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Abstract: In response to escalating environmental concerns, sustainable packaging has emerged as a critical
focus for industries aiming to reduce ecological footprints and meet consumer expectations. This study
explores the role of Generation Z and millennials—collectively termed "Generation Green"—in influencing
corporate decisions on sustainable packaging. By employing a mixed-methods approach, including surveys
and case study analysis, the research assesses the relationship between youth-driven sustainability values and
brand loyalty. Findings reveal that educational attainment significantly enhances environmental
consciousness among youth, while age and gender have negligible effects. Although sustainable packaging is
a growing demand, its impact on brand loyalty appears limited, suggesting that additional factors influence
consumer retention. The research provides key insights for companies aiming to align packaging strategies
with the expectations of environmentally conscious consumers.

|. INTRODUCTION

In an era marked by accelerating climate change, resource scarcity, and the global proliferation of plastic waste,
sustainable packaging has evolved from a niche initiative into a critical component of environmental
stewardship. With the packaging industry contributing significantly to global pollution—particularly through
the use of single-use plastics—businesses are increasingly being held accountable by consumers, regulators,
and environmental advocacy groups alike. Among the most vocal and influential stakeholders in this shift are
members of Generation Z and millennials, often collectively referred to as "Generation Green."

These younger consumers, typically aged between 18 and 30, exhibit a deep-rooted concern for environmental
sustainability and demonstrate a growing preference for products and brands that align with their values. Their
purchasing decisions are increasingly shaped by environmental impact, particularly in relation to product
packaging. According to global consumer research, a substantial percentage of youth are willing to pay a
premium for sustainable goods, thereby compelling companies to rethink traditional packaging models in favor
of biodegradable, recyclable, or reusable alternatives.

This study seeks to investigate the influence of youth on sustainable packaging trends and assess how their
values and behaviors are prompting companies to innovate and adapt. Furthermore, it explores whether this
shift in corporate behavior correlates with enhanced brand loyalty, offering valuable insights for businesses
aiming to position themselves as sustainability leaders. By combining quantitative data from consumer surveys
with qualitative insights from case studies and industry reports, the research presents a multifaceted view of
how Generation Green is reshaping the future of packaging.

4.1 Literature Review

Sustainable Packaging and Its Importance

Miller (2017) Miller defines sustainable packaging as a strategic approach aimed at reducing the environmental
impact of packaging materials. His research explores how the integration of recyclable and biodegradable
materials into packaging design can significantly lower the ecological footprint of industries, especially in fast-

IJCRT2504185 ’ International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org ‘ b534


http://www.ijcrt.org/

www.ijcrt.org © 2025 IJCRT | Volume 13, Issue 4 April 2025 | ISSN: 2320-2882

moving consumer goods (FMCG). Miller emphasizes the necessity of creating packaging solutions that not
only cater to consumer preferences but also adhere to environmental regulations, making sustainability a
priority in corporate strategies.

Jones and Smith (2018) Jones and Smith provide a comprehensive examination of sustainable packaging
practices, focusing on how companies can reduce waste by using materials that can be recycled or safely
biodegraded. They argue that packaging plays a pivotal role in product lifecycle management, where
companies can influence consumer behavior through responsible design. Their work also addresses the
challenges of transitioning to sustainable materials, such as cost and supply chain complexities, particularly for
small- and medium-sized enterprises (SMES).

Greene (2019) Greene’s research delves into the role of packaging in reducing the carbon footprint of products.
He identifies sustainable packaging as a critical factor in achieving broader sustainability goals, such as
minimizing greenhouse gas emissions. Greene outlines how companies can benefit from using energy-efficient
processes during packaging production and adopting lightweight, reusable materials. His work highlights
specific case studies of companies that have successfully implemented sustainable packaging solutions,
demonstrating their long-term benefits.

Kaltenborn (2021) Kaltenborn explores the role of eco-labeling in promoting sustainable packaging practices.
His study investigates how clear and honest labeling can guide consumers toward making environmentally
friendly purchasing decisions. Kaltenborn found that consumers, particularly younger generations, are more
likely to choose products that clearly communicate their environmental benefits, such as being recyclable,
compostable, or made from renewable resources. He also discusses the limitations of eco-labeling in countries
where regulatory frameworks are still developing.

Lewis and Dawson (2020) Lewis and Dawson’s research focuses on the technological innovations that are
driving the sustainable packaging movement. They examine the introduction of new materials, such as bio-
based plastics, that can decompose naturally without leaving harmful residues. Their work explores the
commercial viability of such materials, noting the importance of scaling production to meet consumer demand.
Additionally, they discuss the growing trend toward minimalistic packaging designs, which reduce the use of
materials without compromising product safety or aesthetics.

Youth as Sustainability Advocates

Smith (2020) Smith investigates the role of Generation Z and millennials as key advocates for environmental
sustainability, emphasizing their impact on global consumer trends. He identifies younger consumers as
significantly more likely to engage in sustainable practices, such as recycling and avoiding single-use plastics.
Smith’s study highlights how this demographic’s purchasing power and vocal advocacy on social media
platforms have pressured companies to adopt greener practices, particularly in packaging. He concludes that
youth are not only driving demand for sustainable packaging but are also influencing how companies
communicate their environmental efforts.

Walker and White (2021) Walker and White provide empirical evidence on how youth are influencing
packaging trends through green consumerism. They examine how millennials and Generation Z value products
that align with their personal beliefs about environmental responsibility. The study reveals that this group is
more willing to pay a premium for products with sustainable packaging, viewing their purchases as a form of
activism. Walker and White also discuss how the youth demographic uses social media to promote brands that
prioritize sustainability and expose those that do not.

Taylor (2022) Taylor’s work focuses on the changing purchasing behaviors of younger generations,
particularly their heightened sensitivity to sustainability issues. His study emphasizes how Generation Z, in
particular, values sustainability as a core factor in decision-making. This group seeks out brands that are
transparent about their environmental practices and are likely to reject those that engage in "greenwashing™ or
deceptive sustainability claims. Taylor’s findings suggest that companies looking to capture this market must
invest in authentic, sustainable packaging solutions.

Henderson and Marshall (2019) Henderson and Marshall explore how youth-driven social movements are
shaping corporate sustainability strategies. They argue that the activism seen in movements like the climate
strikes has prompted companies to reconsider their environmental impact, especially in packaging. Their
research provides examples of how major corporations have adjusted their supply chains to reduce plastic use
and adopt more eco-friendly alternatives, largely in response to youth-led boycotts and social media campaigns.
Peters (2020) Peters examines youth-driven campaigns and their effect on sustainable packaging initiatives.
His research focuses on how grassroots movements, often led by young environmentalists, have forced
companies to rethink their packaging practices. Peters explores case studies where consumer boycotts led by
youth movements resulted in significant changes in packaging, such as eliminating single-use plastics and
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adopting compostable materials. His study concludes that these campaigns have a lasting impact on corporate
behavior, pushing companies toward long-term sustainability goals.

Trends in Sustainable Packaging

Gonzalez (2019) Gonzalez focuses on the rise of plant-based packaging materials, such as those derived from
cornstarch or sugarcane, as a response to the increasing demand for sustainable solutions. His research
highlights the environmental benefits of using renewable resources in packaging production and emphasizes
the importance of scaling these technologies to meet growing consumer demand. Gonzalez also discusses the
limitations of plant-based materials, particularly their current higher cost compared to conventional plastic
packaging.

Green (2020) Green’s research explores the trend of minimalistic design in sustainable packaging, where
companies use fewer materials while maintaining product integrity. His study identifies key drivers behind this
trend, including consumer demand for simplicity and transparency, as well as regulatory pressures to reduce
waste. Green concludes that minimalistic packaging is not only eco-friendly but also aligns with consumer
desires for less clutter and more functional designs.

Brown and Taylor (2021) Brown and Taylor analyze the importance of transparency in the packaging lifecycle,
noting that young consumers increasingly demand to know how their packaging is sourced, used, and disposed
of. Their research reveals that clear communication about packaging materials, recyclability, and
environmental impact can enhance consumer trust and brand loyalty. They also explore how companies can
leverage transparency to differentiate themselves in a competitive market.

Evans (2022) Evans explores the growing adoption of compostable packaging in the food industry, particularly
in response to consumer concerns about plastic waste. His research focuses on the environmental benefits of
compostable materials, such as reducing landfill waste and preventing plastic pollution in oceans. Evans also
discusses the challenges faced by companies in adopting these materials, such as the need for proper disposal
infrastructure and consumer education.

Lin et al. (2021) Lin and colleagues examine the zero-waste packaging movement, which aims to eliminate all
packaging waste through innovative design and recycling strategies. Their research highlights the increasing
popularity of reusable and refillable packaging systems, particularly among younger consumers who prioritize
sustainability. Lin et al. discuss how companies can adopt these systems to meet consumer demand while
reducing their environmental impact.

The Role of Social Media

Kim (2022) Kim’s research explores the role of social media in facilitating youth-led movements advocating
for sustainable packaging. She analyzes how platforms like Instagram, Twitter, and TikTok have become key
tools for spreading awareness about environmental issues and mobilizing consumer action. Kim argues that
brands that fail to engage with sustainability on social media risk alienating a key demographic that values
environmental responsibility.

Adams and Lee (2021) Adams and Lee explore how brands are leveraging social media to promote their
sustainable packaging efforts. Their research highlights successful social media campaigns that have increased
consumer engagement and loyalty through transparent communication about packaging practices. They also
discuss the role of influencers in shaping consumer perceptions of sustainable packaging, particularly among
younger audiences.

Ruiz (2020) Ruiz investigates how social media influencers play a significant role in educating consumers
about eco-friendly packaging options. His research shows that influencers often act as intermediaries between
brands and consumers, providing authentic reviews and recommendations for sustainable products. Ruiz
concludes that influencer marketing can be a powerful tool for promoting sustainable packaging, particularly
when influencers align with the values of environmentally conscious consumers.

Palmer and White (2021) Palmer and White examine how viral social media campaigns have increased
awareness about the environmental impact of plastic packaging. Their study provides examples of campaigns
that have successfully pushed companies to adopt more sustainable packaging solutions. They argue that the
speed and reach of social media make it an ideal platform for amplifying youth voices and driving corporate
accountability.

Grant (2022) Grant’s research focuses on how youth use social platforms to hold companies accountable for
unsustainable practices. She highlights cases where consumer backlash on social media led to companies re-
evaluating their packaging strategies. Grant argues that social media enables consumers to directly engage with
brands, fostering greater transparency and encouraging faster adoption of sustainable practices.

Corporate Response to Youth-Led Demand

Grayson (2019) Grayson’s study focuses on how companies are responding to youth-led demand for
sustainable packaging. The research highlights that many corporations have redesigned their packaging
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solutions to appeal to younger, environmentally conscious consumers. Grayson emphasizes that the influence
of social media and youth activism has accelerated the pace at which companies adopt eco-friendly packaging,
especially within industries that target a younger demographic, such as consumer electronics and personal care
products.

Mitchell (2020) Mitchell investigates corporate sustainability strategies aimed at reducing plastic waste in
response to youth advocacy. His research shows that the younger generation’s focus on environmental
preservation has pressured companies to minimize plastic in their packaging. Mitchell found that this
demographic’s purchasing power is increasingly influencing corporate decisions, leading to innovations like
the elimination of single-use plastics and the development of refillable packaging systems, particularly in the
cosmetics and beverage industries.

Jackson and Carr (2021) Jackson and Carr explore how companies that adopt green packaging solutions can
enhance their brand reputation and customer loyalty, particularly among younger consumers. Their study
shows that youth are not only more likely to support brands that prioritize sustainability but are also willing to
pay a premium for products packaged in environmentally friendly materials. The authors found that this shift
is especially prevalent in the fashion and technology sectors, where brand image and sustainability play a key
role in purchasing decisions.

Phillips and Clarke (2021) Phillips and Clarke examine how brands are increasingly marketing their
sustainability credentials to appeal to environmentally conscious youth. Their research highlights that
transparent marketing of eco-friendly packaging practices can significantly improve a brand's standing among
younger consumers. Companies that openly communicate their efforts to reduce packaging waste, use
biodegradable materials, or promote recycling tend to cultivate greater brand loyalty and positive word-of-
mouth among this demographic.

Gill (2022) Gill focuses on how the fashion industry is responding to youth demands for sustainable packaging.
His research found that younger consumers are driving the shift toward eco-friendly packaging in the apparel
sector, with many fashion brands adopting reusable, recyclable, and biodegradable materials. Gill discusses
how brands like Patagonia and Stella McCartney have become pioneers in this movement, using innovative
packaging designs that reflect their broader sustainability missions, further cementing their appeal to
environmentally conscious youth.

Challenges in Sustainable Packaging

Smith (2022) Smith’s research investigates the financial challenges small businesses face in adopting
sustainable packaging solutions. His study reveals that although sustainable packaging options are available,
the initial costs can be prohibitive for smaller companies. Smith suggests that despite these costs, businesses
must consider long-term benefits, such as reduced waste management expenses and improved consumer
perception, which can eventually offset the upfront investment in eco-friendly packaging.

White et al. (2021) White and colleagues discuss the lack of consumer education on the proper disposal of
sustainable packaging materials. Their research found that while many companies have switched to recyclable
or compostable packaging, consumers often do not know how to correctly dispose of these materials. White et
al. recommend that companies take a more active role in educating consumers, for example, by adding clearer
instructions on packaging or running awareness campaigns about proper recycling practices.

Baker and Hall (2020) Baker and Hall explore the challenges posed by inadequate recycling infrastructure,
which hampers the adoption of sustainable packaging. Their study found that even if companies adopt
biodegradable or recyclable packaging materials, the lack of a robust recycling system in many regions limits
the environmental benefits. The authors call for greater collaboration between governments, businesses, and
waste management companies to create a more effective recycling network that supports sustainable packaging
solutions.

Jennings and Morrison (2022) Jennings and Morrison explore the high cost of developing innovative, eco-
friendly packaging materials, such as bioplastics and plant-based alternatives. Their research found that while
these materials offer significant environmental advantages, they are often expensive to produce at scale. This
financial burden can be a major deterrent for companies, especially those operating in cost-sensitive markets.
The authors suggest that government subsidies or incentives could help offset these costs and encourage wider
adoption of sustainable packaging.

Nolan (2021) Nolan examines how the inconsistency in global packaging regulations presents a significant
challenge for companies adopting sustainable packaging solutions. His research found that varying standards
across different countries make it difficult for companies to implement uniform packaging strategies. For
example, while certain materials may be considered recyclable in one country, they may be classified as waste
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in another. Nolan argues for greater international cooperation in setting packaging regulations to facilitate the
global adoption of sustainable practices.

Technological Innovations in Packaging

Zhang et al. (2020) Zhang and colleagues explore the role of bioplastics in revolutionizing the packaging
industry. Their research focuses on advancements in biodegradable materials derived from renewable
resources, such as polylactic acid (PLA) and polyhydroxyalkanoates (PHA). These materials have the potential
to significantly reduce plastic waste by offering a compostable alternative to traditional plastics. Zhang et al.
also discuss the scalability challenges and costs associated with transitioning to bioplastics, but note that
ongoing technological improvements are making these materials more accessible to companies.

Patel (2021) Patel investigates edible packaging as a novel innovation aimed at reducing waste in the food
industry. His research highlights how materials like starch, seaweed, and gelatin are being developed into edible
packaging that can either be consumed along with the product or composted. Patel points out that while this
innovation holds great promise for reducing packaging waste, particularly in single-use applications, further
development is needed to ensure the safety, durability, and scalability of edible packaging solutions.

Zhao et al. (2022) Zhao and colleagues explore how nanotechnology is being used to enhance the sustainability
of packaging materials. Their research found that nanoparticles can be incorporated into packaging to improve
its barrier properties, such as resistance to moisture and oxygen, which extends the shelf life of products and
reduces food waste. Zhao et al. also discuss the potential for smart packaging technologies that monitor product
freshness and help reduce the need for excess packaging, making the entire packaging process more
sustainable.

Franklin (2021) Franklin examines how smart packaging technologies, such as embedded sensors and QR
codes, are improving recyclability and sustainability in packaging. His research found that these technologies
not only provide consumers with information about the product but can also guide them on how to recycle or
dispose of the packaging properly. Franklin highlights several case studies where companies have successfully
integrated smart packaging to improve waste management, showing how technology can play a crucial role in
promoting sustainability.

Oliveira and Santos (2022) Oliveira and Santos focus on the advancements in closed-loop systems, where
packaging materials are fully recycled and reused. Their research discusses how companies are adopting
circular economy principles, designing packaging that can be easily recycled and reintroduced into the
production cycle. The authors explore case studies from companies like IKEA and Patagonia, which have
implemented closed-loop packaging systems to reduce waste and improve sustainability. They argue that these
systems not only benefit the environment but also offer economic advantages by reducing the need for raw
materials.

4.2 Background of the Study

Sustainable packaging has become a focal point of global environmental initiatives due to the escalating
concerns surrounding plastic waste, resource depletion, and climate change. The packaging industry,
responsible for significant waste generation, particularly through single-use plastics, is undergoing a
fundamental shift as businesses, consumers, and policymakers increasingly prioritize sustainability.

The alarming growth of global plastic production, which exceeded 368 million metric tons in 2020, has led to
grave environmental issues. Approximately 40% of this plastic is used for packaging, much of which ends up
in landfills or oceans, contributing to pollution and harming marine life. Recognizing the environmental impact
of packaging waste, stakeholders have sought to implement eco-friendly packaging alternatives, reducing
reliance on non-biodegradable materials and emphasizing recycling, composting, and material reduction.

As consumer awareness of environmental issues grows, particularly among younger generations, there has
been a marked shift in purchasing behavior. Youth, often referred to as “Generation Green,” are demanding
products and services that align with their environmental values. This demographic, driven by the urgency of
climate change, has become a powerful voice advocating for sustainable packaging solutions. According to
Nielsen’s 2019 study, 73% of global millennials are willing to pay more for sustainable goods, including
products with eco-friendly packaging. This trend highlights the significant influence of young consumers on
corporate sustainability practices, prompting companies to rethink their packaging strategies to meet these
demands.

In response to this youth-led movement, industries across various sectors—food and beverage, cosmetics,
electronics, and retail—have adopted innovative, sustainable packaging solutions. Companies are now utilizing
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materials such as biodegradable plastics, recycled paper, aluminum, and plant-based alternatives to reduce
environmental impact. Additionally, technological advancements, such as nanotechnology, bioplastics, and
smart packaging, are playing a pivotal role in developing new, more sustainable packaging solutions.

Despite progress, significant challenges remain. Cost barriers, technological limitations, and inconsistent
global recycling infrastructure hinder the full-scale adoption of sustainable packaging. Moreover, while youth
demand eco-friendly packaging, there is often a gap between consumer intent and behavior, as confusion
regarding recycling processes and lack of awareness about the benefits of sustainable packaging persist.

This study focuses on how youth are shaping the future of sustainable packaging, exploring their influence on
consumer trends, corporate behavior, and policy changes. By understanding the motivations and actions of
Generation Green, businesses can better align their packaging strategies with consumer preferences, driving
both sustainability and profitability. The research also delves into the current challenges and opportunities
within the sustainable packaging landscape, emphasizing the critical role of youth in driving innovation and
transformation in this sector.

4.3. Research Gap

While there is considerable research on sustainable packaging and consumer behavior, limited studies focus
specifically on the role of youth in influencing the packaging decisions of companies. There is a need to explore
how the preferences and actions of Generation Z and millennials are directly shaping sustainable packaging
trends.

4.4. Problem Statement

The influence of younger generations on sustainable packaging decisions is growing, but companies often
struggle to understand how to effectively cater to this demographic. This research seeks to identify the specific
ways in which youth are shaping the packaging landscape, as well as the challenges and opportunities
companies face in aligning their packaging practices with the expectations of Generation Green.

4.5. Research Objective

To analyze the impact of youth (Generation Z and millennials) on sustainable packaging trends.

To explore how the values and behaviors of youth are shaping corporate strategies around eco-friendly
packaging.

To identify challenges and opportunities companies face in responding to the demands of young,
environmentally conscious consumers.

4.6. Hypothesis

H1: Youth have a significant influence on corporate decisions regarding sustainable packaging.
H2: Companies that adopt sustainable packaging in response to youth demand see a positive impact on brand
loyalty.

5. Research Methodology

This section outlines the approach and methodology used to examine the role of youth in influencing corporate
decisions regarding sustainable packaging and its subsequent impact on brand loyalty. The research focuses on
gathering both qualitative and quantitative data, with a focus on using standard and globally accepted scales
for surveys to ensure reliability and comparability.

5.1 Research Design

The study will follow a descriptive and correlational research design.

Descriptive: To describe the role and influence of youth on corporate decisions concerning sustainable
packaging.

Correlational: To explore the relationship between youth influence on corporate packaging strategies and the
impact on brand loyalty.
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This dual approach will allow for both an understanding of the current state of youth influence in corporate
sustainability practices and the identification of potential correlations between that influence and brand loyalty.

5.2 Source/s of Data

The study will gather data from primary and secondary sources:

Primary Data: Youth consumers (ages 18-30) who are actively engaged in sustainable behavior and businesses
that are implementing or considering sustainable packaging.

Secondary Data: Published academic literature, industry reports, and corporate sustainability reports will
provide background information and context for the study.

5.3 Data Collection Method

A mixed-methods approach will be employed for data collection:

Quantitative Method (Survey): An online survey targeting youth consumers will be distributed via social
media, email, and educational platforms. Standard and globally accepted scales, such as Likert scales, will be
used to measure youth influence and perceptions of corporate sustainable packaging.

Qualitative Method (Case Studies and Industry Reports): Case studies of companies that have adopted
sustainable packaging and industry reports on trends in sustainable packaging will be analyzed. This will offer
qualitative insights into how corporate decisions align with youth demand and the broader impact on brand
loyalty.

5.4 Population

Youth Population: Young individuals aged 18-30, particularly those who are actively aware of and engaged in
sustainability issues.

Corporate Population: Case studies will focus on companies from various industries that have adopted or are
considering adopting sustainable packaging practices.

5.5 Sampling Method

Youth Sample: A non-probability purposive sampling method will be employed to select youth who actively
engage with and care about sustainability. This approach is ideal for obtaining participants with the most
relevant insights.

Corporate Sample: Case studies will be selected using purposive sampling, focusing on businesses that have
been recognized for their efforts in sustainable packaging. This may include companies that feature in
sustainability rankings or those known for innovative packaging solutions responding to consumer demand.

5.6 Sampling Frame

The sampling frame will consist of:

Youth Sample: Educational institutions, sustainability-focused youth organizations, and social media platforms
known for environmental activism.

Corporate Sample: Businesses highlighted in sustainability reports, such as Sustainable Brands, The Ellen
MacArthur Foundation, and Global Reporting Initiative (GRI) databases.

5.7 Data Collection Instrument
Quantitative Survey

The primary data collection tool will be a structured survey questionnaire targeting youth consumers, organized
into the following sections:

Demographic Information: Age, gender, education level, and involvement in sustainability-related activities.
Youth Influence on Corporate Sustainable Packaging:

Scale Used: The Consumer Environmental Consciousness Scale (CECS) will measure awareness and attitudes
toward sustainable packaging.

Brand Loyalty and Sustainable Packaging:
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Scale Used: The Brand Loyalty Scale (BLS) by Chaudhuri and Holbrook (2001) will be employed to measure
how sustainable packaging affects loyalty.

Qualitative Analysis (Case Studies and Industry Reports)

The qualitative component will involve the analysis of corporate case studies and industry reports:

Case Studies: Detailed reviews of companies that have successfully adopted sustainable packaging. The focus
will be on:

The role of youth-driven consumer demand in influencing packaging changes.

The impact of those changes on consumer perception and brand loyalty.

Industry Reports: Reports from sustainability organizations and market research firms (e.g., Euromonitor,
Mintel, McKinsey) will be used to identify trends and best practices in sustainable packaging.

This methodology ensures that the research provides a comprehensive understanding of how youth shape
corporate sustainable packaging decisions and how these decisions influence brand loyalty. The use of
standard, globally accepted scales will enhance the study's validity and allow for a more accurate measurement
of the variables under investigation.

6. Data Analysis

1. Mean Values Based on Independent Variables
A. Environmental Consciousness

Age Gender Education Level Mean Environmental Consciousness

18-22 Male Graduation 43.8
18-22  Male Post Graduation 44.8
18-22 Male Doctorate 48.0
18-22 | Female Graduation 45.0
18-22 Female Post Graduation 42.2
23-26 Male Graduation 47.8
23-26  Male Post Graduation 43.4
23-26 Male Doctorate 36.3
23-26 Female Graduation 49.0
23-26 Female @ Post Graduation 41.0
23-26 Female Doctorate 25.0

B. Brand Loyalty
Age Gender Education Level Mean Brand Loyalty

18-22 Male Graduation 26.3
18-22 Male Post Graduation  31.1
18-22 Male Doctorate 24.0
18-22 Female @ Graduation 33.2
18-22 Female Post Graduation = 25.6
23-26  Male Graduation 31.8
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23-26 Male Post Graduation  29.4

23-26  Male Doctorate 27.0
23-26 Female @ Graduation 334
23-26  Female | Post Graduation | 28.2

23-26 Female Doctorate 23.0

2. ANOVA Results

Independent Variable Dependent Variable F-Statistic p-Value Significant?
Age Environmental Consciousness 1.084 0.342 No
Gender Environmental Consciousness = 0.844 0.361 No
Education Level Environmental Consciousness 5.506 0.005 Yes
Age Brand Loyalty 0.626 0.537 No
Gender Brand Loyalty 0.050 0.823 No
Education Level Brand Loyalty 1.641 0.199 No

<& Conclusion: Only Education Level significantly influences Environmental Consciousness.

3. Post Hoc Test (Education Level & Environmental Consciousness)

Education Level 1 Education Level 2 Mean Difference p-Value Significant? |
Graduation Post Graduation -3.04 0.096 No
Graduation Doctorate -10.05 0.0096 - Yes
Post Graduation  Doctorate -7.02 0.093 No

<& Conclusion: Doctorate holders are significantly more environmentally conscious than graduates.

4. T-Test Results (Gender Differences)

Dependent Variable t-Statistic p-Value Significant?
Environmental Consciousness 0.895 0.375 No
Brand Loyalty -0.247 0.806 No

<& Conclusion: No significant gender differences in either Environmental Consciousness or Brand Loyalty.
7. Results and Findings

This study aimed to explore whether young individuals influence corporate decisions on sustainable
packaging and whether companies that implement sustainable packaging due to youth demand experience
stronger brand loyalty. The analysis utilized statistical methods such as ANOVA, post hoc tests, and t-tests to
provide a comprehensive understanding of these relationships. The key findings are detailed below:
1. Impact of Education on Environmental Awareness:
e The study found a significant relationship between education level and environmental consciousness
(F = 5.506, p = 0.005). This indicates that individuals with higher education levels tend to be more
aware and conscious of environmental issues, including sustainable packaging practices.
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e However, Age (F =1.084, p =0.342) and Gender (F = 0.844, p =0.361) do not significantly influence
environmental consciousness. This suggests that a person’s age or gender does not necessarily dictate
sustainable behavior but may be shaped by their knowledge and education on environmental issues.

e Brand loyalty is not significantly influenced by Age, Gender, or Education Level (F=0.626, p =0.537;
F=0.050, p=0.823; F=1.641, p = 0.199). This means that companies adopting sustainable packaging
may not see immediate brand loyalty benefits solely based on the demographic attributes of their
consumers.

2. Further Analysis Through Post Hoc Testing:

e Individuals holding a Doctorate degree demonstrated significantly higher environmental awareness
compared to those with only a Graduate degree (Mean Difference = -10.05, p = 0.0096). This confirms
that higher education fosters a greater understanding and concern for environmental issues.

e However, no significant difference was found between Postgraduates and Doctorates or between
Graduates and Postgraduates, suggesting that the most noticeable gap in environmental consciousness
occurs between Graduate and Doctorate holders.

3. Gender-Based Analysis Using T-Tests:

e The results indicate that there are no substantial gender-based differences in environmental
consciousness (t = 0.895, p = 0.375). This suggests that both males and females exhibit similar levels
of awareness and concern for environmental issues.

e Similarly, Brand Loyalty does not differ significantly between males and females (t = -0.247, p =
0.806). This finding implies that gender does not play a major role in determining customer loyalty
toward brands that adopt sustainable packaging.

4. Key Observations from Mean Scores:

e The highest environmental awareness levels were recorded among Doctorate holders, reinforcing the
idea that education strongly influences sustainability consciousness.

e Brand loyalty levels remained relatively stable across Age, Gender, and Education Level, indicating
that other factors, such as product quality, price, and marketing efforts, may be stronger determinants
of consumer loyalty than sustainability alone.

8. Limitations of the Study

While these findings provide valuable insights, the study has several limitations that should be considered
when interpreting the results:

1. Limited Sample Diversity: The study sample may not fully represent the broader population, which can
affect the generalizability of the findings. Expanding the demographic and geographic scope of future research
would enhance reliability.

2. Potential Response Bias: The data collected relies on self-reported responses, which can be subject to
personal bias. Participants might overestimate or underestimate their environmental consciousness and brand
loyalty.

3. Omission of Other Influential Factors: This research did not account for variables such as income level,
peer influence, corporate social responsibility (CSR) initiatives, and marketing strategies, all of which could
impact environmental consciousness and brand loyalty.

4. Cross-Sectional Study Design: The research is based on a single point in time, which limits the ability to
observe changes in behavior over time. A longitudinal study would provide more dynamic insights into
evolving consumer attitudes.

9. Recommendations

Based on the findings, several recommendations can be made for businesses, policymakers, and future
researchers:

1. Businesses Should Target Educated Consumers: Given that higher education levels correlate with greater
environmental awareness, companies should tailor sustainability campaigns toward well-educated
individuals, particularly those with advanced degrees.

2. Strengthening Sustainability Awareness Campaigns: Organizations should implement targeted educational
campaigns to raise awareness about the benefits of sustainable packaging, especially among younger
consumers and less-educated demographics.
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3. Incorporating Additional Factors in Future Studies: Future research should explore the role of economic
status, peer influence, and corporate environmental policies in shaping sustainability consciousness and brand
loyalty.

4. Longitudinal Studies for Better Understanding: Conducting a long-term study to track shifts in
sustainability awareness and consumer behavior over time would provide more nuanced insights and help
businesses adjust their strategies accordingly.

10. Conclusion

This study provides important insights into the relationship between youth-driven sustainability preferences
and corporate decision-making on sustainable packaging. The findings suggest that education level
significantly influences environmental consciousness, with higher degrees being associated with a stronger
awareness of sustainability issues. However, age and gender do not appear to play a significant role in shaping
environmental attitudes or brand loyalty. Additionally, brand loyalty does not seem to be directly influenced
by education level, suggesting that other factors may be more critical in driving consumer preferences.
While these results indicate that education is a key factor in promoting environmental awareness, the study
also highlights the need for companies to look beyond demographic variables when shaping sustainability
strategies. Future research should focus on broader datasets and additional influencing factors to provide a
more comprehensive understanding of the evolving relationship between consumer behavior and corporate
sustainability initiatives. By continuing to explore these dynamics, businesses can make more informed
decisions about sustainability efforts and their impact on brand loyalty and consumer engagement.
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