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ABSTRACT 
 

This study investigates factors influencing 
green product purchasing by small and 
medium enterprises (SMEs) in developing 
countries, focusing on the theory of 
consumption values (TCV) and the theory 
of planned behavior (TPB). Using a 
systematic literature review, articles 
published between 2020 and 2024 were 
analyzed. Findings show that TCV is 
crucial for understanding green purchasing 
behavior through functional, social, 
emotional, and epistemic values, 
significantly impacting consumer 
intentions. Consumers prefer products that 
meet functional needs and align with their 
values. TPB highlights attitudes, subjective 
norms, and perceived behavioral control in 
shaping purchase intentions. Positive 
environmental attitudes, social support, 
and perceived control encourage green 
product purchasing. Integrating TCV and 
TPB offers a comprehensive 
understanding of the dynamics influencing 
these decisions. Practically, this study 
guides marketers in developing effective 
green marketing strategies by highlighting 
product benefits and leveraging 
community support. Although focused on 
recent literature and TCV and TPB, further 
research could explore other factors 
influencing green purchasing in different 
contexts. This study enriches the literature 
on green purchasing and supports 
sustainable economic growth for SMEs in 
developing countries. 
 
Keywords: Developing Countries; Green 
Product Purchasing; SMEs; Theory of 
Consumption Values; Theory of Planned 
Behavior
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INTRODUCTION 
 
Purchasing green products by small and medium enterprises (SMEs) in developing 
countries is not only crucial for environmental sustainability but also has significant 
economic implications (Mishaal & Haw, 2023). Developing countries face major 
challenges in reducing environmental impact while still promoting economic growth. 
Currently, SMEs, as the backbone of the economy in many developing countries, play a 
key role in the transition towards more sustainable business practices (Karuppiah et al., 
2020). However, with increasing pressure from environmentally conscious global 
consumers and stricter regulatory requirements, there is an urgent need to understand 
and address the factors influencing green product purchasing decisions by SMEs 
(Mishra & Kulshreshtha, 2023). Addressing these challenges will not only help reduce 
the carbon footprint and negative environmental impacts but also open new market 
opportunities and enhance the competitiveness of SMEs in an increasingly green global 
market. 
 
Several theories explain green purchase decisions, such as the theory of reasoned 
action (TRA), theory of planned behavior (TPB), theory of consumption values (TCV), 
marketing mix, and social cognitive theory. However, recent studies have focused more 
on the use of TPB and TCV (Sharma et al., 2023; Tanrikulu, 2021). TPB emphasizes the 
importance of intentions and decisions influenced by attitudes, subjective norms, and 
perceived behavioral control, all of which play a role in guiding consumer decisions to 
purchase green products (Zhang & Dong, 2020). TCV provides insights into consumer 
consumption behavior through the consumption values that influence consumer choices 
towards various products and services, including green products (Bahoo et al., 2024).  
 
The purpose of this research is to comprehensively examine the factors influencing the 
purchase of green products by SMEs in developing countries through a literature review. 
Research on the green purchase decisions by SMEs in developing countries based on 
the TPB and TCV theories is essential due to the limited previous studies that have not 
comprehensively addressed the psychological factors (such as TPB) and consumption 
values (such as TCV) influencing consumers' green purchasing decisions. Specifically, 
this study aims to identify the key drivers that motivate consumers to make green 
purchases from SME products by focusing on the TPB and TCV theories. 
 
This research holds significant practical and theoretical implications. Practically, it is 
expected to help SMEs understand the key factors that drive consumers to purchase 
green products, enabling SMEs to develop more effective marketing strategies, enhance 
their competitiveness, and support sustainable economic growth. Theoretically, this 
research is also expected to enrich the literature on green purchasing behavior by 
offering a deeper understanding of how TPB and TCV theories can be applied to analyze 
green purchase decisions in developing countries. Thus, this study is anticipated to serve 
as a reference for future research in the fields of sustainability and consumer behavior. 
 

LITERATURE REVIEW 
 
Green Product Purchasing by SMEs in Developing Countries 
Green product purchasing by SMEs in developing countries reflects an effort to integrate 
sustainability principles into business practices. This green product concept not only 
involves the use of environmentally friendly raw materials but also includes production 
processes that reduce waste and carbon emissions (Moshood et al., 2022). With 
increasing consumer awareness of environmental issues, SMEs that can offer green 
products can meet the growing market demand, thereby enhancing their 
competitiveness. According to data from UNEP (United Nations Environment 
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Programme), SMEs contribute about 60% to 70% of total employment in developing 
countries (United Nations, 2024). Although only a few SMEs are involved in green 
products (Purwandani & Michaud, 2021), the potential for growth in this sector is 
significant, especially if coupled with operational cost savings and access to broader 
markets. Unfortunately, the adoption of green products by SMEs in developing countries 
is not without challenges. Resource limitations, access to green technology, and higher 
production costs often hinder SMEs from transitioning to sustainable practices (Wang et 
al., 2023). Additionally, support from the government and non-governmental 
organizations is also a crucial factor influencing SMEs' ability to develop green products 
(Chen & Liu, 2020). Nevertheless, with increasing consumer awareness and supportive 
sustainability regulations, SMEs have the potential to innovate and adapt quickly. 
 
Theory of Planned Behavior (TPB) 
TPB was first introduced by Ajzen (1985) and further elaborated by Ajzen (1991),  stating 
that a person's intention to perform a certain action is influenced by three main factors: 
attitude, subjective norms, and perceived behavioral control. TPB assumes that intention 
is the closest predictor of behavior, depending on the extent to which a person has 
control over the action (Astuti & Solihin, 2024; Rozenkowska, 2023). Attitude is 
influenced by how positively or negatively the characteristics of action are evaluated, 
while subjective norms relate to social influences, that is, the opinions or views of people 
considered important by the individual (Kwon & Silva, 2019). Perceived behavioral 
control refers to the extent to which a person believes they have the resources and 
opportunities to perform an action, which in turn affects the likelihood of the individual 
carrying out the behavior (Ajzen, 1985, 1991). In the context of green purchase behavior 
(GPB), the intention to buy green products is seen as the primary factor predicting the 
actual GPB (Kamalanon et al., 2022). 
 
However, several limitations of TPB have also been identified, particularly regarding the 
relationship between attitude variables and environmental concern with green purchase 
intention (Zaremohzzabieh et al., 2021). Some studies, such as those proposed by Choi 
& Johnson (2019) and Joshi & Rahman (2015), suggest modifications to TPB to address 
these limitations, incorporating additional factors such as motivation and environmental 
factors. The GPB model, as adopted by Zaremohzzabieh et al. (2021) offers an 
alternative to explaining the gap between attitudes and consumer behavior toward green 
products. This model emphasizes motivational factors influencing green purchase 
intention and clarifies the reasons behind the discrepancies between pro-environmental 
attitudes and actual purchasing behavior of green products. This suggests that TPB still 
provides room for model development, especially in explaining consumer behavior 
toward green product purchases. 
 
Theory of Consumption Value (TCV) 
TCV was first introduced by Sheth et al. (1991). This theory provides a framework for 
understanding consumer behavior by categorizing it into five main consumption values: 
functional value, conditional value, emotional value, social value, and epistemic value. 
(Aravindan et al., 2023). The TCV seeks to forecast, describe, and elucidate consumer 
choice behavior by concentrating on the value-driven motivations behind consumption 
behavior (Bahoo et al., 2024). This theory combines insights from various fields including 
economics, marketing, consumer behavior, sociology, and psychology, offering a 
multidisciplinary perspective on consumer decision-making (Sheth et al., 1991). Each of 
the five consumption values helps explain why consumers choose to buy or not buy 
certain products, prefer one type of product over another, and choose one brand over 
another (Tanrikulu, 2021). For instance, functional value relates to product performance, 
whereas emotional value refers to the affective reactions of consumers towards the 
product or brand. 
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In marketing research, TCV has been extensively applied to analyze a variety of 
industries and products, including digital products, green products, and tourism, as 
highlighted by literature reviews conducted over the last 30 years (Bahoo et al., 2024). 
TCV is particularly pertinent for examining green product purchasing behavior as it 
accounts for both the practical and pleasurable aspects of the value perceived by 
consumers (Religia, Ridwan, et al., 2023). A study by Dong and Huang (2024) confirms 
that consumption values can be used as predictors of purchase intention, making it a 
suitable tool for understanding the consumption and purchase of environmentally friendly 
products. TCV also provides a multidimensional perspective that connects consumption 
behavior to consumer satisfaction by considering the perceived net utility post-purchase. 
Given the importance of consumption value, Religia, Ambarwati, et al. (2023) advises 
small retailers to focus on creating consumer value in their marketing strategies. This 
approach offers a more profound understanding of the motivations and decisions of 
consumers across different product and service contexts. 
 

RESEARCH METHOD 
 

This study employs a systematic literature review method to analyze relevant research 
on green product purchasing decisions by SMEs in developing countries. This approach 
was selected to obtain a thorough understanding of the topic by reviewing findings from 
a range of prior studies. Data collection involved searching for scholarly articles 
published between 2020 and 2024 across multiple academic databases, including 
Scopus, Web of Science, and Google Scholar. Keywords used in the search included 
"green purchasing", "green purchase decision", "TPB", "TCV", "SMEs", and "developing 
countries." Only articles focusing on green product purchasing by SMEs in developing 
countries and using TPB or TCV as the main theoretical framework were included in the 
analysis. 
 
After the search, articles that met the inclusion criteria were analyzed in-depth to identify 
key factors influencing green product purchasing decisions by SMEs. The analysis was 
conducted by grouping the articles based on research objectives, theories used, 
methods employed, and research findings. Data from the relevant articles were then 
synthesized and mapped into a literature review table to provide a holistic overview of 
existing research trends and identify research gaps that could be opportunities for further 
studies. This analytical technique is expected to yield clearer insights into the main 
drivers of green purchasing decisions by SMEs in developing countries and the role of 
TPB and TCV theories in explaining this behavior. 
 

RESULTS 
 
Based on the literature review conducted, it is found that the TCV provides an essential 
framework for understanding green product purchasing behavior by emphasizing various 
value dimensions that influence consumer intentions. Research indicates that functional 
value, social value, emotional value, and epistemic value positively contribute to the 
intention to buy environmentally friendly products (Joibi & Annuar, 2021; Rachman & 
Amarullah, 2024). In this context, consumption values encompass not only the functional 
aspects of the product but also how consumers associate the product with their social 
and emotional identities, which is increasingly important in sustainable product 
purchasing decisions. 
 
In contrast, the TPB emphasizes the influence of attitude, subjective norms, and 
perceived behavioral control as crucial elements in determining purchase intentions and 
actual buying behavior (Rahman et al., 2020; Yadav et al., 2022). Research utilizing TPB 
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indicates that a favorable environmental attitude, social support, and a strong sense of 
control over purchasing behavior can encourage consumers to act and buy green 
products. Therefore, TPB provides a comprehensive understanding of how both social 
and individual factors work together to impact purchasing decisions. 
 
When comparing TCV and TPB, these two theories complement each other in explaining 
green purchasing decisions. TCV focuses on the inherent values of the product and how 
these values influence intention, while TPB emphasizes the factors influencing behavior 
within social and individual contexts. The integration of these two theories not only 
deepens the understanding of the dynamics influencing green purchasing decisions but 
also provides insights for marketers to design more effective and relevant strategies in 
the context of sustainability (Aliedan et al., 2023; Dilotsotlhe & Duh, 2021). 
 
The methodology that can be employed to explain the roles of TCV and TPB in green 
purchasing decisions involves a quantitative survey approach using a Likert scale-based 
questionnaire. This method allows researchers to systematically measure the 
dimensions of consumption values and the factors of TPB (Dilotsotlhe & Duh, 2021; 
Rachman & Amarullah, 2024). Analysis using structural equation modeling techniques, 
such as Partial Least Squares Structural Equation Modeling (PLS-SEM), can assist in 
identifying relationships among variables and measuring the significant impact of 
consumption values and TPB factors on the intentions and behaviors related to green 
product purchasing (Mason et al., 2023; Susanty et al., 2021). This approach enables 
researchers to develop a comprehensive and relevant model that explains the factors 
influencing green purchasing decisions across various social and cultural contexts. 
 
The findings of the research indicate that both the TCV and the TPB significantly 
contribute to understanding green purchasing decisions. In the context of TCV, studies 
reveal that consumption value dimensions, such as functional and emotional values, 
positively influence attitudes and intentions to buy environmentally friendly products. This 
suggests that consumers tend to prefer products that not only meet functional needs but 
also align with their personal values and identities (Pauluzzo & Mason, 2022; Rachman 
& Amarullah, 2024). On the other hand, research applying TPB emphasizes that a 
positive attitude towards green products, subjective norms, and perceived behavioral 
control play crucial roles in shaping actual purchase intentions and behaviors. This 
indicates that social support and personal beliefs have a strong impact on consumer 
decision-making (Rahman et al., 2020; Yadav et al., 2022). Thus, the combination of 
these findings provides a clear picture of the complexity of factors influencing green 
purchasing decisions, underscoring the need for a multidimensional approach in 
designing effective marketing strategies for environmentally friendly products (Aliedan et 
al., 2023; Dilotsotlhe & Duh, 2021). A more comprehensive overview of the literature can 
be seen in Table 1. 
 
Overall, this body of research emphasizes the critical role of consumption values in 
influencing consumer intentions and behaviors toward eco-friendly products, providing 
valuable insights for marketers and policymakers aiming to promote sustainable 
consumption practices. Despite the strong findings, there are still areas that require 
further exploration, including the need for longitudinal research that can provide insights 
into the dynamics of eco-friendly purchasing behaviors over time and focus on diverse 
demographic groups and different socioeconomic contexts. 
 
Table 1. Literature Review 
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Author 
Research 
Objective 

Research 
Constructs 

Research 
Method 

Research Findings 

Joibi 
and 
Annuar 
(2021) 

To examine the 
impact of 
consumption 
values on the 
intention to visit 
eco-friendly 
hotels in 
Malaysia, 
considering 
how 
consumption 
values 
influence the 
preferences of 
domestic and 
international 
tourists. 

Functional 
value, 
conditional 
value, social 
value, 
emotional 
value, and 
epistemic value 
based on the 
TCV. 

The survey 
method used 
Cross-
sectional with 
a 5-point 
Likert scale 
questionnaire 
distributed 
offline to 
respondents 
in several 
regions of 
Malaysia. 

All dimensions of 
consumption value 
potentially have a 
positive influence on 
the intention to visit 
eco-friendly hotels, 
and it also indicates 
that environmental 
concern in hotel 
services can shape 
eco-friendly behavior 
among tourists. 

Dilotsotl
he and 
Duh 
(2021) 

To identify 
factors 
influencing the 
attitudes and 
purchasing 
behaviors of 
South African 
middle-class 
consumers 
towards eco-
friendly devices 
through a multi-
theoretical 
approach. 

Integrating the 
TCV, the 
Theory of 
Diffusion of 
Innovations 
(DOI), and the 
TPB focusing 
on functional, 
conditional, 
epistemic, 
social, and 
emotional 
value. besides 
that, it also 
uses relative 
advantage, 
compatibility, 
and 
observability. 

Quantitative 
survey 
directly to 500 
black South 
African 
middle-class 
respondents, 
with data 
analysis using 
PLS-SEM. 

Functional, 
conditional, and 
epistemic values 
significantly influence 
attitudes towards eco-
friendly devices, 
which then affect 
behavioral intention 
and actualization of 
purchasing behavior; 
social value and 
perceived behavioral 
control also have a 
positive impact on 
behavioral intention. 

Pauluzz
o and 
Mason 
(2022) 

To identify the 
combination of 
consumption 
values that can 
explain socially 
responsible 
consumer 
behavior 
among 
Generation Y 
fast-fashion 
consumers. 

Consumption 
values 
(Functional, 
Social, 
Emotional, 
Conditional, 
and Epistemic 
Value) were 
analyzed in 
relation to 
socially 
responsible 
consumer 
behavior. 

Cross-
sectional 
using pretest 
Interviews 
were 
conducted, 
followed by a 
survey of 943 
Generation Y 
fast-fashion 
consumers, 
using fuzzy-
set qualitative 
comparative 
analysis. 

Socially responsible 
consumer behavior 
among Generation Y 
does not depend on a 
single consumption 
value but is the result 
of a combination of 
various dimensions of 
consumption value. 
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Author 
Research 
Objective 

Research 
Constructs 

Research 
Method 

Research Findings 

Mason 
et al. 
(2023) 

To clarify the 
relationship 
between 
consumption 
values (TCV) 
and consumer 
behavior and to 
explain the 
variability of 
results across 
studies in 
different 
contexts. 

Consumption 
values 
(Functional 
Value, 
Conditional 
Value, Social 
Value, 
Emotional 
Value, 
Epistemic 
Value) in 
relation to 
consumer 
behavior. 

Meta-analysis 
of 82 studies 
from various 
countries 
using a 
random 
effects model 
and 
psychometric 
meta-analysis 
approach. 

Consumption values 
positively influence 
consumer behavior, 
with emotional value 
being the strongest 
predictor, while social 
value is the weakest, 
showing differences 
in impact across 
contexts and research 
methods. 

Rachma
n and 
Amarull
ah 
(2024) 

To investigate 
the influence of 
consumption 
values on the 
attitudes and 
repurchase 
intentions of 
green products 
in the form of 
halal cosmetics 
in Indonesia. 

Functional, 
conditional, 
social, 
emotional, and 
epistemic 
values in the 
TCV, as well as 
attitudes and 
repurchase 
intentions. 

Online survey 
method with a 
questionnaire 
distributed to 
233 Muslim 
consumers in 
Indonesia and 
data was 
analyzed 
using Partial 
Least Square-
Structural 
Equation 
Modeling 
(PLS-SEM). 

Functional, 
conditional, social, 
emotional, and 
epistemic values 
positively influence 
attitudes toward halal 
cosmetics, and these 
attitudes contribute 
positively to the 
intention to 
repurchase halal 
cosmetics. 

Rahman 
et al. 
(2020) 

To examine the 
influence of 
attitudes, 
subjective 
norms, and 
perceived 
behavioral 
control on 
purchase 
intentions and 
the effect of 
purchase 
intentions on 
the actual 
purchasing 
behavior of 
green products 
in Bangladesh. 

Attitudes 
towards the 
environment, 
subjective 
norms, 
perceived 
behavioral 
control, 
behavioral 
intention, and 
actual 
purchasing 
behavior. 

Quantitative 
survey with a 
questionnaire 
adapted from 
previously 
validated 
instruments, 
involving 240 
respondents 
selected 
through 
purposive 
sampling and 
analyzed 
using PLS-
SEM. 

Attitudes towards the 
environment, 
subjective norms, and 
perceived behavioral 
control positively 
influence purchase 
intentions, and 
purchase intentions 
positively influence 
the actual purchasing 
behavior of green 
products. 

Susanty 
et al. 
(2021) 

To examine the 
influence of 
learning 
factors, social 
cognitive 

Experiential 
learning, 
contextual 
factors, green 
marketing, 

A quantitative 
survey using a 
5-point Likert 
scale 
questionnaire 

Outcome 
expectations, self-
efficacy, and 
subjective norms 
have a significant 
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Author 
Research 
Objective 

Research 
Constructs 

Research 
Method 

Research Findings 

factors, and 
green 
marketing on 
the intentions 
and behaviors 
of purchasing 
green products. 

outcome 
expectations, 
self-efficacy, 
subjective 
norms, 
behavioral 
intention, and 
actual 
purchasing 
behavior. 

was 
conducted 
with 602 
respondents, 
who were 
selected 
through a mix 
of non-
probability 
sampling 
methods, and 
the data were 
analyzed 
using 
SmartPLS 
3.0. 

positive impact on the 
intention to purchase 
green products; 
purchase intentions 
have a significant 
positive impact on 
actual purchasing 
behavior, and green 
marketing 
strengthens the 
relationship between 
purchase intentions 
and actual purchasing 
behavior. Learning 
experiences affect 
outcome expectations 
and self-efficacy and 
are influenced by 
demographic and 
contextual factors. 

Yadav 
et al. 
(2022) 

To examine 
factors 
influencing 
consumer 
intentions in 
purchasing 
recycled shoes 
using the 
Theory of 
Reasoned 
Action (TRA) 
and the TPB. 

Perceived 
environmental 
knowledge, 
subjective 
norms, 
sustainable 
label 
awareness, 
shoe selection 
motivation, 
attitude, 
purchase 
intention, and 
purchasing 
behavior. 

The 
quantitative 
method with 
an online 
questionnaire 
distributed to 
268 
respondents 
in India and 
data analysis 
was 
performed 
using 
regression 
analysis to 
test 
relationships 
among 
variables. 

Perceived 
environmental 
knowledge, subjective 
norms, sustainable 
label awareness, and 
shoe selection 
motivation influence 
attitudes, while 
attitudes, word of 
mouth, and 
environmental 
awareness influence 
purchase intentions. 
Sustainable label 
awareness, the desire 
to own multiple shoes, 
and purchase 
intentions influence 
purchasing behavior. 
The relationships 
among constructs in 
TPB indicate that 
social factors and 
environmental 
awareness play 
important roles in 
driving intentions and 
purchasing behavior 
of recycled shoes. 

Aliedan 
et al. 
(2023)  

To explore the 
factors 
influencing 

Attitude 
towards green 
investment, 

A survey 
method was 
used with an 

Attitude, perceived 
behavioral control, 
knowledge of green 
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Author 
Research 
Objective 

Research 
Constructs 

Research 
Method 

Research Findings 

green 
investment 
intentions in the 
Saudi food 
industry using 
an extended 
version of the 
TPB model. 

subjective 
norms, 
perceived 
behavioral 
control, 
knowledge of 
green 
investment, 
commitment to 
green 
consumption, 
and religiosity 
as moderating 
factors. 

online 
questionnaire 
completed by 
550 recent 
graduates in 
agriculture 
and food 
science from 
universities in 
Saudi Arabia, 
and the data 
were 
analyzed 
using PLS-
SEM 
techniques. 

investment, and 
commitment to green 
consumption have a 
positive effect on 
green investment 
intentions, whereas 
subjective norms 
negatively influence 
them. Religiosity acts 
as a moderating 
factor in the 
relationships between 
attitude, perceived 
behavioral control, 
and green 
consumption 
commitment with 
green investment 
intentions. 

Dinc-
Cavlak 
and 
Ozdemir 
(2024) 

To investigate 
the behavior of 
repeat organic 
food 
purchases, 
focusing on the 
discrepancy 
between 
intention and 
actual 
purchasing 
behavior. 

Social norms, 
attitude, 
perceived 
behavioral 
control, food 
safety 
concerns, 
health 
consciousness, 
trust, and 
knowledge of 
organic food. 

Data was 
gathered via 
an online 
survey from 
594 local farm 
customers 
and analyzed 
using 
structural 
equation 
modeling. 

The extended model 
shows that intention 
and perceived 
behavioral control 
mediate the 
relationship between 
trust and organic food 
purchasing, with trust 
moderating the link 
between intention and 
purchasing behavior. 

 
DISCUSSION 

 
Theoretical Implications 
The findings of this study provide important contributions to the development of theory in 
understanding the purchasing behavior of green products through the lens of the TCV 
and TPB. TCV indicates that the dimensions of functional, social, emotional, and 
epistemic values significantly influence consumers' intentions to purchase 
environmentally friendly products. This underscores that consumer decisions are not 
only based on utilitarian aspects but are also influenced by the identities and values they 
hold. On the other hand, TPB highlights the importance of attitudes, subjective norms, 
and perceived behavioral control as key elements in the decision-making process. The 
integration of these two theories offers a deeper understanding of the interaction 
between consumption values and social factors in the context of sustainability, thereby 
providing a more comprehensive theoretical framework for future research. 

 
Practical Implications 
From a practical perspective, the results of this study can serve as guidelines for 
marketers and decision-makers in designing more effective marketing strategies for 
green products. By understanding that functional and emotional values significantly 
impact consumer intentions, companies can create marketing messages that emphasize 
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the practical and emotional benefits of environmentally friendly products. Additionally, 
considering the important roles of subjective norms and behavioral control, marketers 
can build campaigns that involve community support or influencers to enhance 
awareness and foster positive attitudes toward green products. With this approach, it is 
hoped that there will be an increase in the intention and purchasing behavior of 
sustainable products among consumers. 
 

CONCLUSION 
 
This research aims to examine the factors influencing the purchase of green products by 
SMEs in developing countries, focusing on TCV and TPB theories. The analysis results 
show that TCV helps to understand the purchasing behavior of green products through 
consumption value dimensions such as functional, social, emotional, and epistemic 
values, which significantly influence consumer intentions. Consumers tend to choose 
products that meet functional needs and align with their personal values and identities. 
 
TPB emphasizes the role of attitudes, subjective norms, and perceived behavioral control 
in shaping purchasing intentions and behaviors. Positive attitudes toward the 
environment, social support, and a high perception of control over purchasing behavior 
can encourage consumers to buy green products. The combination of TCV and TPB 
provides a comprehensive understanding of the factors influencing green purchasing 
decisions, offering a holistic theoretical framework for understanding the dynamics of 
green product purchases by SMEs in developing countries. 
 
Practically, the results of this study provide guidelines for marketers and decision-makers 
in designing effective marketing strategies for green products. Emphasizing the 
functional and emotional benefits of environmentally friendly products, as well as 
campaigns involving community support or influencers, is expected to enhance the 
intention and behavior of sustainable product purchases. Although this research focuses 
on articles published between 2020 and 2024 and uses TCV and TPB as the main 
frameworks, there are opportunities for further research with different contexts or 
methodologies to explore other factors that may influence green purchasing decisions. 
 
LIMITATION 
This study provides a deep understanding of the purchasing decisions for green products 
by SMEs in developing countries through a systematic literature review. However, there 
are several limitations, including the focus on articles published between 2020 and 2024, 
which may overlook relevant prior research. Moreover, although this study prioritizes 
TCV and TPB theories as theoretical frameworks, other approaches may also have 
significant contributions. These limitations actually open opportunities for further 
research that can examine the relationship between these findings and different contexts 
or methodologies. 
 
ACKNOWLEDGMENT 
First and foremost, I would like to express my gratitude to Allah SWT for all His blessings 
and guidance that have facilitated the process of this research. I also wish to thank the 
Management Study Program and the Faculty of Economics and Business at UPN 
Veteran Yogyakarta for their support. May all these efforts provide benefits for many 
people. 
 
DECLARATION OF CONFLICTING INTERESTS  
The authors declare no conflicts of interest regarding the research, authorship, or 
publication of this article. 
 

https://www.ejournal.aibpmjournals.com/index.php/JICP


 
Journal of International Conference Proceedings (JICP) Vol. 7 No. 4,  
pp. 991-1003, February, 2025 
P-ISSN: 2622-0989/E-ISSN: 2621-993X 
https://www.ejournal.aibpmjournals.com/index.php/JICP 
 

1001 
 
 

REFERENCES 
 
Ajzen, I. (1985). From intentions to actions: A theory of planned behavior. In J. Kuhl & J. 

Beckmann (Eds.), Action Control: From Cognition to Behavior (pp. 11-39). 
Springer Berlin Heidelberg. https://doi.org/10.1007/978-3-642-69746-3_2  

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human 
Decision Processes, 50(2), 179-211. https://doi.org/10.1016/0749-
5978(91)90020-T  

Aliedan, M. M., Alyahya, M. A., Elshaer, I. A., & Sobaih, A. E. E. (2023). Who is going 
green? Determinants of green investment intention in the Saudi food industry. 
Agriculture, 13(5). https://doi.org/10.3390/agriculture13051047  

Aravindan, K. L., Ramayah, T., Thavanethen, M., Raman, M., Ilhavenil, N., Annamalah, 
S., & Choong, Y. V. (2023). Modeling positive electronic word of mouth and 
purchase intention using theory of consumption value. Sustainability, 15(4). 
https://doi.org/10.3390/su15043009  

Astuti, N. C., & Solihin, I. (2024). The mediating role of the TPB in the relationship 
between entrepreneurship education and entrepreneurial intention among 
Indonesian undergraduate students. Asia Pasific Journal of Management and 
Education, 7(3), 168-186. https://doi.org/10.32535/apjme.v7i3.3514  

Bahoo, S., Umar, R. M., Mason, M. C., & Zamparo, G. (2024). Role of theory of 
consumption values in consumer consumption behavior: A review and agenda. 
The International Review of Retail, Distribution and Consumer Research, 34(4), 
417-441. https://doi.org/10.1080/09593969.2023.2290657  

Chen, J., & Liu, L. (2020). Customer participation, and green product innovation in SMEs: 
The mediating role of opportunity recognition and exploitation. Journal of 
Business Research, 119, 151-162. https://doi.org/10.1016/j.jbusres.2019.05.033  

Choi, D., & Johnson, K. K. P. (2019). Influences of environmental and hedonic 
motivations on intention to purchase green products: An extension of the theory 
of planned behavior. Sustainable Production and Consumption, 18, 145-155. 
https://doi.org/10.1016/j.spc.2019.02.001  

Dilotsotlhe, N., & Duh, H. I. (2021). Drivers of middle-class consumers’ green appliance 
attitude and purchase behavior: A multi-theory application. Social Marketing 
Quarterly, 27(2), 150-171. https://doi.org/10.1177/15245004211013737  

Dinc-Cavlak, O., & Ozdemir, O. (2024). Using the theory of planned behavior to examine 
repeated organic food purchasing: Evidence from an online survey. Journal of 
International Food & Agribusiness Marketing, 36(2), 147-176. 
https://doi.org/10.1080/08974438.2022.2068102  

Dong, Z., & Huang, M. (2024). Green environment via theory of consumption values: 
Impact of attitude towards environment and green product quality on green 
purchase intention. Polish Journal of Environmental Studies, 33(10), 1-13. 
https://doi.org/10.15244/pjoes/186584  

Joibi, N. S. B., & Annuar, S. N. S. (2021). The impact of consumption values towards 
intention to visit green hotel. In Eurasian Business and Economics Perspectives: 
Proceedings of the 30th Eurasia Business and Economics Society 
Conference (pp. 159-172). Springer International Publishing. 
https://doi.org/10.1007/978-3-030-65147-3_11  

Joshi, Y., & Rahman, Z. (2015). Factors affecting green purchase behaviour and future 
research directions. International Strategic Management Review, 3(1), 128-143. 
https://doi.org/10.1016/j.ism.2015.04.001  

Kamalanon, P., Chen, J.-S., & Le, T.-T.-Y. (2022). “Why do we buy green products?” An 
extended theory of the planned behavior model for green product purchase 
behavior. Sustainability, 14(2). https://doi.org/10.3390/su14020689  

Karuppiah, K., Sankaranarayanan, B., Ali, S. M., Chowdhury, P., & Paul, S. K. (2020). 
An integrated approach to modeling the barriers in implementing green 

https://www.ejournal.aibpmjournals.com/index.php/JICP
https://doi.org/10.1007/978-3-642-69746-3_2
https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.3390/agriculture13051047
https://doi.org/10.3390/su15043009
https://doi.org/10.32535/apjme.v7i3.3514
https://doi.org/10.1080/09593969.2023.2290657
https://doi.org/10.1016/j.jbusres.2019.05.033
https://doi.org/10.1016/j.spc.2019.02.001
https://doi.org/10.1177/15245004211013737
https://doi.org/10.1080/08974438.2022.2068102
https://doi.org/10.15244/pjoes/186584
https://doi.org/10.1007/978-3-030-65147-3_11
https://doi.org/10.1016/j.ism.2015.04.001
https://doi.org/10.3390/su14020689


 
Journal of International Conference Proceedings (JICP) Vol. 7 No. 4,  
pp. 991-1003, February, 2025 
P-ISSN: 2622-0989/E-ISSN: 2621-993X 
https://www.ejournal.aibpmjournals.com/index.php/JICP 
 

1002 
 
 

manufacturing practices in SMEs. Journal of Cleaner Production, 265, 121737. 
https://doi.org/10.1016/j.jclepro.2020.121737  

Kwon, H. R., & Silva, E. A. (2019). Mapping the landscape of behavioral theories: 
Systematic literature review. Journal of Planning Literature, 35(2), 161-179. 
https://doi.org/10.1177/0885412219881135  

Mason, M. C., Oduro, S., Umar, R. M., & Zamparo, G. (2023). Effect of consumption 
values on consumer behavior: A meta-analysis. Marketing Intelligence & 
Planning, 41(7), 923-944. https://doi.org/10.1108/MIP-03-2023-0100  

Mishaal, M. F., & Haw, H. F. (2023, May). Implementation of green product innovation: 
Issue and challenges in Malaysia SMEs. In AIP Conference Proceedings (Vol. 
2530, No. 1). AIP Publishing. https://doi.org/10.1063/5.0120971  

Mishra, V., & Kulshreshtha, K. (2023). Green product purchase decision: A conceptual 
model of factors influencing the decision of Indian consumers. British Food 
Journal, 125(9), 3160-3174. https://doi.org/10.1108/BFJ-09-2022-0783  

Moshood, T. D., Nawanir, G., Mahmud, F., Mohamad, F., Ahmad, M. H., Ghani, A. A., & 
Kumar, S. (2022). Green product innovation: A means towards achieving global 
sustainable product within biodegradable plastic industry. Journal of Cleaner 
Production, 363, 132506. https://doi.org/10.1016/j.jclepro.2022.132506  

Pauluzzo, R., & Mason, M. C. (2022). A multi-dimensional view of consumer value to 
explain socially-responsible consumer behavior: A fuzzy-set analysis of 
Generation Y’s fast-fashion consumers. Journal of Marketing Theory and 
Practice, 30(2), 191-212. https://doi.org/10.1080/10696679.2021.1908146  

Purwandani, J. A., & Michaud, G. (2021). What are the drivers and barriers for green 
business practice adoption for SMEs? Environment Systems and Decisions, 
41(4), 577-593. https://doi.org/10.1007/s10669-021-09821-3  

Rachman, E. S., & Amarullah, D. (2024). Halal cosmetics repurchase intention: Theory 
of consumption values perspective. Journal of Islamic Marketing, ahead-of-
print(ahead-of-print). https://doi.org/10.1108/JIMA-08-2022-0226  

Rahman, M. S., Ara, M. A., Alim, M. A., Jee, T. W., & Lim, R. T. H. (2020). Consumers’ 
actual purchase behaviour towards green products in Bangladesh. Malaysian 
Journal of Consumer Family Economics, 25, 92-120.  

Religia, Y., Ambarwati, S. D. A., & Pamuji, W. A. (2023). Multi-group analysis for 
purchase intention based on gender: Can perceived value always mediate 
consumer trust? Journal of International Conference Proceedings, 6(6), 197-209. 
https://doi.org/10.32535/jicp.v6i6.2694  

Religia, Y., Ridwan, M., & Pujiono, I. P. (2023). Understanding purchase intentions of 
informal small retail consumers: A data mining approach with decision tree. 
Journal of Economic, Business Engineering, 5(1), 1-9. 
https://doi.org/10.32500/jebe.v5i1.5369  

Rozenkowska, K. (2023). Theory of planned behavior in consumer behavior research: A 
systematic literature review. International Journal of Consumer Studies, 47(6), 
2670-2700. https://doi.org/10.1111/ijcs.12970  

Sharma, K., Aswal, C., & Paul, J. (2023). Factors affecting green purchase behavior: A 
systematic literature review. Business Strategy the Environment, 32(4), 2078-
2092. https://doi.org/10.1002/bse.3237  

Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Why we buy what we buy: A theory 
of consumption values. Journal of Business Research, 22(2), 159-170. 
https://doi.org/10.1016/0148-2963(91)90050-8  

Susanty, A., Puspitasari, N. B., Prastawa, H., Listyawardhani, P., & Tjahjono, B. (2021). 
Antecedent factors of green purchasing behavior: Learning experiences, social 
cognitive factors, and green marketing. Frontiers in Psychology, 12, 777531. 
https://doi.org/10.3389/fpsyg.2021.777531  

Tanrikulu, C. (2021). Theory of consumption values in consumer behaviour research: A 
review and future research agenda. International Journal of Consumer Studies, 

https://www.ejournal.aibpmjournals.com/index.php/JICP
https://doi.org/10.1016/j.jclepro.2020.121737
https://doi.org/10.1177/0885412219881135
https://doi.org/10.1108/MIP-03-2023-0100
https://doi.org/10.1063/5.0120971
https://doi.org/10.1108/BFJ-09-2022-0783
https://doi.org/10.1016/j.jclepro.2022.132506
https://doi.org/10.1080/10696679.2021.1908146
https://doi.org/10.1007/s10669-021-09821-3
https://doi.org/10.1108/JIMA-08-2022-0226
https://doi.org/10.32535/jicp.v6i6.2694
https://doi.org/10.32500/jebe.v5i1.5369
https://doi.org/10.1111/ijcs.12970
https://doi.org/10.1002/bse.3237
https://doi.org/10.1016/0148-2963(91)90050-8
https://doi.org/10.3389/fpsyg.2021.777531


 
Journal of International Conference Proceedings (JICP) Vol. 7 No. 4,  
pp. 991-1003, February, 2025 
P-ISSN: 2622-0989/E-ISSN: 2621-993X 
https://www.ejournal.aibpmjournals.com/index.php/JICP 
 

1003 
 
 

45(6), 1176-1197. https://doi.org/10.1111/ijcs.12687  
United Nations. (2024). Human-Centered Impact: Advancing the UN SDGs through 

MSMEs. United Nations. https://www.un.org/en/observances/micro-small-
medium-businesses-day 

Wang, D., Si, R., & Fahad, S. (2023). Evaluating the small and medium sized enterprises 
motivating factors and influencing barriers about adoption of green practices. 
Environment, Development and Sustainability, 25(4), 3029-3041. 
https://doi.org/10.1007/s10668-022-02166-0  

Yadav, S. S., Kar, S. K., & Rai, P. K. (2022). Why do consumers buy recycled shoes? 
An amalgamation of the theory of reasoned action and the theory of planned 
behaviour. Frontiers in Environmental Science, 10, 1007959. 
https://doi.org/10.3389/fenvs.2022.1007959  

Zaremohzzabieh, Z., Ismail, N., Ahrari, S., & Abu Samah, A. (2021). The effects of 
consumer attitude on green purchase intention: A meta-analytic path analysis. 
Journal of Business Research, 132, 732-743. 
https://doi.org/10.1016/j.jbusres.2020.10.053  

Zhang, X., & Dong, F. (2020). Why do consumers make green purchase decisions? 
Insights from a systematic review. International journal of environmental research 
and public health, 17(18), 6607. https://doi.org/10.3390/ijerph17186607  

 
 
 

https://www.ejournal.aibpmjournals.com/index.php/JICP
https://doi.org/10.1111/ijcs.12687
https://www.un.org/en/observances/micro-small-medium-businesses-day
https://www.un.org/en/observances/micro-small-medium-businesses-day
https://doi.org/10.1007/s10668-022-02166-0
https://doi.org/10.3389/fenvs.2022.1007959
https://doi.org/10.1016/j.jbusres.2020.10.053
https://doi.org/10.3390/ijerph17186607

