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Received: 1 October 2021 As the cosmetic industry becomes saturated, businesses are trying to attain innovative
Accepted: 12 November 2021 ways to get customers to purchase skincare products. This study aims to discover the
Published: 09 December 2021 linkage of sustainable packaging design elements of skincare products to consumer
DOI: 10.32996/jbms.2021.3.2.26 purchase decisions. The study consisted of 385 respondents residing within Metro
Manila and used random sampling and correlational quantitative design, and a survey
KEYWORDS questionnaire as the instrument. Before the survey dissemination, the instrument was
tested for validity and reliability. The pilot involved 30 respondents, and the alpha value
Skincare, Packaging, Purchase returned a value of 0.852. Regression analysis was used to determine the statistical
Intention, Purchase Decision, significance of the variables. The findings suggest that sustainable packaging plays an
Sustainability important role in influencing consumer purchase intention, influencing the consumer

purchasing decision. Thus, researchers will be gathering insights from the data to
develop innovative and sustainable packaging.

1. Introduction

Our skin reflects our ethnicity, way of life, age, and overall health. The color, tone, and evenness of our skin, as well as pigmentation
and skin surface characteristics, are all indicators of our skin's health. The cosmetic and pharmaceutical industries provide a large
arsenal of skincare products and treatments to clean, soothe, restore, reinforce, protect, and treat our skin, allowing us to keep it
in good shape. Skincare products are widely available in everyday life and serve a significant role in the lives of consumers,
particularly the millennials. The skincare industry has also become a competitive market. As the industry becomes saturated,
businesses are trying to attain innovative ways to get customers to purchase their products. And what better way to achieve that
is by utilizing aesthetic packaging design to catch the customers' attention. Consumers base their purchase decisions on extrinsic
product attributes and appearance (Gunaratne et al., 2019). And one of the significant forms of marketing communication is
product packaging. A product's packaging is directly related to the perceived quality of a product, and it affects whether the
product is easily noticeable on the shelf. Consumers of skincare products in Metro Manila primarily come from the millennial
segment, and they are particularly concerned about how the product is packaged. Generally, this segment is concerned about
sustainable ideas, and it is worth looking into their behaviour as they have been at the forefront of the skincare consumers. This
research will contribute to understanding how skincare product packaging can be improved and recommend how skincare
companies can change their packaging strategy to benefit both the business and consumers, including the environment.

2. Methodology

A correlational quantitative design was used in this study. It was conducted online with millennials residing in Metro Manila as
subjects. Random sampling was used in the study to determine the required number of respondents (n=385). It was conducted
online using google forms. Facebook, Twitter, and Instagram distribute the survey questionnaire, as millennial consumers are
deemed, tech-savvy consumers. Before the survey dissemination, the instrument was tested for its validity and reliability. The pilot
involved 30 respondents, and the alpha value returned a value of 0.852. The survey respondents were delimited to consumers
who frequently buy skincare products belonging to millennials residing inside Metro Manila. Millennials are the chosen
respondents for this study, considering that they have enough means to purchase their own skincare products as most of them
earn monthly money. The instrument was divided into four sections. The first section is the demographic screening to prevent
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irrelevant data that may affect the study; The second section is where the statements under each variable and sub variable are
stated to be scored under a Likert scale. Regression analysis was used to determine the statistical significance of the variables. The
third section posed the question of the respondents’ packaging preference. The last section is an open text question on what they
think can be included as a consideration for skincare packaging that can make them gain the intention to purchase, increase brand
image, and further lead them to decide to buy.

The research model applied for this study is shown in Figure 1.
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Figure 1: Conceptual Framework

First impressions and physical looks influence consumers' product decisions; individuals are naturally drawn to products that have
appealing appearances. The visual aspect of packaging is a type of language that should attract the consumer's attention to the
product, decoding the message, generating interest, triggering a purchase decision, and leaving a long-lasting positive
connotation. When consumers see a product's package design, they generate an opinion about the packaging design and the
product and the brand. Packaging serves as a significant marketing tool for consumers, requiring the same focus, attention, and
strategies as other kinds of marketing to obtain the most advantage from integrating all tools. Purchase intentions vary depending
on the benefit you are looking for, whether hedonic or utilitarian. It can elicit strong emotional responses. Both hedonic and
utilitarian values impact consumer product decisions, assisting in forming attitudes about a skincare product.

In this study, skincare packaging refers to the physical attribute of the actual product. Intention refers to the ability to decide to
buy a skincare product. Brand image refers to the perception of brand equity in a customer's mind. Purchase decision refers to the
thought process that leads a consumer to select and buy a specific product or brand. Following the order of variables, this study
looks into consumers' perspectives towards skincare product packaging as a primary motivator to build their purchase decision.

The presence of skincare products in the market has increased over time, and the market has been saturated with varied products
— both local and international goods. Some other products find it hard to make it through the competition even if the quality of
the goods is there because millennials have a strong preference for brands that use sustainable packaging. Knowing the consumer
behaviour of this segment has been crucial to some products, and brands do not seem to be aware that it has a direct impact on
millennials' purchase decisions. This study then seeks to assess this segment behaviour, including their perception of brand image,
purchase intention and purchase decision in Metro Manila. Specifically, it sought to answer the following questions:

Is there a significant difference between Skincare packaging and Purchase intention?
Is there a significant difference between Skincare packaging and Brand image?

Is there a significant difference between Skincare packaging and Purchase decision?
Is there a significant difference between Purchase intention and Purchase decision?
Is there a significant difference between Brand image and Purchase decision?
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3. Results and Discussion

The following tables (1 and 2) show the findings of this study. Table 1 shows- that the respondents in this study were only from
the millennial segment that is buying their skincare products and is from Metro Manila. The respondents that do not fall under
these categories were excluded from the study.

Table1: Demographic Profile of Respondents (n=385)

Category Frequency Percentage
Age 25-40 years old 385 100%
Residence NCR 385 100%
Skin Care Purchase Sole Decisor 385 100%

Table 2: Regression results among the 4 variables in the impact of skincare packaging to purchase decisions in Millenials

Source Variables R R2 R2 adj p Decision

Group Skincare Packaging

Regression Purchase Intention  0.477 0.228 0.215 0.00001 Reject the null, accept the alternative
Group Skincare Packaging

Regression Brand Image 0.481 0.232 0.22 0.00001 Reject the null, accept the alternative
Group Skincare Packaging

Regression Purchase Decision  0.451 0.204 0.192 0.00001 Reject the null, accept the alternative
Group Purchase Intention

Regression Purchase Decision  0.492 0.242 0.231 0.00001 Reject the null, accept the alternative
Group Brand Image

Regression Purchase Decision  0.628 0.394 385 0.00001 Reject the null, accept the alternative

Regression analysis was calculated by examining the variables - Skincare packaging, brand image, purchase intention, and purchase
decision. It proved that it had a significant effect among the sample group respondents, as illustrated in Table 2, having a p-value
of 0.0001. The respondents' group proved that skincare packaging had a significant effect on building their purchase intention
and brand image until they decided to purchase skincare products.

Table 3: Packaging preferences

Frequency Percentage
Recyclable materials 274 77%
Glass 52 15%
Plastic 32 9%
Total 358 100%

Table 3 illustrates the packaging preferences of the respondents. 77% of them prefer packaging made from recyclable materials,
15% prefer glass packaging, and 9% prefer plastic packaging.
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Table 4: Respondent suggestions on skincare packaging considerations that can lead them to buy products

Frequency Percentage
Sustainable Packaging, environment-friendly 168 64%
Informative packaging 72 28%
Secure packaging - tight and protective 21 8%
Total 261 100%

Table 4 summarizes the open text field to capture the respondents’ suggestions on what skincare packaging should be like. Out
of the 385 respondents, 261 responded to the question. The tabulation shows that 64% of the millennial respondents want
sustainable, environmentally friendly packaging. 28% want to have informative packaging that presents opportunities for skincare
manufacturers to become more elaborate on their products' ingredients. Lastly, 8% of the respondents want secure, tight and
protective packaging to protect their skincare products.

4. Conclusion & Implications

The main objectives of this research are to 1. Determine whether skincare packaging directly impacts the purchase decisions of
millennials and 2. Recommend a solution that skincare manufacturers can use to further capture the millennial market segment.
To achieve the following objectives, the study's conceptual framework identified variables - Skincare packaging, purchase intention,
brand image, and purchase decision.

This study found out that many- millennials residing in Metro Manila are purchasing skincare products, however, and are looking
into the product packaging, which aids them with what product to buy. This paper concludes that the journey of a millennial in
purchasing a specific skincare product starts by looking at the product packaging - examining whether the packaging is
environmentally friendly, stimulates their purchase intention and increases the brand image of the product. The consumer is then
convinced to buy the product as an end result.

This study also provided that the consumer trend on packaging preferences has transitioned from plastics to sustainable, recyclable
packaging. Consumers no longer want plastic-heavy packaging, as it is deemed harmful to the environment and poses the risk
that plastic might have a chemical reaction with the skincare content. The customers' recall with the environmentally friendly
packaging is more significant in building their intent to buy the product and its brand image. Once established, it will lead them
to buy the product. It is also of equal importance and noting that this segment is also looking after proper labelling of the products
and the skincare content, so it has to be visibly present in the packaging.

Based on this study's conclusions and significant findings, the researchers recommend recyclable kraft packaging with plantable
seeds. Not only is it sustainable, but it is also environmentally friendly. This type of packaging is similar to the traditional packaging,
except that it does not have the plastic laminated element, making it hard to decompose. It also has the possibility of incorporating
seeds making the packaging plantable. The potential of the rice husk is being introduced in the market as a cost-effective
alternative that can also save the environment (FoodTalks, 2020). For bottle packages, this study recommends a rice husk container
that has a plant-based wax (bio wax), usually made of taro, that can hold the liquid skincare.

A suggested prototype from these materials can be seen below. The texture looks the same, but it can hold the skincare product

just as good as the box-plastic-laminated packaging can. The packaging will be labelled as made out of recycled materials to
capture the millennial segment further.
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The study results can help skincare manufacturers and companies innovate their packaging components that would also benefit
the environment while further penetrating the millennial market and using this as their unique selling proposition. Since consumer
preferences are more into the sustainable side, we anticipate a significant market that will accept this type of product packaging.

As consumer tastes and preferences change, businesses need to adapt to sustain and increase their market share. In terms of
skincare packaging, the millennials residing in Metro Manila, who are big consumers of skincare products, have slightly transitioned
from plastic packaging to more sustainable options, so it is necessary to adjust the packaging strategy of skincare firms to capture
this market segment continuously. While this study has been conducted with tedious efforts, the findings should be interpreted
with an option, more so depending on the type of industry where it can have a potential impact. The study has only been conducted
in Metro Manila, which might be different in other cities in the Philippines in terms of demographics. Furthermore, the millennials
might have a different perspective than the other generations. Future researchers could further explore the applicability of this
study using the constructs mentioned in the paper, with a longer extended period of collecting data and increasing the number
of respondents. Different statistical results using advanced methods can also be further applied to improve the study.
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