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Abstract - Sustainable growth is a global agenda that 
addresses environmental problems, climate change, 
resource efficiency, and the use of natural materials. 
As consumers play a crucial role in the success of any 
business or organization, it is essential to understand 
their preferences, buying reasons, and challenges 
related to sustainable products and green packaging. 
The study highlights the significance of green product 
packaging and the need to understand consumer 
behavior toward it. The study used convenience 
sampling methods for primary data collection and 
analyzed the responses of 232 participants using SPSS 
software. The chi-square values, phi, and Cramer's V 
were explored to test the relationship. The result has 
been interpreted as emphasizing the importance of 
green product packaging for sustainable development 
and a green environment. Finally, the consumers' 
buying behaviors have been understood from different 
perspectives towards a sustainable environment with 
particular reference to green product packaging. 
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1. Introduction

There has been a growing interest in global 
environmental protection in recent years. Reducing 
the effect of obliteration and pollution through green 
packaging (GP) is essential for a better economy [1]. 
Green packaging is also referred to as eco-green 
packaging (EGP), eco-friendly packaging (EFP), 
sustainable packaging (SP), or recyclable packaging 
(RP). Using ecological materials for packaging 
confirms that by-products are efficacious and safe for 
human health and the environment.[2]. According to 
experts, green packaging is an excellent solution for 
reducing the adverse effects of plastic and 
unecological packaging on the environment [3]. It is 
a crucial issue that must be considered in fulfilling 
the Sustainable Development Goals (SDG) [4], with 
social and economic implications [5]. While most 
research on green packaging is focused on the 
packaging's composition and manufacture, other 
studies have analyzed specific issues such as the 
impact of packaging on the supply chain [6], 
marketing [7], and consumer behavior [8]. 

It is realized that consumers have an essential 
role in maintaining a sustainable and green 
environment. With modern lifestyles demanding 
longer product shelf lives, it's necessary to analyze 
consumer opinions about green products and their 
packaging.  

Understanding the consumer perspective on 
green packaging can help companies innovate and 
implement eco-design strategies that benefit their 
brand and the environment. [9]. Companies must 
invest in new filling lines that accommodate more 
environmentally friendly, reusable, recyclable, and 
sustainable packaging or collaborate with suppliers. 
Overall, it's clear that green packaging is an essential 
consideration for both companies and consumers 
alike in creating a more sustainable future [10]. 

According to Zadek [11], it is realized that 
incorporating responsible business practices in their 
strategy can give them a competitive edge and lead to 
long-term success.  

mailto:zulfeqatm@ubt.edu.sa
https://www.temjournal.com/
https://doi.org/10.18421/TEM124-38


TEM Journal. Volume 12, Issue 4, pages 2273-2283, ISSN 2217-8309, DOI: 10.18421/TEM124-38, November 2023. 

2274                                                                                                                             TEM Journal – Volume 12 / Number 4 / 2023. 

While some companies have taken advantage of 
the "green market," others have improved their 
approaches to satisfy the demands of 
environmentally conscious consumers. Consumers 
have become more aware of their consumption's 
environmental impact and prioritize protecting it. 
However, this concern only sometimes translates into 
buying habits [12]. To our knowledge and review of 
the literature on green product packaging, it has 
covered different business and consumer dimensions. 
The aim, in particular, points towards consumer 
behavior through sustainable products and their 
packaging to the final consumer products. Very few 
studies have been conducted, particularly in the 
Saudi Arabian context; it is found inevitable. 
Therefore, this examination aims to fill the gap in 
research on consumer behavior towards sustainable 
packaging to assess consumer preferences for eco-
packaging and reasons for purchasing it to promote 
sustainability. The study also evaluates consumers' 
difficulties using eco-packaging and whether 
attitudes vary demographically. 
 
2. Literature Review 

 
The literature review has been divided into eight 

parts: importance of product packaging, green 
packaging (GP) and purchaser behavior, type of 
green packaging following consumer preference, 
reasons behind selecting green packaging (GP) for a 
sustainable environment, challenges of using green 
packages to create a sustainable environment, 
demographic characteristics and GP, business 
strategies, and hypothesis. 

 
2.1.  Importance of Product Packaging  
 

In today's market, packaging is crucial. 
According to the European Union, "packaging" 
includes all materials used to contain, protect, 
deliver, and present goods, starting with raw 
materials and ending with the finished products. 
Packing has traditionally served to safeguard, 
preserve, transport, handle, and store goods [13]. 
From a shopper's viewpoint, packaging is pivotal in 
purchasing, often being the first point of contact 
before making a final decision [14]. However, 
manufacturers tend to rely heavily on plastic as a 
packaging material without considering the impact 
on the environment. It has caused several 
environmental problems, and there has been a shift 
towards a new approach called the "green packaging 
concept" [15], [16].  
 
 
 
 

2.2.  Green Packaging (GP) and Purchaser Behavior 
 
 The role of GP in sales is vital to business 
success [17], and it is also a significant contributor to 
pollution. Therefore, the demand for eco-friendly 
packaging has increased in recent years [18]. 
Shoppers are now well-informed concerning the 
environmental consequences of packaging and prefer 
packaging that employs less waste materials in GP. 
Studies suggest that goods packed in eco-friendly 
materials are well-thought-out and more appreciated 
by consumers [19]. Both internal and external factors 
influence green consumers, and their attitudes toward 
what is green usually depend on their opinions on 
sustainability [20]. 
 
 Moreover, packing plays a substantial part in a 
customer's determination to buy a product, and 
environmentally safe packaging determines product 
choice [21]. High-quality green products are 
perceived positively by consumers [22]. Currently, 
buyers' opinions about green products are limited to 
their design, expense, biodegradability, and 
recyclability of materials that can be recycled, which 
should be noticed [23]. 
 
2.3.  Type of Green Packaging Following Consumer 

Preference 
 

 
 

Figure 1. Type of green packaging 
 
 Several factors influence consumers' attitudes 
toward green/ eco-friendly packaging, including 
price, availability, and social influences. At the same 
time, social impact may play a significant role in 
purchasing behavior [24]. It is essential to note that 
sustainable packaging comes in various types, and 
consumers worldwide are gradually keen to pay for 
EFP/ GP options. Research shows that in Denmark, 
young consumers prioritize the material type and 
disposal management of packaging for liquid food. 
Furthermore, a study on French and Polish students' 
beliefs identified sustainable packaging attributes and 
messages that positively impact consumer behavior 
[25].  
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Eco-friendly packaging (EFP)/ GP options such 
as cardboard, paper, water-soluble plastics, organic 
fabric, and kraft paper are popular [26]. Some 
companies also use acid-free tissue paper and 
bamboo to reduce environmental impact [27]. 
However, by researching antimicrobial packaging 
strategies, it is vital to ensure that packaging 
processes are harmless for the atmosphere and social 
well-being, especially for food and cosmetics [3], 
[28]. Recyclable materials such as steel and 
aluminum for can manufacturing can be used in 
highly integrated packaging [29]. While paper-based 
packet foodstuffs were once considered an 
inexpensive and sustainable substitute to plastic [30], 
and comparatively perceived as highly valued, eco-
friendly, and the most environmentally friendly 
products (EFP) [31]. Only a few studies have looked 
into custom packaging for particular products, such 
as using paper packaging for cereal bars, foods, and 
milk and experimenting with different packaging 
materials for tomato soup products. Additionally, it's 
essential to keep in mind that the lifespan of various 
packaging materials varies, and some companies are 
now turning to bamboo as a more eco-friendly and 
durable option [28], [29], [30].  
 
2.4.  Reasons Behind Selecting Green Packaging (GP) 

for a Sustainable Environment 
 
 Extensive research has demonstrated that large 
firms are encouraged to adopt sustainable practices 
due to the impact of retailers' environmental 
reputations and lifestyles on shopper purchasing 
behavior [31]. However, buyer sensitivities of GP 
could be distinct, mainly in developing marketplaces. 
Many factors influence the decision of consumers to 
buy products with green packaging, including the 
origin of the products, packaging typology, and price 
[32]. Customers' willingness to purchase sustainable 
products varies depending on the packaging format. 
From a business perspective, companies are 
embracing green packaging initiatives in response to 
societal pressure, environmental concerns, customer 
attitudes and willingness to pay, and laws and 
regulations [33], [34]. 
 
2.5.  Challenges of Using Green Packages to Create a 

Sustainable Environment 
 

Switching to green packaging offers several 
benefits for organizations, including consuming 
fewer natural resources in production and reducing 
negative environmental impact. Sustainable packages 
are often more lightweight yet robust. Their 
flexibility and versatility can attract consumers by 
observing their buying behaviors [3].  

Previous studies have shown that consumer 
beliefs impact the purchase intent of eco-friendly 
packaging. Color and visual appearance are also 
critical factors when designing environmentally 
friendly packaging. It is worth noting that 
ecologically aware buyers are regularly keen to pay 
additionally for sustainable product packaging (SPP). 
In difference, most participants in a study on 
sustainable paper-based packaging were unwilling to 
pay more despite considering themselves 
ecologically conscious. The business sector in Saudi 
Arabia faces significant challenges in manufacturing 
ecological packages/ green packaging, with cost 
concerns being the most significant barrier. As per 
Moustafa et al. [3], businesses must prioritize 
ensuring product safety, and customer perception 
plays a crucial role in analyzing their willingness to 
pay.  
 
 

 
Figure 2. Potential challenges for manufacturing green 

packages  
 

Figure 2 highlights the considerable barriers to 
constructing green packaging, including cost 
concerns, product safety, consumer perception, waste 
management, and high breakdown structure of 
materials used for production, which depends on 
their appropriate disposal. Eco-friendly/ Green 
Packaging (GP) solutions must be initiated with 
proper solutions to create a higher environmental 
impact, allowing Saudi Arabia to make a more 
significant difference in its carbon footprint [35]. 
Participants in a study expect sustainable packaging 
materials such as paper, especially for sensitive 
foods. However, they also feel that environmentally 
friendly packaging design needs to be considered 
[36].  
 
2.6.  Demographic Characteristics and GP 
 

Gender can exert a notable influence on a person's 
persuasiveness when it comes to making purchasing 
choices.  
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Research shows that women tend to have a 
greater influence on their peers when buying 
products. However, regardless of gender, customers 
are increasingly concerned about environmentally-
friendly purchasing behavior. This means that people 
are more likely to support businesses prioritizing 
sustainability and reducing their carbon footprint. As 
a result, companies that prioritize eco-friendliness are 
likely to see an increase in customer loyalty and 
sales. Likewise, the preference for economical 
purchases is also favorable with all educational 
resources, except non-educational ones. [37]. Many 
studies have shown significant gender differences in 
environmental attitudes [38], [39]. It revealed that 
males have further adverse attitudes towards the 
environment than females [39]. Females were more 
likely to purchase GP products [40]. In addition, an 
investigation indicates that gender view varies with 
consumption; women and men do not have identical 
purchasing behavior [41]. Prior study has revealed 
that consumption is more closely associated with 
ladies than gentlemen. Indeed, ladies symbolize the 
immediate class of shoppers worldwide [42], which 
must be more eye-catching and attractive to stand out 
from other packaging on the shelf. Demographics 
such as years, gender, and earnings influence 
consumers' ecologically friendly buying behavior 
[43]. 
 
2.7.  Business Strategies  
 

Legal and policy factors greatly influence 
consumer behavior towards sustainable consumption. 
Environmental protection laws should incentivize 
green technologies and ecological behavior through 
economic means such as tax cuts and subsidies [44]. 
To remain competitive, businesses must incorporate 
sustainability opportunities into their strategies by 
adding green elements to their products and 
packaging [45]. Promoting green products and green 
packaging must influence consumer behavior. 
However, the lack of internalization of sustainability 
has resulted in most consumers exhibiting 
unsustainable behavior. Therefore, new practical 
tools are necessary to encourage sustainable 
consumption behavior [46]. 
 
2.8.  Hypothesis: 
 

The following hypothesis has been revealed from 
the above literature, and finally, it will be tested to 
know the current opinion variation in the selected 
region. 
 
 
 

1. Hypothesis: (Ha): There is a difference in 
opinion between consumers' preferences towards 
green packaging products, which is associated 
differently gender-wise. 
2. Hypothesis: (Ho). There is no disparity in 
opinion between the consumer's preferences towards 
green packaging products, and it is associated 
differently with age. 
3. Hypothesis: (Ho). There is no variance in view 
between the consumer's liking towards green 
packaging products, and it is associated differently 
with education.  
4. Hypothesis: (Ha). There is a difference in 
opinion between the consumer's preferences towards 
green packaging products, and it is associated 
differently with the income of consumers. 
5. Hypothesis: (Ha): There is a variation between 
the types of green packaging products consumers 
preferences, and varies cross-sectional-wise (gender, 
age, education, and income level). 
6. Hypothesis: (Ha): There is an unbeatable 
connection between reasons to prefer sustainable 
packaging as well as the varied cross-sectional 
opinion of the consumer (gender, age, education, and 
income level) 
7. Hypothesis: (Ha): There is a variation in 
opinion among the respondents on difficulties 
consumers face in using green packaging for a 
sustainable environment. 
 
3. Methodology of Study 
  

The selected study utilized primary and secondary 
research methods, resulting in a mixed approach. The 
investigator employed quantitative and descriptive 
research methods, employing questionnaires with 
close-ended questions to save respondents time and 
effort. A pilot test was conducted on ten participants, 
and little modifications were made to the 
questionnaire before the final survey. Primary data 
collection was deemed essential for authentic results, 
and data was gathered cross-sectionally from a single 
point in time [47]. To ensure reliable data collection, 
convenience and snowball sampling methods were 
used, and 232 responses were taken for the study as 
they were proven to be time and cost-effective [48]. 
The sample size was justified as it provided a 
comprehensive range of varied data [49], [50]. The 
formulated hypothesis was analyzed in the result 
section using descriptive statistical tools, using the 
Phi and Cramer's V & Chi-square test <0.05 with a 
95% confidence level to test the relationship as per 
need. 
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4.  Results and Discussion 
 

The results and discussion sections are segregated 
into demographic information, consumer attitudes 
towards green packaging products, hypotheses 
analysis, reasons to prefer green packaging products, 
and challenges of using green packages to create a 
sustainable environment. 
 
4.1.  Demographic Information 

 
 The outcomes show a clear majority of male 
respondents at 67.67%, with only 32.33% of female 
respondents. The age range of '26-35 years old 
represented the largest group of participants at 
59.3%, followed by '36-45 years of age (24.138%), 
‘46-55 years (11.2%), and ‘56 years old and above’ 
(6.9%). Most respondents had a ‘high school 
education or lower’ accounting for 82.6%. Regarding 
family income, it is notable that 41.8% reported a 
monthly income of ‘more than 21000 SR’, 39.6% 
had less than 10000 SAR, and 18.5% fell in the 
income category between ‘11000- 20000 SR’. 
 
4.2.  Consumer's Attitudes Towards Green Packaging 

Products 

 
 

Figure 3. Consumer preferences for green packaging 
products in relation to gender 

Source: By the Author 
 

The results in Figure 3 show the predicted 
buying patterns of consumers for green packaging 
products. Most male 88 (37.9%) respondents stated 
that they did not prefer green packaging products, 
while 69 (29.7%) chose to buy and favored them, 
followed by 38 (16.4%) of female respondents.  

 
 

The study revealed that male respondents had 
higher positive and negative preferences than female 
respondents, contrary to the survey conducted by 
Tikka et al. [51]. Additionally, most male 
respondents claimed they do not prefer green 
packaging products. 

As the result indicates, Figure 4 displays 
respondents' buying preferences based on age. The 
majority of respondents 114 (49.1%) were in the age 
group of 26-35, followed by the age group of '36-45' 
56 (24.1%), '46-65' 26 (11.2%), '18-25' 20 (8.6%), 
and '56 and above' 16 (6.8%) who preferred to buy 
green packaging products. The majority of 
respondents 'under the age of 35' 73 (31.10%) also 
chose not to purchase green packaging products. And 
it shows no significant differences in opinions among 
respondents based on age. 
 

 
 

 

Figure 4. Consumer’s attitudes towards green packaging 
products in relation to age (in Years) 

Source: By the Author 
 
Figure 5 highlights the buying preferences of 

respondents based on their education level towards 
consumer buying behavior and a sustainable 
environment through Green Packaging. Among the 
educated group, 101 (43.5%) of ‘graduate and above’ 
degree holders did not favor green packaging 
products, while 87 (37.5%) favored green packaging 
products. Interestingly, all four unschooled 
respondents (100%) claimed they dislike buying 
green packaging products. This indicates that 
educated respondents differ in opinion, while 
uneducated respondents prefer to avoid green 
packaging products. 
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Figure 5. Buying preference of products in green 
packaging in relation to education 

Source: By the Author 
 

Figure 6 presents the buying preferences of green 
packaging products of respondents based on their 
monthly income.  
 

The majority (37) of the responses belonged to 
the income category of ‘5000-10000 SR’ (15.9%), 
followed by the income category of ‘11000-15000 
SR’ 23 (9.9%), ‘16000-20000 SR’ 18 (7.8%), ‘26000 
SR and above monthly family income group’ 12 
(5.2%), and the rest had almost the same opinion. 
The result suggests that respondents with less income 
(<5000SR monthly) have less preference for buying 
green packaging products as it may seem costly to 
them and might be more price sensitive.  

 
 

 
 

Figure 6. Buying preference of products in green 
packaging product in relation to monthly income  

(in Riyal) Source: By the Author

4.3.  Hypothesis Testing (No.1 to No.4) 
 
Table 1. Result of hypothesis testing (H1 to H4) 
 

Cross analysis Chi-Square Tests   Symmetric Measures   

 Category   
Pearson 
Chi-Square DF Phi 

value Cramer's V Contingency 
Coefficient 

No. of Valid 
Cases 

Ha1: Buying 
attitude *gender 

Value 0.922 5 -0.063 0.063 0.063 232 
Approx. 
Sig. 0.337   0.337 0.337 0.337   

Ha2: Buying 
attitude *Age 

Value 5.278 5 0.151 0.383 0.149 232 
Approx. 
Sig. 0.383   0.383 0.383 0.383   

Ha3: Buying 
attitude * 
Education 

Value 4.457 3 0.139 0.139 0.137 232 
Approx. 
Sig. 0.216   0.216 0.216 0.216   

Ha4: Buying 
attitude * 
Income 

Value 3.51 5 0.123 0.123 0.123 232 
Approx. 
Sig. 0.622   0.622 0.622 0.622   

Source: By the Author 
  
 The opinions of consumers towards green 
packaging products were tested through the 
hypotheses mentioned below:  
 
• Hypothesis 1. (Ha): There is a dissimilarity in 

opinion between the consumers' attitudes 
towards green packaging products, which is 
associated differently gender-wise. 

 

 According to Table 1, the Chi-Square test 
significance is 0.337. These values are all greater 
than < 0.05, indicating no difference in consumers' 
opinions towards green packaging products based on 
their gender [52]. Therefore, the suggested 
hypothesis has been rejected; it is inferred that there 
is no deviation among consumers' opinions. This 
result is compatible with earlier investigations, which 
discovered a weak association between gender and 
green buyer behavior [53] and does not support the 
idea of Mainieri et al. [54].  
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• Hypothesis 2 (Ho): Age does not influence 
consumers' attitudes toward green packaging 
products.   
 

 The results from Table 1 reveal that the outcome 
of the Chi-Square and the symmetric measures used 
for the analysis is 0.383. These values are not 
significantly associated at < 0.05, indicating no 
variation in opinion among consumers’ attitudes 
towards green packaging products based on age. 
Hence, the current theory acknowledges that age 
does not influence consumers' attitudes towards 
green packaging products.  
 
• Hypothesis 3 (Ho): Consumers' attitudes towards 

green packaging products are not influenced by 
their level of education.  
 

 The results from Table 1 show that the 
significance of the Chi-Square test analyzed is 0.216. 
For symmetric measures, Phi Value (PV), Cramer's 
V (CV), and Contingency Coefficient value (CCV), 
the significance values are also 0.216.  

These values are more significant than < 0.05, 
indicating no difference in opinion among 
consumers' attitudes towards green packaging 
products based on their level of education. Therefore, 
the current hypothesis is accepted, and it can be 
concluded that education rank does not affect 
customers' mindsets towards green packaging 
products.  
 
• Hypothesis 4 (Ha): Their income influences 

consumers' attitudes towards green packaging 
products.  

 
 Table 1 shows that the significance of Chi-
Square is 0.622, and for symmetric measures (Phi 
value, Cramer's V, and Contingency Coefficient 
value), the significance values are 0.622. These 
values are more significant than < 0.05, indicating no 
difference in opinion among consumers' attitudes 
towards green packaging products based on income. 
Therefore, the current alternative hypothesis is 
rejected, and it can be concluded that payment does 
not influence consumers' attitudes toward green 
packaging products. This result agrees with the 
discoveries of Shamsi and Siddiqui [55]. 

 
4.4.  Types of Green Packaging (GP) Preferred by Consumers 
 

Table 2. Green packaging preferred 
 

Category 
   

 
Freq % Rank 

Glass 98 26.997 2 
Paper 71 19.559 4 
Wooden/ Cardboard 76 20.936 3 
Recyclable plastic 118 32.506 1 
Other: 4 1.1 5 
Total 363 100 

 Chi-Sq Tests (Table 4.2) 
 Value df Asymp. Sig. (2-sided) 
Pearson Chi-Square 18.781a 4 0.001 
Likelihood Ratio 19.062 4 0.001 
Linear-by-Linear Association 0.215 1 0.643 
N of Valid Cases 232   
a. The minimum expected count is 14.76. 
Symmetric Measures 
 Value Approx. Sig. 
Nominal by Nominal Phi 0.285 0.001 
 Cramer's V 0.285 0.001 
N of Valid Cases 232 
 Source: By the Author 

 

 The research is keen to determine the preferred 
type of GP among consumers and to explore whether 
there is a good correlation between select packaging 
and green packaging for a sustainable environment. 
The results from Table 2 unequivocally demonstrate 
that 26.997% of participants favor glass for green 
packaging, whereas 32.506% prefer recyclable 
plastic.  

Most participants chose recyclable plastic, followed 
by glass, cardboard, and paper packets, for green 
packaging for environmental sustainability.  
 
• Hypothesis 5. (Ha): There is a variation between 

the types of green packaging products consumers 
prefer.  
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 The study found a moderate dependency between 
the variables, with a chi-square p-value of 18.781, 
Phi 0.285, and Cramer's V 0.285 having a sig value 
of 0.001; hence, the collected data is statistically 
significant. The chi-square test results also confirm 
the previous study and are consistent with it that 
there is a positive correlation between preferred 
packaging for a sustainable environment [56]. Thus, 
green packaging of products can be made sustainable 
by considering the consumers' preferences (See 
Table 2).   
 
4.5.  Reasons to Prefer Green Packaging Products 
 
Table 3. The reasons for green packaging products (Rank 
the options in order) 
 

Category  Rank Score Rank % Rank 
Order 

I feel responsible for the 
environment 

 745 21.396 2 

Protect the environment  755 21.683 1 
Green packaging is 
trendy 

 641 18.409 4 

Can be recycled/reused  712 20.48 3 
Other reason  629 18.064 5 
Total   3482 100  
Chi-Square Tests    
 Value  df Asymp. Sig. (2-

sided) 
Pearson Chi-
Square 

4.161a  4 0.385  

Likelihood 
Ratio 

4.193  4 0.381  

Linear-by-
Linear 
Association 

0.401  1 0.527  

N of Valid 
Cases 

232    

The minimum expected count is 15.22. 
Symmetric Measures    
   Value Approx. 

Sig. 
Nominal by Nominal Phi 0.134 0.385 
  Cramer's V 0.134 0.385 
N of Valid Cases  232  
Source: By the Author 
 
 Table 3 indicates the reasons to prefer green 
packaging products; the respondents are more 
concerned about the sustainable environment and 
selected the number one reason was protecting the 
environment, followed by the rank 2 for the people 
who feel responsible for the environment, third rank 
given by them is the reason that it can be 
recycled/reused. The fourth reason is that green 
packaging is trendy.  
 
• Hypothesis 6 (Ha): There is an unbeatable 

connection between reasons to prefer green 
packaging and a sustainable environment in 
Saudi Arabia.  

 The chi-square and Symmetric measure values 
were observed to obtain statistical information in the 
study context. The sig value is 0.385; the number is 
higher than the P value>0.05, which can predict no 
connection with selected variables of investigation. 
Thus, the null hypothesis will be accepted; hence, it 
is stated that there is no association between reasons 
to prefer sustainable packaging in Saudi Arabia, and 
the null hypothesis will be accepted (See Table 3).  
 
4.6.  Challenges of Using Green Packages to Create a 

Sustainable Environment. 
 
 Table 4 displays the difficulty level that 
consumers face when using green packaging. The 
most significant challenge identified is the higher 
cost of products packaged in organic material, and 
only 17.40% of respondents reported no issues with 
this. The third most challenging aspect is more 
significant recycling efforts, with 16.46%. 
Additionally, 11.392% of respondents believe green 
packaging requires more space, a substantial barrier 
to consumers purchasing green products [56]. This 
examination highlights the critical necessity to 
enlighten customers about the long-term advantages 
of utilizing eco-packaging (EP). Organizations must 
proactively report the favorable outcomes of green 
packaging (GP) through communication campaign 
drivers. 
 

Table No 4. The difficulties in using green-packaged 
products  
 

Category Frequency % Difficulty Level  
Products packaged 
in green packaging 
are more 
expensive. 

163 51.582 1 

Requires more 
storage space 

36 11.392 4 

Greater recycling 
effort 

52 16.455 3 

There are not any 
difficulties 

55 17.406 2 

Other: 10 3.165 5 
Total 316 100  
    Chi-Square Tests Value df Asymp. Sig. (2-

sided) 
Pearson Chi-
Square 

32.733a 16 0.008 

Likelihood Ratio 39.426 16 0.001 
Linear-by-Linear 
Association 

8.754 1 0.003 

N of Valid Cases 232   
a. 26 cells (76.5%) have an expected count of less than 5. 
The minimum expected count is .46. 
Symmetric Measures 

  Value Approx. Sig. 
Nominal by 
Nominal 

P
hi 

0.376 0.008 

 Cramer's 
V 

0.376 0.008 

N of Valid Cases  232  
   Source: By the Author 
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 Hypothesis 7 (Ha): There is an inviolable 
interconnectedness between challenges of usage and 
Green Packaging of a sustainable environment.   
 
 The chi-square value of 32.733, Phi 0.376, and 
Cramer's V 0.376. indicates the P value of <05, 
which is 0.008. Hence, the selected hypothesis (H7a) 
will be accepted for there is an inviolable 
interconnectedness between usage challenges and 
green packaging to maintain a sustainable 
environment (Table 4). A strong correlation has been 
seen between the obstacles faced using sustainable 
packaging in Saudi Arabia. Therefore, it is essential 
to admit the factors of sustainable packaging 
challenges before promoting selling the product 
among consumers. 
 
5. Conclusion 
 
 As a result, the study has found that the 
respondents have contributed positively and are 
aware of the environmental situation in Saudi Arabia. 
Moustafa et al. [3] suggested that green packaging 
(GP) has become a better option for sustainable 
development in the environment of several different 
countries. The analysis unequivocally demonstrates 
that respondents are environmentally conscious and 
have a positive impact. The study examined vital 
factors such as age group, education, and other 
relevant variables to determine buying patterns and 
frequency of green/eco-friendly package purchasing. 
Statistical examinations were performed to specify 
the impact of each segment. While green packaging 
has become a popular option for sustainable growth, 
it is crucial to consider its advantages and 
disadvantages.  
 The study also evaluated consumer education on 
green packaging to promote its use. The statistical 
tests validated the propositions in the study and 
measured the relatedness of variables. It was found 
that male members do not prefer green packaging 
products in regards to women, and most respondents 
aged ‘26-35’ like to buy such products. The study 
also found that respondents with sound schooling 
stages will likely purchase eco-friendly packaging 
products (GPP). Those with lower salaries have less 
preference for purchasing green packaging products 
as it may seem costly to them and might be more 
price sensitive. These values are all greater than < 
0.05, indicating no difference in consumers' opinions 
towards green packaging products based on gender. 
Age does not influence consumers' attitudes towards 
green packaging products. The current premise will 
be acknowledged, and it can be concluded that 
education level does not affect consumers' attitudes 
toward GPP. 

Furthermore, age does not influence consumers' 
attitudes towards GPP. This result is consistent with 
the study's findings by Shamsi and Siddiqui [55]. It 
aimed to determine the customers' preferences for 
green packaging (GP) and explore potential links 
between packaging selection and a commitment to 
green packaging for a sustainable environment (SE). 
The chi-square test results also confirm the previous 
study and are consistent with it that there is a positive 
correlation between preferred packaging for a 
sustainable environment (SE) [56]. Thus, green 
packaging of products can be made sustainable by 
considering the consumers' preferences in their 
packaging.  
 Eco-friendly packaging or products packaged 
in environmentally-conscious materials often come at 
a higher price. More significant recycling efforts and 
the need for more storage space are substantial 
barriers to consumers when purchasing green 
products [55]. Consumers must become more aware 
of the long-term advantages of using eco-friendly 
packaging (EFP). Companies should take the 
initiative to educate users about the benefits of using 
EFP through communication and campaign drives. 
Thereupon a greener and healthier planet for future 
generations is promoted. It is suggested that all the 
stakeholders of sustainable development should 
motivate the user through awareness and informing 
the benefit of the environment, especially the 
government should take specific steps on it. The 
pricing of environmentally-friendly packaging 
products should be carefully managed to align with 
consumers' buying behavior, especially since lower-
income individuals tend to avoid purchasing such 
items. 
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