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ABSTRACT:  
Green consumption is essential to achieving sustainable development, as it helps reduce carbon 
emissions and supports global environmental governance. Social media has emerged as a 
key instrument in shaping consumer attitudes and actions. Nevertheless, limited research has 
systematically mapped the knowledge structure, research hotspots, and evolutionary patterns of social 
media's influence on green consumption behaviour. To fill this gap, this study provides a bibliometric 
review of 334 publications (2016–2025) to map the evolving research on social media’s role in green 
consumption. The field shows consistent growth, with themes shifting from early work on consumer 
attitudes and purchase intentions toward more focused studies of social media mechanisms, green 
marketing, and policy drivers. Building on these trends, the review identifies several meaningful paths 
for further research. These include employing clearer theoretical frameworks, conducting cross-
cultural comparisons, and examining the influence of AI-based tools on consumer behaviour. By 
outlining the intellectual structure, collaborative networks, and emerging directions, this analysis offers 
a consolidated foundation for both researchers and practitioners interested in advancing sustainable 
consumption. 
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1. Introduction 
 

Global warming, melting glaciers, and rising sea levels are just a few of the 
environmental problems that have been exacerbated by the rapid expansion of the world 
economy. The environment and human society are seriously threatened by these problems 
(C. Wang, 2020; Huang et al., 2021; P. Wang et al., 2023). To deal with these pressing 
issues, the concept of sustainable development has become extremely important. Within 
this, green consumption has emerged as a key way for people to help protect the 
environment through their daily choices. Buying and using products in a way that meets 
personal requirements while also reducing environmental damage is known as “green 
consumption,” which is driven by a feeling of responsibility to society and the environment 
(Duong, 2022). Encouraging green consumption is therefore seen as a vital strategy to 
lower carbon emissions and support global efforts to improve the environment (Wei et 
al., 2024).  

As consumption patterns turn greener, social media has reshaped the market and 
transformed consumers’ attitudes and psychology (Xie & Madni, 2023). There are several 



                                                F. Zhou and I. A. Binti Zolkepli                                                   19 

© 2026 The Authors. Journal Compilation    © 2026 European Center of Sustainable Development.  
 

areas of interest in the connection between social media and eco-friendly consumer 
practices. Some studies focus on particular generations to investigate how social media 
influences green consumption habits (Bedard & Tolmie, 2018; Xie & Madni, 2023) and 
gender (Yıldırım, 2021; Horrich et al., 2024), while others build comprehensive models 
that incorporate a wide array of indicators (Biswas, 2016; Kumar & Pandey, 2023; Li, 
2024). Nevertheless, the total effects of social media are not considered in this research. 

This study aims to better comprehend the research evolutions and hotspots by 
summarising the field’s research findings, which provides new directions for subsequent 
studies. Among existing papers, only a few studies have examined the impact of social 
media on green consumption behaviour. Xiao et al. (2023) have discussed how social 
media affects green consumer behaviour, pointing out that there has been a significant 
increase in study interest in online platforms in the digital context. However, the evolution 
of the study themes is not thoroughly analysed. While Munaro et al. (2024) examined 52 
articles from the perspectives of theories, methods and contexts, the study did not adopt 
a more holistic view to investigate the linkages within the literature, such as collaborative 
networks among institutions or authors. Therefore, prior studies lacked: (1) examining the 
field’s dynamic evolution from a broader viewpoint; (2) grouping the most popular 
research subjects in this area; and (3) comprehending the field’s evolution process and 
trends from a broad perspective. 

A quantitative and statistical method that examines research topics and lessens 
subjectivity and prejudice is bibliometric analysis (Donthu et al., 2021). It can rapidly 
explain the features of literature, evaluate and comprehend the process of development, 
and identify research hotspots across many fields (Luo et al., 2021). To guide and inspire 
interested researchers and practitioners, to map the present and future trends in the 
importance of social media in green consumption behaviour research, this study uses a 
bibliometric analysis with CiteSpace. Our study will answer the following two questions: 

• Q1: What are the main trends and thematic shifts in research on the role of social 
media in green consumption from 2016 to 2025? 

• Q2: What principal challenges has social media introduced in green consumption?  
This study makes the following contributions by providing answers to these 

questions. Firstly, it maps the key topics and shows how they have changed over time. 
Secondly, it highlights knowledge gaps and future study areas. Thirdly, it tracks the 
evolution of research concepts and predicts future developments in the area. Lastly, it 
offers practical insights to help policymakers, businesses, and social media platforms better 
promote sustainable consumption. 
 
2. Methods and data 
 
2.1 Methods and software 

Bibliometric analysis is a powerful method to systematically map how a research 
field develops over time (Liu et al., 2022). By using data analysis and visualisation tools, 
this method can show the structure of knowledge in a field, pinpoint main research themes 
and key authors, and highlight emerging topics (X. Chen & Liu, 2020; Carve et al., 2021). 
Bibliometric analysis typically employs techniques like co-authorship, co-word, and co-
citation analysis (Donthu et al., 2021; Passas, 2024). CiteSpace focuses on identifying key 
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events in a field’s or area’s growth, particularly turning points and landmark studies, which 
are helpful for thoroughly examining the field’s development (X. Liu et al., 2022). By 
integrating bibliometric techniques with CiteSpace, researchers can identify prominent 
research themes and explore future research directions through a comprehensive, 
visualisation-enabled tool (Guo et al., 2020). 

To map the influence of social media on green consumption, this study uses 
CiteSpace to examine co-authorship and co-citation analysis. Co-authorship analysis is 
used to comprehend the connections between the social interactions of authors, co-word 
analysis is used to show the relationship on the topic, and co-citation analysis is used to 
further understand relationships between references (Passas, 2024). 
 
2.2 Data and process 

The Web of Science (WoS) database is widely used in bibliometric research. Its 
extensive coverage across disciplines makes it a primary source for such analyses (Zhu & 
Liu, 2020). For this study, data were retrieved from the WoS Core Collection. The 
bibliometric search strategy can be described as follows: Keywords = (“social media” or 
“social media influence”) and (“green consumption” or “green consumption behaviour”), 
time span = 2016–2025, document types = article or review article, and language = 
English. The data were collected on August 4, 2025. Following the initial search, the 
retrieved documents were screened for relevance. The final dataset comprised 334 articles 
(319 research articles and 15 review articles).  

Subsequently, CiteSpace was used to generate knowledge network maps from the 
collected data. Main analyses are as follows: (1) Productivity and impact were assessed at 
the level of countries, authors, and institutions using metrics such as publication count, 
citation counts, and activity periods. (2) Co-authorship network analysis is used to map 
collaboration structures among authors, institutions, and nations to identify important 
contributions. (3) Co-word analysis is applied to detect major research themes, track their 
temporal evolution, and identify emerging trends. (4) Co-citation analysis is performed to 
uncover foundational knowledge groups and pivotal publications that form the intellectual 
core of the field. The detailed procedures are in Figure 1. 

 

 

Figure 1. The overall analysis flows. 
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3. Performance analysis 
 
This section examines the development of the field through two key aspects: the 

growth trend in publications over time and the leading journals in the field that have 
shaped the discourse. Analysing these dimensions helps outline the field’s evolution and 
its core scholarly foundations. 

 
3.1 Publications trend 

Tracking publication output allows researchers to understand a field’s developmental 
pace and level of academic activity (Geng et al., 2022). Figure 2 shows a clear upward trend 
in annual publications. From 2016 to 2019, the annual publication volume increased 
slowly. Between 2020 and 2021, the number remained steady at around 30 articles every 
year. Since 2022, the annual publication volume has grown rapidly, reaching more than 50 
articles, up to 77 articles by 2024. 48 articles have been published as of July 2025, and more 
will be released in the future. As a result, we predict that there will be more than 90 articles 
every year in 2025. The steady annual increase in publications attests to the growing 
importance and dynamic nature of research on social media’s influence on green 
consumption behaviour. 

 

 

Figure 2. Publication trends in the field of this study (2016 to 2025) 

 
3.2 Journal distribution 

Table 1 presents the top 10 journals ranked by their publication volume in this 
field. Sustainability leads with 37 articles, followed by the Journal of Cleaner 
Production (13 articles). Among the top ten, Frontiers in Psychology has the lowest 
impact factor (2.9 in 2024). Although Sustainability has published the most articles, its total 
citations (596) rank second, and its impact factor (3.3 in 2024) is relatively moderate. In 
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contrast, the Journal of Cleaner Production not only ranks second in output but also has 
the highest impact factor (10.0 in 2024). This international journal, which focuses on 
sustainability, environmental issues, and cleaner production, is a frequent choice for 
researchers and has garnered the highest total citations (869) for its 13 articles. Frontiers 
in Environmental Science, with 6 articles, has received the fewest citations overall (21). 
 
Table 1: Top 10 journals with publication counts from 2016 to 2025 

 
4. Science mapping 
 

This study employs three primary science mapping methods: co-authorship, co-
word, and co-citation analyses. 
 
4.1 Co-authorship analysis 

Co-authorship analysis identifies the most productive countries, institutions, and 
authors, along with their collaborative networks (Luo et al., 2021; Geng et al., 2022). In 
this section, analyses at the country, institution, and author levels are conducted to identify 
the key contributors to research on the impact of social media on green consumption 
behaviour. 

 
4.1.1 Analysis of countries 

Examining publication counts by country reveals the major contributing nations 
and institutions within this research domain, highlighting those with both high output and 
strong academic influence. This analysis also elucidates collaboration patterns and the 
structure of international research networks. From 2016 to 2024, research on this topic 
involved 390 institutions across 66 countries and regions. As shown in Figure 3, the top 
ten countries are China, the United States, India, England, Malaysia, Germany, Vietnam, 
Australia, Indonesia, and Italy. China leads significantly with 101 publications, accounting 
for 33.67% of the total and far exceeding the second-ranked United States (46 articles). 
China’s centrality in the literature reflects its leading role in shaping this field. 

 

Number Journal Counts IF Total Citations 

1 Sustainability 37 3.3 596 

2 Journal of Cleaner Production 13 10.0 869 

3 Asia Pacific Journal of Marketing and Logistics 8 5.1 351 

4 Frontiers in Psychology 8 2.9 79 

5 Frontiers in Environmental Science 6 3.7 21 

6 Environmental Science and Pollution Research 5 5.6 171 

7 Young Consumers 5 5.0 66 

8 Asia Pacific Journal of Business Administration 4 4.6 22 

9 Energies 4 3.2 66 

10 Body Image 1 5.4 23 
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Figure 3. Top 10 countries/regions in the field of this study 
 

The primary contributing nations in the field are included in the network of 66 
nodes and 90 linkages shown in Figure 4. Although China and the USA have more 
publications than the other countries, the level of cooperation between the two countries 
remains limited. China also maintains collaborative links with Malaysia, Australia, South 
Africa, Norway, and Pakistan, though these connections are not particularly strong. In 
contrast, Germany, Italy, Denmark, Switzerland, Brazil, France, Romania, and Norway 
have cooperated closely. 

 

 

Figure 4. Co-country network in the field of this study 
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The significance of a network node is represented by its centrality. Table 2 ranks 
the top 10 countries by their centrality and frequency scores. The USA, Malaysia, China, 
Finland, and Norway are the countries with the greatest centrality. They make significant 
contributions to global collaboration in the study of social media's impact on eco-friendly 
consumption patterns. Remarkably, the frequency of both industrialised and developing 
nations among the top 10 contributors is about equal. China, India, Malaysia, Vietnam, 
and other developing nations are progressively becoming more involved in this area. Even 
though emerging nations have published more papers, developed nations make up the 
majority of the top 10 countries by centrality. 

 

Table 2: Top 10 countries by frequency and centrality in the field of this study 

4.1.2 Analysis of authors 

This study was able to identify 200 authors who are researching the connection 
between social media impact and green consumption behaviour by keeping track of how 
many publications they have published. Table 3 shows the leading authors ranked by their 
number of publications. The results indicate that Long, Ruyin is the most published 
researcher, followed by Chen, Hong, Huang, Han and Sun, Kun. The concentration of 
these top authors within China points to a significant engagement by Chinese scholars 
with this topic. The fact that 70% of the participants are Chinese academics further 
increases their significant role in the field. With three publications apiece, Shahzad, Yang, 
Shen, and Cham are important connections amongst the study groups (authors are 
numbered 5-8, in no specific order). In addition, Calderon-Monge and Chiu are ranked 9-
10 each with 2 articles. They exert a considerable influence on social media's role in 
shaping green consumption practices. As a result, each of these authors deserves additional 
attention. 

 
Table 3: Top 10 authors in the field of this study (2016-2025) 

Number Country Frequency Country Centrality 

1 China 101 Norway 0.43 

2 USA 46 Malaysia 0.21 

3 India 32 China 0.2 

4 England 26 Finland 0.19 

5 Malaysia 19 USA 0.17 

6 Germany 18 France 0.16 

7 Vietnam 16 Italy 0.12 

8 Australia 15 Pakistan 0.12 

9 Indonesia 14 South Africa 0.12 

10 Italy 13 Germany 0.11 

Number Authors Counts Affiliations 
Countries/

Regions 
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Co-authorship is a standard and formal manifestation of scientific collaboration, 

involving two or more researchers jointly producing scholarly work (Isfandyari-
Moghaddam et al., 2023). The co-authorship network is depicted in Figure 5. This 
network, generated with a threshold of a minimum of two co-authored publications, 
comprises 1,075 nodes and 1,967 links. The results indicate that the four most prolific 
authors—Long Ruyin, Chen Hong, Huang Han, and Sun Kun—form a tightly-knit 
collaborative cluster. 

In contrast to the densely interconnected national and institutional networks, the 
author-level network appears more fragmented, with several distinct, isolated clusters. 
Close collaborative relationships among other authors are primarily confined within 
institutional boundaries. For instance, one cluster includes Shahzad Mohsin, Shen Jie, 
Ashfaq Muhammad, Akram Umair, and Zafar Abaid Ullah. Another strong collaborative 
tie exists between Zhang Yanyan and Cham Tat-Huei. 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5. Co-author network in the field of this study 

1 Long, Ruyin 8 Jiangnan University China 

2 Chen, Hong 6 Jiangnan University China 

3 Huang, Han 5 China University of Mining & Technology China 

4 Sun, Kun 5 University of Southern Denmark Denmark 

5 Shahzad, Mohsin 3 Dalian University of Technology China 

6 Yang, Xianchuan 3 China University of Mining & Technology China 

7 Shen, Jie 3 Shenzhen University China 

8 Cham, Tat-Huei 3 UCSI University Malaysia 

9 
Calderon-monge, 

Esther 
2 University of Burgos Spain 

10 Chiu, Dickson K W 2 University of Hong Kong China 
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4.1.3 Analysis of institutions 

China’s dominant role in this research field is further evidenced by institutional 
publication counts and the CiteSpace analysis. As shown in Table 4, Chinese institutions 
constitute half of the top 10 publishing entities.  The first place is China University of 
Mining & Technology (11), followed by Jiangnan University with 8 publications. There are 
four institutions with 4 articles, namely the University System of Ohio, the University of 
Southern Denmark, National Economics University-Vietnam, and the National Institute 
of Technology (NIT System).  

The analysis reveals that the most productive institutions tend to collaborate 
closely. The strongest collaborative link exists between the University System of Ohio and 
other institutions, followed by the partnership between China University of Mining and 
Technology and the University of Southern Denmark. In contrast, most other institutions 
operate more independently, with weaker collaborative ties among them. 

 

Table 4: Top 10 institutions with the volume of publications from 2016 to 2025 

 
The network of co-occurring institutions is shown in Figure 6. It includes 911 

interconnections and 577 nodes; the connections between nodes show institutional 
collaboration. China University of Mining and Technology, Jiangnan University, 
University System of Ohio, University of Southern Denmark, National Economics 
University – Vietnam, University of Science & Technology of China, and Shenzhen 
University are examples of universities that make up most institutions. These institutions 
are network cores that form numerous sizable research communities. For instance, the 
University System of Ohio, Jiangnan University, China University of Mining & 
Technology, and other establishments make up one of the biggest research chains. The 
University System of Georgia and the University of Indonesia, for instance, have smaller 
research partnerships. Additionally, more outside assistance is required for around six 
schools. Institutional cooperation should be improved in the future to increase the number 
of ways that research experience may be shared. 

Number Affiliations Counts Countries/Regions 

1 China University of Mining & Technology 11 China 

2 Jiangnan University 8 China 

3 University System of Ohio 6 USA 

4 University of Southern Denmark 6 Denmark 

5 National Economics University - Vietnam 6 Vietnam 

6 National Institute of Technology (NIT System) 6 India 

7 Indian Institute of Management (IIM System) 5 India 

8 Chinese Academy of Sciences 5 China 

9 University of Science & Technology of China 4 China 

10 Shenzhen University 4 China 
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Figure 6. Co-institution network in the field of this study 

4.2 Co-word analysis 

Keywords help identify research fronts since they highlight the research paper’s 
core themes (Forcael et al., 2020; Lima et al., 2021). Furthermore, since keywords evolve, 
analysing their dynamics helps reveal emerging research trends (Junjia et al., 2023). 
Accordingly, this paper employs analyses of keyword clustering, evolution, co-occurrence, 
and burst detection. 

 
4.2.1 Analysis of keyword cluster 

The current research landscape is visualised in Figure 7, a keyword co-occurrence 
cluster map generated using CiteSpace with 725 nodes and 2371 connections. In the 
knowledge graph, nodes correspond to keywords, and clusters represent thematic or 
disciplinary groupings, respectively. Keywords with elevated centrality and frequency 
occupy prominent positions, signifying their pivotal role within the research landscape. In 
the visualisation, the size of each node corresponds to its total connection weight, 
representing its relative influence. The 16 sub-clusters of co-occurring keywords are as 
follows: #0 green purchasing behaviour, #1 green marketing, #2 climate change, #3 
environmental concern, #4 consumers intention, #5 sustainable lifestyles, #6 green 
purchase intention, #7 low-carbon purchasing behaviour, #8 green consumption, #9 
social media communication, #10 media effects, #11 influence of peers, #12 user 
comments, #13 social return, #14 information, and #15 social media content. 
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Figure 7. Clustering of keywords in the field of this study 

 
4.2.2 Analysis of keyword evolution 

The analysis of keyword evolution (2016-2025) is presented in Figure 8. The 
underlying network was constructed employing a co-occurrence threshold of ten. In the 
network, the size of a node corresponds to the keyword’s frequency, while its position 
along the timeline indicates the year of first appearance. In 2016, the term “behaviour” 
emerged with high frequency and remained for a long period. Behaviour is becoming one 
of the primary research subjects in the field of study. Meanwhile, “consumption” and 
“attitude” also became a hot topic. The “consumption” node size shows that it is more 
important than “attitude”. This focus reflects scholars’ interest in investigating consumers’ 
purchase behaviour. For example, Joshi & Rahman (2016) discovered that among young, 
educated customers in Delhi, social influence is one of the elements that predicts green 
purchasing behaviour. In 2017, the influence of “social media” became a hot research 
topic. Strähle & Gräff (2017) examined the potential of social media to foster sustainable 
consumption practices even within industries facing ethical challenges. They highlighted 
the significance of social media for relationship management in businesses. Then, “climate 
change”, “green marketing”, “culture,” and “green purchase intentions” showed a marked 
increase in frequency. It demonstrates that a lot of academics are trying to investigate how 
culture influences consumers’ inclination to make environmentally friendly choices 
(Bedard & Tolmie, 2018). The terms “green consumption, “China”, “Chinese consumers,” 
and “media” rose in 2019, indicating a connection between social media and green 
consumption among Chinese consumers (Sun et al., 2019; Zhao et al., 2019).  

Against the background of COVID-19, the term “food consumption” emerged, 
and scholars focus on consumers’ behaviour from this perspective (Tsai et al., 2020). In 
addition, the term “moderating role” first appeared. Wang et al. (2020) examined social 
media as a moderator using PLS-SEM. Chen et al. (2022) demonstrated that the influence 
of social media on business green innovation is moderated by the geographical context. 
These studies provide new perspectives for further investigation. Meanwhile, a lot of 
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academics focus more on how social media affects young people’s green purchasing habits 
(Ali et al., 2022; Xie & Madni, 2023). After 2024, keywords such as “influencer marketing,” 
“sustainable development goals,” “ethical consumption,” “consumption values,” 
“consumer engagement,” and “green knowledge” have started to attract scholarly 
attention, even though they are not yet frequently used. This highlights ground for future 
research by encouraging deeper empirical analysis of emerging themes such as influencer 
marketing, ethical consumption, and green knowledge. Longitudinal or mixed-method 
designs could examine causality and behavioural persistence, extending beyond 
bibliometric patterns to test how digital engagement translates into sustained consumption 
practices across cultures and platforms. 

 

Figure 8. Timeline of keywords in the field of this study 

4.2.3 Analysis of keyword co-occurrence 
Research hotspots may be efficiently revealed by keyword co-occurrence, while 

emerging frontiers can be shown by burst keywords. This study analyses the distribution 
of terms to identify cutting-edge problems and research hotspots. A phrase is represented 
by each node in the co-occurrence network, and the size of the node shows how frequently 
it appears in articles on the relationship between social media influence and eco-friendly 
purchasing practices. The connections between various keywords are depicted by the lines 
joining nodes. The dense web of connections between the different keywords, as seen in 
Figure 9, suggests that they have complex relationships. Behaviour, consumption, social 
media, theory of planned behaviour, consumers, intention, green, attitude, impact, and 
sustainable consumption are among the top ten terms. Behaviour has the biggest node 
among them, while attitude has the most intricate web of links. 
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Figure 9. Co-occurrence keyword network in the field of this study 

4.2.4 Analysis of keyword burst 
Keyword burst detection identifies terms that experience a sharp, time-bound 

increase in frequency. This method reveals emerging trends and research fronts by 
analysing the intensity and duration of these bursts. This study focused on the top 25 terms 
with the highest burst intensity, as shown in Figure 10. 

The burst periods of keywords reveal clear shifts in research priorities across three 
phases. In the early stage (2017–2021), studies focused on basic concepts and efficacy 
validation, with keywords such as “performance”, “efficacy,” and “perceived consumer 
effectiveness” indicating a primary interest in whether and why social media interventions 
were effective. During the transitional phase (2022–2023), attention turned toward specific 
contexts and decision mechanisms, reflected in bursts of terms like “food consumption”, 
“information”, “intention,” and “willingness to pay.” Since 2023, the field has entered a 
stage of deeper theoretical integration. A cluster of keywords with high burst strength has 
emerged simultaneously, including “social media”, “purchase 
intention”, “trust”, “environmental concern,” and “antecedents”. This suggests research 
no longer treats social media as a mere tool but deeply investigates its interaction with 
complex factors like consumer trust, environmental attitudes, and brand communication, 
aiming to build more comprehensive theoretical models. 

Importantly, the keyword “environmental attitudes” first appeared in 2016 but 
experienced its strongest citation burst from 2022 to 2023, indicating it as a fundamental 
yet persistently relevant concept that recently gained heightened scholarly focus. Regarding 
sustained attention, the keyword “industry” demonstrates the longest continuous burst 
period, spanning from 2022 to 2025. This suggests that the role of industrial and 
commercial actors is a mid-to-long-term subject of consistent investigation. Furthermore, 
the concurrent burst of “PLS-SEM” further indicates methodological maturation, with 
researchers increasingly adopting structural equation modelling to examine mediated and 
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moderated relationships (Huang et al., 2025; Li, 2025). Overall, the field has progressed 
from broad exploratory studies to more nuanced, context-sensitive, and theoretically 
integrated investigations. 

 

 

Figure 10. Keywords burst in the field of this study 

 
4.3 Co-citation analysis 

This study draws on co-citation analysis in CiteSpace to chart the intellectual 
structure, current frontiers, and developmental trajectories of the field (Li et al., 2022). A 
co-citation occurs when two documents are cited together by a third (Chen & Liu, 2020). 
The following sections present analyses of co-cited authors and document clusters derived 
from this method. 

 
4.3.1 Analysis of co-cited authors 

The author's co-citation network, comprising 500 nodes and 1,001 links, reveals 
key authors and their intellectual connections (Figure 11). The relatively limited number 
of nodes with high centrality suggests a focused core of influential scholarship in this field. 

Table 5 presents the most frequently cited authors. According to the table, Hair 
ranks first with 42 citations, followed by Nekmahmud (25 citations) and Pop (24 citations). 
Other frequently cited authors include Sun (23 citations) and Hair et al. (18 citations). Five 
additional authors—Dhir, Elhaffar, Luo, Yue, and White—each have 15 citations (ranks 
6-10, order unspecified). 

Separately, the authors with the highest mediation centrality in the network are (in 
order): Bedard, Yadav, Russell, Stancu, Chi, Elhaffar, Al Mamun, Chekima, Yildirim, and 
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Zhang. The prominent position of authors like Elhaffar in both centrality and frequency 
rankings underscores their sustained influence in shaping the field. 

These highly co-cited authors have contributed significantly to theoretical and 
methodological advancements, particularly in consumer behaviour and green marketing 
research. Tracking their ongoing work is therefore valuable for identifying emerging 
research fronts and potential future directions. 

 

 

Figure 11. Co-citation of the authors’ network in the field of this study 
 

Table 5: Top 10 co-cited authors by frequency and centrality in the field of this study 

 
4.3.2 Analysis of co-cited clusters 

The top 10 articles that examining how social media influences green 
consumption practices are shown in Table 6. A substantial body of literature examines the 
link between social media and consumer purchasing behaviour. For example, Nekmahmud 

Number Author Frequency Author Centrality 

1 Hair(2019)  42 
Bedard & Tolmie 

(2018)  
0.23 

2 Nekmahmud et al. (2022)  25 Yadav & Pathak (2017)  0.21 

3 Pop et al. (2020)  24 Russell et al. (2017)  0.18 

4 Sun & Wang (2019)  23 Stancu et al. (2016)  0.16 

5 Hair et al. (2019)  18 Chi (2021)  0.14 

6 Dhir et al. (2021)  15 ElHaffar et al. (2020)  0.13 

7 ElHaffar et al. (2020)  15 Al Mamun et al. (2018)  0.13 

8 Luo et al. (2020)  15 Chekima et al. (2016)  0.11 

9 Yue et al. (2020)  15 Yıldırım (2021)  0.1 

10 White et al. (2019)  15 Zhang et al. (2018)  0.1 



                                                F. Zhou and I. A. Binti Zolkepli                                                   33 

© 2026 The Authors. Journal Compilation    © 2026 European Center of Sustainable Development.  
 

et al. (2022) included social media usage and marketing into the Theory of Planned 
Behaviour. They find that social media marketing positively influences consumers’ 
intentions to purchase green products on these platforms. Pop et al. (2020) also used TPB 
to investigate the connection between consumers’ purchase intentions and social media 
influence. The findings showed that consumers’ motivation formation and intentions to 
purchase green cosmetics are significantly influenced by social media. Sun and Wang 
(2019) confirm that attitude, subjective norms, and perceived behavioural control are key 
antecedents to green purchase intentions in social media contexts.  

Since most of the top 10 articles are case studies, using data collection techniques 
and analysis tools is essential. Hair et al. (2019) gave an overview of multivariate data 
analysis and explained when and how to use PLS-SEM. Two review articles provided an 
overview of consumers’ green consumption behaviour from different perspectives. White 
et al. (2019) offered a thorough framework for encouraging long-lasting changes in 
consumer behaviour after reviewing scholarly works in behavioural science and marketing. 
ElHaffar et al. (2020) suggested that future studies need to shift from explaining the green 
gap to addressing it through practical solutions. 

With the development of green consumption in China, Chinese consumers have 
attracted significant attention. Yue et al. (2020) revealed that Chinese consumers’ 
environmental responsibility can positively influence their environmental concern. In 
addition, a few articles focus on models that explore consumer factors. Luo et al. (2020) 
investigated how social media shapes intentions toward green purchases. They found that 
green advertisements scepticism on social media harms consumers’ green buying 
intentions. Dhir et al. (2021) explained the “attitude-behaviour gap” from the standpoint 
of consumers’ purchasing habits for eco-friendly clothing.  

 

Table 6: Top 10 articles by frequency in the field of this study 
Number Frequency Titles of articles Year 

1 42 Multivariate data analysis 2019 

2 25 
Transforming consumers’ intention to purchase green products: Role of social 

media 
2022 

3 24 
Social media goes green—The impact of social media on green cosmetics 

purchase motivation and intention 
2020 

4 23 
Understanding consumers’ intentions to purchase green products in the social 

media marketing context 
2020 

5 18 When to use and how to report the results of PLS-SEM 2019 

6 15 
Why do retail consumers buy green apparel? A knowledge-attitude-

behaviour-context perspective 
2021 

7 15 

Towards closing the attitude-intention-behaviour gap in green consumption: 

A narrative review of the literature and an overview of future research 

directions 

2020 

8 15 
How does green advertising skepticism on social media affect consumer 

intention to purchase green products? 
2020 
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9 15 
Impact of consumer environmental responsibility on green consumption 

behaviour in China: The role of environmental concern and price sensitivity 
2020 

10 15 
How to SHIFT consumer behaviours to be more sustainable: A literature 

review and guiding framework 
2019 

 
To investigate the main research trends, this study employed co-citation analysis 

and cluster analysis using CiteSpace (Ahsan et al., 2022). The robustness of the cluster 
solution is evaluated by two metrics: the Q-value and the S-value (Junjia et al., 2023). A Q-
value > 0.3 indicates significant network structure, while an S-value > 0.7 suggests high 
cluster homogeneity and reliability; a Q-value > 0.5 is generally considered to denote a 
reliable clustering structure (H. Sun et al., 2022).  

The clustering analysis was performed on co-cited references, with keywords 
subsequently assigned as cluster labels. Figure 12 presents the resulting co-citation 
network, comprising 500 nodes and 1,001 links. The robustness and consistency of the 
clustering results are shown in the cluster analysis plot with Q = 0.8697 and S = 0.9122. 
A total of fourteen major thematic clusters were identified. 

 

Figure 12. Cluster of authors’ co-citations in the field of this study 
 

The size of a node is a direct reflection of how many times the articles within that 
cluster are cited together. These fourteen clusters are the main topics in this subject based 
on the frequency of co-citations (Figure 13). From 2016 to 2025, each cluster's average 
year shows how the clusters evolved. The timeline indicates that research on green 
consumption has developed through three main stages.  

Before 2015, the field was in its foundational phase, with clusters such as purchase 
intention (Cluster #0), green marketing (Cluster #3), and theory of planned 
behaviour (Cluster #7) dominating the literature. These studies mainly focused on 
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consumers’ environmental attitudes and behavioural intentions using classical theoretical 
models, laying the groundwork for later empirical exploration. 

From 2015 to 2020, research interests expanded with the integration of digital 
technologies. During this period, clusters like social media (Cluster #2), value–belief–
norm theory (Cluster #6), and green advertising (Cluster #9) gained traction. Researchers 
began to explore how social platforms influenced consumers’ environmental awareness 
and how online content and interpersonal influence shaped green attitudes. The disparity 
between consumers’ environmental ideals and their actual actions was highlighted by 
topics like the green gap and green scepticism (Cluster #10). 

Since 2020, the research landscape has shifted toward more platform-specific and 
applied studies. Clusters including green consumption (Cluster #1), influencer 
marketing (Cluster #4), and green cosmetics (Cluster #5) became central, reflecting the 
rise of Instagram, TikTok, and other visual-based platforms in shaping sustainable 
behaviour. In addition, purchase behaviour (Cluster #12) and the use of structural 
equation modelling (Cluster #13) indicate a growing focus on empirical methods and 
statistical modelling, suggesting a maturing field with diverse methodologies. 

Overall, this timeline analysis shows how the area has progressed from theoretical 
models to digital impact and behavioural processes, with social media being increasingly 
important in encouraging environmentally friendly purchases. 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 13. Timeline of co-cited clustering in the field of this study 

 
5. Discussion 
 

In the field of the role of social media in green consumption behaviour, there have 
been many changes and new research directions. This study identifies several key 
challenges that social media poses in promoting green consumption. 

1. Theoretical Integration and Cross-Cultural Validation. The keyword analysis 
reveals a clear trend: research interest has shifted from general concepts like 
“performance” to focused clusters on social media, purchase intention, and environmental 
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concern (with the strongest bursts from 2023–2025). To better understand these 
connections, future studies should use clearer and combined theories. For example, future 
research could examine how social media shapes consumer attitudes toward green 
products. Also, most current studies are done in only one country (Kwon & Ahn, 2021; 
Sreen et al., 2021; Ling et al., 2024). It is recommended to compare results from different 
cultures (like the US, Europe, and Asia) to see if the same findings apply everywhere. 

2. The Impact of AI and Green Industry Transformation. The strong and ongoing 
appearance of words like “industry” and “technology” shows that new technology and 
greener industries are becoming key topics. Although some researchers have already 
focused on green consumption and AI (K. Wang et al., 2023; Dong et al., 2025; Yang et 
al., 2025). Future research should deeper inquiry. For example, how does an AI product 
recommendation (like on shopping websites) affect green purchases? Can AI tools help 
people understand their environmental impact? How do virtual try-on or smart 
labels power by AI change trust in green brands? At the same time, future research should 
study how companies are becoming more eco-friendly and how this interacts with new 
technologies like AI. This will help businesses and governments use AI and green 
policies together to encourage sustainable shopping. 

3. Evolving Platform Dynamics and Content Formats. Our analysis reveals that 
“Facebook” received attention as an early burst term (2018-2021). However, the current 
social media landscape has undergone significant changes. Short-video platforms 
represented by TikTok have become mainstream, and content formats have shifted from 
text-and-images to short videos (Ma & Hu, 2021). This transformation has been confirmed 
to influence green consumption communication and behaviour (Lee et al., 2024; Zhong et 
al., 2025). Future studies could deeply compare the differential effects of various platform 
types (e.g., text-and-image social media, short-video social media) and content formats 
(text-and-image, short video, live streaming) in disseminating green information, shaping 
environmental attitudes, and influencing purchase intentions. For example, how does the 
immersive and emotional storytelling of short videos more effectively enhance consumers’ 
environmental resonance and perceived effectiveness? How do the strong interactivity 
(e.g., comments, reposts) and algorithmic recommendation mechanisms of short-video 
platforms accelerate the community diffusion and identity construction of green lifestyles? 
Are there differences in information credibility, communication depth, and behavioural 
conversion between the static text-and-image content of the Facebook era and the 
dynamic short videos of the TikTok era? 

 
6. Conclusions 
 

This research, which is based on CiteSpace, carefully examines 334 articles on how 
social media influence green consumption behaviour from 2016 to 2025 using 
bibliometrics and knowledge mapping approaches. The results demonstrate the growing 
interest in this topic and the clear pattern of knowledge evolution. The study found that 
the relevant articles have increased significantly since 2022, indicating that this field is 
becoming an increasingly active focus in sustainable consumption research. From the 
perspective of research countries, China, the USA and India are the core countries in terms 
of output of achievements. While China leads in publication output, the scale and intensity 
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of its international collaborative networks remain areas for potential growth. Universities 
are the absolute main body of research, while the participation of enterprises and 
professional research institutions is relatively insufficient. In terms of research topics, 
“behaviour”, “consumption”, “planned behaviour theory,” and “attitude and sustainable 
consumption” constitute a stable and core knowledge cluster, among which the discussion 
of young consumers and the effect of digital platforms is particularly high. Notably, the 
focus of research in this field presents a clear evolutionary path: from early reliance on 
basic theories and a focus on general behaviour patterns, to a gradual shift towards more 
contextual and platform-based discussions. Future research could enhance cutting-edge 
topics such as influencer marketing, AI recommendation mechanisms, and cross-cultural 
comparisons. This study is mainly based on the WoS database, and the method is affected 
by software parameter settings, so future research can further improve the robustness and 
universality of the conclusions by fusing multi-source data and combining qualitative 
methods. Overall, this study methodically organises the field’s knowledge structure, 
cooperation network, and development trend. It also offers a clear point of reference and 
roadmap for future research, policy development, and corporate practice on how to 
successfully encourage green consumption through social media. 
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