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[Abstract]

This study aims to explore the perceptions of MZ‘s on eco-friendly consumption and their
preferences for eco-friendly souvenirs. The top reasons for buying upcycling products include design,
price, differentiation, and environmentalism, with design having the most influence on product purchase.
Design is also a top consideration when buying upcycling souvenirs. Regarding environmental issues,
they were most aware of the seriousness of environmental pollution and thought that recycling of
fashion products was necessary. When it comes to eco-friendly fashion purchasing behaviors, the most
common choice is to buy clothes that will last longer than those that are in fashion. Upcycling
products are more likely to be purchased when there is a concern for the environment or an interest in
eco-friendly products. In addition, those who have purchased upcycling products are more likely to be
aware of and interested in eco-friendly fashion products and recycling of fashion products. Women are
more likely than men to be concerned about environmental issues, and women are also more likely to
be aware of upcycling souvenirs. In future research, it would be useful to study the relationship

between upcycling products, environmental issues, consumer behavior, and upcycling souvenirs.
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I. Introduction
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II. Theoretical Consideration

1. MZ generation’s Characteristics and

Consumption
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2. Eco-friendly Fashion Brands
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Fig. 1. Eco—friendly Brands

ITII. Study Methods

1. Subjects of Study
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Table 1. General Characteristics of Subjects
Division N %
Male 87 453
Gender
Female 105 54.7
18 6 3.1
19 30 15.6
20 a2 21.9
21 31 16.1
Age 22 33 17.2
23 26 13.5
24 12 6.3
25 6 3.1
26 6 3.1

2. Organization of the Questionnaire
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3. Data Analysis
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IV. Results

1. Purchase Experience and Usage of

Upcycling Products

_ Y13y 9B Tord Bgs une 2 Yo
AlE= Folgh Fdol e 97t 97%(50.5%)011
T, 70} ol gl A9t 95 Uﬂ<4 5%)0.2 0} 3
o It A9e} g eIt yhto 2 At o)
Vs 040] Ol‘— 04}\}0]33/] T\]EJ] ng_ % }\:ﬂ-o] 42131
(43.3%)0.2 713} BEe. 710 2 BAEQIr) t}eo 2 o=
of mOx} 77t 24%(47%), QElol 4F 22
(22.7%), X7+ 19H(19.6%), D& 127(12.4%), AlEtat ok
Aot Z7F 5%(5.2%), 71EFE 179(1.0%)9] o]t
Table 2. Purchase Experience and Usage of Upcycling
Products
Division N %
Purchase Yes 9 505
experience No 5 49.5
Total 192 100.0
Clothes 24 247
Bag 42 433
. Interior item 22 22.7
Purchasg items Pencil case 12 12.4
rg‘gg(';']ps'js Pouch 24 | 247
N=97) Shoes 5 5.2
Wallet 19 19.6
Apron 5 5.2
Other 1 1.0
Environmental protection 19 17.1
Good design 59 53.2
Purchase reason | Cheap prices 24 21.6
(Multiple Trend 12 10.8
responses Differentiation 20 18.0
N=111) Gifts 13 1.7
Recommendation 1 0.9
Others 4 3.6
Freitag 99 51.6
) Eco party echoes 7 3.6
Upcycling brands SSory 2 10
you know Reblank 10 5.2
(Multiple Crown root 2 1.0
responses -
N=192) Small action 3 1.6
Other 21 10.9
Don’t know 64 33.3
Very dissatisfied 2 2.1
dissatisfied 3 3.1
Quality satisfaction | Normal 32 33.3
(Experienced user) | satisfied 36 375
Very satisfied 23 240
Total 96 100.0
Intent to reuse Yes 87 91.6
(Experienced user) No 8 8.4
Total 95 100.0
Yes 138 80.7
Intent to purchase | No 33 19.3
Total 171 100.0

*Excludes non-responses
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2. University and Tourism Souvenir Purchase
Experiences and Perceptions

stuot Ty 71 EE o) A A Aut J1dEe
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| i A9 5990002 ekt 2okt /1
o $R2L W4\ 02)7} 84%(632%)0] 0, ThO2 3
89(21. %) 71e} 2275(16.5%), Bl = 16%5(12.0%), of
U 15%(11.3%), &0 10%(7.5%), 2At 5%(3.8%) &
of golgick. JIdES ot olg FdoR I} 71
SE34%)2 Y WSkR, TS0 T RojAgt A 4
QoA 7L 48%(36.1%). TiAQlol  ofmiA 7} 37
(27.8%). “4B37] SN 7L 24(18.0%), 7IE} 33

D-II:I

N
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(2.3%), "LR3NA'7F 15(0.8%)2] <02 BNt
71E9E AHZIECRE HATIo] 99%(55.0%) 0.2 7t

A} ook} theo gl A%} 7HR| 5199(28.3%), =E3t 36
(20.0%), 717 35%(19.4%), 4874 30%(16.7%), A1}
A s *}3 239(12.8%), =X 123(6.7%), AAF 9o
(5.0%)2] 202 BAglolct 7|Edzo] AMAsIch A7t}
L JpA-E= 10,0009 ©o]A} 30,0009 Ojgto] 1299
(68.3%)0.=2 7P Wy, o522 10,0009 09t 455
(23.8%). 30,0009 ©]4} 50,0009 U9t 15%(7.9%)2] <
O UERiT 7d£0] Mg MiAto gL TxjAio] 78T
(41.3%) 02 7P Wokal, tgoz A9 timAio] 609
(31.7%), TAEL AMAfo] 577(30.2%), =M A”o] 99
(4.8%), & AlEo] 69(3.2%), B AL 53(2.6%)°
40]9iti<Table 3>.

Table 3. University and Tourism Souvenir Purchase
Experiences and Perceptions

Division N %
Souvenir purchase Yes 133 69.3
experience No 59 307
Total 192 100.0
T shirts 16 12.0
Souvenir purchase | Key ring 84 63.2
items Handkerchief 10 7.5
(Multiple Eco bag 15 1.3
responses Cup 28 211
N=133) Hat 5 3.8
Other 22 16.5
. Celebrate 71 53.4
Souvenir purchase Pretty 37 278
(Itllejlfi(;?e Uniqueness 48 36.1
responses N.ecessity 1 0.8
N=133) Gifts 24 18.0
Others 3 2.3
Design 99 55.0
) ) Price 35 19.4
Souvenlr sglechon Uniqueness 3% 200
(E/Irlljtlfi”? Regional materials 23 12.8
ple Practicality 30 | 167
responses -
N=192) Collectible value 51 28.3
Color 9 5.0
Quality 12 6.7
Less than 10,000 won 45 238
Over 10,000 won less than
Souvenir price 30,000 won 129 68.3
point Over 30,000 won less than 15 79
50,000 won '
Total 189 100.0
Neutral colors 78 413
Pastel colors 57 30.2
Preferenge color Red colors 5 26
rgggtl;[:)slss Blue colors 6 3.2
N=192) Gregn colors 9 4.8
Regional colors 60 31.7
Others 6 3.2

*Excludes non-responses
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Table 4. Perception of Upcycling Souvenirs

Division N %
Yes 126 65.6
Willingness to bu
upcycl?ng souvenirys No 66 34.4
Total 192 100.0
Environmental protection 43 34.1
) ) Design 58 46.0
U.pcyclmg souvenirs [Tpco 22 175
|mporta.nt factors Trend 1 08
to CO’LSL:;’ii; when Valve 33 | 262
(Multiple responses Pract|c.al|ty 30 23.8
N=126) Collectible value 29 23.0
Color 2 1.6
Quality 9 7.1
Because it's not new 12 19.4
Upcycling souvenirs | It's not new, but it's cheap. 18 290
reasons not to buy | It's not worth it as a
} ) 13 21.0
(Multiple responses souvenir.
N=62) Because it's ugly. 10 16.1
Other 11 17.7
Banner 43 22.8
Materials for Waste net 10 53
upcycling souvenirs | Beverage bottle 18 95
(Multiple responses | Waste clothing 81 429
N=189) Plastic bottles 44 233
Waste leather products 62 328
Neutral colors 107 55.7
) ) Pastel colors 60 31.3
Upcycling souvenirs Red colors 2 21
color preferences Blue colors 8 42
(Multiple responses
N=192) Green colors 10 5.2
Regional colors 46 240
Others 5 2.6
T shirts 22 11.5
Key ring 57 297
Handker chief 18 9.4
Eco bag 65 33.9
. . Cup 27 14.1
Upcycllptg souvenirs |-y 12 53
items :
(Multiple responses Ln;:zlifl)rcgsrzps 583 297';
N=192) .
Pouch 36 18.8
Shoes 5 2.6
Wallet 25 13.0
Apron 8 4.2
Others 7 3.6
It shquld be cheaper than 97 505
traditional souvenirs
It shquld resemblg a 62 323
traditional souvenir
Upcycling souvenirs | It's okay to be a little more
affordable price expensive than traditional 20 10.4
souvenirs
Regard.less .of existing 13 68
souvenir prices
Total 192 100.0
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7 229(17.5%), ZA 9%(7.1%), A 29(1.6%), 838 1
H(0.8%)] o]tk Atol 2 71EFol gt ool
o] gl o= Al AlEo] ofdol& 71Ho] BIRA 7}
18%(29.0%) 0.2 714 wigry, tke o2 JjdZ o2 Jix]
7F QolA 7t 13%(21.0%), Al Al&o] ohetA’ 7} 127
(19.4%), "TIRIQIo] QF ofwix{'7} 10%(16.1%), 7]1&t 117
(17.7%)9] <0]9jc}.

ArtolZH 71EF o2 At Mg tislii= HolF
7} 8178(42.9%) 0.2 7V W2 25 AX[SI: thgo®
+ HVHs Al 6278(32.8%), HIER 447(23.3%), A2t
439(22.8%), <241 189(9.5%), M 12 10%(5.3%)9]
oIt FAtel2R 71EFY] As Ao 2= FAAo]
107%H(55.7%) 02 7P 9oy, treoz mAEl 609

(31.3%), A1 tHEAR 467(24.0%), =M AlE 10H(5.2%),
13 AE 8%(4.2%). W AL 4(2.1%)9) 2olch
WMoY J1EEY olofozt ofaMo] 65
(3B.9%)02 Jbg BokL, chgoz Wym 57y
(29.7%), <QlE2]jo] A= 53%(27.6%), LA 369

(18.8%), A 27‘34(14 1%), A7 25%(13.0%)2] <=0]Jct.
o] 2jofle 57, &, BAL Aot Al 5ol L9l
Aol 2% 7]%‘34 79.’5? 7}74:4101] disliAle 718 71
8o} Moo} gtk + 73971 9778(50.5%)
2 7Pg Y9, thgoe )E JjdEa) slasr gl
6278(32.3%), 71& 7I'dEEH Oa vRE W 207
(10.4%), 71& 7I'dE 711} AHelet 1373(6.8%)9] <
0]9iC}H<Table 4>.
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3. Environmental Awareness and Consumption
Behavior
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Table 5. Awareness of Environmental Issues

Division M SD
Concern for the environment in general 3.36 0.83
Interest in eco-friendly products 3.18 0.84

Recognize the seriousness of environmental

; 433 0.64
pollution on a global scale

Human awareness of living in harmony with nature | 4.29 0.68

Awareness of the serious crime of pollution 4.09 0.76

Awareness of increased media coverage of

) . 4.10 0.77
environmental pollution

Awareness of stronger regulation of polluters 414 0.81

Awareness of contributing to the preservation
of the environment by purchasing eco-friendly 3.74 0.92
products

QIA(3.88), THAAIES] ZHRI® &Ao] thgh Q1AI(3.73),
stul, AHRFEAA BAAIF M-, ARGl TRt
-5 2/gete] B ad(3.65) ol thal vlaA] &2 <14
2 7FRIAL Agich Z2iu iAdRlE ) Al 0] lA]
© 9T= 1ske A=2.81), A il dF AlE
S/00 tiet AR =(2.79), A T FF BAE] of
Sh QIR =(2.66)= H2 Aoz #AQITable 7>.

Table 7. Awareness of Eco-friendly Fashion Products

Awareness of the need to strengthen legal Division M SD
regulations to encourage companies to develop | 3.71 0.95 Awareness of eco-friendly fashion brands 266 | 1.04
eco-friendly products Awareness of product features of eco-friendly fashion 279 101
Awareness of prioritizing environmental issues 357 102 products ) )
even at the expense of economic development ) ) Consideration of environmental impact of fashion
281 1.09
Total 3.85 0.57 purchases
saelzceesptlons of fashion products as expressions of 373 | 078
A I AH] SBES AmEH, Aj2hgo| TSt Need for schools, consumer organizations to promote | - .o | ( o1
- ducation on recycling and reusing fashion products ’ ’
2o B A5l A O A} = OH o e
)ie w —r‘7‘]°}1_. 0T7} 4.28=% 7}0 ﬁ/"\q‘ ] Q‘IOﬂ Awareness of recycling in fashion products 399 | 0.77
7}7)}% 713] o]% }\] x}ﬁ}]]_} TH o]_g_(404)‘ %‘%E-]% Awarenes§ of the social waste. in the production and 388 | 089
- Lo - . = . ° N consumption of current fashion products
AFESH] 42 Al BUEE M 5(4.03) 59 P52 Total 336 | 0.63
o st Aoz BAEIQT. S42L US o Fof o
= = xS i i 3 o - fe) =
T 7H=3F Ur)R] 94e(3.88), O of2o|ut 29 AL AR dxE odsS AmEH, [shke
- - o A o = o
Py 2es Ay 2F0R WE(382), E2 wAo  REH o 95 & = X2 HHshks Be7t 3652
LR|Z o|HAIZ MF-L3H3.77), YLABS Hofsh= H M w2 Ao FAERITE o] o= Fegof FHEol]

& EAlES #Usk=(3.70) 59 BE2 BEoz LEt
wh T8} 220t B2 JKT A LH2.94)
U] 852 AHESIR] 94=(2.87) 52 ASHA] e AL
2 BAE9ltkkTable 6>.

Table 6. Consumption Behavior of Environmental Issues

Division M SD
Avoid disposables 2.87 0.95
Recycle what you can 4.28 0.78
Recycle leftover notebooks or papers into lined 377 096
paper, etc.
Turn off your monitor when you're not using your 403 1.06
computer

Keep your heating and cooling to the right
temperature for a hot summer or cold winter

Bike or walk for short distances 4.04 0.98
Eat as little as possible, and leave as little as

3.82 0.94

possible behind 3.88 0.95

If .you sell refillable products, then redeem 370 104

refillable products

Bring a water cup or tumbler with you 2.94 1.25
Total 3.70 0.58

4. Perceptions and Purchase Behavior of
Eco-friendly Fashion Products
A& midrgol digh Ale A 2, midxE
o] zf&-go] gt Q1xlo] 3.992 71} =9ith o] Qo=
et 22 T AR ALt ATt Ate]A FH]el=

U 3-H2.84), AHESIA]

upAtelof] 7| Rshs 73-2.67),
Hojo] ThA] AR 73-2(2.61), 7HA0] BREEtE
Q1 O 7E Fulishs 742.57), YAl % &

TAN T2 252 AjEests H9(2.39)
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Table 8. Eco-friendly Fashion Purchase Behavior

Division M SD
Choose clothes that will last longer than what's in 365 | 0.98
style
Make a plan and buy only the clothes you need 3.41 1.06
Buying used clothes if you like the product 322 | 1.18
Buy eco-friendly clothing, even if it costs a little more | 2.57 | 0.99
Long-lasting, even if it's out of style 344 | 0.99
Alter your clothes when they don't fit due to changes
j 284 | 1.14
in body shape
Sew up loose clothing or socks and reuse them 2.61 1.17
Repair and repurpose unworn clothes 2.38 1.09
Donate unused clothes to welfare centers, flea 267 | 109
markets
Don't buy fur or leather products 3.37 1.18
Total 302 | 0.63
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5. Differences in Awareness of Environmental

Issues, Awareness of Eco-friendly Fashion

Products, and Purchase of Fashion Products

Based on Experience Purchasing Upcycling

Products
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Table 9. Differences
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Based on Experience with Upcycling Products

Foll Thet <«

Tl_. <a

¢

(¢}

Awareness

Division

Yes
(N=97)

No
(N=95)

M SD

M SD

Concern for the environment in general

3.57 0.80

3.16 0.82

3.50™

Interest in eco-friendly products

3.37 083

2.98 0.81

3.30"

Recognize the seriousness of
environmental pollution on a global scale

4.33 0.67

433 0.61

0.04

Human awareness of living in harmony
with nature

4.26 0.68

432 0.69

-0.59

Awareness of the serious crime of
pollution

4.13 0.74

4.05 0.78

0.74

Awareness of increased media coverage
of environmental pollution

4.08 0.81

412 073

-0.30

Awareness of stronger regulation of
polluters

4.08 0.83

4.19 0.80

-0.91

Awareness of contributing to the
preservation of the environment by
purchasing eco-friendly products

3.78 084

3.69 0.99

0.67

Awareness of the need to strengthen
legal regulations to  encourage
companies to develop eco-friendly
products

3.67 0.97

3.75 0.93

-0.56

Awareness of prioritizing environmental
issues even at the expense of economic
development

3.55 1.04

3.60 0.99

-0.36

Total

3.88 0.60

3.82 0.53

0.78

“p<.01
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Table 10. Differences in Perceptions of Eco-friendly
Fashion Products Based on Experience Buying
Upcycling Products

Yes No
Division (N=97) (N=95) t
M SD| M SD

Awareness of eco-friendly fashion brands|3.05 1.02|2.26 0.89|5.69™
Aware.ness of product features of 309 094|247 099 4.46™
eco-friendly fashion products
Con5|d§rat|on of environmental impact 310 105|251 105|395
of fashion purchases
Percept.|ons of fashion products as 377 0731349 083| 070
expressions of values
Need for schools, consumer
organizations to promote education on|3.76 0.91|3.54 091| 1.72
recycling and reusing fashion products
Awareness of recycling in fashion 410 076|387 076| 2.09"
products
Awareness of the social waste in the
production and consumption of current|4.01 0.85(3.74 0.91| 2.15
fashion products.

Total 356 .62 3.15 58 |4.64™

“p<.05, **p<.001

Table 11. Differences in Eco-friendly Fashion Purchases
Based on Experience with Upcycling Products

Yes No
Division (N=97) (N=95) t
M SD| M SD

Choolse Flothes that will last longer than 359 102|371 093] -083
what's in style
Make a plan and buy only the clothes 325 105|357 105|-212"
you need
Buying used clothes if you like the 331 1171314 119 101
product
Buy eco-friendly clothing, even if it costs 271 1111243 85| 196
a little more
Long-lasting, even if it's out of style| 3.35 1.05|353 .92 | -1.23
Alter your clothe§ when they don't fit 289 1141280 1.14| 052
due to changes in body shape
Sew up loose clothing or socks and 273 1191249 115| 140
reuse them
Repair and repurpose unworn clothes| 2.54 1.16[2.21 1.00| 2.08"
Donate unused clothes to welfare 294 1111239 100|360
centers, flea markets
Don't buy fur or leather products 3.28 1.25|3.46 1.10| -1.09

Total 3.06 0.67]297 059| 0.93

“p<.05, ""p<.001
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. . . xSk %, TR 7zl AL £uE olgote
6. Differences in Awareness of Environmental ) .
. . s, A2 e T Yol Uu IR U W5, B
Issue, Consumption Behavior Related to ]
. Zolu EE8E 7L ty& FsolM= Fdat o4d
Environmental Issues, Awareness of :
Atolof] Felujgt Afolg UERA] QiTi<Table 13>

Eco-friendly Fashion Products, and Purchase

of Fashion Products by Gender
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Table 12. Differences in Awareness of Environmental
Issues by Gender

Male Female
Division (N=87) (N=105) t
M SD| M SD

Concern for the environment in general| 3.17 0.85|3.52 0.79 |-2.97"
Interest in eco-friendly products 3.00 0.86|3.32 0.80 |-2.69"
Recognize the seriousness of
environmental pollution on a global |4.11 0.60|4.50 0.62 |-4.41™
scale
Hyman awareness of living in harmony 416 0751439 061 |-234"
with nature
Awareness of the serious crime of

; 398 0.8214.19 0.69 | -1.95
pollution
Awareness of |n.creased media . 392 0801425 072 |-3.00
coverage of environmental pollution
Awareness of stronger regulation of 398 088|427 074 |-249"
polluters
Awareness of contributing to the
preservation of the environment by |3.55 0.96|3.90 0.85 |-2.62""
purchasing eco-friendly products
Awareness of the need to strengthen
legal regulations to encourage companies| 3.39 1.03|3.97 0.79 |-4.32™
to develop eco-friendly products
Awareness of prioritizing
environmental issues even at the 325 1.10|3.84 0.86 |-404™
expense of economic development

Total 3.65 0.59[4.02 0.50 |-4.63™

*p<.05, “p<.01, " p<.001

Table 13. Differences in Consumption Behavior of
Environmental Issues by Gender

Male Female
Division (N=87) (N=105) t
M SD| M SD
Avoid disposables 276 105|297 0.86| -152
Recycle what you can 415 0.87|4.38 0.68|-2.06"
Recygle leftover notebooks or papers 344 101|404 083 |-445™
into lined paper, etc.
Turn off your monitor when you're not .
Leing yOler computer y 3.85 1.20(4.18 0.92|-2.11
Keep your heating and cooling to the
right temperature for a hot summer|3.76 1.00|3.88 0.90| -0.86
or cold winter
Bike or walk for short distances 394 1111411 086 -1.18
Eat as little a.s poss@le, and leave as 401 0981377 091| 175
little as possible behind
If you sell reﬂllable products, then 351 1101386 097|-236"
redeem refillable products
Bring a water cup or tumbler with you|2.87 1.31|3.00 1.21| -0.69
Total 3.59 0.64|3.80 0.51|-2.54"

"p<.05, *"p<.001

Table 14. Differences in Perceptions of Eco-friendly

Fashion Products

Male Female
Division (N=87) | (N=105) t
M SD| M SD
Awareness of eco-friendly fashion brands|2.49 1.16/2.80 .90 |-2.01"
Aware.ness of prgduct features of 264 1111290 90| -176
eco-friendly fashion products
Con§|derat|on of environmental impact of 259 1051299 109| -2.60"
fashion purchases
Percept.|ons of fashion products as 370 941376 61| -052
expressions of values
Need for schools, consumer organizations
to promote education on recycling and|3.47 1.01/3.80 .80 |-2.46"
reusing fashion products
Awareness of recycling in fashion 385079410 73|-232"
products
Awareness of the social waste in the
production and consumption of current|3.66 0.91(4.06 .83 |-3.19™
fashion products.
Total 3.20 .69 |3.49 55 |-3.22"

"p<.05, “p<.01



160

Journal of The Korea Society of Computer and Information

Table 15. Willingness to Repurchase Upcycling
Products by Gender
unit: N(%)
Division Male Female X

Willingness to Yes 44 (64.7) 94 (91.3)

Repurchase No 24 (35.3) 9 (8.7) 18.55™

Upcycling

Products Total 68 (100.0) 103 (100.0)
“**p<.001

Table 16. University and Tourist Souvenir Buying
Behavior by Gender
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Table 17. Perceptions of Upcycling Souvenirs by Gender

unit: N(%)
Division Male Female X
Souvenir | Yes 54(62.1) | 79(75.2)
purchase |No 33(37.9) 26(24.8) | 3.87°
experience |Total 87 (100.0) | 105 (100.0)
Souvenir T shirts 5(9.3) 11(13.9)
purchase Key ring 31(57.4) 53(67.1)
items Handkerchief 5(9.3) 5(6.3)
(Multiple Eco bag 8(14.8) 7(8.9) -
responses | Cup 12 (22.2) 16 (20.3)
N: Male=54, fij5¢ 2(3.7) 3(3.8)
Female=79) Ioiher 8(148) | 14(17.7)
Souvenir |Celebrate 25 (46.3) 46 (58.2)
purchase | Pretty 14(25.9) 23(29.1)
reason Uniqueness 21(38.9) 27(34.2)
rg‘::{';']ps'ees Necessity 0(0) 1(1.3) -
N: Male=54, Gifts 12 (22.2) 12(15.2)
Female=79) |Others 0(.0) 3(3.8)
Design 35(44.9) 64(62.7)
Souvenir Price 15(19.2) 20(19.6)
selection Uniqueness 17 (21.8) 19(18.6)
criteria Regional materials 13(16.7) 10(9.8) ~
(Multiple | Practicality 12 (15.4) 18(17.6)
responses | Collectible value 21(26.9) 30(29.4)
N=192) " Color 5(6.4) 4(3.9)
Quality 5(6.4) 7(6.9)
Less than 10,000 won| 18(21.4) 27(25.7)
Over 10,000 won less
S.ouven?r than 30,000 won 56 (66.7) 73(69.5) 011
price point |Over 30,000 won less ’
than 50,000 won 10(11.9) 5(48)
Total 84 (100.0) | 105 (100.0)
Neutral colors 41 (48.8) 37(35.2)
Preference |Ppastel colors 19 (22.6) 38(36.2)
color  IReqd colors 101.2) 4(38)
(Multiple Blue colors 1(1.2) 5(4.8) -
responses
N: Male=84, Green colors 2(2.4) 7(6.7)
Female=105) | Regional colors 23(27.4) 37(35.2)
Others 3(3.6) 3(2.9)
*p<.05
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unit: N(%)
Division Male Female X
Willingness |Yes 45 (51.7) 81(77.1)
to buy No 42 (48.3) 24 (22.9) 1363
upcycling ’
souvenirs Total 87(100.0) | 105 (100.0)
Upcyclipg Envir.onmental 1 (24.4) 32(39.5)
souvenirs |protection
important |Design 22 (48.9) 36 (44.4)
factors to |Price 6(13.3) 16(19.8)
consider Trend 0(.0) 1(1.2) B
when buying |Value 8(17.8) 25(30.9)
(Multiple Practicality 7 (15.6) 23(28.4)
responses |Collectible value 10(22.2) 19 (23.5)
N: Male=45, |Color 1(2.2) 1(1.2)
Female=81) |Quality 4(8.9) 5(6.2)
Upcycling | Because it's not new|  8(20.0) 4(18.2)
souvenirs . —
reasons not It's not new, but it's 12 (30.0) 6(27.3)
to buy cheap. - B
(Multiple It's not.worth itas a 9(22.5) 4(18.2)
responses | SQuUvenir.
N: Male=40, |Because it's ugly. 5(12.5) 5(22.7)
Female=22) |Other 7 (17.5) 4(18.2)
Materials for |Banner 15(17.4) 28(27.2)
upcycling | Waste net 4(4.7) 6(5.8)
SOUVeNIrS | Beverage bottle 6(7.0) 12(11.7)
(Multiple - -
responses Wastg clothing 35(40.7) 46 (44.7)
N: Male=86, Plastic bottles 19 (22.1) 25(24.3)
Female=103) |Waste leather products| 27 (31.4) 35 (34.0)
Upcycling | Neutral colors 49 (56.3) 58 (55.2)
souvenirs | Pastel colors 18(20.7) 42 (40.0)
color  [Red colors 0(.0) 4(3.8)
pr(i/flirlsglcees Blue colors 3(3.4) 5(4.8) -
responses Green colors 3(3.4) 7(6.7)
N: Male=87, |Regional colors 19 (21.8) 27(25.7)
Female=105) |Others 1(1.1) 4(3.8)
T shirts 9(10.3) 13(12.4)
Key ring 25(28.7) 32(30.5)
Handker chief 4(4.6) 14 (13.3)
Upcycling Eco bag 36 (41.4) 29 (27.6)
souvenirs | CuP 12(13.8) 15(14.3)
items Hat 4(4.6) 8(7.6)
(Multiple  |Interior props 22 (25.3) 31(29.5) -
responses | Pencil case 2(2.3) 16 (15.2)
N: Male=87, [pgych 8(9.2) 28(26.7)
Female=105) I gp es 2(2.3) 3(2.9)
Wallet 8(9.2) 17 (16.2)
Apron 1(1.1) 7(6.7)
Others 2(2.3) 5(4.8)
It should be cheaper
than traditional| 52 (59.8) 45 (42.9)
souvenirs
It should resemble a
Upcyclipg trasdi?ioial zouvbenir 22(253) 40(38.1)
souvenirs ; - 5.97
affordable It's okay to bg a little
. more expensive than 7(8.0) 13(12.4)
price o )
traditional souvenirs
Regardlgss of existing 6(6.9) 7(6.7)
souvenir prices
Total 87 (100.0) | 105 (100.0)
"*p<.001
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Table 18. Impact on Future Intent to Purchase
Upcycling Products

Division B S.E. Wald daf Exp(B)
Environmental awareness | .11 A9 .05 1 1.12
Consumption behaviors
related to environmental 14 .50 .08 1 1.15
issues
Recqgnlze eco-friendly 195 51 1437 1 704
fashion products
Eco-friendly fash|on 01 45 00 1 101
purchase behavior

(Constant) -5.79 1.92 9.12 1 .00
Nagelkerke R?=.36, Hosmer & Lemeshow’s conformance:
X=5.84(df=8)

% Intention to purchase upcycling products in the future: None=0,
Yes=1 ""p<.001
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