
 

 
 
 
Consumer Buying Behavior –  
Marketing Research Study 

  

Research Topic 

 Motives for Purchasing Upcycled Products 

 

 Members of Team 3  

  0851717, 0951415, 0953164, 1353512 

 

 

 

 Date: 11.02.2014 

 

 

Word Count: 4268 words

 

 
 
 
Consumer Buying Behavior –  
Marketing Research Study 

  

Research Topic 

 Motives for Purchasing Upcycled Products 

 

 Members of Team 3  

  0851717, 0951415, 0953164, 1353512 

 

 

 

 Date: 11.02.2014 

 

 

Word Count: 4268 words



 

 

Table of Contents 

 

2. Research Question: Motives for Purchasing Upcycling Products ............................................ 3 

3. Background on Purchasing Motives .............................................................................................. 3 

4. Research Methodology ................................................................................................................... 4 

5. Sample Description .......................................................................................................................... 5 

6. Interview Analysis............................................................................................................................. 5 

The Concept of Upcycling ............................................................................................................... 5 

Purchase Behavior and Purchase Intention ................................................................................. 6 

Reasons for Buying Upcycling Products ....................................................................................... 6 

Reasons against Buying Upcycling Products ............................................................................... 7 

Perceived Advantages and Disadvantages of Upcycling Products .......................................... 7 

Doubts concerning Upcycling Products ........................................................................................ 8 

The Typical Consumer ..................................................................................................................... 8 

Willingness to Use ............................................................................................................................ 9 

Willingness to Pay ............................................................................................................................ 9 

Psychological Ownership .............................................................................................................. 10 

7. Conclusion ....................................................................................................................................... 10 

8. Implications ..................................................................................................................................... 11 

Managerial Implications for Marketing Managers ...................................................................... 11 

Implications for Consumer Policy ................................................................................................. 11 

9. Limitations and Outlook 340 ......................................................................................................... 12 

Reference List ..................................................................................................................................... 13 

Appendix .............................................................................................................................................. 14 

Interview Guideline ......................................................................................................................... 14 

Respondent Demographics ........................................................................................................... 17 

Citations ........................................................................................................................................... 18 

 



 

 

1. Introduction  

The concept of reusing things for the same or another purpose is nothing new. Whenever 

there has been a lack of resources, people did not just throw them away but thought about 

what they could use it for: Old jam jars have been used for pickles and old bedclothes have 

become cleaning rags. In the last decades, artists having even more creative ideas started 

bringing every kind of material into play and created their unique masterpieces out of it. 

Since climate change, sustainability and environmental protection have become a matter of 

public interest, upcycling products have gained a bigger audience. Using safety belts and 

tarpaulins for their bags, the Swiss manufacturer FREITAG lab.ag is a prominent example for 

marketing the idea of turning waste and scrap materials into new products of superior quality.  

Recently, also smaller companies embrace this trend and some of them additionally support 

local and/or social production, for example “sozial produziert”. A small shop in Vienna owned 

by Veronika Stocker even made it into a national Austrian TV-show (ORF, “heute leben”).  Its 

name - “auferstanden” – plays with the idea of giving products, that have already lived their 

first life, a new life by letting them “revive”.  

Yet, it is up to the consumers to decide whether those revived products are just waste and 

scrap or unique design objects. In other words, it depends on their perception whether it will 

be only a short-lived trend or become a sustainable market development. Therefore it is 

essential to reveal consumers’ attitudes towards the concept of Upcycling.  

 

2. Research Question: Motives for Purchasing Upcycling Products 

One aspect of consumers’ attitudes towards the concept of Upcycling can be revealed by 

receiving an answer to the question: 

“What motivates the purchase of upcycling products?” 

This is where this research sets in which investigates reasons for and against purchasing 

upcycling products. Moreover, perceived advantages and disadvantages of Upcycling in 

general and upcycling products as such are explored as well as whether there are any 

associated doubts. Furthermore, it seeks insights into the usage intentions and possible 

Upcycling at home. How the reputed typical consumer would be like if there is one is of 

interest, too. This research also aims at understanding the perceived value of upcycling 

products and the associated willingness to pay. On top of that, the psychological ownership 

of such products is surveyed.  

 

3. Background on Purchasing Motives 

In order to be efficient in capturing consumers’ motives secondary research has been 

conducted to find the most influencing aspects concerning the purchase of upcycling 

products. As literature about upcycling products is scarce, insights of studies about green 

products were used to support the formulation of the primary research. The gap between the 

positive attitude towards green products and the effective purchase is one of the most 



 

 

researched topics in literature, which suggests investigating the same 

question in case of Upcycling (Chan and Wong, 2012). Many studies mention possible 

negative consequences of purchasing an environmentally responsible product, such as 

aesthetics or quality, which can pose a barrier to consumption of green products (Follows 

and Jobber, 2000). Some studies also question the possibility of asking for a price premium 

for these products (Chan and Wong, 2012). Since many of the upcycled items are fashion 

related and closely tied to one’s self-image, literature suggests using projective techniques to 

assess opinions in these cases (Hae, 2011; Steinmann, 2009). 

 

4. Research Methodology 

Since this field of study is relatively new and theories are to be developed, exploratory 

research is adequate. In order to assess the holistic dimension as well as the complex 

phenomenon “motives” qualitative techniques have been used. In the course of in-depth 

interviews the researchers tried to uncover underlying motivations, beliefs, attitudes and 

feelings on the topic of Upcycling. By using individual interviews instead of focus groups the 

potential threat of bias from one respondent on the others could be avoided without 

sacrificing the depth of the information given. A combination of simple open questions and 

projective techniques, namely word association and construction technique, has been used 

(see Appendix). The latter is especially important since it has the potential of elucidating 

actual feelings as well as societal norms without being limited by the researcher’s questions 

or hindered by problems of self reports, for example socially acceptable answers. 

To make products more tangible for the consumer, they were given a concrete description of 

the products instead of the product categories. In the case of “clothing” women were told to 

imagine a dress and men were asked about a T-shirt. A bag made out of coffee packages 

has been chosen for the category “fashion accessories”. Tennis balls functioning as towel 

holders have represented the category “hedonic gadgets and decorations”. Snow shovels 

made out of old garbage bins have been described for the category “utilitarian gadgets and 

tools”. In order to overcome the influence of style preferences respondents were only given 

detailed descriptions and not provided with any images of the product. 

The respondents have been chosen using convenience sampling with simultaneous 

consideration of certain diversity among them. First, researchers tried to find accurate 

respondents within their circle of family and friends assuming that they are more likely to take 

the time and think seriously about the answers given despite the effort. Unfortunately, most 

of them have not bought an upcycling product yet. Here the support from Veronika Stocker, 

owner of the upcycling shop “auferstanden” has been very much appreciated. She offered 

three possibilities to acquire consumers: first, wait for potential respondents in the shop; 

second, contact customers of “auferstanden” to have a meeting at the shop; and third, 

contact customers to have the interview via phone or Skype. The latter has been identified as 

being most convenient and least stressful for the respondents since they would not have 

been held up in the shop and would not have to come to a specific place. It has been 

assumed that this convenience pays off in terms of time and effort directly contributing to the 

answers given.  



 

 

All interviews conducted either face-to-face, via phone or via Skype, 

have been held in the interviewee’s and interviewer’s mother tongue, namely German or 

Hungarian, to enable confident and accurate expression as well as to ensure the correct 

detection of possible underlying connotations. Those conversations have been transcribed 

from recordings and key answers have been inserted in an Excel sheet in the working 

language, English.  

 

5. Sample Description 

The underlying sample consists of 25 respondents, of which 14 have bought an upcycling 

product at least once. They will be hereinafter referred to as “consumers” and in the following 

analysis compared to “non-consumers” who have never bought an upcycling product.  

The goal of diversity within the sample has been satisfactorily achieved. Men account for one 

third of the sample whereas women account for two thirds. Concerning the age, the 

respondents are equally distributed among the following three groups corresponding to 

generations: below 30 (9 respondents), from 30 to 50 (8 respondents) and above 50 (8 

respondents). The interviewees originate from different parts of Austria as well as from the 

Czech Republic, Germany and Hungary and reside in different parts of Austria and Hungary. 

A diversity of occupations is represented in the sample – from student over employee to self-

employed – with a corresponding income ranging from EUR 7,000.00 to 300,000.00. 

However, not every respondent indicated his/her income, since it is a very sensitive topic.  

A detailed list of the demographics of each respondent can be found in the appendix.  

 

6. Interview Analysis 

The following questions were analyzed with a specific content analysis technique combining 

frequency and order of the answers given. This technique seemed most suitable to 

determine the relative importance of the answers because it not only takes frequencies but 

also immediate responses into account. Furthermore, the analysis was divided into 

consumers and non-consumers to detect differences and to account for information 

asymmetries since consumers were expected to be better informed. Even though secondary 

research (De Pelsmacker et al. 2005) concluded that ethical buyer behavior is not influenced 

by gender, an analysis was done to detect potential differences between men and women in 

an upcycling context. Some quotes are included in the appendix to give the reader an idea of 

what has been analyzed.  

 

 

The Concept of Upcycling 

Respondents were asked whether they know what Upcycling is. More than half of them 

(mainly consumers and women) were familiar with the concept and thus, were asked to 



 

 

come up with a definition for Upcycling (see Citations 1). Those who did 

not know Upcycling were given a definition by the interviewer. 

When respondents were asked for their associations with Upcycling interesting findings 

emerged. Almost all respondents associated sustainability, protection of resources and 

environmental consciousness with Upcycling and considered it to be meaningful. Many 

interviewees also associated innovation and creativity with Upcycling, which goes in line with 

being modern, trendy and cool. Reutilization of old products, added value and the creation of 

new products were associated with Upcycling, too. Almost all of the associations made were 

considered to be positive. Only very few of them were regarded as neutral and almost none 

as negative. 

When being asked about their general perception of Upcycling, both consumers and non-

consumers have a very positive attitude towards the concept of Upcycling (see Citations 2). 

 

Purchase Behavior and Purchase Intention 

More than half of the respondents already have bought upcycling bags, clothes and 

accessories but also wallets made out of old billboards and tennis balls which can serve as 

towel-holders. They are hereinafter referred to as consumers. The interviews revealed that a 

majority bought it alone or with friends at the Viennese shop “auferstanden” but also in other 

countries like Germany or Spain. When being asked about the likelihood of buying another 

upcycling product of the same category they were presented with a 5-point Likert scale with 1 

meaning “highly unlikely” and 5 meaning “highly likely”. The analysis revealed a very high 

mean of 4.86. Moreover, consumers are also interested in other upcycling categories. 

Clothes and furniture are demanded the most followed by accessories, decoration and 

kitchen utensils. With a mean of 4.32 these categories are also very likely to be bought in the 

future. 

About a quarter of non-consumers, those interviewees who have never bought an upcycling 

product, have at least once thought about buying one. They were mostly interested in bags 

and stated a relatively high likelihood of 4 to buy one in the future. Also non-consumers had 

to list categories they would be interested in. However, the majority was not interested at all 

in upcycling products. This matches with the majority having never thought about buying 

upcycling products. Still, those who were interested stated furniture and accessories as their 

favorite categories. 

 

Reasons for Buying Upcycling Products 

When asking consumers why they have bought an upcycling product an interesting finding 

emerged. The specific style and look of the products were the predominant reasons but also 

the uniqueness played a major role. The idea of Upcycling itself and not just buying another 

mass product also supported the decision. 

In order to identify the general motives the interviewees were also asked to state additional 

reasons why people are buying upcycling products. The most frequent answers were 

environmentalism and the protection of the environment. These answers went hand in hand 

with a sustainable production process, sustainability in general and the reduction of waste by 

using old materials. It seems that consumers also think that the idea behind Upcycling 



 

 

induces people to buy these products whereas non-consumers believe 

that uniqueness and differentiation play a major role as well as making a statement to stop 

the consumer society. Social reasons like supporting sheltered workshops which employ 

people with disabilities were also among the given answers of consumers.  

To reveal additional motives a projective technique was applied asking respondents why 

someone would favor upcycling products above ordinary ones with similar features. More 

than half of all interviewees stated that helping the environment is the biggest reason why 

people prefer upcycling products. The second most frequent answer was that buying an 

upcycling product increases self-esteem by creating positive feelings and clearing ones’ 

conscience. Interestingly, only non-consumers gave that answer. Uniqueness followed by 

making a statement and the idea of Upcycling itself (primarily given by consumers) seem to 

be other very important motives. Sustainability, a lower price and social reasons such as 

supporting people with disabilities were also listed frequently. Creativeness, a better price 

ratio, being handmade and a more thoughtful production process were mentioned only once. 

Fashion reasons and the support of the local economy were also mentioned. 

 

Reasons against Buying Upcycling Products 

When asking non-consumers who have never bought an upcycling product why they have 

not, the main answer was being unfamiliar with the concept. Again, in order to find out what 

prevents people from buying upcycling products the interviewees were asked about reasons 

why people in general do not buy them. The consumers mentioned price as the biggest 

challenge indicating that they are too expensive. Quality concerns, the use of old materials 

and aesthetic reasons since upcycling products do not look new were also given as reasons. 

Another issue is their availability. Since upcycling products are not everywhere available 

which makes it hard to acquire them. The answers of non-consumers differed in some 

aspects. It seems that non-consumers are mostly concerned by quality issues. The fact that 

the Upcycling idea is not communicated very well to the public and the lack of information 

about it is another reason why non-consumers think that people are not buying the products. 

Other reasons are the old look, products being made out of trash, aesthetical issues, 

durability and availability problems. On the whole, non-consumers seem to be less price-

conscious since price concerns were raised only once.  

 

Perceived Advantages and Disadvantages of Upcycling Products 

Environmental friendliness, uniqueness and sustainability seem to be the most important 

advantages of upcycling products whereas being made out of old/used things, high price and 

low quality were among the disadvantages. The following table shows advantages and 

disadvantages ranked according to their importance.  

 

 

 

 

 

 

 

 



 

 

 

 
 

Regarding the advantages there have been almost no differences between consumers and 

non-consumers and gender. The analysis of the disadvantages revealed that men seem to 

be more price-conscious when it comes to upcycling products and women see the availability 

of the products as a major problem. In our specific case, non-consumers have more quality 

concerns and the fact that old materials are used is the biggest disadvantage for consumers. 

Quality concerns stem from doubts about the production process and little experience is 

attributed to upcycling manufacturers. Uniqueness is considered positive because people 

can differentiate themselves and negative because others cannot repurchase it if they like it. 

 

Doubts concerning Upcycling Products 

To detect concerns about Upcycling respondents were asked about personal doubts. More 

than half of the respondents said they would not have any doubts at all, primarily consumers. 

Nevertheless, the most frequent doubts were that the production process could not be 

tracked. Thus, it cannot be proven if it is really an upcycling product and which material was 

used. Interviewees also heavily doubted the durability of upcycling products as well as the 

quality. Hygienic aspects and the idea of Upcycling were doubted by non-consumers. 

Aesthetics are an issue and one respondent was not convinced about the valorization 

process of upcycling products.  

 

The interviewees offered several strategies to tackle these doubts. Quality tests, warranty, 

certificates and seals could resolve the doubts about the production process. Showing the 

production process in journals or on a homepage would also help. Concrete descriptions, 

campaigns and advertising as well as making information more easily accessible were also 

mentioned.  

 

The Typical Consumer 

A projective technique was used to investigate the characteristics of the perceived typical 

consumer: He/she cares for the environment, is interested in sustainability and thinks of the 

next generations. What is more, the typical consumer is expected to be urban and - 

advantages disadvantages
1. helping the environment 1. old things / used

2. uniqueness 2. expensive

3. sustainability 3. low quality

4. reduce waste 4. durability

5. save resources 4. not everywhere available

5. more creative 5. no disadvantages

6.higher quality 6. production is not that easy & expensive

7. helping disabled people 7. no info about production process and materials

8. helping the local economy 7. no name products

9. against throwing away society 8. not that much too choose from

10. valorization of material 8. aesthetics

10. new artists can get known 8. uniqueness



 

 

according to some respondents - green or alternative.  Moreover, the 

typical consumer is open towards new things, embraces creativity and is interested in design 

and uniqueness. 

Respondents anticipate the age range of the typical consumer to be 20-40. Some expect the 

typical consumer to be female and justify their answer by their association of clothing with 

Upcycling. Since clothing implies shopping, the respondents automatically think of women as 

being the typical consumer of upcycling products. All the others argued that there is no 

gender difference. Thus, both men and women can be consumers, depending on the product 

category. Almost half of the respondents mention that the typical consumer is well educated, 

has an academic background and belongs to the middle-class. Respondents justify their 

answer by arguing that education is necessary to communicate the importance of 

sustainability and environmental protection. Moreover, a person having an academic 

background is likely to have a well-remunerated job which enables the person to earn 

enough money to purchase upcycling products. 

 

Willingness to Use 

In order to overcome the barrier of costs, participants were asked whether they would use an 

upcycling product they get for their birthday. 

Regarding the upcycling dress or T-shirt respectively the majority of the interviewees stated 

that they would wear it. However, some mentioned imperative conditions, like matching one’s 

personal style, being 100% hygienic, clean and made from healthy materials (see Citations 

3).  

As far as the upcycling bag made of coffee packages is concerned almost all consumers and 

half of the non-consumers would wear the bag. However, the majority of them noted that 

they would use the bag only for grocery shopping since most of them do not consider the 

coffee packages as very fashionable. Unsurprisingly, the majority of the male respondents 

would not wear it.   

Almost all respondents would install the tennis balls to hold their towels provided that it 

works, because they think the product is funny and creative. However, some interviewees, 

mainly non-consumers, simply do not like the style or think it is something for kids (see 

Citations 4). 

A snow shovel made out of old garbage bins would be used by almost all interviewees, if 

they would have to shovel snow. However, almost two thirds of our respondents say that in 

this case quality is a big issue. People are not sure whether the plastic garbage bins are 

made from is hard enough to fulfill its function as a snow shovel. The quality would have to 

be the same or superior compared to an ordinary snow shovel.  

 

Willingness to Pay  

Our respondents were asked for their willingness to pay for an upcycling compared to a 

normal product. The outcome varies only slightly among the different product categories. 



 

 

64% (dress/T-shirt), 50% (bag), 50% (tennis ball) and 56% (snow 

shovel) of our respondents are willing to pay more for the upcycling than for the normal 

version. However, for most of them the upper limit is +10% whereas some of our 

respondents argue that they would pay up to 20-30% more for the upcycling product. People 

justify their willingness to pay more for the upcycling product by saying that for them the 

upcycling version is more valuable because it is handmade, produced locally, creative, 

unique and of higher quality. Also people tend to pay more for upcycling products because of 

their conscience. Moreover, sustainability and eco-friendliness were given as reasons for a 

higher WTP.  

Among the reasons for a lower willingness to pay for the upcycling version were concerns 

about durability, reliability and functionality as well as design issues. Moreover, respondents 

stated they would do Upcycling by themselves. It was also mentioned that people might not 

be willing to pay more for the upcycling version because of being unfamiliar with the concept. 

The analysis suggests that consumers are willing to pay much more for an upcycling product 

than non-consumers. It seems that among all product categories women are willing to pay 

much more for the upcycling version than men.  

 

Psychological Ownership 

In order to evaluate the psychological ownership concerning upcycling products respondents 

were asked how much they agree with the following statements on a 5-point scale from 1= 

strongly disagree to 5= strongly agree. 

58% of the respondents disagree with the first statement: “If I go into an upcycling shop and 

see a dress/T-shirt I like, it somehow feels like being more MY dress/T-shirt than just ONE 

dress/T-shirt.” This indicates that if people enter a shop and find a dress/T-shirt they like, it 

still is just a simple dress/T-shirt. 

Concerning the second statement - “If I buy an upcycling dress/T-shirt it is NOT MY 

property.” - almost all of the respondents disagree because they feel like being the owner of 

the product. They justify their answer by saying that there is always someone designing and 

creating the products they own. 

 

7. Conclusion 

The study sought to identify the motives for purchasing upcycling products and their relative 

importance. It was found that most consumers and non-consumers (intuitively) feel positive 

about both the Upcycling concept and also about the products and tend to mention 

environmental protection and sustainability as a priority motive. However, these feelings 

might not materialize in a purchase, which seems to be a trend in green product consumption 

(Pereira Luzio and Lemke, 2013; Kim, 2011). Still a lot of people do not know about 

Upcycling that suggests the necessity of further education on the concept not only to raise 

awareness but also to avoid misconception and skepticism also suggested by (Hill and Lee, 

2012). It has been found that doubts about purchasing and using certain products seem to 



 

 

be stronger for some categories. This trend is also portrayed in the 

green products literature, and appears to be especially true for apparel-items, probably the 

biggest upcycling category (Hae, 2011).  Some articles suggest that generally people are not 

willing to pay premium prices for green products –or are only willing to do so by a small 

margin- which the research verified (Chan and Wong, 2012). The study has indentified the 

perceived target for upcycled products in line with findings and criteria of other papers 

(Roberts 1996), but some authors argue that socio-demographic variables are limited to 

describe the market of green consumers and suggest a different approach (Pereira Luzio 

and Lemke, 2013). 

 

8. Implications 

Managerial Implications for Marketing Managers 

Those who already have bought upcycling products have a better attitude towards Upcycling 

without any doubts as well as a higher willingness to pay and repurchase intention indifferent 

of any socio-demographic characteristic. Increasing the awareness and the availability of 

upcycling products allows enhancing initial purchase and enables the trend to become a 

sustainable market development. This communication should tackle doubts, for example by 

showing the production process, as well as give information about the advantages of 

Upcycling, such as sustainability and social production as well as uniqueness and creativity. 

On the basis of the findings of this study, further research can explore interesting issues. 

First, it is to be evaluated whether only the typical consumer or also a bigger audience can 

be targeted profitably. Moreover, with a sample representative for the target group the 

attributed importance of advantages, disadvantages and doubts concerning Upcycling and 

upcycling products can be assessed in order to optimize product features and positioning.  

Furthermore, the question does arise, whether these consumers first learn about Upcycling 

and then buy the products because they like the concept, or they like the products and buy 

them somewhere, and then learn about the concept in general. A combination of the two 

aforementioned varieties is also possible but one of them is plausibly dominating.  With an 

answer in hand marketers could better understand the purchasing behavior concerning these 

products and could market them more efficiently.  

 

Implications for Consumer Policy 

Governments might want to support this movement due to its social, ethical and economical 

value. The creation of a legal framework for industry standards, quality certificates and 

warranty can tackle doubts and show citizens that this is a desired development. Moreover, 

subsidies might enable solitary or only loosely associated artists, manufacturers and/or 

vendors to pool forces and develop a strong umbrella brand that enhances consumers’ trust.  



 

 

9. Limitations and Outlook 

Multiple translations might have slightly affected the results. Even though the interviews were 

held in the interviewee’s and interviewer’s mother tongue some connotations might have got 

lost by translating the answers into English.  

The fact that the interviews were conducted both face-to-face and via phone/Skype in order 

to outweigh total advantages and disadvantages of the former, namely enabling to observe 

the context accompanying the words but also bearing the risk of interviewer bias and socially 

desired answers, might have skewed the responses in some cases.  

The sample including mostly well-educated, middle-class respondents, more female than 

male interviewees and also Hungarian respondents to increase diversity is unrepresentative 

on any socio-demographic characteristic for the Austrian consumer market. The consumers 

interviewed were mostly people who stemmed from the social network of Veronika Stocker - 

thus nearly all were customers of “auferstanden” - which means that the findings could have 

possibly been richer if these respondents were recruited more diversely. Moreover, these 

respondents’ answers might be slightly biased at some questions because of the personal 

connection to the store and the owner. However, the main aim of a qualitative study is not 

representativeness and also the number of respondents within the sample was sufficient for 

the analysis.  

Due to several reasons, time and complexity being the most prominent ones, the content 

covered in the interviews and throughout the analysis only allows a glimpse into the multi-

facetted phenomenon of Upcycling. However, the findings of this study can serve as a basis 

for further research. All in all, Upcycling is an interesting trend with a potential of growing 

substantially within the upcoming years.  
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Appendix 

Interview Guideline 

 

Question 1 

This interview is about upcycling products. Most questions are open ended, and the more 

you tell us about your thoughts the better. There are no good or bad answers to the 

questions, and please feel free to interrupt if you would like to add or ask anything. Of 

course, your data will be handled anonymously. First of all, do you know what Upcycling is?  

 

IF YES  

How would you define Upcycling in your own words? Could you please summarize this in 

one sentence? 

 

IF NO (Interviewer gives the following explanation and examples.) 

Upcycling is about making something of value which would have been thrown away 

otherwise. It is the process of converting waste materials or useless products into new 

materials or products of better quality or for better environmental value. 

Examples of Upcycling:  

A gift bow made from an old magazine, a girl’s skirt made from a man’s shirt, ballet flats 

crafted from newspapers or a kitchen table made from salvaged barn wood. 

 

Question 2 

Have you ever bought an upcycled product?  

 

Question 3 

If you think about Upcycling what comes first to your mind?  

(Interviewer tries to get at least 5 associations.)  

Do these associations have a positive, negative or neutral meaning for you? (Interviewer 

goes through all associations) 

 

Question 4 

What do you think about Upcycling in general? 

 

Question 5 

Please imagine and then describe a typical consumer of an upcycled product.  

(Interviewer should make sure that respondent describes the person regarding age, gender 

and looks as well as education, profession, attitude (traditional/unconventional) & interests. 

Afterwards, the interviewer should ask for the reasons.) 

Why do you think the person would e.g. have a higher education? 

 



 

 

Question 2 continued 

IF YES 

You said you bought an upcycled product at least once. Do you remember what you bought? 

Where? With whom? Why? How likely is it that you buy this type of upcycling product again 

(Scale 1-5, 1=very unlikely, 5=very likely)? Which other categories are you interested in? 

How likely is it that you are going to buy one of these products (Scale 1-5, 1=very unlikely, 

5=very likely)?  

 

Are there other reasons why people would buy an upcycled product? 

Are there reasons why they would not? 

 

IF NO 

You said you never bought an upcycled product. Have you thought about buying one?  

IF NO 

Why haven’t you?  

IF YES 

Which kind of upcycled product have you thought of? Why haven’t you bought one 

already? How likely is it that you are going to buy it for real (Scale 1-5, 1=very 

unlikely, 5=very likely)? Which other upcycling product category would you be 

interested in? How likely is it that you are going to buy one of these? (Scale 1-5, 

1=very unlikely, 5=very likely)? 

 

Are there other reasons that would hinder people from buying upcycled products?  

Can you think of reasons why people would want to buy them or should buy them? 

 

Question 6  

What do you think are the motives of the average upcycling product customer to buy an 

upcycled product instead of a normal product with similar features?  

 

Question 7 

What are advantages/disadvantages of upcycling products?  

Why is this an advantage/a disadvantage? 

 

Question 8 

Do you have any doubts about upcycling products?  

 

IF YES  

Which ones? How could these doubts be relieved?  

 

 

 



 

 

Question 9  

Image it is your birthday and you get an upcycled product as a present.  

(Interviewer goes through the examples for all four categories, except the category for which 

the respondent already told his/her usage intention.) 

- Can you imagine wearing for example an upcycled dress/T-shirt? Why/why not?  

- What about an upcycled bag made out of coffee packages? Why/Why not? Would 

you only wear it for grocery shopping or also for meeting with friends? 

- Maybe you have already heard of tennis balls which serve as towel holder. Would 

you install them on your wall? Why/Why not? 

- There are snow shovels which are made out of old garbage cans. If you would have 

to shovel snow, would you use them? Why/Why not? 

 

Question 10 

Would you like old personal products to be upcycled, for example your favorite 10-year-old T-

shirt? 

 

Question 11 

Have you ever done some Upcycling at home? That is, are you using products in a way that 

could be referred to as Upcycling?  

IF YES  

Please give some examples. 

IF NO  

(Interviewer asks for specific examples: e.g. Pringles cans for spaghettis, shoe boxes for 

storage...) 

Are you using e.g. old shoe boxes for storage? 

 

Question 12 

(Interviewer asks the following questions for 2 pairs of products, i.e. for two categories) 

Imagine you have the choice between  

- A normal dress/T-shirt and an upcycled one, same style and quality. 

- A normal bag and an upcycled one, same style and quality. 

- A normal way of hanging towels and the tennis ball version. 

- A normal snow shovel and an upcycled one. 

Which version is in your opinion more valuable? Why? 

IF UPCYCLED 

Would you be willing to pay more? Why/ Why not? 

 

Question 13 

I will now read some statements to you. Please indicate how much you agree with them on a 

scale from 1 to 5, 1= you strongly disagree and 5= you strongly agree. 



 

 

- Please imagine going to a store that sells upcycled products and 

you see a bag/dress/T-shirt that you really like. How much do you agree with the 

statement: “This bag/dress/T-shirt somehow feels like being more MY bag than just 

ONE bag.” 

- “If I buy an upcycled dress/bag/T-shirt it is NOT MY property.”  

If I may show you another possible point of view: This has been created by an artist so 

some part of him/her is in that dress/bag/T-shirt as well. Is it still fully your property? 

 

Question 14 - Demographics 

Gender, age, place of origin, place of residence, occupation, annual income 

 

 

Respondent Demographics 

 

Nr. Gender Age Place of Origin Residence Occupation 
Annual Income 

(EUR) 

Consumers 

1 Male 24 Salzburg Vienna Student           7.000    

2 Male 25 Salzburg Salzburg Professional  Poker Player  very high  

3 Male 64 Carinthia Carinthia Retired  -  

4 Female 25 Austria Salzburg Jurist         30.000    

5 Female 31 Tyrol Vienna Merchant/Agent         30.000    

6 Female 31 Tyrol Vienna Marketing         27.000    

7 Female 31 Vienna Vienna Self-employed         18.000    

8 Female 32 Lower Austria Vienna Employee         28.000    

9 Female 32 Lower Austria Vienna Office Job + Tailor  -  

10 Female 33 Lower Austria Lower Austria Marketing         50.000    

11 Female 35 Vienna Vienna Entrepreneur  -  

12 Female 37 Czech Republic Vienna Workshop Owner         45.000    

13 Female 53 Hungary near Budapest Teacher         30.000    

14 Female 57 Germany Salzburg Psychologist  -  

       Non-Consumers 

15 Male 19 Carinthia Carinthia Student  -  

16 Male 26 Carinthia Vienna Employee  -  

17 Male 52 Carinthia Carinthia Restaurateur  -  

18 Male 57 Salzburg Salzburg Psychologist  -  

19 Male 63 Hungary Budapest Self-employed       300.000    

20 Female 19 Hungary Érd Student  -  

21 Female 24 Austria Salzburg Teacher         30.000    

22 Female 25 Hungary Budapest Marketing           8.000    

23 Female 25 Hungary near Budapest M.I.C.E. coordinator         10.000    

24 Female 51 Hungary Budapest Teacher           7.500    

25 Female 51 Carinthia Carinthia Doctor  -  

 

  



 

 

Citations 

 

Citations 1: Examples for definitions of Upcycling: 

“Upcycling means that you use products which would not be used anymore and make new 

products out of them." 1 

 

“Things that cannot be used in the initially intended way are reanimated.” 2 

“Upcycling means reuse or reutilization.” 3 

 

Citations 2: Examples for general impression of Upcycling: 

“It is a nice meaningful idea.” 4 

“Where it does make sense it is a good thing. It should not be done in every category, tried 

too hard to do from every trash something new only in order to make something upcycled.” 5 

“It is a really great thing which has become bigger in the last time.” 6 

“It is very meaningful and it is becoming more and more important since we do not want to be 

without any resources in the future.” 7 

 

Citations 3: Conditions for wearing an upcycling dress/T-shirt: 

 “I will wear the dress/T-shirt only if … 

… it fits my style and if I like it 8 OR 

… I am sure that its 100% hygienic and clean 9 OR 

… it is clean and not an unhealthy material.” 10 

 

Citations 4: Reasons for and against using tennis balls as towel-holders: 

"Yes, looks funny. Would only use it if it really holds the towel." 11 

“I would give it to my grandson. I do not think it would look aesthetical anywhere in this 

house.” 12 

                                                           
1 Respondent 1, consumer, male, 24 years old, student, Salzburg 
2 Respondent 9, consumer, female, 32 years old, shop owner, Lower Austria 
3 Respondent  12, consumer, female, 37 years old, workshop owner, Czech Republic 
4 Respondent 14, consumer, female, 57 years old, psychologist, Germany 
5 Respondent 5, consumer, female, 31 years old, agent, Tyrol 
6 Respondent 12, consumer, female, 37 years old, workshop owner, Czech Republic 
7 Respondent 11, consumer, female, 35 years old, entrepreneur, Vienna 
8 Respondent 11, consumer, female, 35 years old, entrepreneur, Vienna 
9 Respondent 22, non-consumer, female, 25 years old, Marketing, Hungary 
10 Respondent 24, non-consumer, female, 51 years old, teacher, Hungary 
11 Respondent 11, consumer, female, 35 years old, entrepreneur, Vienna 



 

 

“No, I do not like it, that is for kids.” 13 

“I prefer a normal hook.” 14 

 

                                                                                                                                                                                     
12 Respondent 19, non-consumer, male, 63 years old, self-employed, Hungary 
13 Respondent 21, non-consumer, female, 24 years old, teacher, Salzburg 
14Respondent 18, non-consumer, male, 57 years old, psychologist, Salzburg 


