumar
& Ghodeswar, 2015; Wei et al., 2017). The existing reviews show that there exists a difference
in results between general green products purchase behaviour that includes all green products
and purchase behavior of specific product categories. The current study proposed a reason for
this difference stating that it may be due to the favorableness or unfavorableness of specific
factors in different product categories. Therefore, certain categories of products and services
exhibit more growth than the other ones. For instance, consumers look for factors like food
safety, taste, health, nutritional value, organic label, and certifications when buying food. For
electric vehicles, they pay attention to green attributes, environmental performance, cost of
vehicle, subsidy. As for clothing, the quality, Fashion consciousness, brand, Price sensitivity,
Social media, peer influence and availability matter. The eco-labels knowledge, trust,
environmental concern, and informational publicity are examined by consumers while
purchasing energy-efficient appliances. Appearance consciousness, health consciousness,
hedonic and safety values, past experience, e-WOM, celebrity endorsement, environmental
consciousness are some important factors impacting organic personal care purchasing.
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