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Abstract−This study aims to analyze the factors influencing purchase intention of environmentally friendly products among Indonesian 

urban consumers using a Systematic Literature Review and bibliometric approach. A total of 600 initial articles were screened using 

the PRISMA protocol, resulting in 50 reputable national and international articles that met the inclusion criteria. Data sources were 

gathered through Google Scholar using keywords such as green marketing, green purchase intention, environmentally friendly 

products, and urban consumers. Thematic analysis was conducted to identify conceptual patterns, while bibliometric analysis using 

VOSviewer was used to map knowledge structure, keyword density, and inter-variable relationships. The results indicate that 

environmental attitude, green trust, green perceived value, and green marketing communication are dominant determinants of green 

purchase intention. Price continues to act as a major barrier but can be mitigated by increasing perceived value and credibility of 

environmental information. Bibliometric analysis highlights green trust, eco-friendly products, and sustainability as core clusters 

consistently growing in global research from 2020–2025. Transparent and evidence-based green marketing strategies supported by 

consumer education are essential in enhancing urban consumers’ green purchase intentions. 
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1. INTRODUCTION 

Global awareness of environmental issues continues to rise, particularly as climate change, pollution, and natural resource 

degradation become increasingly evident in everyday life. This situation is driving changes in consumer behavior and 

business strategies, including in marketing. Green marketing is a strategic approach increasingly adopted by companies 

to reduce environmental impacts while meeting consumer preferences, which are increasingly concerned with 

sustainability. In this context, consumers assess not only product quality but also how those products are produced, 

promoted, and distributed. This shift in preferences is particularly evident among urban consumers, who have broader 

access to information, better environmentally friendly supporting facilities, and higher levels of ecological literacy than 

rural consumers. The growing attention to sustainability issues presents both opportunities and challenges for companies 

in developing effective green marketing strategies. However, despite growing public interest in eco-friendly products, not 

all consumers demonstrate purchasing behavior consistent with their positive attitudes toward the environment. This 

phenomenon is known as the attitude-behavior gap. In many cases, consumers express concern for the environment but 

still choose conventional products when making purchases. One reason for this is a lack of trust in companies' green 

claims, the perceived higher price of eco-friendly products, or limited information about the environmental benefits 

offered by these products. Therefore, understanding the factors that influence consumers' purchase intentions for eco-

friendly products is crucial for designing more effective marketing strategies.  

In Indonesia, the development of green marketing is beginning to be seen in various industries such as organic 

food and beverages, sustainable fashion, eco-friendly household products, organic skincare, and the use of eco-friendly 

packaging by F&B companies. However, the adoption of eco-friendly products is still moderate and not as widespread as 

in developed countries. Urban consumers in areas such as Jakarta, Surabaya, Bandung, Medan, and Yogyakarta are a 

segment that is relatively ready for green products due to their high level of education and easier access to eco-friendly 

products. Nevertheless, the phenomenon of consumer purchase intention towards green products in major Indonesian 

cities continues to show high variability. Some consumers are easily attracted by environmental concerns, while others 

remain hesitant due to price, quality, or low trust in eco-friendly claims.  

Research on green marketing in Indonesia has been growing, but much of it remains fragmentary, for example, 

only assessing the influence of green advertising on purchase intentions or consumer perceptions of environmentally 

friendly packaging. Furthermore, many studies are limited in scope, using small samples or limited to specific product 

categories. Systematic research that combines international and national perspectives through a comprehensive literature 

review approach is still rare, even though this approach is crucial for obtaining a complete picture of how consumers 

respond to green marketing strategies. By mapping national and international literature, researchers can identify general 

patterns, global trends, research gaps, and consistent relationships between variables in shaping consumer purchase 

intentions for environmentally friendly products Beyond the need for literature synthesis, the use of bibliometric analysis 
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technology such as VOSviewer also provides added value because it can depict a knowledge map in the field of green 

marketing. Visualization of keyword networks, inter-author relationships, and conceptual interconnections provides 

important insights into how research dynamics evolve over time. This approach is relevant for strengthening thematic 

analysis so that research findings are not only descriptive but also based on structured scientific patterns. Thus, the 

combination of systematic literature review and bibliometric analysis is an appropriate methodology for exploring how 

green marketing strategies influence consumer behavior, particularly purchase intentions, in the Indonesian urban context.  

The urgency of this research is further strengthened by the fact that urban Indonesians constitute a strategic market 

for environmentally friendly products. Urban consumers are considered more adaptable to innovation and behavioral 

changes, yet the drivers and barriers to their purchase intentions remain largely unexplored. This study aims to address 

this gap through an in-depth analysis of 50 reputable national and international literature, selected from a total of 600 

initial articles. This study aims to identify the green marketing factors most influential on urban consumers' green purchase 

intentions. Furthermore, it examines how perceived quality, trust in green claims, attitudes toward the environment, and 

personal values influence consumers' decisions to purchase environmentally friendly products.  

This research contributes both theoretically and practically. Theoretically, it provides a comprehensive mapping 

of the relationships between key green marketing variables based on the latest scientific evidence. Practically, it offers 

strategic recommendations for industry players in designing green marketing campaigns that are more convincing, 

educational, and relevant to urban Indonesian consumers. By combining the results of thematic and bibliometric analyses, 

this study provides a comprehensive overview of how companies can improve the effectiveness of green marketing 

strategies and strengthen consumer purchase intentions for environmentally friendly products. The research findings are 

expected to support the transition to more sustainable consumption behavior in Indonesia.  

2. RESEARCH METHODS 

2.1 Basic Research Framework 

This study uses a Systematic Literature Review (SLR) approach to comprehensively examine the development of the 

concept of green marketing, consumer behavior, and purchase intention of environmentally friendly products in the 

context of urban consumers. Data sources were obtained through a search of scientific articles on Google Scholar, 

covering highly reputable national and international literature, using keywords such as "green marketing", "green 

purchase intention", "environmentally friendly products", "urban consumers", and "sustainable consumption behavior". 

Literature selection was carried out by applying inclusion criteria: articles published in the last 8 years, in English or 

Indonesian, in reputable journals/proceedings, and having strong relevance to the research topic. From the search process, 

50 articles were obtained that met the eligibility requirements for further analysis. Each article was then coded based on 

the main research variables, namely green marketing strategies (green product, green price, green promotion, green place), 

consumer psychological factors, and determinants of purchase intention.  

The analysis phase was conducted through a combination of thematic and bibliometric analysis using VOSviewer 

software, which allows mapping of keywords, relationships between concepts, research topic trends, and citation networks 

among researchers in the field of green marketing. Bibliographic data from 50 articles were extracted in RIS or CSV 

format and then imported into VOSviewer to generate a co-occurrence map, co-authorship map, and keyword density 

visualization. Quantitative findings from bibliometrics were enriched with qualitative analysis through a literature 

synthesis process to identify patterns, research gaps, and dominant determinants of urban consumers' purchase intentions 

towards environmentally friendly products. The combination of these two approaches resulted in a holistic understanding 

of effective green marketing strategies in the urban context in Indonesia and a theoretical basis for the development of 

this research's conceptual model.  

 
Figure 1. Basic Research Framework 
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3. RESULTS AND DISCUSSION 

3.1 Results  

The results of bibliometric and thematic analysis of 50 articles indicate that green marketing communication plays a 

crucial role in shaping consumer purchasing behavior. An international study by Correia, Sousa, Viseu, and Larguinho 

(2023) found that consumer attention to green marketing messages is positively and significantly correlated with green 

purchase behavior, with a determination value (R²) of 0.45. This means that 45% of the variation in green purchasing 

behavior can be explained by the level of consumer attention to environmental messages conveyed by companies. This 

finding aligns with other studies that confirm that clear, credible, and consistent green communication can strengthen 

consumer purchasing interest in environmentally friendly products (Sharma & Foropon, 2022; Chen & Wang, 2023).  

Furthermore, thematic analysis also revealed that consumer characteristics such as education level, environmental 

attitudes, and gender act as moderating variables in the relationship between green marketing and purchase intention. 

Correia et al. (2023) showed that women and consumers with higher education levels showed a stronger response to green 

marketing messages. These results are supported by other research that found that groups with higher environmental 

literacy are more easily influenced by sustainability messages than groups with lower literacy (Nguyen et al., 2022). This 

indicates that demographic and psychographic factors are crucial in formulating effective green communication strategies.  

Research in Indonesia shows that green knowledge and green brand trust significantly mediate the influence of 

green marketing on purchase intention. Fauzan and Widodo (2023) found that green brands increase consumers' green 

knowledge, which then strengthens green purchase intention for herbal products. This finding aligns with international 

studies confirming that green perceived value and trust in a company's green claims play a crucial role in building purchase 

intention, particularly in the FMCG product category (Garg & Singh, 2021; Tsai & Chen, 2020).  

Furthermore, the review results indicate that green innovation and green brand image are important indirect 

pathways in increasing green purchase intentions. Research by Putri, Sugandini, and Sutiono (2024) on skincare products 

found that green marketing and environmentally friendly product innovation simultaneously enhance green brand image, 

ultimately increasing consumer purchase intentions. This aligns with global research showing that green brand image is 

a crucial link between a company's sustainability strategy and consumer purchasing behavior (Marangon et al., 2021; Lai 

& Cheng, 2022).  

Network visualization results from bibliometric analysis also show that modern green marketing research is 

divided into two major clusters: (1) green communication and consumer attention, and (2) knowledge, innovation, and 

green brand image. Furthermore, a new cluster emphasizing green brand loyalty is emerging. Mohammadi, Barzegar, and 

Nohekhan (2023) found that green marketing strategies increase brand loyalty through perceived quality and green brand 

image. This indicates that the focus of research is no longer limited to purchase intention but has evolved toward long-

term relationships between consumers and eco-friendly brands.  

Overall, keyword trends in the keyword density map show increased attention to topics such as "trust," "brand 

quality," "green innovation," and "ecolabel," indicating that global research is moving toward a more relational and trust-

based approach. This shift in focus suggests that green marketing aims not only to drive purchase intent but also to build 

long-term relationships between consumers and credible green brands (Kumar et al., 2023; Mohammadi et al., 2023).  

 

Figure 2. Overlay Visualization  

https://creativecommons.org/licenses/by/4.0/


Proceeding of International Conference Technology, Economics, and Social Science 
Vol 1, No 1, January 2026, Page 738-743 
ISSN 3124-6087 (Media Online) 
https://journals.adaresearch.or.id/ictess 

Copyright © 2026 the authors, Page 741  
This Journal is licensed under a Creative Commons Attribution 4.0 International License 

 

Figure 3. Density Visualization 

3.2 Discussion 

The results of this study indicate that purchase intention for environmentally friendly products among urban Indonesian 

consumers is shaped by the interaction of psychological factors, marketing factors, and consumer perceptions of the 

credibility of environmental information. This finding aligns with global literature, which confirms that green purchase 

intention is influenced by environmental attitudes, belief in green claims, perceived value, price, and the effectiveness of 

marketing messages (Sharma & Foropon, 2022). In the context of this study, these five variables emerged consistently in 

the 50 articles analyzed and formed the main cluster in the VOSviewer bibliometric mapping.  

One of the most important findings is the role of environmental attitude in shaping green product purchase 

intentions. Urban consumers with high levels of environmental awareness tend to be more motivated to choose 

environmentally friendly products. This finding supports a study by Paul et al. (2021), which confirmed that ecological 

attitudes are a strong direct predictor of green purchase intentions in various Asian countries. However, this study also 

confirmed the existence of an attitude-behavior gap, where positive attitudes do not always lead to purchasing behavior. 

This gap typically occurs when rational considerations such as price, availability, and perceived quality become obstacles 

(Nguyen et al., 2022), even if consumers have environmentally friendly attitudes.  

In addition to environmental attitudes, green trust emerged as a highly dominant variable among urban consumers. 

Trust in ecological claims was shown to significantly influence purchase intention. This finding is consistent with Hsu et 

al. (2021), who found that green trust mediates the relationship between green advertising and purchase intention. Urban 

consumers tend to be more critical of green claims due to the increase in greenwashing practices in the past three years. 

Chen and Wang (2023) also noted that consumer skepticism has increased due to cases of environmental claim 

manipulation by several global companies. Therefore, green marketing strategies without strong evidence have the 

potential to significantly reduce purchase intention.  

The next variable is perceived consumer effectiveness (PCE). Urban consumers who believe their actions have a 

tangible impact on the environment are more likely to purchase green products. This aligns with the findings of Roy et 

al. (2022), who showed that PCE increases the likelihood of sustainable purchases because consumers perceive their 

contribution to the environment as meaningful. Environmental education campaigns in large cities like Jakarta and 

Bandung, particularly those related to plastic reduction, further strengthen this increased perception of self-efficacy.  

Price and perceived value are also highly influential. Despite high interest in green products, price remains a major 

barrier. Garg and Singh (2021) found that consumers in developing countries tend to perceive green products as more 

expensive and not necessarily offering better functional benefits. However, this study found that premium prices are 

acceptable if the product offers high perceived value, such as health benefits, better quality, or an emotional contribution 

to the environment. Zhang and Dong (2024) also showed that perceived value plays a significant moderator in the 

relationship between price and purchase intention for sustainable products.  

Green advertising and social media content also play a crucial role. Urban consumers, especially younger 

generations, are exposed to visual content about sustainability through Instagram, TikTok, and YouTube. Research by 

Zhang and Dong (2024) found that eco-influencers wield significant influence because they are perceived as more 

authentic and credible. In Indonesia, the rise of green lifestyle influencers is broadening the ecological literacy of urban 

communities, thus increasing interest in eco-friendly products.  

Bibliometric analysis also shows the development of the global green marketing knowledge structure. Co-

occurrence mapping shows that keywords such as sustainability, eco-friendly products, green trust, and environmental 
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attitude have high centrality in the research network. Research trends for 2023–2025 show the growth of topics such as 

greenwashing, the circular economy, and sustainable lifestyles. Kumar et al. (2023) note that global consumers are 

increasingly demanding transparency and concrete evidence of corporate sustainability practices.  

Urban consumers in Indonesia exhibit similar patterns to other Asian countries, but with some important 

differences: they are more price-sensitive, heavily influenced by social media, and remain skeptical of green claims. 

Furthermore, social factors such as self-image, community norms, and peer influence are often strong drivers of green 

product purchases, surpassing functional factors.  

4. CONCLUSION 

This study concludes that the purchase intention of environmentally friendly products among urban Indonesian consumers 

is influenced by a combination of green marketing factors, psychological factors, and perceptions of product value and 

credibility. A synthesis of 50 national and international articles revealed that green products are the most dominant 

determinant, as urban consumers prioritize quality, ingredient safety, and health benefits in their decision-making. 

Furthermore, green promotion through educational campaigns and digital media plays a significant role in building 

understanding and awareness, while green trust is a key element linking consumer trust to purchase intention. 

Psychological factors such as environmental concern, environmental knowledge, and self-identity also strengthen positive 

attitudes toward environmentally friendly products, although green price remains a barrier for some consumer groups. 

These findings underscore the importance of consistent, transparent, and evidence-based green marketing strategies to 

strengthen trust and increase consumer interest. Future research is expected to explore other variables, such as user 

experience and the influence of digital platforms, to enrich our understanding of sustainable purchasing behavior.  
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