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Abstract

Nowadays, sustainable packaging is extensively employed in various enterprises and
organizations. Sustainable packaging is used because it helps to minimize carbon footprints,
prevent the existing state of the environment from deteriorating, and enhance the environment's
overall condition. This study aims to investigate Kapampangan Gen Z's perceptions of
sustainable packaging awareness and responsiveness by identifying their variables and
assessing the influence of these factors on their purchase of products with sustainable
packaging. A purpose and snowball sampling method through an online survey was conducted.
The result shows that environmental concern, subjective norms, and perceived behavioral
control significantly impact purchase intention. However, the attitude had no discernible impact
on purchase intention. The link between purchase intention, purchase behavior, and willingness
to pay is the same. This implies that Kapampangan Gen Z cares deeply about environmental

conservation, but there is a disconnect between what they claim they want to do (purchase
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intention) and what they do (purchase behavior). Thus, there is a need for business owners and
marketers to consider increasing the availability and accessibility of products with sustainable
packaging to expand their market and lower customers’ perceived barriers to purchase. SMEs
should consider using sustainable packaging as an alternative to plastic. Future studies can
build on the conclusions of this study by focusing on additional factors, various age groups, and
other locations.

Keywords: Kapampangan Gen Z, sustainable packaging, environmental concern,
attitude, subjective norms, perceived behavioral control, purchase intention, willingness to pay,

purchase behavior

Introduction

The increase in global plastic production has become a testament to economic
degradation and human advancement. Wu et al. (2021) stated that it accounts for
"...approximately 450 million metric tons of annual production.” Considering that most plastics
are very light, this is highly concerning. The use of single-use plastics, in particular, poses a
threat to the environment that could be avoided or even mitigated using materials that do less
harm to the environment. A company can choose to implement an approach to try and mitigate
the problem through the use of sustainable packaging, which was made purely, or at least some
part, through recycled or repurposed materials. Being sustainable entails that the brand
acknowledges the fact that plastic pollution is a real thing and it is a genuine problem that must
be addressed.

Considering that the Philippines is touted to be the third-largest contributor of plastic

waste to the ocean and 0.28 to 0.75 million tons of plastic enter the oceans each year through the
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coastal areas (2020), then we start to see the actual damage that the Philippines causes through
the utilization and improper disposal of plastics. With this in mind, Ling (2013) stated, "DOST
researchers developed biodegradable food packaging material made of locally sourced starch and
clay in 2013." In this regard, communities are aware of the damaging effects of plastics and are
trying to develop a way to fix them.

Based on the studies above, there is still a limited understanding of the mindfulness and
receptiveness of consumers towards sustainable packaging across countries, including the
Philippines (Jochems & Schol, 2020). Different factors of consumers' attitudes and behavior
towards purchasing sustainable packaging may be identified, but their interrelationships are
uncertain, especially in the Philippines. Studies related to consumers' attitudes and behavior on
purchasing sustainable packaging, which focus on Kapampangan Gen Z, are also limited, or
there are none. Therefore, conducting this study fills these research gaps to have a better
understanding of this matter in the Philippine context, specifically on Kapampangan Gen Z.
Thus, conducting this study has the primary purpose of acquiring a better understanding of the
perception of Kapampangan Gen Z toward sustainable packaging by scrutinizing their awareness
and response to it. This aims to identify the factors of Kapampangan Gen Z's attitude and
behavior influencing their purchase intention toward sustainable packaging. It also aims to
determine the impact of these factors on their purchase of products with sustainable packaging.

Review of Related Literature
Kapampangan Gen Z’s

Individuals born in Pampanga province are referred to as "Kapampangans” (Mirikitani,

1972). Generation Z (Gen Z) refers to those born after 1996. They are currently aged 10 to

25 (Kasasa, 2021). Gen Z is noted for being socially conscious, more environmentally sensitive
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than prior generations, and concerned about sustainability. As a result, they prefer to buy
sustainable brands and are willing to pay 10 percent extra for sustainable goods (Ali et al., 2019).
Environmental Concern

According to Bulut et al. (2021), environmental concern means being concerned with the
protection of the environment that enables people to live. Furthermore, Gen Z’s high concern for
protection and a better environment drives them to pursue their purchase intentions and behavior
for sustainable products.
Attitude

Kalsoom (2018) defined attitude as the result of experience or upbringing, which can
have a powerful influence on behavior. Furthermore, attitude change regarding sustainable
development is about developing concern and feeling for the planet earth and the life on it.
Subjective Norms

Subjective norms are a person's thoughts about whether or not peers and essential
individuals in one's life believe he or she should engage in particular conduct (LaMorte, 2019).
Younger generations worldwide are more prone to feel ashamed of maintaining unhealthy and
ecologically unfriendly lifestyles. Thus they are more interested in changing their habits to
become more sustainable in their everyday lives (Hassim, 2021).
Perceived Behavioral Control

Perceived Behavioral Control pertains to a person's belief in his or her capacity to do a
specific behavior (Ajzen, 2020). According to Ahmed et al. (2021), environmentally concerned
consumers are more willing to acquire sustainable goods if they believe they have adequate

influence over their selections.
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Purchase Intention

The urge to acquire environmentally friendly items is known as "green purchase
intention™ (Rizwan et al., 2014). Consumers are becoming increasingly environmentally aware,
leading them to prefer sustainable products. As a result, the desire to buy something green
predicts one's attitude toward environmental action (Bautista, 2019).
Willingness to Pay

A person's maximum amount of money to spend is called willingness to pay (Mbachu et
al., 2018). Despite the high costs connected with the manufacturing process, which frequently
makes eco-friendly things more expensive, Gen Zs are willing to spend on sustainable items
because they care about the environment and prioritize it over their convenience (Shen, 2012).
Consumer Purchase Behavior

Consumer purchase behavior is the need to cover the selection, purchasing, and
consumption of goods and services to meet one’s needs and desires (Ramya, 2016). One's
attitude influences it. Thus people with a good attitude toward eco-social advantages and
environmental challenges are more likely to engage in green purchasing behavior (Cheung & To,
2019).
Sustainable Packaging

Boz et al. (2020) define sustainable packaging as materials that are sustainably sourced,
or that can be recovered, such as recyclable or biodegradable materials. Nikoli¢ et al. (2022)
stated that Gen Z's attitude and ecological behavior on sustainable products have a relatively
significant solid relationship. Since they know which companies produce recycled goods and
have a favorable interest in protecting the environment, they are more inclined to raise awareness

and take immediate action to save the environment.
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Consumer’s Attitude and Behavior towards Purchasing Sustainable Packaging

The study of consumer behavior towards sustainable packaging is still in its infancy.
Some researchers used different models to explain variance in consumer behavior from an
environmental perspective. Chaudhary and Bisai (2018) developed a suitable model for
understanding millennial green purchase behavior. According to this model, four out of five
independent variables significantly affected green purchase behavior. Environmental knowledge
and attitudes, subjective norms, perceived benefits, and consumer innovativeness positively
relate to green purchase behavior, whereas perceived barriers harm it. The results indicate that
overall consumer innovativeness has the highest positive impact on the green purchase behavior
of Indian millennials, followed by environmental knowledge and attitude, subjective norms, and
perceived benefits, respectively. Perceived barriers have the most substantial direct negative
influence on green purchase behavior.

Framework

The study's conceptual framework was adopted from the study of Chaudhary and Bisai
(2018). It supposes that Kapampangan Gen Z's environmental concerns affect their attitude,
subjective norms, and perceived behavioral control towards their purchase intention for
sustainable packaging, which then affects their purchase behavior. Furthermore, it supposes that
willingness to pay moderates the relationship between purchase intention and purchase behavior.
The framework lays forth the following hypotheses of the study, which were derived from
critical results in the adopted literature:
H1. There is a significant positive influence between Kapampangan Gen Z’s environmental

concern and their attitude toward sustainable packaging.

6|Page



JOURNAL OF GLOBAL BUSINESS VOLUME 11 ISSUE 1

H2. There is a significant positive influence between Kapampangan Gen Z’s environmental
concern and their subjective norms on sustainable packaging.

H3. There is a significant positive influence between Kapampangan Gen Z’s environmental
concern and their perceived behavioral control towards sustainable packaging.

H4. There is a significant positive influence between Kapampangan Gen Z’s attitude and their
purchase intention toward sustainable packaging.

H5. There is no significant positive influence between Kapampangan Gen Z’s subjective norms
and their purchase intention toward sustainable packaging.

H6. There is a significant positive influence between Kapampangan Gen Z’s perceived
behavioral control and their purchase intention toward sustainable packaging.

H7. There is a significant positive influence between Kapampangan Gen Z’s environmental
concern and their purchase intention toward sustainable packaging.

H8. There is a significant positive influence between Kapampangan Gen Z’s purchase intention
and their purchase behavior towards sustainable packaging.

H9. Willingness to pay significantly influences the relationship between purchase intention and

purchase behavior towards sustainable packaging.
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Conceptual Framework

Figure 1

Conceptual Framework adopted from the study of Chaudhary and Bisai (2018)

Purchase
Intention

(PI)

Willingness
To Pay (WP)

Purchase
Behavior
(PB)

Perceived
Behavioral
Control (PBC)

Methodology

This study utilized correlational and descriptive-causal research designs. The study
respondents consisted of Kapampangan Gen Z's—people born within the province of Pampanga
aged 18 to 25. Fourteen municipalities in Pampanga were represented in this study. Using
G*Power, a total sample size of 146 was calculated, with a 5% margin of error and a 95%
confidence level. Purposive sampling targeted respondents who were identified as Kapampangan
Gen Zs. Respondents were screened according to their geographic location. This allows them to
focus on a population with the same interests as the study findings. In addition, snowball
sampling was used to seek assistance from the participants to look for possible respondents
qualified for the study. Regarding location, the criteria for inclusion were asked if they were born
in the province of Pampanga. Those who responded "No" were eliminated.

An online survey questionnaire was utilized and adopted from the study of Chaudhary

and Bisai (2018). This was used to create Google Forms with a 5-point Likert scale, where one
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strongly disagrees, and five strongly agree. Social media platforms like Twitter and Instagram,
primarily Facebook, were the primary contact sources to disseminate the forms to target
respondents.

Pre-testing with 30 respondents was conducted to determine the robust reliability and
validity of the adopted research instrument. The overall Cronbach's Alpha was 95.5%, indicating
high consistency and excellent reliability. The Jamovi software was utilized to analyze the
study’s findings, and the following tests were conducted: (1) Descriptive Statistics, (2) Mean and
Standard Deviation of Construct, (3) Regression Analysis, and (4) Moderation Analysis.

Discussion of Results

Descriptive Statistics

Table 1

Demographic profile of respondents

Characteristics Item Mean SD Frequency Percent

Age 21.30 2.14

Sex Male 68 46.6
Female 78 53.4
Total 146 100

Table 1 indicates the descriptive statistics of the respondents. Seventy-eight were females
(53.4%), and 68 were males (46.6%). The mean age was 21.30, with a Standard Deviation of
2.14. Kim et al. (2020) said, "To capture a bigger share of the Generation Z wallet, sustainable
products need to speak to quality as well as environmental values.” Seeing that the respondents
are freshly out of their teenage years yet are still not old enough for most of them to have
completed their schooling years and, thus, have jobs, they have the most opportunity to denounce

company packaging behaviors than their constituent respondents.
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Mean and Standard Deviation of Construct

Table 2

Construct mean and standard deviation

Construct Mean SD Cronbach’s Verbal

o Interpretation
Environmental Concern 479 0.394 0.939 sl
Influenced

EC1: I am very concerned about the environment  4.75 0.548 0.939
EC2: | _would be willing to _reduce MY 473 0505 0.940
consumption to help protect the environment
EC3: Major social changes are necessary to
protect the natural environment

EC4: Anti-pollution laws should be enforced
more strongly

482 0418 0.940

486 0.439 0.939

Attitude 480 0417  0.939 Al
Influenced

ATTL1: | _Ilke the_ idea of purchasmg products 485 0.460 0.940

packed with sustainable materials

ATT_2: Purchas[ng _ products_ packed with 484 0435 0.940

sustainable materials is a good idea

ATT3: | have a favorable attitude towards

purchasing a version of a product packed with 4.71  0.550 0.939

sustainable materials

.. Quite

Subjective Norms 415 0.752 0.937
Influenced

SN1: Most people who are important to me think

| should purchase products with sustainable 4.04 0.893 0.938

packaging when going to purchasing

SN2: Most people who are important to me

would want me to purchase products with 4.02 0.875 0.938

sustainable packaging when going to purchasing

SN3: People whose opinions | value would

prefer that | purchase products with sustainable 4.14 0.836 0.939

packaging

SN4: My friend s positive opinion influences me 440 0739 0.939

to purchase products with sustainable packaging

Perceived Behavioral Control 459 0.508 0.937 Al
Influenced

PBC1: | believe I can purchase products packed

with sustainable materials 4.60 0.569 0.938
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PBC2: If | were entirely up to me, I am confident

that 1 would purchase products packed with 4.58 0.630 0.938
sustainable materials

PBC3: | see myself as capable of purchasing

products packed with sustainable materialsinthe 4.68 0.511 0.938
future

PBC4: | have the resources, time, and

willingness to purchase products packed with 4.50 0.697 0.938
sustainable materials

Purchase Intention 459 0.485 0.937

PI1: 1 will consider buying products with

sustainable packaging because they are less 4.70 0.517 0.939
polluting in the coming times

P12: 1 will consider switching to brands with
sustainable packaging for ecological reasons
PI3: I plan to spend more on environmentally
friendly products rather than conventional 4.34 0.728 0.937
products

Pl4: | expect to purchase products with

sustainable packaging in the future because of 4.63 0.563 0.938
their positive environmental contribution

P15: | want to purchase products with sustainable
packaging in the near future

Willingness to Pay 448 0.613 0.937

WP1: | would pay more for a product with

sustainable packaging that is making efforts to 4.49 0.667 0.938
be environmentally sustainable

WP2: | would be willing to pay this extra
percentage on products with sustainable
packaging to support the organization’s/product
efforts to be environmentally sustainable

WRP3: | feel proud to have environmentally
friendly products in my house though they are 4.51 0.677 0.937
more costly than conventional products

Purchase Behavior 3.27 1.136 0.941

PB1: | have been purchasing products with
sustainable packaging regularly

PB2: | have green purchasing behavior for my
daily needs’ products

PB3: | have had green purchasing behavior over
the past six months

Highly
Influenced

458 0.641 0.938

471 0.538 0.939

Highly
Influenced

442 0.722 0.938

Moderately
Influenced

3.34 1.205 0.942

3.37 1.180 0.942

3.10 1.205 0.943
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Table 2 shows the average mean rating of the six factors influencing Kapampangan Gen
Z's attitude and behavior towards purchasing sustainable packaging. Environmental concern
(x=4.79, SD=0.349) was highly influenced if they showed concerns for protecting the
environment. The Kapampangan is one of the most environmentally conscious people in the
country, which has inspired many to start and organize environmental awareness programs and
campaigns in the province. Furthermore, they recognize the benefits of using recycled materials
as much as possible, which drives them to support sustainable packaging (Cadiogan, 2021).
Attitude (x=4.80, SD=0.417) was highly influenced if they had a favorable attitude to
sustainable materials. Prakash and Pathak (2017) asserted that attitude towards the product or
service influences consumer purchase behavior. This denotes that a person with a positive
attitude toward sustainable packaging will most likely purchase products with sustainable
packaging.

Subjective norms (x=4.15, SD=0.752) were quite influenced if people approve of their
behavior in purchasing sustainable materials. According to Ajzen (2015), consumers would
likely buy sustainable packaging if they have a favorable opinion towards it and perceive those
others are buying it. This is because people's attitudes can affect the behavior of others. In this
case, Kapampangan Gen Z's positive attitude towards sustainable packaging causes them to
positively perceive other people's views and opinions on purchasing sustainable packaging.
Perceived behavioral control (x=4.59, SD=0.508) was highly influenced if they believe they
can accomplish their behavior with sustainable materials. Kainuwa et al. (2013) stated that
people’s attitudes and behaviors depend on their background, education, socio-economic status,
and personal experiences. If there is a high subjective norm regarding purchasing sustainable

packaging, they have high perceived behavioral control towards purchasing sustainable
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packaging. Thus, it is essential to understand how these variables interact to create effective
strategies for different generations. Purchase intention (x=4.59, SD=0.485) was highly
influenced if they showed a desire to buy sustainable goods. According to Taufique et al. (2017),
this implies that if the Kapampangan Gen Z's attitude towards purchasing sustainable packaging
IS positive, it will affect their behavior towards it, eventually driving their purchase intention to
buy products with sustainable packaging.

Furthermore, as the Gen Z population grows, they have become more aware of
environmental issues, and their choices in purchasing products can directly affect addressing
these concerns. Willingness to pay (x=4.48, SD=0.613) was highly influenced if they were
willing to pay more for sustainable goods. Consumers are more aware of their purchasing
decisions for sustainable packaging products due to their environmental benefits. As a result,
manufacturers are starting to follow suit by shifting towards sustainable packaging production.
Respondents are willing to pay more for sustainable packaging products because they are
concerned for the environment (Orzan et al., 2018). Lastly, purchase behavior (x=3.27,
SD=1.136) was moderately influenced if they had been practicing buying sustainable goods.
Kardos et al. (2019) found that Gen Zs are more responsive to sustainable packaging than other
generations.

Furthermore, they are more likely to consider the environmental impact of their purchase
decisions. In this light, it is necessary to understand how actions by consumers can be influenced
through different means, such as packaging and advertising. The impact of a consumer's
environmental concern, attitude, subjective norms, perceived behavioral control, and willingness
to pay a premium have congruence that consumers will likely purchase sustainable products

(Yadav & Pathak, 2017).
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Regression Analysis

Table 3

Model fit measures — EC on ATT, SN, PBC

Overall Model Test

Model R R? F dfl df2 p
EC-ATT 0.605 0.366 83.0 1 144 <.001
EC-SN 0.245 0.0601 9.21 1 144 0.003
EC-PBC 0.589 0.347 76.6 1 144 <.001

Note: EC = Environmental Concern, ATT = Attitude, SN = Subjective Norms, PBC = Perceived
Behavioral Control

Model Coefficients — AVEEC

Predictor S SE t p Decision

AVEATT 0.639 0.0702 9.11 <.001 Accept H1
AVESN 0.468 0.154 3.04 0.003 Accept H2
AVEPBC 0.760 0.0868 8.75 <.001 Accept H3

Note: AVEEC = Average Economic Concern, AVEATT = Average Attitude, AVESN = Average Subjective Norms,
AVEPBC = Average Perceived Behavioral Control

Table 3 presents the stepwise regression analysis of environmental concern on attitude
(6=0.639, p<.001), subjective norms (5=0.468, p=0.003), and perceived behavioral control
(6=0.760, p<0.001). Consequently, the decision was to accept H1, H2, and H3, respectively. This
supports the following studies: Auliandri et al. (2018), the consumer’s degree of concern for the
protection and condition of the environment encourages consumers to have a green attitude.
Furthermore, inward environmental attitude, a person’s concern towards the abuse of the
environment, molds or shapes consumers to develop their purchase intention towards green
products. De Leeuw et al. (2015), subjective norms influence adolescents to be involved with
protecting the environment, which implies that "what others do to protect the environment is
more important than what they say." In addition, parents’, families’, and friends’ behaviors

toward their concern for the environment play a vital role for these adolescents to do the same.
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Lastly, according to Rezai et al. (2013), behavioral control is vital in raising awareness and
concern about turning green. Customers' purchases of environmentally friendly products are
influenced by perceived behavioral control, leading to a desire to buy sustainable packaging.
This indicates that Kapampangan Gen Z is concerned about current environmental challenges

and recognizes its environmental duty by practicing and purchasing sustainable packaging.

Table 4

Model fit measures — ATT, SN, PBC on PI

Overall Model Test

Model R R? F dfl df2 P
ATT, SN,
PBC_P| 0.765 0.568 67.0 3 142 <.001

Note: ATT = Attitude, SN = Subjective Norms, PBC = Perceived Behavioral Control, Pl = Purchase Intention

Model Coefficients — AVEPI

Predictor S SE t p Decision

AVEATT 0.2211 0.0817 2.707 0.008 Reject H4
AVESN -0.0215 0.0408 -0.527 0.599 Reject H5
AVEPBC 0.6169 0.0746 8.266 <.001 Accept H6

Note: AVEPI = Average Purchase Intention, AVEATT = Average Attitude, AVESN = Average Subjective Norms,
AVEPBC = Average Perceived Behavioral Control

Table 4 presents the linear regression analysis of attitude ($=0.2211, p=0.008), subjective
norms ($=-0.0215, p=0.599), and perceived behavioral control (5=0.6169, p<.001) on purchase
intention. Consequently, the decisions were to reject H4 and H5, and to accept H6, respectively.
This supports the following studies: Hinojosa et al. (2017), attitudes are not always strong
enough to influence behavior, and when people's attitudes do not align with their behavior, they
will experience cognitive dissonance. Thus, to avoid cognitive dissonance, people will try to

change their attitudes to be consistent with their behavior. However, it could be argued that this
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hypothesis is false. Some people believe that attitude is crucial because they think attitude is
responsible for changing people's buying behavior. Without an appropriate attitude, there will be
no change in people's perception and hence no change in purchase intention (Chen, 2020).
Belgiawan (2017), subjective norms can be further decomposed into injunctive and descriptive
social norms. Injunctive social norms reflect what kind of behavior is perceived as appropriate or
inappropriate in a particular group. Descriptive social norms capture information regarding how
members of the reference group behave. Thus, injunctive and descriptive norms have a
significant relationship with purchase intentions. The findings of this study then have important
implications for marketers who wish to make sustainable packaging products more attractive to
consumers by enhancing the perceived normative value of such products. Lastly, Ajzen (2020),
people's behavior is determined by their intentions, which depend on their attitudes toward the
behavior, subjective norms, and perceived behavioral control. For instance, if consumers
perceive that it is easy to choose recycled products over non-recycled products, then there will be

a high probability of choosing recycled products as they have a higher intention to do so.

Table 5

Model fit measures — EC on PI

Overall Model Test
Model R R? F dfl df2 p

EC-PI 0.687 0.471 128 1 144 <.001
Note: EC = Environmental Concern, Pl = Purchase Intention

Model Coefficients — AVEPI

Predictor p SE t p Decision

AVEEC 0.845 0.0745 11.33 <.001 Accept H7

Note: AVEPI = Average Purchase Intention, AVEEC = Average Environmental Concern

16| Page



JOURNAL OF GLOBAL BUSINESS VOLUME 11 ISSUE 1

Table 5 presents the linear regression analysis of environmental concern on purchase
intention ($=0.845, p<.001). Consequently, the decision was to accept H7. Environmental
concern is “the degree to which individuals are motivated by environmental issues and drive
their responsibility for these issues” (Hamari et al., 2016). The findings then support that actions
can make a difference in protecting the environment. According to the study of Schanes and
Gozet (2018), if people are concerned about the issue of sustainable packaging, then they will try
to avoid unnecessary waste from production and reduce the impacts of environmental issues.

Therefore, if people are concerned about the environment, they buy more sustainable packaging.

Table 6

Model fit measures — Pl on PB

Overall Model Test
Model R R? F dfl df2 P

PI-PB 0.196 0.0384 5.76 1 144 0.018
Note: Pl = Purchase Intention, PB = Purchase Behavior

Model Coefficients — AVEPB

Predictor b SE t p Decision

AVEPI 0.459 0.191 2.40 0.018 Reject H8

Note: AVEPB = Average Purchase Behavior, AVEPI = Average Purchase Intention

Table 6 presents the linear regression analysis of purchase intention on purchase behavior
(#=0.459, p=0.018). Consequently, the decision was to reject H8. This implies that there may
exist a gap between what consumers say they intend to do and what they do (Wee et al., 2014).
Thus, supporting the study of Yadav and Pathak (2017), consumers buy products with good
intentions, but their actual behavior does not support their purpose. For example, consumers may
intend to buy environmentally friendly products, but when faced with a choice at the point of

sale, they opt for conventional products due to price concerns or other factors.
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Moderation Analysis

Table 7

Moderation estimates — AVEPB

Construct S SE Z p Decision
AVEPI 0.423 0.235 1.80 0.072 No significant
AVEWP 0.287 0.149 1.93 0.053 moderation —

AVEP| * AVEWP 0.448 0.278 1.61 0.107 Reject H9

Note: AVEPI = Average Purchase Intention, AVEWP = Average Willingness to Pay, AVEPB = Average Purchase
Behavior

Table 7 presents the moderating effect of willingness to pay on the relationship between
purchase intention and purchase behavior (5=0.423, p=0.072; £=0.287, p=0.053; 5=0.448,
p=0.107). Consequently, the decision was to reject H9. This means there is no substantial
evidence that Kapampangan Gen Z's willingness to pay fills the abovementioned gap. This
contradicts most studies that state consumers are willing to pay more if they can acquire
sustainable goods (Chaudhary & Bisai, 2018). Furthermore, it contradicts that price is not
considered an obstacle in acquiring environmental products even for its benefits to the
environment (Prakash & Pathak, 2017).

Conclusions

The researchers examined the findings of the factors that influence purchasing behavior.
Thus, the paper concludes that environmental concern, subjective norms, and perceived
behavioral control favor Kapampangan Gen Z's purchase intentions for sustainable packaging. It
indicates that customers are aware of sustainable packaging and care about environmental
conservation. People around them heavily impact their shopping decisions on sustainable items

(Alavijeh et al., 2018). It also demonstrates that people aim to purchase sustainable packaging if
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they feel they have the potential to achieve their behavior by acquiring sustainable materials and
being environmentally friendly (Katt & Meixner, 2020). However, the variable attitude
manifested itself and indicated the contrary. The same findings were found between purchase
intention and purchase behavior, and willingness to pay acting as a mediator between the two.
This indicates that despite their environmental concerns and plans to purchase sustainable items,
respondents lack the motivation to change their attitude on purchasing products with sustainable
packaging. One aspect contributing to this is consumers' unwillingness to pay more for
sustainable items. Sustainable products are frequently more expensive due to the significant costs
of manufacturing, from raw materials to certification (Ling, 2013). Therefore, as stated by Olson
(2013), consumers prefer more conventional products to sustainable products due to higher
prices, reduced quality, and/or performance. Instead of valuing the good environmental benefits
and impacts of sustainable packaging, they value the convenience of purchasing what is cheaper.
The findings of this study may aid firms in developing packaging that meets customer
requirements while also saving the environment. The researchers aim to use the findings of this
study to help businesses and brands better understand Kapampangan Gen Z's attitudes and
behaviors when purchasing sustainable packaging, allowing them to develop better marketing
strategies. Marketers could consider concentrating their marketing efforts on the correct target
segment, those who are most likely to respond positively to environmental protection and have
high green purchasing intention and behavior. They should explore increasing the availability
and accessibility of purchasing products with sustainable packaging to expand markets for these
products and lower customers' perceived barriers to purchase. They should also consider
focusing on creating a positive image of sustainable products through better advertisements,

proclaiming the usability and benefits of sustainable goods to change consumer attitudes and
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increase their willingness to pay for such items, driving them to make purchases in the real
world. Government agencies, the Department of Environment and Natural Resources (DENR)
and the Department of Trade and Industry (DTI), can also assist in the broad promotion and
commercialization of sustainable packaging and its advantages. Particularly, they should
consider creating campaigns and commercials highlighting the state of the environment's
degradation and individuals' contributions to improving environmental quality, raising people's
environmental awareness and concern, and resulting in a shift in consumer behavior toward
green consumption. Finally, SMEs should consider sustainable packaging as an alternative to
plastic packaging for their products. In digital marketing, they should consider highlighting the
environmental benefits of sustainable packaging through their various social media channels to
promote awareness about sustainable packaging and environmental preservation.
Limitations and Recommendations for Future Researchers

This study is limited to the Kapampangan. This signifies that the target respondents were
persons born in the Pampanga provincial area. Thus, future researchers should consider
researching respondents from provinces other than Pampanga to gain new information about
people’s attitudes and behavior toward sustainable packaging. Future researchers may also
continue to study the Kapampangan, but they may consider representing particular municipalities
in Pampanga since people from other places have different cultures, lifestyles, and the like. The
research is also confined to Gen Zs ages 10 to 25. Respondents began at the legal age of 18 years
old, owing to ethical reasons. Future researchers may also want to look at other age groups in
Pampanga to learn and understand more about Kapampangan’s attitudes on sustainable
packaging. They may target Gen X or the Baby Boomers. The variables investigated in this study

are only those taken from Chaudhary and Bisai (2018). Therefore, other variables that can be
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examined should be considered by future researchers for better and more comprehensive
knowledge of consumers’ views and behavior on purchasing sustainable packaging. For instance,
a comparative study between the human sexes determines who has a more positive attitude and is
more inclined to purchase sustainable packaging. Another would be evaluating additional factors
like green trust, product features, and green product availability. Lastly, future researchers may
consider formulating a response matrix for more comprehensive results and discussions other
than categorizing the variables by rank. Moreover, they may consider including qualitative
procedures and analysis by conducting interviews and/or creating Focus Group Discussion
(FGD) for more justified and authentic results.
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