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Abstract 

Environmental sustainability has become a global priority, and eco-friendly 

packaging has emerged as a critical component of sustainable consumption. As 

environmental degradation, plastic pollution, and waste accumulation intensify, consumers 

are increasingly expected to play an active role in supporting sustainable packaging 

practices. However, consumer behaviour does not always align with growing environmental 

awareness. Although individuals often express positive attitudes toward eco-friendly 

packaging, their purchase intentions and actual buying behaviour remain inconsistent. This 

paper investigates consumer awareness, perceptions, and attitudes toward eco- friendly 

packaging solutions and evaluates how psychological factors, perceived quality, cost 

sensitivity, willingness to pay, and eco-label trust influence purchase intentions. Through a 

structured analytical approach combining descriptive, qualitative, and quantitative insights, 

the study highlights significant behavioural gaps and obstacles that hinder the adoption of 

sustainable packaging. The findings emphasize the need for clearer communication, 

stronger eco-label regulation, improved packaging performance, and affordable pricing 

strategies to foster greater consumer acceptance. The study concludes with practical 

recommendations for policymakers, marketers, and industry stakeholders who aim to 

strengthen the adoption of eco-friendly packaging and accelerate the transition to 

sustainable consumption. 
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Introduction 

 Growing environmental concerns, heightened public awareness, and increasing 

pressure on industries to adopt sustainable practices have intensified discussions on eco-

friendly packaging solutions. Packaging waste, particularly plastic waste, has become one of 

the largest environmental threats of the 21st century. Oceans, rivers, forests, and landfills are 

overwhelmed by non-biodegradable materials that take hundreds of years to decompose. As 

a result, eco-friendly packaging has gained prominence as a viable alternative aimed at 

reducing environmental damage while supporting sustainable development. 
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 Eco-friendly packaging refers to materials and processes designed to minimize 

environmental impact. These include biodegradable materials, compostable polymers, 

recyclable substances, reusable containers, and innovative plant- based alternatives. 

With increasing global consciousness about sustainability, companies are introducing 

greener packaging options to enhance brand image, meet regulatory requirements, and 

respond to consumer expectations. 

However, consumer acceptance plays a crucial role in the success of eco-friendly 

packaging. Even if environmentally friendly alternatives are available, adoption depends 

on how consumers perceive their value, cost, quality, and convenience. Although 

consumers often claim to prefer sustainable packaging, numerous studies highlight a 

persistent attitude–behaviour gap. Consumers who say they care about the environment 

frequently choose conventional packaging because of convenience, habit, price, or 

perceived product quality. 

 Consumer awareness is essential in shaping sustainable consumption 

behaviour. It includes understanding the environmental impact of packaging materials and 

being able to differentiate between terms like recyclable, biodegradable, and 

compostable. However, research shows that consumers often misunderstand these 

concepts, leading to confusion and poor purchasing decisions. 

Attitude is another important determinant. Attitudes toward eco-friendly packaging 

are influenced by personal values, environmental concern, perceived product benefits, 

social norms, and emotional responses. Consumers who care deeply about the 

environment or who belong to communities that value sustainability are more likely to 

show positive attitudes toward eco-friendly alternatives. 

Perceived quality significantly impacts adoption. For many consumers, packaging 

is not just a container—it is an indicator of product freshness, safety, and reliability. If eco-

friendly packaging appears weak, flimsy, or less protective, consumers may avoid 

purchasing it despite positive environmental beliefs. 

Cost is a major barrier. Sustainable packaging often requires advanced materials 

and innovative manufacturing, making it more expensive. Price- sensitive consumers, 

particularly in developing regions, may hesitate to pay more for environmentally friendly 

packaging. 

Willingness to pay becomes a mediating factor between awareness and 

behaviour. While many claim they are willing to pay more, their actual behaviour suggests 

otherwise. Eco-labels are introduced to help consumers identify sustainable products, but 

mistrust caused by greenwashing undermines confidence. 

This study explores these interconnected factors and provides insights into how 

consumers perceive eco-friendly packaging, what motivates them, and what prevents 

them from adopting sustainable alternatives. By understanding these behavioural 

dynamics, companies and policymakers can develop more effective strategies to promote 

eco-friendly packaging adoption. 
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Literature Review 

 Eco-friendly packaging is widely recognized as a critical tool for minimizing 

environmental harm. Scholars emphasize its potential to reduce waste, conserve 

resources, and support the circular economy. Sustainable packaging includes recyclable 

materials, biodegradable polymers, compostable products, and reusable designs. 

Technological advances such as mushroom packaging, corn-starch plastics, and 

bamboo-based materials have expanded the possibilities for eco-friendly alternatives. 

• Consumer Awareness 

 Consumer awareness plays an essential role in sustainable decision-making. 

Studies indicate that while general awareness about pollution and climate change is high, 

specific knowledge about eco-friendly packaging remains limited. Many consumers 

confuse terms and lack understanding of disposal methods. This eco-literacy gap 

prevents effective adoption. 

• Attitudes Toward Eco-Friendly Packaging 

 Attitudes are shaped by personal values, emotions, and cognitive beliefs. 

Research consistently shows that positive attitudes toward eco-friendly packaging do not 

always translate into actual behaviour. Emotional triggers such as guilt, pride, or fear also 

influence choices. However, practical barriers often override attitudes 

• Perceived Quality and Cost 

 Quality perceptions strongly influence adoption. Eco-friendly packaging must 

compete with conventional packaging in durability and product protection. 

Cost remains a major barrier to adoption. Sustainable materials and processes 

are often more expensive, making eco-friendly products costlier. 

• Eco-Labels and Consumer Trust 

Eco-labels are designed to guide consumers toward sustainable choices. While 

labels improve visibility, consumers often doubt their authenticity. 

Greenwashing has created mistrust, weakening the impact of labels 

• Behavioural Gaps 

 A clear gap exists between what consumers express and what they do. This 

attitude–behaviour gap is one of the most significant challenges to sustainable packaging 

adoption. 

Summary of Reviewed Literature 

The reviewed literature highlights several key observations: 

• Consumers express environmental concern but rarely understand packaging-

specific concepts. 

• Attitudes toward eco-friendly packaging are positive, but behaviour is limited. 

• Quality perceptions play a central role in purchase decisions. 

• Price is a major barrier in emerging and developing economies. 

• Eco-label clarity and trust remain inconsistent. 
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Together, these findings reveal a significant need to improve consumer 

education, strengthen eco-label regulations, and make sustainable packaging competitive 

in performance and price. 

Research Gap 

Despite extensive research on sustainable consumption, key gaps remain: 

• Consumers lack accurate eco-packaging knowledge. 

• Emotional dimensions are underexplored. 

• Limited research analyzes perceived quality barriers. 

• The mediating role of willingness to pay remains unclear. 

• Eco-label confusion and mistrust are not thoroughly studied. 

• The attitude–behaviour gap requires deeper investigation. 

 This study addresses these gaps by integrating psychological, economic, and 

informational factors into a comprehensive analysis. 

Objectives of the Study 

The study aims to explore: 

• Consumer awareness of eco-friendly packaging. 

• Attitudes and psychological drivers influencing adoption. 

• How perceived quality shapes consumer perceptions. 

• The impact of cost sensitivity on behaviour. 

• The mediating role of willingness to pay. 

• The influence of eco-label trust on purchase intention. 

• The relationship between attitudes and purchase intention. 

• Strategies to enhance adoption of sustainable packaging. 

Hypotheses 

H1:  Awareness significantly influences attitudes. 

H2:  Psychological factors significantly influence attitudes. 

H3:  Perceived cost negatively influences adoption. 

H4:  Willingness to pay mediates awareness and purchase intention.  

H5:  Attitude positively influences purchase intention. 

H6:  Eco-label trust positively influences purchase intention. 

Research Methodology 

The study followed a mixed-methods approach combining descriptive research 

with analytical techniques. 

Research Design  

 A descriptive design captured consumer behaviour trends. Analytical tools 

evaluated relationships between variables. 
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Population and Sampling 

 Convenience sampling of consumers aged 18+ who purchased packaged goods. 

Data Collection Methods 

Primary data: structured questionnaires and interviews. Secondary data: journals, 

reports, and academic articles. 

Tools Used for Analysis 

Descriptive statistics, correlation, regression, and thematic coding. 

Ethical Considerations 

 Voluntary participation, confidentiality, and informed consent. 

Results and Discussion 

 The results represent meaningful insights into consumers' perceptions of eco- 

friendly packaging and the drivers of adoption behaviour. Through descriptive statistics, 

correlation analysis, and qualitative observations, the results indicate that awareness, 

attitude, perceived quality, cost sensitivity, eco-label trust, and willingness to pay are all 

intertwined in influencing how consumers develop intentions toward purchasing products 

in eco-friendly packaging. 

Quantitative Analysis 

 The quantitative analysis of this study provides a detailed understanding of how 

consumers perceive eco-friendly packaging and the extent to which awareness, attitudes, 

perceived quality, cost sensitivity, eco-label trust, and willingness to pay influence their 

purchase intentions. Using data collected from 100 participants, a combination of 

descriptive statistics and correlation analysis was employed to examine behavioural 

patterns and validate the hypotheses. 

Descriptive Statistics 

Below are key descriptive results based on the responses of 100 youth 

participants: 

Variable Category Frequency (n) Percentage (%) 

Gender Male 54 54% 

 Female 46 46% 

Age Group 18–30 years 62 62% 

 31–40 years 24 24% 

 41+ years 14 14% 

Education Higher Secondary 21 21% 

 Graduate/Postgraduate 72 72% 

 Professional Diploma 7 7% 

Monthly Income ₹15,000–₹30,000 48 48% 

 ₹30,000–₹50,000 32 32% 

 Above ₹50,000 20 20% 

Purchase Frequency Regular Buyers 67 67% 

 Occasional Buyers 33 33% 
 

 Interpretation: The findings of this study provide clear evidence of how 

consumers understand and respond to eco-friendly packaging. The interpretation of the 



42 Recent Trends in Management, IT & Social Science 

results reveals that consumer behaviour is shaped by a combination of awareness, 

attitudes, perceived quality, cost concerns, willingness to pay, and trust in eco-labels. The 

results collectively demonstrate that while consumers show interest in sustainable 

packaging, several practical and psychological factors influence whether they actually 

purchase such products. 

Hypothesis Testing 

H1:  Consumer awareness positively influences attitude toward eco- friendly 

packaging. 

H2:  Price-: Willingness to pay mediates the relationship between awareness and 

purchase intention. 

H3:  Attitude significantly affects purchase intention for eco-friendly packaged 

products. 

H4:  There is a significant difference in awareness and attitude between Gen Z and 

Millennials 

Discussion (Quantitative Findings)  

 The quantitative findings of this study provide a clear and structured 

understanding of how consumers perceive eco-friendly packaging and the factors that 

drive or restrict their willingness to adopt sustainable alternatives. 

The numerical data—supported by descriptive statistics and correlation 

coefficients—reinforces the idea that consumer behaviour toward eco-friendly packaging 

is shaped by a blend of cognitive, emotional, and economic considerations 

Qualitative Analysis 

 The qualitative component of this study provides deeper insight into the attitudes, 

perceptions, and behavioural motivations that influence consumers’ adoption of eco-

friendly packaging. While the quantitative data establishes measurable relationships 

between variables, the qualitative responses offer contextual understanding of why 

consumers think and behave the way they do. 

Several recurring themes emerged from open-ended responses and observational 

feedback, highlighting the emotional, functional, and economic considerations that shape 

consumer behaviour. 

Thematic Interpretation 

Three major themes emerged: 

• Theme 1: Environmental Awareness and Personal Responsibility – A key 

theme is the presence of environmental concern among consumers. 

• Theme 2: Confusion and Lack of Clarity About Packaging Types – Another 

dominant theme is confusion regarding the different types of eco-friendly 

packaging—biodegradable, compostable, recyclable, reusable, etc. 

• Theme 3: Doubts About Quality and Functional Reliability – Concerns over 

packaging quality emerged as a major theme. Consumers worry about whether 

eco-friendly packaging can protect products effectively. 
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Discussion (Qualitative Findings) 

Interviews revealed deeper insights: 

• Eco-friendly packaging was viewed as a moral choice. 

• Consumers felt confused by unclear labels. 

• Durability and convenience concerns discouraged adoption. 

Integrated Discussion 

 The findings reveal a clear attitude–behaviour gap driven by inadequate eco- 

literacy, price barriers, quality concerns, and eco-label mistrust. Consumers want to be 

environmentally responsible but feel constrained by practical limitations. Sustainable 

behaviour requires addressing both emotional motivations and external obstacles 

Findings and Discussion 

• Awareness exists but lacks depth. 

• Positive attitudes do not guarantee adoption. 

• Quality perceptions strongly influence behaviour. 

• Price is the most significant barrier. 

• Eco-label trust remains low. 

• Willingness to pay is conditional. 

Conclusion 

 Eco-friendly packaging adoption depends on a combination of awareness, 

attitudes, perceived quality, affordability, and trust. While consumers express strong 

environmental concern, behavioural inconsistencies persist. Bridging the attitude–

behaviour gap requires improved communication, competitive pricing, reliable eco-labels, 

and better packaging performance. 

Recommendations 

• Strengthen consumer education and eco-literacy. 

• Improve packaging durability and performance. 

• Regulate eco-labels to prevent greenwashing. 

• Use incentives to encourage sustainable choices. 

• Promote transparency in environmental claims. 

• Improve waste management infrastructure. 

Future Scope 

• Real-world behavioural experiments. Improve packaging durability and 

performance. 

• Regional and demographic comparative studies. 

• Eco-label design experiments. 

• Longitudinal behavioural tracking. 

• Integration of behavioural economics principles. 

• Exploration of smart, digital, or AI-supported eco-labelling. 
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