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Abstract—Environmental concerns and consumer 

awareness have significantly impacted the branding 

strategies of the Fast-Moving Consumer Goods (FMCG) 

industry. Sustainable packaging has become an 

important tool that not only helps to reduce 

environmental degradation but also helps to build the 

brand image of the products. This research aims to 

understand the impact of sustainable packaging on the 

brand image of FMCG products in India. Primary data 

was collected from 50 respondents using a structured 

questionnaire. Percentages and graphical representation 

were used to understand the results of the study. The 

results showed that sustainable packaging has a positive 

effect on the brand image, purchase intentions, trust 

formation, and willingness to pay more for the product. 

It was concluded that sustainable packaging is the need 

of the hour from the strategic branding point of view 

rather than from the environmental point of view. 

 

Index Terms—Sustainable Packaging, Brand Image, 

FMCG, Green Marketing, Consumer Behaviour, India. 

 

I. INTRODUCTION 

 

India's FMCG market ranks among the largest and 

fastest-growing industries, marked by fierce 

competition and frequent consumer spending. 

Packaging is of significant importance not only to the 

product but also to the brand's values. With the rise of 

environmental awareness, consumers have started to 

judge brands based on their environmental practices. 

Sustainable packaging is defined as the practice of 

using recyclable, degradable, reusable, or reduced-

material packaging that helps to reduce environmental 

impacts throughout the product life cycle. 

Environmental concerns, especially among the 

younger generation of consumers, have a significant 

effect on the Indian market. 

This study aims to understand the effect of sustainable 

packaging on the brand's image, trust, and purchasing 

behaviour of the Indian FMCG market. 

 

II. LITERATURE REVIEW 

 

The green marketing literature emphasizes the positive 

association that exists between environmentalism and 

brand equity. Porter and van der Linde [1] assert that 

environmental innovations contribute to 

competitiveness. On the other hand, Hart and Milstein 

[2] posit that sustainability practices generate long-run 

shareholder values. Literature has shown that green 

packaging increases brand authenticity and enhances 

consumer confidence. Research carried out in 

emerging markets has shown that green brands are 

perceived as ethical and dependable. However, price 

remains a moderating factor in green purchasing. 

This study will contribute to the green marketing 

literature as it will seek to explore the issue in the 

Indian FMCG industry. 

 

III. RESEARCH METHODOLOGY 

 

3.1 Research Design 

A quantitative descriptive research design will be used. 

3.2 Sample Size 

This study will involve a sample size of 50 respondents 

who will be purchasing FMCG products. 

3.3 Data Collection Method 

This study will use a structured questionnaire that will 

consist of 13 questions. 

3.4 Data Analysis Techniques used 

• Frequency distribution 

• Percentage analysis 

• Pie charts 
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IV. DATA ANALYSIS AND 

INTERPRETATION 

 

Section A: Demographic Profile 

Q1. Age 

 
Majority Response: 20-30 years (48%) 

 

Interpretation: 

Young consumers have more awareness and 

sensitivity towards sustainability issues. This reflects 

the effectiveness of eco-conscious branding strategies 

on the minds of millennials and Gen Z consumers. 

 

Q2. Gender 

 
Majority Response: Female (48%) 

 

Interpretation: 

The responses from female consumers regarding 

sustainable packaging issues highlight their higher 

levels of engagement and environmental sensitivity, 

along with awareness regarding eco-conscious 

branding. 

 

 

Q3. Education Level 

 
Majority Response: Undergraduate (32%) 

 

Interpretation: 

The responses from educated consumers regarding 

sustainability issues highlight their higher levels of 

awareness regarding eco-conscious branding. 

 

Q4. Purchase Frequency 

 
Majority Response: Weekly (42%) 

 

Interpretation: 

The responses from consumers regarding their 

frequency of purchasing FMCG products highlight the 

significant role of sustainable packaging in the minds 

of consumers. 

 

Section B: Awareness and Perception of Sustainable 

Packaging 
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Q5. Awareness of Sustainable Packaging 

 
Majority Response: Yes (66%) 

Interpretation: 

The responses from consumers regarding their 

awareness of eco-friendly packaging highlight the 

increasing environmental consciousness among 

consumers in India. 

 

Q6. Meaning of Sustainable Packaging 

 
Majority Response: All of the Above (48%) 

Interpretation: Consumers have a holistic idea of the 

concept of sustainable packaging rather than relating it 

to only one aspect. 

 

Q7. Preference for Eco-Friendly Packaging 

 

Majority Response: Strongly Agree (40%) 

Interpretation: 

There is a strong preference for eco-friendly 

packaging, which confirms that the concept of 

sustainability indeed increases the product’s appeal. 

 

Q8. Sustainable Packaging Makes Brand Trustworthy 

 
Majority Response: Strongly Agree (42%) 

 

Interpretation: 

Eco-friendly packaging has a significant effect on 

making the brand more credible and trustworthy. 

 

Q9. Sustainable Packaging Improves Brand Image 

 
Majority Response: Strongly Agree (36%) 

 

Interpretation 

Sustainable packaging positively influences the 

overall brand image of the product or service provider. 
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Q10. Influence on Purchase Decision 

 
Majority Response: Yes (64%) 

 

Interpretation: 

Sustainable packaging has a direct impact on the 

purchase decision, which is strategic in nature. 

 

Q11. Switching Brand for Better Eco Packaging 

 
Majority Response: Yes (48%) 

Interpretation: 

Nearly half of the respondents are willing to switch 

brands due to the importance of sustainability. 

 

Q12. Willingness to Pay More 

 
Majority Response: Yes (50%) 

Interpretation: 

The willingness to pay more is moderate, which is 

indicative of the economic viability of green 

marketing strategies. 

 

Q13. Importance for FMCG Companies in India 

 
Majority Response: Yes (78%) 

Interpretation: 

The strong majority response is indicative of the 

strategic importance of sustainable packaging to 

FMCG companies in the Indian market. 

 

V. RESULTS AND DISCUSSION 

 

The results clearly indicate the positive correlation 

between sustainable packaging and the image of the 

brand. Sustainable packaging is linked to the ethical 

responsibility and credibility of the corporation. 

The results indicate that the 20-30 age group is the 

most aware and sensitive to the concept of sustainable 

packaging. 

Sustainability-driven branding is most effective in the 

20-30 age group. 

Even though the willingness to pay for the premium is 

average, the overall perception of sustainable 

packaging is highly positive. 

 

VI. CONCLUSION 

 

The study has concluded that sustainable packaging 

has a significant impact on the brand image as well as 

the trust placed by consumers on the Indian FMCG 

industry. 

 

Sustainable packaging should not be seen as an 

environmental requirement, but as an investment for 

branding that can lead to the success of the business. 
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