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Abstract: This study examined green packaging, environmental awareness, and willingness to pay
for green products in consumers’ purchase decisions. A cross-sectional survey was employed in
collecting data from 218 respondents in Ghana. Purposive sampling was used to select respondents
for the study. The data were analyzed using SPSS software for descriptive statistics and partial
least square structural equation modeling (PLS-SEM) to test our hypotheses. The study found that
consumers’ environmental awareness had a positive and significant impact on green purchasing
decisions. However, the impact of green packaging was not found to be significant on consumers’
purchase decisions in Ghana. The study further revealed that consumers’ willingness to pay for green
products positively and significantly predicted consumer purchase decisions. Some recommendations
are suggested for theoretical and managerial considerations.

Keywords: green packaging; environmental awareness; willingness to pay; customer purchase decisions

1. Introduction

The subject of environmental conservation has gained attention in recent years as public
awareness of the depletion of natural resources has grown [1]. Packaging has been highlighted
as a major source of non-biodegradable garbage that harms the environment [2–4]. In particu-
lar, consumers and governments have been pressurizing businesses to decrease packaging
waste and over-packaging, as well as increase recyclability, for quite some time [4,5]. Accord-
ing to Hao [6], the packaging of a product is regarded as one of the most common aspects
of consumption and serves a variety of purposes and provides consumers with a great deal
of convenience. Packaging is described as a crucial element of the marketing mix [7]. It also
fulfils the manufacturer’s legal duties and communicates vital brand messages to consumers.
There are many types of packaging, including passive and active, primary, secondary, and
tertiary [1,5,7]. In addition, Singh and Pandey [7] assert that packaging has three negative
effects on the environment: it consumes resources; produces solid, liquid, and gaseous waste
and pollution; and spreads pathogens and pests. Furthermore, according to the OECD [8],
in 2019 1.7 Mt of plastic was dumped into the seas and 6.1 Mt plastic garbage spilled into
the aquatic environment. In addition, it has been revealed that, in Europe, 40% of packaging
waste ends up in landfills, and even worse, almost 32% of waste ends up polluting the ocean
and the land [9].

Due to the growing impact of packaging on the world, researchers have identified a
growing consumer awareness of green packaging and its effects on the environment in
past surveys [1–7,10]. Consumers are becoming increasingly concerned about the harmful
effects of packaging waste on the environment [5]. Similarly, consumers are seeking to
change the current course of increasing environmental degradation as the movement for
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a “green revolution” gets traction [4]. Customers are willing to alter their purchase and
consumption habits to aid in the improvement and sustainability of the environment. This
shift reflects how consumers have begun to incorporate environmental issues into their
lifestyle choices. These altered lifestyles choices include purchase decisions based on dual
aims such as how well items meet their requirements while having an impact on the natural
environment [3,11].

This current demand of consumers has prompted businesses to rethink their man-
ufacturing processes to make their products more environmentally friendly. As a result,
redesigning packaging to be ecologically friendly is one of the techniques used by firms, as
buyers check for items with environmentally friendly packages before purchasing, forcing
businesses to adopt green packaging as a marketing strategy, including in the food manufac-
turing sector. According to Prakash and Pathak [1], the term green is alternatively known
as eco-friendly, environmentally friendly, or sustainable. These terms have been used
interchangeably in previous studies and they all seem to be referring to the same concept.

It is important to note that the methods by which green packaging influences customer
purchasing decisions are sometimes described as uninspired and are still in need of more
research. Furthermore, given the relevance of packaging to competitive advantage, the
paucity of studies jointly investigating the impact of green packaging, environmental
awareness, and consumer willingness to pay for green products in their purchase decisions
for manufactured foods is astonishing and therefore warrants scholarly examination and
empirical investigation. Furthermore, previous research on the subject abounds in the extant
literature [2,3,5,6,10,12]; however, none has considered these three antecedents as captured
in this current investigation. Therefore, the goal of this study is to appreciate the role of
green packaging, environmental awareness, and willingness to pay for green products in
purchasing decisions among customers. The remainder of the paper is organized as follows.
The second section presents the theoretical literature review as well as the hypotheses
developments. The third and fourth sections outline the methodology and the results,
respectively. The fifth section presents the discussion, and the sixth section highlights the
implications of the study. The seventh section, which is the final part of the paper, presents
the conclusions and directions for future studies.

2. Literature Review and Theory
2.1. Theory of Planned Behavior

This study is guided by the theory of planned behavior (TPB) [12]. The theory is
used to understand and predict human behavior. TPB is a theory in social psychology
and one of the best supported theories among social psychological theories. TPB offers
an all-inclusive yet parsimonious psychological theory that identifies a creative form for
explaining a broad range of human behavior [13]. Behavior can be interpreted widely
or narrowly and is a function of the researcher’s theoretical or applied objectives [14].
However, according to TPB, any behavior can be considered in terms of four constructs,
namely, action, target, context, and time [15]. Therefore, the current study conceptualized
the attitudinal behavior of consumers of manufactured food products as green packaging,
environmental awareness, and willingness to pay for green products in consumers’ green
purchase decisions, as the supporters of the theory argue that any measurement of behavior
must specify how the behavior is to be accurately measured or understood [14]. TPB was
used in this study because a critical examination of the literature showed that the theory
was utilized to analyze consumer green product purchase decisions [16–18]; however,
despite TPB being widely used, its applicability within the food manufacturing sector in
Ghana has received little attention.

2.2. Hypotheses Development
2.2.1. Green Packaging and Consumer Product Purchase Decisions

Green packaging is a relatively new concept that has attracted much attention in
recent times from various scholars [1–7,12,19]. Terms such as sustainable design, eco-
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friendly packaging, environmentally conscious design, and design for the environment
are synonyms of green packaging [19]. According to Hao [6], the core element of green
packaging is its environmentally friendly, resource-saving technology. They postulate that,
during the whole lifecycle, including the design, research and development, manufacturing,
use, and recycling, green packaging causes little or no harm to the ecological environment
or human health. Nonetheless, Maziriri [12] asserts that green packaging is identified with
conveying a duty towards sustainability, ecological activities of organizations, and green
item characteristics in the marketplace. Green packing involves the encouragement and
utilization of packaging, which results in improved manageability of items [20]. According
to Mazirriri [12], green packaging includes three main identities: they are minimizing the
use of hard-to-decompose packaging, using packaging with low energy consumption, and
using environmentally friendly packaging.

The criteria of individual ecological concerns are different from each other. Nowadays,
consumers’ buying decisions depend on different factors and evaluations of the effect of
packaging on ecological degradation [7]. It has been established that consumers do value
environment-friendly and ethical products. However, the daily purchasing behavior of
consumers is often inconsistent with this [2,5]; hence, there might be a potential market
for this type of packaging. Prakash and Pathak [1] conducted a study on consumers to
understand the determinants of consumers’ intentions to purchase ecologically packaged
products. They found that consumers are willing to purchase the eco-friendly products
with eco-friendly packaging. Another study by Wandosell [19] on consumers found that
disposal decisions for product packaging and eco-friendly purchases are related to green
packaging and eco-friendly attitudes. The study highlighted that consumers are in favor of
the environmentally friendly packaging of products.

H1. Green packaging has a positive and significant impact on consumers’ product purchase decisions.

2.2.2. Environmental Awareness and Consumer Product Purchase Decisions

The concept of environmental awareness gained global attention in the 1970s, when
the “environmentalist movement” in the United States of America gained impetus and was
later converted into political activism. Environmentalism is seen as an important factor
of human behavior. Environmental awareness is described as an individual’s ability to
understand the nexus between human activities, environmental qualities, and his or her
readiness to actively engage in environmental activities [20,21]. Similarly, Handoyo [22]
defines it as “a people’s perception about environmental issues, which include also the
aggregate aspects of environmental knowledge, value and attitudes of a person which
altogether affect the level of environmental awareness”. It is considered as the first and
most important step in preparing individuals to find solutions to environmental issues [23].

Consumers’ environmental awareness and purchase behavior have been tested through
their purchasing behavior in terms of eco-friendly products [6]. Consumer environmental
awareness is seen as an important factor that affects people’s consumption behaviors and
the sustenance of the natural environment [24]. According to Sekhokoane [25], people
who are aware of the environment are more likely to modify their consumption behaviors
toward environmentally friendly products. Similarly, Wang, Li and Zhao [26] note that
environmental awareness plays an important role in influencing consumers’ behavior
toward environmentally friendly products and services. Prakash and Pathak [1] state that
the packaging sector of developing countries should always pay attention to environmental
awareness among consumers and try to increase the level of pro-environmental behavior
of consumers who currently have low levels of such behavior. However, other scholars [20]
have argued that consumers’ environmental awareness does not always influence purchas-
ing behavior. Moreover, Okada, Tamaki, and Managi [27] found a negative relationship
between environmental awareness and consumers’ post-purchase satisfaction. Despite
these studies, there appears to be a paucity of studies measuring consumers’ environmental
awareness and purchase behavior in an emerging economy such as Ghana. Therefore, this
study hypothesizes that:
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H2. Environmental awareness has a positive and significant impact on consumers’ product pur-
chase decisions.

2.2.3. Willingness to Pay for Green Packaging and Consumers’ Product Purchase Decisions

An early study by Anderson et al. [28] averred “that consumers’ willingness to pay
(WTP) is the cornerstone of marketing strategy that drives important marketing decisions.”
According to Le Gall-Ely [29], willingness to pay is “the maximum price a buyer accepts to
pay for a given number of goods or services”. Schmidt and Bijmolt [30] claim that consumers’
willingness to pay is the focal point for price response strategies that determine the decision
for pricing and promotion. Moreover, the prices of new products that are to be introduced
to the market must be carefully selected, as poor pricing can endanger the development
of investments [31]. Managers must be aware of the highest price at which customers are
prepared to pay when forecasting demand for a good or service in order to develop an ideal
pricing plan that will satisfy customers while maximizing profits [32–34].

Within sustainability studies, Prakash and Pathak [1] stipulate that price is an impor-
tant attribute of consumers’ purchasing decisions. Further, they argue that green products
are perceived as more expensive than conventional goods. Mishra et al. [4] postulated that
the most convincing evidence supporting the growth of ecologically favorable consumer
behavior is the increasing number of individuals who are willing to pay more for envi-
ronmentally friendly products. However, the high price of products has been considered
one of the major barriers to green consumption [6]. Nonetheless, the literature shows
that price does not have a significant role in the purchasing of eco-labeled products [7].
Consumers who have concerns about the environment are not price sensitive and accept
higher prices [1]. However, these studies are based on Western consumers and give little
insight on Ghanaian consumers. It is well known that some consumers are price sensitive
and are not willing to pay for more product attributes [29]. So, it is important to know
whether Ghanaian consumers are willing to pay a premium price for green packaging.
Thus, the willingness of consumers to pay for green packaging is considered as a critical
predictor of green purchasing.

H3. Willingness to pay for green products has a positive and significant impact on the customers’
product purchase decisions.

Figure 1 below depicts the conceptual framework of the study. Green packaging,
environmental awareness, and willingness-to-pay are related to the consumers’ purchase
decisions.
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3. Materials and Methods
3.1. Research Design

To investigate the antecedents of consumers’ green product purchase decisions, this
study employed the cause–effect quantitative research design to determine the effect of
green packaging, environmental awareness, and willingness to pay on green product
purchase decisions. The population of this research consisted of individual shoppers at
the major shopping malls in the Greater Accra region at the time research was conducted.
Shopping malls were chosen because they bring together a variety of products in one place,
representing suitable locations to appreciate consumers’ green product purchasing deci-
sions. In addition, to have broader coverage and an in-depth analysis, these shopping malls
were deemed appropriate. Further, using a structured questionnaire, the participants for
this study were drawn through a purposive sampling technique to sample 300 individual
shoppers, whereby the respondents were selected on purpose based on the research topic.
Out of the 300 questionnaires distributed to respondents, 225 were retrieved but 218 were
used for analysis after data screening, representing a response rate of 73%. This makes the
data collected usable for further analysis, since Nulty [34] revealed that a response rate of
70% and over is considered to be free of errors associated with responses. The research
questionnaires were distributed between July and September 2022 when the questionnaires
were given to shoppers who were checking out from the malls. The data were analyzed
using SPSS software for descriptive statistics and partial least square structural equation
modeling (PLS-SEM) for text reliability and the hypotheses.

3.2. Measures

Measures of the study were adopted from previous studies [1,4,35,36]. Table 1 de-
scribes the measures as well as their sources for the current investigation.

Table 1. Adapted instruments and Cronbach’s Alpha.

Constructs Cronbach’s Alpha Sources

Green Packaging 0.816 [4,35]
Green packaging is important in protecting environment
I have knowledge about the benefits of green packaging

I have purchased products in green packaging before
I purchase products in green packaging weekly

I purchase products in green packaging monthly
Protecting the environment is my reason for choosing green packaging

Green packaging is important in protecting environment
I have knowledge about the benefits of green packaging

Environmental Awareness 0.850 [1]
I am aware of green packaging

Green package is my preferred packaging material.
Green packages awareness influences my purchase decision

I became aware of green packaging through media
I became aware of green packaging through product design

I prefer green packaging because I care about the environment
Willingness to Pay 0.783 [1,4]

It is acceptable for me to pay more money for products that are packaged in an
environmentally friendly way.

I feel proud to have environmentally friendly packaged products in my house though they
are more costly than conventionally packaged products

I am you willing to support local initiatives to support green packaging
It is acceptable for me to pay more money for products that are packaged in an

environmentally friendly way.
I feel proud to have environmentally friendly packaged products in my house though they

are more costly than conventionally packaged products
I am you willing to support local initiatives to support green packaging
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Table 1. Cont.

Constructs Cronbach’s Alpha Sources

Purchase Intentions 0.853 [1,36]
I plan to purchase green products when deciding to buy
I would buy green packaged products in the near future
I plan to buy green packaged products on regular basis

From now on, I plan to purchase green products
I intend to pay more for green products

I intend to buy green packaged products because they are more environmentally friendly

4. Results
4.1. Demographic Characteristics of Respondents

Out of a total of 218 respondents who took part in the study, 62.4% were males whereas
37.6% were females. The majority of the respondents (76.1%) were within the age range of
18–30 years, 21.1% were within the age range of 31–40 years, and the remaining 2.8% were
between 41 and 50 years. Moreover, 92% of the respondents had tertiary qualifications
(Diploma, Undergraduate Degree, and Graduate Masters/PhD), with a majority of the
respondents’ earning incomes between GHS 1000 and GHS 3000. All the study participants
were Ghanaians except for two respondents who reported other nationalities. These
outcomes are shown in Table 2 below.

Table 2. Demographic Characteristics of Respondents.

Demographics Frequency Percentage (%)

Gender:
Male 136 62.4

Female 82 37.6
Age:
18–30 166 76.1
31–40 46 21.1
41–50 6 2.8

Education:
SHS 12 5.5

Technical/Vocational 4 1.8
Diploma 38 17.4

Undergraduate Degree 132 60.6
Graduate (Masters/PhD) 32 14.7

Income:
None 52 23.9

Below 1000 38 17.4
1001–3000 108 49.5
3001–5000 10 4.6

Above 5000 10 4.6
Nationality:
Ghanaian 216 99.1

Others 2 0.9

Total 218 100.0

4.2. Construct Reliability and Convergent Validity

The measures for validity and convergent reliability were each evaluated. The analyses
include the average variance extracted (AVE), variance inflation factor (VIF), construct
reliability (CR), Cronbach’s alpha (CA), and item loadings. Table 3 and Figure 2 below
report the item loadings, construct reliability, and convergent validity tests.
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Table 3. Reliability and Convergent Validity Results.

Items Loadings t-Values p-Values VIF CA Rho_A CR AVE

EVA1 0.729 14.917 0.000 1.717 0.850 0.876 0.888 0.573
EVA2 0.851 36.440 0.000 2.512
EVA3 0.781 28.325 0.000 1.701
EVA5 0.664 9.898 0.000 1.518
EVA6 0.642 11.440 0.000 1.402
EVA7 0.847 34.432 0.000 2.451
GP11 0.678 17.006 0.000 1.219
GP4 0.619 10.558 0.000 2.175
GP5 0.741 17.341 0.000 2.856
GP6 0.833 29.325 0.000 2.816
GP8 0.700 14.000 0.000 2.004 0.816 0.836 0.864 0.516
GP9 0.722 11.754 0.000 2.142
PI1 0.783 21.573 0.000 1.922
PI2 0.619 8.265 0.000 1.508
PI3 0.842 39.196 0.000 2.382
PI4 0.811 22.778 0.000 2.653
PI5 0.732 14.976 0.000 1.885
PI6 0.766 21.317 0.000 1.802 0.853 0.857 0.892 0.581

WTP3 0.810 18.128 0.000 1.663
WTP4 0.883 43.168 0.000 1.940
WTP6 0.811 25.898 0.000 1.511 0.783 0.791 0.874 0.698

Note: VIF = variance inflation factor; CA = Cronbach’s alpha; CR = composite reliability; AVE = average
variance extracted.
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The outcome of the analysis indicated that the factor loadings of every item were
substantial. Moreover, there were no issues with regard to collinearity because the variance
inflation factor was less than five (VIF < 5), and this is shown in Table 3 and Figure 2,
respectively [33]. Additionally, the Cronbach’s alpha (CA) and composite reliability (CR)
values range from 0.783 to 0.892 and are higher than the 0.7 threshold. The average variance
extracted (AVE) values ranging from 0.516 to 0.581 also surpass the 0.50 threshold. These
results demonstrate the validity and reliability of the measurements [36–38].
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4.3. Discriminant Validity

Discriminant validity was tested using cross-loading, the Fornell and Larcker criterion,
and the heterotrait–monotrait (HTMT) approach. The results are presented in Table 4.

Table 4. Discriminant validity by Fornell Larcker criterion.

Latent Variables EVA GP PI WTP

EVA 0.757
GP 0.710 0.719
PI 0.570 0.500 0.762

WTP 0.481 0.433 0.636 0.836

In Table 4, the square roots of the AVEs are shown on the diagonals, and the figures
below the diagonals are the correlations between the constructs. All figures on the diagonals
are greater than the figures below them, which indicates that discriminant validity is
assured. According to Hair et al. [39], discriminant validity using the Fornell–Larcker
criterion at the construct level can be achieved if the square root of the AVE is greater than
the highest correlation between the latent variable and the other constructs.

The results in Table 5 indicates that the outer loading of each indicator was greater on
its respective latent variable than its cross-loadings on any other latent variables. This also
confirms that discriminant validity was achieved.

Table 5. Discriminant validity by cross-loading.

ITEMS EVA GP PI WTP

EVA1 0.729 0.725 0.363 0.366
EVA2 0.851 0.626 0.481 0.455
EVA3 0.781 0.543 0.533 0.416
EVA5 0.664 0.329 0.278 0.258
EVA6 0.642 0.447 0.337 0.236
EVA7 0.847 0.529 0.508 0.392
GP11 0.567 0.678 0.505 0.459
GP4 0.460 0.619 0.231 0.094
GP5 0.580 0.741 0.277 0.265
GP6 0.507 0.833 0.348 0.322
GP8 0.417 0.700 0.382 0.281
GP9 0.502 0.722 0.246 0.291
PI1 0.454 0.392 0.783 0.454
PI2 0.499 0.394 0.619 0.412
PI3 0.469 0.318 0.842 0.547
PI4 0.346 0.382 0.811 0.467
PI5 0.381 0.316 0.732 0.436
PI6 0.440 0.468 0.766 0.563

WTP3 0.265 0.286 0.477 0.810
WTP4 0.433 0.372 0.575 0.883
WTP6 0.492 0.422 0.535 0.811

The latest criteria for evaluating discriminant validity were determined by heterotrait–
monotrait (HTMT) ratios. All HTMT values, as indicated in Table 6, were below the
threshold of 0.85 [39] or 0.90 [40,41], and this also confirms that discriminant validity
was attained.
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Table 6. Discriminant validity by heterotrait–monotrait (HTMT) approach.

Latent Variables EVA GP PI WTP

EVA
GP 0.838
PI 0.645 0.548

WTP 0.567 0.491 0.770

4.4. Hypothesis Testing

From the results in Table 7 and Figure 3, the path coefficients and the p-values show that
out of the three hypotheses tested, one path relationship (GP- > PI) was insignificant (i.e.,
H2). Specifically, EVA significantly predicted PI (β = 0.279; t = 3.125; p = 0.002), indicating
that a one-unit increase in EVA would increase the expected value of PI by 0.279, thereby
supporting H1. Moreover, WTP significantly predicted PI (β = 0.458; t = 5.753; p = 0.000),
indicating that a one-unit increase in WTP will increase the expected value of PI by 0.458,
thereby supporting H3.

Table 7. Result showing the effect of green packaging, environmental awareness, and willingness to
pay on purchase intentions.

Hypothesis Path VIF β SE t-Value p-Value Decision

H1 GP- > PI 0.107 0.114 0.081 1.313 0.189 Rejected
H2 EVA- > PI 0.275 0.279 0.088 3.125 0.002 Supported
H3 WTP- > PI 0.458 0.452 0.080 5.753 0.000 Supported
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From Table 8, it is established that the structural model has an acceptable level of
predictive relevance (Q2 > 0.0267) and predictive power (R2 > 0.501) [37,42]. Specifically,
the R2 value of 0. 501 indicates that the model explains 50.1% of the variation in purchase
intentions. Moreover, Q2 of the model was 0.0267, which is >0.0, establishing the fact that
the PLS structural model has predictive relevance.
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Table 8. Results showing predictive relevance and predictive power.

Latent Q2 R2 AJ. R2

PI 0.0267 0.501 0.494

5. Discussion

This research was carried out to determine the influence of green packaging, environ-
mental awareness, and willingness to pay for green manufacturing products on consumer
product purchase decisions. The discussions are carried out along the study’s three hy-
potheses.

H1. Green packaging has a positive and significant impact on consumers’ product purchase decisions.

The study tested data to find out if green packaging has any positive impact on
consumers’ purchase decisions regarding products. The outcome of the study (β = 0.114;
SE = 0.081; t = 1.313; p > 0.05) showed an insignificant relationship. Thus, green packaging
does not positively impact consumers’ purchase decisions or does not significantly influence
or predict consumer purchase decisions. The negative confirmation of this hypothesis
proved that consumers are not conscious of their environment. This result confirmed that
of Hao et al. [6]. Their study revealed that consumers’ cognition of green packaging is
relatively low, and consumers have partial knowledge about the benefits of green packaging
as well as know little about the harms of traditional packaging. Further, this could be
attributed to the fact that when consumers are in desperate need of a product, the packaging
component (i.e., green packaging) of the product does not influence their purchase intention
too much, so long as it meets their satisfaction.

H2. Environmental awareness has a positive and significant impact on consumers’ product
purchase decisions.

The study tested data to find out if environmental awareness of green packaging has
any positive impact on consumers’ purchase decisions regarding products. The outcome
(β = 0.279; SE = 0.088; t = 3.125; p < 0.05) indicates that consumers’ environmental awareness
of green packaging has a positive and significant impact on the purchase decisions of
consumers. This outcome shows that consumers have become conscious of the packaging
materials used by manufacturing firms to package their products. It was also revealed that
consumers become aware of green packaging through several mediums such as friends, the
media, and product design. This finding is in line with previous studies [6,43,44], which
tested consumers’ environmental awareness and knowledge regarding green packaging,
and their results indicated that consumers have stronger environmental awareness and pay
more attention to green packaging. These results lead to the acceptance of hypothesis one
(H1). This result can be accounted for by consumers within the Ghanaian environment
being aware of green packaging. This awareness is created through the media and the
packaging of the product by the manufactures to educate consumers.

H3. Willingness to pay for green products positively and significantly influence consumers’ product
purchase decisions.

Consumers’ willingness to pay premium prices for green packaging was tested as
the third hypothesis (H3). After the analysis, the results (β = 0.452; SE = 0.080; t = 5.753;
p < 0.05) showed that consumers’ willingness to pay for green packaging can positively
and significantly influence or predict consumer purchase decisions. This showed that it is
acceptable for the modern consumer to pay more money for products that are packaged
in an environmentally friendly way and to be proud to have environmentally friendly
packaged products in their homes though they are more costly than conventionally pack-
aged products. This positive and significant outcome relates to the studies of [45], which
revealed that willingness to pay premium prices is an important component influencing the
purchasing decisions of consumers. However, this finding also contradicts previous studies
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that highlighted price as an obstacle in adopting green packaging [46]. Similarly, consumers’
willingness to pay premium prices for green packaging products derived from consumers
feeling proud and gaining some level of status among their peers, which influenced their
decision to purchase green products.

6. Implications
6.1. Theoretical Implications

Theoretically, this study combined green packaging, environmental awareness, and
willingness to pay in order to analyze consumer purchase decisions. It shows that while
most studies are underpinned by the theory of planned behavior as an antecedent, the
attitudinal behavioral outcome such as purchase decisions could guide consumers willing
to engage in deep cognitive processing. That is, in some situations, such as the purchasing
of manufactured food products, instead of intensely analyzing information and developing
systematic processing, consumers use immediate cues (i.e., green environmental awareness,
green packaging, and willingness to pay for green products) to facilitate their green product
purchasing decisions [47]. This study also focuses on a crucial but underexamined area of
consumers goods in the food industry. These consumers have now recognize the relevance
of environmental issues. That is, they have received even more green products as a result of
their concern and increased support for environmental protection laws [48–51]. Moreover,
the influence of users of food manufacturing products is growing. Consumers develop
new patterns of behavior and cause new difficulties in the study of sustainable behavior,
even though they value many characteristics of the produced items. In particular, the
findings show a relationship between consumers’ purchase decisions and sustainability
(i.e., environmental awareness and willingness to pay for green products).

6.2. Managerial Implications

Green packaging, awareness of green packaging, and willingness to pay for green
products do influence consumer purchase decisions within the food manufacturing sector.
Managers must take advantage to incorporate green packaging features in their packaging
designs in order to cater to this segment of the market. Moreover, environmental awareness
was found to influence consumer buying decisions. In this direction, it is imperative for
practitioners to take the necessary measures to inform and provide the relevant information
to the target market of these green products. Practitioners might suffer green marketing
myopia if they fail to incorporate awareness creation strategies in their programs. Similarly,
willingness to pay for green products was found to relate to consumer purchase decisions.
Practitioners should take advantage of this information to invest in their sustainable
initiatives as the market is willing to pay for such investments. Linking the above theory and
practice, managers must consider the behaviors of their target market and act accordingly.
In so doing, their brands can gain consumer acceptance.

7. Conclusions and Future Research Direction

The first and most important conclusion of this study is that consumers’ environmental
awareness of green packaging has a positive and significant impact on their purchase
decisions. This result shows that consumers have become conscious of the packaging
materials used by manufacturing firms for their products. The second conclusion of the
study is that green packaging does not have a positive impact on consumers’ purchase
decisions or does not significantly influence or predict consumer purchase decisions. The
negative conclusion means that food manufacturing firms must do more to educate the
consuming public about the importance of green packaging in order for the awareness to
transform into real purchases.

We recommend that food manufacturing firms should consider the environmental
consciousness of consumers when choosing and developing packages for their products.
Businesses should as well strategize their production processes to make their products and
packages environmentally friendly. It is also recommended that manufacturing businesses
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develop product packaging that can decompose in order to reduce environmental pollution
caused by packaging. Education, awareness creation, and the implementation of various
policies that improve the use of green packaging materials can be used to develop and
improve consumers’ green purchase behavior.

The third conclusion is that consumers’ willingness to pay for green packaging posi-
tively and significantly influences or predicts consumer purchase decisions. This showed
that the modern consumer would be willing to pay more money for products that are
packaged in an environmentally friendly way.

Future studies should employ diverse theoretical explanations of consumer purchas-
ing behaviors with regards to purchasing products in environmentally friendly packaging.
Further research should also look at adding more independent variables or predictors to
test the relation between consumers and green packaging. Mixed methods of data collection
could also be employed in subsequent studies to avoid the weaknesses of using a single
method. This study was limited to the manufacturing sector. Further research should con-
sider the roles of other organizations and governments in the transition to more sustainable
consumer purchasing behavior, rather than only searching for individual predictors of
consumer purchasing behaviors regarding green packaging. Moreover, research can be
conducted in other industries, such as the service sector, banking, education, health, and
telecommunications. Finally, the current study is cross-sectional; future research should
look at longitudinal studies to compare the results over time.
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