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Abstract: The main objective of this paper is to is to assess the influence of claims suggestion eco-
friendly nature of products, presented on food product packaging, on consumers’ purchase
intentions and brand image. To achieve this, an experimental study was conducted in which
participants were presented with packaging prototypes to explore their purchase preferences and
attitudes toward the brand. The study involved two types of food products—apple juice and a box
of chocolates. Some packaging prototypes featured pro-environmental attributes, while others did
not. The results confirm the positive impact of pro-environmental packaging elements on
consumers’ purchase intentions and brand perception. “Eco-friendly” brands were perceived as
high-quality and more appealing. In both product categories, the majority of respondents preferred
brands incorporating pro-environmental elements on packaging. These findings highlight the
potential benefits for brand owners of integrating sustainability-focused content into packaging,
which can serve as a competitive advantage in the food market.
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1. Introduction

The dynamic advancement of technology, coupled with a consistent increase in industrial
production levels, has significantly influenced human daily life, providing new possibilities and a
higher level of comfort. Unfortunately, technological progress is not indifferent to the natural
environment. Negative consequences of certain areas of human activity include, among others,
climate change, global warming, species extinction, and an increase in pollution levels. Changes in
the natural environment have also influenced the way contemporary markets operate. In society,
awareness of the threats stemming from the excessive exploitation of natural resources has
significantly increased, and various social campaigns have sparked interest in responsible
consumption. For this reason, many brands emphasize their pro-environmental actions, such as using
recycled materials, refraining from animal testing, or incorporating vegan ingredients. Researchers
point to the positive impact of aligning with eco-trends on company performance [1,2].

Pro-environmental ideas are also being integrated into the marketing strategies of businesses.
Principles of green marketing are applied in managing each of the classic marketing mix components.
Actions based on environmental responsibility have become a factor influencing consumer
purchasing decisions [3]. Simultaneously, in the present times when the market is saturated with
diverse offerings, there is a noticeable increase in the brand image importance, particularly in aspects
unrelated to product’s direct functionality. With the growing environmental consciousness of society,
establishing an environmentally friendly brand image has become paramount for companies.
Therefore, marketers make efforts to communicate the ecological attributes of a brand through
various tools. One significant element of brand communication, serving to distinguish a product and
shape its image, is packaging, which often functions as a key information carrier [4].
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The primary objective of the research is to assess the influence of claims suggestion eco-friendly
nature of products, presented on food product packaging, on consumers’ purchase intentions and
brand image. An empirical study of an experimental nature, involving the presentation of
participants with 14 prototypes of packaging characterized by diverse characteristics and the
collection of data regarding their perception of the packaging and the image of the represented
brands. For the purposes of the experiment, research stimuli in form of packaging prototypes were
designed to represent two different food product types—apple juice and a box of chocolates. Some
of these prototypes exhibited pro-environmental features (stimulating altruistic or egoistic
motivations of buyers) or featured a green design, while others lacked such attributes.

There are multiple research papers investigating the influence of packaging on consumers’
intentions and behaviour [5-10]. However, numerous of them apply only the survey technique,
mostly presenting the packaging as two-dimensional graphics in the questionnaires, while some of
them simply rely on respondents declarative answers without even showing them visuals. However,
not many of them use the experimental approach based on confronting the participants with real-life
stimuli, allowing the participant a direct contact with physical packaging. There have been certain
experiments conducted in shelf-setting with three-dimensional packets, cans or bottles [11,12],
however they do not cover the topic of green claims and purchase intentions. Our study aims to fill
this research gap by examining how real, three-dimensional packaging that conveys environmental
friendliness influences consumers’ purchase intentions and brand perception. By presenting
participants with tangible packaging prototypes, we provide deeper insights into the impact of
sustainability-oriented packaging elements in real-world decision-making contexts.

2. Theoretical Framework

2.1. Green Product in the Green Marketing Theory

A green product can be defined as a product characterized by a lower environmental impact
throughout its entire life cycle as compared to other offerings [13,14]. The market currently features
numerous products that can be considered environmentally friendly, based on factors such as the
reduction of water usage in the production process, the use of bio-based materials, reliance on
renewable energy sources, and adherence to principles of fair trade and sustainable farming. The
aforementioned environmental features of products, commonly described by researchers [15,16],
serve as a focal point in green marketing strategies, with the objective of attracting customers and
persuading them to make purchasing choices that are favorable for the company’s interests.

As consumer purchasing preferences have evolved, businesses have had to adapt their strategies
to this new reality and one of the approaches had been the introduction of green marketing principles
into the marketing mix of their brands. The term “green marketing” refers to actions involving the
production and promotion of goods or services that fulfill consumer needs while simultaneously
causing the least possible impact on the natural environment [17]. It can also be stated that green
marketing represents the sum of a company’s efforts in designing, producing, promoting, and
distributing products in an environmentally friendly manner [18].

The primary goal of green marketing is to persuade consumers to shift from a cost-oriented
perspective to a sustainability-oriented perspective [19]. The design of products with pro-
environmental characteristics is the initial step in the entire process. The key task of green marketing
is to encourage customers to purchase sustainable products, even if they are often more expensive or
simply different than what customers are accustomed to. Research even suggests that green
marketing can play an educational role in shaping pro-environmental attitudes, showing the
consumers how they can contribute to environmental well-being while still satisfying their needs
[20].

The ecological aspect can be applied to all elements of the classic marketing mix. While price,
place, and promotion usually serve as a kind of support in building an eco-strategy, the central point
is typically the green product. The connection between green marketing activities and gaining a
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competitive advantage in the market has been the subject of numerous studies. Most of the results
support its positive impact on a brand’s position among competitors [21,22].

2.2. Packaging as a Tool of Green Marketing

Over the past few years, the significance of packaging in marketing has been emphasized by
numerous researchers and practitioners. While the fundamental, primary function of packaging is
product protection [23], its role in marketing communication has become increasingly prominent
over time [24,25]. The primary goal of promotional effect of packaging can be described as acquiring
customers through the strategic use of visual stimuli [26]. It has been demonstrated that packaging
can significantly influence a product’s pre-purchase evaluation, cause specific emotional reactions
[27], ultimately prompting consumers to make a particular purchase [7]. This aspect becomes
particularly critical for fast-moving consumer goods (FMCG) [28].

The attractiveness of packaging primarily relies on visual stimuli that capture consumers’
attention and shape their perception of products, strongly influencing the final purchasing decision
[29]. According to the conceptual model proposed by Silayoi and Speece [30], packaging elements
can be divided into two groups:

e visual (graphic) elements, including size, shape, color combinations, graphic layout,
typography, etc., which have an impact on product selection, especially in situations involving
time pressure and lower personal involvement, such as hurried purchases of basic fast-moving
consumer goods in a supermarket;

e informational elements, which encompass actual product information presented on the
packaging in written or graphic form, such as ingredients, usage instructions, technical data, etc.
These elements play a more significant role in purchase decisions made with less time pressure
and requiring greater effort in making a choice.

In many cases, the packaging of eco-friendly products is itself environmentally friendly and
referred to as sustainable packaging [31]—biodegradable, made from recycled materials, or
otherwise adapted for closed-loop economy. It might also serve as a mean of communicating the
brand’s environmental friendliness [32], presenting specific information about eco-friendly features
or influencing consumers’ subconsciousness through the use of colors and shapes that evoke
associations with nature and environmental concern. For the purposes of this article, we define eco-
friendly packaging as packaging that communicates a product brand’s environmentally friendly
actions.

2.3. Consumer Attitudes and Decisions in the Context of Green Marketing

With the increasing awareness of environmental threats, consumers have also become more
conscious of the impact their purchasing choices have on the environment. Common behaviors of
modern shoppers include analyzing product ingredients, checking for potentially harmful
components, seeking more sustainable packaging materials etc. [33]. Moreover, the aspects of ethics
in consumption became a salient point in the purchase decisions of certain society members [34].
Consequently, the significance of brand’s pro-environmental actions has been on the rise, given the
growing importance of their visibility.

The choice of eco-friendly products is motivated by various factors. Researchers, basing on
Ajzen’s theory of planned behavior [35], point to two primary psychological sources behind the
selection of environmentally friendly options: altruistic and egoistic values [36-38]. Certain sources
[39,40] would further divide the non-egoistic values group into biosphere values (connected strictly
with the concern for the nature) and altruistic ones (related to care for other people), however for the
purpose of this study the simplified two-dimensional motivation division, in which biosphere and
altruistic values are combined into the altruistic motivation, would be used to simplify the
experiment [41].

Consumers motivated by altruistic values opt for eco-friendly products guided by a concern for
nature and society, aiming to counter existing environmental threats through more sustainable
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purchases [42,43]. On the other hand, egoistic values are associated with a predominant concern for
oneself, typically expressed through health concerns [44,45]. Egoistic consumers may choose eco-
friendly products to gain benefits for themselves and their loved ones, such as purchasing products
free from chemical components that could pose potential health risks.

Green marketing activities and environmentally oriented CSR are commonly considered to have
a positive impact on purchasing decisions. Business benefits can be observed in case of applying
green marketing to each element of the marketing mix [46,47]. Research has particularly confirmed
the highly positive influence of eco-friendly advertising and green packaging, especially when made
from biodegradable materials [48].

Despite the widespread recognition of environmental factors’ positive impact on marketing
outcomes, the most significant obstacle to the development of green brands still is the financial aspect.
Quite frequently, eco-friendly brands are at least slightly more expensive than their non-eco
counterparts, leading to the introduction of the concept of “willingness to pay”(WTP), which refers
to the maximum amount of money a consumer is willing to pay for a product with specific
characteristics [49]. Price sensitivity is noted particularly among the youngest adults, at the beginning
of their career or still studying, without a steady income —such consumers would be less willing to
pay for the more eco-friendly option [50,51]. The marketers’ task is therefore to determine how much
of a price premium a buyer is willing to accept for an environmentally friendly product [52,53].

3. Materials and Methods

In the research, we focused on assessing the influence of claims suggestion eco-friendly nature
of products (both of informational and visual character), presented on food product packaging, on
consumers’ purchase intentions and brand perception. For the purposes of the study, the following
research questions were formulated:

Q1: Does the eco-friendly nature of a product’s packaging, presented through pro-ecological
cues, influence consumers’ purchase intentions?

Q2: Does the eco-friendly nature of a product’s packaging, presented through pro-ecological
cues, influence the brand’s image?

To achieve the objective, we performed an experimental study [54-56]. The experiments have
been lately growing popular in management and marketing research [57-59], becoming also present
in studies related to the presence of environmental factors in brand communication [60,61]. This
experiment was designed to take into account the independent variable, which is the presence of eco-
friendly elements on the packaging, and the dependent variables related to purchase intentions and
brand image.

The study was conducted at Lodz University of Technology in the third quarter of 2023 and
involved inviting willing participants to visit the university building and take part in the experiment.
The purpose was to create the conditions during which the research was performed as similar as
possible for everyone to prevent the bias resulting from varied presentation of stimuli, such as
different lighting, different background colours of the display or different atmosphere in the room
while viewing the presented mockups [62]. The study was conducted in eight focus groups divided
by age, including respondents in the age ranges of 18-24, 25-34, 35-44, 45-54, 55-64, and 65 and older,
selected through purposive sampling [63,64]. The choice of participants aimed mainly at obtaining
equally numerous age groups with possibly equal gender composition. Since the research was in fact
a pilot stage, no other, more restrictive criteria has been used. The composition of the research sample
is presented in Table 1.

Table 1. Composition of the research sample.

18-24 25-34 35-44 45-54 55-64 65 and More TOTAL
Men 4 5 4 3 4 4 24
Women 4 3 4 5 4 4 24
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Each participant was presented with 14 packages (two types of food products in seven versions).
We prepared fictional brand packaging designs of apple juice and box of chocolates. The stimuli were
prepared to resemble a realistic packaging as much as possible, however they were not referring to
any actual brand to prevent the bias caused by brand familiarity [65]. It is important to note that the
only indicators of product eco-friendliness were the information or graphics on the packaging—the
main product features were the same in all cases (the net weight, size and shape of packaging were
identical, the packaging did not contain information about the actual ingredients, origin, etc.).

Another significant assumption is that the research design did not include the price factor—no
value of products was presented and the participants were not informed whether all brands cost the
same or not. Knowing that price is often the critical factor for consumers, it was omitted in this study
to prevent influence on respondents’ judgment of products’ quality, as cheap products are often
considered low-quality and expensive are associated with higher quality levels, as stated in cue
utilization theory [66-68]. The only exception was the packaging category of budget brand which did
not directly state the price in monetary terms, yet it presented the claims related to cost savings. Not
including this factor was intended to allow the participants to concentrate only on the visual aspects
of packaging and, in result, the eco-factors, without paying that much attention to the practical
financial reasoning.

In both categories, packaging for brands with the following characteristics:

e eco-friendly brand corresponding to altruistic motivation—presenting references to
environmental concern, harmlessness to nature, etc.;

e  eco-friendly brand corresponding to egoistic motivation—addressing concerns about personal
health, e.g., not containing ingredients considered harmful to humans;

e  brand with an eco-friendly or “green” name (without other eco-friendly elements)—in this case
only the brand name refers to ecology and the environment (e.g., using the prefix “eco”, “green”,
etc.);

e brand with a green design (without other eco-friendly elements)—packaging contains green,
plant-related visual elements but has no textual references to ecology;

e luxury brand—packaging design emphasizes high quality and has a luxurious character
(contains labels like “premium quality” or similar);

e  budget brand —affordable, featuring simple packaging that emphasizes cost savings (e.g., labels
like “cheapest”, “low price”, etc.);

e  default brand —without distinguishing features suggesting its character.

It can be noted that only two brands were designed to be truly eco-friendly, while two other
packaging stimuli suggesting green character in fact contain no direct messages regarding the pro-
ecological character, exactly as in case of many entrepreneurs practicing unethical methods of
greenwashing. The packaging employs the stereotypical association of green colour and floral or
plant imagery with environmentally-safe products [69,70], however it does not relate to product’s
particular green characteristics, as there are in fact none.

The design of the experiment assumed that the participants should be divided into small groups
(4 to 5 persons) to ensure the right visibility and easy access to the packaging mockups. The mockups
were displayed in product groups, one by one, with a clear numeral identification. The groups of
respondents took turns in viewing mockups of specific product groups—there could be only 2 groups
in the room, each in front of the display of one product category. After a specified time, the groups
changed the display they were looking at.

During the experiment, each participant was exposed to each group of visual stimuli twice: at
first for a short period of 30 s (simulating a rushed shopping situation, where participants were
instructed not to touch the packaging and assess it solely based on a brief visual contact), and then
for 90 s (in this case, participants could assess the packaging more thoroughly and freely touch the
prototypes)—the time refers to the period of contact with stimuli of each product group. At each of
the two stages, participants completed brief, structured questionnaires, recording their purchase
intentions and opinions on the selected brands—to make filling in the form easier, the possible
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answers were represented by numbers which were also displayed on the packaging (e.g., the
respondent could tick product 1, 2 or 5 without concentrating much on the exact brand name). The
questionnaire in the first stage concerned the selection of the product brand the participants would
prefer to purchase in each product category. In the second questionnaire, the participants were asked
to rethink the choice (and possibly change it if needed) and afterwards they focused solely on their
preferred brands. A five-point scale was provided to participants to express their feelings and
opinions about the brand in regard to specified characteristics. Seven pairs of such characteristics
were presented: high quality —low quality, expensive—cheap, innovative—traditional, exclusive—
accessible, eco-friendly —not caring for environment, interesting —boring, enticing to purchase —not
enticing to purchase.

After completing both stages, participants were asked a final question aiming at investigating
the significance of eco-friendly factors in their choices. This question was not disclosed in the
questionnaires before the completion of the study to avoid suggesting the research purpose and to
obtain responses as close to reality as possible. Such practice has been recommended by researcher
[71,72] in order to prevent the experiment participants from concentrating on one specific aspect of
the stimuli and to ensure the possibly most natural and realistic behavior of the sample members.

4. Results and Discussion

4.1. The Impact of Eco-Friendly Packaging Elements on Purchase Intentions

The research results demonstrated significant interest in eco-friendly factors among the
participants. Brands whose packaging contained content suggesting environmental friendliness were
indeed chosen more frequently than others, especially in the second, longer stage of consumer
decision-making.

In the first stage of the research, simulating a hurried shopping situation, participants were
tasked with choosing a product based on a brief visual contact with packaging prototypes. In this
case, depending on the product category, participants showed interest in both eco-friendly and other
brands. In the apple juice category, the options of an altruistic eco-friendly brand and a luxury brand
were the most popular (both selected by 10 participants), followed by default brand and the one with
green design (8 each). In the case of chocolates, nearly 1/3 of the participants opted for a brand with
no specific features and the altruistic eco-friendly and budget ones coming in second (each chosen by
8 people). The detailed results of the first and second stages of the research are presented in Table 2.

Table 2. Purchase intentions of participants in stages I and II of the study.

PRODUCT TYPE
BRAND TYPE Apple Juice Chocolates
I I I II
Ecological altruistic 10* 20 ** 8 19 **
Ecological egoistic 6 7 7 14
Green visual design 8 6 1 0
Green brand name 3 0 6 1
Luxury 10 * 7 4 3
Budget/affordable 3 2 8 7
Default brand 8 6 14 * 4

* Most frequently selected in Stage I. ** Most frequently selected in Stage II.

The second stage of the study, during which participants had more time for a closer examination
of the packaging, revealed even greater interest in environmentally friendly products. Ultimately, the
majority of participants chose an altruistic ecological brand for apple juice (20 participants) and
chocolates (19). It has to be noted that the second most popular choices were also eco-friendly —14
people choosing egoistic ecological brand in case of chocolates and 7 choosing this option of apple
juice (the same result was obtained by the luxury brand in case of this product).
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When it comes to gender differences, in general women tended to choose eco-products more
often than the non-eco options or the ones disguised as environmentally friendly —in the second stage
of research 17 women picked the green juice (only 7 did not) and in case of chocolates the ecological
packaging was the most tempting for 18 out of 24. The group of men exhibited similar attitudes in
case of chocolates (15 to 9), however when it comes to apple juice, surprisingly most of them (14)
chose the options without concrete indicators of brands’ pro-ecological character.

Certain differences are also visible between the studied age groups. In the juice category; only
the participants aged 45-54 and 65 or older did not mostly choose the eco options; however as far as
chocolates are considered; the eco-friendly option was picked by everyone in 45-54 and 55-64 age
groups; while the only group declaring the decision to purchase a non-eco brand are the consumers
aged 35-44.

It is worth noting that, having had the opportunity to interact with the packaging for a longer
period of time, some respondents revised their initial choice of a brand imitating environmentalism
(with a green name or design, but without any other content presenting specific pro-environmental
aspects) and opted for a brand presenting actual actions related to environmental concerns (resulting
from altruistic or selfish motivation). Such situation has been observed in both categories: in the first
stage 11 participants showed the intention to buy a falsely green brand of juice and 7 in case of
chocolate box, while in the longer second round of the experiment these numbers dropped to 6 and
1 respectively.

The obtained results indicate a positive impact of pro-environmental factors on consumers’
purchase intentions. It should be emphasized that the respondents were not informed about the
purpose of the study, so they were not in any way encouraged to seek out features indicating
environmental concern in the evaluated brands. Therefore, it can be stated that the inclusion of pro-
environmental elements on packaging can serve as an impetus to increase the sales of a brand’s
products. The presented results are consistent with the conclusions of multiple other studies [73-75].

4.2. The Significance of Pro-Environmental Factors in Making Purchase Decisions

After completing both stages of the research, which involved selecting their preferred brands,
participants were asked about the significance of environmental aspects in their choices. This
question, as well as any indication of the real purpose of the study, was not disclosed in the previous
parts of the experiment to avoid potential biases that could influence the outcomes. The results
presented in Figure 1 indicate that environmental factors were of significant importance for the
respondents in the situation of making purchase-related decisions.

Did you consider the ecological aspects of the product brand when making your
choice?

25

25
20

5
H 10
3

10
0 - ——

Yes. it's an important part Yes, but it's not crucial for No. I pay more attention to No, ecological aspects are
of my decision. me. other features. not important to me at all.

Figure 1. The number of respondents considering ecological factors in purchase decisions.

The results indicate that almost % of the study participants declared that they took ecological
aspects of the brand into account when making purchasing decisions. 10 of them considered the
significance of these factors to be crucial, and 25, which is more than half of the respondents, while
not considering them the most important, still took them into consideration. It is worth noting that
only three respondents declared that pro-ecological factors did not interest them at all, what might
suggest that even though, in case of many consumers, the eco-friendly character might not be a
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decisive feature for making a purchase (e.g., due to economic reasons), the green elements would still
be visible and possibly contribute to the overall image of the brand.

The research results indicate the important role of pro-ecological packaging elements in brand
management. The exposure to “green” content directly on the packet; bottle or other container can
have a positive impact on consumers’ purchasing decisions. Therefore; presenting pro-ecological
brand features directly on the packaging is recommended for brand owners in order to influence
sales and build a competitive advantage in the market

4.3. The Influence of Pro-Ecological Packaging Elements on Brand Image

The results of the study also allowed to estimate the impact of the pro-ecological character of
packaging on the brand image forming in the minds of consumers. The responses, coming from those
participants who have chosen either of the two ecological brand options (omitting those intent on
buying the falsely green brands), were analyzed in regard of brand perception. The research results
indicate an overall positive influence of green marketing elements of packaging on brand image.
Ecological brands were perceived as high-quality, slightly more expensive but still arousing interest
and encouraging the purchase. In Figure 2, the average results achieved by ecological brands in
selected image-related categories are presented (the values adopted for the study purposes are
presented on the scale range from -2 to 2).

-1.5

-1.0 -0.5 0.0 0.5 1.0

-1.200
high quality low quality
expensive cheap
exclusive accessible
innovative traditional
interesting boring
environmentally friendly not caring for environment
enticing for purchase not enticing for purchase

high quality low quality

expensive cheap

exclusive accessible

innovative traditional

interesting boring

environmentally friendly not caring for environment
enticing for purchase not enticing for purchase

(b)

Figure 2. Average ratings for image elements of (a) ecological altruistic brands; (b) ecological egoistic

brands.
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The results show that brands incorporating pro-environmental elements on their packaging,
appealing to both egoistic and altruistic motivations, are generally perceived as offering high quality,
interesting, and significantly enticing for purchase, even though respondents noted a likely higher
product price.

As expected, these brands, in line with the packaging’s intended purpose, were considered
environmentally friendly, proving that using the packaging as the carrier of green brand identity
actually works effectively and the pro-ecological traits shown there have an impact on how the
brands were perceived. As a result, it can be stated that environmental factors are visible, and
consumers do not remain indifferent to them. Therefore, highlighting pro-environmental actions on
packaging is recommended for brands involved in any initiatives related to environmental care or
simply offering eco-friendly products.

Although the ratings obtained for brands corresponding to egoistic and altruistic motivations
show a high degree of similarity, some differences can be observed between them. Brands appealing
to altruistic motivation are considered slightly more expensive, more innovative, but seem to be
slightly less enticing for purchase compared to brands stimulating egoistic motivation. On the other
hand, egoistic environmental brands are perceived as more traditional. What seems quite surprising
in these results is the fact that even though the egoistic brands were seen as less encouraging to
purchase, more consumers declared the intent to purchase these kind of brands—it might be caused
by certain difficulties in locating one’s opinions on the Likert scale and the differences in ratings were
slight.

What might also be interesting is the fact that green food brands are in general considered to be
more traditional instead of innovative. When compared with the results of similar research that
investigated the image of a more varied product set [76], the brands referring to altruistic motives
were considered to be quite innovative, while the egoistic ones were seen as neutral in this aspect.
That suggests that in case of food products, the ecological character might be associated with
traditional natural ingredients or traditional production and farming methods.

Finally, basing on the results of this research part, it can be concluded that pro-environmental
factors displayed on the product’s packaging have a positive impact on the brand’s image. Although
respondents perceived brands with pro-environmental characteristics as somewhat expensive, the
impression of a higher price aligns with the perceived high quality. Furthermore, as demonstrated
by the choices of study participants, a significant portion of them might not be discouraged by
potentially higher costs, declaring the purchase intention for a product that is safe for them and for
the environment, even when aware of a possible price premium.

5. Conclusions

The research has demonstrated that incorporating pro-environmental elements on product
packaging has a positive impact on both consumers” purchase intentions and brand image. Brands
with packaging that suggests environmental friendliness were indeed chosen by a greater number of
respondents, especially in the second, longer phase of the study. Additionally, ecological brands were
perceived as high-quality, somewhat expensive, yet interesting and enticing for purchase.

The obtained research results largely confirm the conclusions drawn by other researchers who
have delved into the impact of green marketing on consumers’ purchase intentions. Like in many
studies, the influence of pro-environmental elements in marketing communication can be considered
positive [77,78]. The results also indicate that consumers are more influenced by specific information
about the brand’s pro-environmental attributes rather than its “green” design or name. This
corroborates the findings of [79], who advocated the greater role of rational elements over emotions
in the decision-making process. By allowing participants to interact with physical packaging
prototypes, we gain deeper insights into how sustainability-oriented packaging elements influence
consumer decision-making in real-world contexts.

The results are also consistent with the findings of many studies that demonstrate the positive
impact of green marketing, including pro-environmental packaging, on brand image, as well as
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brand attachment and trust. The green brand image is described by many researchers as playing a
crucial mediating role in consumer decision-making [80,81].

As for the managerial implications, it can be concluded that incorporating pro-environmental
elements on packaging can be recommended to improve a brand’s performance in the market.
Presenting eco-friendly brand features can be a factor influencing an increase in product sales, as well
as a component for building a strong brand. However, the focus should be on highlighting specific
pro-environmental initiatives of the brand, rather than just suggesting environmental friendliness
through design and appearance. While this tactics may initially attract some customers, consumers,
having time for a more detailed examination of the packaging content, will choose products from
those brands that specifically address their concerns about the environment and health. Therefore, it
might be recommended for the brand owners and the packaging visual designers to include both
green decorative visuals to get the consumers’ attention as well as the actual pro-ecological claims,
presented in a textual or symbolic (e.g., green certificates) form.

The research was a pilot study conducted for the purposes of a larger project to be carried out in
the future. To obtain a more comprehensive understanding, the study should be conducted in a larger
group of consumers (e.g., a sample representative of a specific population) and among citizens of
other countries. Additionally, it's worthwhile to investigate the influence of demographic factors
(such as education, place of residence) on purchase intentions related to pro-environmental
packaging. Obviously, as this study purposefully omitted the price factor, it might be useful to build
an experiment which would also take financial value into consideration, e.g., by checking how high
is the price premium the consumers are willing to pay for eco-friendly products. Combining the price
elasticity aspect with the green purchase intentions would provide a more complex understanding
of the issue of ecology importance in consumption.
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