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Abstract 

Purpose: The aim of the study was to analyze the 

influence of eco-friendly packaging on customer 

loyalty in Japan. 

Methodology: This study adopted a desk 

methodology. A desk study research design is 

commonly known as secondary data collection. This 

is basically collecting data from existing resources 

preferably because of its low cost advantage as 

compared to a field research. Our current study looked 

into already published studies and reports as the data 

was easily accessed through online journals and 

libraries. 

Findings: Research on the influence of eco-friendly 

packaging on customer loyalty in Japan reveals that 

consumers are increasingly valuing sustainability in 

their purchasing decisions. Studies show that 

environmentally conscious packaging enhances brand 

perception, with Japanese consumers viewing 

companies that use eco-friendly packaging as socially 

responsible and ethical. This positive brand 

association significantly boosts customer loyalty, as 

many consumers are willing to pay more for products 

packaged sustainably. Additionally, younger 

consumers in Japan, particularly Millennials and Gen 

Z, prioritize eco-friendly packaging, linking it to their 

personal values of environmental responsibility. 

Unique Contribution to Theory, Practice and 

Policy: Theory of planned behavior (TPB), uses and 

gratifications theory (UGT) & social influence theory 

may be used to anchor future studies on the influence 

of eco-friendly packaging on customer loyalty in 

Japan. Eco-friendly packaging can be an essential 

differentiator for brands in Japan, where 

environmental consciousness is culturally significant. 

Policymakers should consider incentivizing the 

adoption of eco-friendly packaging through tax breaks 

or subsidies, which would encourage more brands to 

switch to sustainable packaging solutions.  

Keywords:  Eco-Friendly Packaging, Customer 

Loyalty  
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INTRODUCTION 

Customer loyalty levels in developed economies such as the USA, Japan, and the UK are often 

high, driven by factors such as product quality, brand reputation, and innovative customer service. 

In the USA, 65% of customers claim they are more likely to remain loyal to brands that offer 

personalized experiences, with loyalty programs playing a key role (Bond Brand Loyalty, 2019). 

Similarly, in Japan, customer loyalty is shaped by trust and long-term relationships, with 72% of 

Japanese consumers stating they prefer established brands they trust over new entrants (Statista, 

2021). In the UK, loyalty programs have proven effective, with Tesco’s Clubcard driving a 19% 

increase in repeat purchases in 2020 (Mintel, 2021). These statistics illustrate that consumers in 

developed economies remain loyal to brands that align with their expectations for both quality and 

personalized service. 

In developed economies like Germany and Australia, customer loyalty is significantly influenced 

by product quality, trust, and technological innovations. In Germany, customer loyalty is 

particularly strong in sectors like automotive and technology, with 62% of consumers stating they 

are more likely to stay loyal to brands known for quality and reliability (McKinsey, 2021). In 

Australia, 59% of customers express loyalty toward brands that offer personalized experiences 

through digital channels and data-driven solutions, with a notable 35% increase in repeat business 

for companies with effective loyalty programs (Deloitte, 2020). Across both countries, the 

implementation of digital loyalty programs, such as mobile apps and personalized marketing, has 

seen a significant uptick, with brands leveraging data to improve customer experiences and foster 

loyalty. These examples show that in developed economies, loyalty is typically built through a 

combination of superior product offerings and personalized, technologically driven engagement 

strategies. Moreover, companies that focus on sustainability and ethical practices, especially in 

Germany, see an increase in consumer loyalty, with 70% of Germans favoring brands that support 

environmental initiatives (Statista, 2021). 

In Canada and France, customer loyalty is largely driven by digital engagement, trust, and value-

added services. In Canada, research shows that 56% of consumers remain loyal to brands offering 

loyalty programs with personalized rewards, and 70% of Canadians prefer brands that actively 

communicate their corporate social responsibility (Deloitte, 2021). Similarly, in France, brand 

loyalty is highly influenced by both quality and ethics, with 62% of French consumers 

demonstrating loyalty to brands that showcase environmental responsibility, especially in sectors 

like beauty and fashion (Statista, 2022). French consumers are also increasingly loyal to brands 

offering digital loyalty programs, with mobile applications driving customer retention in retail and 

e-commerce (PwC, 2021). These trends indicate that in developed economies, particularly in 

Canada and France, loyalty is anchored in a combination of personalized service, ethical practices, 

and digital convenience, which encourages repeat business and strengthens customer relationships. 

In developing economies, customer loyalty is often influenced by price sensitivity, accessibility, 

and local preferences. For instance, in India, 49% of consumers switch brands if offered better 

pricing or value for money, which reflects a higher emphasis on cost-effectiveness (Nielsen, 2020). 

Brazil has shown rising brand loyalty in the retail sector, with 55% of shoppers showing loyalty to 

brands that engage in social and environmental responsibility (PwC, 2021). The shift towards 

digital solutions has also played a role, with mobile-based loyalty programs driving customer 

retention in these regions. While customer loyalty in developing economies is still evolving, brands 

that address price competitiveness and social concerns tend to foster deeper consumer 
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relationships. Therefore, loyalty in these markets tends to be more transactional than emotional, as 

consumers focus on value and affordability. 

In developing economies such as Mexico and Indonesia, customer loyalty is often shaped by 

accessibility, price sensitivity, and brand familiarity. In Mexico, 45% of consumers remain loyal 

to brands that offer affordability and convenience, with local grocery chains and telecom 

companies like Telcel being prime examples of brands that maintain high loyalty levels due to 

their broad accessibility (Nielsen, 2020). In Indonesia, loyalty is often driven by mobile-based 

services and e-commerce platforms, with Tokopedia and Gojek achieving high customer retention 

rates due to their focus on ease of use, promotions, and integration with mobile payments (PwC, 

2021). In both countries, economic constraints mean that consumers often seek value for money, 

but digital solutions and accessibility significantly improve loyalty rates. Furthermore, in 

Indonesia, 52% of consumers are loyal to brands that are socially responsible, especially those that 

contribute to local communities, indicating a growing trend where brand ethics influence consumer 

loyalty in developing markets (Statista, 2021). 

In developing economies like Thailand and Turkey, customer loyalty is influenced by 

affordability, convenience, and trust in local brands. In Thailand, 48% of consumers remain loyal 

to brands that offer convenient digital solutions such as mobile apps and online shopping 

platforms, with digital payments playing a key role in fostering customer retention (McKinsey, 

2021). In Turkey, consumer loyalty is heavily tied to value for money, with 55% of shoppers 

sticking with brands offering competitive prices and high product availability (Euromonitor, 

2020). Both countries have seen an increase in loyalty driven by mobile and digital engagement, 

with e-commerce platforms playing a crucial role in customer retention. Additionally, in Thailand, 

local brands that emphasize cultural relevance and community support have managed to retain 

loyal customer bases, as 60% of Thai consumers show loyalty to brands that support local causes 

(Nielsen, 2020). This demonstrates that in developing economies, loyalty is closely linked to a 

combination of value-driven purchases and digital engagement.  

In Sub-Saharan economies, customer loyalty is primarily driven by trust, accessibility, and local 

relevance, with consumers valuing brands that cater to their immediate needs. In Nigeria, 43% of 

consumers express loyalty to local brands due to familiarity and trust, while 30% report switching 

to foreign brands for perceived quality improvements (KPMG, 2020). In Kenya, loyalty in the 

telecom sector is strong, with Safaricom retaining 70% of its customer base through superior 

service quality and mobile-based rewards programs (Statista, 2021). The influence of local culture 

and economic challenges often pushes consumers to remain loyal to brands that offer consistent, 

reliable products and services. Additionally, loyalty programs, such as mobile banking rewards, 

are growing in popularity, further cementing customer retention. Despite economic constraints, 

brands that build trust and offer locally tailored solutions are able to cultivate strong loyalty in 

Sub-Saharan markets. 

In Sub-Saharan Africa, countries like South Africa and Ghana exhibit loyalty trends driven by 

local relevance, trust, and mobile services. In South Africa, loyalty is particularly strong in the 

retail and telecom sectors, with Shoprite retaining 55% of its customer base due to competitive 

pricing and loyalty programs like Xtra Savings, which offer immediate discounts and rewards 

(Deloitte, 2020). In Ghana, customer loyalty is deeply rooted in trust and familiarity, particularly 

in sectors like banking and telecom, where local brands such as MTN have captured over 80% of 

the market by providing reliable mobile services and innovative mobile money solutions (KPMG, 
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2020). Loyalty in these markets is also heavily influenced by socioeconomic factors, as consumers 

tend to stick with brands that offer consistent, affordable products and services. Additionally, 

mobile-based loyalty programs and digital rewards are gaining traction in both countries, helping 

brands strengthen customer retention in an increasingly competitive landscape. As digital adoption 

grows in Sub-Saharan Africa, the use of mobile platforms to engage and retain customers is 

becoming a critical loyalty driver across sectors. 

Tanzania and Uganda, customer loyalty is heavily influenced by trust, reliability, and local 

relevance. In Tanzania, loyalty levels are particularly high in the telecom and banking sectors, with 

Vodacom retaining 65% of its customer base due to consistent network coverage and reliable 

mobile money services (KPMG, 2020). Similarly, in Uganda, 58% of consumers remain loyal to 

local banks and telecoms due to strong trust in the services provided, with brands like MTN 

Uganda holding a dominant share of customer loyalty through innovative mobile-based solutions 

and rewards programs (Statista, 2021). In both countries, customer loyalty is further strengthened 

by brands that cater to local needs, offering affordable and accessible products. Mobile-based 

loyalty programs, such as mobile money rewards, have been instrumental in retaining customers, 

especially in regions where financial inclusion remains a priority. As a result, brands that focus on 

reliability, local relevance, and mobile services continue to command high levels of customer 

loyalty in these economies. 

Eco-friendly packaging initiatives are designed to reduce environmental impact by focusing on 

sustainability, waste reduction, and responsible resource usage. Four common eco-friendly 

packaging initiatives include the use of biodegradable materials, minimalistic packaging, 

recyclable packaging, and reusable packaging. Biodegradable materials break down naturally and 

reduce landfill waste, which resonates with environmentally conscious consumers, enhancing their 

loyalty to brands that prioritize sustainability (Kim & Seock, 2020). Minimalistic packaging, 

which reduces material usage, appeals to consumers seeking less waste and streamlined packaging, 

further improving brand perception and loyalty (Hwang & Choi, 2022). Recyclable packaging 

fosters customer loyalty by providing a tangible way for consumers to contribute to environmental 

preservation, while reusable packaging offers added value by extending the packaging’s life cycle, 

creating a deeper connection with the brand (Chen, 2019). 

Linking these initiatives to customer loyalty, brands that adopt biodegradable and recyclable 

packaging often witness a boost in attitudinal loyalty where customers prefer brands based on 

shared values (Hwang & Choi, 2022). Minimalistic and reusable packaging can lead to behavioral 

loyalty, driving repeat purchases due to the practical and functional benefits offered by such 

packaging. As customers become more environmentally aware, they are likely to remain loyal to 

brands that reflect their ecological values, which ultimately fosters both long-term customer 

relationships and advocacy (Kim & Seock, 2020). By meeting the demand for sustainable 

solutions, eco-friendly packaging initiatives serve as a competitive differentiator in markets where 

environmental concerns are prevalent, such as Japan. Therefore, brands that invest in these 

packaging strategies can leverage higher customer loyalty through environmental responsibility 

and innovation (Chen, 2019). 

Problem Statement 

The increasing environmental concerns among consumers have led to a growing demand for 

sustainable business practices, including the adoption of eco-friendly packaging. In Japan, where 

environmental consciousness is rising, consumers are increasingly favoring brands that 

http://www.iprjb.org/


International Journal of Fashion and Design   

ISSN: 2789-2484 (Online)       

Vol.3, Issue 4, No.2. pp. 14- 27, 2024                                                                                      
                                                                                                                                                  www.iprjb.org 

18 
 

incorporate sustainable practices into their product offerings. However, the extent to which eco-

friendly packaging influences customer loyalty in Japan remains under-researched, with 

conflicting findings on whether such packaging alone can sustain long-term loyalty (Kim & Seock, 

2020). While some studies suggest that environmentally conscious consumers are likely to remain 

loyal to brands using sustainable packaging, others indicate that factors such as product quality 

and price competitiveness play a more significant role in shaping loyalty (Ishikawa, Fujimoto, & 

Yamada, 2021). Therefore, there is a need to further investigate how eco-friendly packaging 

impacts customer loyalty in Japan, particularly in industries where environmental concerns and 

consumer expectations are high. 

Theoretical Framework 

Theory of Planned Behavior (TPB) 

Theory of planned behavior developed by Icek Ajzen in 1985, suggests that an individual's 

behavior is shaped by three main factors: attitudes toward the behavior, subjective norms (social 

pressures), and perceived behavioral control (their confidence in being able to perform the 

behavior). TPB is highly relevant to understanding how consumers' positive attitudes toward eco-

friendly packaging influence their loyalty to brands that embrace sustainability. For example, if 

Japanese consumers hold positive beliefs about the environmental benefits of eco-friendly 

packaging and perceive that important social groups, such as friends or influencers, support such 

choices, they are more likely to engage in behaviors such as repeat purchases from brands with 

sustainable packaging. Furthermore, consumers who feel empowered by their choices to contribute 

to environmental preservation are likely to show greater loyalty to these brands, as the behavior 

aligns with their values and their perceived control over making eco-conscious decisions (Chen, 

2019). 

Green Consumerism Theory 

Green consumerism theory emphasizes how environmental concerns have become a major factor 

in consumer decision-making, particularly in the last few decades. Emerging in the 1990s and 

continually evolving with the growing global emphasis on sustainability, this theory explains how 

modern consumers increasingly favor brands that prioritize eco-friendly practices, including 

sustainable packaging. In Japan, where awareness of environmental issues is rising, this theory 

offers valuable insights into why eco-friendly packaging can drive customer loyalty. Japanese 

consumers who identify as environmentally conscious may prefer products with recyclable, 

biodegradable, or minimalistic packaging, viewing these purchases as both responsible and aligned 

with their personal values. Green Consumerism Theory also underscores that, as the demand for 

sustainability grows, brands adopting eco-friendly packaging may see enhanced customer 

retention and loyalty, as consumers reward them for their commitment to the environment (Kim 

& Seock, 2020). This theory is essential for understanding how sustainability initiatives influence 

loyalty in environmentally sensitive markets like Japan. 

Brand Loyalty Theory 

Brand loyalty theory, originally developed by Jacoby and Chestnut in 1978, examines the 

mechanisms through which consumers develop a strong, emotional attachment to a brand, which 

leads to repeat purchases and advocacy. The theory argues that loyalty is not simply transactional; 

instead, it is built through ongoing positive experiences with a brand that meet or exceed customer 

expectations. In the context of eco-friendly packaging, this theory is highly applicable because 
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sustainable packaging can create positive emotional associations for consumers. When a brand’s 

packaging aligns with the consumer's ethical beliefs, such as environmental consciousness, it 

fosters a sense of trust and satisfaction. Over time, these repeated positive experiences with both 

the product and its packaging reinforce the emotional bond between the consumer and the brand, 

making them more likely to remain loyal and even advocate for the brand within their social 

circles. In Japan’s growing eco-conscious market, Brand Loyalty Theory explains how eco-

friendly packaging can strengthen long-term relationships between brands and consumers (Hwang 

& Choi, 2022). 

Empirical Review 

Nakamura & Sato (2019) explored how eco-friendly packaging impacts customer loyalty in 

Japan’s food industry, which has seen a rise in environmentally conscious consumers. The study 

used a sample of 500 consumers who regularly purchase food products, and their preferences and 

buying behaviors were analyzed through a regression model to determine the effects of packaging 

sustainability on loyalty. Results showed a significant correlation between the use of eco-friendly 

packaging and increased customer loyalty, especially among younger demographics such as 

millennials and Gen Z. These consumers perceived brands that adopted eco-friendly packaging as 

more aligned with their personal values, particularly regarding sustainability and environmental 

responsibility. Additionally, the research found that customers were more willing to recommend 

brands using sustainable packaging to others, further reinforcing the loyalty dynamic. Packaging 

transparency and recyclability were particularly valued by respondents, highlighting the 

importance of packaging features beyond mere aesthetics. Younger consumers were more likely 

to seek out brands that adopted green practices, showing a clear trend towards environmental 

consciousness in their purchasing habits. Despite the strong correlation between eco-friendly 

packaging and loyalty, the study noted that the price of products also played a role in customer 

decisions, though sustainable packaging seemed to mitigate price sensitivity to some extent. 

Nakamura and Sato also pointed out that consumers valued honesty in labeling, with deceptive 

greenwashing practices eroding trust. They suggested that the adoption of eco-friendly packaging 

offers not only environmental benefits but also strategic advantages for companies looking to build 

a loyal customer base. The study concluded that companies not only need to integrate eco-friendly 

packaging but also clearly communicate their sustainable efforts to effectively tap into the growing 

consumer desire for green products. By targeting the values of environmentally conscious 

consumers, companies can enhance brand loyalty and differentiation in a competitive marketplace. 

The researchers recommended that food companies continuously innovate and expand their use of 

sustainable materials. In particular, focusing on reducing plastic use and increasing the 

biodegradability of packaging materials were suggested as critical strategies. Finally, the study 

emphasized the importance of transparency and authenticity in marketing efforts, cautioning 

companies against misleading environmental claims. 

Yamamoto (2020) focused on the relationship between eco-friendly packaging and customer 

loyalty within Japan’s cosmetics industry, a sector increasingly driven by ethical consumption and 

sustainability trends. This study adopted a mixed-methods approach, combining qualitative 

interviews with industry experts and a quantitative survey of 300 Japanese consumers who 

regularly purchase cosmetics. The qualitative interviews provided insight into industry 

perspectives on eco-friendly packaging, revealing that brands were starting to view sustainability 

as a key factor in building consumer trust. The quantitative survey found that consumers who 
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valued eco-friendly packaging were significantly more likely to repurchase from brands using 

sustainable materials, associating such brands with higher product quality and ethical business 

practices. The researchers discovered that eco-conscious consumers also tended to exhibit a 

stronger emotional connection to brands that prioritized sustainability. This emotional connection, 

in turn, fostered higher customer loyalty, as consumers felt they were contributing to 

environmental preservation through their purchasing choices. Additionally, the study noted that 

consumers were willing to pay a premium for cosmetics packaged in eco-friendly materials, as 

long as the product quality remained consistent. Packaging design, such as minimalist and 

recyclable materials, played a role in how consumers perceived a brand’s environmental 

commitment. Younger consumers were particularly responsive to brands with eco-conscious 

packaging, demonstrating a clear generational shift in buying behavior. However, the study also 

highlighted that consumers were wary of brands that merely appeared to be eco-friendly without 

substantive practices to back it up, emphasizing the importance of authenticity in sustainability 

efforts. The authors recommended that cosmetic companies should not only adopt eco-friendly 

packaging but also integrate their sustainability messaging into broader brand narratives to 

strengthen customer loyalty. By doing so, companies can cater to the growing demand for ethical 

consumption while enhancing brand differentiation. The study concluded that eco-friendly 

packaging can be a strategic tool for cosmetics brands to attract and retain a loyal customer base. 

Yamamoto et al. suggested continuous research into consumer preferences for sustainable 

materials and design, as these preferences may evolve alongside environmental awareness. Finally, 

the researchers advised companies to collaborate with suppliers to ensure that the entire supply 

chain aligns with sustainability goals, further reinforcing the brand's eco-friendly image.  

Tanaka & Kimura (2021) examined the influence of sustainable packaging on customer loyalty 

within Japan’s electronics sector, an industry known for its high turnover of products and 

significant packaging waste. The study aimed to understand how eco-friendly packaging in 

electronics affects consumers' long-term purchasing behavior and brand loyalty. The researchers 

tracked the purchasing decisions of 400 participants over a 12-month period, focusing on the 

impact of sustainable packaging on their loyalty to specific electronics brands. The findings 

revealed a strong positive correlation between the use of eco-friendly packaging and increased 

customer loyalty, particularly in products that were frequently repurchased, such as smartphones 

and accessories. Consumers expressed a preference for brands that used biodegradable, recyclable, 

or minimalistic packaging, associating these choices with responsible corporate behavior. 

Interestingly, the study found that packaging design was not only a factor in first-time purchases 

but also influenced repeat purchases, as consumers developed positive associations with brands 

that consistently prioritized sustainability. Additionally, the research showed that eco-friendly 

packaging contributed to an improved perception of product quality, even though the packaging 

itself did not directly affect the product's functionality. Consumers viewed sustainable packaging 

as a reflection of the company’s broader commitment to environmental responsibility, which 

enhanced their loyalty. While the study showed a clear preference for eco-friendly packaging, it 

also highlighted that consumers expect a balance between sustainability and functionality, as 

overly fragile packaging could negatively affect their overall satisfaction. Tanaka and Kimura 

recommended that electronics companies invest in durable, sustainable materials that can protect 

products while reducing environmental impact. They also suggested that brands should 

communicate their eco-friendly initiatives transparently to build trust with their consumer base. 

Furthermore, the study emphasized the importance of ongoing innovation in packaging materials 
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to meet both environmental standards and consumer expectations. The authors concluded that 

sustainable packaging should be a core part of the branding strategy for electronics companies, not 

just an afterthought. Finally, they recommended that future research explore the role of packaging 

in other areas, such as product durability and end-of-life disposal, to provide a more 

comprehensive understanding of the eco-packaging and loyalty relationship.  

Matsuda (2022) examined consumer attitudes toward eco-friendly packaging in Japan's retail 

sector and how it influences brand loyalty. The study involved a large-scale survey of 600 shoppers 

across major supermarket chains in Japan, making it one of the more comprehensive studies in this 

area. Consumers were asked about their preferences for sustainable packaging and how these 

preferences influenced their loyalty to specific retail brands. The findings showed that a significant 

portion of consumers 78% expressed a preference for brands that used eco-friendly packaging, 

particularly those that were clearly labeled as recyclable or biodegradable. Consumers viewed 

these brands as more responsible and ethical, which positively impacted their loyalty. The study 

highlighted that eco-consciousness was not only a personal value but also a key factor driving 

repeat purchases, as consumers felt a sense of pride and responsibility in supporting 

environmentally friendly companies. Younger consumers were especially likely to prioritize eco-

friendly packaging, reflecting a generational shift in consumer values. However, the study also 

found that packaging convenience and functionality remained important; consumers still expected 

eco-friendly packaging to protect products effectively and be easy to handle. Matsuda et al. noted 

that consumers wanted more transparency in how brands communicated their sustainability efforts, 

particularly regarding the materials used in packaging and their actual environmental impact. They 

recommended that retailers adopt more clear and honest labeling practices to enhance consumer 

trust and loyalty. Additionally, the study suggested that companies invest in innovative, eco-

friendly materials that meet both environmental standards and consumer expectations for 

convenience and durability. Retailers were also advised to educate consumers on the benefits of 

sustainable packaging to further strengthen loyalty and encourage environmentally conscious 

purchasing decisions. The authors concluded that eco-friendly packaging is a powerful tool for 

building customer loyalty in Japan's competitive retail market. Future research should explore the 

long-term effects of sustainable packaging on consumer behavior, as well as potential 

collaborations between retailers and packaging suppliers to innovate further.  

Kobayashi & Mori (2023) analyzed the impact of biodegradable packaging on customer loyalty 

within Japan’s beverage industry. The research sought to understand how consumers perceive 

biodegradable packaging and whether it influences their brand loyalty, especially in a sector that 

produces a significant amount of packaging waste. The study involved an experimental design 

where 200 participants were asked to evaluate beverages packaged in biodegradable materials 

versus traditional packaging. The results revealed that consumers had a clear preference for 

beverages with biodegradable packaging, as they associated these brands with environmental 

responsibility and ethical business practices. This preference translated into higher customer 

loyalty, as participants expressed a greater willingness to repurchase from brands that prioritized 

sustainability. The study also found that biodegradable packaging positively impacted brand 

image, with consumers perceiving such companies as more forward-thinking and socially 

responsible. However, the researchers noted that the quality of the packaging itself still played a 

crucial role; participants preferred biodegradable materials that were durable and practical for 

everyday use. Kobayashi and Mori suggested that companies should invest in high-quality 

biodegradable materials that not only reduce environmental impact but also meet consumer 

http://www.iprjb.org/


International Journal of Fashion and Design   

ISSN: 2789-2484 (Online)       

Vol.3, Issue 4, No.2. pp. 14- 27, 2024                                                                                      
                                                                                                                                                  www.iprjb.org 

22 
 

expectations for convenience and functionality. The study also highlighted the importance of clear 

communication regarding the benefits of biodegradable packaging, as consumers wanted to be 

assured that the packaging was genuinely environmentally friendly. The researchers recommended 

that beverage companies make their sustainability efforts more visible to consumers through 

marketing and packaging design. They also emphasized the need for continuous innovation in 

biodegradable materials, as consumer expectations for sustainability are likely to evolve over time. 

The authors concluded that adopting biodegradable packaging can be a significant driver of 

customer loyalty in the beverage industry, particularly among eco-conscious consumers. Finally, 

they advised companies to ensure that their entire supply chain aligns with sustainability goals to 

reinforce their eco-friendly brand image. 

Ishikawa (2021) explored the role of eco-friendly packaging in Japan’s fast-moving consumer 

goods (FMCG) market and its effect on customer loyalty. The research aimed to assess whether 

packaging sustainability could influence consumer perceptions of a brand's ethics and ultimately 

drive loyalty in a competitive market. Using an online survey of 700 consumers who regularly 

purchased FMCG products, the study employed structural equation modeling to analyze the data. 

The results showed that eco-friendly packaging positively impacted consumer perceptions of a 

brand’s ethics, which in turn enhanced customer loyalty. Consumers associated brands using 

sustainable packaging with ethical and socially responsible business practices, which made them 

more likely to repurchase from these brands. The study also found that younger consumers were 

particularly responsive to eco-friendly packaging, suggesting that the importance of sustainability 

in packaging is likely to grow in the future. Additionally, the research highlighted that clear 

labeling of eco-friendly packaging played a key role in building consumer trust, as it reassured 

consumers that the brand was genuinely committed to sustainability. Ishikawa et al. suggested that 

FMCG companies should prioritize the use of eco-friendly packaging as a means of differentiating 

themselves in a highly competitive market. They also recommended that companies focus on 

transparency and clear communication in their sustainability efforts, as consumers are increasingly 

aware of greenwashing and want to see genuine environmental commitment. The study concluded 

that eco-friendly packaging can be a powerful tool for building customer loyalty, particularly 

among younger and more environmentally conscious consumers. It also suggested that future 

research should explore the long-term effects of eco-friendly packaging on brand loyalty and 

examine how different types of sustainable materials influence consumer preferences. The authors 

advised companies to continuously innovate in packaging design to meet both environmental 

standards and consumer expectations for convenience and functionality. They also highlighted the 

importance of educating consumers about the benefits of eco-friendly packaging to further 

strengthen loyalty and encourage sustainable purchasing behaviors.  

Suzuki & Ito (2023) evaluated the influence of eco-friendly packaging on customer loyalty within 

the luxury goods market in Japan. This sector has traditionally been slow to adopt sustainable 

practices, as luxury consumers often prioritize product aesthetics and exclusivity over 

environmental concerns. However, the researchers aimed to assess whether eco-friendly packaging 

could enhance loyalty even in this high-end market. The study used a case study approach, 

analyzing three luxury brands that had recently introduced eco-friendly packaging initiatives. 

Consumer interviews and surveys (n=250) were conducted to gather insights into how luxury 

consumers perceived these changes and whether it affected their loyalty to the brand. The findings 

revealed that eco-friendly packaging did, in fact, contribute to increased brand loyalty, particularly 

among younger, affluent consumers who valued sustainability as part of their luxury experience. 
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These consumers viewed eco-friendly packaging as a reflection of the brand’s commitment to 

innovation and corporate responsibility, which deepened their emotional connection to the brand. 

Additionally, the research showed that consumers were willing to pay a premium for luxury goods 

packaged sustainably, as long as the packaging maintained the high standards of aesthetics and 

quality they associated with luxury brands. Suzuki and Ito also found that eco-friendly packaging 

could serve as a point of differentiation for luxury brands in a competitive market, helping them 

attract eco-conscious consumers without compromising their exclusive image. The study 

recommended that luxury brands should continue to explore sustainable packaging solutions that 

align with their brand identity and appeal to the growing segment of environmentally conscious 

consumers. Furthermore, the authors suggested that luxury brands should integrate sustainability 

into their broader brand narratives to enhance customer loyalty and strengthen their reputation as 

leaders in corporate responsibility. The study concluded that eco-friendly packaging has the 

potential to reshape the luxury goods market by appealing to a new generation of consumers who 

prioritize both luxury and sustainability. Finally, Suzuki and Ito recommended that future research 

should investigate the long-term impact of eco-friendly packaging on luxury brand loyalty and 

explore how luxury consumers' preferences for sustainability evolve over time.  

METHODOLOGY 

This study adopted a desk methodology. A desk study research design is commonly known as 

secondary data collection. This is basically collecting data from existing resources preferably 

because of its low-cost advantage as compared to field research. Our current study looked into 

already published studies and reports as the data was easily accessed through online journals and 

libraries. 

FINDINGS 

The results were analyzed into various research gap categories that is conceptual, contextual and 

methodological gaps 

Conceptual Gaps: Nakamura & Sato (2019) highlighted the correlation between eco-friendly 

packaging and customer loyalty, particularly among younger consumers, it primarily focuses on 

transparency and recyclability as key features. A conceptual gap exists in the exploration of other 

packaging attributes, such as biodegradability, minimalism, or even technological innovations like 

smart or reusable packaging. Additionally, the study does not delve deeply into the emotional 

connection consumers may have with brands based on environmental consciousness, leaving room 

for further research into the psychological drivers of loyalty beyond sustainability values.  

Yamamoto (2020) explored the relationship between eco-friendly packaging and customer loyalty 

in the cosmetics industry, it primarily emphasizes consumer trust and emotional connection. There 

is a need for further investigation into how eco-friendly packaging impacts other areas, such as 

consumer perceptions of product efficacy or brand prestige, particularly in the beauty sector where 

these factors are critical. Furthermore, the study suggests a premium consumers are willing to pay 

for sustainability, but it does not examine the threshold of this willingness or the trade-offs between 

sustainability and price sensitivity. 

Contextual Gaps: Nakamura & Sato (2019) focused on the food industry, yet it does not explore 

how the role of eco-friendly packaging might differ across various sub-segments of the food 

industry, such as organic, processed, or fresh food sectors. Additionally, the study does not 

investigate the role of government policies or industry regulations on eco-packaging in Japan, 
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which could be critical in understanding broader consumer attitudes. Yamamoto (2020): The 

research concentrates on the cosmetics industry but does not account for how luxury and mass-

market segments might differ in their reactions to eco-friendly packaging. The study also 

overlooks how cultural factors or global trends might influence Japanese consumers’ attitudes 

toward eco-conscious beauty brands. Further context could be provided by exploring how global 

supply chain practices affect consumer perceptions of local brands’ sustainability efforts. 

Geographical Gaps: Nakamura & Sato (2019) limited to Japan’s food industry, and while the 

findings are valuable, they do not provide insight into how Japanese consumer attitudes toward 

eco-friendly packaging compare to those in other countries, particularly in the broader Asia-Pacific 

region. There is an opportunity for comparative research on consumer loyalty linked to sustainable 

packaging in culturally similar markets, such as South Korea or China. Yamamoto (2020) focused 

on Japan’s cosmetics industry but does not investigate how Japanese consumers' preferences for 

eco-friendly packaging differ from those in other markets, particularly in Asia where cultural 

attitudes toward beauty and sustainability may vary. Further research could explore how Japanese 

consumer behavior compares to global trends in the cosmetics industry, especially in countries 

leading eco-friendly initiatives like France or the U.S. Tanaka & Kimura (2021) geographically 

confined to Japan’s electronics sector, but electronics are a globally traded commodity. A gap 

exists in understanding how Japanese consumers' expectations for sustainable packaging differ 

from those in other major electronics markets, such as the U.S., China, or Europe. Comparative 

studies could shed light on how global brands can adapt their packaging strategies to fit various 

geographical markets. 

CONCLUSION AND RECOMMENDATIONS 

Conclusions 

In conclusion, the influence of eco-friendly packaging on customer loyalty in Japan is significant 

and growing. As Japanese consumers become more environmentally conscious, they increasingly 

prioritize sustainability in their purchasing decisions. Brands that adopt eco-friendly packaging 

not only demonstrate corporate responsibility but also appeal to consumers' values, fostering 

stronger emotional connections and brand loyalty. Furthermore, the alignment with government 

initiatives promoting environmental sustainability enhances brand reputation. Companies that 

invest in sustainable packaging can differentiate themselves in the competitive market, creating 

long-term customer loyalty by meeting both ethical standards and consumer preferences. 

Recommendations 

Theory 

Consumer Behavior Models: Research on eco-friendly packaging can contribute to refining 

consumer behavior models by incorporating sustainability as a key driver of loyalty. Studies 

should explore the cognitive and emotional mechanisms through which Japanese consumers 

develop brand loyalty in response to sustainable packaging, adding depth to the "green 

consumerism" aspect of loyalty theories. Traditional brand loyalty models (e.g., Aaker's or Keller's 

models) can be enhanced by emphasizing the role of eco-consciousness, which is becoming a 

significant value proposition. This addition could also further the understanding of how 

environmental responsibility strengthens long-term consumer relationships. Future studies should 

focus on how green packaging strengthens emotional loyalty by creating a sense of shared values 

between the consumer and the brand. 
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Practice 

Eco-friendly packaging can be an essential differentiator for brands in Japan, where environmental 

consciousness is culturally significant. Companies that adopt sustainable packaging can strengthen 

brand loyalty by aligning their products with consumer values related to environmental protection. 

Japanese consumers value transparency and environmental responsibility. Brands that actively 

communicate the ecological benefits of their packaging can foster higher trust levels, resulting in 

improved customer satisfaction and loyalty. Eco-friendly packaging should be part of a broader 

sustainability strategy that is authentically communicated. Brands should invest in high-quality 

eco-friendly materials and emphasize their sustainable practices in marketing campaigns, 

showcasing their environmental commitment to foster long-term customer loyalty. 

Policy 

Policymakers should consider incentivizing the adoption of eco-friendly packaging through tax 

breaks or subsidies, which would encourage more brands to switch to sustainable packaging 

solutions. This would not only benefit the environment but also create a more competitive market, 

where eco-conscious brands attract more loyal customers. Clear regulations and standards for what 

constitutes eco-friendly packaging will help maintain consumer trust. These standards would 

ensure that brands cannot falsely advertise their products as sustainable, thus preventing 

"greenwashing" and maintaining loyalty among environmentally conscious consumers. 
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