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ABSTRACT
Green packaging has brought about significant transformations in various industries worldwide, prompting businesses to reevaluate their conventional packaging practices in favor of more environmentally responsible approaches. This research work enumerates how environmental protection, Non-toxic packaging and recycled packaging influence customer loyalty, customer intention to repurchase and customer retention in Kentucky Fried Chicken (KFC), leading to an increase in customer satisfaction. Infinite population is used for the study and the sample size is 385 determined by Taro Yamane, however, 367 administered questionnaires were filled and returned. This study made use of articles, scholarly journals and textbooks in reviewing the multiple activities of green marketing to know the effects it has on customer satisfaction. Descriptive survey research design was used in collecting information by administering questionnaire to individuals and collected data was analyzed through coefficient of correlation. From the findings, the study revealed that the three-hypothesis formulated has a positive and significant effect on the satisfaction of costumers of Kentucky Fried Chicken (KFC). The study here by recommends that Kentucky Fried Chicken (KFC) and other stakeholders should foster green packaging to enhance the customer satisfaction. This can be done through harnessing low product price, handling and disposal, health and safety. These can help build quality relationship and collaboration among custom.
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[bookmark: _Toc148029056]1.1	Background to the Study 
In recent times, the global spotlight on environmental conservation and preservation has intensified significantly. The urgency to address these issues has been underscored by various factors, including the growing awareness of climate change and its far-reaching impacts (Smith, 2020). However, the call for addressing environmental concerns and safeguarding our planet's biodiversity dates back to the very inception of Earth. This enduring concern underscores the vital importance of nature preservation, as the delicate balance of ecosystems has been a focal point since time immemorial (Jones & Rudd, 2020). In response to these pressing environmental issues, the concept of green packaging has emerged as a critical factor in minimizing the adverse impacts of waste and pollution while simultaneously advancing the principles of sustainable development. Researchers and experts have emphasized that sustainable packaging solutions can significantly reduce the environmental footprint of products and contribute to overall conservation efforts (Barnett, 2020). The adoption of green packaging practices reflects an acknowledgment of the planet's finite resources and the need to protect them for future generations.
Against the backdrop of this evolving environmental consciousness, organizations across diverse sectors have found themselves obligated to reevaluate their practices and align them with environmentally responsible principles. The necessity to meet the ever-evolving expectations of conscientious consumers has led businesses to realign their operations with a focus on eco-friendly initiatives (Shin, 2018). Statistically, over 75 % of American consumers have supported environment protection as 50% claim they would avoid purchasing foods with packaging that are potentially harmful to the environment (Waheed, Khan & Ahmad, 2018).  
Consumers are undergoing a transformative shift in their attitudes and behaviors concerning consumption. In today's dynamic landscape, consumers exhibit heightened awareness regarding the swift changes occurring in biodiversity and their own consumption patterns (Shin, 2018). Consequently, a growing population of ecological consumers has emerged, placing paramount importance on preserving nature and enhancing the quality of their lives (Kim, Ko & Kim, 2018). In response to this conscientious trend, consumers are increasingly discerning when it comes to choosing dining establishments. They actively seek out restaurants that align with their values, prioritize their needs, and champion environmental stewardship.
Packaging has been highlighted as a major source of non-biodegradable garbage that harms the environment (Prakash & Pathak, 2017). Packaging is categorized amongst essential elements of the food and non-food products since a well-packed product guarantees the safety of consumers and the environment (Abbas & Hussien, 2017). Nevertheless, as a result of ideal environmental protection directives, Green packaging essentially protects the environment and provides competitive advantage to organizations in today’s eco-friendly market. Invariably, an individual’s commitment to environmentally friendly practices hinges on the behavior and preparedness to act on purchasing a project. Green packaging refers to packaging materials and practices that are environmentally friendly and sustainable. It is also known as sustainable packaging, ecological packaging and/or eco-friendly packaging. 
Green packaging is designed to minimize the negative impact on the environment, reduce waste, conserve energy and resources, and promote recycling and reuse. Green packaging is the development and adoption of material that are recyclable, reusable, and biodegradable to package products (Parker, 2018). Green packaging is associated with the “4R1D” principle, i.e., Reduce, Reuse, Reclaim, Recycle and Degradable, it is also described as packaging made from eco-friendly/biodegradable/composite materials that can be broken down and assimilated by natural means back into common earth elements like carbon, oxygen and hydrogen (Dharmadhikari, 2012). The goals are to improve the long-term viability and quality of life for humans and the longevity of natural ecosystems. To be effective, Green packaging must meet the functional and economic needs of the present without compromising the ability of future generations to meet their own needs. 
Green packaging has brought about significant transformations in various industries worldwide, prompting businesses to reevaluate their conventional packaging practices in favor of more environmentally responsible approaches. Corporations have come to recognize that aligning their strategies with responsible business practices can confer competitive advantages and foster customer loyalty (Wong & Yazdanifard, 2015). This shift is exemplified by more than 40 industry leaders endorsing a global strategy plan for plastics production and recycling, aiming to achieve a 70% global reuse and recycling rate for plastic packaging, a significant advancement from the present 14% rate (Wong & Yazdanifard, 2015). Yet, this ambitious target also underscores the need for innovative redesign of the remaining 30% of plastic packaging, reflecting the demand for revolutionary approaches in sustainability.
The integration of green packaging into corporate strategies extends beyond environmental stewardship. It has evolved into a multifaceted marketing strategy that embodies social responsibility while satisfying shareholders' expectations for enhanced profits and market presence. This strategy seamlessly fuses traditional marketing principles with the well-established concept of corporate social responsibility, emphasizing the differentiation in product offerings. Enterprises actively showcase their green initiatives in the competitive marketplace, vying for recognition as responsible entities (Farris, 2010). In response, consumers increasingly seek products packaged in eco-friendly ways, amplifying the potential of green packaging as a tool for augmenting customer satisfaction and brand loyalty (Farris, 2010). Satisfied customers tend to exhibit greater product repurchase intentions, fostering loyalty and bolstering businesses' financial performance. Moreover, eco-conscious consumers are inclined to advocate products with environmentally friendly packaging, driving word-of-mouth marketing and elevating brand visibility (Farris, 2010).
Customer satisfaction, particularly within the purview of green marketing strategies, is a multifaceted construct encompassing a broad spectrum of perceptual and psychological elements that collectively define consumers' contentment. These facets span a range of experiences, including satisfaction with the product itself, the decision-making process leading to the purchase, product performance attributes, overall impressions of the company, and the post-purchase journey (Patterson, Johnson, & Spreng, 2019).
Recent research in 2020 and 2021 continues to underscore the affirmative relationship between customer satisfaction and the adoption of green marketing strategies (Jones & Kumar, 2020; Smith & Patel, 2021). The essence of customer satisfaction, however, materializes when a product not only aligns with but also surpasses customer expectations (Smith & Patel, 2021). It's essential to recognize that customer satisfaction isn't a solitary concept; rather, it serves as an all-encompassing framework that comprises various dimensions (Jones & Kumar, 2020). Moreover, consumer preferences have tangibly evolved towards favoring eco-conscious companies and products (Swenson & Wells, 2020). As such, businesses increasingly recognize the significance of aligning their strategies with green initiatives to not only fulfill consumers' ecological expectations but also garner their loyalty and positive word-of-mouth endorsements (Smith & Patel, 2021). 
In Nigeria, ecological and environmental awareness remains limited, influenced by factors such as inadequate green packaging knowledge, low environmental consciousness, weak government regulations, high costs of eco-friendly products, and consumer distrust in these products. These factors collectively impact consumer attitudes and purchasing behavior towards goods with green packaging (Singh & Pandey, 2012; Wahab, 2017). Eco-friendly packaging offers substantial potential to contribute to sustainable development by employing biodegradable or recycled materials, thereby reducing waste generation and carbon emissions for businesses (Singh & Pandey, 2012). Such practices enable businesses to position themselves as environmentally responsible, appealing to socially conscious consumers and enhancing customer loyalty (Wahab, 2017).
Notably, KFC has exemplified a strategic approach to green packaging by exploring sustainable materials. Traditionally reliant on foam and plastic, KFC has shifted its focus to testing compostable and biodegradable alternatives like paper, bagasse, and plant-based materials. By adopting these eco-friendly options, KFC aims to decrease non-recyclable packaging usage, minimizing landfill waste and advancing its environmental efforts. Incorporating these eco-friendly practices can yield benefits such as enhanced customer loyalty, positive word-of-mouth marketing, reduced environmental impact, and improved brand reputation for businesses. The case of KFC's sustainable packaging practices showcases an important area of study, reflecting an evolving commitment to environmentally conscious business practices.
[bookmark: _Toc148029057]1.2	Statement of the Problem
In recent times the global trend of organizations adopting environmentally friendly practices has been underscored due to growing awareness of pressing environmental issues. Consequently, this shift has propelled many firms to reorient their strategies towards eco-friendly packaging, recognizing the importance of catering to environmentally conscious consumers' preferences (Smith & Patel, 2021). However, a critical research gap remains in understanding how businesses can effectively harmonize their packaging strategies with consumer demands for environmentally protective, non-toxic, and recycled packaging options while concurrently pursuing their operational objectives. This research gap underscores the need to explore strategies that bridge the divide between consumer expectations for environmentally friendly packaging and the inherent challenges faced by organizations in implementing these practices.
During the mid-90s, consumers in developed countries began exerting pressure on businesses to take responsibility for the environmental impact of their operations (Hartmann & Apaolaza-Ibáñez, 2019). This led to a shift in consumer behavior, with many individuals avoiding products from companies associated with pollution, health hazards, and environmental harm. Consequently, companies, including those in industries like brewing, faced new challenges in meeting the demands of environmentally aware customers. The amount to which packaging materials and procedures help to the preservation and well-being of the environment is referred to as environmental protection in the context of green packaging. This variable includes strategies and procedures used by enterprises to limit waste creation, minimize environmental harm, and minimize the ecological footprint of their packaging (Pickett-Baker & Ozaki, 2019). However, despite the mounting demand for green products, a distinct research gap exists in comprehending how organizations can navigate these challenges and effectively communicate their initiatives related to environmentally protective, non-toxic, and recycled packaging to consumers (Smith & Patel, 2021). This underscores the need to explore communication strategies that bridge the chasm between consumer environmental concerns and corporate practices in various industries, including brewing (Kumar & Rahman, 2018).
In the manufacturing sector, which is a cornerstone of global industry (Wahab, 2017), the adoption of eco-friendly practices, particularly in packaging, becomes pivotal. However, the majority of organizations within Nigeria's manufacturing industry do not align with green practices (Eneanya & Ibemesi, 2019). There is a prevalent misconception among these firms that obtaining green certifications and labels is sufficient to convey their commitment to sustainability, while consumer perceptions and actual environmental values may remain misaligned. This discrepancy underscores a significant research gap concerning how organizations can authentically embrace eco-friendly practices and communicate them to consumers to bridge this perception-action gap.
This study seeks to address the aforementioned research gaps by focusing on the case of KFC (Kentucky Fried Chicken) Ilorin, Kwara state, by investigating the relationship between green packaging and customer satisfaction. By examining KFC's efforts in adopting eco-friendly packaging and its impact on customer perceptions and satisfaction, this research aims to provide in-depth insights into effective strategies for organizations to genuinely align their packaging practices with consumer preferences for environmental protection, non-toxic materials, and recycling (Huang, Zhang & Qu, 2020). In doing so, this study contributes to enhancing their sustainability efforts while meeting customer expectations.


[bookmark: _Toc148029058]1.3	Research Questions
The research addresses the following questions:
1. Is there a notable effect of environmental protection on customer loyalty at KFC Ilorin, Kwara state?
2. How does non-toxic packaging influence customer intent to repurchase at KFC Ilorin, Kwara state?
3. Does recycled packaging have an effect on customer retention at KFC Ilorin, Kwara state?
[bookmark: _Toc148029059]1.4	Research Objectives
This study aims to study green packaging and customer satisfaction using KFC (Kentucky Fried Chicken) in Ilorin, Kwara state, as a case study. The study specifically aims to achieve the following objectives to:
i. investigate the effect of environmental protection on customer loyalty at KFC Ilorin, Kwara state.
ii. assess the impact of non-toxic packaging on customer intent to repurchase at KFC Ilorin, Kwara state.
iii. examine the effect recycled packaging on customer retention at KFC Ilorin, Kwara state.


[bookmark: _Toc148029060]1.5	Research Hypotheses
The research hypotheses are as follows:
Ho1:	Environmental protection has no significant effect on customer loyalty at KFC Ilorin, Kwara state.
Ho2:	Non-toxic packaging has no significant impact on customer intent to repurchase at KFC Ilorin, Kwara state.
Ho3:	Recycled packaging has no significant impact on customer retention at KFC Ilorin, Kwara state.
[bookmark: _Toc148029061]1.6	Significance of Study
Paying attention to the environment through green packaging can be used to achieve good brand image and have a moral obligation to be more socially responsible. This study will be of significance to the following stakeholders
The findings of this research will better inform the government on how to enact policies that encourages organizations to adopt eco-friendly packaging to safeguard the environment and also boost the awareness of Eco-Friendly packaging in the customer’s mind. 
The findings of this study would be of great benefit to organizations in Nigeria as it will increase their understanding of how to use green packaging to strengthen and improve their goodwill. It will also allow companies (especially restaurants like KFC) know how their packaging affects customer trust, purchasing behavior as well as customer satisfaction with the kind of package they use. 
By investigating consumers’ perceptions about the role of green packaging on consumer satisfaction, this study will help marketers to realize in which way the packaging influences perceptions of consumers while buying a certain product. In addition, this the study will provide a framework for marketers in adopting green approach to marketing. 
Embracing green packaging fosters positive branding and social responsibility. This study holds significance for governments shaping eco-policies, Nigerian businesses enhancing goodwill, and marketers optimizing strategies. Beyond, it empowers consumers, contributes to sustainability, and enriches the environmental discourse. Other stakeholders who will benefit from this study include; investors, community groups, students and researchers in the same field.
[bookmark: _Toc148029062]1.7	Scope of the Study
This study focuses on green packaging and customer satisfaction, a case study on KFC Ilorin, Kwara state. KFC (Kentucky Fried Chicken) Ilorin it is one of the major fast food outlets in Ilorin metropolis with a large customer base. The deliberate choice to focus on KFC Ilorin is enables us to gain profound and comprehensive insights into specific contexts. Proxies for green packaging will be substantiated by existing literature, ensuring a strong analytical foundation. The entire population is not considered, however, sample for the study would be selected from KFC (Kentucky Fried Chicken) customer base. The study will be conducted from 2013 to 2023, capturing seasonal variations and customer behavior. This timeframe aligns with robust data collection and analysis, facilitating comprehensive investigation. By bridging green packaging and customer satisfaction in the unique setting of KFC Ilorin, this research has the potential to enrich both theory and practice in sustainable business strategies.
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[bookmark: _Toc148029065]2.0 Preamble
This chapter deals with the review of related literatures. It shall be discussed in relation to the conceptual review, theoretical review, empirical review and research gap.
[bookmark: _Toc148029066]2.1 Conceptual Review
[bookmark: _Toc148029067]2.1.1 Concept of Green Packaging 
Green packaging is recognized as a sustainable wrapper to package the goods which have a very low negative effect on both environment and energy consumption. Green packaging is not only eco-friendly in nature, nonetheless, it includes sustainable materials that are produced from the environmentally aware method by energy-efficient phases (Auliandri,, 2018). Green packaging is made from materials that can be broken down into oxygen, hydrogen, and carbon (Dixon, 2019). 
The products in the market are mostly come with packaging to ensure the product are in a safe condition as well as for marketing purpose. For instance, green packaging brings favourable feeling to green consumers which create loyalty and confidence for customers to consume the products (Rajendran, 2019). Recently, there is strong awareness regarding sustainability packaging globally (Nguyen, 2020). This is because, non-environmentally friendly products had created serious issues of waste pollution worldwide bring negative impacts to humans and the environment (Siracusa and Rosa, 2018). Thus, sustainable packaging is important for people’s health, waste disposal, energy consumption, resources, environment (Dupon, 2020). Thus, green packaging had successfully caught attention to be eco-friendlier and sustainable. The market of green packaging worldwide is expected to provide significant growth in the coming years through strong policies and regulatory enforcement by the government. 
A few initiatives have taken place which includes bio-plastics as a raw material to eliminate waste and pollution (Groh, 2019), no more petroleum and oil products require for future packaging which is completely biodegradable that able to reduce the environmental burden of carbon footprint (Guillard, 2018). Green packaging is crucial in most industries including pharmaceutical, personal body care, and Fast-Moving Consuming Goods (FMCG) (Ma, 2020). Several reasons to handpicked green packaging comprising carbon footprint reduction, easy disposal, biodegradable, flexible and versatile, secure and improve the image of the brand, save cost, ability to recycle, reuse and reduce, customer base expansion, cost reduction and eliminate plastic usage (Moustafa, 2019) 
When sustainably packaged food products are concerned, consumer purchase intentions are influenced by producers' and retailers' sustainability policies (Canio, 2021). Favorable sustainability has drawn attention because of many wastes generated from plastic packaging (Beitzen-Heineke, 2017). Food packaging adds a large amount of garbage disposed by households regularly. For example, Chen (2017) found that due to excessive packaging, household waste increases. Because of this accumulation of household waste, a clearing process is required to separate them for recycling (Klaiman, 2017). Further, due to this unnecessary burden to dispose garbage, consumers tend to select sustainable green packaging designed purposefully to give consumers comfort in disposing of the waste. The label on the packaging also plays a substantial role in providing information and educating consumers about the green product. It is an essential feature tightly attached to the package itself, and without the label, the greenness is hardly identifiable. The value of the product offered by the company is to transfer the mind of the consumer through these properly designed labels. These labels guide consumers to select green products. Therefore, eco-labels induce consumer buying of such products (Chekima, 2016). The eco-labels are communicating some message about the green product. Consumers accept this information if it is coming from a credible source. When independent regulatory agencies issue labels, the acceptance is enhanced (Parguel, 2011). Kao and Du (2020) explain that green advertising is essential but not enough to solve all the problems faced by green marketing.
In the past: the only goal of product packaging was to protect the products themselves and be aesthetically pleasing while ignoring the negative consequences for the environment, and there is usually a lack of interest in the packaging itself on the part of customers (Sherman, 2013). Countries have developed many legislations and laws to restrict the excessive packaging of goods and as a result: green packaging design has become more prevalent to address the environmental impact resulting from the increasing packaging waste (Seo, 2016). Green packaging design is defined as environmentally friendly packaging, compatible with environmental issues, and seeking to meet customer requirements by being beneficial to the environment (Canavari, Coderoni, 2019). 
The primary objective of green packaging design encompasses several key facets. Firstly, it aims to render environmental protection not only a responsibility but a marketable and profitable endeavor. By integrating eco-friendly principles into packaging, businesses can demonstrate their commitment to sustainability, appealing to environmentally conscious consumers and potentially boosting their brand's reputation and profitability (Barbulescu, 2019). Secondly, green packaging design strives to play a pivotal role in the conservation of natural resources while simultaneously reducing energy and labor costs associated with traditional packaging methods. This approach aligns with the broader goal of sustainable resource management, ensuring that valuable resources are utilized efficiently. Lastly, green packaging design seeks to go beyond the basics of customer satisfaction by leveraging environmental quality as an additional benefit. By providing eco-conscious packaging options, businesses can not only meet customer needs but also contribute positively to the environment, further enhancing their appeal in an increasingly environmentally aware market (Dixon, 2019).
Appropriately designing the packaging increases customer confidence, loyalty, and satisfaction, as the packaging design can have a positive impact on customers (Bergsdóttir & Rasmussen, 2020). Therefore, green packaging complies with the requirements of environmental protection, and equally, profitability and customer satisfaction are achieved when using and producing (Bakhuis, 2021). Green packaging is an important initiative to address the problem of environmental degradation and urge more countries and regions to embark on a sustainable development path to protect the environment (Dertili, 2021). Using eco-friendly packaging can help a brand improve its image. People are becoming more aware of how important it is to use environmentally friendly products and packaging, so through companies that show that they are also environmentally conscious, they can make a huge difference in the choice’s customers make (Dupon, 2020; Jong, 2022).
[bookmark: _Toc148029068]2.1.1.2 Environmental Benefits of Green Packaging
As global awareness of environmental issues continues to grow, there is an increasing emphasis on sustainable practices across various industries. One area that has seen significant developments in this regard is packaging. Green packaging, which prioritizes eco-friendly materials and design, offers a range of environmental benefits that contribute to a healthier planet (Bakhuis, 2021). This article explores the numerous advantages of green packaging and highlights the importance of adopting such practices.
1. Reduction in Resource Depletion
Green packaging is designed to minimize the consumption of natural resources. This is achieved through the use of recycled materials, renewable resources, and efficient design. For instance, many green packages are made from recycled paper or cardboard, reducing the need for virgin tree pulp. This not only conserves forests but also decreases the energy and water required for the production of traditional packaging materials (Smith, 2019; Johnson, 2020).
2. Energy Savings in Production
The production of traditional packaging materials like plastic and aluminum is energy-intensive. In contrast, green packaging materials often require significantly less energy to produce. For example, the manufacturing of recycled paperboard uses less water and energy compared to the production of virgin paperboard. Additionally, green packaging designs prioritize lightweight materials and optimized shapes, reducing transportation costs and energy consumption throughout the supply chain (GreenBiz Group, 2018)
3. Preservation of Biodiversity
Green packaging contributes to the preservation of biodiversity in several ways. By reducing pollution and resource consumption, it lessens the negative impacts of packaging on ecosystems. Moreover, sustainable forestry practices, often used in green packaging, can help maintain the habitats of numerous plant and animal species. As biodiversity plays a crucial role in ecosystem health and resilience, protecting it through green packaging practices is vital (Convention on Biological Diversity, 2020; World Wide Fund for Nature, 2021).
4. Water Conservation
The production of traditional packaging materials, especially paper and plastic, consumes substantial amounts of water. Green packaging materials, such as those made from recycled content or sustainable sources, often have a lower water footprint. This is important in regions where water resources are scarce or where water quality is a concern. Reduced water use in production helps alleviate pressure on local water ecosystems (Water Footprint Network, 2019; The Nature Conservancy, 2021).


5. Education and Advocacy
Green packaging serves as a powerful tool for environmental education and advocacy. Packaging is an integral part of daily life, and consumers interact with it regularly. By incorporating sustainability messages and practices into packaging design, companies can raise awareness and educate consumers about environmental issues. This, in turn, can lead to broader support for sustainability initiatives and encourage responsible consumption (Iles, 2017; Tukker, 2020).
6. Reduction of Landfill Waste
One of the most direct benefits of green packaging is the reduction of landfill waste. Traditional packaging materials, such as non-biodegradable plastics, contribute significantly to overflowing landfills. Green packaging, including biodegradable and compostable materials, diverts waste away from landfills, reducing the need for landfill expansion and minimizing the environmental impacts associated with waste disposal (U.S. Environmental Protection Agency, 2020; Hoornweg, 2013).
7. Long-Term Sustainability
Green packaging promotes long-term sustainability by encouraging responsible consumption and production patterns. It fosters a mindset of resource conservation and environmental stewardship that extends beyond packaging to other aspects of business and personal life. This shift towards sustainability is critical for addressing global challenges such as climate change, resource scarcity, and environmental degradation (United Nations, 2015; Sustainable Packaging Coalition, 2021).
The environmental benefits of green packaging are multifaceted and far-reaching. From reducing resource depletion and energy consumption to preserving biodiversity and reducing waste, green packaging contributes significantly to a more sustainable and eco-friendly future. By adopting green packaging practices, businesses and consumers alike can play a vital role in protecting our planet's natural resources and ensuring a healthier environment for future generations. It's not just a packaging choice; it's a commitment to a sustainable future.
[bookmark: _Toc148029069]2.1.1.3 Environmental Protection
Environmental protection is a critical global concern in the face of growing environmental challenges. It encompasses a range of strategies and actions aimed at preserving and conserving our natural environment. Sustainability initiatives play a pivotal role in this endeavor, focusing on minimizing environmental harm while sustaining the well-being of current and future generations. The Sustainable Packaging Coalition (2021) highlights the significance of sustainable packaging practices in environmental protection. Sustainable packaging strives to reduce waste, minimize energy consumption, and decrease greenhouse gas emissions. By adopting eco-friendly materials and designing packaging for recyclability, businesses can significantly reduce their environmental footprint.
There is a need for industries to adopt eco-conscious practices, sustainable manufacturing processes, energy-efficient technologies, and responsible resource management are essential components of environmental protection efforts. Minimizing resource consumption and reducing pollution are key objectives in safeguarding our ecosystems. Prakash and Pathak (2017) draw attention to the critical role of policy and regulation in environmental protection. Government policies that promote renewable energy sources, emission controls, and responsible waste management are instrumental in mitigating environmental degradation. Regulatory frameworks ensure that businesses adhere to environmentally friendly practices and are held accountable for their impact on the environment.
Huang (2017) underscores the importance of sustainable agriculture in environmental protection. Sustainable farming practices reduce soil erosion, water pollution, and deforestation, promoting the preservation of biodiversity and natural habitats. Moreover, sustainable agriculture can contribute to food security by maintaining healthy ecosystems. Environmental protection is a multifaceted endeavor that requires collective action from individuals, businesses, and governments. Sustainable practices in packaging, manufacturing, policy formulation, and agriculture are essential components of these efforts. By embracing eco-conscious strategies and technologies, we can contribute to the preservation of our planet's precious natural resources and ecosystems for generations to come.
[bookmark: _Toc148029070]2.1.1.4 Non-toxic Packaging
Non-toxic packaging revolves around the idea of creating packaging materials that do not pose a threat to human health or the environment. This concept aligns with global efforts to reduce the harmful effects of packaging waste and chemical exposure. Moustafa (2019) emphasize that non-toxic packaging materials are those that do not release harmful chemicals into the contents they encase. This is particularly important for food and beverage packaging, where chemicals can migrate into consumables over time. Such migration can not only impact the taste and safety of the product but also pose health risks to consumers.
Nguyen (2020) highlight the importance of non-toxic packaging in reducing the environmental footprint of the packaging industry. Toxic materials in packaging can leach into the environment during production, use, or disposal, contributing to pollution and ecosystem harm. Non-toxic packaging seeks to minimize these adverse effects through the use of safer, sustainable materials. Siracusa and Rosa (2018) emphasize the need for rigorous testing and certification processes to ensure non-toxicity in packaging. Certification standards like those established by regulatory bodies help verify that packaging materials meet specific safety criteria, further assuring consumers of their non-toxic nature.
Jones and Kumar (2020) assert that the concept of non-toxic packaging extends beyond materials to include the reduction or elimination of harmful additives, such as certain dyes and preservatives, in packaging components. This holistic approach aims to enhance the overall safety and sustainability of packaging.
[bookmark: _Toc148029071]2.1.1.5 Recycled Packaging
Recycled packaging is a sustainable practice within the packaging industry that involves the reuse of materials from previously used packages to create new packaging materials. This environmentally conscious approach aims to reduce waste, conserve resources, and minimize the environmental footprint of packaging materials and processes. Moustafa (2019) define recycled packaging as the utilization of recovered materials, such as paper, plastics, glass, and metals, to produce packaging materials for various products. These materials are collected through recycling programs, processed, and then incorporated into the production of new packaging items.
Recycled packaging contributes significantly to environmental sustainability. Ma (2020) emphasize that it helps conserve natural resources by reducing the demand for virgin materials, which often requires substantial energy and resources to extract and process. By repurposing existing materials, recycled packaging minimizes the environmental impact associated with the extraction and production of new packaging materials. Recycled packaging reduces waste and landfill burden. By diverting materials from landfills and recycling them into packaging, it helps mitigate the challenges posed by increasing waste volumes (Guillard, 2018). This aligns with the principles of the circular economy, where materials are kept in use for as long as possible, thereby reducing overall waste generation.
In addition to its environmental benefits, recycled packaging can also appeal to eco-conscious consumers. Jones and Kumar (2020) highlight that an increasing number of consumers are making purchasing decisions based on a product's environmental footprint, including its packaging. Brands that adopt recycled packaging can attract and retain environmentally aware customers, potentially enhancing their market competitiveness. Recycled packaging involves the use of previously recovered materials to create new packaging materials, promoting environmental sustainability by conserving resources, reducing waste, and appealing to eco-conscious consumers. This practice represents a significant step towards more responsible and sustainable packaging solutions in today's environmentally conscious world.
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Defining packaging is complex due to its multiple purposes, but generally, it can be said that packaging suggests containers of different shapes and sizes made of packaging materials in the narrow sense, in which any type of goods or victuals is packaged, transported, stored or sold. 
Article 4 of the Regulation on Packaging and Packaging Waste (Official Gazette, 2015) defines package and packaging waste as follows: Package is any type of product, regardless of the material it is made of, used for containing, protection, handling, delivery and presentation of the goods from raw materials to finished products, from manufacturers to consumers. Packaging is also any type of irretrievable items intended for the manufacture of the packaging that will be used for the above-mentioned purposes, as well as additional resources for packing used for wrapping of binding goods, packaging, sealing, preparation for shipment and labelling.” Packaging material is any type of material packaging is manufactured from, like: glass, plastic, paper, cardboard, wood, metal, composite mixed material and other materials.” 
According to Kotler, packaging can be defined as “all the activities of designing and producing the container for a product” (Pathak, 2014). According to Manalili (2014), “packaging refers to the technology and material for enclosing or protecting products for distribution, storage, sale, and use”. In order to correctly protect a food product, i.e. to be safely transported, storaged and delivered to the final consumer, it must be packed in appropriate packaging (Jamnicki, 2011). From the aspect of packaging, a product can be considered a product only if it is delivered to the consumer correctly. This mission lies on the packaging and distribution conditions of the product. Only then will the product have its value, not just the nominal, set by the price, but the actual value, the pratical and useful one, assigned by the manufacturer and realized by the consumer (Darmawan, & Suasana, 2020). 
One of the functions of food packaging is also to pack food in the way that is most cost-effective, but also to satisfy conditions of food industry and consumers, as it has to keep food safe and minimize external influences on the stability of the packed content (Santoso and Fitriyani, 2016). On their way form the producer to the consumer, goods are exposed to many influences that can more or less damage them, and the packaging should protect the goods as much as possible on this way to reach the consumers undamaged and unspoiled. Packaging has to protect the goods from many mechanical stresses, physical and chemical impacts, microorganisms and insects, atmospheric influences, and additionally, prevent the loss of goods or any of its components (Archana, 2021). 
Packaging is recquired to protect the product from the moisture from the environment, which means that the share of moisture in the packed product should not rise nor fall. Should it vary, it could lead to undesirable changes of the packed goods (Darmawan, & Suasana, 2020). Some packaging materials, like metal, glass and minerals will get moist only on the surface, and if they are exposed to air of relatively low moisture, it will dry completely. Foods are divided into easily perishable (meat, milk, vegetable) and microbiologically stable. Packaging protects the content while the product moves through the marketing channel and when the product is used. Packaging also prolongs the shelf life of the product, which is important to manufacturers as well as final users (Abdalkrimi, 2013). 
Some raw materials, auxiliary materials, semi-finished products and almost all finished goods are storaged and transported in the appropriate packaging. Packaging with well-executed storage-transport functions enables rational use of warehousing and transporting space and realization of these functions depends on the shape and dimensions of the packaging and its compatibility with the dimensions of the packed goods (Darmawan, & Suasana, 2020). Shape and dimensions of the packaging should be adjusted to the dimensions of the goods because otherwise, storage facility space or the space of the transporting vehicle will not be fully used. Goods that are without shape, pastes and goods that can be disseminated or spilled, take the form of the packaging, so the volume of the packaging should be in line with the amount of the packed goods. If the goods have a stable shape, dimensions and shape of the packaging have to be adjusted to the dimensions and shape of the goods (Archana, 2021). The space inside the transporting packaging and the space in the warehouse or the vehicle can be also used with the packaging in the shape of a cuboid. The stability of the stacked goods is increased considerably by crossing and binding the transported units during the stacking. If the goods are stacked on palettes during the transport, dimensions of the packaging should be fitted to the dimensions of the palettes in order to use the size of the palette as better as possible (Pan, 2021). For the optimization of storage transport function the packaging is labelled with graphical elements to make handling and register of the goods easier (Archana, 2021). Today, when it is possible to manufacture any kind of product in any amount, the problem is to market the product, i.e. to sell it, and the packaging plays here a very important role. 
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In current market place packaging plays a vital role. The European Federation defines packaging as all products made of any materials of any nature to be used for the containment, protection, delivery and presentation of goods, from raw materials to processed goods. Traditionally, packaging intended as a means of protecting and pre‐serving goods, handling, transport, and storage of products (Pan, 2021). From the consumer perspective, packaging plays a major role when products were purchase. Packaging is crucial, given that it is the first thing that the public sees before making the final decision to buy. Packaging has been called the “silent salesman”, as it informs us of the qualities and benefits that we are going to obtain if we consume a certain product.
Packaging is of great importance, since it is the first level of communication between a product and the consumers. It is regarded as an effective medium of marketing, helping in building strong relations with the consumers. Packaging is used as a tool for the communication of products’ brand values (Schoormans, 2015). This is based on the package design, which can be defined as “the various elements chosen and blended into a holistic design to achieve a particular sensory effect” (Pathak, 2014). In fact, packaging may be representative of a product, as well as the company’s policies with regard to its eco-friendly packaging systems, its orientation towards sustainability and environmental protection. These elements, in combination with the packaging strategies, the visual aspects of packaging, help the company to differentiate itself from the competitors (Ford, 2013). In fact, the materials used in and the design of package, such as colour, shape, images, combined with the packaging strategies used in the promotion of the products, have an effect upon the purchasing decision of consumers (Schoormans, 2015). 
Some packages use mythical themes, in order to provide “narrative literary texts that go beyond labeling requirements”, conveying specific message (Pan, 2021). Moreover, the design of the products, as their package, reflect their quality, which influence consumer behaviour (Hamelin, 2011). In addition, the package may have an impact on the product familiarity, an important element in product-consumer interaction, which again influences consumer behaviour (Huddleston, 2000). In addition, product design and labeling (e.g. the information provided about the nutritional contents, or the country of origin) influences purchasing decisions about certain products (Pathak, 2014).
Packaging is important for the protection of the product, until it reaches consumers, namely from the point of production. For this reason, governments and the European Union have introduced regulations and standards with regard to environmental-friendly packaging (Pan, 2021). This process, however, should be made through the optimization of the materials usage, the minimization of waste, and the recovery of the used packages (Envirowise Guide, 2014). This process is depicted in the following figure. As one can see, the concept of
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Packaging can have several different characteristics that are of value for customers, there are some clear patterns among the respondents but there are also some different values and characteristics that are of weight to highlight. The most common one is the feeling of luxury and findings signify that feeling of luxury is connecting with the colours white, black and grey on the package. Although, findings indicate that the respondents prefer earthy colours and connect it with the feeling of luxury. Logo and patterns on packages can contribute to a feeling of luxury, and the most common colours are gold and silver. The theory is suggesting that every service exchange can lead to customer experience, no matter what nature or form is (Schmitt, Brakus & Zarantonello, 2015). Total customer experience is connected with product experience, communication experience, brand experience and consumption experience (Krishna, Cian & Aydınoğlu, 2017). Findings indicate that luxury is of value and when the packaging is reflecting the brand, there is a clear connection between the four experiences mentioned above (Krishna, Cian & Aydınoğlu, 2017)
 The main purpose of a package is to protect the product that is inside. Elements that depends to maintain product quality is within several functionalities; store, market differentiation, provide product loses and facilitate transportation (Pathak, 2014). Some brands use one package and the designed package becomes the package of value in both the shipping process and the one that protects the product. This strategy makes the designed package more exposed to damage during the shipping process. Packaging has become a part in the overall experience and been focusing to have a characteristic by providing fascination, emotions and satisfaction (Tanderup, Reunanen & Kraus, 2019). This is similar to the fact that packaging can create a better or worse experience. However, the theory is mentioning that the material of a package is an attractive factor to the purchase decision (Mohammed, 2018). 
There are some characteristics that are creating extra value for the respondents, instead of using tape there can be a sticker and instead of paper or plastic, the product can be wrapped in tissue paper. The development of packaging is changing and improving constantly (Joutsela, Latvala & Roto, 2016). Packaging has different characteristics, but the form can affect perceptions, it can make the first impression last and it can be a competitive advantage since it is more than just a logistic function (Joutsela, Latvala & Roto, 2016; Rundh, 2013). The package should reflect the product that is inside, and the package is like a shell for the product which creates the expectations when you receive it even though they know what is inside. This is an example of how the designed package can create extra satisfaction and experience for the customers since they know the product, but they might not know how the package will look like. Most common characteristics a package should have are the feeling of luxury, protecting the product, sustainable matters, personalized, functional and exceed the expectations.
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Customer satisfaction is actually a term most widely used in the business and commerce industry. It is a business term explaining about a measurement of the kind of products and services provided by a company to meet its customer’s expectation. It is well established that satisfied customers are key to long-term business success (Scheider, 2015).
There is no universally accepted definition of customer satisfaction McCollough, (2015). One ongoing debate in consumer satisfaction circles is the extent to which it is a cognitive process or an emotional state. Belas and Gabcova (2014) defined satisfaction as a total psychological state when there is an existed discrepancy between the emerging emotion and expectation and such an expectation is a consumers’ feeling anticipated and accumulated from his or her previous purchases.
Zeithaml and Bitner (2013) define satisfaction as a judgement that a product or service feature provides a pleasurable level of consumption related fufilment. It is probably a complex human process involving extensive cognitive, affective and other undiscovered psychological and physiological dynamics (Chavan & Ahmad, 2013). 
Satisfaction is a function of perceived performance and expectation, if the performance fall short of expectation, the customer is dissatisfied and he is satisfied if performance matches expectation, but the customer is highly delighted if performance exceed expectation. Nevertheless expectation and performance are shaped–up by a combination of factor that is difficult to control advertised quality of product, service, and design and employees attitude (Scheider, 2015). The challenge is for the organization to manage the relationship with each one of the customers so that they are willing to promote the business through ‘word of mouth’ promotion and evidence their loyalty with repeat sale (McCollough, 2015).
Customer satisfaction is an applied term that determines on how products and services supplied by a company meet or surpass customer expectation. Cronin (2015), conceptualized customer satisfaction to be an evaluation of an emotion, reflecting the degree to which the customer believes the service provider evokes positive feelings. Customer satisfaction reflects the degree to which a consumer believes that the possession or use of a service evokes positive feelings. Cronin (2015) various models and theories that have been developed to this end, IT indicates that customer satisfaction is related to the size and direction of disconfirmation, which is defined as the difference between the post-purchase and post-usage evaluation of the performance of the product/service and the expectations held prior to the purchase (Sharma & Ojha, 2014).
The dream of every organization is having a satisfied customer will be injection for its success and basis to continue its business lifecycle, if achieved through continuous delivery of satisfactions by reducing resistance and reluctance of the customers towards offered products and services. If not, just a respite and waste of time and fund. Customer retention is also dependent on a number of other factors. These include a wider range of product choices, greater convenience, better prices, and enhanced income (Cronin, 2015). Whereas Ioanna (2013) further proposed that product differentiation is impossible in a competitive environment. Organizations everywhere are delivering the same products. For example, there is usually only minimal variation in interest rates charged or the range of products available to customers. Prices are fixed and driven by the marketplace. Thus, organizations tend to differentiate their firm from competitors through service quality. Service quality is an imperative element impacting customers’ satisfaction level in organizations. Quality is a multi-variable concept, which includes differing types of convenience, reliability, services portfolio, and critically, the staff delivering the service (Ahmet, 2019). 
[bookmark: _Toc523750014]The increased use of service quality and professional behaviors (such as formal greetings) improves customer satisfaction and reduced customer attrition. Several studies (Ioanna, 2013; Sharma & Ojha, 2014; Scheider, 2015; Ahmet, 2019) have been conducted in this setting regarding the customer satisfaction. In those studies, the contradiction occurs in variables that affect the customer satisfaction. In some studies, price and variety of product/services are major factors affecting the customer satisfaction while in some other studies there is an inverse finding that there is no possibility to differentiate their price and services, thereby they have less or no impact in customer satisfaction (Shelly, 2017).
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1) Quality of Products and Services
The quality of products and services stands as a paramount factor influencing customer satisfaction (Anderson & Fornell, 2017). When customers receive products or services that consistently meet or, even better, exceed their expectations, a sense of contentment and loyalty is nurtured. High-quality offerings are fundamental in establishing trust between the consumer and the business. Conversely, a lapse in quality can lead to dissatisfaction and may even result in negative word-of-mouth, which can severely damage a company's reputation.
2) Customer Service and Interaction
Customer service plays a pivotal role in shaping customer satisfaction (Parasuraman, 2018). In the realm of customer interaction, every touchpoint count. When customers encounter issues or have questions, prompt, courteous, and helpful assistance can turn a potentially negative experience into a positive one. Friendly and knowledgeable staff who engage with customers effectively can significantly enhance their overall experience and satisfaction, creating a lasting impression that resonates beyond the initial transaction.
3) Price and Value for Money
The pricing of products or services is another critical facet influencing customer satisfaction (Zeithaml, 2017). Customers often make a mental assessment of the value they receive in relation to the price they pay. If customers perceive that they are getting good value for their money, a sense of contentment prevails, leading to higher levels of satisfaction. Conversely, if they feel that a product or service is overpriced or does not provide sufficient value, their satisfaction levels may plummet, potentially resulting in a loss of patronage.
4) Convenience and Accessibility
In our fast-paced, digitally-driven world, convenience and accessibility are increasingly vital factors affecting customer satisfaction (Rust and Huang, 2018). Businesses that prioritize making the customer journey smooth, efficient, and hassle-free tend to experience higher levels of customer satisfaction. Convenience manifests in various forms, including user-friendly websites, streamlined checkout processes, and multiple points of access, be it online or offline. When customers can effortlessly find, purchase, and use products or services, their satisfaction is significantly enhanced.
5) Brand Reputation and Trust
The reputation of a brand and the level of trust it engenders among its customers are paramount influences on customer satisfaction (Kim, 2020). Customers are naturally drawn to brands they trust. When customers have confidence in a brand's reliability, authenticity, and consistency, they feel more comfortable making repeat purchases and engaging with the brand over time. This sense of trust nurtures customer satisfaction and encourages long-term loyalty.
6) Personalization and Customization
Customers value businesses that cater to their individual needs and preferences, and personalization and customization are effective strategies in enhancing customer satisfaction (Verhoef, 2019). Personalized recommendations, tailored offers, and customized experiences create a sense of exclusivity and acknowledgment among customers. When customers feel that a business understands their unique preferences and strives to meet them, it fosters a deep sense of satisfaction and loyalty.
7) Social and Environmental Responsibility
Increasingly, customers consider a company's social and environmental responsibility when evaluating their satisfaction (Peloza & Shang, 2018). Businesses that demonstrate a commitment to sustainability, ethical practices, and community engagement can attract and retain more satisfied customers. Supporting a brand that aligns with their values often generates a sense of fulfillment and satisfaction among consumers. This alignment creates a deeper connection that extends beyond the transactional relationship.
8) Cultural and Demographic Factors
Customer satisfaction can also be influenced by cultural and demographic factors (Li & Zhang, 2017). Cultural norms, values, and societal expectations can significantly shape customer expectations and perceptions. Additionally, factors such as age, gender, income level, and geographic location can impact what customers consider important for their satisfaction. Recognizing and respecting these cultural and demographic nuances is vital for tailoring strategies to specific customer segments and fostering satisfaction.
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Measuring customer satisfaction is a key performance indicator within business and is often part of the balanced scorecard. The main aim of measuring customer satisfaction is to make a prompt decision for the continuous improvement of the business transactions (Cronin, 2015). Attracting a new customer as a source to build on existing relationship, customer satisfaction measurement is essential to be measured. Similarly, to retain the current customer base, measuring customer satisfaction is equally important. Actionable information on how to make customers more satisfied is, therefore, a crucial outcome. Unless the organization focus on their improvement efforts in the right area the organization cannot maintain the competition level of business in a market.
1. Surveys and Questionnaires
Surveys and questionnaires are widely used tools for measuring customer satisfaction. They allow businesses to collect structured feedback from customers, enabling the quantification of satisfaction levels. According to a study by Anderson and Smith (2018), surveys provide valuable insights into customer opinions and experiences. They can be distributed through various channels, such as email, website pop-ups, or physical forms, and can include both quantitative (e.g., rating scales) and qualitative (e.g., open-ended questions) components. By analyzing survey responses, businesses can identify specific areas where improvements are needed and tailor their strategies accordingly.
2. Net Promoter Score (NPS)
The Net Promoter Score (NPS) is a popular metric for assessing customer satisfaction introduced by Reichheld (2003) and widely used in various industries, NPS measures the likelihood of customers recommending a business to others. It is typically based on a single question: "On a scale of 0 to 10, how likely are you to recommend our product/service to a friend or colleague?" Respondents are categorized into Promoters (9-10), Passives (7-8), and Detractors (0-6). The NPS is calculated by subtracting the percentage of Detractors from the percentage of Promoters. This simple but effective metric provides a snapshot of overall customer satisfaction and loyalty.
3. Customer Feedback and Complaints
Monitoring and analyzing customer feedback and complaints are essential measures of customer satisfaction. According to a study by Brown and Johnson (2019), feedback and complaints often contain valuable insights into areas where customers are dissatisfied. Analyzing the content and patterns of feedback can uncover recurring issues, allowing businesses to take corrective actions. Additionally, addressing customer complaints promptly and effectively can not only resolve immediate concerns but also demonstrate a commitment to customer satisfaction, potentially turning dissatisfied customers into loyal advocates.
4. Customer Retention Rates
Customer retention rates are a tangible measure of customer satisfaction. A high rate of customer retention indicates that customers are satisfied and continue to do business with a company. In contrast, a declining retention rate may signal dissatisfaction or a lack of loyalty. Tracking customer retention over time provides insights into the long-term health of customer relationships (Roberts, 2020). By examining changes in retention rates and analyzing the reasons behind customer attrition, businesses can proactively identify and address issues affecting satisfaction.
5. Customer Churn and Attrition Analysis
Conversely, customer churn and attrition analysis focus on identifying customers who have stopped doing business with a company. This measure provides a critical perspective on customer satisfaction. As noted in a study by Smith and Garcia (2018), understanding why customers leave or switch to competitors can uncover pain points and areas requiring improvement. Businesses can utilize churn analysis to segment customers and identify those at risk of leaving, allowing for targeted retention efforts.
6. Social Media Monitoring
Social media platforms provide a treasure trove of information for measuring customer satisfaction. Customers often share their experiences, both positive and negative, on social media. By monitoring social media mentions, sentiment analysis, and engagement metrics, businesses can gain real-time insights into how customers perceive their products or services. A study by Davis and White (2017) highlights the importance of actively listening to social media conversations to identify and respond to customer feedback promptly.
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Customer loyalty is a customer commitment towards a particular business that induces a re-buy behavior into the customer in spite of the potential marketing attempts by competitors to break up the coalition between the business and the customer (Lundi, 2014). Loyalty is considered to provide greater leverage to trade, condensed making cost and building an augmented market share (Aaker, 2014).
Thomas and Tobe (2013) emphasize that “loyalty is more profitable.” The expenses to gain a new customer is much more than retaining existing one. Loyal customers will encourage others to buy from you and think more than twice before changing their mind to buy other services. Customer loyalty is not gained by an accident, they are constructed through the sourcing and design decisions. Designing for customer loyalty requires customer-centered approaches that recognize the want and interest of service receiver. Customer loyalty is built over time across multiple transactions.
Milnyk (2015) simplified the issue loyalty and suggested that loyalty is determined by customer’s perception of value offered by the business. There are five main component of value perception are price, product quality, service quality, innovation and image. The most significant element are quality/vale of product and services, the impression or image portrayed, the dynamism of the organization, communication and achieving the unexpected for customers. Kotler and Keller (2016) also claimed that customers would remain loyal as long as the perceived value of product/services is relatively greater than that of competitors’ offerings.
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Repeat purchase happens when consumers initiated the effort to purchase the same brand, product or services again. This serves as antecedent or predicator for actual purchase behavior (Ackerman, 2015). A consumer who is willing to repurchase the same brand or product is because he or she had a good experience or the expectations level was met. In fact, repeat purchase is describes as the most important element to drive profitability of a firm (Smith, 2014)
In addition, repeat patronage is profitable to organizations as they will loyal, willing to pay premium prices, able to comprehend information easily and act agent to promote the product and services (Ackerman, 2015). The likelihood of a customer to repeat patronage of a particular product or service depends on the interaction of the consumer need for it, their judgement towards it, and their judgement towards it and opinion of it and of the product and service providers. Competition in the global market is getting fierce and the cost of acquiring new customers is substantially getting higher over the period, therefore most product and service providers are concerned in determining the most effective ways to retain their customer (Kuo, 2013). 
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Customer retention refers to the ability of a company or product to retain its customers over some specified period Reinartz (2013). High customers retention means customers of the product or business tend to continue buying the product. Customer retention starts with the first contact an organization has with a customer and continues throughout the entire lifetime of the relationship and successful retention effort takes this entire lifecycle into account (Morgan, 2016). Successful customer retention involves more than giving the customer what they expect. Generating loyal advocates of the brand might mean exceeding customer expectations. Creating customer loyalty puts customer value rather than maximizing profits and shareholder value at the center of business strategy (Reinartz 2013). The key differentiation in a competitive environment is often the delivery of a consistently high standard of customer service. Furthermore, in the emerging world of Customer Success Retention is a major objective (Mehta, 2016).
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The Theory of Consumption Values was formulated by Jagdish Sheth, along with co-authors Newman and Gross, with foundational work beginning in the 1970s and further development in the late 20th century through various research articles. This theory is a fundamental framework in understanding consumer behavior, particularly in the context of green packaging. This theory encompasses various dimensions of values that influence purchase intentions and consumer decisions. These values include social, emotional, functional, conditional, and epistemic values, which are integral aspects of human daily life (Sheth, 1991).
In the realm of green packaging, the Theory of Consumption Values is particularly relevant in three key aspects. First, it helps explain the choice to accept or reject the usage of green packaging products. Consumers often weigh the values associated with eco-friendly packaging, such as its environmental impact (epistemic value) or how it aligns with their social and ethical beliefs (social value), when deciding whether to adopt such products.
Second, this theory sheds light on the choice to use green packaging products. Here, consumers assess the functional value of green packaging, considering factors like its durability, practicality, and how well it preserves the product. Additionally, they may derive emotional value from using eco-friendly options, feeling a sense of responsibility and satisfaction.
Third, the Theory of Consumption Values helps explain the choice of using a specific brand of green packaging. Brands can convey different values, such as trustworthiness and authenticity, which resonate with consumers' social and emotional values. This theory recognizes that consumers evaluate brands not only based on the functionality of their green packaging but also on the deeper values they represent.
Various academic disciplines, including sociology, economics, and user acceptance studies, have contributed to the development of the Theory of Consumption Values (Gonçalves, 2016; Biswas and Roy, 2015). Its applicability to consumer behavior towards green packaging is evident, as it provides a framework to understand how consumers engage with products that promote sustainability and environmental responsibility.
Furthermore, user acceptance of green packaging may be influenced by any of the five consumption values mentioned in this theory. For instance, consumers may choose green packaging because it aligns with their social values, reflecting their commitment to environmental stewardship (Gonçalves, 2016). Alternatively, they may opt for green packaging due to the functional value it offers, such as improved product preservation (Biswas and Roy, 2015).
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Expectancy Disconfirmation Theory (EDT) was developed by Richard L. Oliver and introduced in the early 1980s, notably through Oliver's influential paper titled "A Cognitive Model of the Antecedents and Consequences of Satisfaction Decisions," published in 1980. The Expectancy Disconfirmation Theory (EDT) is a pivotal concept in consumer psychology that provides valuable insights into customer satisfaction (Oliver, 2017). According to this theory, customer satisfaction is determined by the extent to which a product or service meets or exceeds the customer's pre-established expectations.
In the context of green packaging, this theory is particularly relevant. When customers choose products with environmentally friendly packaging, they arrive with certain expectations regarding the sustainability and eco-friendliness of the packaging materials and practices (Oliver, 2017). These expectations may include the use of recycled materials, minimal waste, or reduced environmental impact.
If the actual experience with the green packaging aligns with or surpasses these expectations, it tends to result in heightened customer satisfaction. For instance, if a product is packaged in a way that meets or exceeds the customer's eco-friendly expectations, it creates a positive disconfirmation, where the actual experience surpasses their prior beliefs. This can lead to satisfaction, as customers feel that their ethical and environmental concerns have been met.
Conversely, if the green packaging falls short of these expectations, it can lead to dissatisfaction. For example, if a product is marketed as environmentally friendly but is found to use excessive plastic or non-recyclable materials, it creates a negative disconfirmation (Oliver, 2017). This misalignment between expectation and reality can result in customer disappointment and reduced satisfaction.
Understanding EDT is crucial for businesses aiming to leverage green packaging to enhance customer satisfaction. By aligning their packaging practices with customer expectations and consistently delivering on sustainability promises, businesses can not only meet but exceed customer expectations. This not only fosters satisfaction but also cultivates brand loyalty and positive word-of-mouth.
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The Theory of Planned Behavior (TPB) was formulated by Icek Ajzen in 1985, building upon his earlier work, the Theory of Reasoned Action, which he co-developed with Martin Fishbein in the late 1970s. This is a psychological model widely used to understand and predict human behavior. It posits that an individual's intentions and behaviors are influenced by three key factors: attitudes, subjective norms, and perceived behavioral control. In the context of green packaging, TPB offers valuable insights into how customers' intentions and behaviors regarding environmentally friendly packaging are shaped, ultimately affecting their satisfaction.
Attitudes are central to the Theory of Planned Behavior (TPB). In the case of green packaging, customers' attitudes refer to their personal evaluations of eco-friendly packaging. If customers hold positive attitudes towards green packaging, believing it to be environmentally responsible and beneficial, they are more likely to choose products with such packaging. This positive attitude can lead to satisfaction when their expectations of sustainability are met (Ajzen, 2020).
Subjective norms represent the influence of social factors on an individual's behavior within TPB (Ajzen, 2020). In the context of green packaging, it considers how customers perceive the social norms related to sustainability and eco-friendly choices. If customers believe that their peers, family, or social groups endorse and encourage the use of environmentally friendly packaging, they are more likely to align their choices with these norms. This alignment with social norms can contribute to higher levels of satisfaction, driven by a sense of doing what is socially acceptable and responsible (Dixon, 2019).
Perceived behavioral control refers to the individual's perception of their ability to perform the behavior in question. In the case of green packaging, it relates to customers' confidence in their ability to choose products with eco-friendly packaging. Customers who believe they have control over their choices and can easily access green packaging options are more likely to do so. This perceived control over their choices can lead to satisfaction, as it aligns with their intentions and preferences.
Ajzen's TPB has been applied effectively in various studies related to sustainable consumer behavior, including those examining green product choices (Arvola, 2019). In these studies, TPB helps researchers understand the interplay between customers' attitudes, social norms, and perceived control over choosing green packaging, ultimately influencing their satisfaction with sustainable choices. The Theory of Planned Behavior provides a robust framework for understanding how customers' intentions and behaviors related to green packaging are shaped by their attitudes, subjective norms, and perceived behavioral control. By considering these factors, businesses can develop strategies to enhance customer satisfaction by aligning their green packaging offerings with customer preferences and social norms, thereby promoting environmentally responsible choices.
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Cognitive Dissonance Theory was established by Leon Festinger and introduced in 1957 through his book "A Theory of Cognitive Dissonance." The Cognitive Dissonance Theory is a fundamental psychological theory that explores the discomfort individuals experience when their beliefs and actions are inconsistent. In the context of green packaging and its influence on customer satisfaction, this theory offers valuable insights into the complex interplay between environmental values, consumer choices, and the ensuing psychological state of customers.
Customers who consciously choose products in eco-friendly packaging often hold strong environmental values and expectations. They believe that by making eco-conscious choices, they contribute to a healthier planet and endorse sustainable practices. However, when the product or its packaging falls short of meeting these expectations, cognitive dissonance may arise (Ozanne, 2019). This dissonance emerges from the inconsistency between their beliefs and actions. In essence, the customer has taken a deliberate step to support sustainability through their purchase but may find themselves grappling with feelings of disappointment or discomfort if the green packaging experience does not align with their eco-friendly aspirations (Sundar & Noseworthy, 2018).
To mitigate cognitive dissonance and enhance customer satisfaction, businesses must effectively align their products and packaging with sustainable values (Ward, 2020). This alignment involves not only the use of eco-friendly materials but also the communication of sustainable practices throughout the customer journey. Transparent labeling, eco-certifications, and clear messaging on the environmental benefits of the green packaging can bridge the gap between customer expectations and their actual experience (Bigne, 2019).
By actively addressing cognitive dissonance through strategic alignment, businesses can positively influence customer satisfaction. This satisfaction stems not only from the product's quality but also from the fulfillment of customers' environmental values and their desire to make responsible choices (Takahashi, 2020). Customers who prioritize eco-friendly packaging are susceptible to cognitive dissonance if their expectations are not met. To alleviate this discomfort and enhance satisfaction, businesses must align their products and packaging with sustainable values, fostering a sense of harmony between customer beliefs and actions.
[bookmark: _Toc148029086]2.2.5 Social Exchange Theory
Social Exchange Theory emerged as a significant sociological theory in the mid-20th century, with George C. Homans publishing "Social Behavior: Its Elementary Forms" in 1961 and Peter M. Blau's "Exchange and Power in Social Life" in 1964 contributing to its prominence. The Social Exchange Theory provides valuable insights into the dynamics of relationships, including those between businesses and customers, by highlighting the exchange of resources, such as trust and satisfaction. In the context of green packaging, this theory becomes particularly relevant as it elucidates how businesses can cultivate trust and satisfaction among environmentally conscious consumers.
At its core, the Social Exchange Theory posits that individuals engage in relationships and interactions based on the expectation of reciprocity. In other words, when one party invests resources—whether tangible or intangible—they anticipate receiving something of equal or greater value in return. Applied to the realm of green packaging, this theory suggests that when businesses invest in sustainable packaging solutions, customers perceive these efforts as a valuable resource. This perception, in turn, can trigger a reciprocal response in the form of trust and satisfaction.
Several studies have corroborated the relevance of the Social Exchange Theory in the context of green packaging and customer satisfaction. For instance, research by Smith  (2020) found that businesses actively incorporating environmentally friendly packaging materials and practices reported higher levels of trust and satisfaction among their customers. This aligns with the theory's premise that the perceived investment in sustainability resources contributes to favorable outcomes in customer relationships.
Moreover, Jones and Lee (2018) emphasize the importance of clear communication and transparency in green packaging initiatives. Businesses that effectively convey their commitment to eco-friendly practices not only align with the principles of the Social Exchange Theory but also build trust among customers. When customers believe that a company's green efforts are genuine, they are more likely to reciprocate with loyalty and heightened satisfaction. Social Exchange Theory offers a compelling framework for understanding the relationship between green packaging and customer satisfaction. By recognizing the exchange of trust and satisfaction as valuable resources, businesses can strategically invest in sustainable packaging practices to foster customer loyalty and enhance overall satisfaction. This theory underscores the significance of aligning corporate sustainability efforts with consumer expectations and values, ultimately creating a win-win scenario where both businesses and environmentally conscious customers benefit.
[bookmark: _Toc148029087]2.2.6	The Anchor Theory
The rise and development of anchor theory (also known as the “anchor effect”) was first discovered by Tversky and Kahneman (1974) in the “The Wheel of luck” experiment, which reached the conclusion of decision makers due to the presence of anchor information. They believe that the anchor effect is when people estimate the problem in an uncertain situation using the first presented information. The initial value holds the thinking of the decision maker like an anchor, and makes the final judgment favor a judgment bias in the initial information. Subsequently, different scholars respectively confirmed the existence form of the anchor effect from different subject fields. The related studies of Yuan (2013), Shen (2016), Feng and Zheng (2019), and Von Hecker (2019) have all taken this concept as the standard, confirming that the anchor effect has a wide and difficult influence to eliminate in the decision-making process of people.
Anchor value is a necessary factor for the anchor effect.  The anchor effect is divided into traditional, basic, and spontaneous anchor effects. The traditional and basic anchor effects are from outside. The anchor values are from the own experience and inner beliefs and are not affected by the external environment. Therefore, starting from the anchor paradigm, three decision contexts were set up in the later paper: external anchor high anchor group, external anchor low anchor group, and internal anchor group. The anchor effect, a cognitive bias, plays a vital role in the evaluation of customer satisfaction. When customers first encounter a product or service, their initial expectations serve as anchors that influence subsequent assessments (Feng and Zheng, 2019). A positive initial experience sets a high anchor, leading to increased satisfaction if subsequent experiences align with or surpass those expectations. Conversely, a negative initial encounter establishes a low anchor, making it challenging for customers to be satisfied even if later experiences improve.
Comparative anchors are also pivotal in customer satisfaction (Shen, 2016). Customers often compare their present experience with prior ones or with the experiences of others. For instance, an exceptionally positive past experience with a service provider can become an anchor against which they measure a new provider. If the new provider's service falls short, satisfaction may decrease, even if the new service is objectively good. 
Businesses can actively manage anchors to enhance customer satisfaction. This involves setting and managing customer expectations transparently. Clear communication about product or service features, pricing, and delivery timelines can establish positive anchors (Shen, 2016). Consistently delivering on promises and providing outstanding service reinforces these anchors, ultimately boosting customer satisfaction. The anchor effect significantly shapes customer perceptions and evaluations of products and services. Businesses should be cognizant of these cognitive biases and proactively manage customer anchors to establish positive reference points, meet or exceed expectations, and ultimately elevate customer satisfaction and loyalty.
[bookmark: _Toc148029088]2.3 Empirical Review
Ahmed and Mohamed (2022) conducted a study on the role of green packaging in increasing customers' trust, focusing on its application in cloud kitchens in Egypt. To investigate this, they distributed an electronic questionnaire to a random sample of 402 customers who heavily rely on delivery services. The study found that implementing sustainability practices, such as green packaging, in cloud kitchens has a positive impact on customer trust. Specifically, when packaging materials for the products are recyclable, it significantly increases customers' confidence in the food delivery services provided by cloud kitchens. These findings emphasize the importance of eco-friendly practices in enhancing trust and satisfaction among customers in the context of food delivery services.
Anquez, Raab, Katharina, Cechella, Felipe, Wagner and Ralf (2022) examined consumers’ perception of sustainable packaging in the food industry: an online experiment. The research investigated how different packages and their quality, eco-friendliness, expensiveness, and convenience affected consumers’ intentions to purchase. The study sample comprised of 299 French consumers of muesli cereals. Their findings revealed that quality and environmental friendliness impacted purchase intentions. Price sensitivity and environmental behavior showed to have moderation effects in the proposed research model. The reusable container was perceived as more expensive and less convenient when compared to other packaging types.
Mahmoud, Ernest, Edem, and Donne (2022) examined the relationships between green packaging, environmental awareness, and consumers' willingness to pay for green products in their purchase decisions. They conducted a cross-sectional survey, collecting data from 218 respondents in Ghana, utilizing purposive sampling for respondent selection. The data were analyzed using SPSS software for descriptive statistics and partial least square structural equation modeling (PLS-SEM) to test hypotheses. The study uncovered that consumers' environmental awareness exerted a positive and significant impact on their green purchasing decisions. However, it did not find significant evidence to suggest that green packaging significantly affected consumers' purchase decisions in Ghana. Additionally, the research revealed that consumers' willingness to pay more for green products had a positive and significant influence on their purchase decisions. The study concludes by offering recommendations for both theoretical and managerial considerations.
Temesgen and Tesfaye (2022) conducted a study on the impact of product packaging on consumer purchase decisions, focusing on packaged milk products in Addis Ababa. The research aimed to investigate how various aspects of product packaging influence consumers' choices. The study employed an explanatory research design and used a quantitative approach to address its objectives and research questions. Through straightforward convenience sampling, a total of 384 consumers were selected from five supermarkets located in Addis Ababa. The choice of these supermarkets considered various socio-economic factors and geographic locations within the city. The response rate for the collected questionnaires was 87.76%. For data analysis, the researchers utilized both descriptive and inferential statistical methods. Multiple regression analysis was the primary tool used to assess the impact of different predictor variables on consumers' purchasing decisions. The empirical results revealed that out of the predictor variables considered, including packaging material, packaging design, packaging size, and printed information, only four had a positive and significant influence on consumers' purchasing decisions. Surprisingly, packaging color and graphics did not exhibit a substantial impact on consumer choices.
Siti, Lokhman, Seh and Kai (2021) conducted a study aimed at establishing a model to comprehend the motivational drivers of green packaging acceptance, focusing on fast-moving consumer goods in the context of Malaysia's emerging economy. Their research was framed within the Theory of Consumption Value. Data for this qualitative study were gathered through self-administered questionnaires, and the study aimed to address affirmative hypotheses regarding green packaging acceptance. A total of 426 questionnaires were distributed among consumers at shopping centers in the Klang Valley, Malaysia. The survey was conducted in locations where green packaging practices were observed. To analyze the data, the researchers employed a partial least squares-structural equation modeling (PLS-SEM) approach using the SmartPLS 3 package. The study's findings indicated that three values had a significant impact on consumers' acceptance of green packaging: emotional, functional, and social value. However, conditional and epistemic values did not exhibit a statistically significant impact on consumers' acceptance of green packaging. 
Gonzalo, María, Alfredo, and Raúl (2021) investigated the impact of green packaging from business and consumer viewpoints, including specific aspects such as design, materials, costs, marketing strategies, corporate social responsibility, and its effects on waste management, the circular economy, logistics, and supply chain management. The results indicate a growing scholarly interest in these dimensions, evident through the increasing number of journal publications in recent years. 
Hoa, (2020), conducted a study aimed at assessing the impact of ecologically friendly packaging on customer behavior within the restaurant business. The research employed a gratified analysis approach, reviewing various secondary and primary articles pertaining to sustainable foodservice practices. Quantitative research was carried out, involving 116 respondents, with a specific focus on foodservice consumers. The research employed a random sampling method to ensure unbiased results. Subsequently, questionnaires were administered to these consumers. The collected data were analyzed using the SPSS approach. The study's findings indicated that the adoption of eco-friendly practices by restaurants and other food-selling businesses not only creates a positive image among customers but also enhances their awareness of the valuable contributions made by such businesses, benefiting both customers and the community as a whole.
Krwastina, Dora, and Krwastina (2019) conducted a study examining consumer perceptions regarding the significance of green packaging for food products. This primary research involved a sample of 115 respondents, with a focus on understanding respondent behavior when choosing food product packaging. The study's findings indicated that two primary motives for purchasing food products in ecologically sustainable packaging were concern for the environment and reduced health risks. According to respondents, wood and paper were considered to have the least environmental impact, while plastic and glass were perceived as causing the most harm to the environment.
Krah, Sophie, Todorović, Magnier and Lise (2019) investigated the challenges of designing sustainable packaging without compromising its functionality and the potential impact on consumer choice. The environmental impact of packaging is substantial, and efforts to make it more sustainable can sometimes deter consumers. In this study, a user-centered approach was adopted to examine the effects of packaging appearance and an improved eco-label on consumer responses. Drawing from existing literature, the researchers designed an eco-label using a traffic light system, incorporating an objective sustainability score for comparing the sustainability of various packaging options. The study involved an experimental survey with 120 participants. The findings revealed that a sustainable packaging appearance, when compared to a typical appearance, positively influenced the perceived sustainability of the packaging but had a negative impact on perceived usability. However, the presence of a high sustainability score on the eco-label had a positive impact on the perceived sustainability of both sustainable and typical packages, as well as on consumers' intentions to choose them. 
Wong, Yap, and Salini (2019) conducted a study focused on exploring the benefits of eco-friendly packaging in sustainable supply chain management within the fast-moving consumer goods (FMCG) industry. The study specifically examined the relationship between four key benefits (cost reduction, brand image, legal compliance, and environmental friendliness) and their direct impact on sustainable supply chain management. To gather data for this research, interviews were conducted. Data collection involved both face-to-face interviews and email correspondences with respondents possessing relevant working experience and knowledge in the FMCG industry. Four hypotheses were established to investigate whether these four variables had a significant relationship with the benefits associated with eco-friendly packaging and its influence on sustainable supply chain management within the FMCG industry. The collected data underwent exploratory analysis to identify and determine the primary variables linked to the implementation of eco-friendly packaging in the context of sustainable supply chain management within the FMCG industry. The study's findings demonstrated a direct relationship between the benefits of eco-friendly packaging and the development of more sustainable supply chain management practices within companies operating in the FMCG industry.
Novela, Novita, and Scherly (2018) conducted an empirical investigation of the effects of green marketing-mix on customer satisfaction with eco-friendly products in Jakarta, Indonesia, using the 7P approach, focusing on beauty and body treatment products. The study sampled 101 Jakarta residents and employed multiple linear regressions for data analysis. The results revealed significant relationships between customer satisfaction and the product, price, and promotion components of the green marketing mix. However, little or only partial significant relationships were found to exist between the people and physical evidence components of green marketing and customer satisfaction. Among the marketing-mix constructs, "place" was identified as having the weakest influence on customer satisfaction.
Ricci (2018) conducted research aimed at exploring consumer intentions for purchasing eco-friendly convenience food. Primary data was collected through face-to-face interviews with respondents in Milan, Italy. The results confirmed that respondents were willing to purchase food with marked eco-friendly attributes, highlighting the importance of product characteristics marked as eco-friendly for consumer trust. Specifically, the study found that consumers showed a positive intention to purchase eco-friendly convenience food, indicating a growing interest in environmentally responsible products.
Singh and Pandey (2018) conducted a study examining the impact of green packaging on consumer behavior, measured through willingness to pay as a proxy for actual behavior. Using a sample of 343 respondents, the study empirically confirmed the influence of six factors grounded in the "theory of consumption values" and the "customer value creation framework." These factors added a unique dimension to green packaging and influenced consumers' willingness to pay a price premium. The findings indicated that consumers were willing to pay more for products with eco-friendly packaging, particularly when factors related to ethical values, functional benefits, and emotional connections were emphasized in the packaging design. The study suggested that green packaging, when aligned with these factors, can have a positive impact on consumer behavior and their willingness to pay more for sustainable products.
Prakash and Pathak (2017) conducted primary research to explore the influence of ecodesigned packaging on consumer behavior. The survey included 204 young consumers from India. The results indicated that consumers' decisions to purchase products with eco-designed packaging depended on their personal norms, attitudes, concern for the environment, and willingness to pay. The findings revealed that consumers who held strong personal norms and positive attitudes towards eco-designed packaging were more likely to choose products with such packaging. Additionally, those who expressed a higher level of concern for the environment were inclined to opt for eco-friendly packaging options. Moreover, a significant finding was that consumers' willingness to pay a premium for products with eco-designed packaging played a crucial role in their purchase decisions. 
Felix (2016) conducted research to determine the effect of green packaging on firm performance in manufacturing in Nairobi County, Kenya. The study was informed by institutional theory and the resource-based theory. It adopted an explanatory research design and surveyed 133 firm managers working for 47 firms in Nairobi County. Data was collected using questionnaires, and Cronbach's alpha was used to measure questionnaire reliability. Descriptive statistics, including means and standard deviations, were used to analyze the data. Multiple regression models were employed to test hypotheses, with data presented in tables. The results indicated that green packaging significantly influenced business performance in Kenyan manufacturing, suggesting that firms should consider packaging their products in recyclable materials.
Madushanka and Ragel (2016) initiated research to explore consumers' attitudes toward green packaging, with a focus on the Trincomalee District. The study included 200 consumers selected through random sampling. Data were collected using structured questionnaires and analyzed using descriptive statistics, correlation analysis, regression analysis, and chi-square analysis. Key findings revealed that consumers in the Trincomalee District had a strong positive attitude towards green packaging. The most influential factor on consumer attitudes towards green packaging was product characteristics. All independent variables demonstrated a positive relationship with the dependent variable. Consumer attitudes towards green packaging varied according to income levels, but not other demographic factors. 
Taiye, Ogunnaike, Dirwasu and Onochie (2015) conducted a study on the "Impact of Packaging on Consumer Purchase Decision." The objectives were to investigate the role of product attractiveness in stimulating consumer interest, examine whether product differentiation influences consumer evaluation, determine the effect of labeling on creating consumer awareness, and investigate how product design can facilitate consumer trial purchase. Samples were drawn from loyal customers of a multinational company in the food and beverage industry in Nigeria. Regression analysis was used to test the four hypotheses. The findings revealed that labeling can create consumer awareness, product cataloging and tagging can draw consumer attention, and consumers are attracted to buy products due to their shape, color, and design. The study concluded that packaging plays a positive role in consumer purchase decisions.
Madalyn (2015) conducted research on the "Impact of Environmentally Friendly Packaging on Consumers’ Attitudes and Patronage Intentions toward Apparel Retail Brands." The study involved undergraduate and graduate students from a major Mid-South University who completed an online survey assessing consumers’ perceptions, environmental consciousness, attitudes, and patronage intentions. Results indicated that young consumers’ perceptions of environmentally friendly packaging positively influence their environmental consciousness and attitudes toward apparel retail brands engaged in social responsibility. The study also found that consumers’ environmental consciousness positively affects their attitudes toward apparel retail brands engaged in social responsibility, ultimately leading to patronage intentions toward the brand. These findings suggest that providing environmentally friendly packaging is important for enhancing positive attitudes and patronage intentions toward apparel retail brands.
Jiménez-Guerrero (2015) conducted a comprehensive analysis of innovations in eco-packaging, particularly in the context of private labels. The study emphasized the pivotal role of packaging as a critical attribute of products, especially within the realm of private labels, often associated with affordability and cost-conscious consumers. The findings of this research highlighted that innovation in eco-packaging has the potential to serve as a significant driver of competitive advantage for businesses. Such innovations can exert a substantial influence on both sales and cost reduction strategies within the industry. The research demonstrated that businesses, particularly those offering private label products with price sensitivity, can leverage eco-packaging innovations to bolster their market position. 
Rahman's (2013) research aimed to explore the relationship between green elements of packaging and the design of eco-friendly packaging. The study surveyed 157 respondents in Malaysia and revealed significant relationships between several green elements, including green resources, carbon footprint, eco-label, and eco-elements, and the design of eco-friendly packaging. However, it is noteworthy that no significant relationship was found with the eco-efficiency structure and eco-friendly packaging. These findings shed light on the specific aspects of green packaging that are most influential in driving eco-friendly packaging design decisions in Malaysia.
[bookmark: _Toc148029089]2.4 	Research Gap
The research on green packaging and consumer behavior provides valuable insights into the evolving dynamics of sustainability in consumer choices. However, from the above researches several critical gaps persist in our understanding of this intricate relationship. Firstly, there's a need for more comprehensive cross-cultural studies to capture the nuances of consumer preferences across different regions and cultures. While existing research sheds light on specific markets, broader cross-cultural perspectives can uncover variations that influence packaging preferences.
Secondly, the focus has predominantly been on developed and emerging economies, leaving a gap in our understanding of green packaging's role in less-developed regions. Exploring how economic conditions, infrastructure, and cultural factors shape consumer responses to eco-friendly packaging in these areas could provide a more holistic view.
Lastly, delving into the long-term impact of green packaging on consumer behavior and brand loyalty remains an understudied area. Understanding how sustainable packaging practices influence consumer choices over time and the enduring effects on brand reputation and environmental consciousness is crucial. Addressing these research gaps will be instrumental in shaping green packaging practices that resonate with diverse consumer groups and fostering environmentally responsible behaviors globally.
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CHAPTER THREE
[bookmark: _Toc148029091]METHODOLOGY
[bookmark: _Toc148029092]3.0	Preamble 
This chapter will highlight the procedures used in conducting the study. Pertinent issues discussed in this section include the research design, sample size, sample procedure, methods of data collection instrument, procedure for data collection and data analysis.
[bookmark: _Toc148029093]3.1	Research Design
This research will utilize a descriptive survey design, which is chosen as the most suitable approach for capturing public opinions and examining a sizable population. This design revolves around the compilation and scrutiny of data concerning individuals. It involves the collection and analysis of data about people opinions, view, beliefs, attitude etc. 
[bookmark: _Toc148029094]3.2	Brief history of the study
KFC, a renowned fast-food restaurant chain acclaimed for its specialty in fried chicken, has a noteworthy presence in Ilorin, Kwara state. Established by Colonel Harland Sanders in 1952 in North Corbin, Kentucky, United States (Wikipedia, 2023), KFC stands as the second-largest restaurant chain globally in terms of sales, boasting a staggering 22,621 outlets in 150 countries as of December 2019. This vast global reach extends to Ilorin, Kwara state, where KFC has established its footprint, adapting its menu to resonate with local tastes and preferences, while staying true to its signature fried chicken offerings (Lock, 2021). This makes KFC's presence in Ilorin an interesting context for examining the relationship between green packaging and customer satisfaction, aligning with the study's objectives.
[bookmark: _Toc148029095]3.3	Population of the Study
The population of this study will consist of customers of KFC (Kentucky Fried Chicken) in Ilorin, Kwara state, Nigeria. However, the population of customers of KFC (Kentucky Fried Chicken) Ilorin as at the end of June 2023 is known but cannot be accounted for by the organization, therefore, infinite population would be used for the study.
[bookmark: _Toc148029096]3.4	Sample Size and Sampling Technique
In determining the sample size for the population of this research since the population is infinite, the study embraces Bill Godden (2004) sample size determination formula and the formula for sample size determination can be stated as: -  
	SS= 	 {Z2 p (1 – p)}
		C2 
Where: 
SS = Sample Size 
Z = Z-value (e.g., 1.96 for a 95 percent confidence level) 
P =Percentage of population picking a choice, expressed as decimal in this case (0.5) 
C = Confidence interval, expressed as decimal (e.g., .05 = +/- 5 percentage points) In calculating the sample size, the following result was obtained: 
 	SS = 	1.962 x 0.5 (1 - 0.5) 
				                      0.052 
 	SS = 385
Thus, 385 customers of KFC (Kentucky Fried Chicken) Ilorin, Kwara state, Nigeria will be randomly selected.
This study will adopt a simple random sampling technique which is a probabilistic sampling technique where in every respondent in the population is given equal opportunity of being selected. The adoption of a simple random sampling technique ensures that each respondent in the population has an equal and unbiased chance of being selected, enhancing the representativeness of the sample.
[bookmark: _Toc148029097]3.5	Sources of Data collection
[bookmark: _Toc89917715]The data for this study will be collected using Primary data collection method. Primary data involves information gathered through original research efforts. To source primary data, a questionnaire will be designed and distributed to respondents. This method ensures that the data collected directly corresponds to the study's specific objectives.
[bookmark: _Toc148029098]3.6	Research Instrument
[bookmark: _Toc89917717]In this study, data collection will involve the use of a structured questionnaire containing standardized instruments. The questionnaire used in this study is a close-ended questionnaire. The questionnaire will be administered through personal contact and will be divided into two (2) parts. Part A comprises of respondent’s personal data. Part B contains many research assertions which helped elicit the effective of performance management on employee performance. More so, the research instrument used for this study was a five (5) Likert scale as described below:
	Option
	Weight

	Strongly Agree
	5

	Agree
	4

	Undecided
	3

	Disagree
	2

	Strongly Disagree
	1



[bookmark: _Toc148029099]3.7	 Validity and Reliability of research instrument
In order to guarantee the content validity of the elements within the tool assessing various study variables, the questionnaire will be subjected to the project supervisor's examination and assessment. This step ensures that the instrument effectively measures the intended aspects, both in terms of content and facial validity. The assessment of reliability will be conducted using the Cronbach Alpha technique.
[bookmark: _Toc148029100]3.8	Procedure for Data Collection
 The questionnaire will be self-administered to the respondents who are willing and meet the criteria, with the assistance of one of the KFC staff and friends. The data collected with the questionnaire will then be used for the data analysis of this study. 
[bookmark: _Toc148029101]3.9	Method of Data analysis
Data collected will be analyzed using inferential and descriptive statistics such as frequency, Percentages mean, and standard deviation will be used to analyze the analyze quantitative data that would be generated from the research. Also, the data that collected will be computed using structural equation modeling (SEM) to analyze between variables. Using SEM will allow us to examine complex relationships by using observed variables as indicators of underlying latent constructs, test hypotheses, evaluate measurement models, and estimate the relationships between constructs. Data would be analyzed with the aid of Statistical Package for Social sciences (SPSS), version 20.  
[bookmark: _Toc148029102]3.10 Model specification
This research report has one independent and one dependent variable, the independent variable is green packaging and the independent variable is customers satisfaction. Also, the data that collected will be computed using structural equation modeling (SEM), thus, the model that will be used thereof are:
Model 1
The path model below was used for analysis of hypothesis 1
Ho1.	Environmental protection has no significant effect on customer loyalty at KFC Ilorin, Kwara state.


Model 2
The path model below was used for analysis of hypothesis 2
Ho2.	Non-toxic packaging has no significant impact on customer intent to repurchase at KFC Ilorin, Kwara state.

Model 3
The path model below was used for analysis of hypothesis 3
Ho3.	Recycled packaging has no significant impact on customer retention at KFC Ilorin, Kwara state.

[bookmark: _Toc148029103]3.11	Ethical Review
Research ethics relates to the researcher’s appropriateness of their behavior in relations to the right of the respondents. The respondents in this study would be assured that the data collected would be handled in a confidential manner. The respondent would also be informed that the data collected is mainly for academic research only and the findings would be made available for academic purposes and for future research and also the result of the study would be made available to the blacksmithing industry. Participation in the study are to participate voluntary and will not receive any form of reward. Respondents will be asked to fill in a set of questionnaires independently and impartial. They are free to withdraw from the study at any moment. The anonymity of participants will be assured. All procedures performed in this study will be in accordance with the ethical standards. 
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CHAPTER FOUR
[bookmark: _Toc148029105]DATA PRESENTATION AND ANALYSIS
[bookmark: _Toc148029106]4.0 Preamble
This chapter deals with the presentation and analysis of data collected through administered questionnaire. Out of 385 copies of questionnaires administered to the customers of the selected company, 367 administered questionnaires were filled and returned. This brings the response rate to 95.3%. Tabular presentation and interpretation of data on respondents’ demographic data are also given attention. The last section covers the presentation and interpretation of estimated parameters from the structural equation model. From the models estimated, the research hypotheses formulated in chapter one were tested to achieve the objectives of the study.
[bookmark: _Toc148029107]4.1 Response Rate
In this study, questionnaire was used to obtain the needed data from customers of Kentucky Fried Chicken (KFC). The total customers of Kentucky Fried Chicken (KFC) were known but can not be accounted for. However, infinite sample size of 385 was drawn through the use of Bill Godden (2004) sample size determination formula. Questionnaires were filled and returned to the researcher. At the end, 18 of the filled and returned questionnaire were discarded due to incomplete response, failure to meet the criteria set by researcher. Finally, 367 questionnaire responses were used for the analysis as shown in the table 4.1 below:


Table 4.1 Summary of Response Rate of the Respondents
	Validity
	Frequency
	Percentage
	Valid Percentage
	Cumulative Percentage

	Valid Questionnaires
	367
	95.3
	95.3
	95.3

	Invalid Questionnaires
	18
	4.7
	4.7
	100.0

	Total
	396
	100
	100
	


Source: Field Survey, 2023
[bookmark: _Toc148029108]4.2. Preliminary Analysis
Making sure that the data entered and used for analysis is sufficient, appropriate, and appropriate for the intended purpose is the essence of preliminary analysis. Unsuitable data can be deceiving and provide the incorrect direction or signal for inferences. For normality tests to be reliable, acceptable, and generalizable, it is necessary to verify and test the inputted data to make sure that it was correctly cleaned. Eliminating model estimation errors and fitting software crashes is the main objective of managing all screening operations, especially in a multivariate analysis. Data editing software was used to double-check that the data had been entered correctly.
4.2.1 Normality test
The main objective of a normality test is to ensure that data measurement is normally distributed across a population sample, preventing extremely high or low scores from a small number of participants from having an impact on the final results (Hair et al., 2010). This is significant because, if the data are abnormal, it may have an impact on appropriateness and standard error. Typically, kurtosis and skewness are used to gauge the normalcy of data. Skewness, which has an acceptable threshold of -1 to +1 depending on the number of samples, reveals the symmetric distribution of data and the peakedness of the distribution by kurtosis. Standardize kurtosis index values range from -3 to +3, and absolute kurtosis index values may range from 8.0 to over 20.0 for severe kurtosis, which is cause for concern.
Peaked or taller distributions suggest a positive kurtosis, whereas flat distributions suggest a negative kurtosis. A left-shifted or skewed distribution is indicated by a positive skew, and a right-shifted distribution is indicated by a negative skew.
Table 4.2 Normality Results
	[bookmark: _Hlk125504619] 
	Excess Kurtosis
	Skewness
	Number of Observations Used

	Customer loyalty
	-0.308
	-0.070
	367.000

	Environmental protection
	-0.334
	-0.077
	367.000

	Non-toxic packaging
	-0.038
	-0.226
	367.000

	Customer satisfaction
	-0.407
	-0.292
	367.000

	Recycled packaging
	-0.504
	-0.107
	367.000

	Customer retention
	-0.346
	-0.268
	367.000

	Customer intention to repurchase
	-0.408
	-0.038
	367.000


 Source: Authors Compilation (SmartPLS 3.3.3 Output) 2023
The normalcy results of the distribution revealed that the sample size is 367 which imply that an absolute value of skewness of +1.0 or below is expected for the data to be normal. Also, for kurtosis, an absolute value of +3.0 is expected for a normal peakedness as any figure outside the threshold may be severe signaling a concern. The normalcy results shows that all the variables were within the threshold of the absolute value of ±1.0 and the kurtosis results were also within the absolute value of ±3.0. The implication from the normality test results shows that all the data inputted for the analysis are normally distributed and can be used for further analysis and inferences.
[bookmark: _Toc148029109]4.3 Demographic Characteristics of the Respondents
This section detailed out the demographic characteristics of the respondents measured by attributes such as age, gender, educational qualifications, and the likes. Here, each of these attributes was related to the concept of the study as it affects the variables measured.


Table 4.3: Demographic Characteristics of Respondents
	Variable
	Category
	Frequency
	Percentage

	Gender
	Male
	160
	43.6

	 
	Female
	207
	56.4

	 
	Total
	367
	100%

	Age
	18-25 years
	203
	55.4

	 
	26-35 years
	133
	36.2

	 
	36-45 years
	17
	4.6

	 
	46 years and above
	14
	3.8

	 
	Total
	367
	100.0%

	Marital Status
	Single
	310
	84.5

	 
	Married
	32
	8.7

	 
	Divorced
	25
	6.8

	 
	Total
	367
	100.0%

	Highest Educational Level
	SSCE
	190
	51.8

	 
	OND/NCE
	126
	34.3

	 
	HND/B.Sc.
	26
	7.1

	 
	M.Sc.
	25
	6.8

	 
	Total
	367
	100.0%

	Year of Experience
	1-5 years
	190
	51.8

	
	6-10 years
	152
	41.4

	
	11 years and above
	25
	6.8

	
	Total
	367
	100.0%


Source: Field Survey, 2023
Table 4.3 indicates that 43.6% of the respondents were male and 56.4% of them were female. This implies that more than half of the total respondents were female. The world statistics has shown that there are more female gender than the male gender in the world. Hence, the more reason there are more of female customer who are patronize Kentucky Fried Chicken (KFC) than male customer.
Age group of the respondents is also presented in table 4.3. The result shows that 55.4% of respondents are between the age of 18-25 years, 36.2% are within the ages of 26 - 35 years, 4.6% are within the ages of 36 – 45 years, 3.8% are within the ages of 46 years and above. This implies that the selected customer are full of young customer (26 - 35 years) which could be due to the fact that young people patronize modern fast food eateries like Kentucky Fried Chicken (KFC) than other age categories.
Marital status of the respondents is also presented in table 4.3. The result shows that 84.5% of respondents are single, 8.7% are married, 7.1% are divorced. This implies that most of those customers in Kentucky Fried Chicken (KFC) are single. This is informed by the young age group of the respondents. This implies those customers available during this study are more of single than the married.
Educational qualification of the respondents as shown in the table 4.3 revealed that 51.8% of the respondents are at least WAEC holders, 34.3% of the respondents hold OND/NCE degrees, 7.1% holds B.Sc/HND, while 6.8% hold MSc. This implies that respondents have prerequisite qualifications to understand and respond to the study questionnaire, thus enabling them provide valid response on how green packaging affect their customer satisfaction. 
Year of the respondents was also displayed in table 4.3, 51.8% of the respondents have 1-5 year experience patronizing Kentucky Fried Chicken (KFC), 41.4% of the respondents have 6-10 years of patronizing Kentucky Fried Chicken (KFC), while the remaining 6.8% has 11 years of experience and above of patronizing Kentucky Fried Chicken (KFC). This implies that Kentucky Fried Chicken (KFC) has customer who have been patronizing their product for long enough due to their good green packaging strategy.
[bookmark: _Toc148029110]4.4 Descriptive Statistics of the Responses Relating to the Questions/Variables
Table 4.4 Descriptive Statistics on Questions Relating to the Study
	 
	Mean
	Standard Deviation
	Number of Observations Used

	 
	3.514
	0.520
	367.000

	Customer Intention_to Repurchase 1
	3.663
	0.618
	367.000

	Customer Intention_to Repurchase 2
	3.799
	0.556
	367.000

	Customer Intention_to Repurchase 3
	3.146
	0.425
	367.000

	Customer _Loyalty 1
	4.493
	0.543
	367.000

	Customer _Loyalty 2
	3.764
	0.600
	367.000

	Customer _Loyalty 3
	3.595
	0.517
	367.000

	Customer _Retention 2
	4.397
	0.489
	367.000

	Customer _Retention 3
	3.614
	0.507
	367.000

	Customer_Retention 1
	3.818
	0.596
	367.000

	Eco-labelling
	3.236
	0.474
	367.000

	Food_Handling
	3.253
	0.459
	367.000

	Handling_and Disposal
	3.499
	0.510
	367.000

	Health and_Safety
	3.610
	0.670
	367.000

	Less_Pollutions
	3.174
	0.445
	367.000

	Low Product_Price
	3.840
	0.518
	367.000

	No Allergens
	3.406
	0.476
	367.000

	Non Chemical _Coatings
	3.238
	0.491
	367.000


Source: Authors Compilation (SmartPLS 3.3.3 Output) 2023
Table 4.4 shows the mean and standard deviation of the variables/indicators used in the study, these were derived from the study’s questionnaire. The study examined green packaging and customer satisfaction, several key indicators were assessed, each shedding light on different aspects of the green packaging and customer satisfaction. The mean scores, standard deviations, and the number of observations used for each indicator provide valuable insights and implications for researchers and practitioners alike. The relatively high mean score of between 3 and 5 for the questions suggests that respondents perceive green packaging as having significant association with customer satisfaction. With low standard deviation in each cases, indicating that there is low deviation of the responses from the mean. These descriptive results underscore the multifaceted nature of green packaging on customer satisfaction. These emphasize the importance of customer satisfaction through a successful green packaging.
[bookmark: _Toc148029111]4.4 Objectives and Hypotheses Restatement
Objectives:
Objective One: examine the impact of environmental protection on customer loyalty;
Objective Two: assess the influence of Non-toxic packaging on customer intention to repurchase; and
Objective Three: examine the effect of recycled packaging on customer retention.
Hypotheses:
Ho1: H01: Environmental protection does not have significant effect on customer loyalty.
Ho2: Non-toxic packaging does not significantly influence customer intention to repurchase.
Ho3: Recycled packaging does not significantly affect customer retention.
4.4.1 Assessment of Measurement Model
To assess the effect of green packaging on customer satisfaction, three objectives and hypothesis were formulated, the first has to do with environmental protection measured by less pollutions, reduce waste and eco-labelling against customer loyalty. The second has to do with Non-toxic packaging measured by Non-chemical coatings, no allergens and food handling against customer intention to repurchase. The third has to do with recycled packaging measured by low product price, handling and disposal, health and safety against customer retention. 
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Figure 4.1: A path model of green packaging and customer satisfaction
Source: SmartPLS Output, 2023
In Figure 4.1, we observe the path model illustrating the relationship between green packaging and customer satisfaction. This figure highlights interaction effects, where multiple variables collectively contribute to the formation of latent variables. Within this model, the outer weight varies from zero to a maximum value slightly below 1. It has been determined that when there are a greater number of indicators for a latent variable, the maximum outer model weight tends to decrease, accompanied by a lower average outer model weight.
The outcomes regarding these outer model weights provide justification for retaining weaker loadings in the analysis. This is due to the fact that all loading weights remained either greater than or very close to the threshold of 0.50. Additionally, it is worth noting that these variables are essential components of the latent variables as established in the existing literature.


Table 4.5 Construct Reliability and Validity
	 
	Cronbach's Alpha
	Composite Reliability
	Average Variance Extracted (AVE)

	Customer loyalty
	0.795
	0.879
	0.707

	Environmental protection
	0.777
	0.870
	0.692

	Non-toxic packaging
	0.789
	0.877
	0.703

	Customer satisfaction
	0.852
	0.910
	0.771

	Recycled packaging
	0.803
	0.882
	0.714

	Customer retention
	0.863
	0.916
	0.785

	Customer intention to repurchase
	0.819
	0.892
	0.734


Source: Authors Compilation (SmartPLS 3.3.3 Output) 2023
Table 4.5 presents essential statistical metrics assessing the construct reliability and validity of latent variables within this study, comparing them against the established benchmark. These metrics serve as indicators of the robustness of these variables in capturing the intended underlying concepts. Construct reliability is evaluated using two key indicators: Cronbach's Alpha and Composite Reliability. Cronbach's Alpha gauges the internal consistency of each latent variable by measuring the degree of correlation among its constituent items. Across all latent variables, the Cronbach's Alpha values, surpasses the widely accepted threshold of 0.7. These results suggest that the items within each variable reliably measure their respective constructs, aligning favorably with the benchmark. Composite Reliability, another construct reliability measure, factors in both internal consistency and the relationships between items and the latent variable. In this study, all variables exhibit outstanding composite reliability, with all its values ranging higher than 0.7 when compared to the benchmark. These high values affirm that the latent variables effectively serve as dependable indicators of the constructs they represent.
Additionally, the table presents the Average Variance Extracted (AVE), which assesses the convergent validity of each latent variable. Convergent validity indicates the degree to which items within a variable are related to each other, and to what extent they measure the same underlying concept. The AVE values in the table all of surpass the recommended threshold of 0.5. This indicates that the items within each latent variable are converging well and collectively measure their respective constructs effectively. The results suggest that the latent variables in this study exhibit strong construct reliability and validity. They demonstrate high internal consistency, robust composite reliability, and satisfactory convergent validity, supporting the use of these variables as reliable and valid measures in the research study.


Table 4.6 Discriminant Validity
	 
	Customer loyalty
	Environmental protection
	Non-toxic packaging
	Customer satisfaction
	Recycled packaging
	Customer retention
	Customer intention to repurchase

	Customer loyalty
	0.841
	 
	 
	 
	 
	 
	 

	Environmental protection
	0.692
	0.832
	 
	 
	 
	 
	 

	Non-toxic packaging
	0.793
	/0.750
	0.839
	 
	 
	 
	 

	Customer satisfaction
	0.626
	0.581
	0.549
	0.878
	 
	 
	 

	Recycled packaging
	0.728
	0.720
	0.814
	0.510
	0.845
	 
	 

	Customer retention
	0.605
	0.543
	0.504
	0.705
	0.459
	0.886
	 

	Customer intention to repurchase
	0.649
	0.730
	0.703
	0.592
	0.757
	0.504
	0.857


Source: Authors Compilation (SmartPLS 3.3.3 Output) 2023
The results of the discriminant validity analysis in table 4.6 indicate that there is strong evidence of discriminant validity among the latent variables: Recycled packaging, Environmental protection, Customer satisfaction, Customer loyalty, Customer retention, Customer intention to repurchase, and Non-toxic packaging. Discriminant validity assesses whether these constructs are distinct and not highly correlated with each other. Looking at the correlations between these variables, it's evident that the diagonal values (the correlations of each variable with itself) are all substantially higher than the off-diagonal values (the correlations between different variables). This suggests that each latent variable is more strongly related to itself than to the other constructs, supporting the idea that they are distinct and measure different aspects of the overall construct. Customer loyalty has a high correlation with itself, which is higher than its correlations with other latent variables. Similarly, environmental protection has a strong correlation with itself compared to its correlations with the other variables. While it is the same for other variables in their respective situations.
These results provide evidence that the latent variables in this analysis are measuring distinct concepts and are not just different manifestations of the same underlying construct. This suggests that the measurement model is suitable for the purpose of this study, as it effectively differentiates between these key factors: Recycled packaging, Environmental protection, Customer satisfaction, Customer loyalty, Customer retention, Customer intention to repurchase, and Non-toxic packaging.
4.4.2 Multicollinearity
This assesses the correlation between the independent variable. It is to know if two independent variables are not correlated and producing the same result. The variance inflation factor (VIF) is used in this study to assess likely correlation between the independent variables. 


Table 4.7 Inner VIF Values
	 
	Customer loyalty
	Customer satisfaction
	Customer retention
	Customer intention to repurchase

	Customer loyalty
	 
	2.103
	 
	 

	Environmental protection
	1.000
	 
	 
	 

	Non-toxic packaging
	 
	 
	 
	1.000

	Recycled packaging
	 
	 
	1.000
	 

	Customer retention
	 
	1.634
	 
	 

	Customer intention to repurchase
	 
	1.787
	 
	 


Source: Authors Compilation (SmartPLS 3.3.3 Output) 2023
Table 4.7 depict the VIF values for the latent variables related to Customer satisfaction. The Variance Inflation Factor (VIF) table helps assess multicollinearity among predictor variables in a regression analysis. Multicollinearity occurs when two or more predictors are highly correlated, making it challenging to isolate their individual effects on the dependent variable. In this VIF table, Environmental protection, Non-toxic packaging, and Recycled packaging are the predictor variables being evaluated for multicollinearity. The VIF values for each predictor variable are compared against the benchmark of 10 to determine if multicollinearity is a concern. For each predictor variable, the VIF value is well below 10. This indicates that there is no significant multicollinearity among these variables. In other words, they are not highly correlated with each other, and their individual effects on the dependent variable can be assessed independently. This suggests that the model's estimates of the relationships between these predictor variables and the dependent variable are stable and reliable.
4.4.3 Test of Hypotheses
Table 4.8 Coefficient of Determination Score
	 
	R Square
	R Square Adjusted

	Customer loyalty
	0.479
	0.477

	Customer satisfaction
	0.589
	0.583

	Customer retention
	0.211
	0.207

	Customer intention to repurchase
	0.495
	0.492


 Source: Authors Compilation (SmartPLS 3.3.3 Output) 2023
The coefficient of determination is depicted in table 4.8, which denote R-squared which is used to assess the goodness of fit of a model. The R-squared value of 2% is small, 13% is medium while 26% and above is large (Cohen, 1988). The R-squared values for the Customer loyalty, Customer intention to repurchase, and Customer retention model are above 26% hence, they are large. This indicates that the variability in the dependent variables (Customer loyalty, Customer intention to repurchase, and Customer retention), is explained largely by the independent or latent variables included in the model. This suggests that the model captures and explains the observed variations in Customer loyalty, Customer intention to repurchase, and Customer retention. While the overall model also shows a large R-squared value on customer satisfaction. 
The adjusted R-squared value are also above 26% for Customer loyalty, Customer intention to repurchase, and Customer retention and also above 26% for customer satisfaction. This provides a more conservative estimate of the model's goodness of fit. The adjusted R-squared value is very close to the regular R-squared value, indicating that the inclusion of the independent variables in the model doesn't seem to be leading to overfitting or excessive food handling. This suggests that the model's explanatory power remains strong even when considering potential issues related to model food handling. The R-squared and adjusted R-squared values suggest that the customer satisfaction model is fairly effective at explaining customer satisfaction variability, and the model's performance doesn't appear to suffer from the inclusion of multiple latent variables. 
Table 4.9 Assessment of the Effect Size (f2)
	 
	Customer loyalty
	Customer satisfaction
	Customer retention
	Customer intention to repurchase

	Customer loyalty
	 
	0.042
	 
	 

	Environmental protection
	0.921
	 
	 
	 

	Non-toxic packaging
	 
	 
	 
	0.980

	Customer satisfaction
	 
	 
	 
	 

	Recycled packaging
	 
	 
	0.267
	 

	Customer retention
	 
	0.335
	 
	 

	Customer intention to repurchase
	 
	0.072
	 
	 


Source: Authors Compilation (SmartPLS 3.3.3 Output) 2023
The effect size, often denoted as f-square is depicted in table 4.9, this measures the magnitude of the relationship or impact of independent variables on a dependent variable in statistical analysis. This study assesses the effect sizes of various latent variables on "Customer satisfaction." An effect size of 0.02 is considered small, an effect size of 0.15 is considered medium effect size while an effect size of 0.35 is considered large. The effect size of Environmental protection, Non-toxic packaging and Recycled packaging are all large as all the values of the f-square are all greater than 0.35. this shows that all the independent variables have large effect on the independent variables individually. The effect sizes suggest that Environmental protection, Non-toxic packaging as well as Recycled packaging, have relatively stronger influences on customer loyalty, customer intention to repurchase and customer retention. 


Table 4.10 Boostrapping Results Showing Path Coefficient for Structural Model
	 
	Original Sample (O)
	Sample Mean (M)
	Standard Deviation (STDEV)
	T Statistics (|O/STDEV|)
	P Values
	Hypotheses

	Customer loyalty -> Customer satisfaction
	0.190
	0.183
	0.078
	2.429
	0.016
	Supported

	Environmental protection -> Customer loyalty
	0.692
	0.696
	0.043
	16.277
	0.000
	Supported

	Non-toxic packaging -> Customer intention to repurchase
	0.703
	0.706
	0.051
	13.665
	0.000
	Supported

	Recycled packaging -> Customer retention
	0.459
	0.464
	0.061
	7.500
	0.000
	Supported

	Customer retention -> Customer satisfaction
	0.476
	0.482
	0.067
	7.054
	0.000
	Supported

	Customer intention to repurchase -> Customer satisfaction
	0.228
	0.228
	0.064
	3.589
	0.000
	Supported


 Source: Authors Compilation (SmartPLS 3.3.3 Output) 2023
The bootstrap path coefficient analysis depicted in table 4.10 was conducted to test the direct null hypotheses proposed in this study; the table presents a comprehensive view of statistical relationships between various latent variables and their associated hypotheses. Each row in the table corresponds to a distinct relationship. 
In the first relationship, "Environmental protection -> Customer loyalty," the beta value shows a high positive relationship, it has a T statistic of above 1.96, and the p-value is less than 0.05 which confirms the statistical significance of this relationship. As a result, the hypothesis is "Supported," indicating strong evidence for a significant connection between Environmental protection and Customer loyalty.
In the second relationship, "Non-toxic packaging -> Customer intention to repurchase," the beta value shows a high positive relationship, it has a T statistic of above 1.96, and the p-value is less than 0.05 which confirms the statistical significance of this relationship. As a result, the hypothesis is "Supported," indicating strong evidence for a significant connection between Non-toxic packaging and Customer intention to repurchase.
While In the third relationship, "Recycled packaging -> Customer retention," the beta value shows a high positive relationship, it has a T statistic of above 1.96, and the p-value is less than 0.05 which confirms the statistical significance of this relationship. As a result, the hypothesis is "Supported," indicating strong evidence for a significant connection between Recycled packaging and Customer retention.
The table's statistical analysis provides robust evidence supporting the hypothesized relationships between these variables. The low p-values and substantial T statistics indicate that these connections are not mere chance occurrences but are indeed statistically significant, contributing valuable insights into the relationships within this study.
[bookmark: _Toc148029112]4.11 Boostrapping Path
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Figure 4.2: Boostrapping Path for Green packaging and customer satisfaction
Source: Authors Compilation (SmartPLS 3.3.3 Output) 2023
Figure 4.2 depicts the boostrapping path of the relationship between the latent variables including the t-statistics of both the indicators and latent variables. This supports the boostrpping table above and shows the structural relationship between each indicators and the latent variables.
[bookmark: _Toc148029113]4.5 Discussion of Findings
From the result of hypothesis one, the findings indicated that the relationship between environmental protection and customer loyalty were significant. However, it was observed that all proxies used in the study gives positive weights while all weights also didn’t fall below the threshold in the path analysis. This findings is in line with the submissions of Okello, and Okello, (2021). In general, implication of this is that less pollutions, reduce waste and eco-labelling variables identified in the study are capable of predicting customer loyalty which is capable of influencing increase in customer satisfaction. However, environmental protection metrics influence the customer loyalty of Kentucky Fried Chicken (KFC).
From the result of hypothesis two, the findings indicated that the relationship between Non-toxic packaging (Non-chemical coatings, no allergens and food handling) and customer intention to repurchase were significant. It was noted that all of the proxies employed in the study gave positive weights, and none of the weights fell below the cutoff in the route analysis. These results are consistent with those of Jones, Smith, and Brown (2022). In general, implication of this is that Non-chemical coatings, no allergens and food handling variables identified in the study were capable of predicting customer intention to repurchase which is capable of influencing increase in customer satisfaction. However, Non-toxic packaging metrics influence the customer intention to repurchase of Kentucky Fried Chicken (KFC).
[bookmark: _Toc146016995]From the result of hypothesis three, the findings indicated that the relationship between recycled packaging and customer retention were significant. However, it was observed that all proxies used in the study gives positive weights while all weights also didn’t fall below the threshold in the path analysis. Interestingly, the finding is in line with that of Nguyen, and Vu, (2021). In general, implication of this is that low product price, handling and disposal and health and safety variables identified in the study were capable of predicting customer retention which is capable of influencing customer satisfaction. However, recycled packaging metrics influence the customer retention of Kentucky Fried Chicken (KFC).
[bookmark: _Toc148029114]
CHAPTER FIVE
[bookmark: _Toc146016996][bookmark: _Toc148029115]SUMMARY, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc146016997][bookmark: _Toc148029116]5.1 Preamble
This chapter provides an overview of this research. It entails the summary of the essential findings, conclusion from the results as well as the recommendations based on the findings. The chapter also include contribution to knowledge and areas for further study.
[bookmark: _Toc146016998][bookmark: _Toc148029117]5.2 Summary of Findings
This study examined the effect of green packaging on the customer satisfaction in Kentucky Fried Chicken (KFC). In the course of this study, three hypotheses were formulated and tested to validate the formulated objectives. Below are the findings: 
From hypothesis one it showed that environmental protection indices contributed to customer loyalty in different ways. Eco-labelling contributed above 50% factor loading to components of customer loyalty. This implies that eco-labelling influence customer loyalty positively. Likewise, reduce waste indices affect customer loyalty by above 50% factor loading. With this, the reduce waste have a positive influence on customer loyalty. Less pollutions result positively affect customer loyalty by above 50% factor loading. This implies that less pollutions positively affect customer loyalty. Overall, Environmental protection had positive significant contribution to customer loyalty.
Also, hypothesis two indicated that Non-toxic packaging indices contributed to customer intention to repurchase in different ways. Food handling contributed above 50% factor loading to the components of customer loyalty. This implies that food handling influence customer loyalty positively. Likewise, no allergens indices affect customer loyalty by above 50% factor loading. With this, the no allergens have a positive influence on customer loyalty. Non-chemical coatings result positively affect customer loyalty by above 50% factor loading. This implies that Non-chemical coatings positively affect customer loyalty. Overall, Non-toxic packaging had positive significant contribution to customer intention to repurchase.
Furthermore, Recycled packaging indices contributed to customer retention in different ways from objective three, low product price contributed above 50% factor loading to the components of customer loyalty. This implies that low product price influence customer loyalty positively. Likewise, handling and disposal indices affect customer loyalty by above 50% factor loading. With this, handling and disposal have a positive influence on customer loyalty. Health and safety result positively affect customer loyalty by above 50% factor loading. This implies that health and safety positively affect customer loyalty. Overall, Recycled packaging had positive significant contribution to customer retention.
[bookmark: _Toc148029118]5.2 Conclusion
The study on green packaging and customer satisfaction in Kentucky Fried Chicken (KFC) yielded several significant conclusion. 
The study concluded that environmental protection, encompassing eco-labelling, reduce waste, and less pollutions, was found to have a positive influence on customer loyalty in Kentucky Fried Chicken (KFC). 
The study also concluded that positive relationship exist between Non-toxic packaging (Non-chemical coatings, no allergens and food handling) and customer intention to repurchase in Kentucky Fried Chicken (KFC), ultimately contributing to customer satisfaction. 
The study additionally concluded that, recycled packaging, characterized by health and safety, handling and disposal, and low product price, was identified as significant drivers of customer retention in Kentucky Fried Chicken (KFC), leading to an increase in customer satisfaction.
Overall, the study concludes strictly that green packaging has significant influence on customer satisfaction.
[bookmark: _Toc148029119]5.3 Recommendations
In view of the conclusions drawn from the various findings of the study, the following recommendations are made to Kentucky Fried Chicken (KFC), and other stakeholders such as government, and other researchers:
i. Kentucky Fried Chicken (KFC) and other stakeholders should adopt enhancing environmental protection to improve their customer loyalty. This can be achieved through less pollutions, reduce waste and through eco-labelling.
ii. To improve customer satisfaction in Kentucky Fried Chicken (KFC) and improve customer intention to repurchase, Kentucky Fried Chicken (KFC) should promote their Non-toxic packaging by providing Non-chemical coatings, no allergens programs and tips and having well organized and comprehensive food handling programs. 
iii. Kentucky Fried Chicken (KFC) and other stakeholders should foster recycled packaging to enhance the customer retention. This can be done through harnessing low product price, handling and disposal, health and safety. These can help build quality relationship and collaboration among customers.
[bookmark: _Toc146017001][bookmark: _Toc148029120]5.4 Contribution to Knowledge
The findings of this study have helped to highlight and examine the effect of green packaging on customer satisfaction with particular reference to Kentucky Fried Chicken (KFC), in Kwara state. The result of the study is hopefully significant in the sense that it enables Kentucky Fried Chicken (KFC) to better understand how environmental protection will help to improve Customer loyalty.
The findings of this study have also helped to further highlight the likely means of Non-toxic packaging such as Non-chemical coatings, no allergens and food handling and how it can be used to boost Customer intention to repurchase in Kentucky Fried Chicken (KFC). It also shows that Recycled packaging has significant impact on Customer retention.
Advanced knowledge is achieved when series of research are being carried out in the academic environment. Therefore, this study will widen the scope and horizon of the readers or researchers in order to achieve customer loyalty. This also led to the gathering update in the volume of literature for various field of study that is applicable majorly to business students regarding green packaging.
[bookmark: _Toc148029121]5.5 Suggestion for Further Studies
Further research can focus on other methodology like a cross sectional analysis, the use of interview and other inferential statistics like confirmatory path analysis (CFA) and confirmatory tetrad analysis (CTA) apart from the ones used in this study to examine the effect of green packaging on customer satisfaction.
Secondly, researchers should achieve consensus on how firm modernization is conducted and to develop a general accepted means for conducting research on green packaging, thus allowing more researches to take place to explore more benefits and implications of green packaging on customer satisfaction. Future researchers should as well touch other aspect of green packaging available for the study since this study is just on environmental protection, Non-toxic packaging and Recycled packaging which are some aspects of green packaging. Other studies can use other theories of green packaging and build on this study’s empirical result and other newer empirical studies related to this study for advanced research gaps and theoretical bases to examine its effect on customer satisfaction and also use different objectives. Likewise, other studies can use different methodology such as conducting a comparative analysis, using cross sectional survey as well as interview.
[bookmark: _Toc148029122]
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APPENDIX


INSTRUCTIONS: Please tick (√) in the space provided below to indicate your choice of answer
SECTION A: Demographics
1. Age: (a) Below 20 (  )   (b) 20 – 30 years (   )  (b) 31- 40 years (   )	(c) 41-50 years( ) (d) 51 years and above (  )
1. Relationship Status: (a) Single (   )    	(b) Married (   )    (c) Divorce (   )	     
 (d) Widow/Widowers (  )
1. Gender: (a) Male (   )		(b) Female (   )
1. Occupation: (a) Student (   )	(b) Self-employed(   )	(c) Employed (   )
(d) Others (   )
1. Highest Educational Qualification: (a) First School Leaving Certificate (   )(b) SSCE (    )	(c) N.C.E/O.N.D (   )		(d) HND/B.Sc (   )	
(e) MSc/masters (   )		(f) Others (   )

SECTION B: QUESTIONNAIRE
Likert scale: (5-Strongly Agree (SA), 4- Agree (A), 3-Undecided (U), 2- Disagree (D), 1- Strongly Disagree (SD) is employed to capture your response. Please tick as appropriate.
	S/N
	ITEMS
	SA
	A
	U
	SD
	D

	
	Environmental Protection 
	
	
	
	
	

	1. 
	I believe that green packaging contributes to a less polluted environment.
	
	
	
	
	

	2. 
	Green packaging, which helps in reducing waste, influences my perception of a company's commitment to the environment.
	
	
	
	
	



	3. 
	I trust products that provide detailed information about their environmental impact through eco-labelling.
	
	
	
	
	

	
	Customer Loyalty
	SA
	A
	U
	SD
	D

	4. 
	I am more likely to be loyal to a brand that uses eco-friendly packaging materials.
	
	
	
	
	

	5. [bookmark: _Hlk117084843]
	I would enthusiastically recommend KFC to friends and family.
	
	
	
	
	

	6. 
	I have no intention of switching to other fast food brands in the near future.
	
	
	
	
	

	
	Non-toxic Packaging
	
	
	
	
	

	7. 
	Knowing that a product packaging contains no harmful chemical coatings makes me trust the brand more.
	
	
	
	
	

	8. 
	Packaging materials free from side effects are essential to me.
	
	
	
	
	

	9. 
	I trust that KFC staff practices proper food handling techniques such as; washing hands, and wearing hair nets.
	
	
	
	
	

	
	Customers’ Intent to Repurchase
	SA
	A
	U
	SD
	D

	10. 
	I am more likely to repurchase from a company that ensures its packaging is non-toxic and safe.
	
	
	
	
	

	11. 
	I am likely to repurchase KFC as a result of good customer service.
	
	
	
	
	

	12. 
	I am encouraged to repurchase KFC because of the consistency of the quality and packaging of the goods.
	
	
	
	
	

	
	Recycled Packaging
	
	
	
	
	

	13. [bookmark: _Hlk117086128]
	KFC products are of low product price due to the recyclable nature of its packaging which are not expensive to design.
	
	
	
	
	

	14. 
	I see KFC product packaging as easy to handle and dispose of, because it is lightweight and easy to open and close.
	
	
	
	
	

	15. 
	I prefer KFC recyclable packaging as it reduces health and safety risk.
	
	
	
	
	

	
	Customer Retention
	SA
	A
	U
	SD
	D

	16. 
	My dining experience at KFC is both enjoyable and satisfying, making it a preferred choice.
	
	
	
	
	

	17. 
	I would continue patronizing KFC even if their prices increase due to the superior quality of their products and packaging.
	
	
	
	
	

	18. 
	I usually show less interest in trying new products that aren’t from KFC.
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