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Abstract

The searches for innovation in packaging design have led to the concepts of sustainability and upcycling.
The aims of this study are to reveal the importance of innovative upcycling in sustainable packaging
design and to determine the consumer intention to purchase products with upcycled packaging.
According to survey result of the descriptive research conducted on 392 participants selected by
convenience sampling method, it is found that there is a positive relationship between green consumer
values, environmental awareness, sustainable packaging awareness, attitude towards sustainable
packaging and intention to purchase upcycled packaging products. Moreover, it has also been revealed
that when attitude towards sustainable packaging and sustainable packaging awareness are increased,
the intention to purchase upcycled packaging products will be also increased. However, it should be
considered that price is also important in consumers' purchasing behavior and purchase intentions for
upcycled packaging products and ensured that the cost of innovative upcycled packaging designs does
not exceed the value provided.
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Ambalaj Tasariminda inovasyon ve ileri Doniistiiriilmiis Ambalajh
Uriinlerine Yonelik Tiiketici Tutumu ile Satin Alma Niyeti Arasindaki Iliski

Oz

Ambalaj tasariminda yenilik arayislari, stirdiiviilebilirlik ve ileri doniisiim kavramlarmmin daha fazla
gilindeme gelmesine neden olmustur. Bu ¢alismanin amaci, stirdiiriilebilir ambalaj tasariminda yenilikgi
ileri doniistimiin onemini ortaya koymak ve tiiketicinin ileri doniistiiriilmiis ambalajli iiriin satin alma
niyetini belirlemektir. Kolayda orneklem yontemiyle secilen 392 katilimci tizerinde yapilan tanimlayici
aragtirma sonucuna gére, yesil tiiketici degerleri, ¢evre bilinci, siirdiiriilebilir ambalaj bilinci,
suirdiiriilebiliv ambalaja yonelik tutum ve ileri doniigtiiviilmiis ambalaj iiriinlerini satin alma niyeti
arasinda pozitif bir iliski oldugu tespit edilmistir. Ayrica, siirdiiriilebilir ambalaja yonelik tutum ve
surdiiriilebilir ambalaj farkindalig arttikea ileri doniisiimlii ambalaj tiriinlerini satin alma niyetinin de
artacagr sonucuna varilmstir. Ancak, tiiketicilerin ileri doniigiimlii ambalaj iirtinlerini satin alma
davramislarinda ve satin alma niyetlerinde fiyatin da énemli oldugu goz oniinde bulundurulmalr ve
yenilik¢i ileri doniistiiriilmiis ambalaj tasarimlarimin  maliyetinin, saglanan degeri agsmamasi
saglanmalidir.

Anahtar Kelimeler: Yenilik, Ambalaj Tasarimu, Siirdiiriilebilir Ambalaj, Ileri Déniisiim, Ambalajda Ileri
Doniistim
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1. Introduction

Environmental, social and economic developments in the developing and changing world affect
consumers and producers directly or indirectly. These changes and developments that increase
the quality of life of consumers, make a difference in their lives, and provide social and
economic benefits force innovations and improvements in products and services (Altunisik,
2016: 340-341). While the purchasing behaviours and habits of consumers are affected by these
changes, businesses try to meet these changes by innovating on all elements of the marketing
mix. Junge et al. (2016) define marketing innovations as improved sales channels and
distribution patterns, changes in product design and packaging, and the application of new
marketing methods. These innovations are generally related to the product, packaging,
positioning, marketing communication, and pricing and aim to increase the quality of life of
consumers, make a difference in their lives, and provide social and economic benefits. One of
the innovations in marketing is innovative packaging and upcycled packaging designs. These
innovative designs are important in terms of influencing consumers within the framework of
the concept of sustainability. In the conceptual analysis part of this study, the concepts of
innovation, sustainability, and innovative and upcycled packaging in marketing were presented,
and in the research part, innovative packaging designed with an upcycling perspective,
consumers' environmental awareness, green consumer values, sustainable packaging
awareness, attitude towards sustainable packaging and intention to purchase with upcycled
packaging were examined.

2. Conceptual Framework
2.1. The Concept of Innovation and Innovation in Marketing

Innovation is one of the most important elements that can enable businesses to stay one step
ahead of their competitors and help them gain superiority over each other (Bulbul, 2003:114).
Innovation is defined in the Oslo Manual as the realization of a new or significantly improved
product (good or service), process, a new marketing method, or a new organizational method
in internal practices, company organization, or external relations (OECD, 2005). Peter Drucker,
on the other hand, expresses innovation as a unique tool in entrepreneurship and sees it as a
way of transforming change into opportunity in the service sector. Michael Porter also sees
innovation as the possibility of obtaining a competitive advantage based on innovation and the
ability of the company to realize innovation projects. According to Freeman, industrial
innovation includes innovative commercial activities in the process of technical design,
production, management, and marketing of the new product (Stosic and Milutinovic, 2017:26).
Marketing innovations consist of changes made in product design and packaging, positioning,
marketing communication, pricing, improved sales channels, and distribution patterns, and the
implementation of new marketing methods that gained competitive advantages (Elgi, 2007:1;
Junge et al., 2016). Marketing innovations also include innovations and developments in
product design. The changes in the design include the changes in the form and image of the
product, as well as the innovations made in the packaging design of fast-moving consumer
goods, in which the packaging is of high importance. Combined improvement and development
of product design and packaging design; since it affects both product functions and marketing
functions, it is expressed as both product and marketing innovation (OECD, 2005: 58).
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2.2. Innovation in Packaging and Packaging Design in Marketing

There are different packaging definitions in the literature. Packaging is a container, wrapper, or
container in which the substance or product in the product line is placed, and it is covered or
wrapped with a material that protects the content and environment of the product, facilitates its
transportation, storage, sale, use, can be partially or completely disposed of in the future or
recycled (Tek, 1999:372). Aygun (2007:5) defines it as covering or combining with the product,
which integrates with the product and expresses the product it contains in the best way, thus
affecting the functions of marketing, providing convenience to consumers both functionally and
aesthetically, and when cleverly designed, it can also be used in the promotional activities of
businesses.

Today, the packaging is shaped by the design of the product from the product
development stage. The idea that packaging has an increasing effect on production costs is
gradually becoming a thing of the past. The design of the packaging according to the needs and
wishes of the market and customers, and its involvement in every phase from the production
stage to protection, storage, transportation, distribution, advertising, sales, and end use shows
that the product is an inseparable part (Aygun, 2007). In short, the packaging is not only a tool
that protects the product inside, but integrates with the product (Ugiincii, 2000:4).

With the technology developing, the packaging is also produced using different
techniques. A creative and innovative packaging design produced using new techniques can
add many aesthetic and functional values to the product. Consumers can pay more for these
values. Aware of this situation, many companies in different sectors attach great importance to
packaging designs that integrate with the product as well as product designs (Sen, 2007:3).
When the packaging and its functions, which are an integral part of the product, are designed
by considering the useful functions of the product, the functions of both the packaging and the
product will be integrated with maximum benefit for the customer.

2.2.1. Packaging Design and Functions of Packaging Designs

Packaging can be examined in 3 different groups. The packaging is defined as (i) the packaging
that meets the product, the primary packaging or the inner packaging, (ii) the containing the
inner packaging in different sequences and quantities, the secondary packaging or the outer
packaging, (iii) the packaging that is used only for transporting the products, the loading
packaging or the transport packaging. Primary packaging and secondary packaging are the
packaging that first interacts with the consumer, and they have the potential to influence the
purchasing behaviour of consumers. The functions of packaging are examined as protection,
convenience, price adjustment, communication, and visual functions (Aygin, 2007:8).
Different views on the functions of product packaging are presented in Table 1.
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Table 1. Approaches to the Function of Product Packaging

Author Author’s View on the Functions of Packaging

Brennan et al. | It is a marketing tool that helps the product process and transfer, provides convenience,
(1990) protects the product, and also saves costs.

Copley (2004) It is a link that expresses the brand identity of the product, creates a strong visual with a
tractive design, increases the value of the product, and also provides a connection with the
consumer as a reminder of the brand.

Blythe (2005) It is a communication tool that provides information on how to use the product and provides
legal information.

INCPEN It is a tool that protects products from all kinds of impacts, provides safety and hygiene, gives
a message to consumers, and also allows consumers to make choices.

Grundey (2010) | Promoting and selling the product,

Promoting and positioning the brand identity,

Providing all kinds of legal and content-related information with the help of symbols and
labels,

Meeting the needs of the consumer with the help of different features such as size and shape,
Providing convenience in the process and transportation,

prevent food spoilage,

Recyclable, environmentally degradable and ecological and less wasteful,

It is a tool that can be used even for slogans for social or political reasons.

Source: Grundey (2010: 87-103).

It is seen that the functions of packaging are expressed with different concepts in the
literature and different values have been added to these functions over the years. These different
values, which are usually added in terms of social and economic aspects, are also related to the
definition of brand identity, such as packaging providing prestige or being a status indicator.
Apart from this, the creation of innovative packaging designs that fulfill all their functions with
an innovative attitude, taking into account consumer-oriented and environmental values, will
contribute to achieving a sustainable environmental target.

2.2.2. Innovative Packaging Designs

It is expected that the marketing strategies, vision, and core values of the enterprises and the
packaging strategies will be in the same direction (Kotler, 1988:284, cited in Erkinay, 1996:14).
Packaging has different effects on the components of the marketing mix. Market segmentation
can be made at the same time using innovative packaging designs, the amount and dimensions
of the product can be determined, and in connection with this, the packaging can affect the final
price of the product. The effect of packaging on the promotional function of the marketing mix
is through the functions of communication and information. The protection, transportation, and
storage of the packaged products during shipment shows the effect of the marketing mix on the
distribution function. By changing and improving the functional and aesthetic properties of the
packaging, which can affect different functions of the marketing mix, product performance can
be increased by making creative packaging innovations. By changing the amount or
arrangement of the product stored in the package, transportation innovations that provide extra
security can be given (Arkdse, 2004:113).

According to Geambasu (2017), the first interaction between customers and products is
through packaging. Packaging designs and labels have also changed over the years, by being
affected by the rapid development of technology and changes in society. Over the years, efforts
to increase sales have been supported by attracting the attention of customers with high-quality
packaging and creative label designs. According to Venter (2011), packaging also defines the
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quality of the product. High-quality packaging design attracts attention and provokes the
customer to purchase, and the label affixed to the packaging helps customers make a purchasing
decision. According to Padki (2008), consumers are becoming more conscious about the
benefits of purchasing decisions they take with a sense of responsibility towards the
environment. The modern consumer is more aware of the direct impact of their purchasing
behavior and social responsibilities on the environment and they are concerned about this.
According to Scott (2014), green marketing strategies, including green packaging, can
positively affect consumers' purchasing decisions. Holdway (2002) determined that consumers
are increasingly hostile towards packaging that is harmful to the environment, misleading, and
difficult to use, and they are more aware of the ecological and social effects of the products
they use. Kim and Seock (2009) found that more environmentally conscious female consumers
place higher value on recyclable and biodegradable beauty product packaging. Increasing
awareness of consumers encourages organizations to respond to the environmental needs of
consumers and to develop green product packaging.

2.3. Packaging and Sustainability

Scientists, in the early 70s, stated that serious dangers would be inevitable in the next hundred
years if the increases in world population, industrialization, pollution, food production, and
resource depletion were continued (Bridgens et al., 2018). Climate change, acidification,
smoke, toxins, waste, and resource depletion, which are the consequences of industrialization,
are the focal points of the hazards. Over the years, it has become more important to minimize
all these environmental effects and to create a clean and livable environment (Ferrara, 2019).

Sustainability was expressed as sustainable development in conjunction with the term
development in the Brundtland Report titled “Our Common Future” prepared by the United
Nations World Commission on Environment and Development in 1987 (Erman, 2019). In the
report, sustainable development is defined as meeting the needs of the present without
compromising the ability of future generations to meet their own needs (Yicel, 2016). This
definition states that current economic development will not make the economic situation of
future generations worse than it is today (WCED 1987:40, cited by Sen et al., 2018:3).

The concept of sustainability means that there is a balance between natural resources and
needs. This concept has come to the fore with the concern that this balance will be damaged in
a way that will consume natural resources and this will bring bigger problems over the years.
With the expression of the concept of sustainable development, sustainability has gained a
multidimensional meaning. It is stated that this concept was created because of an
environmentally friendly growth/development effort to raise awareness against environmental
problems caused by growth and development (Sen et al., 2018: 42).

The priority of the European Union within the scope of reducing waste pollution and
protecting the natural environment is to prevent the production of packaging waste. This priority
is supported by some additional key principles. These are packaging reuse, recycling, and other
forms of packaging waste recovery and ultimately the eventual elimination of such waste
(Potincu et al., 2018). According to SPA (Sustainable Packaging Alliance), the sustainability
of packaging can be evaluated in different ways. SPA was established in 2002 in Australia
through the Packaging and Polymer Research Unit. Its purpose is research, industry
involvement, and the development of practical strategies for the packaging industry, thereby
enabling continuous improvement in packaging's environmental performance and
sustainability. To avoid transferring problems from one part of the lifecycle to another,
packaging; states that the whole life cycle from raw material to recycling should be taken into

130



Girisimcilik Inovasyon ve Pazarlama Journal of Research in Entrepreneurship
Arastirmalar1 Dergisi Innovation and Marketing
Yil: 2023, 7(14): 126-143 Year: 2023, 7(14): 126-143

account and all interactions with the product it contains should be evaluated in order to
minimize its impact on the environment and human beings (James et al., cited in Sonneveld et
al., 2005).

Sustainable packaging is an idea that needs to be addressed with a systemic approach.
The four principles of sustainable packaging were first defined by SPA under the headings of

"effective”, "efficient”, "cyclic" and "safe". These are phrased with terms such as "reduces
product waste" and "improves functionality” to highlight the fact that sustainability is a
continuous improvement process rather than a predetermined endpoint (Lewis et al., 2007:3).

Table 2. Definition of Sustainable Packaging by SPA (Sustainable Packaging Alliance)

Principles | Explanation Applied Level
Effective Adds real value to society by supporting conscious and responsible | Society
consumption and by effectively protecting and containing products in
the supply chain.

Efficient Packaging systems are designed to use materials and energy as | Packaging System
efficiently as possible throughout the product’s lifecycle.

Cyclic Packaging materials are constantly translated into natural and technical | Packaging Material
systems through material reduction and additive development.

Safe Packaging parts do not pose a risk to human health and the ecosystem. | Packing Parts

Source: James et al. (2005).

Considering the product life cycle, green consumers also do not want the product and
packaging to become waste, and some sensitive consumers and companies can offer alternative
solutions and creative works. This concept, which also contributes to reducing the amount of
waste by prolonging the product life, is upcycling. It is important to evaluate upcycling both on
an industry basis and on an individual consumer basis.

2.4. Upcycling and Packaging

The concept of upcycling first emerged in 1994, in an interview conducted by journalist
Thornton Kay with German entrepreneur Reiner Pilz (Kay, 1994, cited in Jiangxu, 2015). In
1999, two German authors, Gunter Pauli, and Johannes F. Hartkemeyer, published a book called
"Upcycling”. Later, in 2002, William McDonough and Michael Braungart explained the
concept of “upcycling” in the book Cradle to Cradle: Remaking the Way We Make Things,
which aroused great interest in the academic community (Bridgens et al., 2018). They stated
that the purpose of upcycling is to avoid wasting potentially useful materials by using existing
ones to reduce new materials and energy consumption, air and water pollution, and even
greenhouse gas emissions (Jiangxu, 2015).

Upcycling is one of the most important research areas today. For example, Satheesan
(2021) examined the case study of a project to give a second life to packaging in the context of
washing machine packaging in India and analyzed the concept of upcycling within the
framework of rethinking the life cycle of appliance packaging. Jung et al. (2023) explained the
importance of developing new technologies to increase recycling and upcycling efficiency due
to the rapid increase in global plastic production, summarized the latest developments to
increase plastic recycling/upcycling efficiency, and emphasized the production of higher
performance materials from input plastic waste and improved recycling. Finally, researchers
stated that the plastic waste problem can be solved for current and future generations by
developing new Technologies for recycling and upcycling.

131



Girisimcilik Inovasyon ve Pazarlama Journal of Research in Entrepreneurship
Arastirmalar1 Dergisi Innovation and Marketing
Yil: 2023, 7(14): 126-143 Year: 2023, 7(14): 126-143

The sustainability dictionary defines the concept of upcycling, a term coined by William
McDonaugh and Michael Braungart, as the process of transforming an industrial material into
something similar or more valuable in its second life. Upcycling appears in these definitions as
a promising tool to reduce energy and material use (Sustainability Dictionary, 2023). Szaky
(2014), on the other hand, sees product upcycling as one of the most sustainable solutions in
the waste hierarchy positioned between reuse and recycling because recycling typically requires
very little energy input and can eliminate the need for a new product.

According to Gouda (2019), upcycling is the process of transforming otherwise useless
or unwanted material into a product of higher perceived value or quality using creative inputs.
The process creates products with higher aesthetic value and longer use; thus, it is innovative
and less energy-consuming to achieve a cradle-to-cradle approach to trade associated with a
circular economy (Gouda et al., 2019).

Upcycling significantly reduces the impact on the environment compared to the recycling
process. Gauda (2019) states that upcycling is distinctly different from recycling and states that
recycling is the separation of used products or waste materials into components using
significant amounts of water and energy to process them and convert them to form a different
product (Gouda et al., 2019).

According to Sung (2017), increasing the upcycling activity, in theory, extends the life of
used materials, components, and products and reduces the buried energy consisting of the
energy in the extraction, transportation and processing of the raw material that makes up a
product, and the direct and indirect energies spent in the production and assembly of product
components (Ozguhadar, 2007:39), and contributes to the reduction of carbon emissions (Sung,
2017:3). Often, recycled products are of lower quality than the main product, as they undergo
a change in their physical form and properties.

Most of the component activities of upcycling depend on reverse supply chains. Like
recycling, the upcycling process begins with waste collection and reverse logistics. Next, the
collected material is sieved, sorted, and cleaned. Once the material is ready to use, an upcycler
finds an innovative way to use it. This creative process adds value to the upcycled product and
determines its sales potential (Gouda et al., 2019). Therefore, upcycling as improved recycling
replaces the linear process of 'cradle to grave' (or build-use-dispose) through material reuse in
continuous cycles, eliminating the concept of waste and reducing toxic substances in the
biosphere.

Upcycling is a viable option for municipal solid waste recovery, especially in unorganized
waste management scenarios where conventional waste recovery options are not efficient.
Unlike standardized industrial production, upcycling is highly dependent on the quantity and
quality of discards and relevant stakeholders. Upcycling at the product level also eliminates the
need for a new product (Szaky, 2014), which means reducing the use of raw materials (material
efficiency) and industrial energy for production, and ultimately reducing greenhouse gas
emissions (Cooper et al., 2016:56). New designs are required for every new upcycle, and
practitioners face uncertainties to develop a design solution. Especially when it comes to
developing and underdeveloped countries, recycling, biodegradation, storage, incineration, etc.
Upcycling is a more appropriate option when other waste management techniques such as waste
management are not efficient (Khan et al., 2018:29). Wilson (2016) argues that when consumers
transform their products, adding a new use and function to them when their life is over, they
will not need to buy another product with the same function. Thus, the benefits of upcycling to
the consumer are outlined in the table below.
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Table 3. Consumer Benefits of Upcycling
Aesthetic The consumer enjoys the nostalgic, antique, or retro look of upcycled products.

Appeal

) ) Instead of purchasing a new product, the consumer takes advantage of the economic
Economic Savings advantage of recycling the product's waste for another use.

Environmental The consumer provides an environmental benefit by using the product for another
Benefits purpose instead of putting it in the waste category.

Intrinsic Enjoyment | The consumer enjoys the processes of converting, replacing, and harmonizing waste.
Source: Wilson (2016: 7).

Sustainability of packaging, upcycling of packaging, and eco-packaging concepts are
used by a small number of businesses in different sectors in their marketing strategies with an
innovative packaging design approach, thus making businesses different from their
competitors. The concept of upcycling, which reduces the environmental impact by extending
the life of packaging waste and making it sustainable, is not yet widely used as a marketing
strategy in the packaging industry. However, there are studies showing that sustainable
innovative packaging designs affect the consumer positively at the time of purchase. The fact
that the product packaging is included as a component in the marketing mix and that the
packaging can affect the purchasing behavior by affecting the promotional function with an
innovative design approach reveals the idea that the packaging designed with the concept of
upcycling can also positively affect the consumer purchasing behavior. As the packaging
assumes a new function that will benefit the product it contains, and/or acquires a secondary
function after its lifetime is complete, (1) the lamp packaging turns into a lighting fixture, (2)
the cup packaging turns into a coaster, (3) wine packaging that turns into a wine set and (4)
metal frame packaging that turns into a cat house are presented in the study of Arslan and
Barutcu (2019). At the stage of upgrading the packaging, it can also enable the packaging to
interact with the consumer as a new product and provide a new user experience to the consumer.

3. Determine the Relationship between Consumer Attitude to Upcycled Packaging Design
and Purchase Intention

3.1. Purpose of the Research

Today, the importance of environmental values and leaving a better world to future generations
is increasing. At this point, taking into account the environmental awareness and green
consumer values of the target customer groups, determining the effect of consumers' attitudes
towards environmental awareness and sustainability on their intention to purchase upcycled
packaging product are important for businesses that aim to develop new approaches in product
and packaging designs and use sustainable packaging. The main objectives of the research as
follows; (1) determine consumers' awareness of the environment and sustainable packaging, (2)
reveal the relationship among green consumer values, environmental awareness, sustainable
packaging awareness and purchasing behavior of upcycled packaging products, (3) analyze the
relationship between the attitude towards the upcycled packaging products, green consumer
values, sustainable packaging awareness and intention to purchase product with upcycled
packaging.

3.2. Research Methodology

Descriptive research was designed to determine the consumer attitude and purchase intention
towards the upcycled packaging product and to test the alternative hypotheses stated below.
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The internet survey method was used as the data collection method. Survey questions like
expressions in the green consumer values scale were adapted from Haws et al., (2010) and Uyar
(2019), environmental awareness scale, sustainable packaging awareness scale and attitude
towards sustainable packaging scale were adapted from Bohlen et al., (1993), Karaca (2013)
Ovii¢ (2015) and Cmar (2017), and the scale of packaging characteristics were adapted by
Erkinay (1996) and Aygiin (2007), and the expressions on intention to purchase a product with
upcycled packaging scale were created by researchers. The research was designed under
previous studies listed above, and the following alternative hypotheses were tested in this
research as:

H1: There is a positive relationship between green consumer value and environmental
awareness, sustainable packaging awareness, attitude towards sustainable packaging,
purchasing intention to the upcycled packaging product.

H2: There is a positive relationship between environmental awareness and sustainable
packaging awareness, attitude towards sustainable packaging, intention to purchase
product with upcycled packaging.

H3: Sustainable packaging awareness positively influences intention to purchase product
with upcycled packaging.

H4: Green consumer values positively influences intention to purchase product with
upcycled packaging.

H5: Attitude towards sustainable packaging positively influences intention to purchase
product with upcycled packaging.

The questionnaire form prepared to test these alternative hypotheses consists of two
pages. On the first page, the concepts of upcycling and packaging that can be recycled are
explained and 3 different packaging designs with the upcycling feature of 3 different products
are presented. On the second page, a total of 40 questions were prepared in 7 separate sections
regarding the demographic characteristics of the participants, packaging perception, green
consumer values, environmental awareness, sustainable packaging awareness, attitude towards
sustainable packaging and Intention to Purchase Product with Upcycled Packaging, and after
the pilot study conducted on 10 people, questionnaires were made ready for implementation.

The main target group of the research consists of consumers who perform their purchasing
behavior in Turkey. Since it was not possible to reach all individuals, an online questionnaire
was applied to 392 participants who were reached by convenience sampling method. All data
collected by the survey method were analyzed in the SPSS 26.0 program. 2 questions in the
questionnaire were asked as negative control questions and 30 people were excluded from the
analysis due to inconsistent answers, the reverse coded questions containing negative
statements were changed to positive again and 362 questionnaires were evaluated. The
Cronbach Alpha coefficient was used to evaluate the reliability of the scale variables created
within the scope of the research, and the Cronbach Alpha coefficient was calculated as 0.905
and it was determined that the research results were consistent. In the analysis of the data,
frequency distribution for the questions prepared on the nominal scale, descriptive statistics for
the questions prepared on the interval scale were given, and correlation and regression analysis
were used in the tests of the hypotheses.
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3.3. Findings of the Research

Demographic characteristics of the participants participating in the research are presented in
Table 4. According to this, 58.8% of the participants were female and 41.2% were male; It was
determined that 60.2% received undergraduate education, 37.3% were in the 31-40 age group,
and 31.8% had a monthly income of 2501-5000 TL.

Table 4. Demographic Characteristics of Participants

Gender N % Age

Female 213 58.8 <20 19 5.2
Male 149 41.2 21-30 129 35.6
Total 362 100 31-40 135 37.3
Education N % 41-50 46 12.7

Primary School 7 1.9 >51 33 9.1
High School 36 9.9 Total 362 100
College 19 5.2 Monthly Income N %
Undergraduate 218 60.2 <2500 TL 50 13.8
Graduate 82 22.7 2501-5000 TL 115 31.8
Total 362 100 5001-7500 TL 99 27.3
> 7501 TL 98 27.1

Total 362 100

When Table 5 is examined, it is seen that the participants' perceptions of the packaging
features were measured. The perception that the packaging should protect the product (x=4.62)
is the highest, the visual beauty of the packaging is less important than the others for the
participants (x=3.38). Accordingly, it has been concluded that it is important for the packaging
to have environmentally friendly and recyclable packaging after the protection, storage and
providing information functions of the products.

Table 5. Descriptive statistics of Packaging Properties Perception

Packaging Properties X SS

1. | Product protection (Protecting the product from external factors) 4.6271 | 0.54862
2. | Storing the product (Preserving the product for next use) 45138 | 0.63252
3. | Easy to use (Easy-open lid, use of carrier handle, etc.) 4.4144 | 0.63996
n Environmental friendliness (use of environmentally friendly materials, 44254 | 0.69920

recyclable)

5. | Being recyclable (reusing the packaging for a different purpose) 4.2438 | 0.77558
6. | Attractive color and shape (Visual beauty of packaging) 3.3867 | 1.22062
7. | Not in a way that will increase the price of the product 4.1547 | 0.92269
8. 3girr;ge;nformative about the product (Having information on use and 45055 | 0.68318

Descriptive statistics about green consumer values, environmental awareness, and
sustainable packaging awareness level of the people participating in the research are presented
in Table 6. When Table 6 is examined, the average of the answers given to the statements
regarding green consumer values is above (x=3.8) in general. Participants are prone to
purchasing environmentally friendly products to protect the environment, they believe that they
can protect the environment by purchasing environmentally friendly products (x=4.32), they
see themselves as individuals with environmental responsibility (x=4.25), it has been concluded
that the participants maintain their green consumer values in their daily environmental actions.
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Table 6. Descriptive statistics of Green Consumer Values, Environmental Awareness and
Sustainable Packaging Awareness of Participants

Green Consumer Values X SS
1 ;)rt:érlllétsl can protect the environment by purchasing environmentally friendly 43232 0.75391
2. | I consider the potential impacts of my daily life on the environment. 4.2790 0.71164
3 XZS:: choosing a product, | take into account the environmental pollution it may 3.9033 0.89569
4. | I describe myself as an environmentally responsible person. 4.2569 0.76471
5. | 1 use my own bag instead of shopping bags. 3.8978 1.08019
6. | | want to go to the trouble for environmentally friendly activities. 4.1215 1.00229
Environmental Awareness
1. | Global warming is a factor that threatens natural life. 4.7624 | 0.51988
2. | Pollution of drinking water is a factor that threatens human life. 4.8591 0.38610
3. | I turn off the appliances in the house so that they do not work in vain. 4.6077 0.60078
4. | | pay attention to the use of water while doing my personal care. 4.3812 0.72432
5. | Environmental issues matter to me. 4.5028 0.95392
6. | | contribute to recycling by separating the garbage and throwing it away. 3.8204 1.10568
Sustainable Packaging Awareness
1 Before purchasing _products, | try to gather information about the effects of 3.2072 1.02255
products on the environment.
In my decision to purchase the product, the statements and symbols on the
2. | packaging regarding the environmental friendliness of the packaging are | 3.5497 0.99529
important to me.
In my decision to purchase the product, the statements and symbols on the
3. - ’ - : 3.7210 1.08224
packaging that the product is not tested on animals are important to me.
4 In my _deC|S|on to purchqse _the product, the_statements and symbols on the 3.7376 1.02877
packaging that the packaging is recyclable are important to me.

In general, the average of the answers given to the statements about environmental
awareness is high. Participants believe that global warming threatens natural life (x=4.76),
pollution of drinking water endangers human life (x=4.85), cares of environmental issues
(x=4.50), but they have lower contribution to recycling by separating the garbage and throwing
it away (x=3.82). In general, the average of the answers given to the statements regarding the
sustainable packaging awareness of the participants is high, but less than green consumer values
and environmental awareness. The fact that the packaging is environmentally friendly (x=3.54),
and the packaging is recyclable (x=3.73), which is expressed to the consumer by the statements
and symbols on the packaging, are important for the participants. However, it was concluded
that the participants did not make a great effort to collect information about the environmental
effects of the product before purchasing the product (x=3.20), that the participants gave
importance to the statements on the packaging but did not want to go into the effort of collecting
extra information about the environmental effects of the product.

Descriptive statistics regarding the attitudes towards sustainable packaging and intention
to purchase products with upcycled packaging of the participants in the research are presented
in Table 7. When Table 7 is examined, the average of the answers given to the statements
regarding the attitudes of the participants towards sustainable packaging is high. Participants
believe that sustainable packaging is a solution to prevent the destruction of nature (x=4.25),
businesses should find solutions for the packaging and products used to be recyclable and
sustainable (x=4.48), non-recyclable packaging should be legally limited (Xx=4.47), but their
attitude towards accepting to pay extra money for products with sustainable packaging (x=3.69)
is lower. Accordingly, it was concluded that the belief of the participants in the positive
contributions of sustainable packaging to the nature is quite high, that they think that the state
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and businesses should try on this type of packaging, but they expect the expenses to be incurred
for these actions to be borne by the state and businesses, not by consumers. In general, the
average of the responses given to the statements of the participants' purchasing intention to
upcycled packaging product is high.

Table 7. Descriptive statistics of Attitudes towards Sustainable Packaging and Intention to
Purchase Products with Upcycled Packaging

Attitude Towards Sustainable Packaging X SS
1 I think _that sustainable packaging is a solution to prevent the 42597 | 077993
destruction of nature.
2. | Non-recyclable packaging should be limited by law. 4.4779 | 0.71456
3 Companles_should look for ways to d_evelop_sustalnable products 44834 | 073004
and packaging, even at the expense of increasing costs.
4. | | agree to pay extra for products with sustainable packaging. 3.6989 | 1.05550
5 I accept t_he collgctlon of taxes by the state_for the purpose of 39965 | 1.33297
investing in sustainable production and packaging technologies.
Intention to Purchase Product with Upcycled Packaging
1. | Innovations in product packaging increase my desire to buy. 3.6796 | 1.09498
2. | ' would like to reuse the packaging for other work. 4.2293 | 0.82208
3. | It will give me pleasure to use a package by upcycling it. 4.2210 | 0.80909
4 Before _ pur_chasmg the product, I would like to know that the 40055 | 091765
packaging is recyclable.
5 :)r?(izfer the upcycled packaging products, if they are sold similar 43453 | 077681
6. | I agree to pay extra for products with upcycled packaging products. | 3.5304 | 1.15809

Participants want to know whether the packaging of the product they are going to buy is
recyclable (x=4.00), innovations in product packaging can increase their purchasing intention
(x=3.67), they want to reuse the packaging in other works (Xx=4.22) and they will enjoy reusing
by upcycling (x=4.22). Moreover, participants’ preference increases if normal and upcycled
packaging products are similar price (Xx=4.34), however, they are not ready to pay extra price
for the upcycled packaging products, and the level of willingness to accept paying extra money
(x=3.53) decreases. Based on these data, it can be commented that the upcycled packaging
product design should not increase the price of the product too much to increase the desire to
buy. Table 8 shows correlation analysis result to test alternative hypothesis as “H1: There is a
positive relationship between environmental awareness and sustainable packaging awareness,
attitude towards sustainable packaging, intention to purchase product with upcycled
packaging.” When the alternative hypothesis was tested, a significant (moderate, positive,
r=0.561) relationship between green consumer values and environmental awareness, a
significant (moderate, positive, r=0.620) relationship between green consumer values and
sustainable packaging awareness. There is also a significant (moderate, positive, r=0.466)
relationship between green consumer values and attitudes towards sustainable packaging, and
a significant (moderate, positive, r=0.439) relationship between green consumer values and
intention to purchase product with upcycled packaging. According to these relationships, the
H1 alternative hypothesis was accepted, and it was concluded that there was a positive
relationship between consumer values and environmental awareness, sustainable packaging
awareness, attitude towards sustainable packaging and intention to purchase product with
upcycled packaging.
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Table 8. Correlation Analysis between Green Consumer Values and Environmental
Awareness, Sustainable Packaging Awareness, Attitude towards Sustainable Packaging, and
Intention to Purchase Product with Upcycled Packaging

Intention to
Attitude Purchase
Sustainable towards Product with
Environmental | Packaging Sustainable Upcycled
“ Awareness Awareness Packaging Packaging
Green Pearson Correlation .561* .620* 466> .439*
Consumer Sig. (2-tailed) .000 .000 .000 .000
Values N 362 362 362 362

*Correlation significance level 0.01 (2-tailed).

Table 9 shows correlation analysis result to test alternative hypothesis as “H2: There is a
positive relationship between environmental awareness and sustainable packaging awareness,
attitude towards sustainable packaging, and purchasing intention to the upcycled packaging
product.” When the hypothesis was tested, there was a significant (moderate, positive, r=0.417)
relationship between environmental awareness and sustainable packaging awareness, and a
significant (moderate, positive, r=0.433) relationship between environmental awareness and
attitude towards sustainable packaging.

Table 9. Correlation Analysis between Environmental Awareness and Sustainable Packaging
Awareness, Attitude towards Sustainable Packaging, Intention to Purchase Product with
Upcycled Packaging

Intention to
Sustainable Attitude towards Purchase Product
Packaging Sustainable with Upcycled
Awareness Packaging Packaging
Envi Pearson Correlation A417* 433* .312*
ACV";:S:]‘E“;‘Sema'Sig. (2-tailed) 000 2000 000
N 362 362 362

*Correlation significance level 0.01 (2-tailed).

There is also a significant (low level, positive r=0.312) relationship between
environmental awareness and intention to purchase upcycled packaging products. Based on
these results, the H2 hypothesis was accepted, and it was concluded that there was a positive
relationship between environmental awareness and sustainable packaging awareness, attitude
towards sustainable packaging and intention to purchase upcycled packaging product. Table 10
shows the hypothesis testing of “H3: Sustainable packaging awareness positively influences the
intention to purchase product with upcycled packaging”. According to the regression analysis,
sustainable packaging awareness (f=0.545; p=0.00<.05) has a positive effect on the intention
to purchase product with upcycled packaging. Moreover, the R? value of 0.297 indicated that
29.7% of the variance for intention to purchase product with upcycled packaging was explained
by the independent variables, sustainable packaging awareness, with a significant F value of
152.281 (p < 0.000). For this reason, the H3 hypothesis was accepted, and it was concluded that
consumers' awareness of sustainable packaging should be increased to increase the intention to
purchase products with upcycled packaging.
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Table 10. Regression Analysis for the Effect of Sustainable Packaging Awareness on
Intention to Purchase Product with Upcycled Packaging

Dependent Independent Beta t R R? F p
Intention to Purchase Sustainable

Product with Upcycled - 0.545 | 12.340 | 0.545 | 0.297 | 152.281 | 0.000
Packaging Packaging Awareness

As seen Table 11, regression analysis shows what extent green consumer values predicts
intention to purchase product with upcycled packaging, and test results of “H4: Green consumer
values positively influences intention to purchase product with upcycled packaging”
hypothesis. According to the regression analysis, green consumer values (f=0.439; p=0.00<.05)
have a positive effect on the intention to purchase product with upcycled packaging, and 19,3%
of the intention to purchase product with upcycled packaging is explained by the green
consumer values as independent variable (R2=0.193, F=86.112). Therefore, hypothesis H4 was
accepted.

Table 11. Regression Analysis for the Effects of Green Consumer Values on Intention to
Purchase Product with Upcycled Packaging

Dependent Independent Beta t R R? F p
Intention to Purchase | Green
Product with Consumer 0.439 9.280 0.439 0.193 86.112 0.000
Upcycled Packaging | Values

As seen Table 12, regression analysis shows what extent attitude towards sustainable
packaging predicts intention to purchase product with upcycled packaging, and test results of
hypothesis as “H5: Attitude towards sustainable packaging positively influences intention to
purchase product with upcycled packaging”.

Table 12. Regression Analysis for the Effect of Attitude towards Sustainable Packaging on
Intention to Purchase Product with Upcycled Packaging

Dependent Independent Beta t R R? F p
Intention to Purchase | Attitude towards
Product with Sustainable 0.624 15.156 0.624 0.390 229.692 0.000
Upcycled Packaging | Packaging

According to the regression analysis, the attitude towards sustainable packaging
(B=0.624; p=0.00<.05) has a positive effect on the intention to purchase products with upcycled
packaging. Therefore, hypothesis H5 was accepted. Moreover, 39% of the intention to purchase
product with upcycled packaging was explained by the attitude towards sustainable packaging
as independent variable (R2=0.39, F=229.692).

When considering three regression analysis results, it indicated that all factors
(Sustainable Packaging Awareness/Green Consumer Values/Attitude towards Sustainable
Packaging) were significant. However, attitude towards sustainable packaging had the strongest
effect on intention to purchase product with upcycled packaging using with beta weights (B) of
0.624, with all being significant at p < 0.000.

4. Conclusion

Attitude towards sustainable packaging which explains 39% of intention to purchase product
with upcycled packaging, and sustainable packaging awareness, which explains 29.7% of
intention to purchase product with upcycled packaging are the key point of this research. As
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the positive attitude towards sustainable packaging and sustainable packaging awareness are
increased, the intention to purchase products with upcycled packaging will also increase even
more.

When the results of the research are evaluated in terms of businesses, it is seen that the
intention of the participants to purchase products for upcycled packaging is quite high.
However, it is seen that the participants have a high belief in the positive contributions of
sustainable packaging to nature, and they want the government and companies to try on
sustainable packaging. However, participants expect additional costs for these actions to be
borne by the government or businesses, not by consumers. At the same time, the potential of
participants to prefer products with recyclable packaging from products with similar prices is
quite high. However, although the participants have a high potential to prefer this type of
product, they are not very willing to agree to pay extra money. Based on these data, it can be
commented that the upcycled packaging design should not increase the price of the product too
much to increase the desire to buy.

In the literature review, it was concluded that there is a positive relationship between
green consumer values, sustainable packaging awareness and environmental awareness and
attitudes towards sustainable packaging, as in Oviic (2015)'s research on product purchase
intention with sustainable packaging. In Erkinay's (1996) research on the effect of packaging
on consumer attitudes in food products, it was concluded that the functionality, ease of use and
protection of packaging are more important than aesthetic elements and visual appeal.
Similarly, in this study, it was concluded that the features that the participants gave more
importance were on the issues of protecting the product, storing the product, and providing
information about the product. It has been concluded that the attractive color and shape of the
packaging is less important than other functional properties. However, although Erkinay
(1996)'s research primarily considers the advantages of the packaging in terms of its functional
properties, it can be said that the attractiveness of the packaging and its recognizable quality
are also important and are effective in purchasing behavior. In this study, it was concluded that
the attractive color and shape of the packaging is similarly more important than the average.

As aresult, upcycled packaging design positively affects product purchase intention. It is
seen that as consumers’ knowledge and needs regarding environmental awareness and
sustainability increase, their belief that packaging should be sustainable will also increase. In
addition, it has been concluded that the use of upcycling with an innovative perspective in
packaging design will contribute to the cyclicality and sustainability of packaging, and will be
beneficial for both businesses, consumers and nature. In future research, the relationship
between consumer attitude and purchase intention towards upcycled packaging design can be
examined on a larger sample and in different countries. In new research, new findings can be
reached by determining a specific industry or product category.
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