© DEC 2025 | IRE Journals | Volume 9 Issue 6 | ISSN: 2456-8880
DOI: https://doi.org/10.64388/IREV916-1712607

The Role of Packaging Sustainability in Building
Consumer Trust and Loyalty in FMCG Brands

SHAIK AYESHA!, DR T.V.S.S. SWATHI?
Student, MBA Department, KL Business School, Koneru Lakshmaiah Education Foundation, Green
Fields, Vaddeswaram, Guntur, Andhra Pradesh, Guntur, AP, India
’Assistant Professor, MBA Department, KL Business School, Koneru Lakshmaiah Education
Foundation, Green Fields, Vaddeswaram, Guntur, Andhra Pradesh, Guntur, AP, India

Abstract: Environmental responsibility has now assumed
great importance and sustainable packaging has become
an important strategic tool of Fast-Moving Consumer
Goods (FMCG) companies as consumers and
policymakers expect them to be socially responsible. As
the issue of plastic pollution, climate change, and
environmental degradation increases, customers are also
demanding brands to shift to packaging that can be
recycled, biodegraded, or made of environmentally
fiiendly materials. Consequently, sustainable packaging
is not seen as an operation change anymore but a
fundamental source of consumer perception, trust and
brand loyalty in the long term. The paper of research
focuses on the study of the connection between
sustainable packaging and consumer trust and how eco-
friendly packaging can affect the buying behavior and
loyalty of the clientele of the FMCG. The variables
examined in the study include consumer perception on
sustainability, impact of clear communication and the
validity of the eco-friendly statement on the trust. It also
examines the ability of consumers to pay a higher price
on sustainably packaged products under different
circumstances in which price sensitivity can be weakened
or strengthened depending on the conditions. The other
important part of the study is the analysis of modulating
variables concerning the environmental awareness and
personal values. Consumers who are more aware and
hold a stronger belief in environmental concerns are
more likely to react well to the sustainable packaging
methods. In its turn, little knowledge or doubt as to the
validity of a particular brand, commonly caused by the
greenwashing issue, will reduce the trust and have an
adverse effect on loyalty. The results indicate that
sustainable packaging is a significant source of brand
trust and loyalty provided it is done with regular, explicit,
and genuine communication. It not only adds brand
image, but also creates emotional bond and builds the
consumer trust on the ethics of the company. The paper is
concluded by providing the practical managerial
implications and proposing the strategies that FMCG
brands can adopt to successfully implement sustainability
in the packaging design, consumer communication and
long-term branding so as to gain a competitive edge in the
sustainability driven market place.
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L. INTRODUCTION

The FMCG sector is also among the biggest source
of waste in the packaging industry with high volume
and frequency of consumption. The growing
consumer awareness has changed consumer
preferences towards environmentally friendly
products and packaging. Consequently, the concept
of sustainable packaging is no longer an optional
innovation, but a strategic requirement to the FMCG
brands.

Sustainable  packaging  involves  recyclable
packaging, biodegradable packaging, compostable
packaging and reduced-plastic packaging, which is
the least harmful to the environment. These programs
affect the perception of the consumer, attitudes
towards brands, and are critically important in
developing and establishing trust as well as long term

loyalty.

The study is based on sustainable packaging and its
contribution to consumer trust and loyalty towards
FMCG brands as well as considers the factors that
affect the consumer attitude towards environmentally
friendly packaging.

IL. IMPORTANCE OF SUSTAINABLE
PACKAGING IN FMCG

Sustainable packaging has been relevant because of:
e Increased awareness on climate change and
pollution throughout the world.
e Single-use  plastic
governments.

regulations by

e  Growth in green consumerism
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e Becoming more corporate environmentally
responsible.

e Request of ethical and transparent business
practices.

Sustainable packaging is already a trend associated
with responsible brand conduct used by consumers,
which helps to increase trust and build loyalty.
Organizations that use greener packaging tend to
enjoy enhanced brand image, customer satisfaction
and competitive advantage.

CONSUMER PERCEPTION OF SUSTAINABLE
PACKAGING.

Consumers view sustainable packaging as:

1. Green: It is good to the environment.

2. Quality: Eco-friendly packaging can be an
indication of purity and safety of the
product.

3. Responsible and honest: Brands that are
packaged in sustainable packages are more
responsible.

4. Innovative: Consumers are interested in
innovative sustainable packaging solutions.

The perception of positive is based on:
e The awareness of the environmental
advantage.
e Packaging claims that are clear and
transparent.
e Avoiding excessive eco-labelling.
e Design, colour, texture, and usability of
packaging.
As the customers are made to know clearly the
environmental value, they become more inclined to
prefer products that are sustainably packaged.

PACKAGING SUSTAINABILITY AND
CONSUMER TRUST.

Consumer loyalty is largely affected by the
psychological element of trust. The sustainable
packaging instills confidence based on:
1. Authenticity: People believe in brands that
make real attempts to be sustainable more.
2. Transparency: Doubts are minimized
through clear labeling, certifications as well
as information regarding the packaging
material.
3. Avoiding Greenwashing: False
sustainability declines trust. To ensure
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credibility, authentic communication must
be used.
4. Responsibility and Ethics
Green packaging is indicative that the brand is
concerned with the environment and social influence.
This enhances moral trust.

SUSTAINABLE PACKAGING AND BRAND
LOYALTY

Convenience, trust, product quality and emotional
connection are all factors that affect the loyalty in
FMCG. Sustainable packaging increases loyalty
because:

1. Enhancing Brand Image: Green brands are
seen as enlightened and conscientious.

2. Creating Emotional Loyalty: Consumers are
morally identified with the environmentally
responsible brands.

3. Repeat Buy Promotion: Consumers will
repeatedly purchase brands that correspond
to their sustainability values.

4. Differentiation: Environmentally-friendly
packaging gives a competitive edge that
boosts customer retention.

WILLINGNESS TO PAY FOR SUSTAINABLE
PACKAGING

Although a lot of consumers admire sustainable
packaging, their readiness to spend on them is
different:

Customers that will pay higher prices:
e  Eco-sensitive customers.
e Mid-level and upper-income populations.
e  Cosmopolitan and educated customers.
e  Green lifestyle followers
Consumers who do not want to pay higher:
e  Price-sensitive customers
e Individuals possessing little environmental
awareness.
e Individuals who do not see any immediate
personal gain.
In general, willingness is enhanced in case of:
o Differentiating price is reasonable.
e Benefits to the environment are well
conveyed.
e  Packaging is clear and attractive.

FACTORS INFLUENCING CONSUMER TRUST
& LOYALTY
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1. Environmental Awareness: More
enlightened consumers are highly trusted
and loyal to sustainable brands.

2. Packaging Design: Trust is increased by a
good-looking package that is informative,
useful, as well as eco-friendly.

3. Brand Transparency: The credibility of the
claims, well recognized logos, and
transparent  information lessen  the
skepticism.

4. Product Quality: Sustainability in itself is
not enough. Consumers cannot be just loyal
unless the product meets the quality
expectations as well.

5. Price Sensitivity: In case providing eco-
friendly packaging would be costly, it can
impact negatively on the loyalty.

CONCEPTUAL MODEL

Independent Variable
e Sustainable Packaging
Dependent Variables
e Consumer Trust
e Brand Loyalty
Moderators
e  Environmental Awareness
e  Price Sensitivity
Green Packaging — Customer Fidelity — Brand
loyalty.

The majority of consumers buy in bulk, so they need
to be informed about the products they plan to
purchase regarding both price and quality.
<|human|>Most customers are bulk buyers; thus they
need to know about the product they intend to
purchase in terms of price and quality.

RESEARCH METHODOLOGY (DESIGN FOR
ACTUAL STUDY)

Research Design: Descriptive.

Data Type: Primary & Secondary

Tool: Multiple choice item questionnaire.
Sample Size: 100-150 FMCG consumers
Sampling Method: Convenience.

Key Areas of Questionnaire:
e Awareness
e  Perception
e Trust
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e Loyalty
e  Willingness to Pay
e Packaging Evaluation

Data Analysis Tools:
e Descriptive statistics
e  Correlation analysis
e Regression analysis
e Likert scale measurement

III. DISCUSSION

1. Impact on Trust: Consumers believe in
brands that offer simple, clear and sincere
sustainable packaging.

2. Impact on Loyalty: Loyalty and repeat
purchase behavior increases due to trust
developed on a sustainable basis.

3. Need for Awareness: Little awareness
curtails the influences of sustainable
packaging. The acceptance is enhanced by
education.

4. Challenges:

e Sustainable materials are costly to
produce.
e Greenwashing skepticism  on
consumers.

e Infrastructure in some areas is

inadequate in recycling.

Iv. MANAGERIAL IMPLICATIONS

FMCG brands should:
e Enhance  sustainability = impact on
packaging.

e Apply the approved eco-labels of certified
organizations.

e Develop designs to make it sustainable and
convenient.

e  Minimize price increases.

e Conduct awareness campaigns to create
awareness among consumers.

e  Be transparent to resist greenwashing.
V. CONCLUSION

Green packaging is an effective instrument to
increase the level of consumer trust and loyalty
towards the FMCG brands. Since consumers are
placing more emphasis on ethical and
environmentally-friendly conduct, a brand that
commits resources to actual sustainability projects
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enjoy better relationships, a positive image, and
brand loyalty.

Nonetheless, to achieve success in sustainable
packaging, brands should pay attention to
transparency, affordability, quality consistency, and
consumer education. Under proper implementation,
sustainable packaging will generate high competitive
edge and also help in consumer satisfaction and
environmental conservation.
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