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Abstract 
This dissertation has examined the effect of sustainable packaging on customer perception of H&M and Zara through a systematic review of the existing literature. The study has addressed for research objectives to critically evaluate the extent to which the sustainability claims are influencing customer perceptions, customer loyalty, purchase intentions and willingness to pay. A qualitative systematic review was conducted using secondary research from peer-reviewed academic journals selected as per PRISMA guidelines, inclusion and exclusion criteria. The findings were synthesised thematically across four areas: customer perception, packaging practices, behavioural outcomes and comparative brand perceptions. 
The findings have indicated that sustainable packaging can take the initiative of strengthening customer perceptions when it is functional, credible, convenient and in alignment with customer expectations. However, environmental attributes alone might not be guaranteeing positive responses. Packaging effectiveness is also dependent on lifecycle performance, cost, infrastructure, transportation and operational feasibility. The comparison has demonstrated that H&M and Zara are generating different sustainability associations among consumers, despite packaging-specific comparative evidence has remained limited. Furthermore, sustainable packaging might be supporting customer’s loyalty, willingness to pay and purchase intentions, but these outcomes are conditional on factors which includes trust, environmental awareness, perceived value, affordability and communication.
The study has concluded that sustainable packaging should be considered as part of a broader sustainability strategy and customer-value instead of being an independent driver of consumer behaviour. The research has contributed by consolidating fragmented evidence and identifying the limited packaging-specific comparative evidence available in relevance to H&M and Zara. The recommendations have focused on transparent communicating, lifecycle-based packaging assessment and balancing sustainability with affordability, functionality and customer convenience, followed by future scope of the research. 


Table of Contents
Chapter 1: Introduction	12
1.1 Research Background	12
1.2 Problem Statement	14
1.3 Rationale of the Study	16
1.4 Research Aim	17
1.5 Research Objectives	17
1.6 Research Questions	17
1.7 Dissertation Structure	17
1.8 Summary	19
Chapter 2: Literature Review	20
2.1 Introduction	20
2.2 Sustainable Packaging and Its Influence on Customer Perception in the Clothing Industry	20
2.3 Sustainable Packaging Practices and Key Environmental Attributes within the Clothing Industry Sector	21
2.4 Differences in Customer Perceptions toward Sustainable Packaging across the Clothing Retail Industry	22
2.5 Sustainable Packaging Effects on Purchase Intention, Willingness to Pay, and Customer Loyalty	23
2.6 Literature Gap	24
2.7 Theoretical Framework	24
2.7.1 Expectancy-Disconfirmation Model	24
2.7.2 Ladder of Loyalty	26
2.7.3 Triple Bottom Line	27
2.8 Conceptual Framework	30
2.9 Summary	30
Chapter 3: Methodology	32
3.1 Introduction	32
3.2 Research Philosophy	33
3.3 Research Approach	33
3.4 Research Design and Choices	34
3.5 Time Horizon	34
3.6 Sampling strategy	35
3.7 Eligibility Criteria	35
3.8 Information Sources	37
3.9 Selection Process	39
3.10 Screening, Quality appraisal and Synthesis	40
3.11 Data Analysis	40
3.12 Ethical considerations	40
3.13 Summary	41
Chapter 4: Findings and Discussion	42
4.1 Introduction	42
4.2 Development of Codes	42
4.3 Thematic Analysis and Findings	43
4.3.1 Theme 1: Sustainable Packaging and Customer Perception in the Clothing Industry	43
4.3.2 Theme 2: Sustainable Packaging Practices and Attributes of H&M and Zara.	45
4.3.3 Theme 3: Comparative Customer perception of Sustainable packaging: H&M versus Zara	48
4.3.4 Theme 4: Impact of sustainable packaging on purchase intention, customer loyalty and willingness to pay.	50
4.5 Summary	53
Chapter 5: Discussion	54
5.1 Introduction	54
5.2 Sustainable Packaging and Customer Perception in the clothing industry	54
5.3 Sustainable packaging practices and attributes of Zara and H&M	57
5.4 Comparative Customer perception regarding sustainable packaging: H&M versus Zara	59
5.5 Impact of sustainable packaging on purchase intention, willingness to pay and customer loyalty.	61
5.6 Summary	63
Chapter 6: Conclusion and Recommendations	64
6.1 Conclusion	64
6.2 Recommendations	65
6.2.1 Recommendation 1: Establishing life-cycle based packaging targets and monitoring.	65
6.2.2 Recommendation 2: Improving packaging transparency and customer-facing sustainability communication	66
6.2.3 Recommendation 3: Balancing sustainability with functionality, affordability and customer convenience	66
6.3 Future Scope of the study	67
Reference List	69
Appendix	79
Appendix 1-Thematic table	79


List of Figures
Figure 1: Fashion brands pause use of sustainability index tool over greenwashing claims	12
Figure 2: Inditex buys stake in U.S. sustainable agriculture startup Galy	13
Figure 3: Structure of the Study	16
Figure 4: Expectancy Disconfirmation Model	22
Figure 5: Ladder of Loyalty	24
Figure 6: Triple Bottom Line	25
Figure 7: Conceptual Framework	27
Figure 8: PRISMA Flow Diagram	35



List of Tables
Table 1: Inclusion and Exclusion Criteria	32
Table 2: Database Link	33
Table 3: Boolean Search Strategy	34
Table 4: Code development	39
Table 5: Thematic Table	82


List of Abbreviations
CSR- Corporate Social Responsibility 
EDT- Expectancy Disconfirmation Theory 
H&M- Hennes & Mauritz 
LCA- Life Cycle Assessment 
PRISMA- Preferred Reporting Items for Systematic Reviews and Meta-Analysis
SLR- Systematic Literature Review 
TBL- Triple Bottom Line 
WTP- Willingness to Pay 




Glossary Items
Sustainable Packaging: Packaging designed for minimising environmental through reduced material use, reusability, biodegradability and renewable materials 
Greenwashing: Presenting products, claims and practices as environmentally sustainable without sufficient evidence for supporting those claims 
Customer Perception: The way customers are interpreting and evaluating a brand or its sustainability practices depending on their knowledge, expectations and experience 




 
[bookmark: _Toc241138639]Chapter 1: Introduction
[bookmark: _5hr84eb3hc9o][bookmark: _Toc241138640]1.1 Research Background 
Sustainable packaging has become a strategically important issue in fast fashion because packaging choices not only represent the validity of environmental claims of brands, it also shapes customer attitudes of accountability, worth, and faith in the brand (Boz et al., 2020). However, the presence of sustainable packaging does not necessarily mean that customers are perceiving a brand as environmentally responsible always, because sustainability is a visible yet a narrow component of wider sustainability performance relatively, suggesting that its impact might be dependent on whether customers are recognising, understanding and trusting the environmental value communicated through it (Pan et al. 2023). This distinction is important in the sphere of fast fashion, where wider environmental concerns and frequent consumption might be creating scepticism towards isolated sustainability initiatives. 
In 2025, H&M Group reported consuming 89,165 tonnes of packaging compared to 92,038 tonnes in 2024; 86% of this packaging was recycled or sustainably sourced, and 51% was recycled (H&M, 2025). Despite reduction in packaging consumption and enhanced usage of recycled and sustainably sourced materials have indicated measurable progress, these corporate indicators have primarily demonstrated changes in organisational practices instead of customer outcomes (Murtas et al. 2022). They have not established whether customers are noticing these changes or whether they are translating into stronger perceptions of environmental responsibility, loyalty or trust. By contrast, Zara's parent company, Inditex, estimated 509,361 tonnes of packaging materials in 2025, comprising 86% biological and 14% technical packaging materials, and also targeted to eliminate single-use plastics that reached customers. The 84-market-based initiative of the Spanish fashion retailer, Inditex, called #BRINGYOUROWNBAG, has cut down on the number of bags and envelopes delivered in stores by 50% since 2021 (Inditex, 2025). These differences have also demonstrated why corporate packaging data should not be treated as directly comparable evidence of customer perception as Inditex and H&M has taken the initiative of reporting material classifications, packaging volumes and initiatives using various organisational measures. Furthermore, customer-oriented literature is needed in determining whether these initiatives are producing comparable perception effects across the two brands. 
The empirical evidence has further indicated that sustainable packaging can actively participate in influencing consumer responses, however, the effect is not always universal. As per research among 2000 UK fashion consumers, it was found that 65% have considered recycled packaging to be important, whereas 36% were interested in purchasing a fashion product due to its sustainable packaging. The difference existing between these proportions is important for this research because it indicates that recognising the effectiveness of sustainable packaging might not be automatically translating into purchasing behaviour always. In this regard, customer perception needs to be investigated through several outcomes instead of treating purchase intention as a direct consequence associated with sustainable packaging. 
Furthermore, sustainable packaging might be strengthening trust and brand image when consumers consider environmental claims to be credible, but it might also have opposite effect when claims are perceived as misleading or exaggerated (Petkowicz et al. 2024). In this regard, Apaolaza et al. (2023), based on evidence from 600 Australian customers have stated that perceived greenwashing was negatively affecting purchase intention, highlighting that sustainability communication be counterproductive if consumers start questioning its credibility. This is specifically relevant to the case of H&M and Zara because packaging is a highly visible form of communicating sustainability, but customers might be evaluating it along-side broader environmental performance of fashion-brands. Therefore, a critical assessment should not only be considering positive perceptins but also greenwashing, scepticism and sustainability claim credibility. 
Therefore, this line of success in corporations does not indicate how customers view such practices and whether they result in trust, purchase intention, willingness to pay, and loyalty (Narayanan and Singh, 2023). The existing evidence has pointed towards a potential gap between consumer interpretation and corporate sustainability activity: companies might be reporting measurable improvements in packaging, whereas customers might be differing in how they are perceiving, trusting and responding to those improvements. Furthermore, the evidence related to sustainability consumption has demonstrated that positively environmental attitude does not always translate into purchase decisions, making it inappropriate in assuming that sustainable packaging is directly improving customer outcomes. Therefore, this study systematically reviews evidence on sustainable packaging and critically compares its effect on the customers of H&M and Zara, isolating the reported corporate activities and the observed reactions of customers.
[bookmark: _5irdz8ah0bf1][bookmark: _Toc241138641]1.2 Problem Statement 
The main issue that the present research is based on is the ambiguity of whether sustainable packaging actually reinforces customer perceptions of H&M and Zara or is just a symbolic effort of sustainability. The companies report major environmental activities, yet there is no indication in the corporate reporting of how customers view such activities. H&M asserted that in 2025, 86% of its packaging would be recycled or sustainably sourced, and Inditex, the parent company of Zara, asserted that it had 509,361 tonnes of packaging, 86% of which was biological (Inditex, 2025; H&M, 2025). However, these indicators do not directly identify customer trust, purchase intention, willingness to pay, or loyalty. One of the significant current problems is the validity of the environmental arguments. Consequently, a measurable improvement within packaging practices cannot by itself establish that customers are perceiving either of the selected brands more positively. Therefore, the problem is not simply whether H&M and Zara are adopting sustainable packaging, but whether customer are recognising these practices to be meaningful and credible and whether these perceptions are influencing subsequent behavioural response.
[bookmark: _Toc240951313]Figure 1: Fashion brands pause use of sustainability index tool over greenwashing claims
(Source: The Guardian, 2022)
In 2022, The Guardian (2022) also reported that H&M was ceasing to use the Higg Materials Sustainability Index, with the Norwegian Consumer Authority raising concerns that their customers could not be satisfactorily informed about the environmental claims made based on the index. This has illustrated a wider problem associated with information credibility: when customers are not independently assessing environmental claims, sustainability communication might be creating uncertainty, instead of strengthening trust. This kind of uncertainty is specifically relevant to packaging because customers can actively participate in observing changes in packaging quantity and materials, but might be always able to identify their actual environmental influence. 
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[bookmark: _Toc240951314]Figure 2: Inditex buys stake in U.S. sustainable agriculture startup Galy
(Source: Reuters, 2024)
Regarding Zara, in 2024, Reuters (2024) reported that investors pressured Inditex to publish its entire list of suppliers due to its lack of transparency and its claims of sustainability being testable. These problems have been enhanced by the new exposure that consumers are getting to environmental marketing and increased expectations of regulators and investors for more evidence and disclosure. However, the available evidence has not established that such concerns are producing the same customer response across Zara and H&M. This has created an important empirical problem to be considered since customer perceptions and corporate sustainability disclosures often exhibit different forms of evidence and should not be considered as equivalent. 
Therefore, the central problem concerns the extent to which sustainable packaging practices reported by Zara and H&M are translating into behavioural responses and meaningful customer perceptions. While corporate disclosures have provided evidence of packaging-oriented sustainability initiatives, they have not established whether customers are perceiving these practices as credible, valuable or genuine. The lacking of clear customer-level evidence has created a gap between the corporate sustainability practices reported and their perceived effect on consumer decision. Addressing this gap needs a systematic examination of the existing empirical evidence instead of depending solely on corporate claims. Therefore, the research paper has systematically reviewed the available evidence on how sustainable packaging is influencing customer perception and associated behavioural outcomes, which include purchase intention, trust, willingness to pay and loyalty in the context of Zara and H&M. 
[bookmark: _71xcbfajmamw][bookmark: _Toc241138642]1.3 Rationale of the Study
The difference between the assertion of sustainability of fast-fashion brands and the indications of how the customers view sustainable packaging explains the necessity of this research. Despite companies are increasingly communicating packaging-oriented sustainability initiatives, corporate reporting has primarily reported organisational actions, instead of establishing whether these initiatives are generating favourable customer perceptions. Therefore, seeking a deep insight into the customer perspective is important as well because sustainability practices might only be creating brand value when consumers consider them to be relevant and credible. The title focuses on the vision of the customers, as the packaging can be used as a credible item of environmental evidence or a greenwashing signifier. This has made the customer perception aspect specifically significant because the same packaging practices might be interpreted positively by some customers, while others might be skeptical, depending on their perceptions of environmental credibility and transparency. 
It is reasonable to compare H&M and Zara since both companies are fast-fashion companies with sustainability plans, but the reactions of the customers might vary. Therefore, a comparison is useful to identify whether the reported customer responses are consistent across the selected fast-fashion brands or whether the brand specific factors are shaping the relationship between customer outcomes and sustainability packaging. Therefore, a Systematic Literature Review is appropriate existing evidence on customer responses and sustainable packaging has remained fragmented across outcomes like greenwashing perceptions, trust, loyalty and purchase intention. Synthesising this evidence would be providing a more integrated understanding of how packaging practices are influencing behavioural responses and customer perceptions. It would also be identifying inconsistencies, limitations and scenarios where brands-specific evidence for Zara and H&M has remained insufficient, thus establishing directions for future researchers. 
[bookmark: _qx0l377f2k7i][bookmark: _Toc241138643]1.4 Research Aim
The primary aim of the research is to conduct a systematic review and synthesise evidence of the impact of sustainable packaging on customer perception towards H&M and Zara.
[bookmark: _edvo7eq5mpr2][bookmark: _Toc241138644]1.5 Research Objectives
· To systematically review sustainable packaging and customer perception in the clothing industry.
· To assess sustainable packaging practices and attributes related to H&M and Zara.
· To compare differences in customer perception between H&M and Zara about adopting sustainable packaging.
· To examine sustainable packaging impacts on customer purchase intention, willingness to pay, and customer loyalty.
[bookmark: _2etz6b17obm2][bookmark: _Toc241138645]1.6 Research Questions
· What does the existing literature explain regarding the relationship between sustainable packaging and customer perception in the clothing industry?
· Which sustainable packaging practices and attributes do H&M and Zara have?
· What are the differences in customer perceptions of H&M and Zara in terms of using sustainable packaging?
· What impact does sustainable packaging have on customer purchase intention, willingness to pay, and customer loyalty?
[bookmark: _if1hrisckfg4][bookmark: _Toc241138646]1.7 Dissertation Structure
The dissertation consists of five related chapters that respond to the research goals systematically and build up the whole investigation.
[image: ]
[bookmark: _Toc240951315]Figure 3: Structure of the Study
(Source: Self-Created)
Introduction
The Introduction gives the background of sustainable packaging in the fast-fashion industry and why the issue of customer perception is a concern to H&M and Zara. It offers the research background and problem statement, rationale, aim and objectives, and research questions, thereby providing a clear background of the study.
Literature Review
The literature review will critically examine and synthesise the existing literature on the topic of sustainable packaging, customer perception, green brand image, trust, greenwashing, purchase intention, willingness to pay, and loyalty. It will also assess applicable theoretical views and gaps in the evidence in reference to H&M and Zara in particular.
Research Methodology
In order to guarantee the transparency and rigour of the methodology, the Methodology chapter will outline and justify the systematic literature review design, choice of databases to be used, search strategy, inclusion and exclusion criteria, PRISMA-based screening, quality evaluation and thematic analysis procedures.
Findings and Analysis
This chapter is going to show the results of the chosen literature and will critically examine the common themes, similarities, differences, and contradictions with regard to H&M and Zara. The results will be explained with reference to the research objectives and theoretical framework.
Conclusion and Recommendations
The final chapter will be a conclusion section of the key findings, answer the research questions, and evaluate the value of the research. It will also outline constraints, practical suggestions to H&M and Zara, and research avenues in the future.
[bookmark: _4gdkhr65vqk][bookmark: _Toc241138647]1.8 Summary
Chapter One establishes the foundation of the dissertation, as it presents sustainable packaging as a continuously increasing dilemma within fast fashion and relates it to the views of customers on H&M and Zara. It presents the background of the research, the credibility, greenwashing, and transparency issues, and explains why the study is necessary. Another aspect that is explained in the chapter is the research rationale, aim, objectives, and research questions that ensure that the research is detailed and aligned with the identified problem. 

[bookmark: _oluvkfknlmiv][bookmark: _Toc241138648]Chapter 2: Literature Review
[bookmark: _a3as25a82hp][bookmark: _Toc241138649]2.1 Introduction
Chapter Two contains a critical literature review of the concept of sustainable packaging and how it is viewed by customers in the clothing industry. It discusses the practices and attributes of packaging, differences in customer responses and purchase intention, readiness to pay, and loyalty. In the discussion, supportive and contradictory evidence is discussed with credibility, greenwashing, and consumer expectations in mind. It also assesses the Expectancy-Disconfirmation Model, Ladder of Loyalty, and Triple Bottom Line, and then the research gap that underpins this systematic review of H&M and Zara.
[bookmark: _jt8zng0fiwo][bookmark: _Toc241138650]2.2 Sustainable Packaging and Its Influence on Customer Perception in the Clothing Industry
Sustainable packaging emerges as a new element in the list of factors by which clothing customers evaluate environmental friendliness, trust, and brand reputation. The theme is the critical analysis of sustainable packaging in perceptions of the customers in the contemporary clothing markets. Sunita (2023) discovered that consumers perceived sustainable packaging as to be protective, convenient, aware, ethical, and preferred. This implies that, until consumers can adopt a positive attitude towards environmentally friendly packaging, it has to be able to carry on with the traditional functions of packaging. However, Murtas et al. (2022) demonstrate that the problem of attractiveness, hygiene, and product safety, which can reduce the perception that less material may be more, can be minimised by a more minimalist sustainable design. However, Jain and Hudnurkar (2022) demonstrate that consumers are able to appreciate reusable or attractive packaging yet remain useful and pricey, which means that the optimistic attitude towards the environment remains conditional on the practical usefulness.
Jestratijevic and Vrabič-Brodnjak (2022) state that fashion brands are starting to talk more about their sustainable packaging promises and rethink packaging to produce less waste and become more circular. This implies that environmentally responsible packaging can convey corporate responsibility to customers, as it can be seen. However, as Tryphena and Aram (2023) show, the category of sustainable clothing consumers remains concerned about their elevated price, ignorance, and inefficient confidence in the assertions of sustainability, which means that responsible positioning does not necessarily result in the creation of credibility. Similarly, Murtas et al. (2022) observe that labels, materials, colours, and certifications are the factors based on which customers form their minds regarding whether a company is eco-friendly or not; thus, ambiguous or unsubstantiated communication will most likely destroy, instead of strengthening, positive beliefs.
As such, Objective 1 is affirmed by Theme 1 and addresses Research Question 1 because sustainable packaging can impact the attitude of the customers towards H&M and Zara positively or negatively. In general, sustainable packaging could reinforce the perception of clothing brands if clothing functionality, credibility, and environmental responsibility are in harmony. Nevertheless, the downsides of its image can be mitigated by price issues and the absence of trust and communication.
[bookmark: _uat38vnd7drt][bookmark: _Toc241138651]2.3 Sustainable Packaging Practices and Key Environmental Attributes within the Clothing Industry Sector
The sustainability of packaging practices is what predetermines the ways that clothing brands minimise waste, emissions, and reliance on resources. This theme has a critical evaluation of the packaging characteristics that offer real sustainability benefits along the apparel supply chains. Jestratijevic et al. (2022) discovered that out of 478 apparel brands, 15% used reusable packaging, 21% enhanced recyclability, and 13% implemented compostable solutions. This implies that circularity is operationalised through measurable practices. However, 43% of the tested prototypes only delivered future promises, which shows there was a gap in implementation. On the contrary, Lekesizturk and Oflaac (2022) offer nine practices such as material reduction, renewable energy, water recycling, and certification, which shows that sustainability is achieved through integration of the supply chain. Nonetheless, it was cited that the price of sustainable raw materials was 300-500% higher. Petrenko et al. (2024) support the idea of using biodegradable and recycled materials, but note that there are regulatory differences and uncertainties in the long term.
Rahaman and Moshwan (2026) claim that bio-based packaging minimises landfill waste, reliance on fossil resources, and carbon effects, and shows lifecycle benefits. Durability, recycling infrastructure, scalability, and increased costs are barriers to implementation, though. Pan et al. (2023) contribute to this debate, providing an example of apparel, where sustainability reduced carbon emissions of its supply chain by half and textile waste by 45%; it demonstrates measurable improvements in this case when packaging is a part of a circular strategy. Alternatively, Lekesizturk and Oflac (2022) cite low demand, legal incompatibilities, and quality issues as detrimental to the extent that proving that environmentally preferable packaging is not necessarily commercially viable.
In this manner, Objective 2 and Research Question 2 will be supported by Theme 2 of reduction since reduction, reuse, recyclability, biodegradability, and resource efficiency are the primary environmental packaging characteristics that are proven to influence H&M and Zara ratings. Overall, sustainable packaging has the potential to deliver value to the environment when circular qualities are implemented through the supply chain. Nevertheless, these practices are not effective across the board due to cost, infrastructure, regulation, and performance limits.
[bookmark: _jhhq8ipx7531][bookmark: _Toc241138652]2.4 Differences in Customer Perceptions toward Sustainable Packaging across the Clothing Retail Industry
The concept of sustainable packaging differs, with various perceptions among customers based on their demographic, economic, cultural, and functional expectations. This theme explores the motivation of different consumer groups towards sustainable packaging in different situations of purchasing clothes. In this regard, Belozertseva (2024) asserts that sustainability in packaging makes young consumers believe that the company is responsible and trust its brands. It states that positive perceptions can be formed by environmental packaging as long as it shares values that younger customers have. On the other hand, as Kozik-Kołodziej (2026) demonstrates, acceptance is not unconditional since the consumer considers packaging based on price, functionality, familiarity with materials, and trust in the information on the environmental impact. This means that sustainability assertions are not adequate to create favourable attitudes. However, Duarte et al. (2024) point out that willingness to pay, perceived value, environmental concern, and attitude are among the factors that define purchase intention; perceptions are different depending on individuals' priorities of individuals and their financial acceptance.
James and Kurian (2021) arrive at the conclusion that sustainable-packaging purchase intentions are influenced by environmental concern, ease of use, attitude, and willingness to pay. This indicates that practical convenience can be as important as environmental responsibility. However, Wandosell et al. (2021) mention that the design of packaging, material, price, communication, and broader business practices also contribute to responses, and perception accumulates in a broader business context. On the same note, Kozik-Kołodziej (2026) also writes that there is age, gender, income, education, country, as well as social-influence differences. Thus, the consumers of clothing cannot be considered a homogeneous sustainability market.
Objective 3 in this way is justified in terms of Theme 3 and responds to Research Question 3 in the sense that it explains why the customers of H&M and Zara may have a different disposition towards sustainable packaging between various groups of consumers. Overall, sustainable packaging forms a stronger customer perception as compared to homogeneous packaging in the clothing markets. As a result, H&M and Zara ought to match the packaging communication, functionality, and affordability with various customer expectations.
[bookmark: _9cln3enuhbu3][bookmark: _Toc241138653]2.5 Sustainable Packaging Effects on Purchase Intention, Willingness to Pay, and Customer Loyalty
Sustainable packaging can affect the purchasing intentions, willingness to pay, and brand loyalty of consumers in the long run of consumers. This theme states how sustainable packaging can transform positive perceptions into even better results in consumer behaviour. Faris et al. (2024) suggest that sustainable packaging can increase purchase intention in a scenario when consumers feel that it is responsible and in line with the brand values. This implies that the packaging cannot be solely based on the interpretation of the customer but on environmental characteristics. However, Mahmoud et al. (2022) raise doubts about this assumption, which turns out to be incorrect, because it is environmental awareness and willingness to pay that have significantly greater effects on the purchase choice, and the factor of green packaging does not have a direct impact. This means that customers must be made aware of the benefits of sustainability before the packaging will affect their behaviour. Ironically, Gonzalez-Viralta et al. (2023) make sure that greater green practices result in greater satisfaction and loyalty, which means that the package is convincing when underpinned by realistic sustainability practices.
Das et al. (2024) are certain that the sustainable packaging message and green marketing would prompt customers to purchase environmentally friendly brands and make them loyal. This shows that perceived environmental value is enhanced by communication. Conversely, Petkowicz et al. (2024) categorise consumers based on their price and environmental concern, trust, and social influence, which implies that not all consumers will be equally affected by packaging. Similarly, Mahmoud et al. (2022) reiterate that readiness to pay is among the factors that lead to buying a product; nevertheless, price may still deter the customer. Sustainable packaging thus does not have an automatic impact on behaviour but a conditional impact. In line with this, Objective 4 is supported by Theme 4, and it helps to answer Research Question 4 and describe how sustainable packaging influences the purchase intention, willingness to pay, and customer loyalty of H&M and Zara customers. In general, the idea of sustainable packaging is able to enhance customer relationships by developing believable value to the environment. Moreover, affordability, awareness, trust, and individual differences determine the decision to purchase and stay loyal as a way of creating favourable perceptions of purchases.
[bookmark: _Toc241138654]2.6 Literature Gap 
The existing literature confirms that sustainable packaging can impact consumer perception, purchase intention, willingness to pay, and loyalty, but the evidence is still disjointed across industries and situations. Belozertseva (2024) concentrates on cosmetics and young consumers, which is not directly related to clothing brands. Similarly, Faris et al. (2024) discuss the packaging of drinks and the perception of the customer and brand loyalty as the factors that define the intention to buy the drink, but clothing-related behaviour is not studied yet. Instead of fashion-specific packaging responses, Gonzalez-Viralta et al. (2023) concentrate on the green practices of supermarkets. Additionally, Petkowicz et al. (2024) reveal a heterogeneous consumer profile, which means that a reaction to sustainable packaging cannot be uniform or generalisable. By doing so, a clear void for systematic comparative analysis of H&M and Zara, including the characteristics of packaging and customer perception, purchase intention, willingness to pay, and loyalty, is identified.
[bookmark: _p2w0jctd7zcg][bookmark: _Toc241138655]2.7 Theoretical Framework 
[bookmark: _md9jzqqr5t0b][bookmark: _Toc241138656]2.7.1 Expectancy-Disconfirmation Model
Expectancy-Disconfirmation Model describes how customers can be perceived, and this is determined by the comparison of pre-set expectations and experience (). 
[image: ]
[bookmark: _Toc240951316]Figure 4: Expectancy Disconfirmation Model
(Source: Wang and Fan, 2022)
According to the figure, the model states that positive disconfirmation is achieved when the sustainable packaging performance is above customer expectations, leading to customer satisfaction and positive brand perception (Wang and Fan, 2022). On the other hand, negative disconfirmation is the sense of dissatisfaction and mistrust following a brand like H&M and Zara promoting sustainable packaging but failing to achieve a realistic level of environmental performance (Daou et al., 2025). This model would be applicable in this research since the perception of the customer is not merely on whether the packaging is a sustainable package or not. However, whether the packaging practices can live up to the expectations of the consumers as per environmental responsibility, quality, and authenticity. Thus, it appraises the connection between the sustainability claims and the real customer experience.
Critically, the application of the model is specifically relevant because customer perceptions regarding sustainable packaging might be dependent on the gap between what Zara and H&M is communicating and what customers and what customers are actually experiencing. Positive disconfirmation might occur when packaging tends to be visibly recyclable, consistent and functional with the sustainability claims, whereas negative disconfirmation might be emerging when environmental claims are perceived to be unsupported or exaggerated (Daou et al. 2025). However, the model has assumed that customers are possessing relatively clear expectations against which performance can be evaluated, which might not be always applicable to sustainable packaging because consumers might be differing in price sensitivity, environmental knowledge and familiarity with the materials (Wang and Fan, 2023). Furthermore, satisfaction might be influenced by wider brand practices instead of the packaging aspect alone. Therefore, the model should not be interpreted as proving that sustainable packaging is directly creating positive perceptions. Instead, it has provided a useful lens to examine how packaging performance, credibility, expectations and perceived authenticity ins shaping customer responses to Zara and H&M. 
[bookmark: _mervfj5k54kn][bookmark: _Toc241138657]2.7.2 Ladder of Loyalty
The Ladder of Loyalty explains the way in which consumers will develop deeper and deeper relationships with brands, starting with initial awareness, which results in active advocacy (Galib and Rijal, 2025). 
[image: ]
[bookmark: _Toc240951317]Figure 5: Ladder of Loyalty
(Source: Aka et al., 2016)
The relationship-building tool, which will be a sustainable package in the case of H&M and Zara, is going to attract more environmentally conscious potential customers and turn them into customers, supporters, and, ultimately, brand advocates. However, Steenis et al. (2023) noted that sustainable packaging does not have to be the most certain method of establishing loyalty because consumers may abandon the brands if the statements about sustainability appear to be more of a slogan than a fact. This model is appropriate since it takes into account the presence of long-term emotional affiliation, but not short-term purchasing behaviour, which is developed by sustainable packaging. Therefore, it helps to determine the success of sustainability efforts in customer retention, word of mouth, and loyalty in the competitive fashion industry.
On a critical note, the Ladder of Loyalty has helped in explaining whether positive perceptions of sustainable packaging can take the initiative of extending beyond an immediate purchase towards stronger customer relationships. As far as Zara and H&M is concerned, packaging might be initially creating awareness about environmental sustainability, but movement towards advocacy and repeat purchasing need customers in perceiving the sustainability claims to be consistently delivered and credible. This is crucial since environmentally responsible packaging might not be compensating for negative perceptions created by wider sustainability controversies, poor product experience, inconsistent communication and high price (Galib and Rijal, 2025). The model also has certain limitations because loyalty cannot be always perceived as a linear progression from awareness to advocacy. Customers might be purchasing because of convenience, price, fashionability and brand familiarity with developing environmental loyalty (Steenis et al. 2023). Therefore, the framework tends to be mostly effective when applied critically, because it has the capability of examining whether sustainable packaging is contributing to customer relationships in the long-term while recognising that packaging is representing only one of the components of the overall brand loyalty. 
[bookmark: _d9vfyixn5692][bookmark: _Toc241138658]2.7.3 Triple Bottom Line
The Triple Bottom Line framework of sustainability upholds three levels of relationship, including Profit, Planet, and People. 
[image: ]
[bookmark: _Toc240951318]Figure 6: Triple Bottom Line
(Source: Dalibozhko and Krakovetskaya, 2018)
The Profit dimension includes a measure of creating business value with sustainable packaging in terms of greater brand image, customer loyalty, and competitive advantage (Qin et al., 2025). Planet dimension examines environmental benefits such as waste management, recycling, and minimal use of resources. The People dimension entails stakeholder expectations, responsible consumption, and consumer trust (Mariscal et al., 2026). The model can also be applied to the assessment of H&M and Zara, as sustainable packaging means striking a chord between business objectives and social demands and the environment. It is worth noting that the framework details that sustainability cannot be compared to ecological benefits alone; efficient packaging policies should also have the capacity to bring monetary benefits and be useful to consumers and society.
On a critical note, the application of Triple Bottom Line has provided a broader basis for evaluation of sustainable packaging because environmental performance cannot be separated from social and economic considerations totally. As far as Zara and H&M is concerned, reducing packaging materials or enhancing recyclability might be benefiting the planet dimension, however, limitation of recycling infrastructure, higher production costs or reduction of packaging functionality could be creating tensions with People and Profit (Qin et al. 2025). On a similar note, packaging that is environmentally preferable but expensive, fragile or inconvenient might be failing in satisfying the customer expectations effectively. Therefore, the framework has prevented sustainability from being assessed only through environmental considerations and encouraged consideration of whether packaging is creating balanced value for the consumers, environment and organisation. Nevertheless, the application of the Triple Bottom Line has not established a direct casual relationship between customer perception and packaging sustainability (Mariscal et al. 2026). Therefore, the value of the theoretical framework in this research study is primarily analytical, thus enabling systematic review for assessing whether the packaging practices are balancing environmental benefits with commercial and customer needs. 
The combined application of the theories has provided complementary implications for the research study. The application of the Expectancy Disconfirmation Theory has explained how packaging performance is influencing trust and satisfaction; Ladder of Loyalty theory has lined customer perceptions with advocacy and retention, whereas Triple Bottom Line has evaluated social, environmental and economic value. Altogether, they have supported a multi-dimensional assessment of sustainable packaging effects on the customers of Zara and H&M. 
[bookmark: _4xflq1ur2hws][bookmark: _Toc241138659]2.8 Conceptual Framework
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[bookmark: _Toc240951319]Figure 7: Conceptual Framework
(Source: Self-Created)
The conceptual framework has three theoretical perspectives that it uses to support the fact that sustainable packaging has the potential to influence customer response in the clothing industry. The Triple Bottom Line considers packaging in terms of people, planet, and profit, and the Expectancy-Disconfirmation Model is used to interpret the difference between perceived performance and customer expectations in packaging (SHI, 2024). The Ladder of Loyalty takes this analysis to more long-term loyalty results. These theories assist four analytical themes that look at the attributes of packaging, customer perceptions, brand differences and behavioural outcomes, and acknowledge the scepticism of greenwashing that could be a moderating factor.
[bookmark: _98n9yfmqqymk][bookmark: _n5cnp056newr][bookmark: _Toc241138660]2.9 Summary
In Chapter Two, literature available on the topic of sustainable packaging and perception of customers in the clothing industry was critically examined. It discussed the packaging practices, customer reactions, purchase intention, willingness to pay, and loyalty, and noted conflicting results with regard to credibility, functionality, and greenwashing. The Expectancy Disconfirmation Model, Ladder of Loyalty, and Triple Bottom Line were also discussed as complementary models. Overall, the literature review has identified isolated and inadequate evidence, based on brand, and, therefore, the justification to develop a systematic review specifically focused on H&M and Zara.


[bookmark: _Toc241138661]Chapter 3: Methodology
[bookmark: _Toc241138662]3.1 Introduction 
The methodological section has presented the systematic approach adopted for identifying, evaluating and synthesising relevant information available in the existing literature. The research study has critically examined the effect of sustainable packaging on customer perception of Zara and H&M clothing brands through a Systematic Literature Review (SLR). The methodological choices about the research philosophy, approach, design and strategy are informed by the Research Onion Framework for ensuring consistency with the research objectives. The study has also demonstrated the inclusion and exclusion criteria for identifying and justifying the selection of topic-specific and credible academic sources. The Boolean Search Technique is applied in the SLR because it has helped in identifying relevant academic studies in precise, structured and reproducible way. The PRISMA framework has guided the systematic identification, selection and screening of the studies.
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Figure 8: Research Onion Framework
(Source: Rasool et al. 2023)
[bookmark: _Toc241027750][bookmark: _Toc241138663]3.2 Research Philosophy 
The research study has adopted a pragmatism philosophy because it allowed the researcher to examine the research problem as per the nature and relevance of the available evidence instead of being restricted to a single philosophical perspective. The application of Pragmatism philosophy is appropriate for this SLR because the study has critically evaluated the existing literature available on the effect of sustainable packaging on customer perception of Zara and H&M clothing brands. It has enabled the research study in considering both empirical and qualitative insights reported in previous studies for providing a broader understanding of the customer responses towards sustainable packaging (Dolan et al. 2022). In contrast, positivism philosophy was not selected because its focus on statistical evidence and objective measurement might be limiting the interpretation of behavioural and contextual findings (Ikram and Kenayathulla, 2022). Likewise, interpretivism philosophy was also not selected because the research study aims at systematically identifying, comparing and synthesising the effect of sustainable packaging on customer perception of Zara & H&M, instead of investigating the subjective experiences of customers through direct interaction (Zhang et al. 2025). Therefore, pragmatism philosophy has provided a flexible and appropriate philosophical foundation to synthesise diverse secondary evidence. 
[bookmark: _Toc241027751][bookmark: _Toc241138664]3.3 Research Approach 
Inductive approach was adopted in the study because it assisted in identifying patterns, themes and relationships from the information available in the existing literature. The approach is appropriate for the SLR, because the study has not tested a predetermined hypothesis, but has critically evaluated the diverse findings related to the effect of sustainable packaging on customer perception of Zara and H&M clothing brands (Liu, 2019). The application of the inductive approach has helped in deriving broader conclusions from specific observations reported in the existing literature. In comparison, deductive approach was not selected in this study, because it generally starts with an established theory or hypothesis and then it is subsequently tested against empirical data (Kumar and Ujire, 2024). Therefore, the inductive approach has provided the flexibility of synthesising emerging evidence and developing conclusions grounded with the reviewed literature. 
[bookmark: _Toc241027752][bookmark: _Toc241138665]3.4 Research Design and Choices
The research design selected for the study is systematic literature review. The method is suitable since it allowed the interpretation, comparison and synthesis of the existing literature on the topic of sustainable packaging, customer perception and fast-fashion branding (Javed et al. 2024).  This choice is specifically suitable because the study focused on identifying patterns, themes, differences and similarities in existing evidence related to Zara and H&M, which includes consumer perceptions, behavioural responses and attitudes to sustainable packaging. Unlike a primary survey or interview design which would be generating new responses from specific sample of consumers, the SLR has followed a predefined and transparent process for identifying, evaluating and screening the relevant studies, thus improving the credibility and consistency of the review (Cabrera and Cabrera, 2023). Furthermore, inclusion and exclusion criteria have been applied for ensuring that only existing literature that is in alignment with the research objectives are considered, while minimising the potential for selection bias. Here, the choice of a qualitative SLR is consistent with the emphasis of the study on interpreting perceptions, meanings and relationships reported across the literature instead of statistically testing quantitative data. The selected peer-reviewed journal articles have been critically examined for identifying evidence concerning consumer perceptions, attitudes and responses to sustainable packaging of H&M and Zara. The findings reported in the studies have been synthesised and compared for identifying common patterns, emerging themes and contrasting evidence. Therefore, the qualitative SLR has enabled the research study in generating evidence-based conclusion from a broader range of relevant academic literature. 
[bookmark: _Toc241027753][bookmark: _Toc241138666]3.5 Time Horizon 
The research study has adopted a cross-sectional time horizon because the systematic literature review has examined evidence available within a defined period instead of tracking changes through primary data collection over an extended period of time. The systematic review has focused on peer-reviewed studies published between 2019-2026, as stated in the inclusion criterion. This time boundary has enabled the research in capturing relatively recent evidence concerning sustainable packaging and customer perceptions of Zara and H&M, while maintaining a clearly defined and manageable evidence base for a critical systematic analysis.  
[bookmark: _Toc241027754][bookmark: _Toc241138667]3.6 Sampling strategy 
The study has employed purposive sampling for deliberately selecting literature that possesses specific characteristics that are relevant to the research objectives. The application of the purposive sampling is theoretically appropriate because it has provided access of information-rich resources providing meaningful evidence about the research phenomenon (Obilor, 2023). Instead of selecting the peer-reviewed journal articles randomly, the specific sampling technique has enabled the researcher in applying predefined inclusion and exclusion eligibility criteria for identifying studies directly relevant to customer perceptions and sustainability packaging. In this context, approximately, 20-25 full text, peer-reviewed journal articles were selected purposively based on their relevance to customer perceptions, sustainable packaging, Zara, H&M and fast-fashion branding. This has ensured that the selected literature has provided topic-centric and focused evidence for addressing the research objectives. 
[bookmark: _Toc241027755][bookmark: _Toc241138668]3.7 Eligibility Criteria 
The eligibility criteria established for the SLR has ensured that only credible, topic-relevant and authentic studies are included for the review. The systematic application of clearly defined inclusion and exclusion criteria has strengthened the overall reliability, validity and credibility of the research by ensuring that the selected literature is directly supporting the research objectives. 
	Criterion
	Inclusion
	Exclusion

	Publication period
	2019–2026
	Before 2019, except for seminal theory

	Language
	Studies published in English
	Studies published in languages other than English

	Accessibility
	Full-text articles available for review
	Abstract-only records and inaccessible full texts

	Publication type
	Peer-reviewed journal articles
	Blogs, opinion pieces, editorials, and unsupported commentary

	Research focus
	Studies examining sustainable, recyclable, biodegradable, reusable or reduced packaging
	Studies discussing sustainability without addressing the packaging perspectives

	Outcomes
	Studies reporting customer perceptions, trust, brand image, purchase intention, willingness to pay or loyalty
	Technical packaging studies without customer or behavioural outcomes

	Industry context
	Studies relating to H&M, Zara, fashion, clothing, apparel and relevant retail settings
	Industrial, manufacturing and business-to-business studies unrelated to fashion retail

	Research design
	Qualitative studies 
	Studies providing insufficient methodological information


	Corporate evidence
	Corporate studies comprising transparent methods and customer data, used cautiously
	Corporate promotional claims without supporting research methods or evidence



Table 1: Inclusion and Exclusion Criteria
(Source: self-created)
The inclusion and exclusion criteria have been established for ensuring that the literature selected for the SLR is credible, relevant and aligned with the research objectives. The inclusion and exclusion criteria are presented in a tabular format for providing consistency and transparency throughout the process of data extraction and article selection. The review was considered to be publicly accessible, full-text and peer reviewed journal articles available between 2019-2026. The selected studies are focused on sustainable packaging, customer perception, H&M, Zara and fast-fashion industry. On a contrasting note, existing literature available on clothing brands, studies demonstrating sustainability without connecting to packaging perspectives and articles published in languages other than English has been excluded. The consistent application of inclusion and exclusion criteria has strengthened the relevance, credibility and validity of the SLR. 
[bookmark: _Toc241027756][bookmark: _Toc241138669]3.8 Information Sources 
The peer-reviewed journal articles were searched from Scopus, Science Direct, Emerald Insight, Web of Science and Proquest for identifying peer-reviewed literature that is relevant to sustainable packaging and customer perception of Zara and H&M.  These databases have provided broad access to high-quality academic evidence, while supporting a systematic and reproducible retrieval process. Screening of reference lists and forward citation tracking were also conducted for identifying additional relevant studies. Predefined eligibility criteria and advanced search functions were applied consistently for improving the comprehensiveness, relevance and reliability of the literature included within the SLR. 
	Data Base
	Link
	Date of Access

	Science Direct
	https://www.sciencedirect.com/search/entry
	4th- 8th September 2026

	Emerald
	http://emerald.com/

	2nd- 8th September 2026

	Scopus
	https://www.scopus.com/sources.uri

	3rd- 8th September 2026

	Web of Science
	https://mjl.clarivate.com/search-results

	4th -8 September 2026

	Proquest
	https://www.proquest.com/

	3rd – 8th September 2026



Table 2: Database Link
(Source: self-created)
3.9 Search Strategy 
	Sustainable Packaging
	





AND
	Consumer perception/ customer perception
	





AND
	H&M

	OR
	
	OR
	
	OR

	Green Packaging 
	
	Brand image/ brand trust/authenticity/ purchase intention/ willing to pay 
	
	Zara

	OR
	
	OR
	
	OR

	Eco-friendly packaging/recyclable packaging/ Biodegradable packaging/ Reusable packaging
	
	Greenwashing/ Loyalty 
	
	Fast-fashion brands/ fast-fashion apparels/ Fast-fashion clothing 



Table 3: Boolean Search Strategy
Source: self-created
The Boolean search strategy was applied for ensuring that the retrieval procedure systematic, comprehensive and is in direct alignment with the research objectives. The Boolean Operators, with specifically “AND” and “OR” are used for combining core concepts with the relevant symptoms, thus balancing the search precision with breadth. The application of the Boolean search strategy has helped in narrowing down the scope of the research by eliminating non-topic related information from the search pattern. The strategy has connected sustainable packaging terms with customer perceptions, brand responses and selected organisations like H&M and Zara. Furthermore, additional terms like purchase intention, greenwashing and loyalty have enabled the SLR in capturing different dimensions of customer responses towards sustainable packaging. This structured approach has reduced the likelihood of overlooking relevant studies while limiting irrelevant results and enhancing the reproducibility and transparency of the literature search process. 
[bookmark: _Toc241027757][bookmark: _Toc241138670]3.9 Selection Process 
Records identified through database searching 
Scopus 16, Web of Science- 1862, Science Direct- 64, Emerald-1015, Proquest- 1164
Additional records identified through other sources
n=18
Records after duplicates removed identified 
n=3900
Records excluded (n=3680)
Records screened (n=3900
Full-text articles assessed for eligibility
N= 220
Full-text articles excluded with reasons
N= 200
Out of scope= 63
Limited information= 67
Irrelevancy to the topic= 70

Studies included in Qualitative Study
N= 20
IDENTIFICATION
SCREENING
ELIGIBILITY
INCLUDED


[bookmark: _Toc240951320]Figure 9: PRISMA Flow Diagram
Source: self-created
The PRISMA Flow Diagram has demonstrated a systematic and transparent process for selection of studies for the review. A total of 4121 records were identified initially from the selected databases and additional sources, with 3900 remaining after duplicate removal. During the screening process, 3680 records were excluded, mainly due to limited relevance to the selected topic. Of the 220 articles that could be assessed, 200 articles were excluded due to limited availability of information, topic irrelevancy and out of scope. Finally, 20 articles were included for critical synthesis of SLR, ensuring that the evidence remained focused on customer perception and sustainable packaging of H&M and Zara. 
[bookmark: _Toc241027758][bookmark: _Toc241138671]3.10 Screening, Quality appraisal and Synthesis 
The identified records were exported to reference management software, where duplicate publications were removed before screening. The titles and abstracts were initially assessed against the predefined inclusion and exclusion criteria, followed by the full-text assessment of the topic-related studies. The reasons for excluding studies at the full-text stage were documented for maintaining consistency. The Joanna Briggs Institute (JBI) critical appraisal tools were applied for assessing methodological quality, trustworthiness, relevance and potential risk of bias in the selected studies (Munn et al. 2023). The key information which included study context, sample characteristics, research design, variables, packaging and customer perception attributes, findings and limitations were recorded using a standardised extraction table. Owing to the standardised methodological heterogeneity, narrative and thematic analysis was prioritised in comparison to meta-analysis. The findings were coded separately for H&M and Zara for facilitating meaningful comparison. 
[bookmark: _Toc241027759][bookmark: _Toc241138672]3.11 Data Analysis 
Thematic analysis was applied for systematically analysing and synthesising findings reported across the selected articles. The first stage focuses on data familiarisation, where emphasis was given on repeated reviewing the extracted findings for developing an understanding of the evidence (Braun and Clarke, 2024). The second stage focused on generation of initial codes by identifying meaningful information associated with customer perceptions and sustainable packaging. In the next stage, the codes were categorised into potential themes, which includes sustainable packaging practices, customer perception, green brand image, trust, greenwashing and purchase intention. In the fourth stage, the themes were reviewed and refined for ensuring that they are internally coherent and supported by evidence adequately (Braun and Clarke, 2021). The themes were named and clearly defined as per their relevance to the research objectives. In the last stage, the themes were synthesised and interpreted, comparing differences and patterns between Zara and H&M, while highlighting significant research gaps (Braun and Clarke, 2024). 
[bookmark: _Toc241027760][bookmark: _Toc241138673]3.12 Ethical considerations
The study adhered to the research ethics protocols throughout the SLR, despite relying exclusively on publicly available secondary information sources and involving no human participants. As per requirement, institutional ethical approval was obtained before commencing the research. Academic integrity was maintained in the research study through proper citation, acknowledging contribution of authors, avoiding plagiarism, misinterpretation or fabrication of the research findings. The researcher transparently reported the search, screening, exclusion and inclusion criteria for minimising personal bias and selective reporting. The research findings are presented objectively, which includes contradictory evidence, instead of selectively supporting assumptions about Zara and H&M. The research data was saved in the password-protected and university-approved one drive system. After archiving the information for 6-8 months, it will be discarded for avoiding any misinterpretation of data. 
[bookmark: _Toc241138674]3.13 Summary
This chapter has outlined the systematic methodology adopted for examining the sustainable packaging and customer perceptions of H&M and Zara. It has justified the selection of pragmatism philosophy, inductive approach, qualitative SLR design, cross-sectional time horizon, purposive sampling alongside clear interpretation of inclusion and exclusion criteria, quality appraisal, ethical considerations and PRISMA guidelines for ensuring methodological consistence, reliability and validity of the study findings.


[bookmark: _Toc241138675]Chapter 4: Findings and Discussion 
[bookmark: _Toc241138676]4.1 Introduction 
This chapter has presented and critically discussed the findings identified from the selected studies examining the effect of sustainable packaging on customer perception of Zara and H&M. The research findings have been synthesised through thematic analysis for identifying recurring patterns, contrasting evidence and relationships across the existing literature. The discussion section has interpreted these findings in relevance to the research objectives and existing academic literature, with specific attention given to customer perceptions, brand image, greenwashing, purchase intention and loyalty. The similarities and differences between Zara and H&M are also considered for developing a balanced understanding of how sustainable packaging is influencing customer responses in the fast-fashion industry. 
[bookmark: _Toc241138677]4.2 Development of Codes 
	Codes
	Theme

	Environmental awareness, perceived packaging value, environmental attitude, green brand image, customer trust, consumer scepticism, perceived sustainability and perceived authenticity. 
	Theme 1: Sustainable Packaging and Customer Perception in the clothing industry 

	Recyclable packaging, biodegradable packaging, reusable and refillable packaging, sustainable packaging design, packaging information, labelling and brand sustainability initiatives. 
	Theme 2: Sustainable packaging practices and attributes of H&M and Zara. 

	H&M sustainability perception, Zara sustainability perception, brand differentiation, brand credibility, perceived environmental commitment, consumer preference between brands, greenwashing concerns, transparency and authenticity 
	Theme 3: Comparative Customer perception of Sustainable packaging: H&M versus Zara

	Customer loyalty, purchase intention, willingness to pay, repurchase intention, consumer behavioural change, price sensitivity, sustainable purchase behaviour and perceived value
	Theme 4: Impact of sustainable packaging on purchase intention, customer loyalty and willingness to pay. 



Table 4: Code development
Source: self-created. 
[bookmark: _Toc241138678]4.3 Thematic Analysis and Findings 
[bookmark: _Toc241138679]4.3.1 Theme 1: Sustainable Packaging and Customer Perception in the Clothing Industry
The first theme has critically examined the influence of sustainable packaging on customer perception in the clothing industry. Sustainable packaging is generally associated with more favourable customer responses, but the effect is dependent on perceived value, functionality, communication and design. The study by Gosal et al. (2024) have surveyed 228 Indonesian fashion consumers by applying PLS-SEM and identified that economic, altruistic and functional values of sustainable packaging are significantly influencing consumer attitudes towards brands, while epistemic, biospheric and social values were not significant. This has indicated that environmental packaging is not necessarily generating positive perceptions unless consumers are also recognising economic and practical value. 
Duarte et al. (2024) has also demonstrated that sustainable packaging can take the initiative of influencing consumer responses through aesthetic, functional, social, emotional, green and self-expression values. These findings have indicated that packaging is contributing to brand evaluation when there is integration of sustainability with meaningful and attractive design. Furthermore, Kolacz and Bhaduri (2025) conducted a mixed-methods experiment and stated that perceived benefits, green consumer values and message framing are influencing customer attitudes towards apparel packaging initiatives and brand attitudes. Therefore, communication is shaping whether sustainability is interpreted in a positive way. 
Furthermore, Plotkina et al. (2025) have also examined 1150 consumers across Switzerland, France and Germany and identified that green brand image is mediating the relationship between consumer responses and sustainable packaging, including purchase-oriented outcomes. The authors have further revealed that the responses from consumers varied according to the sustainable packaging types, including reusable, recyclable and biodegradable options. Jestratijevic et al. (2022) has further analysed 478 apparel and footwear retail brands and found out that seven sustainable packaging strategies: rethink, reuse, reduce, refuse, repurpose, rot and recycle. Despite the study has not directly measured customer perception, it has demonstrated the growing strategic in the fashion retail setting. 
The findings section has broadly corroborated with the literature reviewed in the chapter 2 of the research paper. Sunitha (2023) has mentioned that consumers are perceiving sustainable packaging positively, when it remains convenient, useful, protective and ethical. This can be aligned with the viewpoints of Gosal et al. (2024) who stated that minimalist sustainable packaging might be improving customer perceptions when concerns related to attractiveness, product safety and hygiene and addressed properly. This has reinforced Lee et al. (2023) finding that functional and aesthetic value are contributing to consumer responses. 
The thematic findings have also extended the literature by demonstrating that brand image and communication have the capability of determining how packaging sustainability is being interpreted. Kolacz and Bhaduri have identified that message framing is affecting packaging attitudes, where Plotkina et al. (2025) have stated that green image serves as an important mechanism connecting packaging with the consumer responses. This can be aligned with the literature review findings of Murtas et al. (2022) who strongly associated materials, colours, labels and certifications with sustainability packaging and Tryphena and Aram (2023), who argued that price concerns, weak confidence in sustainability claims and limited consumer knowledge are acting as barriers to credibility. Therefore, sustainable packaging might be strengthening perception only when claims re credible, understandable and supported by meaningful attributes. 
The foremost limitation for theme 1 is that the articles selected have not directing examined Zara or H&M, thus limiting brand-specific conclusions. Furthermore, Gosal et al. (2024) have emphasised on Indonesian consumers whereas Plotkina et al. (2025) have covered France, Switzerland and Germany, thus market and cultural differences might ne restricting direct transferability to UK fast-fashion consumers. Furthermore.  Jestratijevic et al. (2022) has provided strong industry-level evidence, but has not measured customer perception directly. Therefore, the evidence has supported a conditional relationship instead of proving that sustainable packaging is independently causing positive customer perceptions. Overall, the first theme has supported objective 1 by demonstrating that sustainable packaging can take the initiative of influencing customer perception positively, however, its effectiveness is dependent on credibility, functionality and extent to which customer expectations are being addressed. 
[bookmark: _Toc241138680]4.3.2 Theme 2: Sustainable Packaging Practices and Attributes of H&M and Zara. 
The theme 2 has critically examined how environmental attributes and sustainable practises are implemented by H&M and Zara and how these perspectives are reflecting eider circularity in the clothing industry. The evidence has highlighted that the packaging sustainability has involved recycled content, material reduction, recyclability, reuse and integration with the wider supply chain systems instead of depending on one environmental attribute. 
In this regard, Dragomir and Dumitru (2022) has provided the mist directly relevant evidence, by exploring sustainability reports from six fast-fashion companies, which includes H&M. The packaging analysis has demonstrated that H&M actively participated in introducing a circular packaging strategy for minimising plastic usage, while also pursuing replacement of single-use plastic with FSC-certified paper. The secondary evidence from the annual report of H&M stated that 86% of its packaging were sustainably sourced or recycled, including 51% from recycled sources and the packaging volumes decreased by 60% in comparison to the 2018 baseline (H&M, 2026; H&M Group, 2026). Comparable evidence is also available for Zara, where Inditex estimated 509361 tonnes of packaging materials use in 2025, comprising of 14% technical and 86% biological materials in comparison to 521448 tonnes in 2024 (Inditex, 2026). This has highlighted reduction in overall packaging material use, despite the company has reported the material composition instead of an equivalent recycled-content percentage. 
Furthermore, Turkcu and Tura (2023) have provided a more critical perspective through examination of sustainable packaging production and identifying tensions related to bio-based alternatives. Their findings have reflected that replacement of conventional packaging might be creating unintended operational and environmental consequences, needing strategies like life-cycle assessment, collaboration and certification. 
Furthermore, Park et al. (2024) have revealed that reusable packaging is not automatically producing lower environmental impacts. In the context of the apparel e-commerce case study, the returnable mailer took the initiative of generating greater impacts in 9 out of 10 categories even after 40 reuse cycles, mainly due to transportation distance. Clement and Spinler (2025) have further demonstrated that packaging sustainability is dependent on the system design. Their simulation of the e-commerce retailer has revealed industrial packaging cost-savings around 30-75%, along with substantial carbon reduction potentiality, when reusable packaging is being effectively managed across the network. Lastly, Bodgan et al. (2025) have analysed the sustainability reports of the fast-fashion companies and identified a strong relationship between circularity practices and resource efficiency. In this context, recycling initiatives waste management, circular innovation and efficient resource use were regarded as central dimensions of corporate circularity. 
The theme findings have supported the LR argument that reduction, recyclability, reuse and resource efficiency are key environmental packaging attributes. The direct evidence on H&M and Zara has strengthened the earlier discussion by mentioning that these attributes are translated into identifiable practices, specifically recycled content packaging, plastic reduction and recyclable or reusable designs. This is consistent with the viewpoints of Lekesizturk and Oflac (2022) who mentioned that sustainability needs integrated supply chain practices instead of isolated packaging changes. 
However, the findings have provided a more cautious interpretation than the LR. Pan et al. (2023) have stated that circular sustainability practices are reducing textile waste by 45%, indicating that integrated circular strategies might be generating measurable environmental benefits. This finding has partly supported the opinion of Clement and Spinler (2025), who stated that reusable packaging might be generating cost and environmental benefits, when the wider logistics systems are managed effectively. However, Park et al. (2024) have stated tat a returnable apparel mailer has produced greater impacts in 9 out of 19 categories, mainly because of transportation needs. This contrasts with the literature’s straightforward assumption that reuse is automatically delivering environmental benefits and suggesting that packaging sustainability is dependent on its complete lifecycle. 
Primarily, only few of the selected studies has directly examined H&M, while the remaining evidence were confined to apparel or e-commerce packaging in a broader context. Therefore, conclusion regarding Zara specifically could not be interpreted. Secondly Dragomir and Dumitru (2022) and Bodgan et al. (2025) have relied substantially on corporate sustainability disclosures, which might be reflecting organisational reporting priorities instead of independently verified performance. Furthermore, some of the studies selected have mentioned that packaging outcomes are heavily dependent on reuse cycles, logistics configuration and transportation distances, thus restricting simple comparisons between the types of packaging. Furthermore, company reported progress should be reported as evidence of reported practices instead of definitive proof of superior environmental performance. Overall, the second theme is consistent with objective 2 by highlighting that the sustainable packaging attributes of H&M and Zara should be evaluated through lifecycle performance, actual circular practises and operational feasibility instead of sustainability claims alone. 
[bookmark: _Toc241138681]4.3.3 Theme 3: Comparative Customer perception of Sustainable packaging: H&M versus Zara
The theme 3 has demonstrated that customer perceptions regarding sustainability is differing between Zara and H&M, despite direct evidence particularly concerning packaging has been limited. In this regard, Kim and Oh (2020) has provided the strongest evidence through interviews conducted with 20 consumers and survey of 200 women exploring Zara, H&M and Uniqlo. H&M was most strongly associated with recycling boxes, recycling, eco-labels and environmental protection. Zara was more confined to recycling, green attributes and eco-friendly fabrics. The eco-friendly fabric has significantly impacted sustainable brand image for both Zara (β = 0.343) and H&M (β = 0.286). Furthermore, packaging has also appeared amongst the brand association of consumers, irrespective of the fact the study has examined the sustainable brand image more broadly instead of the packaging aspect alone. 
Furthermore, Hageman et al. (2024) has considered 155 female consumers through interview sessions and identified that sustainable business strategies strongly impacted consumer attitude, purchase behavioural pattern and awareness. In this context, H&M and Zara were the mostly visited fast-fashion stores, whereas the conscious initiative of H&M was recognised and communicated more readily in comparison to some competing brands. However, quality and price have remained important purchasing considerations, highlighting that sustainability is not automatically dominating consumer decision-making. 
Likewise, Nogueira et al. (2023) have taken into consideration 228 Portuguese fast-fashion consumers and identified that environmental, economic and social sustainability perceptions are significantly influencing brand trust, whereas economic and social sustainability have predicted affective brand commitment. In this regard, Zara has represented 67.5% of respondents most frequently purchased brands in comparison to 20.2% for H&M. Baena (2024) have further revealed that the social and sustainable initiatives of Zara have influenced the purchase intentions of customers positively, specifically when it is communicated through appropriate channels. Lastly, Sarantopoulos and He (2026) with the help of six experimental studies involving fast-fashion initiatives have revealed that consumer responses are dependent on how sustainability initiatives are being perceived and implemented. Domestic initiatives took the initiative of generating stronger word-of-mouth and purchase intentions, specifically where brands were having weaker sustainability records. 
The secondary company evidence has provided additional context to these consumer findings. The annual report findings of H&M have indicated that it continued strengthening its customer offering while integrating sustainability into the business proposition, with 86% of packaging materials reported as sustainably sourced or recycled (H&M, 2026). Similarly, Inditex has reported that sustainability commitments were focused on responding to the demands of its consumers, while Zara continued developing customer-facing circularity initiatives, which includes Zara Pre-Owned operating in 17 markets in 2025 (Inditex, 2026). 
The thematic findings have largely supported the LR, however, it has provided a more differentiated interpretation. The LR has argued that the younger consumers might be perceiving sustainable packaging as evidence of corporate social responsibility (Belozertseva, 2024). In this regard, Kim and Oh (2020) have supported this perspective but have revealed the brand wise differentiation of sustainability association: H&M were more related to recycling boxes, recycling and eco-labels, whereas Zara was more confined to recycling and eco-friendly fabrics. Therefore, the customer perceptions have not been green uniformly, it is rather mediated by the sustainability attributes most memorable or visible to the consumers. The literature review section has furthered highlighted that functionality, price, familiarity and trust impacts acceptance of sustainability packaging (Kozik-Kołodziej, 2026). Hageman et al. (2024) has strongly reinforced this interpretation since quality and price has remained main purchase considerations irrespective of the awareness of the sustainability initiatives.  
The company level evidence has provided further support for the importance of sustainability communication, but it should not be considered as direct evidence of customer perception. H&M has reported sustainability progress alongside customer offering improvements, whereas Inditex have explicitly linked its sustainability strategy while responding to customer demands and further reported the expansion of Zara Pre-Owned into 17 markets (H&M Group, 2026; Inditex, 2026). This has indicated that sustainability has been integrated into customer-facing strategies of both brands, but the available company disclosures have not established whether customers are specifically perceiving their packaging initiatives in a positive way. 
Kim and Oh (2020) served as the strongest direct Zara-HRM comparison, but packaging can be considered as only one of the elements of wider sustainable brand associations. Furthermore, Hageman et al. (2024), Nogueira et al. (2023) and Baena (2024) have examined broader aspects of sustainability, purchase intentions and trust instead of isolated packaging attributes. More importantly, the selected studies have used geographically concentrated samples, which includes European, Portuguese and other consumer groups, thus restricting direct generalisation towards the UK fast-fashion market. The company-level secondary evidence has a limitation because H&M and Inditex has reported customer facing and sustainability initiatives using different indicators. Therefore, these disclosures cannot be considered as directly comparable measures of customer perception. However, overall, the evidence has supported objective 3 by highlighting that Zara and H&M are generating different sustainability-oriented consumer associations. However, the limitation of the packaging-specific evidence has confirmed a gap to understand how customers are distinctly perceiving sustainable packaging from the selected brands. 
[bookmark: _Toc241138682]4.3.4 Theme 4: Impact of sustainable packaging on purchase intention, customer loyalty and willingness to pay. 
The evidence has indicated that sustainable packaging might be influencing purchase behaviour and willingness to pay, although the strength of the relationship is dependent on awareness, environmental concern, perceived value and affordability. Petkowicz et al. (2024), surveying 509 Brazilian consumers, identified three consumer profiles and found that environmental concern, knowledge, willingness to pay more and trust were relevant to sustainable-packaging purchase intention. This has demonstrated that packaging operates alongside wider consumer characteristics rather than independently.
George et al. (2023), using 395 respondents from 47 rural Indian villages, revealed that green-packaging awareness has positively predicted green-packaging initiatives and behaviour. Green-packaging initiatives also mediated the relationship between awareness and behaviour, while environmental concern strengthened these relationships. On a similar note, Mahmoud et al. (2022), using 218 Ghanaian consumers, found that green packaging itself did not significantly predict purchase decisions (β = 0.114, p > 0.05), whereas willingness to pay significantly predicted purchasing decisions (β = 0.452, p < 0.05).
Patreau et al. (2023) have further demonstrated the importance of packaging format and price. Their open-access study of reusable packaging revealed that consumer interest and willingness to pay were mediated by perceptions of reusable packaging and sustainability-related preferences. Tari and Trudel (2024), with the help of eight experiments, have demonstrated that consumers valued products associated with circular take-back programmes more highly and showcased greater willingness to pay. Their research is particularly relevant to H&M and Zara because both brands have implemented circular take-back initiatives.
The company level secondary evidence has further contextualised these behavioural outcomes. H&M has reported customer engagement with its garment collection initiative, through which consumers have the option of returning used garments in stores as a key part of its circular initiatives (H&M, 2025). Likewise, Inditex has reported customer participation in circular services of Zara, which includes, repair, resale and donation options (Inditex, 2025). Despite these activities are extending beyond packaging, they have provided observable evidence of customer engagement with sustainability-oriented offerings. However, neither company has separately reported whether such engagement can be attributed to sustainable packaging or whether it resulted in increased willingness of paying or repeating purchasing. 
The LR has proposed that sustainable packaging can increase purchase intention when consumers perceive environmental responsibility and alignment with brand values (Faris et al., 2024). George et al. (2023) have supported this by showing that awareness can translate into green-packaging behaviour through packaging initiatives. However, Mahmoud et al. (2022) has provided an important contrasting opinion: packaging alone was insignificant, while WTP was a significant predictor of purchasing. Thus, the LR's assumption of a direct packaging effect should be treated as conditional rather than automatic.
The company-level evidence has provided some support for this conditional relationship because customer participation within sustainability-related services have demonstrated that sustainability might be extending beyond communication into observable consumer engagement. However, these activities could not be directly attributed to sustainable packaging because they have involved broader circular practices. Therefore, the company evidence has provided behavioural context instead of confirming a direct packaging-purchase relationship. 
The LR also has identified Willingness to pay as an important determinant but recognises price as a potential barrier (Mahmoud et al., 2022). Patreau et al. (2023) has reinforced this by showing that consumers evaluate reusable packaging partly through its economic implications. Therefore, sustainable packaging must be delivering sufficient environmental value to justify additional cost.
Regarding loyalty, the LR argued that credible sustainability can generate satisfaction and stronger loyalty (Gonzalez-Viralta et al., 2023), while green communication can strengthen customer relationships (Das et al., 2024). Tari and Trudel (2024) extends this argument through the Ladder of Loyalty: sustainable/circular initiatives can increase valuation and encourage movement from initial awareness and purchase towards deeper customer attachment. For H&M and Zara, this suggests that packaging-related sustainability may contribute to loyalty when consumers perceive tangible participation in circular practices.
The principal limitation is that most packaging-specific studies have investigated generic products rather than fashion brands. Conversely, the H&M/Zara evidence from Tari and Trudel (2024) has concerned circular take-back programmes rather than packaging specifically. Geographically, the studies have also focused on Brazil, India, Ghana and other non-UK settings, restricting direct generalisation to UK consumers. Despite company disclosures have provided some evidence of customer participation within wider sustainability initiatives, they have not distinguished the contributing factors of packaging from other sustainability initiatives. Finally, most evidence measures stated purchase intention or willingness to pay rather than actual repeat purchasing and loyalty. Therefore, company-level secondary evidence can take the initiative of contextualising customer engagement, but it has remained insufficient in establishing whether sustainable packaging itself is generating measurable changes in terms of loyalty, willingness to pay or purchase behaviour. 
[bookmark: _Toc241138683]4.5 Summary 
Across the four themes, the findings have revealed that sustainable packaging can take the initiative of improving customer perceptions, strengthening the sustainability image of Zara and H&M and influencing willingness to pay, purchase intention and loyalty. However, the specific outcomes might be varying in terms of consumer characteristics and brand with functionality, trust, awareness, credible sustainability practices and communication identifying the overall effectiveness. 


[bookmark: _Toc241138684]Chapter 5: Discussion 
[bookmark: _Toc241138685]5.1 Introduction 
This chapter has critically discussed the findings in relevance to the research objectives and theoretical perspectives established within the literature review section. Instead of repeating the findings, this chapter has interpreted the extent to which the evidence has supported, extended or challenged the existing understanding of customer responses and sustainable packaging. The discussion section has considered the four themes that is identified through systematic review, while identifying differences between Zara and H&M and the contextual limitations of the secondary source that is available. This chapter has also evaluated the limitations of the secondary research and explained how the systematic review has addressed the identified literature gap related to packaging-specific customer perceptions of Zara and H&M. 
[bookmark: _Toc241138686]5.2 Sustainable Packaging and Customer Perception in the clothing industry
The first research question has critically examined how sustainable packaging influences customer perception within the clothing industry, with specific relevance to Zara and H&M. The secondary evidence has indicated that sustainable packaging can effectively contribute to more favourable customer perceptions, however, this effect is conditional instead of being automatic. The findings from Gosal et al. (2024) have demonstrated that economic, functional and altruistic values are significantly influencing consumer attitudes, while Duarte et al. (2024) has identified functional, social, aesthetic, emotional, green and self-expression values as relevant to the packaging responses. This has suggested that customers are not evaluating sustainability independently from the symbolic and practical value of packaging. Therefore, the evidence has extended the literature review’s argument that packaging must be remaining attractive, functional and useful if environmental characteristics are generating favourable perceptions. 
This interpretation is consistent with the findings from Sunitha (2023) who connected positive perceptions with packaging that remains protective, useful, ethical and convenient. Likewise, Murtas et al. (2022) have highlighted the importance of colours, materials, certifications and labels to shape perceptions However, the findings have provided a core critical understanding because they have indicated that environmental attitude might not be sufficient. Kolacz and Bhaduri (2025) have identified that message framing is influencing attitude towards apparel packaging initiatives, whereas Plotkina et al. (2025) has stated green brand image as a mediating mechanism between purchase-oriented responses and sustainable packaging. Furthermore, customer perception tends to be dependent not only on what packaging is made from but also on how the sustainability aspect is being interpreted and communicated. 
The finding has also strengthened the discussion of literature review on consumer scepticism and credibility. In this regard, Tryphena and Aram (2023) has identified limited consumer knowledge, weak confidence and price concerns in sustainability claims as barriers towards credible sustainable positioning. Therefore, the findings have suggested that sustainable packaging might be improving brand perception when customers are in a position of understanding and trusting the environmental claims, but ambiguous communication might be producing the opposite response. This aspect is specifically important for Zara and H&M because packaging is regarded as one of the wider sustainability images. A positive packaging experience might be strengthening environmental perceptions, whereas inconsistencies existing between wider brand practices and packaging claims could be weakening credibility. Therefore, the relationship should be understood as one between perceived authenticity, overall brand interpretation and packaging attributes instead of being a direct packaging-to-perception impact. 
The application of the Expectancy-Disconfirmation model has provided further theoretical interpretation of the relationship. In this regard, Wang and Fan (2022) has explained that positive disconfirmation comes into existence in a situation where actual performance starts exceeding customer expectations, whereas Daou et al. (2025) have associated unmet sustainability expectations with mistrust and dissatisfaction. Applying this in the context of Zara and H&M has indicated that reduced, recyclable or otherwise sustainable packaging might be strengthening customer perception when its actual performance start corresponding with or exceeding what has been communicated. From a contrasting angle, sustainability claims that tends to be unsupported or exaggerated might be creating negative disconfirmation. Therefore, the model has supported the finding that credibility is key to customer perception. However, its application should be remaining cautious because expectations from consumers are likely to be identical. The differences in price sensitivity, environmental knowledge and familiarity with packaging materials have suggested that same packaging might be exceeding the expectations of one customer while failing in satisfying other one. 
The evidence has also challenged any assumption that sustainable packaging is creating a uniform positive response across the clothing consumers. In this regard, Gosal et al. (2024) have stated that some value dimensions are significant while others are not, suggesting that consumers are attaching different importance to the packaging characteristics. Furthermore, Plotkina et al. (2025) have similarly identified differences as per packaging type, which includes recyclable, reusable and biodegradable alternatives. This has complimented the literature review’s argument from Kozik-Kolodziej (2026) that functionality, price, trust and familiarity are shaping acceptance. Therefore, customer perceptions should be perceived as context-dependent and heterogeneous instead of a predictable outcome of adopting sustainable packaging. 
However, the findings have limitations arising from dependency on secondary research. Most of the selected studies have not directly investigated packaging of Zara and H&M, limiting the extent to which the findings from European, Indonesian and other consumer contexts could be transferred directly to these brands. For instance, Jestratijevic et al, (2022) has provided valuable apparel industry evidence but has not directly measured customer perception. On a similar note, broader studies concerning sustainable brand image could not establish that the packaging itself is causing the reported perceptions. Therefore, the evidence has demonstrated an association between customer responses and packaging characteristics instead of definitive causality. 
Irrespective of the limitation, the study has addressed the literature gap by systemically bringing together fragmented evidence that has been previously distributed across various consumer groups, packaging context and industries. The literature review has identified that the existing studies are more focused on beverages, cosmetics, supermarket and general sustainability instead of directly examining clothing-brand packaging. The findings have synthesised this dispersed evidence and applied it specifically in the context of Zara and H&M. On an overall note, the first research question has supported that sustainable packaging might be contributing to favourable customer perception, however, its impact is dependent on communication, credibility, functionality, customer expectations and perceived authenticity instead of prioritising sustainability claims alone. 
[bookmark: _Toc241138687]5.3 Sustainable packaging practices and attributes of Zara and H&M
The second research question has aimed at evaluating the sustainable packaging practices and key environmental attributes related to Zara and H&M. The findings have indicated that packaging sustainability has been primarily reflected through recyclability, reuse, resource efficiency, circularity and material reduction. However, the secondary evidence has suggested that these practices should not be treated as automatically sustainable just because they are using recyclable, recycled or reusable materials. Their effectiveness is dependent on how packaging is performing across operational, environmental and customer-oriented dimensions. 
The findings have broadly supported the literature review findings. In this regard, Jestratijevic et al. (2022) has identified reuse, recycling, reduction and other circular strategies in relevance to the apparel brands, whereas Lekesizturk and Oflac (2022) has mentioned that sustainable packaging needs to be integrated across the wider supply chain activities. This aspect is further reinforced by Dragomir and Dumitru (2022), who stated that the efforts of H&M in reducing the use of plastic and replacing single-use plastic with FSC-certified paper. The company-level evidence has further highlighted that 86% of H&M’s packaging was reported as recycled or sustainably sourced, despite this corporate disclosure should not be interpreted as reported progress instead of independent proof of environmental superiority (H&M Group, 2026). In case of Zara, where Inditex estimated 509361 tonnes of packaging materials use in 2025, in comparison to 521448 tonnes in 2024 (Inditex, 2026). Therefore, the evidence has suggested that packaging sustainability is involving a shifting from conventional materials towards more circular practices instead of depending on a single material attribute. However, the evidence has also revealed an important distinction between adoption of sustainable packaging practices and demonstrated that it is producing an overall sustainability advantage. 
This distinction has been specifically relevant in the findings of Park et al. (2024) who stated that reusable apparel packaging can take the initiative of generating greater environmental impacts in some categories because of transportation needs. This has challenged a simplified assumption that reuse is inherently more sustainable in comparison to single-use alternatives. Contrastingly, Clement and Spinler (2025) have stated that reusable packaging can take the initiative of achieving cost and carbon benefits, when it is supported by effective network management. Altogether, the findings have stated that packaging outcomes are becoming context-dependent. The environmental value of reuse is dependent on certain factors like organisation of the logistics system, transport distances and number of reuse cycles. On a similar note, Turkcu and Tura (2023) have highlighted potential environmental and operational tensions related to bio-based alternatives, whereas Pan et al. (2023) have further stated that integrated circular sustainability practices can be reducing textile waste, thus reinforcing the argument that packaging should be considered as a key part of the wider circular system instead of an isolated material intervention. Therefore, the findings have extended the literature by highlighting that material substitution alone is not sufficient for evaluation of packaging sustainability. 
The application of the Triple Bottom line framework has further clarified this relationship. For H&M and Zara, the reported packaging improvements have demonstrated environmental progress, but the company data alone could not establish whether these changes are producing improved customer outcomes or equivalent lifecycle benefits, highlighting the concerns determined by Lekesizturk and Oflac (2022). The progress of H&M towards sustainably sourced and recycled packaging needs to be considered alongside cost constraints and material availability, while the reduction of Inditex in packaging volume does not by itself demonstrated the environmental superiority of the biological materials. Therefore, the evidence indicates that the strongest packaging strategy might not simply be the most recyclable material but the option that is balancing economic feasibility, environmental performance and stakeholder need (Mariscal et al. 2026). 
As far as profit perspective is concerned, the packaging decisions undertaken by Zara and H&M should be remaining commercially and operationally feasible, since Lekesizturk and Oflac (2022) has identified cost and quality constraints and like Clement and Spinler (2025) have showed that the benefits of reusable packaging are dependent on effective logistics management. As far as people perspective is concerned, packaging used by both brands must be remaining functional and convenient while addressing customer expectations. Therefore, the application of the TBL framework has suggested that H&M and Zara should be assessed not simply on whether they are adopting reusable, recyclable and bio-based packaging, but on whether these practices are simultaneously providing operational feasibility, environmental and stakeholder value. 
The overall findings are subject to some limitations because the secondary evidence provided uneven coverage of Zara and H&M. Despite Dragomir and Dumitru has provided direct evidence of packaging practices of H&M, Zara has been examined less frequently, specifically in relation to packaging. Much of the evidence has reflected fashion or apparel industry information generally, restricting direct brand comparison. The corporate sustainability reports might also be emphasising reported achievements instead of independently verified outcomes. Furthermore, Park et al. (2024) has mentioned that packaging impacts is dependent on reuse cycles and transportation, suggesting that outcomes might be varying across the operational context. Therefore, the secondary evidence could not totally establish superiority of the packaging approach of either Zara or H&M. 
The systematic review addressed the literature gap by bringing fragmented evidence on packaging reduction, reuse, recycling, circularity and material substitution together within the context of Zara and H&M. The existing studies have frequently examined the individual packaging attributes and broader sustainability practices instead of systemically connecting associating packaging practices with operational, environmental and stakeholder considerations. Therefore, the review has extended the existing knowledge by applying the Triple Bottom Line for interpreting packaging sustainability across Profit, Planet and People dimensions. It has also identified the important evidence gap between the brands: H&M has documented packaging evidence more directly whereas Zara is represented more commonly through broader sustainability practices. This has supported further comparative packaging research. 
[bookmark: _Toc241138688]5.4 Comparative Customer perception regarding sustainable packaging: H&M versus Zara 
The third research question has critically examined whether the customers are perceiving the sustainable packaging and related sustainability efforts of Zara and H&M differently. The secondary evidence has indicated that the perceptions of the customers are not uniform across both brands and are mediated by which sustainable attributes are more memorable and visible to the consumers. Therefore, instead of interpreting that one brand has a stronger sustainable packaging approach than the other, the reviewed studies have indicated that consumers are associating each brand with different sustainability cues, while broader factors like quality, price, communication and trust are influencing how these cues are being interpreted. 
The comparison provided by Kim and Oh (2020) is specifically relevant because it has revealed that H&M has stronger associations with recycling, recycling boxes and eco-labels, whereas Zara is more connected to eco-friendly fabrics and recycling activities. This has indicated that customer perceptions might be dependent partly on the recognizability and visibility of the sustainability practices instead of packaging sustainability aspects alone. Hageman et al. (2024) has further mentioned that the sustainability initiatives of H&M are more readily recognised by consumers, despite price and quality has remained crucial in purchasing-oriented evaluation. In relevance to Zara, Baena (2024) has indicated that communication of sustainable initiatives can take the initiative of influencing purchase intentions, highlighting that the way sustainability is being presented might be affecting how consumers are translating environmental perceptions into behavioural aspects. The company level evidence has also reflected that H&M has reported 86% of its packaging to be sourced sustainably, while Inditex reported expansion of Zara pre-owned into 17 markets (H&M Group, 2026; Inditex, 2026).  These disclosures have provided context for the sustainability positioning of the brand but has not directly measured the customer perceptions of packaging. The secondary evidence has extended the literature reviewed in chapter 2. In this regard, Belozertseva (2024) has stated that sustainable packaging focuses on signalling corporate responsibility, while strengthening consumer trust and Kozik-Kolodziej (2026) have argued that the acceptance is also mediated by functionality, trust, price and trust in environmental information. Therefore, the present findings have indicated that sustainable positioning alone is insufficient in creating a consistent positive perception. This is crucial for interpretation of Zara and H&M because consumers might be recognising sustainability initiatives while also evaluating whether the products are remaining functional, credible and affordable. The company level evidence has provided additional behavioural context, despite it has not established a packaging-specific effect. 
The application of the Expectancy-Disconfirmation theory has provided a strong explanation where customers are not evaluating Zara and H&M only as per the sustainability initiatives the brands are communicating, rather they are comparing these claims with what they are actually experiencing and observing. Where sustainability communication and packaging practices appear to be consistent with expectations, positive confirmation might be strengthening brand perception and trust. Contrastingly, if consumers notice gaps between actual practices and sustainability claims negative disconfirmation might be generating scepticism. This can be aligned with the findings of Tryphena and Aram (2023), who identified limitation of consumer knowledge and weak confidence in sustainability claims as barriers towards credibility. 
As far as the limitations of the secondary evidence is concerned, Kim and Oh (2020) has provided the clearest comparison between Zara and H&M, but its measurement was confined to broader sustainable brand image instead of focusing on sustainable packaging specifically. On a similar note, other studies have also examined wider sustainability, purchase-oriented outcomes and trust. The secondary evidence has not established that differences in overall sustainability perceptions between Zara and H&M. Geographic differences in the studies and variations of consumer samples have also restricted direct generalisation. 
The systematic review has addressed this gap by bringing together evidence on sustainability perceptions, packaging, brand differentiation and trust and examining how these dimensions are related to Zara and H&M. Instead of assuming that sustainable packaging is producing a favourable brand perception automatically, the review has highlighted the effectiveness of credibility, communication, expectations and broader consumer priorities. Therefore, it has provided a more nuanced comparison while also demonstrating that packaging-oriented differences in customer perception between Zara and H&M has remained insufficiently examined within the existing research. 
[bookmark: _Toc241138689]5.5 Impact of sustainable packaging on purchase intention, willingness to pay and customer loyalty. 
The last research question has critically examined how sustainable packaging might be influencing purchase intention, customer loyalty and willingness to pay. The discussion section has indicated that packaging might be contributing to these outcomes, but its impact is conditional instead of being automatic. Consumers might be recognising environmental value in sustainable packaging; however, this might not be necessarily translating into purchasing, paying a premium or remaining loyal towards a brand. Therefore, this relationship is dependent on whether sustainability is providing sufficient perceived value alongside trust, affordability and alignment with consumer expectations. 
As per the viewpoint of Faris et al. (2024(, sustainable packaging can take the initiative of strengthening purchase intention when consumers are perceiving environmental responsibility and aligning with brand values. However, Mahmoud et al. (2022) has provided an important qualification because green packaging itself is not significantly predicting purchase, whereas willingness to pay was a significant predictor. This contrast has suggested that consumers might be supporting sustainable packaging conceptually without allowing it to determine their actual purchase decisions. Similarly, Petkowicz et al. (2024) have indicated that sustainability knowledge, trust, environmental concern and willingness are operating together to create a positive customer perception. Therefore, the commercial value of sustainable packaging tends to be dependent on how consumers are balancing the environmental benefits against personal and economic considerations. The garment collection initiatives of H&M and donation, repair and resale services of Zara have highlighted customer-facing participation within wider circular practices (H&M, 2025; Inditex, 2025). However, these activities have extended beyond packaging and therefore cannot be used for establishing that sustainable packaging has increased willingness to pay, loyalty and purchase intention.
The application of the Ladder of Loyalty served as a useful framework for interpretation of this relationship. Sustainability packaging might be initially creating awareness or strengthening consumer’s positive evaluation of brands, but the movement towards loyalty and repeat purchasing needs more than just the initial recognition. In this regard, Gonzalez-Viralta et al. (2023) has linked credible green practices with loyalty and satisfaction, whereas Das et al. (2024) has highlighted the effectiveness of sustainability communication to strengthen customer relationships. This has suggested that packaging might be contributing early stages of the loyalty procedure, but sustained loyalty seems to be more likely, where packaging will be forming part of credible and consistent sustainability practices. Therefore, for Zara and H&M, packaging should be understood as one possible contributor towards consumer loyalty, instead of a standalone mechanism for retention of customers. 
The secondary evidence is subject to certain limitations. Most of the studies has examined reusable packaging, generic products or broader green practices instead of actually purchasing and loyalty behavioural pattern of Zara and H&M customers. Furthermore, the geographical differences between India, Ghana, Brazil and other contexts have also restricted direct application to the wider customer base of brands. Additionally, many studies have measured stated purchase intention and willingness to pay instead of actual repeat purchasing and long-term loyalty. Consequently, the evidence has supported an association between behavioural intentions and sustainable value, but has not established a direct causal pathway from packaging towards loyalty. 
The systematic literature review has addressed this gap by connecting evidence on sustainable packaging with willingness to pay, loyalty and purchase intention in the context of H&M and Zara. It has demonstrated that packaging might be supporting progression towards strong customer relationships, when environmental value is affordable, credible and communicated effectively, while also identifying that packaging alone might not be able explain customer behavioural pattern in the long-term. 
[bookmark: _Toc241138690]5.6 Summary 
Overall, the discussion section has indicated that sustainable packaging can take the initiative of shaping customer perceptions of H&M and Zara, but its impact is conditional. The brand-specific sustainability associations, packaging attributes, functionality, credibility, communication, environmental awareness and price are collectively influencing customer responses The findings have also suggested that sustainable packaging might be contributing to loyalty, willingness to pay and purchase intention but could not determine these outcomes effectively. Thus, effective sustainability needs alignment of credible practices with wider brand performance and customer expectations. 


[bookmark: _Toc241138691]Chapter 6: Conclusion and Recommendations 
[bookmark: _Toc241138692]6.1 Conclusion 
The systematic literature review has critically examined the effect t of sustainable packaging on customer perception of Zara and H&M by addressing the research objectives related to customer perception brand differences, packaging practices and behavioural outcomes. Overall, the review has concluded that sustainable packaging has the potentiality of strengthening customer perceptions of fashion brands, but its impact is neither independent nor automatic of wider organisational and customer-centric factors. The secondary evidence has indicated that packaging is creating value when environmental responsibility is combined with credibility, functionality, clear communication and convenience. 
The first research objective has critically examined how sustainability packaging is influencing customer perception within the clothing industry. The review has demonstrated that customers often perceive reusable, recyclable and environmentally responsible packaging in a positive way, specifically when packaging has remained consistent and practical with their expectations. However, sustainability alone could not guarantee favourable perception. The customer knowledge, trust, confidence and perceived value might be strengthening or weakening the response. This has demonstrated that customer perception is mediated by the overall experience and meaning attached to packaging instead of prioritising environmental attributes alone. 
The second objective has critically evaluated sustainable packaging practices and attributes related to Zara and H&M. The systematic review has shed light on recycling, reduction, reuse, circularity and material substitution as key sustainable approaches. However, the findings have also demonstrated that adoption of a specific reusable format and sustainable material does not produce better environmental outcomes automatically. The effectiveness of packaging is also dependent on transportation, scalability, cost, infrastructure, lifecycle performance and operational management. Therefore, the assessment of sustainability packaging should be done as per commercial and environmental performance, instead of its stated environmental characteristics. 
The third research objective has critically examined differences in customer perceptions between Zara and H&M. The systematic review has shed light on different sustainability associations concerning the two brands, with H&M more visibly related with certain eco-labelling initiatives and recycling activities and Zara associated with recycling and eco-friendly materials. However, the evidence has not established an overall superiority of either brand because packaging-oriented comparisons has remained limited. The customer perceptions are also mediated by quality, price, trust and credibility of sustainability communication. Therefore, brand perception is dependent on how sustainability practices are interpreted and recognised instead of simply on the presence of sustainability initiatives. 
The fourth objective has critically assessed the relationship between purchase intention, sustainability packaging, loyalty and willingness to pay. The review has revealed that packaging might be contributing to these outcomes, but it has not independently determined customer behavioural pattern. Perceived value, environmental awareness, willingness to pay, credible communication and trust are influencing whether positive perceptions are developing into purchasing and long-term loyalty. Furthermore, sustainable packaging should be viewed as one of the key components of broader customer-value proposition. 
On an overall note, the systematic literature review has critically demonstrated that the effect of sustainable packaging on the customers of Zara and H&M is conditional and multi-dimensional. Its contribution to customer behaviour and perception is dependent on the interaction between practical value, economic considerations, environmental performance, customer expectations and credibility. Therefore, the systematic literature review has addressed the research objectives while highlighting the continuous need for packaging-oriented comparative evidence related to Zara and H&M. 
[bookmark: _Toc241138693]6.2 Recommendations 
[bookmark: _Toc241138694]6.2.1 Recommendation 1: Establishing life-cycle based packaging targets and monitoring. 
Zara and H&M should be assessing packaging according to its complete lifecycle instead of focusing only on whether materials are reusable, recyclable or bio-based. The findings have highlighted that packaging is producing unintended environmental effects through production requirements, transportation and limited reuse infrastructure. Therefore, both brands should be establishing measurable indicators covering packaging material reduction, reuse cycles, recycled content, transportation needs and end-of-life outcomes. Then the progress should be monitored across the packaging categories and reviewed against these indicators regularly. This will be allowing the brands in distinguishing between packaging that seems to be sustainable and the ones that are measuring measurable environmental improvements actually. It will be supporting more informed decisions, while selecting between recyclable, reusable and alternative material solutions 
[bookmark: _Toc241138695]6.2.2 Recommendation 2: Improving packaging transparency and customer-facing sustainability communication 
Zara and H&M should be providing clear and more accessible information regarding the environmental characteristics and disposal needs of their packaging. The systematic review has highlighted that customer perception is not only dependent on sustainable practices but also on credibility, familiarity, trust and how sustainability information is being communicated. Therefore, generic sustainability messages might not be sufficient in influencing the confidence of the consumers. The packaging information should be clearly explaining the material used, whether it can be reused or recycled, appropriate disposal methods and as per necessity, the environmental justification of the packaging choice. The environmental claims should be evidence based, and should not be exaggerated by overstating environmental benefits. This approach will assist both the brands in reducing uncertainty between actual packaging experience of customers and sustainability claims, while supporting more credible brand perceptions. 
[bookmark: _Toc241138696]6.2.3 Recommendation 3: Balancing sustainability with functionality, affordability and customer convenience 
Zara and H&M should be ensuring that sustainable packaging remains affordable, practical and convenient for customers. The systematic review has clearly demonstrated that environmental concern does not eliminate the importance of functionality, price, perceived value and product protection. Packaging which is environmentally preferable but difficult to use, related to higher costs or unsuitable for protecting products, might fail in generating positive customer response. Therefore, both brands should be testing sustainable packaging options against customer expectations before large-scale implementation, considering durability, protection, ease of use, and disposal alongside environmental performance. Where reusable packaging is being introduced, Zara and H&M should be also ensuring that return and collection systems are convenient enough for encouraging participation. This integrated approach has increased the likelihood that sustainable packaging is contributing to positive perception, customer relationships and purchase intention in the long-run. 
On a collective note, these recommendations have recognised that sustainable packaging should not be treated as standalone environmental initiative. In case of Zara and H&M, its effectiveness is dependent on measurable environmental performance, alignment with customer and commercial requirements and credible communication. Implementation of these areas will be providing a more balanced approach towards strengthening of packaging sustainability and customer confidence. 
[bookmark: _Toc241138697]6.3 Future Scope of the study 
The present study has provided a systematic understanding of how sustainable packaging might be influencing customer perceptions of Zara and H&M, but several areas has remained open for future research. Primarily, future researchers could be undertaking primary comparative research direct with Zara and H&M customers. The present systematic review is confined to secondary evidence, much of which has examined apparel consumers or fast-fashion brands generally. Direct semi-structured interviews or surveys with the customers of both brands will be providing stronger evidence of how packaging-specific attributes are influencing trust, perceptions and purchase decisions. 
Secondly, the future researchers should be conducting a more detailed Zara-H&M comparison of the actual packaging practices. The current secondary evidence has provided stronger packaging specific information for H&M, whereas Zara is more frequently represented through broader circular and sustainability initiatives. In this regard, the future researchers could be systematically documenting recycled content, packaging materials, labelling, reused systems, disposal instructions and packaging reduction across both brands. This will be enabling more consistent comparison and reducing dependency on broader sustainability indicators. 
Thirdly, the future researchers could be examining the actual behavioural consequences of sustainable packaging instead of depending mainly on stated purchase intention and willingness to pay. In this regard, longitudinal research could be investigating whether positive packaging perceptions are resulting in repeat purchases, customer loyalty and continued brand engagement over time. Experimental research could also be comparing different packaging formats like recyclable, reusable and reduced-material options for determining how specific attributes are influencing customer responses. 
Fourthly, future researchers could be investigating the relationship between greenwashing perceptions and sustainable communication more directly. Customers might be responding positive when packaging claim seems to be credible but can become sceptical when claims appear to be inconsistent with the experience. Examining how transparent packaging labels, sustainability claims and evidence are affecting trust will be providing further insight into the conditions under which sustainable packaging is strengthening or weakening brand perception. 
Lastly, the future researchers could be investigating demographic and geographical differences in a more systematic manner. The existing evidence has covered consumers from various demographic groups and nations, making direct comparison a bit challenging. Therefore, research involving customers across UK and other major markets could be examining whether income, age, price sensitivity and familiarity with sustainable packaging are altering customer responses to Zara and H&M. 
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	Author and Year 
	Type of Article 
	Sample Method 
	Key Findings 
	Linking research context 

	Baena (2024)
	Peer Reviewed
	mixed-method approach combining qualitative content analysis and quantitative analysis related with purchase intentions.
	Ethical and sustainable initiatives are positively influencing consumers’ purchase intentions towards Zara.
	Supported sustainability–purchase intention relationships, but focused on broader sustainability instead of packaging aspects specifically 

	Bodgan et al. (2025)
	Peer Reviewed
	Seven European fast-fashion companies’ 2023 sustainability reports, which includes H&M and Inditex; deductive thematic content analysis with the help of NVivo 14.
	Resource efficiency, sustainable material use and circularity were prominent; H&M and Inditex have showed strong attention to materiality and circularity disclosure.
	Supported Theme 2 by demonstrating how H&M and Zara’s parent company are disclosing circularity and resource-efficiency practices, despite packaging aspects has not been examined specifically 

	Clement and Spinler (2025)
	Peer Reviewed
	Case-study selection of a European e-commerce retailer.
	Returnable packaging might be generating financial and environmental benefits when inventory and logistics are managed effectively
	Supports Theme 2 by demonstrating that reusable packaging effectiveness is dependent on operational and logistics conditions, not the reuse aspect alone.

	Dragomir and Dumitru (2022)
	Peer reviewed
	Convenience sample comprising six global fast-fashion retailers showcasing corporate sustainability reports.
	H&M and Inditex were keen on adopting circularity solutions across their value chains, which includes retail, recycling, collaboration and packaging 
	Supported the study by showing H&M and Zara’s parent company are integrating packaging within broader circularity strategies, despite packaging aspect has not been examined independently

	Duarte et al. (2024)
	Peer reviewed 
	Consumer survey and quantitative empirical analysis 
	Environmental concern, willingness to pay, attitude and perceived value are significantly influencing sustainable packaging-purchase intention, with WTP recognised as the strongest determinant. 
	Contributed to the study by highlighting that sustainable packaging can take the initiative of influencing purchase intention, but economic value and willingness to pay has remained particularly important

	Gosal et al. (2024)
	Peer Reviewed 
	Quantitative survey comprising 228 Indonesian fashion consumers and PLS-SEM analysis.
	Economic, altruistic and functional values are significantly influencing attitude towards green fashion packaging 
	Contributed to the study by demonstrating that customer perception of sustainable packaging is dependent strongly on functional and economic value, not only the environmental value alone.

	Hageman et al. (2024)
	Peer Reviewed
	Survey with 155 female fast-fashion consumers; snowball sampling, followed by six interviews for triangulation.
	Sustainable initiatives are significantly influencing awareness, while relationships with attitudes and purchasing behaviour seems to be positive, but relatively weak
	Contributed to the study by highlighting that sustainability can take the initiative of influencing customer responses, but quality, price and credibility has remained important. 

	Javed et al. (2024)
	Peer Reviewed 
	Quantitative survey concerning 257 Chinese consumers recruited through WeChat Groups
	Social sustainability claims are positively influencing green brand image, satisfaction, purchase intention and brand equity 
	Supported the study by highlighting that credible sustainability communication might be shaping purchase intention and brand perception 

	Jestratijevic et al. (2022)
	Peer Reviewed 
	Website search shedding light on 478 international apparel and footwear retail brands associated with sustainable packaging solutions.
	Seven complementary packaging strategies—7Rs providing a gradual pathway for reduction of packaging waste and improvement of sustainability.
	Directly supported the study by identifying sustainable packaging practices that is relevant to evaluation of H&M and Zara.

	Kim and Oh (2020)
	Peer Reviewed 
	Purposive sampling involving 20 Korean Women and survey with 200 female consumers 
	H&M was associated with recycling boxes and recycling whereas eco-friendly fabric has significantly strengthened sustainable brand image for both brands
	Contributed to the study by comparing sustainability associations of H&M and Zara and their impact on sustainable brand image.

	Kolacz and Bhaduri (2025)
	Peer reviewed 
	Mixed-method online experimental research 
	Perceived benefits, message framing, green customer values have influenced attitude towards packaging initiatives and subsequently brand attitude. 
	Directly supported the study by highlighting that packaging communication and perceived benefits are shaping customer perceptions about fashion brands. 

	Mahmoud et al. (2022)
	Peer Reviewed 
	Purposive sampling comprising 218 consumers from Ghana and recruited done from shopping malls. 
	Willingness to pay and environmental awareness are significantly predicting purchase decisions, whereas green packaging itself has no significant impact 
	Contributed to the study by highlighting that packaging alone might not be driving purchase intention, willingness to pay and environmental awareness are crucial as well. 

	George et al. (2023)
	Peer Reviewed 
	Quota Sample comprising 395 rural respondents taken from 47 villages in Southern India 
	Green packaging awareness and initiatives are positively influencing green packaging behaviour, with environmental concern further strengthening the connectivity 
	Directly aligned with the study by connecting the packaging awareness with environmentally responsible responses and consumer behaviour 

	Nogueira et al. (2023)
	Peer Reviewed 
	Convenience sampling comprising 228 Portuguese fast-fashion consumers of Zara, Mango and H&M 
	Social, economic and environmental sustainability perceptions are significantly strengthening brand trust; social and economic sustainability are also predicting affective brand commitment 
	Contributed to the study by connecting sustainability perceptions with brand commitment, trust and customer relationships in the long-term. 

	Park et al. 2024
	Peer Reviewed 
	Comparing e-Commerce studies using secondary literature 
	Returnable packaging was not automatically more sustainable; environmental impacts are mainly dependent on number of reuses and transport distance 
	Directly supported the study by showing that packaging sustainability is dependent on lifecycle conditions, effective reuse and logistics 

	Patreau et al. (2023)
	Peer Reviewed 
	Online survey comprising 2002 Canadian customers that is recruited through the Ledger research panel 
	Most of the consumers were interested in bulk purchasing, but generally not interested to pay more; convenience and pro-environmental behaviour have influenced WTP.
	Contributed to the study by highlighting that reusable packaging might be encouraging interest, but convenience and price has constrained willingness to pay 

	Petkowicz et al. (2024)
	Peer Reviewed 
	Surveying 509 Brazilian consumers through an online questionnaire and using convenience sampling 
	Environmental concern was prominent, whereas consumer profiles have differed in terms of cost, environmental awareness, information and social influence.
	Effectively contributed to the study by demonstrating that purchase intention for sustainable packaging is dependent on environmental concern, trust, consumer characteristics and cost. 

	Plotkina et al. (2025)
	Peer Reviewed 
	Online survey comprising 1150 consumers from Germany, Switzerland and France. 
	Reusable, recyclable and biodegradable packaging has enhanced WTP and purchase intention, which is further mediated by green brand image 
	Directly contributed to the study by connecting packaging type with customer purchase intention, perception and WTP. 

	Sarantopoulos and He (2026)
	Peer reviewed 
	Empirical experimental research 
	Domestic sustainability initiatives have generated stronger purchase intentions and word-of-mouth, specifically for brands with weak sustainability records 
	Supported the study by demonstrating that credibility, location, sustainability initiatives and brand reputation are influencing consumer responses. 

	Turkcu and Tura (2023)
	Peer Reviewed
	Purposive Sampling comprising 14 companies across 8 nations
	Sustainable packaging is creating regulatory, economic environmental and functional tensions, needing management strategies and trade offs 
	Directly contributed to the study demonstrating that sustainable packaging must be balancing environmental benefits with functionality, cost, lifecycle challenges and regulations 



Table 5: Thematic Table
(Source: Self-created)
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