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Abstract Green marketing is a theme of international interest that invites attention among scholars from multidisciplinary
areas. The popularity of green marketing is also acknowledged as a prominent tool for business sustainability strategies,
which are considered the drivers of innovative changes towards environmental degradation. Therefore, the purpose of the
study aims to identify, organize, and analyze the trends and clusters for green marketing for sustainability businesses. This
review paper involved 1252 articles from the Scopus database from 2004 to 2024 using bibliometric analysis with
VOSviewers. The main results of this study indicate that the theme of green marketing has been increasing demand among
scholars in the last two decades in various countries and organizations, such as India, China, and Malaysia. This study also
reveals some affiliation contributors to this theme, including the Bucharest University of Economic Studies and the
Universidad da Beira Interior. While the scientific journals, such as Sustainability, Journal of Cleaner Production, and Journal
of Business Research are the three most active in publishing papers on this theme. In addition, the keywords co-occurrence
analysis indicates that green marketing practices are grouped by several clusters, including green consumerism, attributes,
strategic approach, economic and business, background of green marketing, education and other factors. The results of this
review indicate the increasing demand for collaboration between companies, education institutions, and governments to
increase the awareness for consumers and producers to reach business sustainability. This study also invites future scholars
to elaborate variables and clusters proposed in this study as well as proposes an insight into the trajectory of green
marketing.
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1. Introduction

Insert business and economic activities often sacrifice environmental degradation, and companies and governments
have responded to this issue by promoting sustainable business practices and campaigning for green initiatives (Maniu et al.,
2021). Green marketing is a strategy for promoting products and services that are environmentally friendly to reduce
environmental damage (Groening et al.,, 2018). The main purpose of green marketing is to increase awareness among
consumers in the consumption of certain products to be more environmentally safe (Ara et al., 2020). A preliminary study
mentioned that green marketing addresses practices with the aim of diminishing waste and conserving natural resources
throughout the product lifecycle (Moravcikova et al., 2017).

Several studies have claimed that increasing green marketing is straightforward, with consumer and producer
awareness of the environment and sustainability. For example, a prior study by Ansu-Mensah (2021) revealed that responsible
consumer behavior is associated with green product awareness. The increased awareness of sustainability among consumers
has increased the demand for sustainable products. Indeed, pro-environmental behavior also robustly influences the intention
to purchase green products (Zameer & Yasmeen, 2021). Other studies mentioned that the practice of green marketing also
increases their brand image, which is concerned with environmental issues and sustainable principles (Majeed et al., 2022;
Bashir et al., 2020). A recent study reported that consumers were more confident in consuming green products and that young
consumers were more passionate about environmental issues (Riva et al., 2022).

Considering the movement of lifestyle and initiation to be more green, green marketing is prominent for driving business
sustainability (Sarkar, 2012). As a consequence, the theme of green marketing has attracted the attention of scholars and
companies in recent decades to respond to global environmental issues (e.g., Garg, 2015; Govender & Govender, 2016; Garcia-
Salirrosas et al., 2022). The popularity of green marketing is also acknowledged as a prominent tool for business sustainability
strategies (Ayandibu & Akbar, 2021). Preliminary work has shown that a green marketing strategy influences sustainability
performance in industries such as apparel manufacturing, with a focus on economic, environmental, and social parameters

(Ara et al., 2019).
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A growing number of studies are examining the rapid development of green marketing (e.g., Garcia-Salirrosas et al.,
2022; Mukonza et al., 2021; Garg, 2015). Thus, more studies are needed to comprehend the map of green marketing studies
and understand the key terms connected with green marketing. Preliminary studies have reviewed green marketing with a
focus on design and theory exposure (Bhardwaj et al., 2023), theoretical roots and research trajectories (Wang et al., 2022),
trends and collaborative patterns (Saleem et al., 2020). This study complements the previous reviews and fills the existing gaps
by proposing several research questions, including the following:

RQ1: What are the trends and profiles of the extant research on green marketing in the last two decades?
RQ2: What are the cluster areas in the theme of green marketing?
RQ3: What are the directions and avenues for future scholars and policymakers?

The structure of the paper is presented as follows. The first section addresses the need for review papers, followed by
appropriate methods to address the research questions. The following section shows the output from Scopus visualization and
VOSviewers, while the last section provides a conclusion and directions for future scholars and policymakers.

2. Materials and Methods
2.1. Design

This review aims to identify and analyze the research theme of green marketing from 2004-2024. To address this issue,
this study adopted bibliometric analysis with VOSviewer, as it is suitable for large amounts of data from various databases
compared with systematic literature reviews to address narrow data. In addition, using bibliometric analysis is beneficial for
grouping data on the basis of certain clusters. In addition, it allows scholars to understand fields of study thoroughly and
present a more rigorous examination.

2.2. Data collection

The data were retrieved from the Scopus database, which is largely known to have reputable and large datasets. This
study provided search strings in the title, abstract, and keywords using the single term “green marketing.” As this study aims
to identify studies in the last two decades, we applied a time frame from 2004-2024. In addition, we screened English papers
and published them in scientific journals, while review papers, book chapters, and proceedings were excluded from this review.
This study has not included specialized areas of marketing to obtain an overview of various implementations in the field. In the
last search, we found 1252 documents for further analysis.

2.3. Data analysis

The obtained data were further analyzed via analysis results for demographics in Scopus platforms to identify trends
and demographics of organizations, countries, and journals. The data from the Scopus database were further transferred into
the VOSviewer application to show the linkages between terms to cluster the theme of green marketing. While primarily used
for bibliometric analysis, VOSviewer has been demonstrated to be effective for text analysis and visualization, offering a
workflow for preparing datasets and proving its ability to analyze text networks in various fields (Bukar et al., 2023). This study
used keyword co-occurrence analysis to comprehend knowledge structures, research trends, and connections between
articles. It supports the exploration and identification of key thematic areas and emerging topics via keyword co-occurrence
analysis (Burhaein et al., 2023).

3. Results

There were 1252 publications in Scopus-indexed journals published between 2004 and 2024. Figure 1 shows an
upward trend in the theme of green marketing. At the beginning of the period, fewer than 18 papers were published on this
topic, which remained stable over the three years. It experienced an exponential movement in the rest of the years and reached
almost 75 documents in 2013. From 2013-2018, it experienced fluctuations, and it escalated dramatically to reach a peak from
2022-2023.

Figure 2 shows the distribution of articles included in the analysis over the last two decades. India is the most
productive country in which to publish articles concerning green marketing, with 195 documents, followed by the United
States, with 190 articles on this topic. In addition, China is also concerned with green marketing, accompanied by Malaysia and
Taiwan, with 170 and 88 documents, respectively. Indonesia contributed approximately 52 documents during this period of
observation, more than two other countries, Iran and South Korea.

In terms of the organization's demographic characteristics, the Bucharest University of Economic Studies has gained
attention in terms of green marketing, followed by the Universidad da Beira Interior. Among Malaysian universities, Universiti
Utara Malaysia and Universiti Teknikal Malaysia contributed nine documents, whereas Universiti Kebangsaan Malaysia
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contributed more than 6 documents from 2004-2024. Other universities in Asia, such as Hong Kong Polytechnic University and
Tangkang University, contributed 10 and 9 documents, respectively.

To obtain the main clusters of studies on green marketing, this review involved co-occurrence analysis of keywords.
As shown in Figure 4, the cluster is divided on the basis of color. The first cluster (red) focuses on green consumerism, which
covers terms such as sustainable consumption, consumer attitudes, and purchase intentions, whereas the second cluster
(yellow) addresses attributes such as brand image, brand equity, and brand awareness. The next cluster (green) addresses
strategic approaches, which cover several terms, e.g., competitive advantage, corporate strategy, eco-design, and ecology. The
fourth cluster is shown in blue and covers economics and business. This cluster covers the background of green marketing,
including climate change, environmental issues, and energy consumption. The last cluster combines purple and orange to cover
education and other factors, such as the supply chain, tourism, and hospitality. In addition, the detailed terms of each cluster

are provided in Table 1 to 2.
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Figure 1 The distribution of articles in green marketing from 2004-2024.
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Figure 2 The distribution of articles by country.
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Table 1 Most contributing journals.

No Journal Publisher Total document
1 Sustainability MDPI 93
2 Journal of Cleaner Production Elsevier 50
3 Journal of Business Research Elsevier 19
4 Business Strategy and the Environment Wiley 16
5 Journal of Consumer Marketing Emerald 14
6 Quality Access to Success SRAC 13
7 Marketing Intelligence and Planning Emerald 13
8 Journal of Retailing and Consumer Services Elsevier 13
9 International Journal of Contemporary Hospitality Management Emerald 13
10 Industrial Marketing Management Elsevier 13
11 Journal of Environmental Protection and Ecology Scibulcom Ltd 11
12 Journal of Business Ethics Springer 11
13 International Journal of Consumer Studies Wiley 11
14 Environmental Science and Pollution Research Springer 11
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Figure 4 Keyword co-occurrence networks.

4, Discussion

The findings of the literature review revealed that the theme of green marketing showed an increasing trend, which
was a great deal among universities and countries. This result can be explained by the increasing awareness of environmental
issues among consumers and producers. As a consequence, consumers, businesses, and governments prioritize
environmentally friendly products to minimize environmental degradation. In addition, some preliminary studies mentioned
that there is an increasing demand for eco-friendly products that require companies to adopt green marketing. To support this
finding, the youth generation also posits green behavior as a new lifestyle that increases their confidence.

This literature review also provides some clusters on the basis of cooccurrences of keyword networking. The first cluster
includes green consumerism, which covers several key terms, including consumer behavior, consumer attitude, consumer
perception, and consumption behavior. Some preliminary studies have shown that consumers are more likely to purchase
green products if they perceive personal health benefits and positive environmental impacts (Sedky & AbdelRaheem, 2022;
Ekebas-Turedi et al., 2020). In this context, green consumerism is one of the greatest predictors for companies to adopt green
marketing practices. Attitudes toward sustainable consumption are positively associated with sustainable behaviors, indicating
a strong link between green behavior and the need for green marketing practices (Obtoza & Zurek, 2024).
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Table 2 Clusters based on co-occurrence.
Cluster Keywords and Themes

Cluster 1: Green Consumerism Consumer behavior, consumer attitude, consumer perception,
consumption behavior, consumption values, consumer green
behavior, consumer purchasing behavior, purchase intention,

sustainable consumption, young consumer
Cluster 2: Attributes Brand image, brand equity, brand awareness, brand loyalty, eco-
friendly product, green advertising, green trust, green satisfaction

Cluster 3: Strategic Approach Competitive advantage, corporate strategy, eco-design, ecology,
marketing strategy, strategic planning, eco-innovation, digital

marketing, price determination, green packaging
Cluster 4: Economic and Business Business development, business performance, business
sustainability, social and economic efficiency, economic
development, economic growth, environmental economic, green
economy, small-medium enterprises, circular economy, industrial

performance
Cluster 5: Background of Green Global warming, carbon emission, climate change, commerce
Marketing phenomenon, environmental issue, environmental responsibility,

social welfare, energy utilization, environmental concern, energy
consumption, environmental regulation, law and legislation
Cluster 6: Educational and other factors  environmental education, environmental knowledge, environmental
awareness, green awareness, general knowledge, tourism
destination, tourism market, sustainable tourism, hotel industry,
hospitality industry, supply chain

In addition, attributes also contribute to the initiation of green marketing. A prior study revealed that green marketing
tools positively affect green brand image and trust, which in turn mediate the relationships among green marketing tools,
motives, and green purchase intentions (Akram et al., 2024). Additionally, studies suggest that activities to promote green
trust, green satisfaction, and green brand image are useful in improving green brand equity, which is essential for the initiation
of green marketing (Ha, 2020). Another study noted that companies should focus on enhancing consumers’ green brand
awareness, quality, and image to encourage them to choose green products over conventional products, thereby contributing
to the initiation of green marketing (Saeed et al., 2023).

The next cluster is strategic approaches, which represent keywords such as competitive advantage, corporate strategy,
eco-design, ecology, marketing strategy, and strategic planning. The findings suggest that the concept of green marketing from
a broad-based perspective emphasizes the need for a holistic viewpoint and a long-term approach to managing environmental
factors, addressing the challenges associated with sustainable development and environmental issues (lzagirre-Olaizola, 2021).
Considering this matter, a strategic approach cluster needs to be considered when driving green marketing. In addition,
corporate strategies and green marketing strategic models need to be integrated to obtain overall green marketing
performance.

Furthermore, economic and business clusters are linked with the initiation of green marketing. This is reasonable
because there is a need for companies to balance economic, social, and environmental performance to meet the challenge of
sustainable development (Mastrakoulis et al., 2020). A prior study reported that green marketing has a negative effect on
economic performance but positively impacts environmental and social performance (Ara et al., 2020). The aforementioned
study also noted that stakeholders' influence has a positive effect on environmental and social performance through green
marketing, although it may have a negative effect on economic performance.

The need for green marketing is stimulated by several issues, such as global warming, carbon emissions, climate change,
commerce, environmental issues, environmental responsibility, environmental concerns, energy consumption, environmental
regulation, law, and legislation. The rise in global warming and climate change has led to increased consumer concern about
nature and environmental safety (Panchasara & Dangarwala, 2022). Some studies are in consensus that green marketing aims
to address issues such as energy utilization, energy consumption, and reducing pollution (e.g., Patil & Hasalkar, 2021; Naresh,
2013; Zameer & Yasmeen, 2022).

The last cluster is linked with educational and other factors, such as environmental education, environmental
knowledge, environmental awareness, green awareness, and general knowledge. In comparison, a prior study noted a weak
connection between environmental awareness and knowledge, whereas a robust relationship has been observed between
awareness and attitudes toward the environment (Aminrad et al., 2013). Moreover, among scholars, environmental education
has been identified as having a significant relationship with environmental knowledge and attitudes (Suendarti, 2022). Indeed,
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another study mentioned that environmental education is prominent in creating awareness and attitudes toward the
environment (Gules Bal & Karakas, 2018).

5. Conclusions

The purpose of the present study is to analyze and organize the theme of green marketing for sustainable business via
bibliometric analysis. The results show an upward trend in this theme over the last two decades. The co-occurrence analysis
demonstrated that the factors linked to green marketing can be divided into six clusters. First, there is green consumerism,
which covers several terms, such as sustainable consumption, consumer attitudes, and purchase intentions, whereas the
second cluster concerns attributes, including brand image, brand equity, and brand awareness. The next cluster addresses the
strategic approach, which covers several terms, e.g., competitive advantage, corporate strategy, eco-design, and ecology. The
fourth cluster addresses economics and business. The next cluster covers the background of green marketing, including climate
change, environmental issues, and energy consumption. The last cluster covers education and other factors, such as
environmental education, green education, the supply chain, tourism, and hospitality.

Green marketing is essential for businesses to remain sustainable in the era of global warming and climate change, as it
helps organizations move away from traditional marketing strategies to remain competitive and profitable. The research
findings are essential for policymakers and scholars to provide an effective framework for adopting sustainable strategies and
generating value from green avenues of research and practice. In addition, this study provides implications for social and
marketing research and corporate sustainability practices by categorizing the intellectual structural network within various
streams and indicating the influence of social and cultural notions on consumer-focused sustainable marketing. Future agendas
can be provided, including government regulations and incentives to influence green marketing and corporate social
responsibility (CSR) practices, highlighting the significance of legal frameworks, tax breaks, and public—private partnerships.

The study revealed that there was a downward trend in research in 2024, which does not refer to the final studies on
the theme of green marketing since we only applied it in April 2024. Furthermore, scholars can elaborate on longer data
observations via several databases, such as Web of Science, EBSCO, and Proquest. The study of green marketing offers insights
into the trajectory of green marketing, facilitating future research directions and contributing to advancing sustainable green
marketing practices.

Acknowledgment

The authors would like to thank Dr. Sheerad Sahid for support as the counterpart of this research. In addition, we would
like to thank Universitas Negeri Malang for supporting the present research.

Ethical Considerations

Not applicable.

Conflict of Interest

The authors declare no conflicts of interest.

Funding

This research obtained funding from Universitas Negeri Malang.

References

Akram, U., Lavuri, R., Bilal, M., Hameed, 1., & Byun, J. (2024). Exploring the roles of green marketing tools and green motives on green purchase intention in
sustainable tourism destinations: a cross-cultural study. Journal of Travel & Tourism Marketing, 41(4), 453-471.
https://doi.org/10.1080/10548408.2023.2293022

Aminrad, Z., Zakariya, S. Z. B. S., Hadi, A. S., & Sakari, M. (2013). Relationship between awareness, knowledge and attitudes towards environmental education
among secondary school students in Malaysia. World Applied Sciences Journal, 22(9), 1326-1333. https://doi.org/10.5829/idosi.wasj.2013.22.09.275

Ansu-Mensah, P. (2021). Green product awareness effect on green purchase intentions of university students’: an emerging market’s perspective. Future
Business Journal, 7(1), 48. https://doi.org/10.1186/s43093-021-00094-5

Ara, H., Leen, J. Y. A., & Hassan, S. H. (2019). GMS for sustainability performance in the apparel manufacturing industry: A conceptual framework. Vision, 23(2),
170-179. https://doi.org/10.1177/0972262919850931

Ara, H., Yeap, J. A. L., & Hassan, S. H. (2020). Does going green really pay off? A sustainability performance view. World Review of Entrepreneurship,
Management and Sustainable Development, 16(5), 519-537. https://doi.org/10.1504/WREMSD.2020.110464

Ayandibu, A. O., & Akbar, K. (2021). Green Marketing, green management, and sustainability. In Handbook of Research on Climate Change and the Sustainable
Financial Sector (pp. 316-330). IGI Global.

Bashir, S., Khwaja, M. G., Rashid, Y., Turi, J. A., & Waheed, T. (2020). Green brand benefits and brand outcomes: The mediating role of green brand image.
Sage Open, 10(3), 2158244020953156. https://doi.org/10.1177/2158244020953156



about:blank
https://www.malque.pub/
about:blank

Bhardwaj, S., Nair, K., Tarig, M. U., Ahmad, A., & Chitnis, A. (2023). The state of research in green marketing: a bibliometric review from 2005 to 2022.
Sustainability, 15(4), 2988. https://doi.org/10.3390/su15042988

Bukar, U. A,, Sayeed, M. S., Razak, S. F. A, Yogarayan, S., Amodu, O. A., & Mahmood, R. A. R. (2023). A method for analyzing text using VOSviewer. MethodsX,
11, 102339. https://doi.org/10.1016/j.mex.2023.102339

Burhaein, E., Phytanza, D. T. P., Lourengo, C. C. V., Abror, M., & Setiawan, A. (2023). Adapted physical education for autism spectrum disorder: A bibliography
analysis in publication 2001-2023. International Journal of Disabilities Sports and Health Sciences, 6(3), 364-372. https://doi.org/10.33438/ijdshs.1300114

Ekebas-Turedi, C., Kordrostami, E., & Benoit, |. D. (2020). Should | care for the environment or myself? Ads for green products: An Abstract. In Marketing
Opportunities and Challenges in a Changing Global Marketplace: Proceedings of the 2019 Academy of Marketing Science (AMS) Annual Conference (pp. 485-
486). Springer International Publishing.

Garcia-Salirrosas, E. E., & Rondon-Eusebio, R. F. (2022). Green marketing practices related to key variables of consumer purchasing behavior. Sustainability,
14(14), 8499. https://doi.org/10.3390/su14148499

Garg, A. (2015). Green marketing for sustainable development: an industry perspective. Sustainable Development, 23(5), 301-316.
https://doi.org/10.1002/sd.1592

Gelderman, C. J., Schijns, J., Lambrechts, W., & Vijgen, S. (2021). Green marketing as an environmental practice: The impact on green satisfaction and green
loyalty in a business-to-business context. Business Strategy and the Environment, 30(4), 2061-2076. https://doi.org/10.1002/bse.2732

Govender, J. P., & Govender, T. L. (2016). The influence of green marketing on consumer purchase behavior. Environmental Economics, 7(2), 77-85.

Groening, C., Sarkis, J., & Zhu, Q. (2018). Green marketing consumer-level theory review: A compendium of applied theories and further research directions.
Journal of Cleaner Production, 172, 1848-1866. https://doi.org/10.1016/j.jclepro.2017.12.002

Gules Bal, H. S., & Karakas, G. (2018). Environmental education at faculty of agriculture and changing awareness, attitude and behavior towards environment
in Turkey. Journal of Agricultural Science and Technology, 20(5), 869-882.

Ha, M. (2020). Investigating green brand equity and its driving forces. Management Science Letters, 10(10), 2385-2394.
http://dx.doi.org/10.5267/j.msl.2020.2.026

Izagirre-Olaizola, J. (2021). Is green marketing an oxymoron? A holistic viewpoint. Trames, 25(3), 321-338. https//doi.org/10.3176/tr.2021.3.04

Majeed, M. U., Aslam, S., Murtaza, S. A., Attila, S., & Molnar, E. (2022). Green marketing approaches and their impact on green purchase intentions: Mediating
role of green brand image and consumer beliefs towards the environment. Sustainability, 14(18), 11703. https://doi.org/10.3390/su141811703

Maniu, |., Costache, C., & Dumitrascu, D. D. (2021). Adoption of green environmental practices in small and medium-sized enterprises: Entrepreneur and
business policies patterns in Romania. Sustainability, 13(9), 4968. https://doi.org/10.3390/su13094968

Mastrakoulis, D. M., Nasiopoulos, D. K., Arvanitidis, D. A., Zara, E. C., Trivellas, P., & Marinagi, C. (2021, December). Business strategy to increase profit and
customer base using eco-advertising, modeling and optimization. In International Conference on Business Intelligence & Modelling (pp. 113-128). Cham:
Springer International Publishing.

Moravcikova, D., Krizanova, A., Kliestikova, J., & Rypakova, M. (2017). Green Marketing as the Source of the Competitive Advantage of the Business.
Sustainability, 9(12), 2218. https://doi.org/10.3390/su9122218

Mukonza, C., Hinson, R. E., Adeola, O., Adisa, |., Mogaji, E., & Kirgiz, A. C. (2021). Green marketing: An introduction. Green marketing in emerging markets:
Strategic and operational perspectives, 3-14.

Naresh, B. (2013). Impact of Green Advertising on Consumers. Asian Journal of Research in Business Economics and Management, 3(10), 249-262.

Obtoza, A.S., & Zurek, M. (2024). Attitudes and sustainable behaviors with special consideration of income determinants. European Research on Management
and Business Economics, 30(1), 72-81. https://doi.org/10.1016/j.iedeen.2023.100240

Panchasara, D. S., & Dangarwala, U. R. (2022). Consumer Purchase Behavior Influenced by Green Marketing: A Study of Gujarat State. ECS Transactions, 107(1),
3003. https://doi.org/10.1149/10701.3003ecst

Patil, B. B., & Hasalkar, S. (2021). An analysis of attitude towards green products among the urban and rural consumers. International Journal of Environment
and Climate Change, 11(1), 144-159. https://doi.org/10.9734/ijecc/2021/v11i130350

Riva, F., Magrizos, S., Rubel, M. R. B., & Rizomyliotis, I. (2022). Green consumerism, green perceived value, and restaurant revisit intention: Millennials'
sustainable consumption with moderating effect of green perceived quality. Business Strategy and the Environment, 31(7), 2807-2819.
https://doi.org/10.1002/bse.3048

Saeed, M., Ahmed, A., Bogan, E., Abul, O., & Qammar, A. (2023). ‘Buying green’: The role of green customer-based brand equity in shaping customers’ green
buying behavior. Environment, Development and Sustainability, 1-17.

Saleem, F., Khattak, A., Ur Rehman, S., & Ashig, M. (2021). Bibliometric analysis of green marketing research from 1977 to 2020. Publications, 9(1), 1.
https://doi.org/10.3390/publications9010001

Sarkar, A. (2012). Green marketing and sustainable development challenges and opportunities. International Journal of Marketing, Financial Services &
Management Research, 1(9), 120-134. https://doi.org/10.1177/2319510X13481911

Sedky, D., & AbdelRaheem, M. A. (2022). Studying green marketing in emerging economies. Business Strategy & Development, 5(1), 59-68.
https://doi.org/10.1002/bsd2.183

Suendarti, M. (2022). A model of critical consideration of environmental education: concepts, contexts, and competencies. Educational Sciences: Theory &
Practice, 22(2), 56-71. https://orcid.org/0000-0001-5465-5369

Tien, N. H., Ngoc, N. M., Anh, D. B. H., Huong, N. D., Huong, N. T. T., & Phuong, T. N. M. (2020). Green marketing development strategy in post Covid-19 period
in Vietnam. International Journal of Multidisciplinary Research and Growth Evaluation, 1, 101-106.

Wang, S., Liu, M. T., & Pérez, A. (2023). A bibliometric analysis of green marketing in marketing and related fields: From 1991 to 2021. Asia Pacific Journal of
Marketing and Logistics, 35(8), 1857-1882. https://doi.org/10.1108/APJML-07-2022-0651



about:blank
https://www.malque.pub/
about:blank

Sumarsono et al. (2025) 8

Zameer, H., & Yasmeen, H. (2022). Green innovation and environmental awareness driven green purchase intentions. Marketing Intelligence & Planning, 40(5),
624-638. https://doi.org/10.1108/MIP-12-2021-0457

https://www.malque.pub/ojs/index.php/mr


about:blank
https://www.malque.pub/
about:blank

