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Abstract: Customers are aware of the rising number of online purchases and demand actions that are 

sustainable and environmentally friendly. There is a lack of research on the state, development, and 

structure of consumer behavior and sustainability in e-commerce research, despite the growing interest in 

this subject. In order to generate new understandings, the purpose of this study is to examine the 

intellectual, conceptual, and social knowledge of consumer behavior and sustainability in e-commerce 

research. A bibliometric analysis was carried out after 104 articles' Scopus data were gathered. The 

findings showed that the topic is closely related to city logistics, big data analysis, customer engagement, 

the circular economy, online services, and omnichannel retail. They also showed that the topic is related to 

multiple research approaches and transversal themes. By identifying trends and suggesting future research 

topics, this study contributes to sustainability academic research. 
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