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Abstract

Green marketing can not only meet the needs of high-quality social and economic development
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and consumer environmental protection, but also help to establish and improve an economic sys-
tem for green, low-carbon and circular development. This paper takes 1308 core-level and above
documents in CNKI database from 1992 to 2022 as research samples, and uses CiteSpace visuali-
zation software to analyze the research status and research hotspots of green marketing in my
country. The results show that: in recent years, the number of green marketing publications has
dropped sharply, and the core author group has not yet been formed and there is a lack of cooper-
ation among various institutions. In the future, the connotation of green marketing can be enriched
in combination with my country’s environmental strategy, and the mechanism of green market-
ing’s effect on environmental protection can be studied.
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Figure 1. Trend chart of annual publication volume of green marketing research literature
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Table 1. Green marketing research core author
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Figure 2. The collinear chart of the core authors of green marketing research from 1992 to 2022
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Figure 3. Alignment chart of green marketing research and research institutions from 1992 to 2022
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Figure 4. Collinear diagram of green marketing keywords from 1992 to 2022
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Figure 5. Cluster map of green marketing keywords from 1992 to 2022
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Table 4. Clustering of green marketing research hotspots
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Figure 6. Green marketing keyword emergence map from 1992 to 2022
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