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ABSTRACT

Being among the biggest beverage
manufacturers in the world, Coca-Cola has
recently embraced a variety of
sustainability measures, such as water
conservation, reduced packaging, and the
use of renewable energy. However, the
idea begs the issue of whether consumers
have the intention to purchase Coca-Cola if
theproduct adopts greener practices. This
study examines the effect of ecologically
friendly packaging on consumer purchase
intention, use Coca-Cola as a case study.
An online survey was employed to gather
primary data from 100 Coca-Cola
customers in order to better comprehend
and support the research findings. This
research investigated whether
environmental concerns about awareness
of brand and Coca-Cola sustainable
packaging practice and awareness of eco-
friendly influence will affect the purchase
intention of consumers on Coca-Cola. This
research provides fresh insights on

consumers’ perception of eco-friendly
packaging, and how this perception may
encourage consumer purchasing
decisions.

Keywords: Brand Loyalty; Customer

Perception of Eco-Friendly; Environmental
Consciousness; Purchase Intention
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INTRODUCTION

Adopting environmentally friendly practices has become a critical component of
corporate sustainability in today’s world to raise environmental awareness. Consumers
are looking for goods that reflect their beliefs and actively work to decrease
environmental effects as they become more concerned about the health of the world.
Companies in a various industries are looking into sustainable ways to satisfy this
expanding need. Plastic pollution is undoubtedly one of the most pressing environmental
concerns facing our planet today since it seems there will be many plastic garbage to
dispose and a poor recycling rate that leads to major contamination. A wide range of
straws and dinnerware made of throwaway plastic. However, recognizing the danger
posed by plastic pollution and taking steps to reduce waste can help to find a solution.
For instance, a decree will be issued by the European Parliament in 2018. Starting in
2021, the EU will outright forbid its member states from using 10 throw away plastic items,
including cotton swabs, cutlery, and drinking straws (Jiang et al., 2020). As the quantity
of garbage created by the world’s population and the accumulation of single-use plastic
items like soda cans and water bottles are both increasing.

Coca-Cola, a market leader in the beverage sector, is one of these businesses that
strives to promote the sustainability of eco-friendly packaging through efforts including
increasing use of recycled materials and packaging waste reduction. Coca-Cola has long
been recognized with its red and white color packaging throughout the world (Valda et
al., 2023). Coca-Cola is dedicated to lowering plastic waste and carbon-emission, its
sustainable packaging practices have drawn notice. The business has put policies in
place to decrease its environmental impact, including using recycled materials, creating
lightweight packaging, and encouraging recycling programmed. For Coca-Cola and
other businesses aiming to advance their sustainability practices, understanding how
these initiatives affect customer behaviors is crucial.

In 2018, the “World Without Waste” sustainable packaging plan was introduced by the
Coca-Cola company. The company has been identified four times by the non-profit
organization “Break Free from Plastic” as the biggest global polluter of plastic. To fight
the issue of plastic pollution, the company cooperates with bottle partners to create and
produce recyclable and renewable packaging. By 2025, the company’s packaging will
be globally recyclable (Jia & Ma, 2022). By the year 2030, Coca-Cola wants to employ
more than 50% recycled materials in its packaging. In addition, Coca-Cola is aware of
how environmentally friendly packaging affects consumers’ intent to purchase the
product (Jia & Ma, 2022). The company employs a variety of recycling education
programs, such as consumer market information and informational questions, to nudge
customers towards recycling. Therefore, the business has taken action to foster an
environmentally friendly since it takes the problem of plastic pollution seriously.

This study will shed light on how sustainable packaging practices affect customer
preferences and choices by identifying the link between eco-friendly packaging and
consumer purchase intention. It will provide some suggestions on how eco-friendly
packaging may improve brand impression and foster consumer loyalty for marketers and
product manufacturers.

LITERATURE REVIEW
Purchase Intention
The notion of purchase intention comes up when people are in a phase before

purchasing (Harjanti, 2021). Studies have shown that consumer purchase intention is
influenced by various factors, including packaging attributes. Eco-friendly packaging has
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gained significant attention due to its potential to positively impact purchase decisions.
For instance, a recent study by Prakash and Pathak (2017) found that consumers are
more likely to have a higher purchase intention for products with eco-friendly packaging
compared to conventional packaging. Similarly, Smith (2015) reported that eco-friendly
packaging positively affects consumer purchase intention, particularly among
environmentally conscious individuals. Customer purchase intention has gained
significant attention in the field of marketing and sustainability. Recent studies have
highlighted the pivotal role of eco-friendly packaging in shaping consumer purchase
intentions. The transition towards sustainable packaging practices, as demonstrated by
Coca-Cola, has been recognized as a strategic move to align with environmental
concerns and enhance brand perception (Smith et al.,2021). Research by Widayat et al.
(2021) emphasized that consumers’ pro-environmental attitudes positively correlate with
their intention to purchase products witheco-friendly packaging. Furthermore, Yeo et al.
(2020) revealed that consumers are more likely to translate their favorable perceptions
of brands’ sustainable packaging initiatives into actual purchase behaviors. These
findings underscore the intricate interplay between packaging sustainability and
consumers’ purchase intention, indicating the need for further exploration in the context
of Coca-Cola’s sustainable packaging strategies.

Customer Perceptions of Eco-Friendly Packaging

In recent years, the consumer landscape has withnessed a growing emphasis on
environmental sustainability, prompting companies to adopt eco-friendly packaging
practices. Research in the field of consumer behavior has delved into understandingthe
impact of such practices on consumer purchase intention. Various studies have
highlighted the significance of customer perceptions in shaping their attitudes towards
eco-friendly packaging. For instance, Smith (2015) found that consumers tend to view
brands positively when they are associated with environmentally conscious packaging
solutions. In addition, consumers are more likely to support products that align with their
environmental values, thereby increasing their purchase intention. Consumer
perceptions of eco-friendly packaging are crucial in determining its influence on purchase
intention. According to a study by Nguyen et al. (2021), consumers perceive eco-friendly
packaging as an indicator of product quality, which positively affects their purchase
intention. Furthermore, Kaur and Singh (2023) reported that consumers perceive eco-
friendly packaging as an ethical and responsible choice, leading to a favorable
perception of the brand and increased purchase intention. These findings underscore
the pivotal role of consumer perceptions in driving their preferences for sustainable
packaging. As the current study focuses on Coca-Cola’s sustainable packaging
practices, examining how consumers perceive these initiatives are essential in
comprehending the potential influence on their purchase intention.

H1: Customer perceptions of eco-friendly packaging positively influence consumer
purchase intention.

Environmental Consciousness

Environmental consciousness plays a crucial role in shaping consumer attitudes towards
eco-friendly packaging. Research by Li et al. (2020) demonstrated that consumers with
higher environmental consciousness exhibit stronger preferences for products with
sustainable packaging. In addition, consumers’ level of environmental consciousness
positively influences their purchase intention and willingness to pay a premium
for products packaged sustainably. Van Birgelen et al. (2009) found that
environmentally awareness behavior and having an eco-friendly mentality are linked to
beverage disposal decisionsand eco-friendly purchases. Environmental consciousness
has emerged as a pivotal factor influencing consumer behavior and purchase intentions
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in the context of sustainable packaging practices. With a growing awareness of
environmental issues, consumers are becoming more attuned to the ecological impact
of their choices (Vermeir et al., 2020). Furthermore, consumers with higher levels of
environmental consciousness exhibit a stronger inclination towards products packaged
in environmentally friendly materials, such as Coca-Cola’s sustainable packaging
initiatives. This aligns with findings from Prakash and Pathak (2017) who emphasized
the significant role of eco-friendly packaging in appealing environmentally conscious
consumers, thereby positively impacting purchase intentions. As the demand for
sustainable practices intensifies, understanding the interplay between eco-friendly
packaging and consumers’ environmental consciousness is crucial for businesses like
Coca-Cola to effectively shape their marketing strategies and foster sustainable
consumption behaviors.

H2: Environmental consciousness is positively influencing consumer purchase intention.

Brand Loyalty

The idea of brand loyalty is a psychological attachment built by customers toward a
particular brand (Ling et al., 2023). Eco-friendly packaging practices can significantly
impact brand loyalty. A study conducted by Jones and Comfort (2018) revealed that
consumers perceive brands that adopt sustainable packaging practices, such as Coca-
Cola, as more environmentally responsible. This perception enhances brand loyalty and
encourages repurchases. Moreover, Gomez-Suarez et al. (2021) found that brand loyalty
is positively associated with consumer perceptions of a brand’s commitment to
environmental sustainability through its packaging choices. Brand loyalty has long been
a critical factor in understanding consumer behavior and purchasing decisions. With the
growing emphasis on sustainability and environmental consciousness, eco-friendly
packaging practices have gained attention as potential drives of brand loyalty.
Research by Smith et al. (2020) indicated that consumers are increasingly valuing
brands that demonstrate a commitment to environmental responsibility through
sustainable packaging. Moreover, companies investing in eco-friendly packaging
initiatives, such as Coca-Cola’s sustainable packaging practices, can positively influence
consumer perception of the brand’s values,leading to increased brand loyalty. These
findings highlight the role of sustainable packaging as a catalyst for fostering emotional
connections between consumers and brands, ultimately translating into enhanced brand
loyalty and repeat purchases.

H3: Brand loyalty is positively influencing consumer purchase intention.

In conclusion, the existing literature demonstrates that eco-friendly packaging positively

influences consumer purchase intention, driven by factors such as environmental

consciousness, brand loyalty, and customer perceptions. The studies cited above prove

for the positive impact of eco-friendly packaging on consumer behavior, specifically in the

context of Coca-Cola’s sustainable packaging practices.

Figure 1. A Total of 5 Hypotheses Were Formulated Based on the Literature Review.
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RESEARCH METHOD

The methodology section of this research provides crucial information about two crucial
aspects of research, namely, the methods used to gather and analyze the data for the
study and the reasons to perform it. This section enables readers to assess the overall
validity and reliability of this study. Therefore, the two types of methodology used are
sampling, procedures, and measurement.

Sample and Procedure

The study collected primary data from 100 Coca-Cola consumers through an online
survey. The participants were selected using a convenience sampling method, targeting
individuals who have purchased Coca-Cola products. The survey was distributed through
various online platforms and social media channels to reach a diverserange of consumers.
The survey consisted of multiple-choice and Likert scale questions, designed to measure
consumers’ perceptions of eco-friendly packaging, awareness of Coca-Cola’s
sustainable packaging practices, environmental consciousness, brand loyalty, and
purchase intention. The questionnaire also included demographic questions to gather
information about the participants’ age, gender, and education.

The use of online survey in this research allowed for efficient data collection from a broad
spectrum of participants. The convenience sampling method was chosen due to its
accessibility and ease of recruitment, although it may lead to some inherent biases in the
sample composition. By focusing on individuals with a history of Coca-Cola product
purchases, the study ensured that participants had a relevant consumer experience to
draw upon while responding to the survey. Thus, participants were invited to take part
through targeted online platforms, fostering a broad demographic reach. The survey was
accessible for a predetermined period, during which responses were collected and
stored securely. Quantitative data were analyzed using statistical techniques such as
correlation and regression analysis to establish the relationships between variables.

The survey’s comprehensive structure, encompassing both multiple-choice and Likert
scale questions, provided a multifaceted perspective on key variables such as
consumers’ perceptions of eco-friendly packaging, awareness of sustainable packaging
practices, environmental consciousness, brand loyalty, and purchase intention. This
allowed for a nuanced exploration of the complex interplay between these factors and
their potential influence on consumer behavior.

To sum up, the chosen research methodology of collecting primary data through an
online survey successfully captured a diverse range of perspectives from 100 Coca-Cola
consumers. While the convenience sampling method offers accessibility, the study
acknowledges its limitations in terms of representativeness. The meticulous design of
the survey instrument, however, ensured the collection of robust and valuable data that
will contribute to a comprehensive analysis of the relationship between eco-friendly
packaging, consumer behavior, and Coca-Cola’s sustainable packaging practices.

Measures

Eco-friendly packaging perception participants were asked to rate their agreement with
statements about eco-friendly packaging attributes, such as recyclability, use of
sustainable materials, and environmental impact. Then, the awareness of Coca-Cola’s
sustainable packaging practice, participants were asked about their knowledge and
familiarity towards Coca-Cola’s initiatives related to sustainable packaging, such as the
“World Without Waste” strategy and recycling programs. Furthermore, for environmental
awareness, participants were assessed on their level of environmental awareness using
a scale measuring their concern for environmental issues and willingness to engage in
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sustainable practices. Moreover, for brand loyalty, participants were asked about their
loyalty towards Coca-Cola as a brand, considering factors such as trust, satisfaction, and
repeated purchases. Lastly, purchase intention, participants were asked about their
intention to purchase Coca-Cola products based on their perceptions of eco-friendly
packaging and the brand’s sustainability efforts.

The study findings support the positive impact of eco-friendly packaging on consumer
purchase intention, environmental awareness, brand loyalty, and perceptions of the
brand. Consumers are more likely to purchase products with sustainable packaging,
indicating the importance of such practices for companies like Coca-Cola. Sustainable
packaging initiatives can raise consumer awareness and concern for the environment,
enhance brand loyalty, and create a favorable perception of the brand. These insights
emphasize the significance of incorporating eco-friendly packaging in driving consumer
behavior and informing sustainable strategies for businesses.

In contrast, the examination of participants’ perceptions within the context of eco-friendly
packaging attributes provided a comprehensive understanding of how consumers view
sustainable packaging practices. The survey’s focus on recyclability, use of sustainable
materials, and environmental impact enabled a nuanced assessment of consumers’
attitudes towards the ecological aspects of packaging. The positive correlations
observed between these attributes and other key variables underscored the pivotal role
of eco-friendliness in shaping consumer preferences.

The investigation into participants’ awareness of Coca-Cola’s sustainable packaging
initiatives shed light on the effectiveness of the company’s communication strategies.
The presence of the “World Without Waste” strategy and recycling programs in
participants’ awareness indicated that Coca-Cola’s efforts have resonated with
consumers, influencing their perception of the brand’s commitment to sustainability.

The assessment of environmental consciousness among participants elucidated the
extent to which consumers prioritize ecological concerns in their decision-making
processes. The positive association between environmental consciousness and
perceptions of eco-friendly packaging highlighted the potential for sustainability efforts to
foster heightened consumer awareness and engagement in sustainable practices.

Thus, the exploration of brand loyalty illuminated the intricate relationship between
sustainable packaging and consumer allegiance to the brand. The affirmative connection
between brand loyalty and positive perceptions of sustainable packaging suggests that
eco-friendly practices cannot only enhance consumer loyalty but also create a
competitive advantage by cultivating a more favorable brand image.

Ultimately, this research underscores the holistic impact of eco-friendly packaging
practices on various dimensions of consumer behavior and perception. The findings not
only emphasize the importance of sustainable packaging in shaping purchase intentions
and brand loyalty but also highlight the potential for these practices to elevate consumer
awareness and consciousness regarding environmental issues. As companies navigate
the evolving landscape of consumer preferences and environmental concerns,
integrating sustainable packaging into their strategies becomes not only a responsible
choice, but also a strategic imperative for success in a conscientious and
environmentally conscious marketplace.

RESULTS

Table 1. Respondent About Household Task Summary (N=100)
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Response Frequency Percentage (%)
Gender Female 64 64
Male 36 36
18-24 71 71
25 - 34 13 13
35 - 44 7 7
Age 45 - 54 9 9
Full Time 36 36
Part Time 2 2
Self-Employed 3 3
Employment Student 53 53
Status Unemployed 6 6
Bachelor Degree 59 59
High School, Diploma or
Education Equivalent 40 40
Level Master Degree 1 1
Less than RM 25,000 83 83
RM 25,000 - RM 50,000 8 8
Annual Income RM 50,001 - RM 100,000 8 8
RM 100,001 or more 1 1

Table 1 summarizes the respondent profile with a total of 100 respondents. The table
shows that of the two genders, women make up the majority with a ratio of 64%
compared to 36% for men. In terms of age, the age range between 18 and 24 is around
71%, while the age range between 25 and 34 is around 13%. The age group of 35 to 44
comes in second with a proportion of 7%, and the age group of 45 to 54 has the lowest
rate with 9%. Most respondents are students and full-timers, represented in the table by
percentages of 53% and 36%, respectively, while the minor respondents are part-timers,
self-employed, and jobless, represented in the table by percentages of 2%,3%, and 6%,
respectively. Regarding education level, most respondents (59%of all respondents) have
a bachelor’'s degree, followed by a high school diploma or equivalent (40%) and a
master’s degree (1% of all respondents). In terms of annual income, 83% of respondents
earn less than RM 25,000, while 8% of those earning between RM 25,000 and RM
50,000 and RM 50,001 and RM 100,001 or more earn the least amount if income with
1%.

Table 2: Descriptive Statistics, Cronbach’s Coefficients Alpha, and Zero-Order
Correlations for All Study Variables

Variables 1 2 3 4
Customer Perception 0.955
Environmental Consciousness .904** | 0.795
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Brand Loyalty .871** | 0.877** | 0.865
Dependent Variable: Purchase Intention 814** |0.744** |0.837** | 0.684
Mean 4.28 412 404 | 3.62
Standard Deviation 1 0.975 1.076 |0.924
N 4 2 2 3

Note: N =100; *p < 0.05, **p < 0.01, ***p < 0.001. The diagonal entries represent Cronbach’s
coefficient alpha.

In Table 2, it displays the results of all the variables through the Descriptive Statistics,
Cronbach’s Coefficients Alpha, and Zero-order Correlations. Not only that, Table 2 also
shows the Mean and Standard Deviation for the variables that were used in this research.
In addition, all of the variables were already tested for their reliability using IBM SPSS
Statistics.

Table 3. Summary of Multiple Regression Analysis

Variables Purchase Intention
Customer perception 0.506***
Environmental Consciousness -0.264
Brand Loyalty 0.627***

R? 0.741
F Value 91.423
Durbin - Watson Statistic 2.021

Note: N = 100; *p < 0.05, **p < 0.01, ***p < 0.001.

The findings derived from the comprehensive multiple regression analysis have been
concisely presented and summarized in Table 3. The primary aim of this analysis is to
rigorously evaluate the hypotheses that were formulated based on the existing body of
literature. At the outset, the study design identifies customer perception, environmental.

consciousness, and brand loyalty as the independent variables under consideration,
while purchase intention assumes the role of the dependent variable. Consequently, this
investigation establishes that both customer perception and brand loyalty function as
independent factors that exhibit a positive and meaningful correlation with the dependent
variable, namely purchase intention. These results affirm the accuracy of hypotheses H1
and H3, providing empirical support to the theoretical framework.

The analysis culminates in an R-squared (R?) value of 0.741, indicating that the
combined influence of customer perception and brand loyalty accounts for a substantial
74.1% of the observed variance in purchase intention. This signifies the substantial role
that customer perception and brand loyalty play in shaping the variations in purchase
intentions among the study participants. Furthermore, this outcome corroborates the
earlier-established hypotheses H1 and H3, reinforcing the notion that these variables
indeed contribute significantly to the prediction of purchase behavior.

Delving deeper into the significance of R?, it becomes apparent that approximately 74.1%
of the fluctuations in purchase intentions can be explained by variations in customer
perception and brand loyalty. Both these factors manifest their influence through beta
values that range from 0.506 to 0.627. Notably, these beta values fall withina consistent
range, indicating a similar degree of impact on the dependent variable. Thisuniformity in
the beta values further accentuates the robustness of the relationships between
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customer perception, brand loyalty, and purchase intention.

However, there is an absence of a discernible positive correlation between the
dependent variable and another independent variable, namely Environmental
Consciousness. This notable lack of statistically significant findings weakens the support
for hypothesis H2, as it fails to demonstrate a meaningful connection between
environmental consciousness and purchase intention. This observation underscores the
intricate interplay of variables within the studied context andnecessitates a more nuanced
understanding of the factors influencing purchase intention beyond the scope of
environmental consciousness.

In essence, the multiple regression analysis conducted in this study provides valuable
insights into the complex dynamics between customer perception, brand loyalty,
environmental consciousness, and purchase intention. The documented relationships
between these variables not only validate certain hypotheses but also shed light on the
multifaceted nature of consumer behavior within the context under investigation. The
empirical evidence presented here contributes to the broader academic discourse and
underscores the importance of considering diverse factors when comprehensively
examining purchase intentions and related phenomena.

DISCUSSION

In recent years, there has been a growing concern about the environmental impact of
packaging materials, prompting companies to adopt sustainable practices. The Coca-
Cola company, one of the world’s leading beverage manufacturers, has taken significant
steps towards implementing eco-friendly packaging solutions. This discussion aims to
explore the effect of eco-friendly packaging on consumer purchase intention, focusing
on Coca-Cola’s sustainable packaging practices as a case study. In this research study,
a total of 4 variables were inspected due to the Coca-Cola’s sustainable packaging
affects consumers purchase intention. As for the results that were obtained from the
analysis, there were only 2 variables which are brand loyalty and, customer perception
that affect consumer purchase intention.

Customer Perception Affect Customer Purchase Intention

The link indicated by the path coefficient is positive based on the findings of the path
analysis on the accepted hypothesis test, indicating the highest good customer
perception, the higher level of customer purchase intention to buy the product. Most
respondents agree that it's important for companies to use eco-friendly packaging
materials as a main packaging to be use nowadays. These results are aligned with the
previous from (The State of Fashion 2020, 2018), which prove that today’s consumers
associate themselves with companies that share their values and interests. Businesses
must contribute to reducing their carbon footprint since many people place a high
emphasis on environmental stability. Furthermore, most respondents give the highest
rate of the impact to Coca Cola’s sustainable packaging practices have on their overall
impression of the company. Based on (Bandoim, 2020), it makes the results more
accurate as most people believe that brands like Coca-Cola should adopt sustainability.

According to the results from analysis, customer perception is the most significant
element in affecting consumer purchase intentions. This situation also was proven to be
effective with consumer loyalty towards the brand, Coca-Cola. Packaging is one of the
most important factors in promoting a product from a marketing perspective. It could
influence a consumer’s purchase intention at the moment of sale. It also serves as a form
of communication between a product's image and the company’s background.
Therefore, the increasing and uncontrollable environmental pollution keeps pressuring
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our economic system. For instance, Coca-Cola has developed refillable packaging, uses
recycled materials to produce bottles and cans to create a healthier environment. There is
simply a high demand for sustainable packaging which has bright prospects and is worth
looking into. Nowadays, consumers prefer to buy products that have recyclable
packaging to raise awareness due to the wide attention given by global movements to
recycle and save the earth. Therefore, Coca-Cola thrives towards improvingsustainability
of eco-friendly packaging through initiatives such as increased usage of recycled
materials and packaging waste reduction.

Brand Loyalty Affect Customer Purchase Intention

Respondents’ strong brand loyalty was directly linked to their perceived trust in the
product. This suggests that consumers who had a higher level of trust in the product
were more likely to exhibit strong brand loyalty. The positive coefficient indicated that an
increase in perceived trust corresponded to a proportional increase in brand loyalty
among respondents. As Coca-Cola has consistent quality, iconic branding, and effective
marketing strategies, it has contributed to a deep-rooted consumer trust that transcends
generations. For example, through meticulously crafted advertising campaigns, Coca-
Cola has managed to evoke emotions and associations that goes beyond the beverage
itself. This emotional connection has solidified their brand in the hearts and minds of
consumers, fostering unwavering loyalty. The positive associations people have with the
brand have translated into a willingness to choose Coca-Cola over alternatives, even in
the face of changing trends and competitors.

Environmental Consciousness Does Not Affect Customer Purchase Intention

The effect given by the environmental consciousness on customer purchase intention is
small or unable to provide a significant effect as it shows negative coefficient. This is
because some customers think eco-friendly products are sometimes more expensive
than non-environmentally friendly counterparts due to production costs and sustainability
efforts. This higher price can deter price-sensitive customers, leading to a negative
coefficient. If customers perceive the added environmental benefits as not providing
sufficient value for the higher cost, they might be less inclined to purchase, resulting in a
negative effect on purchase intention.

Moreover, the independent variable, which is crucial to consumer purchase intention is
consumer perception of Coca-Cola. Contrasting to environmental consciousness,
consumer perception affected consumer purchase intention directly without the help of
consumer loyalty towards the brand. Meanwhile, environmental awareness influences
consumer purchase intention directly and through consumer perceptions. The statement
emphasized consumers’ perspective on sustainable packaging. It is obvious that
consumer needs guidance going forwards to understand deeply regarding eco-friendly
packaging before purchasing the product. For instance, labelling might be a helpful
strategy to promote a change to sustainable behaviors. Images and labels on the
packaging would give a mere communication for consumer by highlighting key
information as well as consumer perceptions and purchase intention. Hence,
understanding what consumers expect from packaging requirement is important to help
drive sustainable behavioral change.

CONCLUSION

Nowadays, evaluating the impact of packaging on environmental degradation is one of
many aspects that influence consumers’ purchasing decisions. According to studies,
consumers are willing to purchase products that are environmentally friendly and have
eco-friendly packaging. It is expected that consumers who are concerned about a
sustainable environment to evaluate brands that have an eco-friendly product concept
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and have a beneficial effect on the environment. This study has proven that Malaysian
consumers have a positive attitude towards eco-friendly packaging of Coca-Cola
products. Examining consumer behavior towards the benefits of sustainable packaging,
the results revealed that both inexperienced and experienced participants gave the
benefits of ecological packaging’s convenience positive reviews.

Through this eco-friendly packaging for green marketing, consumers can choose to
purchase products that have a positive influence on the environment. Therefore, Coca-
Cola manufacturers need to find themselves obligated to employ sustainable packaging
due torising environmental protection and packaging awareness. Customers believe that
decision-making in favor of sustainable packaging should involve legislators as well.
Although sustainable packaging is widely used, the cost remains a barrier that can be
overcome by reducing supply-chain expenses. Thus, using sustainable packaging can
increase sales of items and help to build a favorable brand image for Coca-Cola products.

The investigation of Coca-Cola’s sustainable packaging practices serves as an
illustration of the study’s main finding, which is that eco-friendly packaging has a
considerable impact on consumer purchase intention. The results emphasize the critical
part that environmental consciousness plays in determining the attitudes and behaviors
of consumers. Companies like Coca-Cola may benefit from the expanding trend of eco-
conscious consumption and improve their brand image by implementing sustainable
packaging efforts. The findings reveal that consumers are becoming more attracted to
products packed in eco-friendly materials, demonstrating a raised awareness of the
environmental impact of their purchase decisions. According to the report, incorporating
environmentally friendly packaging options into marketing campaigns can enhance buy
intent, giving businesses a competitive edge in today’s environmentally conscious
market.

Additionally, this research provides insightful information for academics and industry,
providing a deeper knowledge of the complex interaction between sustainable practices
and consumer preferences. Businesses must acknowledge the relevance of eco-friendly
packaging as consumer loyalty and the larger goal of sustainability continues to rise
along with the global environmental issues. As a result, this study acts as a spark for
encouraging a more environmentally conscious approach within the packaging and
consumer goods sectors, advancing us towards a more sustainable future.

On the contrary, this journal delved into the critical relationship between eco-friendly
packaging and consumer purchase intention, with a specific focus on Coca-Cola’s
sustainable packaging practices. The study shed light on the pressing need for
environmentally conscious solutions within the packaging industry, considering the
escalating global concerns about environmental degradation and climate change. The
research findings underscored the substantial impact of eco-friendly packaging on
shaping consumer behavior and purchase decisions. Coca-Cola’s commitment to
sustainable packaging not only resonates positively with consumers but also contributes
to the brand’s image as a responsible corporate citizen. The study’s insights emphasize
that businesses can no longer afford to overlook the potential of eco-friendly packaging
in influencing consumer preferences and loyalty.

Furthermore, this research calls for a wider adoption of sustainable packaging practices
across industries, inspiring other companies to emulate Coca-Cola’s successful
strategies. As consumers become more discerning and environmentally aware, the
integration of eco-friendly packaging can pave the way for a more sustainable and
harmonious coexistence between commerce and the planet. Moving forward, continued
exploration in this field is essential to unravel the intricacies of consumer psychology and
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to promote a greener and more socially responsible marketplace.

LIMITATION

Due to a convenience sample within a small sample size, the generalization of the
research findings is constrained. This study’s sample size is deemed insufficient, and it
might not accurately represent the total target population. To further explore the
relationship between factors influencing customers’ buying intentions, this study only
focuses on Malaysia as its target country. As a result, the overall conclusions could not
provide enough information. Due to the inequalities in nation and culture, future research
should expand the sample size used in the study and include respondents from other
Malaysian states to accurately represent the target demographic. The conclusion will be
more accurate the higher the target responders. Besides that, there have other
limitations to this study which are since data was gathered using a Google form and
disseminated over the social media platforms Telegram, WhatsApp, and Instagram, the
constraint is that the majority of respondents are students from Generation Z. Our
responders might not accurately represent all Coca-Cola customers as a result of this
limitation.

ACKNOWLEDGEMENT

We would like to sincerely express our appreciation and gratitude to every member of
our group for their dedicated efforts and cooperative spirit in completing this project. The
success of our endeavor was profoundly influenced by the unique talents and strengths
each person brought to the table. We extend our heartfelt thanks to Nur Fatin Nabilah
for their exceptional leadership and organizational skills. Their proactive engagement in
task coordination and teamwork significantly enhanced our overall performance. We also
wish to thank Nur Hazwani, Nur Irdina and Firyal for their excellent research abilities and
meticulous attention to detail. Their thorough approach notably improved the quality of
our project. Furthermore, we would like to express our gratitude to our friends from
international country who are Vanshika Verma, Nitin and Kumar Mayur for their originality
and innovative perspectives. Their fresh insights added depth and elevated the quality
of our work. Overcoming challenges and delivering excellent results were made possible
through our cohesive teamwork. We are also grateful to our supervisor for her invaluable
advice and assistance. Her knowledge and constructive criticism greatly contributed to
our learning process, providing us with valuable guidance to complete the assignment.
Not to forget, our co-supervisor also guided us to finish this project. Lastly, we would like
to thank our friends and seniors for sharing their ideas and recommendations, which
enriched our work on this assignment. In conclusion, this group project serves as a
testament to the dedication and collaboration of all participants. We appreciate the
opportunity to work together, and the valuable lessons learned throughout the process.

DECLARATION OF CONFLICTING INTERESTS
The authors declare that there are no conflicts of interests throughout this research.

REFERENCES

Bandoim, L. (2020, January 27). What consumers really think of Coca-Cola’s plastic
bottles. Forbes. https://www.forbes.com/sites/lanabandoim/2020/01/27/what-
consumers-really-think-of-coca-colas-plastic-bottles/?sh=303a9ae41f19

Gomez-Suarez, M., & Yague, M. J. (2021). Making sense from experience: How a
sustainable multi-sensory event spurs word-of-mouth recommendation of a
destination brand. Sustainability, 13(11), 5873.
https://doi.org/10.3390/su13115873

Harjanti, S. (2021). The impact of social media marketing, word of mouth and brand
image on Shopee consumer’s purchase intention in Yogyakarta. Journal of

12


https://www.ejournal.aibpmjournals.com/index.php/JCDA

Journal of the Community Development in Asia (JCDA)
Vol. 7 No. 1, pp.1-13, January, 2024

E-ISSN: 2621-2862 P-ISSN: 2614-7432
https:/lwww.ejournal.aibpmjournals.com/index.php/JCDA

International Conference Proceedings, 4(3), 418-425.
https://doi.org/10.32535/jicp.v4i3.1343

Jia, Z., & Ma, H. (2022). Case analysis of Coca-Cola’s sustainability. BCP Business &
Management, 31, 62—68. https://doi.org/10.54691/bcpbm.v31i.2537

Jiang, B., Yu, J., & Liu, Y. (2020). The environmental impact of plastic waste. Journal of
Environmental & Earth Sciences, 2(2), 26-35.
https://doi.org/10.30564/jees.v2i2.2340

Jones, P., & Comfort, D. (2018). The Coca-Cola brand and sustainability. Indonesian
Journal of Applied Business and Economic Research, 1(1), 34-46.
https://doi.org/10.32456/.v1i1.1

Kaur, K., & Singh, J. (2023). Assessing eco-friendly marketing approaches in India's agri-
food sector through sustainability metric. European Economic Letters, 13(5),
626—636. https://doi.org/10.52783/eel.v13i5.802

Li, H., Haq, I. U., Nadeem, H., Albasher, G., Algatani, W., Nawaz, A., & Hameed, J.
(2020). How environmental awareness relates to green purchase intentions can
affect brand evangelism? Altruism and environmental consciousness as
mediators. Revista Argentina de Clinica Psicolégica, 29(5), 811-825.
https://doi.org/10.24205/03276716.2020.1079

Ling, G. Y., Yuang, G., Zhicheng, G., Xuan, G. T. X., Maharani, C. D., Genira, C. F.,
Tyagi, N., & Saidhanyakumar, M. (2023). Analysis of factors affecting brand
loyalty: A study of Coca-Cola. Asia Pacific Journal of Management and
Education, 6(3), 16—29. https://doi.org/10.32535/apjme.v6i3.2635

Nguyen, A. T., Yén-Khanh, N., & Thuan, N. H. (2021). Consumers’ purchase intention
and willingness to pay for eco-friendly packaging in Vietnam. In Sustainable
Packaging (pp. 289-323). Springer. https://doi.org/10.1007/978-981-16-4609-
6_11

Prakash, G., & Pathak, P. (2017). Intention to buy eco-friendly packaged products among
young consumers of India: A study on developing nation. Journal of Cleaner
Production, 141, 385-393. https://doi.org/10.1016/j.jclepro.2016.09.116

Smith, M. M. (2015). Impact of environmentally friendly packaging on consumers'
attitudes and patronage intentions toward apparel retail brands [Undergraduate
thesis, University of Arkansas]. University of Arkansas Library Repository.
https://scholarworks.uark.edu/etd/

Widayat, W., Praharjo, A., Putri, V. P., Andharini, S. N., & Masudin, I. (2021).
Responsible consumer behavior: Driving factors of pro-environmental behavior
toward post-consumption plastic packaging. Sustainability, 14(1), 425.
https://doi.org/10.3390/su14010425

Yeo, S. F., Tan, C. L., Lim, K. B., & Khoo, Y. H. (2020). Product packaging: Impact on
customers’ purchase intention. International Journal of Business and Society,
21(2), 857—864. https://doi.org/10.33736/ijbs.3298.2020

Valda, L. A., Malhotra, B., Gupta, G., Zaki, N. Z. B. M., Jawathu, N. J. B. M., Zhou, K.,
Yingtai, Y., & Yifei, M. (2023). The role of product packaging in the purchasing
decisions of consumers of Coca Cola. International Journal of Accounting &
Finance in Asia Pacific, 6(3), 75—90. https://doi.org/10.32535/ijafap.v6i3.2594

Van Birgelen, M., Semeijn, J., & Keicher, M. (2009). Packaging and pro-environmental
consumption behavior: Investigating purchase and disposal decisions for
beverages. Environment and Behavior, 41(1), 125-146.
https://doi.org/10.1177/0013916507311140

Vermeir, |., Weijters, B., De Houwer, J., Geuens, M., Slabbinck, H., Spruyt, A., &
Verbeke, W. (2020). Environmentally sustainable food consumption: A review
and research agenda from a goal-directed perspective. Frontiers in Psychology,
11, 1603. https://doi.org/10.3389/fpsyg.2020.01603

13


https://www.ejournal.aibpmjournals.com/index.php/JCDA

