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Abstract

With the increasingly prominent ecological and environmental problems, people’s environmental
awareness increases. Green innovation has emerged in consumer market in line with consuming
orientation. Various green products and services that are beneficial to environment have been
launched in recent years. Compared to traditional products, what causes consumers to choose
green products has become the research hot-spot. In particular, exploring consumers’ green pur-
chasing intentions have attracted the attentions of scholars. To investigate the latest factors af-
fecting consumers’ green purchasing intention, this paper reviews the literature on green pur-
chasing intention in the SSCI/SCI journals from 2021 to February 2022. A total of 39 papers that
meet the inclusion criteria are sorted out. In particular, 66 new factors affecting green purchasing
intention are identified. We divide these factors into three categories: “Personal characteristics,
situational characteristics, and product characteristics” for further analysis. Finally, this paper
highlights the limitations of the existing literature and proposes future research directions, which
provides reference suggestions for scholars.
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Table 1. Inclusion and exclusion criteria for green purchase intention literature

= 1. REMTEE RN FHEFRITE

PN HeBRbR#E
N7 A2 1) SUCRZER IS
JSE At FH % SR 5 1 Sk SCHRF BR O SCAM I HARE S RS
RIFE 2021 2 2022 45 2 AR JEFE 2021 2 2022 45 2 1A IR
o PR S i I i A 5 €0 i i A 17 A
SCEA BT AR SRR SCE A TR 5 i
MR T SCUSSCT #% .0 AT KWk T SCUSSCT # 0 Hi T

2.2, XEKMR S /miER

T2 A AL X R T BTN 39 R SCHR. Guih 45T, SRR h R R R R 2 X
W, 71.79%, LSRRI BRI AESEM o Herbob [ 2 AR SCERECR Y 19 05, o5 SR 48.72%.
MEERTG, FEIXOARFERRZ, REEZEWT: FEENRANDRE, £2HMEEAT, o
T e T U PO PR BE i R o R b v [ B SR S AL i 2 P SRS (AR, o [ 2 3 S B0 T e 4K
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Table 2. The distribution of regions about green purchase intention literature
from 2021 to 2022

< 2.2021 F£E 2022 £ 2 B4 aMIEREBXCEEX 2%

FHEMX REHE %
T 28 71.79
il 19 48.72
Bp 3 7.69

3 e 2 5.13

P JiRIA 2 5.13

E[FEwe 1 2.56
o 1e] 1 2.56
R 7 17.95
% 2 5.13
W= 2 5.13
o 1 2.56
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%5 F 1 2.56
Y [E 1 2.56
BEM 2 5.13
(& 1 2.56
e 1 2.56
JeseM 2 5.13
F[H 1 2.56
HEyGE 1 2.56
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ANNFEHE TR TN B SRR R 0SS, TUEENAESE TN ARESE
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3.2.2. 1Y

T BERFAE AL 4 N ATTAE MR SRR P b AR 52 T DU BRI, 175 0 BV 353 ) X0 T R 2 {1 8 1 PO P2
Talke 5522 Ny, IGBERFEIES F2 W0 2 0 DR MG R, TSI T 9% 2 % BT 7 dh AR 52 B o %t
TODH b BRI [ R AR AL IR A RO G AN 17] AEREAT 2R CUIESEI, 243 S8 AR S T R T4t
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HAESEIRINGE, AT H S S, RSO WA [16]. St AR T4
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=E[9]-
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MRAE Bk, ASCEFEILT Talke (2013)MIAFFE[17], K AATH2Z S BTH i IR R 2y =K 2K, 7
B NEIE 15 SRR R RLE = SRt o 9 T IR AT 2021 £E 5 2022 4E 2 H STk BT H B R,
BA1E— 2% Wijekoon 5 A (2021) [10]0 SR L2 B 1431177 30, F Talke (2013) [17]53 2057 K (1)
AN NFEVE S IS BRI A GIE P R AT A4, T IR I ARk .
4.1. PSS

Wijekoon S5 NAEMTFEEx (U SKCRIEIN [10], AN NKFIEAE S AL R Sl BB, LR
Rz PR DABNEAMEHBER . AN SR, Bt RRERA 45 4>, WREE. 3
Pl DERER. AR EER BEEER. OHEMDABEE, & 3 33T T4

Table 3. Individual factors that affect green purchase intention
F 3. FMFEMIEENDAGT
FERR REHFR FINEER

attitude toward green brand [23]

attitude toward green product [25]
attitude ambivalent attitude [22]
positive attitude [3]
pro-environmental consumer attitude [21]
consumer innovation [9]
motivation innovativeness [25]

personal innovativeness [24]

anxious mood [22]
psychographic factor depressed mood [22]
green product psychological ownership [26]
brand trust [28]
socio-cultural factor consumer brand engagement [14]
fear of COVID-19 Pandemic [27]
consumption sensitivity [29]

individual factors

green product utility [21]
perceived greenness [9]
. perceived novelty [9]
perceived factor perceived cost of green purchasing [1]
price sensitivity [1]
perceived marketplace influence [19]

satisfaction [31]
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self-expression benefits [32]
economic value [19]
value
green value [29] [31]
utilitarian environmental benefit [32]
adolescents’ nature relatedness [38]
adolescents’ social responsibility [38]
controllability [37]
connectedness to nature [21]
ecological conscious consumer behavior [36]
ecological conscience [20]
environmental belief [6]
individual factors environmental cognition [37]
environmental indebtedness [37]
personal norm Empathy [21]
inherent virtue 8]
green concern [43]
green lifestyle [35]
green experience [31]
green product literacy [27]
green product orientation [27]
moral character [§]
moral identity [21]
recycling participation [33]

4.1.1. EHBXEYE

BRI R FY AT ANNFTE, AT 00255 T LR R At n] GEZ2 TR 9 19] [20].
BB RITE R EIT AP EET R —, HREXN GO REESHgEWIAT hE B EEH
HE[4][19]0 W AE2EE TR S SR = S S BRAT NI, DR 25 FE S 0o (01 K 2 P AR AR 2 T [ 3]
[21]0 MARANHEIY P e tor= fh b T o7 JE AR, HIWEE BB SmBgAR22].

EAl, Bl T B 6 PR A R R U B 7 il R SR B R, X AR R A B AR R SR Y
SRR Z . 249 o0 SRR AT BRI, S R A R B AR A R, T B K AR R A
SR, TR E AT AR ) L 23]

4.1.2. BHHLAERGFE

TEZNMLIT T, OB e A 7= AR A € ) S 78 B BT DR 3R [24] (2510 BB PR 4R 1 2 3 X ) e )
FERE, B A3 7 2 3 2 SR AR A B M A R RS L, A TG BT O A SR A, DR v B
HA MU TEARR, SHEE BRI E AR [24] [25]. GO T, BEEPREE RS, FEEIR
BT, R A HE S A S ST DTG (9], SETIE, eSSBS, B A
TV (R B L T SR BT 7 i 2 SR DR R B V) QTR T, DR R A 1) O SRS B B

4.1.3. 1LIRFE LYY
ODHERERFEE T AMINCG, ZDNANNEMERANFA SRS, Dahai Wang 25(2021)$2 H FA 853 7] @8
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X NATTRR 00 A RRAFAE UM [22] 0 AEBGETIBIE T, BRI TV AR G5 AN SR 7 fh Do BE T AU 2R 1
KR AR [22] [26]0 BEAE A RPN EETS Y i B R ™R, 28 s S AR TR G 4, (BRI 48
FERF H2m 45 RIFAME . Dahai Wang 5552 HH 2% 6 P B AF R R B 48 2 (e At AT TR g 2 (i K
L, (BAATE 25 2 I I e S (D SE R [22] . IO BT A BUR AR N S PO OREREE, B OXS
PEA I NS R AT OB A BUBGE, B A 1%, S 2 R [26]

4.1.4. FLERBEXHEE
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W BE N E KW R RAR[14] ERNHETRE, —ERRE SR PRAGER SR, I 9 54 tuih
JRE A TR, S i R (5 AR 2 i i €y SE = P [ 14] [28]

TMAE B BENG ZHEZ b, AT A SHERE N E . RO SO RAT R T I LR, A
ATTFEHT R il 28 R RAE T 2 R P SR 7 [ 27

4.1.5. REAFERHFY

T8 B e B TR SR, T T S R A PO (9], T B SR
ANFJT PR A RA[29], TEASCHT AT SCRR AR, 25 S R 3 T 2 W e (7= i (R BN 2R €. S8
BAFTANE . BAIRA . BT . AR W R, PR R A

JERENPE S R AR B A A% TG ISR AN B [0]; TR NG s S R AR 6T T U N S
S S AR IO E - FRFE (23] ERAUET AUE 2 Fa T P DO iZ (= N QT R FE (9] =& # S
PER B TIRER o RN RA R TR P AN LA BT R B M A A L A
RS, TR A R R R T I SR 1] SN IR FR T P AN B B AT IR AT, 4T
BN A O SLEE = S AT AT DL B T 2 NN GE T 98B, A 12 3 BRI 4 0l K
[19]o M 2 BUBAMN A UM — B 456 7 77 b M R AAS N B B P mis[1] [29]. (HARERRIZ,
P T SCRHAEAEL @ ST AT BT X o 31 9 OB H8 AN R A R 65 ¥ B AT 9 IR B R FE AN RD, - AT 77
JER R 250 AR A0 (L 1) o B TR T 22 5 [29] 0 A BB TR AE SR A7 AN S = T G0 i, 31 Bt
77 i (R 25 S5 LR FBE 2 S R 9 2 1 D S A 1]

4.1.6. Hr{EFEXHFYE

M BT ATEAT R AT A M ERAR LS B, S AATTRHAT e 1 QBT H AR [ 7] ¥ 9 3060 i S (e
(RS2 AR BAE 2 AN T THI[30], T i AT SR BRI AN S B SO B U AR, Yo 1 s xd e
AR R, AT FL I S I3 1] BN SR 7T, RN BRI . SR PRBESERR ks
B FRAR A R A A R 2 £ SR A S (LR R

SUHNMERD “YEANLL” 4RI R F U A R L SERR A B AR ST, BTV B X e
JRENZL19]0 SRR BRAR 25 1 —Fh, R FR S 0 Sh 7RIk PR 575 YL RN B2 i Y o 2 A B (R =R )
A RME[29]. R85 A e A2 4R I B DA i IR R R S I RO IR SR A B [32] . X =R E L
o A T A B 45 O R A S AR S T A R AR R TR S AT T S AT
NI A FERAF VA [32], Gong S8 NN, HIRFIEMEMRIIE 9 AR VPN, OB X H
PAT N7 A R AR, TSR T A IR U AT R, S 23RN RPN, AT A7
W TR R R [32].

4.1.7. PANBHEXESE
ANANFTEE SUN “AMNNNAERTBEEREN ” [33], RZRFSTA . PN B A AN AT 9N
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FERCHTAE FLAR A NRTERr e, ORI A N B SR ASIHE N Z A NEEMEW. T
AT AT 8 .

B BRI A4 R RO I N TR BRI AN AR, YO N SRR EARDE, (RAFH AT IR RITAN21]. DA
A GEEARR[31]. M AFHIA GO BENR[27]. GO I AE 7T 35| B8 4t (0 2 2 w4 (o
an IS I, B E A NE, R A S AR R, WA HEA S SRR A NS
RN, e m sl K=K [33].

A AN AESA B R IR B S i g (g L K [20]. Wi 28 & 76 B AT b 2 1L & 4B &R [36],
B NG SR I A B B el [27], RGBSR R ST A, WiH s ARG &6 7
BEEN[37] MRERSGRIER 370, B RS TH e i R IAT B0, AN R e S . i 7R S
AR T, AR T K B AR BRI [38]

EAN NTEBEMEN T TH, EERAT AR, M EU A EE R RIL39], 3 AR £ S
BV 2 (559 2l 38 5o B85 5| A B vy %) B A B AN T 2 iy LG i W [ 7] W SRR R i DA A2 T AT
[1], MW REE R mEMEN, SRmHLaalyLRER]. R, 247 % A 5o 108 fE A =K,
SARE NATTHCERA IS, NI SRR, SRt L K [21]. MEER X A EM S, A2
AT H D E N W AAT Nk E BEIKSNER, TELREAT T, o T TS R A (1 2 () S
=HE[38].

4.2. 1EEIEM AT

AICIES: Wijekoon I FL, FFHEBRAEILAENT T BT AOREE, ARSC Hr iR SCRR o i A F) 19 455 R
RIA 124, W 4 PoR. R OCKE SRR

Table 4. Situational factors that affect green purchase intention
F 4. FFEMITEERNIFERT

FEREK FIIANEER
green product advertising appeals [28]

media exposure [42]

parent’s nature relatedness [38]
Promotion [35]
social pressure [1]
social influence [24]
Situation informational social influence [40]
normative social influence [40]
information social support [40]
emotional social support [40]

expertise of peers [40]
trustworthiness of peers [40]

4.2.1. LW
MM AR N AU H RIS R AT N[40]. e L2 A5, BN
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R NIRRT AR E[27]. LSt , 2R T AT 4 BT SRR+
B SEAT (2410 AEBHT B I R BIAL A5 B[40 R AL 2 RUTE 40 #B 2= 5w 25 V1 2 i 4 (el SE i 1
HATRESRIUE Z 2x i RIiR, SR ™ A IR TR, YOS 2l SRR [40]. T A
TR B Z RS NG, BRI OL T, AU FRER ™ A R VE AT
N, BEGFAFMNFINE, I e (il S K401

4.22. T AREE

AFAEN SR SR 5 B BRI, HOA AT 3 Bk A 22 2 ™ il 5 B T SR PR A B
FIHE[40]0 ARG SEREO T SIS, Tk fAT ML A 53 RESR AL SEAEAR S AR5 S, 315 0 2 PR AR 7 O AS
BErE, J> B OS5 SRR RRAS, X dh B R RN, et H AR G SEE 401, AT B
B M S R AT, M 9 IR T RS R, IR 2R 8 1 SRR [40]

4.2.3. ESEHE

BN A T A R P T S R B E T B35, ARG RIS S B B AR LR
S WU E A B AL RO  BEAT RSN SRR R IR S AR T AR (0 R SR A JI[35]. T
WIWERH T —, gt 15 R B R BT RG] (28], 391 S TH T M S,
PV BB A Z YRR (410 &SR AT LSRR 2 R aR (AR S B AN, AT BE N2 S A s Rk as, 4R
FhEg e K= 28]

4.2.4. BHEERE

FERARI R RN, I T B NAN TSR AS S 0 B T2 B [42] o AR BAR 8 PR R A8 130 B (1
BN AR & PSS RE R, SHEARKIRIE, SURZARMNG O ENAT N[42]. SIER
WHFTTa AR B AL AR S R 1 AR B U AR R A = SOGT 4 (1 SE R IR 52 [42] . Yang (2021)3A
RHES Lo RHE B B R Ba AN G, SR T B RS M IR R, e 2 S T
VR 2 T AL S T RSN, WA R R o DR A A A L R R R T AR R R T AR K
K421,

4.3. SIFT RS

ZRETT RN T ARSI RO B IR SR BT B [9], DRI BEA SCIA SR 7 bty J& T BT 7 i o
FEARSC M T, LR & 9 DMOH™ A, B R fh R 7 i kAT e R ek, ik
5 . IR EEAT H R i R

Table 5. Innovation product specific factors that affect green purchase intention

5. BN EMIEER R
FEREK EIPNZES

environmental cooperation social responsibility
(ECSR) Initiative [34]
brand anthropomorphic image [28]

clothing brand green innovation [9]
Product specific excessive product packaging [26]
corporate green wash behavior [26]
company’s perceived green image [25]
green attribute [32]
product category [32]
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AR A A MR AT 7 S B I A B B TR, I B T R B SR AT R At ATt 2% o R ) S5
28] PRI AE A AL AE AT i RGOS, SRS 28 bk, $2mdixt
AR it R it P ) ST R PEITO o T Sk A A5 F FE AN, AT FOL AR T S (R €5 R 2 e 5 A ol R AU
SRR, ATH A S AR AT, BN AR el S R [28]

4.3.2. FEREAITA

DN e AR I, A AR 2 AT Bl LA ISR B TE R [25]. &SI H GRS
A 9 2 ot A VAT T R ARG, ER Al B o R B I AR N (B SR B Th e kR N 2 & R
2 P EAREIR, AT N MaRR IR [26]. Hor s WAT andb oy 1 W5 1H e a7 s kAT
A, RIS EY T HREI S EIRRNIER, &R T RIENIR S, S0 56 N SO E,
BRI 9 2 X HL R €07 T RO I S 2 TR 26

433. FREERER

SR B AR P R T E AT RE ARG . AT R, AT R AR SR m R R [32], LAkt s
ARG EERMANT B, 0B FRR I A I R E Y, AR I AR AN R i A IR
BRME, A, P RS AE[32] 1M P RS Jm VAR ILAEAS R 28 (7= S, % B I S I ) RE
ARG ES BT, ARAEE 2 TR, R AL T S BRI SR A [32] 0 TS = iy
M S EEELIEE, S0 R R A ARk B GR, TR BT o o0t St
SRR ) SR B [32] 0 1 B TN SR AL S, 2 B L AR R AR A O B R,
gt @ P TC R AR ILAE 77 A% O BN 3S) 22 0 T2 (538 9 28 7 AR D[R] R S IR, TR T 4t v X R (L =2 0K
A= i ) SE = E [32]

5. &t
5.1. ¥Hig

R K T R 9 S Ca ) SAT A o B, AR ORG 7 BB AT 3, At iR
P 4% (0 S R B R SE AT BT PR 5] I S R S A SEAT O, SV P IR AT BN R R IR B
SEAh, ST IR B Cuns dh I A AE T ¥, R B E 2R 0 KB BT R g A R TR 9l ki
K@, b E S E RIS IR S H . BRI, AR SCRIE SES: Wijekoon 55 A (2021) BT 577
A, [T 2021~2022 £ 2 A R FaR I SEE B RS OTR, RIS M 20 01 SC R B IR 3 70 9 N
Ve SRR GIH ™ SR R AT A IR T, B AR S AR ST DGR 9 SR Ul LA

5.2. RBRMEEARRRE

SRR SCE R RIS S, AU EA R Z A . WA ST SRS ZRAXAE web of science H#E47, 178
P HAE s 2 s ASCUEH “green purchase intention” {E RSB FRHIMTAIER, (HIA 3 SCk & H
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