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[bookmark: _Toc183673687]ABSTRACT
In the digital age, online shopping has become the dominant mode of purchasing, transforming how consumers interact with products and brands. Packaging, once seen primarily as a means to protect items, now plays a crucial role in shaping customer behavior. This research investigates how packaging affects consumer decisions in e-commerce, focusing on three key aspects: visual appeal, functionality, and sustainability. It also explores demographic influences on packaging preferences.
Findings from a quantitative survey of 55 online shoppers reveal that attractive packaging significantly enhances brand perception, with 64% of respondents stating it positively influences their views. Increased perceptions of product value were related to high-quality packaging, where 56% agreed that it conveys a sense of a premium product. Satisfaction and loyalty against increasing expectations are achieved through functional features, like ease of opening and durability. Moreover, 62% of respondents said personalized touches, such as thank-you notes, made them feel valued.
Eco-friendly packaging became the dividing factor. However, 33% of participants preferred sustainable materials, while another 33% were indifferent. This demonstrates an opportunity for sustainability messaging to be more efficiently communicated by brands. In demographic analysis, we found that visual and sustainable attributes were more important for younger shoppers and women, while functional attributes were more important for frequent shoppers.
Finally, this study shows that packaging in e-commerce goes beyond its typical purpose and becomes a powerful branding and customer engagement tool as well as a medium for sustainability. Together, businesses can balance aesthetics and practicality, as well as their environmental stance, to meet customer expectations, create loyalty, and stay competitive within the modern digital landscape. Further exploration of cultural influences and emerging technologies, such as augmented reality, would be valuable for future research into packaging strategies.
Keywords: Online shopping, Packaging, Consumer behaviour, E-commerce, Sustainability, Branding, Demographic influences.

1. [bookmark: _Toc183673688]INTRODUCTION
Today, online shopping has fully revolutionized the way consumers interact with products and brands, becoming the preferred method of purchasing for many around the globe. E-commerce platforms are all about convenience and accessibility, which have changed the face of consumerism, shifting the center of consumerism from traditional retail to electronic means. With this new shift, however, there have been new challenges and opportunities, especially in how businesses can present and package their products. Considered largely for protection and practical use, packaging has become a major marketing and branding tool. As consumers cannot physically hold or look at products before purchase, the visual and functional attributes of packaging influence consumers’ perceptions, attitudes, and purchase behavior more than ever before. In investigating the influence of packaging on customer behavior in the online shopping context, this dissertation explores the psychological, functional, and experiential dimensions that shape consumer engagement in the digital marketplace.
The central argument here is that online retail packaging is a multifaceted element focused beyond the usual protection of goods en route; in short, it is as much about the story in a box as it is about the box itself. As a great medium, it effectively influences the way consumers behave. When tactile interaction is lacking, visual appeal, unboxing experiences, and the eco-friendliness of packaging materials all contribute to shaping customer satisfaction and repeat purchase behavior. The objective of this study is to prove that packaging can strengthen a brand image, improve the online shopping experience, and drive actual sales. However, poorly designed or environmentally unfriendly packaging can undermine these benefits, resulting in dissatisfaction, negative reviews, and decreased brand trust. This research aims to adaptively boost our understanding of packaging’s function and unveil various strategies for businesses seeking to enhance their approaches in the competitive e-commerce market.
This topic is highly important. With the rapid growth of e-commerce comes fierce competition among brands—more than ever, brands need to stand out and create memorable customer experiences. For online customers, packaging is often the first physical interaction they have with the product they’ve purchased, making it an opportunity to create a lasting impression. If this concerns the business of unboxing—the phenomenon in which customers share their experiences on social media platforms—it becomes even more influential. A well-thought-out unboxing experience can allow a brand to go viral and gain significant coverage. Conversely, poor packaging can quickly become a public relations disaster. When it comes to packaging aspects in terms of the environment, customers are now keen to the concept of sustainability. The brands that use excessive or non-recyclable packaging materials are put off by excess packaging materials. Which is why brands which aims to be a success story at the digital front, needs to find a keen balance between aesthetics, functionality and sustainability in their packaging.
The research question for this dissertation is:
· How does packaging affect customer behavior in the online shopping environment? 
This study aims to examine three aspects including functional, psychological, and experiential in relation to this question. Well, the psychological aspect will talk about how the packaging designs elements like color, typography, and imagery invokes emotions and aligns with purchase intention. Moreover, different colors are associated with particular feelings and a sharp design could reflect luxury and class. From there, it will show how designing decisions for a product can help it stand out and build a brand association. The functional dimension looks at how packaging is used and what elements of the packaging serve which function(s) in a practical sense: product protection, convenience, environmental aspects, etc. It seeks to ascertain whether and how these factors impact customer satisfaction and whether they influence brand love. Lastly, the experiential part will examine the unboxing experience, a key moment in e-commerce where the customer’s expectations are realized. The unboxing process will be studied from the perspective of how it affects customer emotions and whether it leads to brand loyalty or repeat purchase intent.
This dissertation will begin with a detailed literature review in the area of the studies and the existing theories on the role of packaging in consumer behavior, focusing particularly on the online shopping context. This section will provide background reading on the key concepts from consumer psychology, marketing, and e-commerce that shape the focus of the main research. In addition, it will highlight areas of existing knowledge that deserve further research, especially what we know about the extent to which packaging informs consumer behavior in the age of the digital forager. Traditional retail research often focuses on the in-store experience, but what this paper will argue is that the online environment requires different packaging strategies. This will, therefore, constitute a theoretical foundation to understand how the visual and functional elements of packaging shape customer perceptions.
We will define a research design from a quantitative approach and outline it in the methodology section. Data will be collected using structured surveys distributed to a large audience of online shoppers as part of this approach. The surveys will cover a wide range of insights that the end consumer reveals about their preferences and behaviors in the context of e-commerce packaging. These include questions relating to the visual appeal of packaging, perceptions of sustainability, and the overall unboxing experience. For quantitatively analyse the trends and correlations, a Likert scale will be utilized to gather responses. This approach will allow the detailed analyses regarding relationship between various packaging features with behaviors of consumers, making sure that the findings are generalizable, robust, as well as applicable for enterprises want to improve their strategies related to packaging for online sales.
The results will be presented and examined in the findings and analysis section, where we will delve into the patterns and themes that arise from the data. This part will mainly discuss about how customer preferences and brand perceptions is affected by specific packaging elements, such as material choice, color schemes, and sustainability efforts. Additionally, the research will explore sustainability, investigating whether consumers show a preference for brands that utilize recyclable materials or minimize packaging waste. Demographic variations will also be considered, discussing packaging preferences in relation to factors like age, gender, and cultural background.
The interpretation of these findings in relation to the initial research question and existing literature will be addressed in the discussion section. For businesses, this analysis will provide practical insights on how to optimize packaging to align with the expectations of various segments of consumers in the online marketplace. For instance, the study may indicate that brands targeting environmentally conscious consumers should prioritize eco-friendly packaging options, while luxury brands might benefit from adopting more premium and minimalist designs. Limitations will also be acknowledged, recognizing that customer perceptions can be shaped by factors beyond packaging, such as product quality or shipping experiences.
In conclusion, this dissertation argues that packaging serves as a crucial touch-point in the online shopping experience, capable of influencing customer perceptions and affecting purchasing decisions. Good design of packaging isn't just about improving aesthetics of brand; it also involves making sure functionality as well as sustainability. By understanding this, businesses can better understand how to adjust packaging to create a more engaging and effective marketing strategy for today's online shoppers. The findings will help enrich the literature on consumer behavior in e-commerce and guide both practical applications and academic research. Emerging trends, like augmented reality in the packaging experience can be investigated in future research, as well as analyze how cultural differences influence packaging preferences gloabally.


2. [bookmark: _Toc183673689]LITERATURE REVIEW
2.1 [bookmark: _Toc183673690]Introduction
The relationship between packaging and consumer behavior in online shopping is reviewed in this literature review. As e-commerce continues to expand, the requirement for businesses to understand how customer decisions are impacted by packaging has grown (Barbero and Pereno, 2020). Packaging isn’t solely about protecting products; especially in the online shopping environment, it contributes greatly to how consumers perceive as well as engage with a brand,
In the world of online shopping, packaging is usually the first tangible interaction between consumer and the product (Lydekaityte & Tambo, 2020). While in-store customers can handle and feel the product, online shoppers rely on packaging to give them their first impression. Thus, packaging becomes a significant tool to impact buying decisions, brand loyalty, and overall customer satisfaction.
The review will cover three main areas: an examination of the psychological influence of packaging, the functional role it plays, and the experiential aspects, in particular, the unboxing experience. Each of these areas serves a unique purpose in shaping the perception and reaction of consumers towards the products they buy online. If these influences are understood, they can aid companies in making alterations to their packaging strategies to fulfill customer expectations and strengthen brand connections.
Moreover, the review will explore other trends, such as sustainable packaging, which is garnering deserved attention for its growing significance in consumers’ eyes. Now, with increasing environmental awareness, customers want to know more about the materials used in packaging and their impact on the Earth. As a result, brands are innovating to develop practical, appealing, and eco-friendly packaging solutions.
This literature review is, overall, about considering the evolving role of packaging in e-commerce and providing businesses with lessons to help them engage and enhance e-commerce.
2.2 [bookmark: _Toc183673691]The Role of Packaging in Consumer Behavior
2.2.1 [bookmark: _Toc183673692]Consumer Behavior Theories
When packaging influences the purchaser’s decisions, it is important to understand consumer behavior (Alhamdi, 2020). Several psychological theories provide insight into how consumers make their choices, and packaging plays a major role in these decisions. A well-known theory on consumer behavior is the Theory of Planned Behavior, which posits that consumer behavior is affected by their attitudes, subjective norms, and perceived behavioral control (Ajzen, 2020). In packaging, consumer attitudes toward a product will be positive or negative depending on how well its packaging aligns with the consumer’s values, preferences, or expectations. For instance, eco-focused purchasers may be more inclined to purchase a product with sustainable packaging, while purchasers who desire convenience likely want packaging that is easy to open or use.
It is also important to consider Maslow’s Hierarchy of Needs, which defines a hierarchy of human needs from basic physiological needs to self-actualization (Belal Dahiam Saif, 2024). Packaging can meet needs on different levels. At the basic level, packaging is functional, helping products to be protected and easy to use. However, packaging can also symbolize prestige or personal identity for higher-level needs such as self-esteem and self-actualization. For instance, luxury brands use sophisticated and elegant packaging to create a sense of exclusivity, appealing to consumers' desires for status and recognition.
Moreover, sensory appeal plays a vital role in how packaging impacts consumer behavior. Sensory stimuli, including the look, feel, and even smell of packaging, can influence emotions and buying decisions. A well-designed package can stimulate curiosity, trigger excitement, or evoke positive emotions, all of which can drive consumers to make a purchase (ANDREI, 2022). This is especially important in the online shopping environment, where consumers can’t physically touch products, and their sensory interaction is limited to the visuals and sometimes the unboxing experience.
2.2.2 [bookmark: _Toc183673693]Branding and Packaging
Packaging serves as a critical tool for branding and product differentiation. A brand’s identity is often first introduced to consumers through its packaging, which communicates core values, quality, and personality. Packaging is more than just a container; it’s a brand communicator that tells a story and connects with consumers on an emotional level. Well-executed packaging can convey quality, trustworthiness, and even a sense of belonging (DuPuis  & Silva, 2011). For instance, a brand that promotes sustainability will often reflect that commitment in its choice of eco-friendly packaging materials, while high-end brands may use premium packaging to signal luxury.
One aspect that is especially important for online shopping is packaging as a brand differentiator. In most cases, a consumer isn’t able to examine a product prior to committing to a purchase. In cases like this, packaging becomes a strong differentiator due to its visual appeal. To attract attention in a vast marketplace and standout among competitors, a product should be appealing to the eye and have an eye-catching and distinctive design (Rundh, 2016). Brand recognition may affect by the design of packaging elements like logos, typography, and color schemes. This type of packaging can become a symbol of trust for consumers due to giving the impression of the product as genuine and high quality (Agariya et al., 2012).
Not only this, but such packaging can be work as an emotional bond between the consumers and the brand.  According to the Andrei (2022), consumers frequently develop emotional relationships with brands and packaging is really important in this development. For example, a particular color or design can be link to consumers’ happiness, nostalgia, or excitement. This emotional bond also increase consumers loyalty with the brand  through the words, colors, packaging, and even the product’s smell. Moreover, research on packaging design has revealed a strong relationship between well-designed packaging and brand loyalty (Klimchuk & Krasovec, 2013). Packaging needs to provide something to the customer too, if customers feel connected to a brand in their packaging then they are more likely to buy again, recommend that brand to other people and stick with it.
2.2.3 [bookmark: _Toc183673694]Psychological Influences of Packaging
Packaging is both psychological and profoundly so as it affects consumer perceptions. Color is of one of the biggest elements in packaging that changes consumer behavior. Colors have an ability to bring certain emotions and associations. Say blue is associated with trust or calm, red with excitement, or urgency. Mohebbi (2014) points out that consumers buying decisions are often changed by the color of the packaging. A brand decides what color to use, and this color will subsequently influence the consumer’s emotional response during the whole shopping experience. In online shopping, this is especially crucial because we will have no physical point of contact with the consumer before they make the purchase decision.
Design and typography also takes significant role in shaping consumer perceptions in addition to color. Packaging tells much about the brand and brand’s values. For example, minimalist packaging could speak sophistication, or a loud, bright design may appeal to more young, trend minded consumers. Another important design element: Typography, since the typeface will have a significant impact on how a consumer will relate to a brand’s personality. Tradition and reliability are usually communicated with serif fonts and modernity and innovation with sans serif fonts (Ampuero & Vila, 2006).
Visual packaging cues research reveals that such items greatly affect consumer emotions and decisions. Visually appealing packaging can evoke sensation and improve the whole customer experience (Spence, 2016). Aside from the every time bringing happiness with just simple photos, the user can also generate a certain level of excitement and anticipation through a carefully designed look or more so when coupled with the unboxing experience, which have become a popular thing in e-commerce world. Beautifully packaged products create a positive impression that lasts for customers and even results in their sharing on social media (Spence, 2016).
Additionally, packaging is key to establishing confidence among consumers and to quieting their purchase anxiety. Packaging is especially important in the online shopping context, where consumers physically cannot see the product and need assurance that they are purchasing a quality, authentic product (Ariffin, Mohan, and Goh, 2018). High-quality, secure packaging can help allay other common concerns online shoppers have, such as damage to the product during transit. Furthermore, packaging the product in a way that makes the most important product information visible to consumers can increase their confidence during the decision-making process (Ariffin, Mohan, & Goh, 2018).
Besides reinforcing the perceived value of a product, packaging can also be used to enhance it. Chaudhary (2014) concludes that when a well-packaged item is received by a consumer, they tend to feel the product is more valuable than they originally thought, further setting a favorable backdrop for the post-purchase experience. On the other hand, even if the product meets expectations, poor packaging can cause disappointment and dissatisfaction. The difference between the customers’s perceived value of the packaging and the value of the product can impact customer loyalty and future purchasing behavior.
2.2.4 [bookmark: _Toc183673695]Conclusion
All in all, packaging has a significant role to play in consumer behavior since psychological, emotional, and functional aspects come into play during the online shopping experience. Packaging is a critical factor in driving consumer decisions, from the emotional triggers of color and design to its role as a symbol of quality and trust. As e-commerce continues to grow, it becomes increasingly crucial for businesses wishing to improve their brand image, gain customer loyalty, or enhance their customers’ experience to understand the psychological impact of packaging. Function and packaging are not mutually exclusive; instead, packaging is a strong marketing tool that greatly influences what consumers perceive and what they buy.
2.3 [bookmark: _Toc183673696]The Functional Role of Packaging in E-Commerce
2.3.1 [bookmark: _Toc183673697]Packaging and Product Protection
Packaging has always been about the protection of products and facilitating their arrival at the consumer in good condition. In the context of e-commerce, this role is more critical than ever (Huang, 2005). Unlike traditional retail, where customers often carry products directly home, online shopping involves multiple stages of handling, storage, and transportation. Packages may travel long distances, passing through warehouses, sorting centers, and delivery trucks before reaching the buyer. This increases the risk of damage, making secure and durable packaging a necessity (Njoman, 2021).
Historically, packaging focused on protection through robust materials like cardboard and plastic. Today, as online shopping expands globally, businesses are paying greater attention to advanced materials that ensure product integrity during transit. Research highlights that consumers expect their purchases to arrive undamaged, and any failure in this regard can lead to dissatisfaction, negative reviews, and loss of trust in the brand (Njoman, 2021) . For instance, studies show that products damaged during delivery not only result in higher return rates but also create logistical costs for businesses.
For fragile items, such as electronics or glassware, protective features like bubble wrap, foam inserts, and shock-resistant designs are commonly used. Such is the case with liquid products, which require leak-proof packaging to avoid spillage during transportation. Also, keeping the product safe and intact are secure seals, tamper-proof designs, and proper labeling. Creating a favorable and trusting relationship with customers is not only good for the company’s reputation but also leads to greater customer satisfaction (Huang, 2005).
2.3.2 [bookmark: _Toc183673698]Ease of Use and Convenience
Ease of use and convenience are other critical aspects of packaging in e-commerce. Easy-to-open, easy-to-handle, and easy-to-dispose-of packaging can dramatically improve customer satisfaction (Huang, 2005). While people at a traditional store may be assisted by staff, online shoppers have to make do with what they can find in the packaging.
The more functional the packaging is, the better it is. Innovative designs like easy tear strips or resealable pouches will go a long way in improving the user experience. For example, resealable food packaging enables consumers to keep takeaway portions without having to transfer them to another container, thereby saving time and effort. Lightweight but sturdy packaging, as in the case of bulk purchases (Huang, 2005), makes it easier to handle and store products, just as more fragile packaging does. 
Case studies highlight how brands that prioritize convenience in their packaging see higher levels of repeat purchases (Ghorbani & Westermann, 2024). Amazon’s “Frustration-Free Packaging” is a noteworthy example. By eliminating excess materials and creating packages that are easy to open, the company has not only improved customer satisfaction but also reduced packaging waste.
Packaging that accounts for customer needs also adds value. For instance, single-use packages for cosmetics or skincare products provide convenience to customers on the go, while collapsible packaging designs save space in storage. Practical, consumer-focused packaging not only improves usability but also strengthens the overall brand experience Shan, K., & Julius, J. (2015).
2.3.3 [bookmark: _Toc183673699]Packaging as a Logistics Tool
Beyond protection and convenience, packaging plays a crucial role in e-commerce logistics. Effective packaging design can streamline shipping processes, reduce costs, and enhance delivery efficiency. Standardized packaging sizes, for instance, allow for better use of storage space in warehouses and delivery vehicles (Njoman, 2021).
Research shows that optimized packaging can significantly reduce shipping costs (McDonald, 2016). For example, smaller, lightweight packaging not only saves on materials but also minimizes shipping fees charged by weight or size. Moreover, well-designed packaging reduces the need for additional filler materials, making shipping more economical and environmentally friendly (McDonald, 2016).
Stackable packaging is another key consideration in logistics. Boxes and containers designed to stack securely improve space utilization during transportation, reducing the number of trips required to deliver products. It results in faster delivery times and decreased carbon emissions (Regattieri, Santarelli, & Piana, 2019).
Logistics can be enhanced with barcodes, QR codes, and RFID tags placed on packaging for better tracking and inventory management. With these tools, customers and businesses receive real-time updates, which are more transparent and reduce errors (Udvaros et al., 2024). Great packaging solutions not only help to maintain smooth operations but also guarantee great customer satisfaction by ensuring timely and accurate deliveries.
2.3.4 [bookmark: _Toc183673700]Sustainability and Eco-Friendly Packaging
E-commerce packaging is now considered one of the most important elements in sustainability. The rapid awareness of environmental issues has encouraged consumers to demand modern practices, especially employing eco-friendly means of operation from service providers. One of the most visible faces of a brand is packaging, and it plays a critical role in defining how a company presents itself in relation to its commitment to sustainability (Escursell, Llorach-Massana, and Roncero, 2021).
Packaging, whether recyclable, biodegradable, or minimalistic, is shown to influence consumer affinity toward brands. According to a study, customers notice a link between sustainable packaging and moral corporate business practices, making them trust and remain loyal (Kannan, Parashar, & Chaurasia, 2024).
In e-commerce, minimalistic packaging with fewer materials but functionality is gaining popularity (Kannan et al., 2024). Not only are consumers environmentally conscious, but these practices also help reduce businesses’ production and shipping costs. An alternative to traditional non-recyclable materials includes biodegradable materials such as paper-based packaging and compostable plastics (Escursell, Llorach-Massana, and Roncero, 2021). Brands like Lush and The Body Shop have set benchmarks in this area by using 100% recycled and recyclable packaging for their products.
However, businesses must strike a balance between sustainability and functionality. While eco-friendly packaging is important, it should not compromise product protection or convenience (Kannan, Parashar, & Chaurasia, 2024). For instance, replacing sturdy plastic with fragile paper may increase the risk of damage during transit, leading to dissatisfaction. Brands that successfully integrate sustainability with practicality are better positioned to appeal to modern consumers (Escursell, Llorach-Massana, & Roncero, 2021).
2.3.5 [bookmark: _Toc183673701]The Impact of Sustainability on Brand Perception
Eco-friendly packaging does more than fulfill environmental responsibilities; it also enhances a brand’s image. Customers often view sustainable practices as a reflection of a company’s values, influencing their willingness to engage with the brand (Chen et al., 2017). For instance, companies that adopt reusable packaging systems demonstrate a commitment to long-term environmental goals, which resonates with customers.
Social media amplifies the impact of sustainability. Packaging is an important touchpoint for a brand, and customers often take to platforms such as Instagram and TikTok to share their experiences, often creating a life of their own beyond a simple label style. An organic, promotional unboxing experience utilizing recyclable or biodegradable materials can generate a positive experience for a brand. On the other hand, public criticism for excessive or wasteful packaging will damage the brand's reputation (Chen et al., 2017).
Some of these brands have taken advantage of this trend by openly engaging in their sustainability endeavors (Chen et al., 2017). Ikea’s shift to paper-based protective packaging instead of Styrofoam, for instance, is an example of brand building that has been well praised for its eco-friendly image. Like Patagonia, Apple is in the business of attaching environmental meaning to its products, and like Patagonia, Apple’s use of recycled materials attracts loyal customers who share in its values.
2.3.6 [bookmark: _Toc183673702]Conclusion
In conclusion, packaging in e-commerce is no longer just a means to an end but a functional end in itself. Protection, convenience, and logistical efficiency are all hallmarks of globalization, and more and more sustainability is being incorporated. These factors determine how customers are satisfied and how they see, discover, and interact with a brand. With e-commerce expanding, businesses that pay attention to and make the most of eco-friendly and effective packaging solutions are thus more likely to thrive in this marketplace.
2.4 [bookmark: _Toc183673703]Experiential Aspects of Packaging: The Unboxing Experience
2.4.1 [bookmark: _Toc183673704]The Psychology of Unboxing
The unboxing – the act of opening a new product – has truly become something bigger than just a product unboxing. Unboxing is psychologically an emotion – excitement, anticipation, and joy all leave a lasting impression on the customer (Berden, 2020). By unboxing, customers find the suspense in the action of moving from seeing the package to finally interacting with the product. The anticipation of this amplifies the emotional reward of the product, further creating a memorable experience (Bae, Self, & Kim, 2019).
Studies demonstrate that those who enjoy a good unboxing experience tend to associate smiling emotions with brands. The unboxing process involves many senses, such as sight, touch, and sometimes sounds. An example of this luxury and care is the crisp tear of wrapping paper or the smooth glide of a box lid (Bae, Self, & Kim, 2019). These not only influence the customers’ immediate satisfaction but also significantly impact the psychological connection between the customer and the brand (Berden, 2020).
An unboxing experience can increase customer loyalty much more than you think. Promoting unboxing joy or delight increases the probability that customers will recall the brand and make repeat purchases (Bae, Self, & Kim, 2019). Positive feelings are always essential to businesses, especially in the competitive markets on the internet, as they boost the level of trust and appreciation towards the brand.
2.4.2 [bookmark: _Toc183673705]Packaging and Consumer Engagement
Unboxing experiences are effective in increasing consumer engagement (Bae, Self, & Kim, 2019). A simple innovation like creative and high-quality packaging will appeal to customers, and they are likely to interact with the brand. For example, offering premium packaging can create a sense of value that can be shared between customers through word of mouth or on social media (Berden, 2020). The brand works at these moments of connection to stand out and build brand fans.
The importance of unboxing has been magnified in the age of social media. YouTube, Instagram, and TikTok have become major hotspots for unboxing experiences. A brand can gain huge exposure through viral unboxing videos, in which influencers or everyday customers open a product (Bae, Self, & Kim, 2019). Unboxing has become a powerful marketing tool, and a single video can reach thousands or even millions of potential customers.
For instance, we’ve all seen how brands like Apple have become synonymous with strong unboxing experiences. Key selling points for their range include the emotional impact of their packaging, which results in customers sharing their unboxing moments online (Berden, 2020). This builds community and establishes a lasting connection between the brand and its clients.
2.4.3 [bookmark: _Toc183673706]Creating a Memorable Unboxing Experience
Memorable unboxing experiences are important for successful e-commerce brands. A key strategy is ensuring the packaging aligns with one of the brand’s stories and values. For example, a sustainable brand may use eco-friendly materials and add a note expressing their commitment to the environment. This not only improves the unboxing experience but also reinforces the brand’s identity (Berden, 2020).
Visual aesthetics also play a role. Customers will feel special with high-quality design, unique patterns, and personalized touches, such as thank you cards or stickers (Bae, Self, & Kim, 2019). The product appears more valuable when it is sold in a beautifully designed package, which enhances the customer’s perception of your brand. Luxury brands use items like textured paper or metallic elements to demonstrate quality and exclusivity.
Another crucial aspect is consistency between online and offline experiences. It may disappoint customers if a product looks appealing in online pictures but is packaged in a plain or unattractive box (Berden, 2020). The opposite occurs when the packaging meets or exceeds customer expectations, which creates emotional trust in the brand. This reassures customers that the product is worth the investment (Bae, Self, & Kim, 2019).
Take the beauty company Glossier as an example, as it excels at delivering a memorable unboxing experience. With their pink bubble wrap pouches and branded stickers, their packaging is instantly recognizable. Customers often keep these pouches simply for personal use, meaning they reach out further and wider (Berden, 2020). This is an exercise in attention to detail, and it shows how serious packaging can be turned into a pleasure by such details.
2.4.4 [bookmark: _Toc183673707]Consumer-generated Content
The biggest consequence of the unboxing experience is creating consumer-generated content. Many customers are impressed with the packaging and will share their unboxing moments through reviews, social media, or videos (Bae, Self, & Kim, 2019). This acts as free brand advertising that reaches a wider audience with no additional marketing costs.
Customer-generated unboxing content greatly impacts brand reputation. Unboxing videos and positive reviews build trust with potential buyers because they provide genuine, unbiased opinions (Bae, Self, & Kim, 2019). For example, if a famous influencer reveals their unboxing experience, this can encourage their followers to purchase the product. This is particularly important in e-commerce, where customers cannot physically see the products they are buying (Berden, 2020).
Unboxing videos have become very popular on YouTube, with millions of people watching videos of various unboxing experiences by creators. Some creators even dedicate entire channels to this content. The truth is that this content has a direct impact on consumer behavior: viewers feel more comfortable with a product if they have seen someone use it (Bae et al., 2019). This phenomenon is further relevant for brands that appreciate creative and appealing packaging, as the chance of their products being featured in such content is higher.
Brands can include small incentives in their packaging, such as discount codes or requests for users to share on social media, to encourage user-generated content (Bae, Self, & Kim, 2019). For example, a card encouraging customers to share their unboxing moments with #OurBrand. Not only does this help promote the brand, but it also brings you closer to customers (Berden, 2020).
2.4.5 [bookmark: _Toc183673708]Conclusion
Today’s world of online shopping is filled with unboxing experiences, which have become a true tool. It fills the gap between the digital and the physical, capturing an emotional connection between the customer and the brand. By investing in good-looking, thoughtful packaging that is consistent, businesses can increase customer satisfaction and gradually gain more customers. Further, as consumer-generated content helps spread the word as well as boosts sales, social media take unboxing from novelty to marketing,
When it comes to understanding the psychology, engagement, and community-building facets of unboxing, it is important to keep online businesses current as well as competitive. The packaging is not only a functional necessity but actually it’s a chance to attract senses of customers and describe their experience and recognition regarding brand.
2.5 [bookmark: _Toc183673709]Sustainability in Packaging and Its Impact on Customer Behavior
In online shopping, sustainability acts as a critical factor in consumer behavior and becomes a driving force. Nevertheless, customers become more concern regarding the brands actions to address sustainability in the choices of packaging due to the expansion of environmental issues’ awareness (Steenis et al., 2017). From the perspective of customer behavior, this part discusses the sustainable packaging by conferring the existing literature on impact of environment, developing trends, as well as the Corporate Social Responsibility (CSR)’s impact on customer loyalty and trust.
2.5.1 [bookmark: _Toc183673710]Sustainability and Environmental Impact
In many significant ways, expectations of consumers are changes as a consequence of sustainability concern (Kaur & Siddhey, 2024). Consumers are now aware of their purchases’ environmental effects, particularly packaging. Large quantities of packaging waste production through e-commerce are identified as a significant source of degradation of environment (Steenis et al., 2017).  As stated in a report by the Environmental Protection Agency (2024), packaging materials account for a large percentage of all municipal solid waste and plastic as well as non-biodegradable materials are especially dangerous.
One other major point of contention is packaging in e-commerce itself and its carbon footprint. Traditional retail is compared to online shopping and is characterized by its use of excessive packaging materials to protect delivered products (Steenis et al., 2017). Layers of plastic, cardboard, and fillers increase the ecological footprint. Studies have shown that if brands don’t address these factors, they may offend eco-minded consumers who are more inclined to buy from competitors practicing greener methods.
To understand the environmental implications of packaging for businesses in the e-commerce space, it is important for businesses to consider these factors (Kaur & Siddhey, 2024). Your customer is not just buying the product anymore; they consider the process that goes into shipping the product. Packaging that reflects pollution or waste is increasingly criticized as a bad sign of a brand, affecting purchase decisions and generating distrust towards the brand (Kaur & Siddhey, 2024).
2.5.2 [bookmark: _Toc183673711]Eco-friendly Packaging Trends
As these environmental issues rise, eco-friendly packaging trends have emerged to minimize damage to the earth and meet the demands of the field. Minimalistic packaging (Kaur & Siddhey, 2024) is one such trend rising recently. Reducing superfluous materials benefits all types of businesses, from cutting costs to appealing to consumers due to simplicity and accountability towards environmental issues. Minimalism is directly associated with other aspects of the concept of sustainability and specifically promotes functionality rather than lavish branding or adornment (Steenis et al., 2017).
Another striking trend is the functionality of recyclable and biodegradable materials. More and more brands have developed packaging with recycled cardboard, paper, and plant-based plastics (Steenis et al., 2017). These materials are easier for nature to degrade and are thus seen as the more responsible option. Examples include Amazon, with an initiative called frustration-free packaging—elimination of plastic, 100 percent recyclable (Kaur & Siddhey, 2024).
Research suggests that such trends positively influence consumer perceptions, with consumers attributing eco-friendly packaging to high trust and quality in the brand (Kaur & Siddhey, 2024). When a customer chooses to buy from brands that care about environmental matters, he or she feels a shared responsibility. This psychological congruence between brand values and customer beliefs has been shown to strengthen the emotional connection, leading to repeat purchases (Steenis et al., 2017).
Packaging is responsible for innovation, with the development of consumer-captivating options. Among these are compostable and edible wrappers, which are in the race for customer focus in a competitive market (Kaur & Siddhey, 2024). There are start-up costs here; nonetheless, the latter often carries long-term gains through enhanced customer loyalty and sometimes an enhanced reputation.
2.5.3 [bookmark: _Toc183673712]Corporate Social Responsibility (CSR) and Packaging
These days, customers are paying more attention to what brands are doing for the environment. Packaging is one area where brands can show their commitment to sustainability, and this is important to customers. CSR (Corporate Social Responsibility) activities that focus on environmental issues are helping brands gain customer trust. 
Research has shown that CSR initiatives, like using sustainable packaging, make a brand more appealing to consumers. For example, Steenis et al. (2017) found that the lack of eco-friendly packaging alone does not prevent many consumers from engaging in ecologically friendly behaviors, and nearly half of them are even willing to pay more for such products. However, it demonstrates that customers are more likely to endorse brands that genuinely share their environmental values (Kaur & Siddhey, 2024).
If sustainable packaging is added to the CSR strategies of brands, consumers will respond positively. Very important also are things to eco-conscious buyers (Ardiansyah & Alnoor, 2024), such as reducing plastic waste or using recyclable materials. Unilever is a great example of this — they have promised to make all of their plastic packaging recyclable, reusable, or compostable by 2025. This initiative not only benefits the environment but also enhances their reputation as a responsible brand (Hamdi, 2024).
Moreover, there is more to the link between CSR and customer trust than just the practical advantages of eco-friendly packaging. It also connects with the emotional side of consumers. Customers feel proud to support brands that are looking after the planet, and this emotional bond often creates stronger loyalty. As a result, these customers are more likely to recommend the brands they support to their friends and family (Ardiansyah & Alnoor, 2024).
2.5.4 [bookmark: _Toc183673713]Challenges and Opportunities
Sustainable packaging shifts bring with them many benefits, as well as some challenges. The main obstacle is that it’s usually more expensive to buy eco-friendly packaging than regular options, so small and medium-sized businesses can’t afford to make the swap. Also, it is a challenge to grow materials that are both functional and aesthetic (Steenis et al., 2017).
Unfortunately, there are still obstacles in the way of many businesses adopting sustainable packaging; however, a switch could be highly beneficial for any company. Companies that effectively incorporate eco-friendly packaging into their strategy tend to enjoy a competitive advantage. These brands attract customers, who are willing to spend a little bit more because they see that being sustainable is not as expensive anymore (Ardiansyah & Alnoor, 2024).
2.5.5 [bookmark: _Toc183673714]Consumer Preferences for Sustainable Packaging
The fastest-growing trend in consumption is customers prioritizing sustainability. It is now common to see many consumers actively look for brands using eco-friendly packaging. The shift to social media has been contributing significantly: unboxing and reviews of packaging are making packaging even more important to brand perception (Ardiansyah & Alnoor, 2024). Brands that show they care about the environment are consumers' best friends, but they are also their worst enemies when they don't.
Not only does the sustainable packaging concept resonate with younger generations (Millennials and Gen Z) more and more, but they are much more likely to support companies with strong environmental values. These groups are driving the demand for change, and research shows that brands are being forced to make this move to stay relevant (Steenis et al., 2017).
2.5.6 [bookmark: _Toc183673715]Conclusion
Sustainable packaging is no longer a "nice to have" in the online shopping space for businesses. This is a leading factor behind shaping customer behavior and brand perception. Packaging trends now feature a wide range of simple designs, innovative eco-friendly materials, and a demand for environmental responsibility. If brands embrace sustainability in packaging and continue to incur minimal costs, they appear to find a way to reduce their environmental footprint and build stronger relationships with their customers.
In the competitive market, corporate social responsibility is utilized to attract customer trust and loyalty through packaging efforts that are sustainable. While challenges such as higher costs and sourcing of materials remain, the benefits of sustainable packaging are much stronger. Eventually, businesses that focus on sustainability are more likely to achieve success in the fast-changing e-commerce world, satisfying the needs of environmentally conscious consumers.
2.6 [bookmark: _Toc183673716]Cross-Cultural and Demographic Influences on Packaging Preferences
Not everywhere are packaging preferences the same. There is a huge variation that depends on culture and demographics. As de Westgaver (2016) points out, these differences are based on personal values, traditions, and expectations and, therefore, are important for businesses to consider when developing packaging for a global market.
2.6.1 [bookmark: _Toc183673717]Cultural Influences on Packaging Design
Packaging has a lot to do with how people view the world around them. Colors, symbols, and designs often have separate meanings within different cultures (Liu & Zhao, 2024). For example, red is a lucky color in many Asian countries and symbolizes energy or passion in some Western countries. Some symbols may have more meaning to one society than to another. For instance, packaging using lotus flower images might resonate deeply with someone in India because the lotus flower is a spiritual symbol, but it may be less effective in other countries.
Cultural habits also influence the size and function of packaging. Take, for example, Japan, where there’s less space to store items, so people tend to get smaller packages. On the other hand, in the U.S., people might favor larger packages as buying in bulk is customary (Liu & Zhao, 2024). It is important for global e-commerce brands to understand these cultural preferences when designing packaging for customers around the world (de Westgaver, 2016).
2.6.2 [bookmark: _Toc183673718]Demographic Variables
Age, gender, income, and lifestyle all affect how people prefer packaging (de Westgaver, 2016). Modern, sleek, and minimalist designs appeal to younger adults because they want what is current. On the other hand, older consumers may prefer packaging that’s more traditional, with clear written instructions. Similarly, packaging choices reflect gender, and studies suggest that men tend to prefer bold colors and plain packaging, while women are usually attracted to soft colors and more detailed packaging (Nilsson & Öström, 2005).
The variables that affect packaging preferences also include income and lifestyle. Premium packaging made from higher-quality materials is generally appreciated by those with higher incomes, whereas cost-effective designs that are functional will be more desired by those with lower budgets. Whether budget-conscious or middle-aged, consumers who value environmental friendliness are especially attracted to eco-friendly packaging (de Westgaver, 2016).
2.6.3 [bookmark: _Toc183673719]Tailoring Packaging Strategies
Personalized and targeted packaging strategies are becoming more and more common in business as the array of preferences grows. The fact that brands can design packaging to fit certain cultural and demographic needs helps increase customer satisfaction and loyalty (de Westgaver, 2016). For example, a luxury brand might attract wealthy customers with sophisticated, reusable packaging, while a brand focusing on younger, eco-friendly consumers would prefer to employ simple, recyclable technologies.
It’s worth personalizing messages pertaining to customer issues. Even the smallest touches, such as adding the customer’s name to the package or sending a thank-you note, can make all the difference in creating a memorable experience. This reinforces the emotional attachment to the brand and increases the propensity for customer returns (de Westgaver, 2016).
2.6.4 [bookmark: _Toc183673720]Conclusion
Overall, businesses in the e-commerce industry must understand how culture and demographics play a role in preferences for packaging. The branding of the packaged product can have a positive impact, thereby fostering long-term relationships with customers.
2.7 [bookmark: _Toc183673721]Challenges in Packaging for Online Shopping
Online shopping presents new kinds of packaging challenges that do not exist in regular retail groceries. The biggest issue with these services is the inability to physically interact with the product. When people shop online, they cannot touch, feel, or inspect the product before making a purchase (Huang, 2005). That is why packaging has to effectively communicate the quality and beauty of the product. For instance, if the packaging is of low quality, a low-value item will appear cheap, whereas high-quality packaging can make even a low-quality product seem appealing. However, it’s challenging to convey sensory dimensions, such as texture or weight, through only images on a screen (Barbero and Pereno, 2020). Research shows that shoppers heavily rely on pictures and descriptions, but the complete lack of physical interaction makes it difficult for packaging to compensate fully (Huang, 2005).
Another issue is determining the good mix between cost and sustainability for packaging (Barbero and Pereno, 2020). As e-commerce expands, more packaging waste has resulted, as products require secure shipping (Huang, 2005). The cheaper packaging some businesses use to protect the product often clashes with their desire to meet customer demand for more eco-friendly options. Biodegradable or recycled plastic or paper may be expensive, posing a problem for smaller companies (Huang, 2005). Such materials also have the potential to damage products during shipping, consequently increasing false returns and unhappy customers. Brands (Barbero and Pereno, 2020) face a tough challenge in finding a good balance between functionality, cost, and sustainability.
Consumer expectations for online shopping have also risen over time. Packaging must now be attractive, durable, and aligned with personal values (i.e., sustainability) (Huang, 2005). The unboxing experience has become a significant part of consumer culture, thanks to social media. With the role of branding, companies are now expected to provide an unboxing experience that showcases the quality of their products and underscores their brand image (Barbero and Pereno, 2020). Customers are not as patient as they claim to be, and if these expectations aren’t met, they will leave bad reviews, lose trust in the brand, and stop buying from that company altogether. For instance, poor or excessive packaging is not only an irritant to customers but also undermines the brand’s environmental mantra (Huang, 2005).
This may also lead to customer dissatisfaction and disloyalty (Huang, 2005). For damaged or impractically packaged goods, customers are more likely to return them, place the business in the poor feedback category, and most importantly, not come back again. For e-commerce companies, this is especially tough because how products are presented and how they're delivered is really important for building trust and maintaining a good brand image (Barbero and Pereno, 2020). 
Finally, the challenges rise when you talk about packaging for online shopping: there’s no physical contact, and balancing cost and sustainability (and the customers’ growing expectations) is difficult. Huang (2005) relates that as more and more people turn to shopping online, businesses must overcome these challenges and adopt new ways of packaging within a digital market.
2.8 [bookmark: _Toc183673722]Gaps in Existing Literature and Future Directions
Recent years have seen an increase in the amount of research studying how packaging affects consumer behavior during online shopping, yet there are many gaps in the current research. However, the existing studies are mostly dedicated to traditional retailing environments, asking questions that are not answered about how packaging works in e-commerce. For example, some research has shown that visual elements such as color and typography can influence customers’ perceptions, yet there is little research on what visual elements do when presented on a screen rather than in a physical store (Burke, 2002). Moreover, despite its widespread popularity, the underpinning factors affecting the memorability and enjoyment of an unboxing experience remain not very well understood (Jiménez Romanillos, Williams, & Wever, 2024). Secondly, we lack an understanding of how different demographic groups (for instance, age, gender, and cultural background) influence online packaging preferences.
Another area that needs further research is the role of sustainability in consumer behavior (ElHaffar, Durif, & Dubé, 2020). Regarding eco-friendly packaging, many are intrigued but rarely explore how a certain material or design of packaging might affect consumer decisions. Examples include: To what extent does biodegradable packaging result in repeat purchases? Or to what extent does it enhance perceptions of a brand? These questions remain unclear. Lastly, there is no clear documentation on balancing visualization and eco-friendliness, leaving businesses uncertain about what to prioritize (ElHaffar, Durif, & Dubé, 2020).
Consumer behavior is also being driven by new trends in packaging that require further research. New technologies like augmented reality (AR) and smart packaging are influencing the way brands interact with customers (Jiménez Romanillos, Williams, & Wever, 2024). AR packaging, which can include virtual experiences such as demonstrating how a product works without opening it, aims to make the shopping experience more enjoyable. Yet, there is little research on whether these technologies are actually driving sales or are simply novelties. Similarly, smart packaging, including features like QR codes or sensors, increases functionality, but the impact on consumer loyalty and satisfaction in online shopping remains unclear (Jiménez Romanillos, Williams, & Wever, 2024). Another area that has not been thoroughly explored is customization in packaging, such as personalized designs for individual customers.
Additionally, research into packaging should examine how cultural differences influence packaging preferences. Some of these differences are a matter of taste; for instance, certain cultures may prefer minimalist packaging, while others might favor vivid and elaborate designs (Velasco et al., 2016). Understanding these preferences allows businesses to tailor packaging strategies to respective markets. Moreover, research into how technology shapes consumer expectations is essential. As AR and VR become more immersive, online shopping and packaging will need to adapt to meet these new demands (Nirmala, Raja, & Kanchana, 2024). Future studies may explore how AR-enabled packaging influences trust and customer engagement, or how packaging designed for a VR shopping experience impacts consumer behavior.
The last promising area of research is the integration of sustainability and innovation (ElHaffar, Durif, & Dubé, 2020). To be eco-friendly and functional, packaging should be designed in a way that does not disturb the delicate ecosystems in the ocean as plastics break down. Consumer reactions to packaging made from new materials such as plant-based plastics could be researched to better understand how these choices impact consumer trust and loyalty. Similarly, studies might explore whether transparency regarding materials (such as clear indications of product contents) and design (minimalist products) can enhance consumers’ trust in the company or its products (ElHaffar, Durif, & Dubé, 2020).
Future studies should also focus on the unboxing experience. By examining product elements that evoke feelings of joy, trust, or disappointment, researchers could study the emotional responses consumers have when unboxing a product (Jiménez Romanillos, Williams, & Wever, 2024). For instance, if the use of premium materials is intended to create a luxurious experience, or if receiving a thank-you card in one’s shopping bag helps make a customer feel more connected. Understanding these factors could allow brands to refine their packaging strategies to better meet consumer expectations.
To conclude, while the current research firmly lays the groundwork for how packaging plays a role in online shopping, many questions remain to be answered. Emerging trends like AR, smart packaging, and personalized packaging present many opportunities for businesses but lack further exploration. Additional research can be conducted into cultural differences, technological innovations, and sustainable packaging practices to better understand how packaging influences consumer behavior in e-commerce. By bridging these gaps, businesses can keep pace in a fast-moving digital marketplace.
2.9 [bookmark: _Toc183673723]Conclusion
People's behavior when shopping online is heavily influenced by packaging. It affects customers in three main ways: psychologically, functionally, and experientially. Psychologically, things like color, fonts, images, etc., on the packaging can evoke different emotions in customers, which can influence their purchasing decisions and help create a strong brand identity. Functionally, packaging is important because it protects the product, makes it easy to use, and is sustainable. All of this matters because it affects the customer's level of satisfaction with their purchase. The experience of unboxing the product gives experiential moments, in which customers build an experience that forms the basis of their emotional attachment and loyalty to the brand.
Since, with online shopping, customers can’t physically handle or see the products, packaging becomes a crucial part of the shopping experience. Being the first thing customers interact with, it's important to make a good impression. Today, the demand for eco-friendly packaging has also risen, as more people are concerned about the environment. This shows that many customers prefer brands that show they care about environmental issues.
For businesses, these insights show that investing in creative and effective packaging is important. By making sure the packaging looks good, is functional, and environmentally friendly, businesses can stand out from their competitors in the crowded online marketplace. Future studies could look into things like how augmented reality is changing packaging or how different cultures view packaging, which would help brands improve their online packaging strategies.


3. [bookmark: _Toc183673724]METHODOLOGY
3.1 [bookmark: _Toc183673725]Research Design / Model
This research is focused on understanding how packaging influences customer behavior when shopping online. The main question that the study looks at is:
· How does packaging affect customer behavior in the online shopping environment? 
To achieve this, fifty respondents were surveyed, and data was collected to assess their preferences for online shopping. Quantitative research provides objectivity by using statistical tools to analyze the responses, ensuring that the conclusions drawn are based on measurable evidence.
The study's design also included secondary research questions, which aimed to focus the research further:
1. How does the visual appeal of packaging influence online shopping decisions?
2. Does packaging quality affect perceptions of product value?
3. How significant is eco-friendly packaging in influencing purchase decisions?
4. Can packaging functionality and durability affect customer satisfaction and loyalty?
5. How do demographic factors like age, gender, and shopping frequency shape packaging preferences?
These questions served as a framework for designing the survey, ensuring that the data collected addressed various aspects of the research topic.
3.2 [bookmark: _Toc183673726]Overview of all Relevant Methods of Investigation
When researching how packaging affects customer behavior in the online shopping environment, several methods of investigation were considered. Each method offers distinct advantages and limitations, and selecting the most suitable one requires evaluating their alignment with the research objectives and circumstances. Below is an overview of the most relevant methods of investigation:
3.2.1 [bookmark: _Toc183673727]Quantitative Surveys
Quantitative surveys involve the collection of numerical data through structured questionnaires. These surveys typically include closed-ended questions, such as multiple-choice or Likert-scale options, which are easy to analyze statistically. This method allows researchers to gather data from a large number of participants in a relatively short time.
Advantages:
· Provides measurable and objective data.
· Facilitates the identification of trends and patterns.
· Efficient in terms of time and resources.
· Easy to distribute online, especially for studies focusing on internet-based behaviors like online shopping.
Limitations:
· Limited depth, as surveys may not capture the full complexity of participants' thoughts or emotions.
· Participants may misinterpret questions or provide inaccurate responses.
Relevance to the Research:
Quantitative surveys are highly relevant for this study because they align with the goal of analyzing trends and patterns in how packaging influences online shoppers. The structured nature of surveys allows for statistical analysis of responses, making it possible to draw conclusions that are grounded in measurable evidence.
3.2.2 [bookmark: _Toc183673728]Qualitative Interviews
Qualitative interviews involve open-ended, one-on-one discussions with participants. This method allows for an in-depth exploration of participants' thoughts, experiences, and feelings.
Advantages:
· Provides rich and detailed insights.
· Offers flexibility to explore unexpected topics or responses.
· Allows researchers to understand participants' reasoning behind their choices.
Limitations:
· Time-consuming and labor-intensive.
· Limited sample size, as fewer participants can be interviewed compared to surveys.
· Subjective data that can be harder to analyze systematically.
Relevance to the Research:
While qualitative interviews could offer valuable insights into the emotional and psychological factors driving customer behavior, they were not selected for this study due to time and resource constraints. Additionally, the objective nature of the research question favors a method that can provide broad, generalizable findings rather than detailed personal narratives.
3.2.3 [bookmark: _Toc183673729]Focus Groups
Focus groups involve guided discussions with a small group of participants. This method allows researchers to explore collective opinions and generate dynamic interactions between participants.
Advantages:
· Encourages participants to build on each other's ideas, leading to richer discussions.
· Provides insights into group dynamics and shared perceptions.
· Useful for identifying new themes or areas of interest.
Limitations:
· Can be dominated by outspoken participants, potentially skewing results.
· Limited in scope due to the small size of the group.
· Requires skilled moderators to manage discussions effectively.
Relevance to the Research:
Focus groups could have been useful for understanding group-level perceptions of packaging. However, this method was not chosen because it is less practical for exploring trends among a broad population. The online nature of the study also makes organizing focus groups more challenging.
3.2.4 [bookmark: _Toc183673730]Observational Studies
In observational studies, researchers directly observe participants' behaviors in real-world or simulated environments. This method provides data on actual behavior rather than self-reported opinions.
Advantages:
· Offers insights into real-world actions and choices.
· Reduces the risk of participants providing socially desirable answers.
Limitations:
· Time-consuming and resource-intensive.
· May raise ethical concerns regarding consent and privacy.
· Difficult to implement in an online shopping context.
Relevance to the Research:
Observational studies are less applicable to this research topic because it focuses on online shopping, where behavior cannot be easily observed without intrusive methods. Additionally, the study aims to understand customer perceptions, which are better captured through direct questions.
3.2.5 [bookmark: _Toc183673731]Experiments
Experiments involve manipulating specific variables to observe their effects on participants. For example, an experiment in this context could involve testing different types of packaging and measuring customer reactions.
Advantages:
· Allows for precise control over variables.
· Provides strong evidence of cause-and-effect relationships.
Limitations:
· Requires significant time and resources to design and execute.
· Can feel artificial, as participants may behave differently in experimental settings compared to real life.
Relevance to the Research:
While experiments could provide valuable data on the direct impact of packaging, this method was not selected due to practical constraints. Designing experiments for an online shopping environment requires resources that were beyond the scope of this study.
3.2.6 [bookmark: _Toc183673732]Content Analysis
Content analysis involves analyzing written, visual, or audio materials to identify patterns or themes. For instance, analyzing customer reviews or social media posts related to packaging could provide insights into public perceptions.
Advantages:
· Utilizes existing data, reducing the need for primary data collection.
· Provides insights into natural, unsolicited opinions.
Limitations:
· Limited control over the quality or relevance of the data.
· Time-consuming to code and analyze data effectively.
Relevance to the Research:
Content analysis was not chosen for this study because it focuses on collecting primary data directly from participants through a survey. However, it could be a valuable complementary method in future research.
3.2.7 [bookmark: _Toc183673733]Justification for the Selected Method
Among these methods, the quantitative survey was chosen as the most appropriate for this research. This decision was based on several factors:
· Alignment with Research Goals: The study aims to identify patterns and trends in customer behavior, which are best captured through a quantitative approach.
· Practicality: Surveys are a cheap way to obtain data. They are easy to distribute online and can gather a lot of information from many people at once.
· Feasibility: Given the study's small budget and limited time, surveys were the best option. They were more affordable than expensive methods like experiments or interviews.
· Generalizability: The data from the survey is easier to analyze, and the conclusions can be applied to a larger group of people with similar characteristics.
In this study, it was ensured that the research question was addressed and that packaging contributed to the understanding of how it affects consumer behavior in online shopping.
3.3 [bookmark: _Toc183673734]Survey Instrument
An online survey created in Google Forms was the main tool for collecting data. This was easy to install and share, making it the ideal choice for this study. The survey had 13 questions, split into three sections: views on packaging, demographics, and how packaging affects shopping behavior. Some questions were multiple choices, while others used Likert scale responses.
The survey was quick to complete because the questions were multiple choice, with clear options for respondents. The Likert scale questions, offering a range of opinions, helped gain insights into how strongly people felt about various issues.
The survey was written in a way that aligned with the research topic and the format was simple enough that respondents didn’t feel lost or overwhelmed.
3.4 [bookmark: _Toc183673735]Data Collection Process
The survey was conducted entirely online, which was the focus of the study. The survey link was shared through WhatsApp, a widely used and easy-to-use platform, allowing a broad range of respondents to participate quickly.
The survey was open for two weeks, providing enough time for respondents to participate at their convenience. A total of 55 responses were collected for meaningful analysis. 
The fact that all responses were automatically saved and organized into a spreadsheet using Google Forms meant that, while we could have been completely error-free with manual data entry, we greatly reduced the likelihood of typing errors or data mix-ups. It simplified the process so we could analyze the data later.
3.5 [bookmark: _Toc183673736]Data Analysis Plan
The responses were exported to a spreadsheet and analyzed for patterns or trends. The demographic data was compared to other variables to establish any associations for each question asked, which were examined individually.
Turning the responses to the Likert scale questions into numbers allowed us to more easily calculate averages and trends. For instance, answers ranged from 1 (Strongly Disagree) to 5 (Strongly Agree). This enabled us to present the results in a more explainable form, such as percentages.
To help present the data clearly, graphs like pie charts and bar charts were used. Key findings from these visual tools included what percentage of people thought packaging was important in their purchasing decisions. Finally, age and gender were compared within the demographic groups to determine whether age or gender were correlated with preferences for packaging.
3.6 [bookmark: _Toc183673737]Ethical Considerations
This research was very ethically important. Participants were told exactly what the study was about and assured that their answers would remain private and anonymous. This transparency helped build trust and encouraged honest responses.
Before taking the survey, everyone gave their informed consent. Participants were also told they could withdraw at any time. The questions in the survey were designed to be non-intrusive and not make anyone feel uncomfortable.
All data was securely stored and used only for this research. The tools used, like Google Forms and WhatsApp, were chosen because they’re secure and reliable. By following these ethical guidelines, the study maintained its integrity and respected the participants.
3.7 [bookmark: _Toc183673738]Limitations of the Methodology
The methodology itself worked well, but certain limitations did exist. With only 55 respondents, the sample size was small and might not fully reflect the opinions of all online shoppers. A larger group would provide more reliable, generalizable results.
Using only WhatsApp to distribute the survey may have excluded people who don’t use the app, which could affect the diversity of the sample. Also, since the survey relied on self-reported data, there’s a chance some answers weren’t 100% accurate.
Finally, while the quantitative approach helped identify trends, it didn’t delve into the deeper emotions or reasons behind consumer behavior. Future studies could include interviews or focus groups to explore these factors more fully.
3.8 [bookmark: _Toc183673739]Summary
This chapter explained the methods used to explore how packaging affects customer behavior in online shopping. Since the survey is efficient, cost-effective, and appropriate for this research, it was chosen as the data collection method. 
While not perfect, this approach did lead to some useful insights into how people think about packaging and how it affects their shopping choices. The findings from this study will help businesses understand the role packaging plays in consumer choices when shopping online. Future research could expand on these results with larger samples and a mix of qualitative methods to get a fuller picture.


4. [bookmark: _Toc183673740]FINDINGS AND DISCUSSION
This chapter presents the findings from the survey and explains the results in relation to the research questions. The data analysis is organized by the secondary research questions, with key insights presented through graphical charts. The main research question, "How does packaging affect customer behavior in the online shopping environment?" is discussed in the following section.
4.1 [bookmark: _Toc183673741]Demographic Analysis
The demographic data helps us understand the respondents’ background, which influences their packaging preferences.

[bookmark: _Toc183485074]Figure 1: Graphical Representation of Demographics
The demographic analysis revealed that most respondents were aged 18–24 (84%) and predominantly female (84%), indicating this group as the primary audience for online shopping in the survey. Additionally, shopping frequency varied, with the majority shopping weekly or monthly (36% each). This highlights their consistent engagement with online shopping, making their opinions on packaging highly relevant to understanding its impact.
4.2 [bookmark: _Toc183673742]Findings Based on Secondary Research Questions
4.2.1 [bookmark: _Toc183673743]How does the visual appeal of packaging influence online shopping decisions?
[bookmark: _Toc183485012][bookmark: _Toc183673744]
[bookmark: _Toc183485075]Figure 2: Graph Depicting the Impact of Visual Appeal of Packaging on Online Shopping Decisions
· Attractiveness of Packaging:
· 35 respondents (63.6%) said attractive packaging influences their perception of a brand "very much."
· 14 respondents (25.5%) said "somewhat."
· Only 6 respondents (10.9%) said it influences them "slightly."
· Excitement from Packaging Design:
· 32 respondents (58.2%) said packaging design (e.g., colors, logos) increases their excitement "very much."
· 19 respondents (34.5%) said "somewhat."
Interpretation: Visual appeal, such as colors, logos, and overall design, has a strong effect on how customers perceive products and brands.
4.2.2 [bookmark: _Toc183673745]Does packaging quality affect perceptions of product value and likelihood to recommend a product?

[bookmark: _Toc183485076]Figure 3: Graphs depicting the impact of packaging quality on perceptions of product value and likelihood to recommend a product.
· Importance of Packaging Quality:
· 30 respondents (54.5%) consider packaging quality "very important."
· 18 respondents (32.7%) consider it "important."
· Premium-Looking Packaging:
· 31 respondents (56.4%) strongly agree that premium-looking packaging makes them view a product as higher in quality.
· 13 respondents (23.6%) agree.
· Recommending a Product based on Packaging:
· 23 respondents (41.8%) are "very likely" to recommend a product to other if it has appealing packaging. 
· 16 respondents (29.1%) are "likely."
Interpretation: High-quality and premium-looking packaging significantly influences customers’ perception of product value and likelihood to recommend a product.
4.2.3 [bookmark: _Toc183673747]How significant is eco-friendly packaging in influencing purchase decisions?
[bookmark: _Toc183485016][bookmark: _Toc183673748]
[bookmark: _Toc183485077]Figure 4: Graph depicting the influence of eco-friendly packaging on purchase decision
· Eco-Friendly Packaging Preference:
· 18 respondents (32.7%) said it "definitely" increases their likelihood of purchase.
· 18 respondents (32.7%) said it increases "somewhat."
· 18 respondents (32.7%) said it "does not matter."
Interpretation: While eco-friendly packaging is valued by many, there is an equal proportion of customers who are indifferent.
4.2.4 [bookmark: _Toc183673749]Can packaging functionality, durability, and personalized designs make customers feel more valued and influence their satisfaction and loyalty?

[bookmark: _Toc183485078]Figure 5: Graphs depicting the impact of packaging functionality, durability, and personalized designs on customer satisfaction and loyalty.
· Satisfaction with Packaging Protection:
· 18 respondents (32.7%) were "very satisfied."
· 20 respondents (36.4%) were "satisfied."
· 14 respondents (25.5%) were "neutral."
· Ease of Opening:
· 24 respondents (43.6%) consider it "very important."
· 18 respondents (32.7%) consider it "important."
· Repurchase Likelihood:
· 22 respondents (40%) are "very likely" to repurchase from a brand with attractive packaging.
· 16 respondents (29.1%) are "likely."
· Personalized Packaging Impact:
· 34 respondents (61.8%) feel "very much" valued due to packaging that includes personalized message or design.
· 17 respondents (30.9%) feel "a little."
Interpretation: Packaging functionality, such as ease of opening, durability and personalized design, has a direct impact on customer satisfaction and loyalty.
4.2.5 [bookmark: _Toc183673751]How do demographic factors like age, gender, and shopping frequency shape packaging preferences?
Female respondents placed more emphasis on attractive and premium packaging compared to male respondents.

[bookmark: _Toc183485079]Figure 6: Gender-Based Preferences for Attractive and Premium Packaging
Below graphs show that 18–24-year-olds are most influenced by packaging design and eco-friendliness, while those aged 25–34 are less concerned with these factors.


[bookmark: _Toc183485080]Figure 7: Graphs depicting the Impact of Packaging Design and Eco-Friendliness across Age Groups
Weekly and monthly shoppers were more likely to consider packaging quality as important factor.

[bookmark: _Toc183485081]Figure 8: Graph Depicting shopping frequency vs. packaging quality
Interpretation: Packaging preferences vary based on demographic factors, with younger, frequent shoppers showing more sensitivity to design and eco-friendliness.
4.3 [bookmark: _Toc183673753]Discussion
This study explored the influence of packaging on customer behavior in the online shopping environment. The findings provide valuable insights into how customers perceive packaging and how it impacts their purchasing decisions. The discussion here addresses the main research question—How does packaging influence customers now that most shopping occurs online?—by analyzing the results of the secondary research questions.
4.3.1 [bookmark: _Toc183673754]Visual Appeal of Packaging
The data revealed that 32 respondents (58%) felt "very much" excited to open a product if its packaging design included attractive elements such as colors and logos. Additionally, 35 participants (64%) indicated that attractive packaging significantly impacts their perception of a brand, with only six respondents suggesting that it had minimal influence. These results highlight the importance of visual appeal in packaging, which plays a key role in creating excitement and positive brand impressions.
Visual appeal plays a major role in making the online shopping experience more personal and engaging. Brands that focus on using vibrant colors, well-designed logos, and creative packaging may find it easier to grab customers' attention and keep them coming back. When customers receive their orders, packaging serves as the first point of contact for them and it has a noteworthy impact on building trust as well as increasing brand identity. These findings highlight how the aesthetics of packaging influence consumer decision-making.
4.3.2 [bookmark: _Toc183673755]Packaging Quality and Product Value Perception
Another important factor influencing consumer behavior is packaging quality. Out of the total participants, 31 (56.4%) strongly agreed that premium-looking packaging makes them perceive a product as higher in quality, while 13 (23.6%) agreed. Similarly, 30 respondents (54.5%) said that packaging quality was "very important" when purchasing products online, and 18 (32.7%) rated it as "important." Additionally, 23 participants (41.8%) said they were "very likely" to recommend a product with appealing packaging, and 16 (29.1%) said they were "likely."
These results show that packaging quality directly affects how customers perceive the value of the product inside. Premium-looking and durable packaging reassures customers that the product will be of high quality and will arrive safely. For brands, this suggests that cutting corners on packaging materials or design could negatively impact customers' perception of the product, even if the product itself is of high quality. Customers often link the sturdiness and appearance of packaging with a brand's attention to detail and its commitment to providing quality. This means that businesses can significantly improve customer satisfaction by focusing on packaging.
4.3.3 [bookmark: _Toc183673756]Eco-Friendly Packaging
The responses to eco-friendly packaging showed a split in preferences. Eighteen respondents (33%) indicated that eco-friendly packaging "definitely" increases their likelihood of purchasing a product, and an equal number said it "somewhat" influences their decisions. However, 18 participants (33%) also stated that it "does not matter," with only one person preferring regular packaging.
This indicates a growing awareness and interest in sustainable practices among customers, particularly in younger demographics, who are more likely to prioritize eco-friendly products. Businesses can capitalize on this trend by investing in recyclable or biodegradable materials and communicating their commitment to sustainability. However, brands must also balance sustainability with affordability, as some consumers may not prioritize eco-friendly packaging if it increases product costs.
4.3.4 [bookmark: _Toc183673757]Functionality, Durability, and Personalized Design of Packaging
In terms of packaging functionality, the majority of respondents expressed satisfaction with online product packaging in terms of protection from damage. Out of 55 participants, 18 (32.7%) were "very satisfied," and 20 (36.4%) were "satisfied," accounting for nearly 69% of the sample, while 14 (25.5%) were neutral. Similarly, ease of opening was deemed "very important" by 24 participants (43.6%) and "important" by 18 (32.7%), showing that functionality plays a critical role in shaping customer satisfaction.
Durability and ease of opening ensure a hassle-free experience, leading to increased customer loyalty. A damaged or difficult-to-open package can result in frustration, dissatisfaction, and reduced likelihood of repurchase. Notably, 22 respondents (40%) stated they are "very likely" to repurchase from a brand with attractive packaging, while 16 (29.1%) are "likely." Additionally, personalized packaging enhances customer value, with 34 respondents (61.8%) feeling "very much" valued due to personalized messages or designs. These findings highlight the importance of practical and personalized design elements in enhancing customer experience and protecting brand reputation.
4.3.5 [bookmark: _Toc183673758]Demographics and Packaging Preferences
It was found that specific trends in packaging preferences emerged based on demographic analysis. For example, respondents aged 18–24 (comprising 84% of the sample) were shown to be more concerned with visual appeal, eco-friendly materials, and personalized packaging elements. More respondents in this group rated packaging quality and attractiveness as "very important," while packaging quality was seen as more important than premium packaging by women (84%), who comprised the majority (91%) of the study participants.
What’s more interesting is that online shopping was able to affect preferences related to packaging. More respondents expressed that they preferred attractive and functional packaging when they shopped daily or weekly compared to those who did not shop daily or weekly. This indicates that the more frequently you use something, the higher your expectations for the packaging. Therefore, brands geared towards frequent shoppers should consider how they might customize their packaging strategies to meet these expectations.
4.3.6 [bookmark: _Toc183673759]Answering the Main Research Question
Finally, we note that packaging affects customer behavior in the online shopping environment. Visually attractive packaging can enhance the brand image, as well as increase customers’ confidence in the value of the product. Though eco-friendly packaging has grown to appeal to more environmentally conscious consumers, its importance varies from person to person. Functional, durable, and personalized packaging improves the overall customer experience by ensuring products are delivered safely and offering ease of use. Fostering customer loyalty with personalized packaging is also beneficial: shoppers feel valued.
4.4 [bookmark: _Toc183673760]Conclusion
An analysis of the survey-based data was conducted in this chapter to identify major insights about how packaging impacts online shopping behavior. Findings suggest that visual appeal, quality, eco-friendliness, and functionality all have a significant impact on consumer responses. We will conclude with a discussion of the implications of these results for brands and provide manufacturers with recommendations regarding the development of future packaging strategies.


5. [bookmark: _Toc183673761]CONCLUSION AND RECOMMENDATIONS
5.1 [bookmark: _Toc183673762]Conclusion
To explore the role of packaging in the consumer decision-making process, three focal dimensions were reviewed along with their impact on demographic characteristics: visual appeal, functionality, and eco-friendliness. Packaging is more than product protection; the findings underscore that it is also a critical branding and loyalty-building tool in e-commerce.
The results also confirmed that packaging has a much broader impact on consumers’ perceptions and purchasing behavior. Incorporating colors, logos, and designs draws attention and attracts customers, especially as younger demographics are inclined to explore visual elements. Good packaging gives them confidence that the product has value, which, in turn, influences their decision to recommend and buy again. Shoppers with environmental concerns are becoming increasingly important for eco-friendly packaging, but preferences differ among various groups.
According to survey results, 58% of participants were excited by the packaging, and 63% agreed that the packaging improved their perception of the brand. Moreover, 69% of respondents stated that the packaging is useful as it is durable and easy to open. These findings underline the importance of aesthetic and practical awareness, as well as sustainability, in packaging strategies.
It also found demographic differences, with younger consumers (18–24) and frequent online shoppers more likely to prefer visually appealing and sustainable packaging. Thank-you notes contributed to 62% of respondents feeling a sense of personalization, making them feel more valued and emotionally connected, which builds lasting brand loyalty.
However, challenges remain. Not everyone prioritizes sustainability, nor can affordability always align with eco-friendly materials. The findings imply that businesses must adapt their packaging strategies to meet the needs of a variety of consumers.
5.2 [bookmark: _Toc183673763]Recommendations
Businesses need to work on improving packaging strategies to enhance customer satisfaction and increase brand loyalty. It’s all about visual appeal; companies need to invest in a creative and unique design style that resonates with their brand identity. Bold colors, carefully crafted logos, and interesting typography can all make a lasting impression on consumers. Furthermore, packaging quality and functionality should be ensured as much as possible. For customers, sturdy materials, durability, and user-friendly features such as easy-open tabs and resealable covers can enhance the overall experience and protect products during delivery.
It should also be a priority for businesses to incorporate eco-friendly materials — like recyclable or biodegradable options — which can resonate with environmentally conscious consumers, especially younger ones. Clear labels or informational inserts about a company’s commitment can assure customers of their dedication. Businesses should also aim to cut waste by minimizing packaging and reducing the cost of transporting goods. Small touches, like thank-you notes or custom stickers, can add a personal touch, making customers feel special and keeping them happy.
Tailoring packaging strategies to particular consumer demographics is equally important. For example, younger consumers may be attracted to creative and sustainable packaging designs, while frequent online shoppers and women may prefer premium and high-quality packaging. Additionally, businesses can increase brand awareness and interaction by leveraging the unboxing trend to create memorable experiences. Sharing unboxing experiences with customers can boost brand awareness and engagement.
5.3 [bookmark: _Toc183673764]Future Research Directions
Some areas of future studies could help us better understand packaging's role in consumer behavior. Perhaps the closest topic of research is to explore cross-cultural expectations. Each culture may have a different set of expectations for packaging design, which will demand that companies change their packaging strategies based on these concerns. Enhancing engagement from consumers is another area that may be utilized, such as advanced technologies like smart packaging or augmented reality (AR), for example. Perhaps some of these innovations could provide fresh perspectives on how packaging might improve the customer experience in the future.
Another area for future research is the long-term influence that sustainability has on customer loyalty. Potential insights can arise from asking how brands that employ eco-friendly packaging can sustain a stronger customer retention rate compared to brands that use traditional packaging materials. Even emotional connections made through personalized packaging deserve more attention, as they could contribute to deciding the status of repeat purchases and brand advocacy.
Finally, emerging packaging trends within specific industries (e.g., beauty, food, electronics) could be explored to identify unique industry-specific insights through the examination of minimalism, bold designs, and sustainability. Such research could help businesses hone their packaging strategies and adapt to rising consumer expectations. Future research will be able to provide actionable insights that enable companies to develop packaging strategies that not only touch the consumer but also differentiate the offering in an increasingly competitive market.
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[bookmark: _Toc183673766]APPENDIX
Questionnaire: 
	Questions
	Total Responses
	Options and Responses (Percentages)

	Demographic Information

	What is your gender?
	55
	Male
	Female
	Prefer not to say

	
	
	8 (14.5%)
	46 (83.6%)
	1 (1.8%)

	What is your age?
	55
	Under 18
	18-24
	25-34

	
	
	5 (9%)
	46 (83.6%)
	4 (7.3%)

	How often do you shop online?
	55
	Daily
	Weekly
	Monthly
	Rarely

	
	
	4 (7.3%)
	20 (36.4%)
	20 (36.4%)
	11 (20%)

	Packaging Perception Questions

	How important is the quality of packaging when you buy products online?
	55
	Very Important
	Important
	Somewhat Important
	Not Important

	
	
	30 (54.5%)
	18 (32.7%)
	5 (9.1%)
	2 (3.6%)

	How much does attractive packaging influence your perception of a brand?
	55
	Very Much
	Somewhat
	Slightly
	Not at all

	
	
	35 (63.6%)
	14 (25.5%)
	6 (10.9%)
	0 (0%)

	Does eco-friendly packaging increase your likelihood of purchasing a product?
	55
	Yes, definitely
	Yes, somewhat
	No, it does not matter
	No, I prefer Regular Packaging

	
	
	18 (32.7%)
	18 (32.7%)
	18 (32.7%)
	1 (1.8%)

	How satisfied are you with the packaging of products ordered online in terms of protection from damage?
	55
	Very satisfied
	Satisfied
	Neutral
	Dissatisfied
	Very dissatisfied

	
	
	18 (32.7%)
	20 (36.4%)
	14 (25.5%)
	2 (3.6%)
	1 (1.8%)

	How likely are you to recommend a product to others if it has appealing packaging?
	55
	Very likely
	Likely
	Neutral
	Unlikely
	Very Unlikely

	
	
	23 (41.8%)
	16 (29.1%)
	10 (18.2%)
	5 (9.1%)
	1(1.8%)

	Would premium-looking packaging make you view the product as higher in quality?
	55
	Strongly Agree
	Agree
	Neutral
	Disagree
	Strongly Disagree

	
	
	31(56.4%)
	13(23.6%)
	7(12.7%)
	2(3.6%)
	2 (3.6%)

	Does packaging design (e.g., colors, logo) increase your excitement to open a product?
	55
	Yes, very much
	Yes, somewhat
	No, not really
	Not at all

	
	
	32 (58.2%)
	19 (34.5%)
	1 (1.8%)
	3 (5.5%)

	How important is it that online product packaging is easy to open?
	55
	Very Important
	Important
	Somewhat Important
	Not Important

	
	
	24 (43.6%)
	18(32.7%)
	10 (18.2%)
	3 (5.5%)

	How likely are you to repurchase from a brand with attractive packaging for its online products?
	55
	Very likely
	Likely
	Neutral
	Unlikely
	Very Unlikely

	
	
	22 (40%)
	16(29.1%)
	13(23.6%)
	4 (7.3%)
	0 (0%)

	Does packaging that includes a personalized message or design make you feel more valued as a customer?
	55
	Yes, very much
	Yes, a little
	No, not really
	Not at all

	
	
	34 (61.8%)
	17 (30.9%)
	2(3.6%)
	2 (3.6%)



Age
Under 18 	18-24	25-34	9.0999999999999998E-2	0.83599999999999997	7.2999999999999995E-2	
Shopping Frequency
Daily	Weekly	Monthly	Rarely 	7.2999999999999995E-2	0.36399999999999999	0.36399999999999999	0.2	
Impact of Visual Appeal of Packaging on Online Shopping Decisions
Attractiveness of Packaging 	Very Much 	Somewhat	Slightly	Not at all	0.63600000000000001	0.255	0.109	0	Excitement from Packaging Design	Very Much 	Somewhat	Slightly	Not at all	0.58199999999999996	0.34499999999999997	1.7999999999999999E-2	5.5E-2	

Importance of Packaging Quality 	Very Important	Important	Somewhat Important	Not Important	0.54500000000000004	0.32700000000000001	9.0999999999999998E-2	3.5999999999999997E-2	

Premium-Looking Packaging	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.56399999999999995	0.23599999999999999	0.127	3.5999999999999997E-2	3.5999999999999997E-2	

Recommending a Product based on Packaging  	Very likely	Likely	Neutral	Unlikely	Very unlikely	0.41799999999999998	0.29099999999999998	0.182	9.0999999999999998E-2	1.7999999999999999E-2	
Eco-Friendly Packaging Preference	Yes, definitely 	Yes, somewhat	No, it does not matter	No, I prefer regular packaging	0.32700000000000001	0.32700000000000001	0.32700000000000001	1.7999999999999999E-2	


Satisfaction with Packaging Protection	Very satisfied	Satisfied	Neutral	Dissatisfied	Very dissatisfied	0.32700000000000001	0.36399999999999999	0.255	3.5999999999999997E-2	1.7999999999999999E-2	

Ease of Opening	Very important	Important	Somewhat important	Not important	0.436	0.32700000000000001	0.182	5.5E-2	

 Repurchase Likelihood	Very likely	Likely	Neutral	Unlikely	0.4	0.29099999999999998	0.23599999999999999	7.2999999999999995E-2	

Personalized Packaging Impact	Yes, very much	Yes, a little	No, not really	Not at all	0.61799999999999999	0.309	3.5999999999999997E-2	3.5999999999999997E-2	
Gender-Based Preferences for Attractive Packaging
Female	Very Much	Somewhat	Slightly	0.69565217391304346	0.21739130434782608	8.6956521739130432E-2	Male	Very Much	Somewhat	Slightly	0.375	0.375	0.25	
Gender-Based Preferences for Premium Packaging
Female	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.60869565217391308	0.2608695652173913	0.10869565217391304	2.1739130434782608E-2	0	Male	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.375	0.125	0.25	0.125	0.125	
Age-Wise Packaging DesignPreferences
Under 18	Yes, very much	Yes, somewhat	No, not really	Not at all	0.8	0.2	0	0	18-24	Yes, very much	Yes, somewhat	No, not really	Not at all	0.58695652173913049	0.34782608695652173	0	6.5217391304347824E-2	25-34	Yes, very much	Yes, somewhat	No, not really	Not at all	0.25	0.5	0.25	0	
Eco-Friendly Packaging by Age
Under 18	Yes, definitely	Yes, somewhat	No, it does not matter	No, I prefer regular packaging	0.2	0.4	0.4	0	18-24	Yes, definitely	Yes, somewhat	No, it does not matter	No, I prefer regular packaging	0.34782608695652173	0.32608695652173914	0.30434782608695654	2.1739130434782608E-2	25-34	Yes, definitely	Yes, somewhat	No, it does not matter	No, I prefer regular packaging	0.25	0.25	0.5	0	
Shopping Frequency vs. Packaging Quality
Daily	Very important	Important	Somewhat important	Not important	0.75	0.25	0	0	Weekly	Very important	Important	Somewhat important	Not important	0.45	0.45	0.05	0.05	Monthly	Very important	Important	Somewhat important	Not important	0.5	0.3	0.2	0	Rarely	Very important	Important	Somewhat important	Not important	0.72727272727272729	0.18181818181818182	0	9.0909090909090912E-2	
Gender

Male	Female	Prefer not to say 	0.14499999999999999	0.83599999999999997	1.7999999999999999E-2	
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