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ABSTRACT

This study examines how consumers in Gujarat, India’s Jamnagar and
Bhavnagar districts, perceive, feel, and intend to behave in relation to
food delivery partners’ adoption of zero plastic packaging. The food
delivery ecosystem is facing growing pressure to switch to sustainable
packaging options due to growing environmental concerns and changing
regulatory environments. The purpose of this study is to ascertain how
customers react to this change in these particular urban and semi-
urban environments. Data is gathered from a representative sample of
frequent food delivery customers in both districts using a survey-based
methodology. Consumer knowledge of zero plastic initiatives, their
readiness to accept possible compromises, their assessment of the
packaging’s functional performance (such as temperature retention,
durability, and hygiene), and the impact of demographic characteristics
and environmental consciousness on their perception are important
research areas. It is anticipated that the results will highlight important
factors that encourage and hinder the successful adoption of zero
plastic packaging, offering useful information to local legislators, food
delivery services, and packaging innovators. In the end, the study
aims to close the gap between consumer acceptance and business
sustainability initiatives, advancing a more thorough comprehension
of market dynamics in India’s developing environmentally conscious
food delivery industry. In order to hasten the transition to genuinely
sustainable last-mile logistics, the generated data will be essential for
developing efficient marketing and policy strategies.

KeYWOI‘dS: Zero Plastic Packaging, Consumer Perception, Food
Delivery, Jamnagar and Bhavnagar, Sustainable Logistics

Introduction

to its reliance on plastics and other non-biodegradable

The food industry is not an exception to the fact that
sustainability has become one of the most pressing
challenges in the globe in recent years. Packaging is

materials® The rapid growth of food delivery services in
India, particularly in semi-urban areas like Jamnagar and
Bhavnagar, has raised concerns about packaging waste.
Consequently, there is now increased emphasis on the

crucial to food safety, quality, and delivery, but it has

. . . use of green packaging choices that not only reduce their
also become a major source of environmental issues due
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adverse environmental effects but also affect consumers’
perceptions of sustainability? To successfully implement
eco-friendly practices, businesses must understand how
customers view and respond to green packaging.

Food packaging is much more than just a container for
storage and transportation. It acts as a channel for branding,
marketing, and communication and shapes customers’
perceptions of food safety and quality. Traditional packaging
materials like plastic films and foams are under increasing
criticism for their detrimental impact on the environment,
despite the fact that they are effective at extending shelf life
and maintaining freshness. This has led to the development
of creative alternatives such as recyclable, compostable,
biodegradable, and even intelligent packaging technologies.
In addition to preserving food, these solutions aim to satisfy
the increasing consumer demand for environmentally
responsible practices. Consequently, the use of such
packaging for food delivery has become a blatant sign of
a company’s commitment to sustainability.

One of the key factors influencing how consumers perceive
green packaging is its appearance. According to Li & Li
(2024)*, packaging elements such as colour, material,
structure, and textual content are essential for conveying
green concepts. Among these, colour is the most direct way
to evoke environmental concern, followed by the use of
biodegradable materials and innovative structural designs.
In 2016, Niyati and Vidani® The material and architectural
mix had a particularly strong association with sustainability.
This indicates that consumers’ perceptions of food delivery
services’ commitment to environmental responsibility are
significantly influenced by the tactile and visual components
of their packaging.®

From a broader perspective, studies have also been
conducted on how green packaging affects consumers and
companies. Environmentally friendly packaging promotes
marketing strategies, corporate social responsibility, long-
term cost-effectiveness, and environmental goals, claim’
Businesses that employ environmentally friendly packaging
can often increase brand awareness, draw in eco-conscious
clients, and integrate their efforts into more comprehensive
frameworks such as waste management and the circular
economy.® Therefore, in competitive places like Jamnagar
and Bhavnagar, green packaging can be a differentiator
that boosts consumer loyalty and positions food delivery
partners as moral businesses.®

However, consumer opinions differ, and cultural, social,
and cognitive factors greatly influence the acceptance
of green packaging concepts. Young,® argue in their
systematic review that consumer views toward intelligent
and sustainable packaging technologies are influenced by
knowledge, awareness, and trust.! Misunderstandings or
ignorance of the benefits of green packaging may be the

source of resistance. As a result, companies need to ensure
that their programmes are both environmentally conscious
and effectively communicated to their customers.®*In
2016, For example, a biodegradable container may not
have the intended impact if consumers are unaware of
its eco-friendly qualities.**

Younger consumers in particular have a higher level of
awareness regarding ecologically friendly packaging
practices.’® found that most Malaysian students who
participated in their survey were aware of sustainable
solutions and supported initiatives to minimise non-
biodegradable packaging.'® Younger consumers, who
account for a significant portion of online meal delivery
clients, are likely to value green packaging and may
even choose businesses that adhere to these standards,
according to this data.’” Students and young adults in the
workforce are increasingly using meal delivery apps in
Indian cities like Jamnagar and Bhavnagar,* making this
trend more pertinent to these areas.®

When taken as a whole, the research shows that green
packaging is not merely a useful change but rather
a calculated decision that blends!® environmental
responsibility with consumer psychology. In 2018,% Its
effectiveness depends on how successfully businesses
convey sustainability, align packaging choices with customer
demands, and integrate* environmentally friendly design
elements.? Accordingly, the current study examines how
consumers in Bhavnagar and Jamnagar see the green
packaging that food delivery partners utilise.?? By examining
local consumer perspectives,” this study aims to provide
significant insights into how food delivery services could
optimise their packaging strategies to combine sustainability
and client satisfaction.?® In the end, this will contribute to
the accomplishment of broader sustainable development
objectives.?**°

Research Gap

Four important research gaps that must be filled in order
to successfully commercialise and apply green packaging
solutions are highlighted by the survey study. The price
elasticity of green preference for the dominant 18-25
age group is the main problem. Even though 94.5% of
respondents are willing to support it, this choice is highly
conditional; thus, more research is needed to determine the
highest price premium that consumers will accept before
moving to less expensive, non-sustainable alternatives.
Future research must ascertain if the knowledge gap is in
recognising green companies, comprehending certifications,
or being aware of the proper local disposal practices.
Determining the nature of the “lack of awareness” barrier
mentioned by this same youthful generation is another
relevant gap.
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The Intention-Behaviour Gap in Disposal, the third and
most pressing gap, is directly caused by this knowledge
gap. 43.6% of 18- to 25-year-olds still discard packaging
as general waste, despite their strong preference.
To create successful behavioural nudges to promote
recycling compliance, more research is required on
the structural and behavioural impediments (such
as imprecise labelling or a lack of suitable bins).
Lastly, even if age is a significant factor, more research is
required to determine the impact of gender and occupation
in order to identify other market categories with particular
sensitivities.

Research Objectives

¢ |dentifying consumer awareness of green (eco-friendly)
packaging in food delivery services in Jamnagar and
Bhavnagar is the first of the study’s goals.*?

e To determine how consumer knowledge and
acceptability of green packaging are impacted by
packaging design features (colour, material, structure,
and labelling).*®

e Toassess whether consumers are prepared to accept
and pay more for food that is packaged sustainably.*

e To investigate how customer perceptions of eco-
friendly packaging are influenced by demographic
variables (age, gender, occupation, income, and
education).*

e Toevaluate the obstacles that prevent consumers from
accepting green packaging, such as cost, ignorance,
disposal problems, and durability issues.*®

Literature Review

How Food Packaging Design Affects Consumers’ Views
of Green Awareness Printed on September 20, 2024, by
Hanjing Li and Ruohui Li:?®

One of the most important areas of green design is food
packaging, which also acts as a significant medium for
educating customers about green ideas. In addition to
achieving environmental sustainability, good packaging
design raises consumer knowledge of environmental issues
and supports sustainable development. Investigating the
connection between food packaging design and customers’
perceptions of green principles is therefore crucial. This
study uses a literature review and case analysis to identify
the essential components of green design in food packaging
and the common green concepts they express in order
to increase the impact of food packaging on customers’
green awareness and encourage their environmentally
conscious behaviours.

Sample packaging was designed using a variety of
combinations of representative elements that were
established using the conjoint analysis method (CAM).
The study investigated the variations in the degree to

which different components and their combinations
impact consumers’ perceptions of green concepts using
guestionnaire evaluation and user interviews. According
to the findings, colour is the most straightforward and
efficient means of conveying green information and raising
consumer awareness of environmental issues when it
comes to food packaging. Material, structure, text, and
patterns come next. Users are most effectively able to
understand green concepts when material and structure
are combined; however, colour and structure are least
effective when combined.

Consumers are most likely to associate biodegradable
materials with green concepts. This study further elucidates
the relationship between green food packaging design
and consumers’ green awareness and offers practical
design strategies for embedding green concepts in food
packaging by focusing on the selection of colour, material,
and structure to express different types of green ideas.

Green Packaging from Consumer and Business
Perspectives

Published Jan 28, 2021 - Gonzalo Wandosell, M. Parra-
Merofio, A. Alcayde, R. Bafios

Sustainable development is a global objective that aims
to address the societal challenge of climate action, the
environment, resource efficiency, and raw materials. In
this sense, an important strategy is the promotion of
green packaging, that is, the use of sustainable materials
and designs for the packaging of goods. In recent years,
much research work has been published in the specialised
area covering the different perspectives and dimensions of
green packaging. However, to our knowledge, no previous
investigations have analysed the research activity on green
packaging from business and consumer perspectives. The
present study intends to fill this gap by analysing all of the
publications found in the Scopus database with the help
of visual analytic tools, including word clouds and Gephi
network visualisation software. More specifically, our study
analyses the impact of green packaging from business and
consumer viewpoints, including some specific issues such
as the design and materials used in green packaging, green
packaging costs, marketing strategies and corporate social
responsibility related to green packaging, and the impact
of green packaging in waste management, the circular
economy, logistics, and supply chain management. The
results obtained reveal the growing interest of scholars and
researchers in all of these dimensions, as is made patently
clear by the increasing number of journal publications
in recent years. The practical implications of this study
are significant, given the growing awareness among
companies and consumers about the importance of the
promotion of sustainable development through green
packaging alternatives. More specifically, the results of this
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research could be very useful for all of those agents who
are interested in learning about the main lines of research
being developed in the field of green packaging.

Innovative Food Packaging, Food Quality and
Safety, and Consumer Perspectives

Published Apr 12,2022 - Mary R. Yan, Sally Hsieh, Norberto
Ricacho

Packaging is an integral part of the food industry associated
with food quality and safety, including food shelf life
and communications from the marketing perspective.
Traditional food packaging provides the protection of food
from damage and storage of food products until being
consumed. Packaging also presents branding and nutritional
information and promotes marketing. Over the past
decades, plastic films were employed as a barrier to keep
foodstuffs safe from heat, moisture, microorganisms, dust,
and dirt particles. Recent advancements have incorporated
additional functionalities in barrier films to enhance the
shelf life of food, such as active packaging and intelligent
packaging. In addition, consumer perception has influences
on packaging materials and designs. The current trend of
consumers pursuing environmentally friendly packaging is
increasing. With the progress of applied technologies in
the food sector, sustainable packaging has been emerging
in response to consumer preferences and environmental
obligations. This paper reviews the importance of food
packaging in relation to food quality and safety, the
development and applications of advanced smart, active,
and intelligent packaging systems, and the properties of an
oxygen barrier. The advantages and disadvantages of this
packaging are discussed. Consumer perceptions regarding
environmentally friendly packaging that could be applied
in the food industry are also discussed.

A Systematic Review of Consumer Perceptions of
Smart Packaging Technologies for Food

Published May 13, 2020 - E. Young, M. Mirosa, P.

Smart packaging, an emerging technology in the food
packaging industry, incorporates both active and intelligent
technologies. Consumer demand for natural products
and increasingly extended and diverse supply chains
required to feed the growing global population mean that
traditional packaging is becoming less capable of meeting
the functional demands placed on it. To help ensure
the commercial success of proposed smart packaging
technologies, a thorough understanding of consumers’
attitudes toward them is required. Understanding the
cultural, social and cognitive factors that affect acceptance
will help “fine-tune” smart packaging development to
best meet consumer preferences and needs and ensure
that communication about the technologies effectively
addresses consumer concerns and educates them on

the benefits. This systematic review of 28 peer-reviewed
journal articles summarises the current knowledge on
consumer acceptance or rejection of active and intelligent
packaging and the behavioural forces behind those
attitudes. Articles containing primary data and published
in the English language over the last 10 years reporting
consumer responses to active and/or intelligent packaging
technologies in general or to more specific technologies
that achieved the functional goals of active or intelligent
packaging were obtained and analysed for themes in the
qualitative data analysis software NVivo. Themes were
organised into groups as to whether they identified control
variables, moderating variables, barriers or motivations to
purchase and the benefits of the technology. To develop
a conceptual framework for understanding consumer
preferences for smart packaging, the identified themes
were integrated with several consumer behaviour models,
including the theory of planned behaviour and an attitude
model. Consumer perceptions of smart packaging are a
poorly covered research area, with most research being
clustered in Europe and a smaller cluster in the Americas,
so there were significant opportunities to build on the
body of knowledge.

Making It Green: The Food Packaging Perceptions
And Practices Of Young Consumers

Published Apr 8, 2019 - N. Shahrin, R. A. Abd Rahman, N.
Zainol, Noor Saliza Salmi, Mohd Faisal Abdul Wahab

Food handlers still fail to play their part even when the
government imposes the “No Plastic Bag” campaign and
a ban on polystyrene foam to pack foods. This research
focuses on eco-friendly food packaging based on the
perception and practice of young consumers, especially the
undergraduates of Mara University of Technology Penang
Campus (UiITMPP). A questionnaire was constructed and
distributed to 315 respondents. The collected data were
analysed with simple descriptive statistics of frequency,
mean and standard deviation. Most of the respondents
are aware of eco-friendly food packaging. They agreed that
the university should propose some alternative to control
and reduce non-biodegradable food packaging.

Hypotheses:-

H1: There is a significant association between age and
frequency of food delivery usage.

H2: There is a significant association between age and
awareness of green packaging.

H3: There is a significant association between age and
identification of green packaging (e.g., recognising the
material).

H4: There is a significant association between age and
agreement with statements about green packaging (e.g.,
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related to quality, hygiene, or environmental impact).

H5: There is a significant association between age and
the aspect of green packaging valued the most (e.g.,
biodegradability, reusability, or appearance).

H6: There is a significant association between age and
preference to order from companies using green packaging.

H7: There is a significant association between age and
willingness to pay a higher price for eco-friendly packaging.

H8: There is a significant association between age and the
disposal method of food delivery packaging (e.g., recycling,
discarding, or reusing).

H9: There is a significant association between age and
challenges perceived in using green packaging (e.g., higher
cost, lower durability, or food temperature).

Validation Of Questionnaire

The questionnaire included several statements and
guestions related to green packaging, each supported by
previous research.” Participants were first asked about
their awareness of the term “green packaging” or eco-
friendly packaging, based on.?” They were then prompted
to identify how they recognise green packaging,® with the
option to select multiple indicators, following.?>° Additional
items measured the extent to which respondents agreed
with various statements about sustainable packaging and
asked them to indicate which aspects of green packaging
they valued most, as referenced in3® The survey also
explored consumer preferences,® such as whether they
would choose food delivery companies that use green
packaging and whether they were willing to pay a slightly

higher price for eco-friendly packaging,* as informed by %3
Participants were further asked about their usual methods
of disposing of food delivery packaging,®® based on 3¢ and
to identify challenges they perceived in adopting or using
green packaging, drawing from.3%3

Research Methodology

The study employs a descriptive research design and uses
a non-probability convenient sampling method. Primary
data were collected through a structured questionnaire
consisting of close-ended questions, administered online
via Google Forms. The sample size includes 160 respondents
from a global survey area, representing diverse sampling
units such as students, private and government employees,
businessmen, homemakers, and professionals, including
chartered accountants and doctors. Data analysis was
conducted using tables, with SPSS and Excel serving as the
primary analytical tools.

Demographic Summary

The study’s sample of 159 respondents is heavily skewed
towards the young adult demographic, with the 18-25 age
group comprising the vast majority at 69.2%. In terms of
occupation, the sample is primarily composed of students
(62.9%), which aligns with the dominant age group. The
gender distribution is nearly balanced between males
(34.6%) and females (33.3%), though a large portion of
respondents chose ‘prefer not to say’ (32.1%). Regarding
food delivery habits, most respondents use the service
occasionally (32.1%) or frequently (25.2%), and a high
proportion reported being aware (38.4%) or having no
clear idea but being aware (31.4%) of green packaging.

Table I.Results Of Hypothesis Testing

. . Decision | Null Hypothesis | Correlation .
No. | Alternative Hypothesis () | p-value Rule (vs. ) () Decision Coefficient () Interpretation
Significant association Weak positive
H1 between Age and 0.021 < Rejected 0.028 correlation;
Frequency of Food Significant
Delivery Usage. association.
Significant association Weak negative
H2 between Age and 0.008 < Rejected 0.068 correlation;
Awareness of Green Significant
Packaging. association.
Significant association Weak positive
between Age and . correlation;
H o . R .041 S ’
3 Identification of Green 0.005 < ejected 0.0 Significant
Packaging. association.
Significant association
between Age and -
H4 Agreement with > Accepted 0.083 Na(;;;i?;gzannt
Statements about Green ’
Packaging.
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Significant association Slight positive
H5 between Age and Aspect 0.000 < Rejected 0115 co.rre.lz?\tlon;
of Green Packaging Significant
Valued the Most. association.
Significant association Slight positive
between Age and correlation:
H6 | Preference to order from 0.000 < Rejected 0.158 i niﬁcant'
companies using green & o
. association.
packaging.
Significant association Slight positive
between Age and correlation:
H7 | Willingness to pay higher 0.001 < Rejected 0.125 P
. . Significant
price for eco-friendly .
; association.
packaging.
Significant association Slight positive
between Age and . correlation;
H . . R .14 o ’
8 Disposal method of food 0.000 < ejected 0.145 Significant
delivery packaging. association.
Significant association
HO between Age and
" | Challenges perceived in
using green packaging.

*Source: Author’s compilation

Discussion

This research sought to examine the association between
the age of consumers and their attitudes, behaviours,
and perceptions regarding the use of green (eco-friendly)
packaging in food delivery services.

Based on the chi-square test results, it was observed that
across almost all variables analysed, there was a statistically
significant association between age and the different
aspects investigated. This indicates that age influences, in
a relevant way, the degree of awareness, preference, and
behaviour of consumers in relation to sustainable packaging.

Key Findings

e Frequency of Use: Firstly, a significant association was
found between age and the frequency of use of food
delivery services.

e Awareness: Subsequently, a significant relationship
was observed between age and the level of awareness
about the concept of green packaging.

e Identification: The variable concerning “how the
consumer identifies a green package” also demonstrated
a significant association with age.

e General Agreement (Exception): Only one variable—
"degree of agreement with statements about green

packaging” ()—did not show a statistically significant
association with age.

e Other Significant Associations: Other results reinforce
the impact of age on perceptions and attitudes. There
were significant associations between age and:

e Aspect of green packaging valued the most ().

e Preference to order from companies using green
packaging.

e The willingness to pay a higher price for eco-friendly
packaging.

e The disposal method of food delivery packaging

e Challenges: Finally, a significant relationship was
observed between age and the challenges perceived
in using green packaging (missing).

Conclusion and Recommendations

In summary, the results indicate that age is a determining
factor in the attitudes and behaviours related to green
packaging. Although the statistical correlation was weak
(values ranging from to), the significant associations
highlight relevant behavioural trends.

It is concluded that delivery companies and public policy
formulators should consider generational differences when
planning sustainability campaigns in order to promote a
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more effective transition toward sustainable consumption
practices.

Theoretical Implications

The findings of this study offer several theoretical
contributions to the understanding of sustainable consumer
behaviour, particularly in the context of green packaging
within the food delivery industry.

The most significant theoretical implication lies in establishing
age as a crucial moderating variable in existing behavioural
models, such as the Theory of Planned Behaviour (TPB) and
the Value-Belief-Norm (VBN) Model.

Moderating Role of Age in Behavioural Models

Theory of Planned Behaviour (TPB) and Age: The TPB posits
that behavioural intentions are influenced by attitudes,
subjective norms, and perceived behavioural control. In
this research, younger consumers—especially those aged
18 to 25—demonstrated stronger positive attitudes toward
sustainability and a higher willingness to act on these
beliefs, such as preferring companies that use eco-friendly
packaging and showing readiness to pay a higher price for it.
These findings suggest that age is a significant antecedent
that affects the strength of the relationship between these
core TPB constructs and the actual intention to choose
sustainable options.

Value-Belief-Norm (VBN) Model and Generational Values:
From the perspective of the VBN Model, which links
personal values, environmental beliefs, and moral norms
to sustainable behaviours, the results indicate that younger
respondents exhibit a deeper internalisation of ecological
values. Their greater awareness and familiarity with green
packaging implies a stronger alignment with biospheric
values (values that prioritise the well-being of nature and
the environment) compared to older generations.

Reinforcement of the Complexity of Sustainable Behaviour

Furthermore, although most associations between age
and attitudinal variables were statistically significant, the
correlation coefficients (ranging from to) were relatively
weak. Theoretically, this highlights that sustainable
behaviour is multi-faceted and cannot be fully explained by
age alone. This reinforces the need for a holistic approach,
supporting integrated frameworks like the Comprehensive
Model of Green Consumer Behaviour (Joshi & Rahman,
2015), which incorporates multiple psychological, social,
and demographic factors.

Generational Differences in Perceived Barriers

Another noteworthy theoretical implication arises from
the generational differences in perceived challenges to
adopting green packaging. Older consumers were found to
be more cost-conscious and generally less informed about

the disposal methods for eco-friendly materials. This aligns
with the theory suggesting that older generations often
prioritise established norms like convenience and monetary
value over environmental benefit in green consumption
contexts. This illustrates the importance of addressing
specific perceived behavioural control barriers for different
age groups when modelling sustainable behaviour.

Practical Implications

The results of this study provide several practical insights
that can guide businesses, marketers, policymakers, and
sustainability advocates in Jamnagar and Bhavnagar.

Marketing and Brand Strategy (Targeting
Young Consumers)

The finding that younger consumers are more receptive to
sustainable options suggests a clear marketing approach:

e Brand Integration: Positioning green packaging as
an integral part of the brand identity and image is
highly effective with this demographic. Marketing
efforts should focus on communicating the brand’s
commitment to the environment, not just the packaging
itself.

e Digital Engagement: Utilise digital and social
media platforms popular with younger groups to
run transparent, visually appealing campaigns that
showcase the environmental benefits and proper
disposal methods of the packaging.

Overcoming Barriers for Older Consumers

Since older consumers (especially those aged 46 and above)
showed lower levels of awareness and a stronger cost
sensitivity, businesses should adopt a value-based approach
when targeting them.

e  Functional Value: Highlight the functional benefits of
the green packaging, such as superior hygiene, better
food temperature retention, or being safer than plastic,
rather than solely focusing on the environmental
benefit.

e Incentivised Trial: Offer introductory discounts or
loyalty points for opting into the zero plastic packaging
to overcome initial cost reluctance.

Policy and Transparency

The finding that a significant portion of respondents are
willing to pay a higher price for eco-friendly packaging
reinforces the need for eco-certifications and transparent
labelling.

e Certification Standardisation: Policymakers should
work with industry bodies to standardise “zero plastic”
or “compostable” certifications to build consumer trust
and justify the premium cost.
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e Clear Labelling: Mandate clear, concise labels on
packaging that explicitly state the material composition
and correct disposal instructions.

Operational and Waste Management

The significant relationship between age and packaging
disposal method highlights the need for better last-mile
waste management solutions.

e Closed-Loop Systems: Food delivery companies should
invest in reverse logistics or closed-loop systems (like
reusable container programmes with a deposit/return
mechanism) to simplify the disposal process, especially
for complex biodegradable or reusable materials.

e Delivery Partner Training: Train delivery partners to
actively communicate the correct disposal method to
the consumer at the point of delivery.

Education and Advocacy

To maximise the long-term impact, awareness campaigns
need to be age-sensitive.

e Targeted Education: Advocate groups and local
municipality bodies should launch targeted public
awareness campaigns. For instance, community
seminars or physical signage for older demographics
and interactive digital content for younger ones.

e Integrated Sustainability: These findings suggest that
sustainability should not be treated solely as a brand
feature but as a core business practice and a public
good. Efforts must be holistic, bridging the gap between
consumer intent (especially among the young) and
market accessibility (especially for older, cost-sensitive
groups).

Recommendations For Future Research/Future
Scope Of The Study

Multivariate Analysis and Socio-Demographic Deep Dive

The current study primarily focused on the bivariate
relationship with age. Future research should transition
to multivariate statistical models (e.g., multiple regression
or structural equation modelling — SEM) to understand
the combined influence of various socio-demographic and
psychological factors.

e Income and Education: Investigate the moderating
role of income (disposable and discretionary) and
education level on the willingness to pay a premium
for eco-friendly packaging. For example, does a higher
income or advanced degree amplify the willingness to
accept the higher costs associated with zero plastic
alternatives?

e Geographic Specificity: While this study covered
Jamnagar and Bhavnagar, future work should compare
these findings with data from a major metropolitan hub
in Gujarat (e.g., Ahmedabad or Surat). This would help
determine if the observed behavioural patterns are a
result of urban density, access to information, or local
waste management infrastructure rather than just age.

* Frequency/Loyalty: Explore the relationship between
customer loyalty to a specific food delivery partner (or
restaurant) and their acceptance of new, potentially
less convenient, sustainable packaging.

Deep Dive into Functional and Perceived
Barriers

The study highlighted concerns about the functional
performance of green packaging, particularly among older
consumers. Further research should directly test these
perceived barriers:

e Comparative Performance Testing (Consumer
Perception): Conduct blind studies where participants
rate the perceived quality of different packaging
materials (pulp, paper, biodegradable plastic, reusable
containers) on factors like food temperature retention,
durability (leakage/spillage), and hygiene/safety for
specific cuisine types (e.g., gravies vs. dry snacks).

e Disposal Knowledge Gap: Conduct a study focused
solely on consumer knowledge and confidence in
disposal. This could involve surveying consumers on
their ability to correctly categorise and dispose of
materials labelled “compostable” or “biodegradable”,
and where they dispose of them (home composting,
municipal bin, etc.). This data is crucial for advocating
for better public waste infrastructure.

Exploring Longitudinal and Interventional
Approaches

Current findings provide a cross-sectional snapshot. A
longitudinal or interventional approach would offer dynamic
insights:

e Longitudinal Tracking: Implement a longitudinal study
to track consumer attitudes over a period (e.g., 1-2
years) to see how awareness and acceptance of zero
plastic packaging change as implementation becomes
more widespread and regulatory pressure increases.

e Effectiveness of Interventions: Conduct an experimental
study to test the effectiveness of different marketing
interventions. For example, compare the success rate
of a campaign emphasising environmental benefits
(biospheric values) versus a campaign emphasising
personal health and safety (egoistic/functional values)




Pabari A et al.
J. Adv. Res. Servi. Mgmt. 2025; 10(2)

on nudging different age or income groups toward
choosing the green option.

Supply Chain and Business Perspective

To provide holistic recommendations, future studies should
complement consumer data with business perspectives:

e Cost-Benefit Analysis: Research the actual cost differ-
ential for restaurant partners between conventional
plastic and various zero-plastic alternatives. Correlate
this cost with the price increase consumers are will-
ing to pay to determine the financial viability of the
sustainable transition for local businesses in Jamnagar
and Bhavnagar.

e Supplier Readiness: Investigate the local readiness and
capacity of packaging manufacturers and suppliers in
the Saurashtra region to provide high-quality, scalable,
and affordable zero-plastic alternatives to meet the
demand from food delivery partners.

Conclusion

This study set out to examine the relationship between
age and consumers’ perceptions, attitudes, and behaviours
regarding the use of green packaging in food delivery
services in the Jamnagar and Bhavnagar districts. The
findings indicate that age plays a significant role in this
domain.

e Younger consumers, particularly those aged 18 to 25,
generally demonstrate stronger positive attitudes,
higher awareness, and greater willingness to pay and
adopt sustainable packaging behaviours.

e Older consumers (especially those above 46) showed
lower levels of awareness, higher cost sensitivity, and
expressed more concern regarding the functional
aspects of green packaging (e.g., durability and
temperature retention).

From a broader theoretical perspective, this research
reaffirms that consumer behaviour towards sustainability
is multifaceted, supporting the core tenets of models like
the Theory of Planned Behaviour and the Value-Belief-
Norm (VBN) Model, while simultaneously introducing age
as a critical moderating variable within these frameworks.

In practical terms, the findings highlight several actionable
insights for businesses and policymakers. Food delivery
companies can enhance customer engagement and
brand loyalty by integrating sustainability into their value
propositions, offering transparent communication about
eco-friendly packaging, and collaborating with local
authorities to improve waste disposal infrastructure.
Policymakers, in turn, can design targeted educational
campaigns that address the specific concerns and awareness
gaps of different age groups.

Limitations and Future Research

Despite its valuable contributions, this study has certain
limitations:

e Sample Size and Scope: The sample size was relatively
modest, and the analysis focused primarily on age,
without adequately considering other influencing
variables such as income, education, or geographic
location (beyond the two cities).

e Methodological Focus: The analysis was limited
primarily to bivariate associations (age vs. other
variables).

Future research should aim to:

e Employ larger, more diverse samples to enhance
generalisability.

e Explore multivariate analyses (such as regression)
to better understand the combined effects of socio-
demographic and psychological factors on sustainable
consumption patterns.

e Conduct longitudinal research to capture how
attitudes towards green packaging evolve over time
as environmental awareness and market adoption
rates change.

In conclusion, this study provides valuable evidence that
age is a pivotal factor in shaping consumer response to zero
plastic packaging, offering a solid foundation for future,
more comprehensive studies on sustainable consumption
in the Indian food delivery sector.

References

1. Ajudiya, M., Patel, M., & Vidani, J. (2023). Beyond
fashion: Unveiling the tapestry of consumer satisfaction
with Pantaloon’s female apparel in Ahmedabad.
Journal of Advanced Research in Public Policy and
Administration, 5(2).

2. Alkhizar, M., & Vidani, J. (2024). Exploring the factors
influencing consumer buying behavior of LG products:
A comprehensive study. Journal of Advanced Research
in Economics and Business Management, 6(2).

3. Bansal, A, Pophalkar, S., & Vidani, C. (2023). A Review
of Ed-Tech Sector in India. International Journal of
Management Analytics (IJMA), 1(1), 63-84.

4. Bariya, M., Vidani, J. (2023). Analyzing Market Share:
A Comparative Study of LG and Samsung Electronics
in Ahmedabad. International Journal of Management
and Commerce Innovations. Retrieved from

5. Bhatt, T., Vadher, P., & Vidani, J. (2023). A Study On
Usage Of Variyas Online Payment Apps By The People
Living In Ahmedabad City. International Journal of
Business and Management Practices (IJBMP), 1(1),
Article 39.




Pabari A et al.
J. Adv. Res. Servi. Mgmt. 2025;10(2)

10.

11.

12.

13.

14.

15.

16.

Bhatt, V., Patel, S., & Vidani, J. (2017, February).
START-UP INDIA: AROUGH DIAMOND TO BE POLISHED.
National Conference on Startup India: Boosting
Entrepreneurship (pp. 61-67). Pune: D.Y. Patil University
Press.

Biharani, S., & Vidani, J. N. (2018). ENTREPRENEURSHIP:
CAREER OPPORTUNITY HAS NO GENDER
DISCRIMINATION. Compendium of Research Papers of
National Conference 2018 on Leadership, Governance
and Strategic Management: Key to Success (pp. 101-
104). Pune: D. Y Patil University Press.

Chalplot, D., Jagetiya, S., Vidani, J. (April 2024). Golden
Arches of Success: Enhancing Customer Relationship
Management at McDonald’s, Wide Angle, Ahmedabad.
International Journal of Educational and Life Sciences,
2(4). Retrieved from

Chaudhary, N., Patel, V., & Vidani, C. J. (2023). A Review
of Non-Technical Training Programmes Conducted by
Corporate Trainers for IT Companies. International
Journal of Management Analytics (IJMA), 1(1), 85-110.
Chourasiya, A., Zala, K., & Vidani, J. (2023). Unveiling
discrepancies: Investigating disparities between
anticipated and realized customer satisfaction with
LG products in Ahmedabad. International Journal of
Law, Human Rights and Constitutional Studies, 5(2).
Devani, P., Gandhi, R., & Vidani, J. (2024). Survey
on differences in opinion on healthy and junk food
between Gen. Y and Gen. Z. International Journal of
Natural and Health Sciences, 2(1), Article 54.

Dhere, S., Vidani, J. & Solanki, H. V. (2016). A SURVEY
ON THE TOWARDS SATISFATION LEVEL OF THE
CUSTOMER SHOPPING MALL’'S: AN ANALYTICAL STUDY.
International Multidisciplinary Journal Think Different,
3(24), 45-50.

Dinodiya, B. K., & Vidani, J. (2023). Exploring consumer
perceptions: A comparative analysis of Pantaloons
and Zudio in Ahmedabad’s retail landscape. Journal
of Advanced Research in Operational and Marketing
Management, 6(2).

Dodiya, G., Dudhat, D., & Vidani, J. (2024). To study
the impact of online fraud and scams on online
purchasing behavior of consumers in Ahmedabad city.
International Journal of Applied Economics, Accounting
and Management (IJAEAM), 2(2), Article 41.

Doshi, D., Gajera, M., & Vidani, J. (2023). To study the
consumer perception towards wedding planners among
residents of Ahmedabad city. International Journal of
Business and Management Practices (IJBMP), 2(1).
Ghoghabori, M. F., Maheshwari, H., & Vidani, J. (2023).
Performance evaluation and consumer preference
analysis of LG and Aquaguard water purifiers in
Ahmedabad City. Journal of Advanced Research in
Entrepreneurship, Innovation & SMES Management,
6(2).

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

. Gohel, B., Yadav, V., & Vidani, J. (2023). A Study on

Customer Satisfaction for Cakes of Monginis & TGB
in Ahmedabad city. International Journal of Business
and Management Practices (IJBMP), 1(1), Article 86.
Gohel, B., Yadav, V., Vidani, J. (2023). Enhancing Dealer
Satisfaction: Assessing Durability and Business Support
of LG Products in Ahmedabad. Journal of Advanced
Research in Service Management. Retrieved from
Gosiya, P., Parekh, D., Vidani, J. (2024). Personalizing
Customer Connections: Optimizing CRM Strategies
in Levi’s Retail Outlet in Ahmedabad city of Gujarat.
International Journal of Integrated Science and
Technology, 2(4). Retrieved from

Gupta, K., Patel, P., & Vidani, J. (2024). A study on
consumer attitude towards smoking amongst males and
females of Gen Zin Ahmedabad. International Journal
of Applied Economics, Accounting and Management
(JAEAM), 2(1), Article 94.

Hansora, K., Khokhra, S., & Vidani, J. (2023). Flowing
choices: An in-depth comparison of LG and Kent RO
water purifiers amongst consumers in Ahmedabad
City. Journal of Advanced Research in Business Law
and Technology Management, 6(2).

Jha, V., Bhatt, H., & Vidani, J. (2023). Designing success:
Analyzing the influence of Pantaloons retail store layout
on consumer purchase intentions in Ahmedabad City.
Journal of Advanced Research in Accounting and
Finance Management, 5(2).

Joshi, A., Saxena, S., & Vidani, J. (2023). Decoding the
Digital Banking Horizon: Exploring the Dynamics with
Bank of Baroda as the Focal Point. International Journal
of Social Science and Innovation (1JSSI), 1(1), Article 88.
Joshi, A., Saxena, S., & Vidani, J. (2024). Decoding
the Digital Transformation: A Comprehensive Study
of Digital Banking in India with Emphasis on Punjab
National Bank. International Journal of Social Science
and Innovation (1JSSI), 2(1), Article 92.

Joshi, A., Saxena, S., & Vidani, J. (2024). Digital Banking
Revolution: Unveiling the Transformative Landscape
with a Spotlight on State Bank of India. International
Journal of Social Science and Innovation (1JSSI), 2(1),
Article 93.

Joshi, A., Saxena, S., & Vidani, J. (2024). Revolutionizing
Finance: Unveiling the Digital Banking Terrain in India
with a Focus on ICICI Bank. International Journal of
Social Science and Innovation (1JSSI), 2(1), Article 91.
Joshi, K., Memon, A., & Vidani, J. (2024). Digital
Marketing: A boon for the current business era.
International Journal of Business and Management
Practices (1JBMP), 2(1), Article 61.

Kaneria, G., Shah, D., Gautam, J., Vidani, J. (2024).
Enhancing Customer Relationship Management in
Retail: A Case Study of Reliance Trends. International




29.

30.

31

32.

33.

34,

35.

36.

37.

38.

39.

Pabari A et al.
J. Adv. Res. Servi. Mgmt. 2025; 10(2)

Journal of Educational and Life Sciences, 2(4). Retrieved
from

Ladhava, V. H., Patadia, A. R., & Vidani, J. (2024). A
comparative analysis of user experience and satisfaction
on Zomato and Swiggy among residents of Gujarat
state. International Journal of Social Science and
Innovation (1JSSI), 2(1).

Lodhiya, H., Jangid, Y., & Vidani, J. (2023). A study
of loyalty programs on customer engagement for
Bluestone Jewellery and Lifestyle Pvt Ltd. with special
reference to the Shivranjani store in Ahmedabad city.
International Journal of Business and Management
Practices (IJBMP), 1(1), Article 85.

Mala, Vidani, J. & Solanki, H. V. (2016). GREEN
MARKETING-A NEw WAY OF MARKETING: A REVIEW
APPROACH. International Multidisciplinary Journal
Think Different, 3(24), 40-44.

Mer, K., Gothadiya, K., & Vidani, J. (2024). To study
on comparative analysis of Amazon and Flipkart
in reliability and delivery time in Ahmedabad city.
International Journal of Business and Management
Practices (IJBMP), 2(1), Article 37.

Modi, R., Harkani, N., Radadiya, G., & Vidani, J.
(2016). Startup India: Even Diamonds start as Coal.
NTERNATIONAL JOURNAL FOR INNOVATIVE RESEARCH
IN MULTIDISCIPLINARY FIELD, 2(8), 111-116.

Niyati, B., & Vidani, J. (2016). Next Generation Children:
Smarter or Faster. NTERNATIONAL JOURNAL FOR
INNOVATIVE RESEARCH IN MULTIDISCIPLINARY FIELD,
2(7), 110-114.

Odedra, K., Rabadiya, B., & Vidani, J. (2018). AN ANALYSIS
OF IDENTIFYING THE BUSINESS OPPORTUNITY IN AGRO
and CHEMICAL SECTOR - WITH SPECIAL REFERENCE TO
AFRICAN COUNTRY UGANDA. Compendium of Research
Papers of National Conference 2018 on Leadership,
Governance and Strategic Management: Key to Success
(pp. 96-100). Pune: D.Y Patil University Press.
Pandya, J., Skhereliya, S., & Vidani, J. (2024). To study
of students’ preferences towards overseas studies in
Ahmedabad city. International Journal of Social Science
and Innovation (1JSSI), 2(1), Article 52.

Patel, V., Chaudhary, N., & Vidani, C. J. (2023). A Study
on Awareness of Various Non-Technical Training
Programmes Conducted by Corporate Trainers for IT
Companies in Ahmedabad. International Journal of
Management Analytics (I/MA), 1(1), 111-132.
Pathak, K. N., & Vidani, J. (2016). A SURVEY ON THE
AWARENESS SATISFACTION AS WELL ASTO KNOW
THE LEVELoF OF THE ONLINE SHOPPING AMONG
THE PEOPLE OF AHMADABAD CITY. Governance in
E-commerce: Contemporary Issues & Challenges (pp.
261-275). Ahmedabad: GTU.

Pradhan, U., Tshogay, C., & Vidani, J. (2016, July).
Short Messages: Its Effect on Teenager’s Literacy
and Communication. NTERNATIONAL JOURNAL FOR

40.

41.

42.

43,

44,

45,

46.

47.

48.

49.

50.

INNOVATIVE RESEARCH IN MULTIDISCIPLINARY FIELD,
2(7), 115-120.

Prajapati, S., Vidani, J. (2023). Analyzing Corporate
Social Responsibility: A Comparative Study of LG and
Samsung Electronics in Ahmedabad. International
Journal of Management and Commerce Innovations.
Retrieved from

Rakholiya, M., Ramani, R., & Vidani, J. (2024).
Comparative Study of Online vs. Offline Buying Behavior
of Consumer for Grocery Product in Surat. International
Journal of Social Science and Innovation (1JSSI), 2(1),
Article 56.

Rathod, H. S., Meghrajani, D. I., & Vidani, J. (2022).
Influencer Marketing: A New Marketing Communication
Trend. Shodhsambhita, VIII(12(Il)), 155-167.

Rathod, M., Vidani, J. (2023). Analyzing Distribution
Strategies: A Comparative Study of LG and Samsung
Electronics in Ahmedabad. International Journal of
Management and Commerce Innovations. Retrieved
from

Ravani, H., Bhalani, D., Vidani, J. (2024). Optimizing
Customer Relationships: A Case Study of CRM
Practices at Puma Outlet in Ahmedabad city of
Gujarat. International Journal of Integrated Science
and Technology, 2(4). Retrieved from

Sachaniya, C., Vora, H., & Vidani, J. (2019). A Study
on ldentifying the Gap between Expected service and
Actual Service with Special Reference to Suk Sagar
Gir Resort, Sasan. In P. Rijwani, S. Shome, & D. Danak
(Ed.), BUSINESS, ECONOMY AND ENVIRONMENT:
CORPORATE PERSPECTIVES (pp. 162-169). Ahmedabad:
Himalaya Publishing House Pvt. Ltd.

Saxena, M., & Vidani, J. (2023). MBA Chai Wala. In M.
R. Dixit, S. Bist, & S. Shah, Searching Alternativies (pp.
22-32). Ahmedabad: Routledge - imprint of Taylor &
Francis group.

Saxena, S., Joshi, A., & Vidani, J. (2023). Revolutionizing
Finance: Navigating the AXIS of Digital Banking in India.
International Journal of Social Science and Innovation
(1ISS1), 1(1), Article 89.

Saxena, S., Joshi, A., & Vidani, J. (2024). Digital Banking
Pioneers: A Comprehensive Exploration of India’s
Financial Frontier with HDFC Bank. International Journal
of Social Science and Innovation (1JSSI), 2(1), Article 90.
Shaikh, A., Saiyed, R., & Vidani, J. (2024). Survey
on Consumer Preference: Google Pay V/S Paytm in
Ahmedabad city. International Journal of Sustainable
Social Science (1JSSS), 2(1), Article 55.

Sharma, S., & Vidani, C. J. (2023). To Study the Consumer
Attitude Towards Purchase Intention of Online Courses
on Udemy Using Co-Relation with Reference to English
Speaking and Excel Among Gen-Z in Ahmedabad.
International Journal of Management Analytics (JMA),
1(1), 193-212.






