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ABSTRACT 

This bibliometric study explores the evolution and integration of Corporate Social Responsibility 

(CSR) and Green Marketing within sustainable business practices over the past two decades. 

Utilizing data from major databases such as Web of Science and Scopus, the research employs 
keyword co-occurrence and citation analysis to map the thematic landscape and identify research 

hotspots and trends. Findings highlight "corporate social responsibility" and "green marketing" as 

focal points, with increasing scholarly attention directed towards linking these areas to competitive 

business advantages and brand enhancement strategies. The study reveals a transition in focus 

from traditional environmental concerns to strategic business functionalities, integrating 

sustainability with profitability. Additionally, areas such as digital green marketing and supply 
chain sustainability are identified as emerging fields of interest, suggesting potential for future 

research. The results contribute to a deeper understanding of the trajectory and impact of CSR and 

Green Marketing in contemporary business practices, offering insights for academics, practitioners, 

and policymakers aiming to foster more sustainable enterprises. 

Keywords: Corporate Social Responsibility, Green Marketing, Bibliometric Analysis, 

Sustainable Business Practices.  

INTRODUCTION 

The urgency of sustainable development has galvanized businesses worldwide to 

incorporate Corporate Social Responsibility (CSR) and Green Marketing into their core strategies. 

Corporate Social Responsibility (CSR) refers to a company's commitment to manage the social, 

environmental, and economic effects of its operations responsibly and in alignment with public 

expectations [1], [2]. As global environmental issues intensify, the role of CSR in sustainable business 

practices becomes crucial, driving companies not only to mitigate harm but also to contribute 

positively to societal and environmental well-being [3], [4]. Concurrently, Green Marketing, which 

involves developing and promoting products and services that are environmentally friendly, has 

seen a significant evolution. It is not only a strategy to appeal to the environmentally conscious 

consumer but also a comprehensive approach to reformulate a business’s ethos and processes [5], 

[6]. 

The scholarly interest in both CSR and Green Marketing has surged, reflecting in the 

increased volume of literature over the past decades. Researchers have documented the 

transformation in how businesses approach these concepts, shifting from peripheral to central 

strategic elements [7], [8]. This shift is part of a broader trend where sustainability goes beyond mere 
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regulatory compliance to become a core component of strategic advantage and brand differentiation 

[9], [10]. The literature reveals various facets of CSR and Green Marketing, including their impact on 

consumer perception, corporate reputation, and financial performance. 

 However, despite the extensive discourse, there is a disparity in how these practices are 

implemented across different sectors and regions. Developed markets show a higher adoption rate 

of advanced sustainable practices due to stronger regulatory frameworks and greater consumer 

awareness [11]. In contrast, emerging markets are often in the nascent stages of adopting and 

integrating CSR and Green Marketing strategies into their business operations [12]. This uneven 

adoption raises questions about the global applicability and standardization of sustainable business 

practices. Additionally, the rapid evolution of technology and the increasing use of digital platforms 

have transformed traditional marketing strategies, including Green Marketing. Digital tools offer 

new avenues for promoting sustainability and engaging with stakeholders, yet they also present 

challenges in terms of reach, authenticity, and consumer skepticism [13]. The dynamic interplay 

between digital advancements and traditional sustainable practices underscores the need for 

continuous adaptation and innovation in CSR and Green Marketing strategies. 

Despite the critical advancements in CSR and Green Marketing, there remains a significant 

gap in a comprehensive, systematic understanding of how these practices have evolved and 

influenced each other over time. Most studies focus on isolated aspects of CSR or Green Marketing 

without integrating the two, resulting in fragmented insights that fail to capture their synergistic 

potential (Elkington, 1997). Moreover, the impact of technological advancements on these strategies 

remains underexplored. This research seeks to address these gaps by examining the evolution of 

CSR and Green Marketing through a bibliometric analysis, which will provide a holistic view of the 

research trends, key themes, and gaps in the literature. 

The purpose of this study is to do a bibliometric analysis of the available literature on 

Corporate Social Responsibility and Green Marketing to delineate the evolution of these domains 

over the past three decades. This study seeks to identify the most impactful works, principal themes, 

and research deficiencies in the literature. Furthermore, it aims to comprehend the relationships 

between CSR and Green Marketing and their integration into comprehensive sustainable business 

practices. This will offer significant insights for scholars, practitioners, and policymakers seeking to 

improve the effectiveness and breadth of sustainable business initiatives. 

LITERATURE REVIEW 

Corporate Social Responsibility (CSR) 

Corporate Social Responsibility (CSR) has been a prominent subject of academic inquiry 

since the latter half of the 20th century [14]. CSR pyramid, proposing that businesses have 

economic, legal, ethical, and philanthropic responsibilities, laid a foundational framework 

that has been extensively explored and expanded upon in subsequent research [1]. These 

responsibilities suggest that companies not only aim to be profitable but also operate within 

the law, adhere to ethical standards, and contribute to societal improvement. The evolution 

of CSR has been marked by a growing emphasis on integrating these responsibilities into 

core business strategies rather than treating them as peripheral activities [9]. Researchers 

have examined the impact of CSR on business performance, suggesting that effective CSR 

practices can enhance a company's reputation, strengthen stakeholder relationships, and 

even lead to competitive advantages [15]. A meta-analysis by [16] found a positive 
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correlation between CSR and financial performance, highlighting the potential return on 

investment in CSR activities. These findings support the view that socially responsible 

business practices can align with profit objectives, challenging the traditional notion of 

business as solely profit-driven. 

Green Marketing 

Green Marketing emerged as a distinct area of study in the late 1980s, primarily focusing on 

products and services designed to minimize negative impacts on the environment or to 

improve environmental quality [17]. This concept extends beyond mere product 

adjustments to include processes like sourcing, production, and logistics that are 

environmentally friendly. The growth of Green Marketing has been driven by increasing 

environmental awareness among consumers and the rising demand for sustainable products 

[18]. Studies in this area have frequently addressed consumer behavior, with researchers 

exploring how environmental concerns influence purchasing decisions. [19] found that 

while many consumers express a preference for green products, actual purchasing behavior 

often falls short of these professed values, a phenomenon known as the "green gap." This 

discrepancy has been attributed to factors such as lack of awareness, higher prices of green 

products, and skepticism about corporate green claims. 

Integration of CSR and Green Marketing  

The integration of CSR and Green Marketing has become increasingly relevant as companies 

seek to align their environmental initiatives with broader social responsibilities. This 

synergy is often reflected in strategies where green marketing efforts are part of a 

comprehensive CSR strategy that also addresses economic and social issues [20]. Such 

integration not only enhances corporate reputation but also contributes to a stronger and 

more consistent brand image [21]. Scholars like [7] argue that the convergence of CSR and 

Green Marketing can lead to innovative business models that offer sustainable solutions 

while also creating value for both the company and its stakeholders. Research by [22] 

supports this view, demonstrating that companies that effectively integrate their 

environmental and social initiatives tend to perform better in terms of both market and 

accounting-based performance measures. 

Technological Advancements and Digital Green Marketing 

The advent of digital technologies has transformed traditional marketing practices, 

including Green Marketing. Digital platforms offer new ways to engage with consumers, 

disseminate information, and promote sustainability initiatives effectively [13]. The role of 

social media in enhancing transparency and stakeholder engagement is particularly 

noteworthy, as it allows for direct interaction and facilitates the spread of information 

regarding a company’s CSR and green initiatives [23]. However, digital marketing also 

brings challenges, including the risk of greenwashing, where companies may mislead 

consumers regarding the environmental benefits of their products or practices. Such 

practices can undermine trust and damage reputations, emphasizing the need for 

authenticity and accountability in digital Green Marketing strategies [24]. 
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METHODS  

This bibliometric study analyzes the evolution of Corporate Social Responsibility (CSR) and 

Green Marketing literature over the past three decades using data extracted from Google Scholar 

database. The initial search was conducted using keywords such as "Corporate Social 

Responsibility," "CSR," "Green Marketing," and "sustainable business practices," refined by applying 

filters for publication dates from 2003 to 2024. Data cleaning involved removing duplicates and 

screening for relevance based on abstracts and keywords. VOSviewer software was utilized to 

conduct a co-occurrence analysis of keywords to identify major themes and trends within the 

datasets. Additionally, citation analysis was performed to ascertain the most influential authors, 

articles, and journals in this field. 

RESULTS AND DISCUSSION  

Bibliometric Analysis 

Table 1. Bibliometric Overview 

Publication Years 2003-2024 

Citation Years 21 (2003-2024 

Papers 1000 

Citations 12548 

Cites/Year 597,52 

Cites/Paper 125,48 

Cites/Author 6776,28 

Papers/Author 56,17 

Authors/Paper 2,35 

h-index 43 

g-index 100 

hI, norm 36 

hI, annual 1,71 

hA-index 23 

Papers with ACC >= 1,2,5,10,20: 85, 78, 54, 42, 25 

Source: Publish or Perish, 2024 

Table 1 presents a bibliometric overview of the literature on Corporate Social Responsibility 

(CSR) and Green Marketing from the years 2003 to 2024. Over these 21 years, a total of 1,000 papers 

were published, accruing 12,548 citations. This indicates a robust average of approximately 597.52 

citations per year and 125.48 citations per paper, underscoring the significant impact and interest in 

this research area. The data also show a high level of collaboration and productivity among scholars, 

with an average of 2.35 authors per paper and each author contributing to around 56.17 papers. The 

h-index of 43, g-index of 100, and normalized h-index (hI, norm) of 36 further highlight the influential 

nature of the contributions within this field. The annualized individual h-index (hI, annual) is 1.71, 

suggesting steady individual contributions over time. The hA-index, another measure of author 

productivity and citation impact, stands at 23. Additionally, the distribution of papers based on 

citation count thresholds (ACC) reveals that a substantial number of papers have received significant 

attention, with 85 papers receiving at least one citation, 78 papers at least two, 54 at least five, 42 at 

least ten, and 25 at least twenty, indicating that a significant portion of the work is well-recognized 

and frequently cited within the academic community. 
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Keyword Co-Occurrence 

 
Figure 1. Network Visualization 

Source: Data Analysis, 2024 

This VOSviewer visualization represents a keyword co-occurrence network derived from 

literature on Corporate Social Responsibility (CSR) and Green Marketing. The network map clearly 

identifies "corporate social responsibility" and "green marketing" as the central nodes, indicating 

these are the most frequently occurring and interconnected keywords within the research. These 

central nodes act as hubs, illustrating the foundational role of CSR and Green Marketing concepts in 

the discourse surrounding sustainable business practices. The size of each node corresponds to the 

frequency of the keyword's occurrence, with larger nodes like those for CSR and Green Marketing 

suggesting these topics are extensively discussed in the literature. 

Around these central nodes, several related keywords form clusters, each representing a 

specific thematic focus within the broader fields of CSR and Green Marketing. For instance, 

"environmental sustainability," "consumer behavior," and "agriculture" are closely linked and 

positioned around the CSR node, highlighting the integration of environmental concerns with 

consumer response and agricultural practices within CSR strategies. This cluster suggests a strong 

emphasis on how businesses address environmental issues through their CSR initiatives and how 

this influences consumer behavior, particularly in sectors like agriculture that are directly impacted 

by and have a direct impact on the environment. 

Another significant cluster revolves around "green marketing" and includes terms like 

"green brand image," "sustainable competitive advantage," and "marketing innovations." This cluster 

underscores the strategic role of Green Marketing in enhancing brand perception and achieving 

competitive advantages through innovative practices. The proximity of "greenwashing" to this 

cluster also brings attention to the challenges and potential ethical pitfalls in Green Marketing, where 

companies may misleadingly promote their products as environmentally friendly. 

Additionally, smaller yet impactful nodes like "supply chain management," "tourism," and 

"competition" are connected to both central themes, illustrating the interdisciplinary nature of CSR 

and Green Marketing research. These connections indicate that sustainable practices are not only 

about direct consumer interaction but also involve broader operational and strategic considerations 

such as supply chain sustainability and the competitive dynamics in tourism. The presence of these 

keywords suggests an acknowledgment in the literature of the need for a holistic approach to 

sustainability that transcends traditional business functions and sectors. 
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Figure 2. Overlay Visualization 

Source: Data Analysis, 2024 

In this visualization, it is evident that earlier research (shown in blue) predominantly 

focused on foundational concepts such as "environmental sustainability," "consumer behavior," and 

"agriculture" which are closely tied to CSR. These themes have established a strong baseline in the 

literature, emphasizing the integration of environmental considerations into consumer-related 

business practices and the significant role of agriculture in sustainable development. The persistence 

of green nodes around "corporate social responsibility" and "green marketing" underscores their 

continued relevance and centrality in discussions of business sustainability over the years. 

As we move towards the more recent years (indicated by the green and yellow hues), there 

is a noticeable shift towards topics such as "green economy," "sustainable competitive advantage," 

and "green brand image." These shifts reflect a growing emphasis on the strategic aspects of Green 

Marketing and the broader economic implications of sustainability initiatives within the corporate 

sector. The trend towards these themes suggests that the academic and business communities are 

increasingly recognizing the importance of aligning environmental strategies with economic 

benefits, such as brand enhancement and competitive positioning, indicating a maturation and 

evolution of the fields towards integrating sustainability with core business strategies. 

 

 
Figure 3. Heatmap Visualization 

Source: Data Analysis, 2024 

The heatmap visualization from VOSviewer presented here provides an intuitive 

representation of the density and concentration of research within the fields of Corporate Social 
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Responsibility (CSR) and Green Marketing. In this heatmap, areas with higher concentrations of 

research activity are shown in yellow, transitioning through green to areas of lesser focus, which are 

indicated in blue. This visual approach highlights the most heavily researched areas and allows for 

an immediate grasp of thematic 'hotspots' within the broader research landscape. 

From the visualization, it is clear that the central themes of "corporate social responsibility" 

and "green marketing" are the most intensely studied areas, as indicated by their bright yellow 

coloring. These topics act as focal points around which other related themes such as "environmental 

sustainability," "consumer behavior," and "sustainable marketing" cluster. Interestingly, topics like 

"green brand image" and "sustainable competitive advantage" also show a relatively high density, 

suggesting significant scholarly interest and a critical link to practical business applications. In 

contrast, areas such as "supply chain management" and "tourism" appear in cooler colors, implying 

these are less saturated research areas within the field, potentially indicating gaps or emerging areas 

for future exploration. 

Citation Analysis 

Table 2. Top Cited Documents 

Citation Author Title 

1359 [25] Choosing the Right Green Marketing Strategy 

1049 [26] “Green Marketing”: An Analysis of Definitions, Strategy Steps, and Tools 

through a Systematic Review of the Literature 

1019 [22] Green Marketing Strategies: An Examination of Stakeholders and the 

Opportunities They Present 

704 [5] Transformative Green Marketing: Impediments and Opportunities 

579 [27] Green Marketing Orientation: Conceptualization, Scale Development, and 

Validation 

568 [28] Social Responsibility in Environmental Marketing Planning 

429 [29] Green Marketing Functions in Building Corporate Image in the Retail Setting 

426 [30] The Interplay of Strategic and Internal Green Marketing Orientation on 

Competitive Advantage 

386 [31] Customer Loyalty: Exploring its Antecedents from a Green Marketing 

Perspective 

338 [32] Longitudinal Study of Green Marketing Strategies that Influence Millenials 

Source: Publish or Perish, 2024 

 

CONCLUSION  

This bibliometric analysis of Corporate Social Responsibility (CSR) and Green Marketing 

literature over the past two decades has highlighted the central role these concepts play in shaping 

sustainable business practices. The study revealed a dense network of research focusing significantly 

on integrating environmental and social concerns into core business strategies, with CSR and Green 

Marketing at the nexus. Recent trends show an evolving focus towards linking these practices with 

competitive business advantages, such as enhancing green brand image and leveraging sustainable 

marketing innovations. The visual mappings from VOSviewer have provided clear indications of 

both well-established and emerging areas of interest within the field, suggesting that while the 

foundations are robust, there are evolving opportunities for new research, particularly in areas like 

supply chain management and the integration of CSR with digital technologies. Overall, the study 

underscores the importance of continued exploration and innovation in CSR and Green Marketing 

as critical elements for advancing sustainable business practices globally. 
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