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What I love most about upcycling can be summed up in 

that bag: the resourcefulness, the imagination, the value 

added and created, the innovation, the opportunity 

identified and the story it holds. 

 

- Lynn Haughton, The Upcycle Movement 
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ABSTRACT 

The purpose of the present paper is to gain an understanding of the phenomenon of upcycling, while 

exploring young consumers’ perception on upcycled products. Although the upcycling practice is a 

growing trend which has been studied in the past few decades, existing studies have shed light primarily 

upon the phenomenon intended as a personal, at-home project. Limited research investigated upcycling 

as a commercial practice from a consumer perspective, hence the topic is worthy of more consideration.  

This exploratory study uses a qualitative method: semi-structured interviews conducted with young 

consumers who belong to the Millennial generational cohort (aged 25 to 40 years old today) and live 

permanently in the greater Copenhagen area, Denmark. This paper pinpoints some of the factors that 

determine young consumers’ intention to choose upcycled products, their perception of the value and 

quality of this kind of products, as well as tailored branding implications.  

Primary findings of this study indicate that, within the selected sample, the sustainable nature of upcycled 

products only partially contributes to the intention to purchase. Other factors, such as social and cultural 

influences, products’ quality, uniqueness, scarcity were found to be relevant. The story behind upcycling 

brands appears to stimulate the curiosity of young consumers. Therefore, this research suggests that it 

should be leveraged through appropriate branding strategies. 

By providing exploratory insights on consumers’ perception and motivations to purchase upcycled 

products, this study contributes to the consumer behavior literature, as well as the growing circular 

economy and upcycling related literature. The exploratory essence of this research can serve as a starting 

point for further research on the perception of upcycled products including moderating variables such as 

culture and product category. Finally, the provided insights of the present study bring forward branding 

implications of this novel practice, which yields a basis to conduct further research on branding strategies 

for upcycled products.  
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1 INTRODUCTION 

 

1.1 Background 

The impact of consumption on climate change and the balance of natural ecosystems is increasingly more 

evident. Consumers are becoming aware of the need to embrace more sustainable production and 

consumption choices. This urge has been further spotlighted by the Sustainable Development Goals 

promulgated by the United Nations (SDGs), which present ‘Responsible Production and Consumption’ 

(SDG#12) as a part of an agenda to ensure prosperity and preservation of the planet (United Nations, 

2020). 

Due to the fact that consumption patterns are both the cause and the solution to environmental problems 

such as climate change, ecosystem collapse and the accumulation (WWF, 2020), the topic has been a 

great part of discussions around sustainable development (Michaelis & Lorek, 2004). According to 

Michaelis & Lorek (2004), one of the major matters is the increasing number of resources required to 

cover the growth in consumption, and the question to be answered is: “Does sustainable consumption 

mean consuming less, consuming differently, or some combination of the two?”.  

From a consumer behavior perspective, consumers choosing “green consumption” have been believed to 

take into consideration the environmental consequences of their choices and aim for sustainable 

development (Webster, 1975). “Green consumption, like all consumption, is a thoroughly social and 

cultural matter (Fuentes, 2014, .p. 106). In fact, in light of consuming “green”, the consumption of meat 

has been decreasing during the past decades, while vegan /vegetarian diets have increased. Specifically, 

for one of the largest supermarket chains in Denmark, the sales of vegetarian products from 2009 to 2019 

increased by almost four times (Statista, 2020). 

The practice of upcycling is regarded as a potentially viable option to promote sustainable production 

and consumption. More specifically, upcycling has been conceptualized “as a process in which waste 

materials are converted into something of higher value and/or quality in their second life. It has been 

increasingly recognized as a promising means to reduce material and energy use” (Sung, 2015). 
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1.2 Problem formulation 

The principle at the core of upcycling, namely repurposing and repairing components and products, is a 

practice that consumers have been implementing throughout the years (Singh, Sung, Cooper, West, & 

Mont, 2019). During World War II, the US government launched a campaign that aimed to promote 

cautious consumption (Witkowski, 2003). Based on the fact that resources (including nourishment) 

where in short supply, the campaign encouraged citizens to collect and reuse parts of products that 

otherwise would have been wasted (ibid). Some examples are the recycling and reusage of aluminum 

cans, and the upcycling of waste fats in order to create explosives.  

The ad-hoc, at-home upcycling is a practice that is continued until today by consumers in developed 

countries as a creative process, part of a hobby, such as upcycling IKEA furniture pieces in order to 

create a new object (Bridgens et al., 2018). In addition to the upcycling practice done by individuals at 

home, the concept has gained popularity among businesses, which has also consequently increased the 

number of researches conducted on the topic (Sung, 2015).  

Companies are becoming increasingly familiar with circular economy and they are starting to envision 

the potential of upcycling practices for reducing environmental impact and achieving competitive 

advantage (Singh et al., 2019). One can find start-ups founded with the vision of producing goods through 

upcycling processes, small enterprises and creative industries looking for new opportunities as well as 

established companies that aim to leverage this trend by integrating circular economy strategies in their 

business models.  

The objective of this project is to investigate the concept of upcycling as a business practice in order to 

get insights on the factors involved in the motivation to purchase upcycled products. More specifically, 

this study aims to answer the research question: How are upcycled products perceived by young 

consumers (Millennials) living in Denmark? The authors also aim to suggest implications about how 

this perception could be enhanced and leveraged through branding strategies. 

1.3 Relevance 

Upcycling is still considered a niche practice within circular economy strategies. One the most 
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challenging aspects faced by upcycling-based businesses is managing consumers’ perception of their 

products and communicating their value effectively (Sung, Cooper, Ramanathan, & Singh, 2017). This 

issue was further confirmed during an event called “Creative Circle - Circular Economy in Practice” in 

Copenhagen where from panel with local entrepreneurs, it emerged that the matter of communicating the 

brand and the concept effectively. 

From the literature review conducted for this study, it is evident that little or none of existing research 

explored the consumers’ perception of upcycled products (in particular for the Danish market) from a 

consumer perspective. Other than contributing to academic literature, this research could also be useful 

to practitioners who are looking into strategies to implement upcycling practices in their businesses.  

1.4 Scope and delimitation 

The scope of the present research has been narrowed to the concept of upcycling as a practice to 

manufacture branded commercial goods. Regardless of the popularity of the upcycling practice as an 

individual creative activity, the aim of this research is to investigate the perception of upcycled products, 

manufactured and distributed by businesses. 

The authors will focus on the socio-demographic segment referred as “Millennials (Generation Y)” born 

between 1981-1996 (Dimock Michael, 2019). This segment appears to be the best suitable for the purpose 

of this project due to the fact that the Millennials generation caries certain characteristics which make 

them more likely than other generational cohorts to adopt circular economy solutions (Price, 2018), as 

protecting the environment is proven to be a priority for this generation too (Deloitte, 2020). 

Additionally, the analysis will be focusing on individuals based in Copenhagen, Denmark, as the Danish 

market offers a fertile ground for the implementation of circular solutions, such as upcycling, due to 

numerous initiatives that promote and encourage sustainable growth (The Danish Government-Ministry 

of Environment and Food, 2018).  

  

https://www.facebook.com/events/311111426741603/
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2 LITERATURE REVIEW AND CONCEPT DEFINITION 

Understanding the process through which a behavior occurs has been a subject of much research. Studies 

have developed theoretical frameworks with the objective to give interpretations of what behavior is, 

what it represents, how to influence it, and what methods to use to restrict it. For the purpose of this 

thesis, the authors aim to investigate consumption as a behavior and investigate the behavioral intent of 

young consumers on consuming upcycled products. The present chapter presents a review of research 

conducted on the upcycling practice and its ties to circular economy, as well as a review of consumption 

as a concept, its evolution throughout the years and some current trends of modern consumption. A 

number of relevant theoretical models on consumer behavior will be presented and, as through this study 

the researchers intend to gain an understanding of the behavior of consumers related to upcycled brands, 

the end of this section will provide a clear argumentation on the selection of the theoretical model which 

will serve as a guiding framework for the purpose of the study. 

 

2.1 Consumption  

 

2.1.1 Fundamentals of consumption 

With the beginning of the industrial age, humans started to utilize an increasing number of natural 

resources for the purpose of goods production. That is believed to be the time when the Bible’s Great 

Promise that God will always provide abundancy started to lose ground, whilst individuals started 

believing that they were becoming the most knowledgeable and boundless existing entities (Fromm, 

1997). According to Fromm, this is due to the industrial system’s psychological presumptions that 

humans can reach harmony and peace by simply caring for oneself, and they can reach a peak of pleasure 

(as happiness is the ultimate goal in life) by satisfying any desire they might have. The notion of self-

gratification, as first brought forward by ancient Greek philosophers with the meaning: “profit for the 

soul”, in modern times has been perceived solely as a materialistic satisfaction of needs (ibid, p. 4).  
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In modern times, when capitalism became the prominent economic system of the western societies, 

“economic behavior became separate from ethics and human values,” meaning that “sharing” as a 

pleasure was gradually replaced by the “possession” of goods which were assumed to bring harmony and 

peace in one’s life (Fromm, 1976, p. 4-6). According to Fromm (1976, p. 23), to a certain extent, 

consumption is considered as a form of possession (having). Social studies define consumption as “the 

using of goods and services in an economy, or the amount of goods and services used” (Cambridge 

Dictionary, 2020). Consumption is an act that triggers unease, as a result of the short length of the 

gratification that the individual feels after having consumed a good or service, consequently leaving them 

needing more of it (Fromm, 1976). Subsequently, this endless loop of continuous consumption is very 

likely to define the existence of contemporary consumers (their being) based on what they possess and 

what they consume (ibid).  

In Belk's (1988, p. 139) work: Possessions and the Extended Self, the author examines the extended self 

construct, which is referred to the relationship between possessions and the consumer’s sense of self. 

Belk (1988) suggests the notion that the consumer selects products compatible with their self-perception. 

The paper highlights the fact that "we cannot hope to understand consumer behavior without first gaining 

some understanding of the meanings that consumers attach to possessions". Nevertheless, in a cross-

cultural study of possessions, conducted by Wallendorf & Arnould (1988), attachment was found to be 

separated from the possessiveness aspect of materialism. 

In 1959, Levy, one of the main contributors to the field of marketing, consumer behavior and the concept 

of branding, questioned the notion of symbolism in consumption. He pointed out the changing scene in 

the consumer perception of consumption. The Symbols for sale review by Levy (1959, 117-118) brings 

forward the assumption that the consumer have converted from an “economic man” to an “uneconomic 

man”, meaning that they no longer simply select to buy products that are of essence for their survival, 

nor do they prioritize the concrete value that these products have to offer, as well as carefully evaluate 

the quality, durability, and exact needed quantity. The consumers have been transformed from customers 

to audience, which means that they are often unaware of (or choose to disregard) the price of a product, 

buying objects that they might not even use after the purchase. According to the same review, consumers 

try to find an answer to whether they like or want the product and less to whether they actually need it 

(ibid, p. 118). 



 10 

2.2 Contemporary consumption 

The following section will present a literature review of consumer culture and new forms of consumption 

that have emerged, the establishment of the circular economy and the onset of innovative production 

processes focused on actively reducing the utilization of natural resources. Following the introduction to 

the above-mentioned concepts, the authors intend to start a discussion on the determinants of consumers 

behavior and the motives underlying the intention to select a product over another. 

2.2.1 Consumption culture 

Arnould and Thompson (2005) brought forward the Consumer Culture Theory (CCT), an overview of 

the research on consumer culture developed during a 20-year time frame until 2005. Rather than an 

attribute of character, according to those authors, consumer culture is what consumers believe and do 

(Arnould & Thompson, 2018). The theory addresses “the sociocultural, experiential, symbolic, and 

ideological aspects of consumption, as they unfold across a consumption cycle”, including acquisition, 

consumption and possession, and disposition processes (Arnould & Thompson, 2005, p. 871). The CCT 

examines the theoretical perspectives that “address the dynamic relationships between consumer actions, 

the marketplace, and cultural meanings” (ibid, p. 868). Arnould and Thompson (2005) explore “the 

heterogeneous distribution of meanings and the multiplicity of overlapping cultural groupings”, thus, 

their theory is not limited to viewing culture as a “homogeneous system” that shares similar meanings, 

ways of living and unifying values that the members of a society have in common (ibid, p. 869). 

Joy & Li (2012, p 141) support the idea that the “CCT positions itself at the nexus of disciplines as varied 

as anthropology, sociology, media studies, critical studies, and feminist studies”. To their view, the CCT 

is the means to isolate consumption from frames of economics and psychology, to provide a scattered 

perspective of cultural meaning. Furthermore, the CCT’s aim is to advance consumer behavior 

knowledge by illuminating sociocultural processes and structures related to (1) consumer identity 

projects, (2) marketplace cultures, (3) the sociohistorical patterning of consumption, and (4) mass-

mediated marketplace ideologies and consumers’ interpretive strategies (Arnould & Thompson, 2005, 

p. 871). In light of the consumer culture perception of consumption, the present paper aims to gain an 

understanding of the mechanisms involved in the consumption of upcycled products. 
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2.2.2 Overconsumption and ethical consumption 

The significant increase of consumption in the past recent centuries seems to have an effect on the use 

of natural resources (Håkansson, 2014). When assessing contemporary consumption as a notion, and 

criticizing its harmful environmental and social implications, the term overconsumption is widely used, 

and the numerous studies conducted to gain an understanding of it show a substantial increase during the 

past decades (ibid). The same author defines overconsumption as the “consumption of hedonic goods by 

individuals with undesirable personality traits, low moral or belonging to minority groups”. 

The fact that, starting from the past century, consumption has become a core characteristic of the majority 

of western societies, has led consumers to become critical of their own purchase or non-purchase 

behavior (Shaw & Newholm, 2002). Shaw & Newholm (2002) introduce the term “ethical consumers”, 

meaning a group of consumers emerged as a result of the link of consumption and ethical issues related 

to the environment and world trade (ibid, p. 168). Ethical consumers are led to make decisions based on 

whether they will reduce levels of consumption or shift to more sensible consumption by selecting ethical 

alternatives. The same report examines two types of consumers: the ethical simplifiers (consumers who 

seek to simplify their consumption based on ethical concerns about the environment, social impact and 

animal welfare), and downshifters, the consumers who are more opposed to the fast-paced lifestyle of 

modern societies and chose to spend their time more qualitatively turning to non-materialistic pleasures 

(their concern about larger moral issues is on the lower end) ibid, p. 168- 171).  

Nowadays consumers are offered a fairly wide selection of alternatives when choosing a product, and 

manufacturers are striving to meet the growing ethical concerns of consumers. Products produced by 

innovative means, such as used/ recycled materials or using renewable energy, meet these concerns 

aiming to the reduction of waste and the use natural resources. The purpose of this paper is to analyze 

consumption practices within the context of upcycled products that, in these premises, are assumed to be 

a form of ethical consumption. Therefore, the authors deemed relevant to review the main concept of 

green consumerism. 
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2.2.3 Green consumerism 

Graeber (2011) supports the position that “consumers take pleasure in, and partially craft their identities 

through their consumption” (found in Joy & Li, 2012, p. 153). The consumer behavior can be 

characterized as green when it is “ethically oriented” and “motivated not only by consumers' own 

personal needs, but also by their concern for the welfare of society in general” (Osterhus, 1997; Pelton 

et. al, 1993, found in Moisander & Pesonen, 2002, p. 329). They point out that green consumerism is 

viewed as an orientation of personal ethics or personal values around pro-environmentalism and attitudes 

that would characterize the consumer’s decision-making process as socially conscious or responsible 

(Anderson & Cunningham, 1972; Webster, 1975, Antil, 1984, found in ibid). Consumers choosing “green 

consumption” have been believed to take into consideration the environmental consequences of their 

choices and aim for sustainable development (Webster, 1975). “Green consumption, like all 

consumption, is a thoroughly social and cultural matter (Fuentes, 2014, .p. 106). 

Moisander and Pesonen (2002, p. 332) found that some types of green consumerism are normalized and 

others - the more radical green consumers - are marginalized. The three major discourses found are (a) a 

reifying individualist moral discourse of “making a difference'', (b) an ironizing eco-centric 

spiritual/aesthetic discourse of voluntary simplicity, and (c) an ironizing political discourse of radical 

environmental activism. This thesis is open to exploring whether some of these discourses would be 

representing the attitudes towards the consumption of upcycled products. Most likely, these will fall 

within the first two discourses, while the authors believe that radical environmental activism is less likely 

to be identified in a study such as the present one. 

 

2.3 Behavior frameworks 

2.3.1 Fundamentals of behavior 

According to Solomon, Bamossy, Askegaard, & Hogg (2006, p. 6), consumer behavior is defined as “the 

processes involved when individual groups select, purchase, use or dispose products, services, ideas or 

experiences to satisfy needs and desires”. From an organizational and branding point of view, the 
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construction of appealing strategies to attract and retain consumers, is essential in order to understand 

the thinking process, the feelings evoked and the behavior intention (ibid). 

Based on Foucault (1994, p. 262- 268), people constitute themselves as moral subjects of their own 

actions. The relation one has to oneself has four aspects: the ethical substance (desire, feelings, 

intentions, acts), the mode of subjection (the way in which individuals are invited to recognize their moral 

duty, e.g., divine law, natural law, a cosmological order, rational universal rule, spiritual tradition, group 

membership and custom), the self-forming activities (ways in which people work on their ethical 

substance, acts by self-reflecting and, at times, denying pleasures that they would get by giving in to 

desires, intentions, feelings), and finally the telos (being the king of moral person that each of us aspires 

to be). 

For the purpose of this study, the core concept of this thesis, upcycling, will be regarded as an 

environmentally significant behavior. Researchers recognize this type of behavior as a complex concept 

that needs to be investigated by both internal and external (Jackson, 2005). Stern’s (2000) work on 

environmentally significant behavior, outlines four types of variables that influence behavior. The 

internal variables are 1) attitudes, values and beliefs, 2) habits, and 3) personal capabilities and resources; 

and the external ones are: 3) contextual forces (Stern, 2000).  

The same or similar variables have been used and examined by a number of theoretical frameworks with 

the objective to give interpretations of the consumer behavior. In order to explore the consumer behavior 

towards upcycled products (which will be further defined later on in this chapter), the authors will present 

a review of the following theoretical frameworks, built around the notion of consumer behavior: the 

Theory of Planned Behavior (TPB) by Ajzen (1991) and the Theory of Interpersonal Behavior (TIB) by 

Triandis (1977), and argue on the selection of the model that will serve as the guiding framework for the 

study. 

2.3.2 Theory of Planned Behavior (TPB) 

The TPB is considered as the continuation of the Theory of Reasoned Action (TRA) by Fishbein & Ajzen 

(1975) which was developed with the objective to help predict a person’s intention to perform a certain 
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behavior (Ajzen, 1991). The theory evolves around the consumer intentions meant as the sign of their 

willingness to behave or not in a specific way (ibid). According to Ajzen (1991, p. 182), intentions “are 

indications of how hard people are willing to try, of how much of an effort they are planning to exert, in 

order to perform the behavior” and the likelihood for an individual to perform that exact behavior is 

higher when intentions are strong. 

Based on to the TPB, three belief-based judgements can have an impact on the intention to behave in a 

certain way: the behavioral beliefs (beliefs on the possible outcomes of a particular behavior), the 

normative beliefs (beliefs on the perception of the social circle about the behavior), and the control beliefs 

(the consumer’s beliefs on what might motivate or prevent them to act in a certain way) (Bautista, 2019, 

p. 2). The control that the individual has over a behavior, is constituted by the following factors based 

on Ajzen (1991, p. 188-205) and Ajzen (2011): 

• The attitudes towards behavior: the evaluation of a particular behavior’s outcomes as favorable 

or unfavorable 

• The subjective norms: an individual’s belief on the approval or disapproval of the behavior by the 

majority of people around them. 

• The perceived behavioral control: referring to the individual’s perception of how easy or difficult 

it is to perform a specific behavior. Depending on the circumstances, the perception of the control 

can vary. 

Ajzen’s (1991) theory has been applied in studies that aimed to interpret intentions in the consumer’s 

behavior regarding health matters, such as intention to smoke, drink or use of substance (Ajzen, 1991). 

It has also been applied in the field of environmental psychology where it was found that actions that 

tend to be supporting sustainability are considered as positive behaviors (Koger & Winter, 2010; Stern, 

2005). Nevertheless, there might be burdens to the perceived behavioral control such as the belief that 

the impact of the specific behavior is low to none, even though the behavioral intention is present (ibid). 

The TPB can interpret the gaps between the positive attitude towards sustainability and the lack of 

sustainable actions (behavior). Additionally, other studies, such as Masud's et al. (2015), have found that 

positive attitudes about environmental issues, perceived behavioral control and subjective norms result 

in the adoption of a favorable (to the environment) behavior (ibid) 
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2.3.3 Theory of Interpersonal Behavior (TIB) – Determinants of behavior 

In Triandis (1977) “Interpersonal Behavior”, the author defines the factors that determine the nature of 

an individual’s behavior. The main determinants, according to the work of Triandis, are behavior 

intentions, facilitating conditions and the strength of habits. The characteristics of Triandis (1977) 

framework have been revised by Jackson (2005) to make this model more in line with modern theories 

about behavior (see conceptual framework in Appendix 1: TIB, refined by Jackson, 2005). 

Habits 

Jackson (2005) interprets Triandis’ (1977) notion of habits as the measurable past behaviors. Habits “are 

increasingly regarded by sociologists and social psychologists as an important aspect of ordinary 

consumer behavior” (Jackson, 2005, p. 36). They can be viewed from a cognitive point of view, as the 

determinants of decisions “reinforced by short-run rewards and incentives” (ibid, p. 66). Moreover, as 

revised by Jackson, the frequency of habit plays also an important role. For the purpose of this study, 

habits are going to be viewed as patterns of past behavior and current routines in the participants’ daily 

life. 

Facilitating conditions 

The facilitating conditions are explained by Triandis (1977, p. 10) as “the ability of the person to carry 

out the act, the person’s knowledge”. According to Jackson (2005) the facilitating conditions operate as 

a moderator between behavior intention and habit and they are seen as an analogous concept to external 

contextual factors by Stern (2000) (interpersonal influences, expectations by social circle, advertising, 

regulations and legal factors, cost, physical ability to perform a specific behavior, availability and 

accessibility based on given technology, socio-political factors). 

Behavior intention 

According to the Theory of Reasoned Action by Fishbein & Ajzen (1975), the Theory of Planned 

Behavior (TPB) by Ajzen (1991) and the Theory of Interpersonal Behavior (TIB) by Triandis (1977), 

intention, in principle, plays the role of the predictor of behavior with just a few exceptions such as when 
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the behavior is solely performed as a result of a habit. In line with the TIB, behavior intention is 

determined by (1) social factors, (2) affect related to the behavior, and (3) the value of the perceived 

repercussions of the behavior (namely attitude according to Jackson).  

(1) The social factors are subsequently determined by social norms, roles, and self-concept. 

(a) Norms are opinions that determine whether certain behaviors are believed by the social circle to 

be appropriate, legitimate, whereas other behaviors are considered as flawed, depraved and 

unwanted (Jackson, 2005).  

(b) The concrete behavior that is expected by an individual based on their position in a certain social 

setting define the social factor: role, based on Triandis (1977, p. 8). 

(c) The notion of self-image is also described in Jackson’s report on TIB as the individual’s 

perception of oneself on who they are. Specifically, Jackson (2005, p. 94) refers to the self-image 

as “the idea that I have of myself, the goals that it is appropriate for this kind of person to pursue 

or to eschew, and the behaviors that this kind of person does or does not engage in”. 

(2) Affect: The internal factor that determines behavior intention is described as the positive or negative, 

strong or weak feeling that is being evoked while behaving in a certain way (Jackson (2005). “An 

emotional response to a decision or to a decision situation” (ibid, p. 94). 

(3) In addition to social factors and affect, Jackson argues that attitude towards the behavior is an equally 

significant determinant of the behavior, and this is based on TPB and TIB. Attitude, based on Triandis’ 

(1977) and Fishbein & Ajzen’s (1975) and Ajzen’s (1991) models, is one of the main determinants of 

intention. The individual evaluates the consequences of the behavior and judges based on the value of 

those. This judgement is defined by Jackson (2005) as an attitude towards that behavior, while Ajzen 

(2002, p. 5) defines the concept as “a person’s overall evaluation of performing the behavior in question”. 

Thereinafter, attitude consists of two aspects: the beliefs about the outcomes of the behavior and the 

evaluation of those outcomes (the benefits and drawbacks expected as outcomes of a specific behavior 

(Jackson, 2005). 

After evaluating alternative models to investigate consumer behavior, the authors decided to adopt the 

latter as a guiding theoretical framework for this exploratory study. This model, as refined by Jackson 
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(2005), was deemed the most suitable for the purpose of this research because it is versatile enough to 

grasp the complexity of contemporary consumption patterns. Most interestingly, the model 

conceptualized by Triandis (1977) gives appropriate relevance to the roles of affect in the intention 

formation process. The authors believe that the emotional sphere might have a significant importance 

within the dynamics of ethical consumption that will presumably apply to upcycled products. Therefore, 

emotions shall not be disregarded when investigating consumer perception, but should rather receive 

proper attention. 

 

2.4 Branding  

2.4.1 Core Branding Concepts 

Brands are strategic intangible assets, whose value is created and managed through brand management strategies; 

they can be conceptualized from both a financial and customers-based perspective (Kapferer, 2008). The former 

refers to the notion of brand equity, whilst the latter considers brands as “a set of mental associations, held by 

the consumer, which add to the perceived value of a product or service” (Keller, 1997). The product (or service) 

acts as a primary vector of perceived value. Unique (exclusivity), strong (saliency) and positive (desirable) 

associations to the brand enhance the perceived value and communication strategies support the brand 

management activity by shaping consumer perceptions (Kapferer, 2008). Kapferer (2008) argues that the 

traditional definition provided by Keller (1997) merely considers the cognitive aspect of branding (mental 

associations), however, brands also hold a prominent emotional aspect. The aim of brand management is to 

increase the power and the attractiveness of brands, and aspire to create “a shared desirable and exclusive idea 

embodied in products, services, places and/or experiences” (Kapferer, 2008).  

Brand identity & brand image 

The vision underlying the creation of a product or service along with the key beliefs and values of a brand 

constitute its identity. Brand identity carries the “direction, purpose and meaning” of a brand, and it shall 

be soundly conceptualized in order for that identity to be projected to consumers (Aaker, 1996; Kapferer, 

2008). Contemporary research perspectives on brand management argue that that should no longer be 
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considered as a static entity, but should rather be conceptualized as a dynamic concept to be constructed 

involving the stakeholder ecosystem of the brand, including consumers (Da Silveira, Lages, & Simões, 

2013; Kornum, Gyrd-Jones, Zagir, & Brandis, 2017). The consumers’ perception of the brand identity is 

addressed as brand image (receivers’ side); one of the most challenging goals of brand management is to 

ensure that the intended brand identity is coherent with the perceived brand identity (brand image) 

(Kapferer, 2008). 

Brand functions 

The role of brands is to support the consumer’s purchasing decision process, by reducing the perceived 

risk. The brand serves as a source of information and reassurance on the product’s quality and value; it 

helps consumers to justify their desire and the price of a product, as well as it bolsters the shaping of their 

social identity (ibid.). The functions of consumer brands as presented by Kapferer (2008) are shown in 

the following table (Figure 1). 

Figure 1: Functions of a brand for the consumer (Kapferer, 2008) 

In the specific case of upcycled products, brands would presumably embody reassurance about the 

quality of the product, and they would countenance the considerably high price. Moreover, they would 

help consumers to reinforce their self-identity and shape the desired image perceived by peers (badge 

function). Brands would also contribute to communicate the story behind the upcycling process 

(hedonistic function) and its benefits (ethical function).  
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For various reasons, upcycled products might elicit a certain level of reluctance in consumers, which 

deserves further attention, as it might hinder the acceptance of these circular solutions. Chamberlin and 

Boks (2018) identified ten consumer factors that might influence the acceptance of circular value 

propositions, namely contamination/ disgust/ newness, convenience/ availability, ownership, cost, 

environmental impact, brand image/ design/ intangible value, quality/ performance, customer service, 

warranty and peer reviews (Chamberlin & Boks, 2018). They analyzed these issues from a marketing 

communication perspective observing the strategies implemented by four retailers and suggested a 

plethora of strategies to address the potential concerns of consumers. Most interestingly, they stressed 

the importance of provoking empathy and emotional engagement, the need for transparent 

communication, and they suggested to focus on meaning, storytelling and scarcity amongst other 

strategies to enhance brand image (ibid.).  

Brand positioning 

Gathering consumer insights and getting a deeper understanding of what they value the most in a certain 

consumption context is essential to leverage the distinctive characteristics of a product/ service to make 

the brand more attractive (brand positioning). As upcycled products can be relatable to sustainable 

consumption and environmentally conscious purchasing decisions, brands might use green brand 

positioning, namely, “an active communication and differentiation of the brand from its competitors 

through its environmentally sound attributes.” (Hartmann, Apaolaza Ibáñez, & Forcada Sainz F, 2005). 

Brand positioning explicates the value proposition of a brand that is traditionally grounded on functional, 

emotional, and self-expressive benefits (Aaker, 1996). Hartmann et al. (2005) investigated functional 

and emotional positioning strategies for green branding, where functional benefits are primarily related 

to environmental advantages and production process. But the mere cognitive perception of a brand as 

beneficial for the environment is usually not sufficient to induce the purchasing decision (Hartmann et 

al., 2005). The findings of this study suggest that functional and emotional strategies should be 

complementary. Therefore, functional inputs should be integrated with emotional benefits such as the 

feeling of satisfaction deriving from acting for the preservation of the environment (also referred as warm 

glow) or the sense of well-being from showcasing the green consumption behavior socially (ibid.). 
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2.5 Circular Economy 

Upcycling can be considered as a niche practice within the broader concept of circular economy. This is 

an increasingly relevant concept as people and organizations are becoming progressively aware of issues 

such as resource scarcity or the impact of intensive production and consumption on the environment 

(WWF, 2020).  

Circular economy was conceptualized by the Ellen Macarthur Foundation, whose mission is to 

“accelerate the transition to circular economy” by developing and promoting this approach in 

collaboration with businesses, academia and institutions (Ellen Macarthur Foundation, 2020a). As 

opposed to the currently dominant “linear economy”, circular economy is conceptualized based on the 

“take-make-waste” model, according to which resources and materials are easily accessed because they 

are available in large quantities in the environment and after the use, products are disposed in landfills 

disregarding any potential sustainable waste management approach (Bonviu, 2014; Ellen Macarthur 

Foundation, 2015). Circular economy is defined as “a systemic approach to economic development 

designed to benefit businesses, society, and the environment. […] It is regenerative by design and aims 

to gradually decouple growth from the consumption of finite resources” (Ellen Macarthur Foundation, 

2020b) as well as “to keep products, components, and materials at their highest utility and value at all 

times” (Ellen Macarthur Foundation, 2015).  

The idea of circular economy is based on three principles: (1) design out of waste and pollution 

(eliminating or minimizing the negative impacts of economic activities), (2) keep products and materials 

in use (design to facilitate durability, reuse, remanufacturing, and recycling so that products and materials 

keep circulating in the economy) and (3) regenerate natural systems (preserving and enhancing renewable 

resources) (EMF, 2020b). EMF (2020b) visually represents the circular economy approach through the 

butterfly diagram (Figure 2). 
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Figure 2: The butterfly diagram (EMF, 2020b) 

The right-hand side of the butterfly diagram (the technical material flow) is the most relevant for the 

present master thesis. Technical materials cannot be reintroduced in the environment, therefore, 

according to the circular economy approach, they should continuously circulate through the system so 

that their value can be repeatedly captured: the innermost loops show strategies that would prove more 

beneficial for the environment, minimizing resources usage (ibid.). More specifically, the butterfly 

diagram EMF (2020b) suggests prolonging the lifespan of products through appropriate designs that 

enhance durability, or else through maintenance and repair. 

The circular economy approach also challenges the concept of ownership, distinguishing consumers from 

users, arguing that only the biological materials are ‘consumed’, whilst the technical materials are ‘used. 

Therefore, the need of owning products in a traditional way is questionable. EMF (2020b) emphasizes 

the urge to change this mindset in order to shift towards more circular solutions, such as sharing products. 

Besides being shared, technical products and materials can also be reused or redistributed to new users 

in their original form or with minor changes. A further solution is represented by remanufacturing and 

refurbishment, which are both processes aimed to restore the value of a product. 
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The outermost circle of the butterfly diagram entails recycling, namely “the process of reducing a product 

all the way back to its basic material level, thereby allowing those materials (or, at least, a portion of 

them) to be remade into new products.” (EMF, 2020b). It is worth noting that, despite recycling being an 

important process in a circular economy, it is argued that “the loss of embedded labor and energy, the 

necessary costs to remake products entirely, and the inevitable material losses mean that it is a lower 

value process than those closer to the center of the system diagram” (EMF, 2020b).  

Moreover, it is argued that shifting to circular economy, other than bringing economic and environmental 

benefits, would also prove beneficial to companies and individuals (ibid.). The Ellen Macarthur 

Foundation promotes an extensive divulgation activity through the ‘learning hub’ platform and several 

reports available for students, practitioners and institutions. It is argued that embracing more circular 

solutions would contribute to economic growth increasing revenues and innovation rates, reducing costs, 

but it would also bear an impactful employment creation potential (EMF, 2020b). The major 

environmental impact of circular economy would be the reduction of carbon emissions and the general 

reduction in the consumptions of primary materials (ibid.).  

Circular economy also represents an “attractive and viable alternative” that companies are starting to 

explore (Ellen Macarthur Foundation, 2015). The EMF, in collaboration with the McKinsey Center for 

Business and Environment developed the ‘ReSOLVE’ framework that shows how the core principles of 

circular economy can be translated into business actions (Ellen MacArthur Foundation, SUN & 

McKinsey Center for Business and Environment, 2015). This tool is aimed to help businesses in the 

planning process of growth strategies embracing the principles of circular economy; the actions included 

in this framework are: Regenerate, Share, Optimize, Loop Virtualize and Exchange (ibid.). Lewandowski 

(2016) developed the conceptual framework of circular business model canvas suggesting how circular 

economy might be integrated into the business model design process (Lewandowski, 2016). Embracing 

circular economy strategies is argued to uncover untapped revenue streams and new profit opportunities, 

as well as generate increased demand and as novel opportunities to establish and strengthen relationships 

with the customers (EMF, 2020b). Moreover, a circular approach would secure the supply chain by 

making it less exposed to the volatility of using virgin materials (ibid). 

Accenture (2014) has predicted that companies can establish a real competitive ‘circular’ advantage 
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adopting circular strategies, as opposed to the traditional growth model that solely relies on increasingly 

scarce resources. They observed that disruptive business models based on “circular thinking” were 

initially adopted by start-ups, nevertheless, larger organizations are progressively moving towards the 

same direction (Accenture Strategy, 2014). Indeed, in order to develop steady circular strategies, firms 

tend to form ecosystems around pioneering organizations (both start-ups and long-established firms) 

(ibid.). For example, in the “Carlsberg Circular Community” the leading Danish breweries and 15 global 

partners are joint in the development of Cradle-to-Cradle® certified packaging that is optimized for 

recycling and reuse, and aims to deliver increased value and quality (Carlsberg Group, 2014). Partnership 

opportunities like this might prove extremely beneficial for small or large organizations willing to adopt 

more circular solutions despite lacking resources or specific capabilities. 

Eventually, it is argued by EMF (2015, 2020b) that individuals might benefit from greater utility having 

a broader choice/quality provided by circular models. Additionally, the overcoming of premature 

obsolescence would reduce costs and risks associated with ownerships of products. In general, by shifting 

to circular solutions, consumers would dispose of higher income on average (Ellen Macarthur 

Foundation, 2020b; Ellen MacArthur Foundation et al., 2015). 

Academic research further supports what is promulgated by the Ellen Macarthur Foundation. Kirchher, 

Reike and Hekkert (2017), who contributed to improving the conceptualization of circular economy by 

analyzing 117 available definitions. They concluded that circular economy describes “an economic 

system that is based on business models which replace the ‘end-of-life’ concept by reducing, alternatively 

reusing, recycling and recovering materials in production/ distribution and consumption processes, […] 

with the aim to accomplish sustainable development, which implies creating environmental quality, 

economic prosperity and social equity, to the benefit of current and future generations.” (Kirchherr, 

Reike, & Hekkert, 2017, p. 229). 

This very thorough definition clearly explains the concept of keeping products and materials in use with 

the aim of decupling economic growth from limited resources. Furthermore, the Ellen Macarthur 

Foundation and Bonviu (2014) emphasize the holistic approach to sustainability that is embedded in 

circular economy and should aim to comprehensively address namely environmental, economic and 

social issues. Most importantly, by arguing that circular economy operates at “micro level (products, 
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companies, consumers), meso level (eco-industrial parks) and macro level (city, region, nation and 

beyond)”, Kirchherr et al. (2017) observe the institutionalization of circular economy, which is strongly 

promoted by the European Union through an ongoing work within the European Green Deal aiming to 

make Europe the first climate neutral continent (European Commission, 2020a). One of the most recent 

actions implemented by EU in the matter of circular economy is the communication of “A new Circular 

Economy Action Plan for a cleaner and more competitive Europe” (European Commission, 2020b). The 

effort of organizations, like the EU or the UN, to provide indication and guidelines for policy makers and 

business practitioners, further underlines the common conception of circular economy as the 

operationalization of sustainable development (Kirchherr, Reike, et al., 2017).    

2.6 Consumption within CE 

The European Commission acknowledges the pivotal role of consumers to implement a shift towards 

sustainable consumption, and for this reason it commissioned a “Behavioural Study on Consumers’ 

Engagement in the Circular Economy” to some of the most authoritative market research agencies on the 

community territory (e.g., LE Europe, Ipsos). From this review it emerged that 77% of EU citizen 

declared their willingness to pay, to a certain extent, a higher price for products they believe 

environmentally friendly (Cerulli-Harms et al., 2018). 

Most interestingly, it emerged that consumers the Nordics (Sweden, Norway, Denmark, Finland) are 

generally more willing to engage in circular behaviors (recycling, repairing, second-hand trade, renting, 

co-owing), led by Millennials in these countries that resulted the most interested in circular practices 

(ibid.). Moreover, the lack of knowledge about circular options has been identified as a primary hindering 

factor; price and convenience resulted at the same time amongst the most important drivers and barriers 

(Cerulli-Harms et al., 2018). Eventually, this study found that the personal self-declared attitudes were 

surprisingly consistent with the actual engagement in circular behaviors differently from previous 

research; however, the intention-behavior gap is still a relevant issue in consumption research on 

environmentally friendly behaviors (ibid.).  

Despite the previously mentioned exception, in general, a common critique to the work on circular 

economy is that researchers and institutions often overlook the consumption perspective on this 
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concept, namely the necessary change in consumers habits and mindset about their lifestyle and daily 

routine. In their conceptualization of circular economy, Kirchherr et al. (2017) argued that the consumer 

perspective is often left unnoticed when defining circular economy, even if the consumer is believed to 

be “the most central enabler of circular business models” (Gallaud & Laperche, 2016); therefore, it is 

highly recommended to include consumption in any definition of circular economy (Kirchherr, Reike, et 

al., 2017). Likewise, Camacho-Otero, Boks and Pettersen (2018) acknowledged that despite the “lack of 

consumer acceptance” being one the most prominent cultural barrier significantly hindering the adoption 

and diffusion of circular solutions, this issue has been poorly addressed by the currently available body 

research (Camacho-Otero et al., 2018). Hence, they provided a systematic review of literature addressing 

consumption in the context of circular economy noting that most of the work produced on the topic so 

far, seems to focus on the production side exploring circular business models and value propositions 

(ibid.). From the review of papers addressing the perception and degree of acceptance of circular 

solutions, the authors identified seven major themes involved in the consumption of these 

products/services: namely, (1) personal characteristics (e.g. need for uniqueness, involvement, control), 

(2) product and service offering (e.g. quality, longevity), (3) knowledge and understanding (information 

about the offering), (4) experience and social aspects (e.g. enjoyment, convenience, impact on everyday 

life), (5) risk and uncertainty (e.g. trust, disgust), (6) benefits (economic, environmental, social), (7) other 

psychological aspects (attitudes, norms, perceived behavioral control, habits, values) (Camacho-Otero et 

al., 2018). 

The lack of consumer interest, awareness and willingness to engage emerges amongst the most prominent 

cultural barriers impeding a transition to circular economy (Kircherr et al., 2017a). Business practitioners 

perceive the lukewarm consumer interest in circular products and services like a risk, in addition to the 

potentially reluctant company culture and other market and regulatory barriers (Kircherr et al., 2017a). 

In this regard, it is evident that the investigation of consumer perception and interest towards circular 

solutions should become a research priority in order to expand the consumption literature in this branch, 

but also to support practitioners’ decision making.  The present master thesis aims to address this issue 

by investigating consumer perception within the context of upcycled products, a case of circular 

solutions. 
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2.7 Upcycling 

This section will provide a general introduction to the concept of upcycling, an overview of the literature 

on the topic, and it will proceed to narrow this very broad concept to the acceptation of upcycling adopted 

for the present master thesis. 

2.7.1 Origin of the term 

The term upcycling has been introduced to the mainstream audience by William McDonough and 

Michael Braungart (2013), an architect and a chemist, authors of the book “The Upcycle: Beyond 

sustainability – designing for abundance”. They claim that “the goal  of the upcycle is a delightfully 

diverse, safe, healthy and just world with clean air, water, soil and power-economically, equitably, 

ecologically, and elegantly enjoyed” (McDonough & Braungart, 2013). This work aimed to expand on 

the previously introduced concept of “Cradle to Cradle (C2C)” (McDonough, W., & Braungart, 2002), 

that is a design framework intended for transcending sustainability and “designing for abundance” within 

the principles of circular economy (C2C, 2020). In other words, the purpose of the ‘Cradle to Cradle’ 

concept is to challenge the traditional idea of sustainability by changing the way products are designed: 

the product and its components should be conceived as biological and technical nutrients, namely “a 

product that can be broken down and circulated infinitely in industrial cycles”(McDonough, W., & 

Braungart, 2002). 

Embracing this perspective would require a radical shift in the way our society thinks about products: 

from design to disposal. The idea of ‘Cradle-to-Cradle’ is conceptually opposed to the so-called ‘Cradle-

to-Grave’ design process, which strives towards eco-efficiency by means of recycling but will inevitably 

lead products to landfills or incinerators (ibid.). The aspiration should be to design for abundance, instead, 

creating materials flows inspired to cycles of the natural ecosystems (ibid.). McDonough and Braungart 

(2002) also observed that “most recycling is actually downcycling; it reduces the quality of a material 

over time”; thus, part of the value is lost in the process and the current state of technology does not always 

allow to disassemble products accurately (McDonough, W., & Braungart, 2002). Therefore, the 

masterminds of the ‘Cradle-to-Cradle’ concept pinpoint the urge for a radical change in the current 

approach to design, making their first book (‘Cradle-to-Cradle-Remaking the way we make things’, 
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2002) the manifesto of this movement. This concept, as presented by McDonough and Braungart, might 

seem idealistic or even visionary. The authors claim to be aware of this occurrence; in fact, they consider 

their proposal “aspirational”, namely a concept aimed to lead to constant improvements (McDonough & 

Braungart, 2013). In their second work on the topic, they present a more informed perspective after 

having been working with companies and institutions facilitating the implementation of C2C solutions. 

They observed that a shift towards a ‘beyond sustainable’ reality is possible presenting as ultimate 

demonstration the actual physical copy of their second book that has been produced according to the 

principles explained in their work. Furthermore, the Cradle to Cradle Certified™ became a globally 

recognized certification for more sustainable products bearing a positive impact (Cradle to Cradle 

Products Innovation Institute, 2020).  

McDonough and Braungart (2002) argued that what they define as ‘technical nutrient’ (namely a material 

or product designed to re-enter the industrial metabolism) should be “upcycled rather than recycled – to 

retain their high quality in a closed-loop industrial cycle”. This postulation originated the concept of 

upcycling, which is becoming an increasingly popular topic amongst both practitioners and researchers. 

The practice of upcycling will be the core of the present master thesis in the acceptation that has been 

further defined, explored and adapted to several scenarios starting from concept inspired by McDonough 

and Braungart (2002).  

2.7.2 Upcycling vs recycling 

Wegener (2016) describes upcycling as the act of “taking something that is disposable and transforming 

it into something of greater value”. More specifically, it is a sustainable alternative to disposal, according 

to which old material should be revitalized “by placing it into new constellations and by suggesting new 

ways of using it, while, at the same time, keeping its essence intact as a main value-adding feature of the 

process”. These are peculiar traits that distinguish upcycling from conventional recycling: the essence of 

the product or material is preserved, and the process is meant to retain (or add) value.  

Recycling is a far more costly and less efficient recovery process that reprocesses materials into their 

primary state before converting them in new products; often it results in an output of lesser quality and 

for this reason is also referred as “downcycling” (Eurostat, 2014; McDonough, W., & Braungart, 2002; 
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Richardson, 2011; Wang, 2011). Szaky (2014) further explains that “an item is ‘upcycled’ when we 

leverage the ‘form’ and the ‘composition’ of waste but not the original ‘intention’; […]. Recycling occurs 

when we value only the ‘composition’ of waste and not its ‘form’ or ‘intention’” (Szaky, 2014). The 

infographic in Figure 2 displays the difference between upcycling and recycling. 

Figure 3 How to RECYCLE vs How to UPCYCLE (hipcycle, Retrieved from Pinterest) 

Richardson (2011) also emphasizes that through upcycling “the value of the material and components 

maintain equal or greater value as in the original embodiment” and, in accordance with McDonough and 

Braungart (2002), suggests that this purpose should be anticipated in the design phase (Richardson, 

2011). Conversely, Wegener (2016) claims that upcycling is more than a design approach. The author 

presents the term as the blend of the words “upgrading” and “recycling”, and argues that upcycling should 

be rather regarded as both a practice and a mindset, a “new way of thinking about and working with the 

lifecycle of things – both as a designer and as a consumer” (Wegener, 2016). Similarly to business 

https://www.pinterest.com/pin/274438171020734574/?d=t&mt=signupOrPersonalizedLogin
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innovation, upcycling entails the creativity to envision and reconsider the future value of a given product 

or material and the imagination to capture ideas from a variety of sources and combine them together in 

novel context (ibid.). Upcycling is also proposed as a form of social innovation expanding the notion of 

sustainability to the social sphere by involving “potentially marginalized groups” such as refugees 

(Wegener & AAkjær, 2016). The authors report the example of a project called ‘It works’ in the Greek 

island of Lesbos where a Dutch volunteer organized workshops to produce backpacks upcycling 

discarded boats and life jackets (ibid.). 

Another prominent characteristic of upcycling is the intrinsic story incorporated in every product and 

might presumably make the product more appealing to final user (Wegener, 2016). As a matter of fact, 

upcycled products hold a storytelling potential (Yu & Lee, 2019) which could be successfully leveraged 

when building brands or creating marketing campaigns.  

2.7.3 Towards a definition of upcycling 

Sung (2015) compiled the first literature review about upcycling aimed to gain a deeper understanding 

of the neologism, the current state of knowledge and potential research gaps. The author concluded the 

analysis providing a comprehensive conceptualization of upcycling that is “collectively considered as 

the (re)creation of new products (artistic, scientific or useful) with higher values and/or qualities and a 

more sustainable nature by converting, turning, transforming, or repurposing waste or used 

material/product, by reusing an object in a new way without degrading the material, or by 

remanufacturing, giving it a new life, while reducing unnecessary resource expenditure.” (ibid.). 

Moreover, she provided a general overview of the most investigated fields in literature (fashion and 

textile, plastic materials and construction) and pointed out that several product categories still remain 

severely overlooked (e.g. housewares, furniture, accessories, jewelry and food). 

Notwithstanding the different acceptations of upcycling presented up to this point, this master thesis will 

mainly draw upon the definition proposed by the Sustainable Consumption Research Group from the 

Nottingham Trent University that described upcycling as “the creation or modification of a product from 

used or waste materials, components or products which is of equal or higher quality or value than its 

compositional elements” (Sung, Cooper, & Kettley, 2019). In their work they distinguish between 

http://nomadmakers.org/itworks/)
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‘industrial upcycling’ and ‘product/object level’ upcycling; the former follows the conceptualization 

proposed by McDonough and Braungart (2002), whilst the latter is inspired by it, including both creative 

individual and business activities of repurposing waste materials (Sung, Cooper, & Kettley, 2014). 

Upcycling is considered a key application of the principles of circular economy and it is further referred 

as an “umbrella concept” including ‘creative’ forms of repair, reuse, repurpose, refurbishment, upgrade, 

remanufacture, and recycling (ibid.). The afore-mentioned research group presented an extensive body 

of research on upcycling exploring the concept as an individual practice performed ‘at home’ by creative 

individuals (household upcycling) (Sung et al., 2014; Sung, Cooper, & Kettley, 2015; Sung et al., 2019), 

but also as a form of entrepreneurship for start-up businesses and small and medium enterprises (SME) 

(Singh, Sung, Cooper, West, & Mont, 2019; Sung, Cooper, Oehlmann, Singh, & Mont, 2020; Sung et 

al., 2017). Examples of upcycling as an individual practice can be associated with creative DIY (do-it-

yourself) projects whose examples are largely available on social media; in particular, Pinterest.com is 

the ideal hub to find inspiration for projects and tips (illustrative search result here). It is argued that this 

currently niche practice could be scaled up to and become a significant business opportunity contributing 

to reduce global greenhouse gas emissions and bearing several benefits for both environment and society 

(increasing material efficiency and product lifetime, reducing energy consumption, sense of community 

and belonging, empowerment, job creation) (Singh et al., 2019; Sung, 2015, 2017; Sung et al., 2019).  

2.7.4 Upcycling in literature 

Despite the growing interest in the topic by both researchers and practitioners, it can be argued that the 

art of ‘creatively’ reuse otherwise discarded materials is not novel. The practice was largely common 

during the Industrial Revolution or during the war time due to the lack of resources, but it can also be 

observed in some developing countries where people are more keen on repurposing materials for 

different uses (Matthew, 2016; Sung, 2015; Szaky, 2014). Hence, despite its growing popularity in 

developed countries, upcycling is still a niche activity which can be researched from an industrial 

perspective (as an engineering or design approach), but also from a consumer behavior perspective with 

the aim of investigating the main consumers perceptions and attitudes towards upcycled products and 

processes. The present master thesis will approach upcycling from this latter perspective focusing on the 

https://www.pinterest.it/search/pins/?rs=ac&len=2&q=upcycling%20ideas&eq=ups&etslf=7494&term_meta%5b%5d=upcycling%7Cautocomplete%7C2&term_meta%5b%5d=ideas%7Cautocomplete%7C2
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consumption side. The final purpose of the project includes giving branding recommendations tailored 

for upcycled products. 

So far, upcycling literature mostly aimed to identify the major challenges and opportunities to scale up 

this practice from its niche status in order to build viable business models that could significantly 

contribute to the transition to more sustainable production and consumption patterns (Singh et al., 2019; 

Sung et al., 2019, 2020, 2017). However, it is notable that most of the reviewed literature would not 

provide specific marketing implications for these particular products. Sung (2015) found that the main 

benefits associated with upcycling are environmental benefits (in terms of waste reduction, less resources 

usage), economic benefits (as a cost saving activity, profit opportunities for business) and social benefits 

(product attachment, sentimental value, postponed disposal creating something valuable out of a product 

they do not need anymore, group activity). In this regard, Sung, Cooper and Kettley (2015) studied the 

relationship between individual upcycling, product attachment and product longevity arguing that this 

practice could enhance sustainable consumption and production by strengthening the attachment to 

meaningful goods and consequently delaying the moment of disposal (Sung et al., 2015). The main 

barriers involve technical and logistic issues (production capabilities, quality, availability and supply of 

materials), but also consumers’ awareness and knowledge about products end-of-life options and the 

poor perception of upcycled products (Eder-Hanser, 2012; Sung, 2015).  

Yu and Lee (2019) investigated how the consumers’ perception of value is related to the intention of 

purchasing upcycled products finding that green value (perception on environmental needs, sustainable 

expectations and green impact), emotional value (customer perception of affective feelings towards 

upcycled products) and aesthetic value (perception of attractiveness and beauty of upcycled products) 

have a significant positive effect of the product attitude and consequently on the purchase intention (Yu 

& Lee, 2019). On the contrary, they found that the functional value had a negative effect on purchase 

intention meaning that in the case of upcycled products consumers have little trust in product 

performance (ibid.). Most interestingly, Yu and Lee (2019) argued that the storytelling behind the 

upcycling process might represent a unique selling point and generate positive feelings towards the 

product (excitement of purchasing a unique, one-of-a-kind and meaningful product). 



 32 

Wilson (2016) enumerated the benefits sought by consumer when engaging in upcycling or purchasing 

upcycled products. These are: (1) aesthetic appeal referring to the retro appearance that may be sought 

by consumers in upcycled products, (2) economic savings from repurposing waste instead of buying 

brand new products, (3) environmental benefits deriving from a reduced use of resources and (4) intrinsic 

enjoyment meant as joyful feelings from participating in an engaging and creative experience (Matthew, 

2016). Moreover, the author proposed that upcycling might prove a successful strategy for businesses 

who are willing to be more sustainable and suggested that further research should explore how these 

benefits could be leveraged through marketing communication according to the desired target (ibid.).  

Findings from Sung et al. (2017, 2019) further confirmed that marketing should have an increasingly 

prominent role in the process of scaling up upcycling-based business by spreading awareness about this 

niche practice and improving the positioning of upcycled products. Marketing could tackle the lukewarm 

interest of consumers who seem to be reluctant to purchase upcycled products because they do not trust 

the quality of reused materials and expect a poor product performance (Singh et al., 2019). From a 

participatory research workshop with small upcycling entrepreneurs from UK, it emerged that they would 

need the greater support in changing consumers’ perception about the upcycling concept (Sung et al., 

2017). 

In a recent study, Sung et al. (2020). proceeded to analyze the niche practice of upcycling in the fashion 

industry from a multi-stakeholder perspective and they have identified five areas of challenge from a 

consumer perspective. These are (1) product, (2) price, (3) purchasing experience, (4) awareness and (5) 

personal situation . In accordance with previous research, it emerged that consumers are skeptical about 

product quality; upcycled products are associated with high perceived risk, the price is often considered 

too high for the final product or to justify the expense (ibid.). Therefore, a primary challenge for 

upcycling businesses is to improve consumers’ awareness and perception of goods produced reusing 

waste materials. Limited availability and accessibility seem to reinforce the lack of awareness and 

negative beliefs towards upcycled products (Sung et al., 2020). On the contrary, this aspect might be 

positively leveraged at a marketing level through “limited-quantity scarcity messages”, which contribute 

to enhance the perception of a product as limited edition (Jang, Ko, Morris, & Chang, 2015). Such 

messages appeal to consumers’ need for uniqueness defined as “an individual's pursuit of differentness 

relative to others that is achieved through the acquisition, utilization, and disposition of consumer goods 



 33 

for the purpose of developing and enhancing one's personal and social identity”(Tian, Bearden, & Hunter, 

2001).  

2.7.5 Upcycling as an environmentally significant behavior 

Sung and her colleagues (2014, 2017, 2019) have conducted the most extensive research on upcycling 

available in literature, so far. They have attempted to gain comprehensive insights on the perception of 

upcycling investigating factors influencing these activities and perceived benefits and drawbacks (Sung, 

2017; Sung et al., 2014, 2019). Sung (2017) considers upcycling an environmentally significant behavior 

as conceptualized by Stern (2000), namely a behavior that “can reasonably be defined by its impact: the 

extent to which it changes the availability of materials or energy from the environment or alters the 

structure and dynamics of ecosystems or the biosphere itself.”. Given the recent increasingly relevance 

of environment protection in human decision-making, “It can now be defined from the actor’s [decision-

maker] standpoint as behavior that is undertaken with the intention to change (normally, to benefit) the 

environment” (Stern, 2000). However, Sung (2017) argues that upcycling behaviors might also be 

determined by emotional, economic or social factors. 

In order to grasp all these factors thoroughly, upcycling has been studied using the Theory of 

Interpersonal Behavior by Triandis (1997) combined with the Theory of Planned behavior in order to 

improve the operationalization of the model (Sung, 2017; Sung et al., 2019). Using this approach on a 

sample of UK makers, Sung et al. (2019) found that upcycling is “an intention-driven, deliberate act 

strongly influenced by positive attitude and social expectations”, where socio-psychological factors like 

the approval of peers and the coherence with one’s principles about responsible resource usage proved 

to be quite important (Sung et al., 2019). Moreover, compared to other forms of sustainable behavior, 

upcycling seems to have a greater participatory trait where community, friends and social networks are 

more likely to be involved (ibid.). 

In line with previously cited research, Sung (2017) found that upcycling brings environmental, economic 

and hedonic perceived benefits; among which a sense of fun and enjoyment from engaging in a creative 

process and giving a second life to waste materials. The sense of exclusiveness of owning something 

unique and original is also mentioned. Additionally, the most frequently reported social norm is being 
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somehow ‘environmentally-friendly’ reflecting the self-concept of interviewee as environmentalists, 

makers, problem solvers (Sung, 2017). This research takes into account the emotional side of upcycling 

(satisfaction, frustration, happiness, angst and sadness) as well as the role of past and present habits or 

childhood memories and contextual factors that might hinder or facilitate this practice. The most 

challenging barriers for upcycling seem to be related to technical and logistic impediments, but also and 

most importantly, to social and cultural factors like the negative perception on reuse of waste materials 

which put a certain stigma on upcycled products.  

In addition to the potentially negative perception of upcycled products for their specific creation process, 

when regarded as “green” or “environmentally friendly”, upcycled products might further generate 

ambivalent attitudes in consumers due to skepticism about quality, price and effective positive impact on 

the environment (green product utility) (Chang, 2011). This ambivalence should be carefully assessed 

when promoting the green value through strong environment-related claims; these may increase 

consumers discomfort towards the product and have a negative effect on the brand (ibid.). The risk of 

ambivalent attitudes is quite prominent in the case of upcycled products due to their sustainable nature 

related to circular economy principles and the environmental benefits they are supposed to bring to 

consumers.  

2.7.6 Definition of upcycling adopted in this work 

Drawing upon the definitions encountered during this literature review, the present paper will consider 

upcycling as the creation of products of higher quality and/or value (and presumably a more 

sustainable nature) by converting, transforming or repurposing waste, by-products or used 

material minimizing resource expenditure. More specifically, the focus will be on upcycling for 

commercial purposes, often implemented by small businesses. This practice will be approached from a 

consumer behavior perspective with the aim of gathering useful insights for branding implications. It is 

worth noting that one particularly distinctive trait of upcycling is the prospective higher value and/or 

quality of the final product. Another intrinsic characteristic of upcycling it the story embedded in every 

product that makes it meaningful and unique. 
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2.7.7 Examples of upcycling businesses 

This section will provide some practical examples of upcycling businesses and products to further 

explicate the concept. The most popular product category for upcycled product includes fashion item and 

accessories. For example, Sustainable Wair produces sneakers from discarded denim, FREITAG 

produces bags from used truck tarpaulins, discarded bicycle inner tubes and car seat belts, Bottletop is a 

luxury brand that produces clutch bags using discarded ring pulls from cans and Uptitude produces 

sunglasses using discarded snowboards. In the construction sector the Lendager Group is a pioneer in 

upcycling building materials and created the ‘Upcycled studios’ utilizing upcycled concrete, glass and 

wood in Copenhagen, Denmark. On the same line, one can find the ‘Urban Riggers’ project, the student 

accommodations built in discarded shipping containers in Refshaleøen (Copenhagen, Denmark). The 

Circular Design Studio produces furnishings using upcycled plastic materials. Upcycling is also 

becoming quite popular in the food industry as consumers are generally becoming more sensitive to food 

waste. Some examples are Brøl.nu that produces brewed drinks from food leftovers like bread, 

Decideret Cider that uses surplus apples to produce cider, BANANA that produces soft-serve ice-cream 

from discarded bananas, Casju that produces snack from upcycled cashew fruit, Regrained that 

produces chips from beer production waste. Again, Beyond coffee commercializes kits to grow 

mushrooms using coffee grounds.  

Most of these companies are based in Denmark, which is where the authors will conduct the present 

study and have focused their preliminary browsing research to gain a better understanding of the 

phenomenon. In addition, most of the presented companies are newly established start-ups; the authors 

believe that companies that at this stage could have the greatest benefit from the present research. When 

launching an innovative product on the market, despite the intrinsic uncertainty of a new business, it is 

crucial to gain a deep understanding of consumers’ perception to build a successful brand. However, the 

authors expect that the contribution of this research might also prove beneficial to decision-makers of 

bigger enterprises. 
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2.8 Research question 

From a review of the available literature, the authors observed a lack of consumer awareness or interest 

in upcycled items sold by small, medium or large enterprises has received too little interest by academic 

research. This issue deserves to be further addressed; in fact, gaining insights of the motives of this 

specific behavior is essential to enhance the popularity of this practice that would prove beneficial for 

both the environment and society. Therefore, the following research question has been formulated to 

address the gap observed while analyzing the available literature: 

How are upcycled products perceived by young consumers (Millennials) living in Denmark? 

The findings of this research could expand the consumer behavior and branding literature within 

consumption of circular solutions and more specifically for upcycling, despite supporting upcycling 

business owners to build appropriate strategies to market their products.  

Furthermore, investigating the consumption aspects of upcycling would prove particularly relevant 

because the role of consumers in upcycling processes is actually twofold: on one hand people should 

become more aware in order to increasingly accept to consume these goods and acknowledge their value; 

on the other hand, upcycling also requires a shift on how consumers think about waste disposal. In this 

regard, marketing and communication might have a prominent role in changing this mindset and increase 

consumers’ willingness to engage in upcycling processes (e.g., providing waste materials to 

manufacturers).  

Using a model from consumer behavior literature (Theory of Interpersonal Behavior, Triandis, 1977) as 

a guiding framework to intention formation, the authors aim to conduct an exploratory study to 

investigate the factors involved in the consumption of upcycled products and, consequently, produce 

implications for branding strategies tailored for these products. The authors also intend to understand 

whether integrating the elements characterizing upcycling in the branding strategy would prove 

beneficial to improve the overall consumer perception.  

In order to better answer the above-mentioned research question, three sub-questions have been 

formulated to address the aspects that were deemed most relevant to this research topic. Firstly, the 
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authors are interested in gaining an understanding of how behavioral intention to purchase upcycled 

products is formed; therefore, the first sub-question will be: 

(1) What are the factors determining behavioral intention to consume upcycled products for the 

considered segment?  

Secondly, the authors decided to focus on the distinctive supposedly higher quality and/or value (and 

presumably a more sustainable nature) of upcycled products, as emphasized by the definition adopted 

in the present work. Conducting a consumption-oriented research, the authors will attempt to address 

how the selected target perceive the value of upcycled products. The authors decided to intend value as 

defined by Kotler and Keller (2006), namely “The value reflects the  perceived tangible and intangible 

benefits and costs of the buyer; it can be represented as a combination of quality, service, and price” 

(Kotler & Keller, 2006). Therefore, the second sub-question will be: 

(2) How do Millennials living in Denmark perceive the value/ quality of upcycled products?  

Lastly, this work aims to suggest how branding could be leveraged as a successful tool to improve 

consumers perceptions and attitudes towards upcycled products and enhance the scalability of this 

practice which would contribute to shift the current consumption patterns towards more sustainable 

options. Therefore, the last sub-question will be: 

(3) How can consumers’ perception be leveraged through branding strategies? 

 

 

3 METHODOLOGY 

 

3.1 Research Philosophy and Research Strategy 

Research philosophy is a term used to describe the development of knowledge, referring to the beliefs 

and assumptions regarding the nature of the collection of data about a specific phenomenon and the 

means by which that data is analyzed and interpreted (Saunders, Lewis, & Thornhill, 2019). The 
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philosophy that a researcher adopts is followed by assumptions about the way they view the world. The 

concept that is concerned with the nature of that view is ontology. Thus, the research strategy that a 

researcher selects to apply on a study in order to observe the objects of their study and to answer their 

research questions is part of their ontological assumptions (ibid). 

The second notion of a research philosophy is the epistemology, “the theory of knowledge” (Crotty, 1998, 

p. 3) which refers to the assumptions about what the knowledge that results from the research is, how the 

research can gain that knowledge, and what makes it compelling and accurate (Willis, 2007; Saunders et 

al., 2019). The “how” refers to the research design and methodology, and to the criteria based on which 

the validity of the knowledge is based (ibid). The third component of the research philosophy prism, 

axiology, “refers to the role of values and ethics”, that is the extent to which the researcher wishes “to 

view the impact of your (their) own values and beliefs on the research as a positive thing” (Saunders et 

al., 2019, p. 134). Those values and beliefs naturally blend in the process, and this is evident by the 

selection of the topic of a research over another, or a methodological among many available options. 

However, it is important for the researcher to pinpoint and bring those forward as they carry out the 

research (ibid). 

In the present study the stand from which the assumptions stem is interpretivism, a merger of two 

constructs: phenomenology (the way that an individual chooses to make sense on the world) and symbolic 

interactionism (the process that individuals chose to make sense of the social world, by interpreting 

behaviors of the people they interact with and adjusting own behavior based on those interpretations) 

(Saunders et al., 2019). The authors of this study act as interpretivists in order to provide an understanding 

of a phenomenon -perception of upcycled products- in the social world (ibid). The reality of the world is 

not static. On the contrary, it is dynamic, complex, and it consists of many different realities, thus it 

cannot be examined using methods borrowed natural sciences (Willis, 2007; Saunders et al., 2019). 

Moreover, the various realities of the social world prevent an exploratory study, like the present, from 

being objective. Consequently, both the views of the study participants and the meanings and 

interpretations of those views by the authors are characterized as subjective (ibid). 

The focus of this study will be to provide readers with a better understanding of how consumers perceive 

the phenomenon of products manufactured through upcycling processes, rather than inventing an 
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extensive model that would thoroughly explain the phenomenon. In order to answer the research question 

of this study, the authors need to obtain a better knowledge on the intentions of consumers to choose 

upcycled products, by examining some subjective opinions and experiences and interpreting their 

individual realities on the topic. In regard to axiology (Saunders et al., 2019), the researchers’ own 

interest in studying consumer behavior as well as branding and storytelling of innovative ideas to promote 

sustainability represents the starting point of and contribute to the study’s subjectivity. 

The assumptions on the ontology and the epistemology of a research influence the decision on whether 

the research strategy will be following the path of a quantitative or a qualitative study, which will define 

the way that the necessary data is collected, the selection of relevant resources of the data, as well as the 

way this data is analyzed (Saunders et al., 2019). Due to the fact that qualitative methods are suited for 

data collected through the analysis of words/ phrases and/ or images to reflect on meanings (ibid), in 

order to give answers to the main research question and sub questions of this study, the authors 

strategically chose to use a qualitative method, as it is most fitting for the exploration of the phenomenon 

in a real context (Saunders et al., 2019). Given that the phenomenon studied in the present paper is the 

behavior intent of consumers in terms of choice of upcycled products, with the use of qualitative data, 

the authors will get an extensive understanding of what motivates consumers, by using Triandis (1977) 

determinants of behavior intent as a guiding framework, whereas quantitative data would not offer the 

same degree of understanding. In the following paragraphs the authors argue on the selection of the semi-

structured interviews as the method and source of primary data collection, as well as give a thorough 

description of the scope and delimitation of the present study. 

 

3.2 Research approach  

The approaches to a qualitative research study, which define the way that data and theory is handled, are 

the following three: abductive, inductive, and deductive (Kennedy & Thornberg, 2018). The abductive 

research approach deals with a number of observations based on which the researcher is expected to 

make presumptions, and select the most fitting out of those (Bryant & Charmaz, 2007). As these 

presumptions are analyzed, with the abductive approach, the researcher jumps between hypotheses and 
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observations, and can alternate between the theoretical models in use (ibid). Despite the assumptions this 

study brings forward, the researchers aim to keep an open mind in the process of data collection as well 

as while delve into the data in order to interpret it (Kennedy & Thornberg, 2018). Taking into 

consideration the research design of the present study, an inductive approach seemed most suitable, 

because with this approach conclusions are mainly data-driven to create an understanding of a 

phenomenon (ibid), that is actually the intent for the present study. Nevertheless, this study will not be 

carried out as merely inductive due to the fact that the researchers act as interpretivists and cannot hold 

the role of fully objective actors in the process. Moreover, the decision to adopt a theoretical model (The 

Theory of Interpersonal Behavior, by Triandis, 1977) as a guiding framework in the process of data 

collection, entails that the approach will be partially deductive (Kennedy & Thornberg, 2018).  

 

3.3 Scope and Delimitation 

On the basis of the reviewed literature, the present master thesis aims to explore the phenomenon of 

upcycling as a commercial activity. More specifically, the goal of the researchers is to gain a deeper 

understanding of the consumers perceptions of upcycled goods, the main drivers and barriers of their 

potential purchase behavior. The authors intend to collect further insights about how the intention is 

formed. In consumer behavior theories, intention is regarded as an antecedent of behavior (e.g. Ajzen, 

1991; Triandis, 1977); this research draws upon intention formation according to the Theory of 

Interpersonal Behavior conceptualized by Triandis (1977). This theory presents attitudes, social factors, 

affect and frequency of past behavior as determinants of intention formation and it also comprises 

facilitating conditions influencing the final outcome (i.e., purchasing behavior). The overall objective of 

this research project is to gather, as comprehensively as possible, insights on the purchasing behavior of 

upcycled goods and draw tailored suggestions for the branding and communication strategies of these 

emerging companies. 

When planning the development of this research, the authors reckoned that the focus of this study should 

be delimited to achieve more accurate findings. The first decision regarded the delimitation of the 

upcycling phenomenon which can be addressed with different acceptations as previously mentioned in 
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this thesis. Previous literature investigated this practice as a creative, hobby activity (Bridgens et al., 

2018; Sung et al., 2014, 2015, 2019) or as a raising business practice from the perspective of 

entrepreneurs, analyzing challenges and success factors (Singh et al., 2019; Sung et al., 2020; Sung, 

Cooper, Ramanathan, & Singh, 2017). This paper attempts to embrace a different perspective on 

upcycling focusing on the perception of upcycled products as consumer goods and querying whether 

they require specific branding strategies. This decision was driven by the primary interest of the authors 

in consumer behavior as well as branding and communication matters, but also by the belief that those 

strategies might be a significant success factors for a larger adoption of upcycled products and the 

diffusion of this practice. 

Moreover, a demographic and geographic delimitation appeared to be necessary to improve the 

operationalization and the feasibility of the study. Therefore, the authors proceeded to delimit the 

investigated population to young consumers living in Copenhagen, Denmark. It seemed suitable to align 

this delimitation with the definition of the Generation Y, commonly referred as Millennials, which 

comprises individuals born between 1981 and 1996 (currently aged 25-40) (Dimock Michael, 2019).  

A number of reasons supported the above-mentioned decisions. In first place, the Millennial generation 

has officially entered the coming-of-age stage that will designate this cohort as the largest living 

generation holding an increasingly significant disposable income and purchasing power (Bialik & Fry, 

2019; Fry, 2018; Goldman Sachs, 2020). Millennials are digital natives; technology is an integral part of 

their daily life enabling a greater access to information that contributes to making this generation 

generally more aware about social and environmental issues (Jiyoung & Merlyn, 2017; Myers & 

Sadaghiani, 2010). Moreover, they grew up in the age of globalization which provided them with more 

opportunities to travel, volunteer or work abroad, compared to previous generations, and this increased 

their overall exposure to cultural diversity (Myers & Sadaghiani, 2010). They consequently tend to show 

a greater awareness of the world and they are generally more sensitive to global issues. The priorities of 

Millennials include travelling the world, confirming the reported tendency of this generation to prefer 

experiences over things, as well as the willingness to make an impact of the community/society (Deloitte, 

2019; Morgan, 2019). 

Nevertheless, Millennials have been raised during the most flourishing age in terms of products and 



 42 

services, therefore they are considered “the most consumption-oriented generation of all time” (Hume, 

2010). They are referred as purposeful in nature, experience seekers, environmentally, socially and 

culturally conscious, but also more skeptical in comparison to previous generations, and thus striving for 

rationales (ibid.). In addition, research shows that climate change and environment protection is the top 

concern reported by Millennials, who proved to be willing to take action in facing these issues (Deloitte, 

2019). One evidence of this commitment is the extraordinary participation in the Global Climate Strike 

initiated by Greta Thunberg, who became the symbol of the younger generations demanding a prompt 

course of action by governments and institutions to tackle climate change (SB Insights, 2019; Meehan 

III, 2019).  

Furthermore, research shows that Millennials generally manifest the intention to be more socially 

responsible by changing habits and consumption choices to reduce their impact on the environment, 

claiming that they would be willing to pay a higher price for sustainable ingredients or products that 

pursue social responsibility (NIELSEN GLOBAL CONNECT, 2018). The greater engagement in 

sustainability shown by this generation might be presumably related to their social media usage, which 

is found to have a significant positive influence on their green purchase intention (Bedard & Tolmie, 

2018). The aforementioned characteristics of Millennials led researchers to select this demographic 

segment as the most likely to embrace solutions such as collaborative consumption and sharing economy 

(e.g. Godelnik, 2017; Jiyoung & Merlyn, 2017).  

When selecting the target group for the present research, the authors concluded that this generational 

cohort is the most appropriate target population to conduct an exploratory study on upcycled products. 

Millennials could plausibly be identified as ‘early adopters’ and the most receptive segment for upcycled 

goods. Despite being highly consumption-oriented, this generation also proved to be particularly 

concerned about sustainability, and willing to make impactful consumption choices. Upcycled goods 

might satisfy their need for sustainable consumption as well as appeal to Millennials in terms of 

consumption experience, i.e., the peculiar story held by each upcycled product and its uniqueness might 

contribute to engaging them.  

In second place, the authors decided to focus this research on individuals who are studying, working and 

living in Denmark. This decision was dictated by convenience due to proximity of the researchers with 
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the Danish market (full-time employees and students living in Denmark for 2+ years), but most 

importantly by some intrinsic characteristic of the Danish business environment. Similarly to the other 

Nordic countries, Denmark offers a fertile ground for circular initiatives in terms of keenness of 

consumers and facilitating actions implemented by the institutions. 

The Ellen Macarthur Foundation chose Denmark as a pilot case study to apply their recommended tools 

for policy-makers willing to pursue a grater adoption of circular solutions (Ellen Macarthur Foundation, 

2015). They argued that due to the fact that Denmark has a “long and rich tradition of innovating policies 

that stimulated the circular economy”, the country might be regarded as a “first runner” to embrace 

further solutions (upcycling being one of them according to this study) and it could benefit from an 

increased GDP (0,8-1,4%), reduction of carbon footprint and job creation potential (ibid.). The Danish 

government further ratified these suggestions by publishing a pamphlet called “Strategy for Circular 

Economy”; this conveys the willingness of Danish institutions to make an effort in pursuing the UN 

Sustainable Goals through a Circular Economy approach (The Danish Government-Ministry of 

Environment and Food, 2018).  

Consumption-wise, the awareness about circular economy is steadily increasing over time, especially in 

the younger generational cohorts (SBInsights, 2019). Moreover, Danish consumers reported positive 

spontaneous attitudes towards circular activities (habits) that might be presumably associated with the 

motivation to purchase upcycled products, namely repairing, buying second-hand goods and recycling 

(ibid.). Denmark holds a recycling rate of domestically generated waste above the European average 

(60% vs 53%) (Ellen Macarthur Foundation, 2015). In addition, the success of the Danish deposit-refund 

scheme (Dansk Retur System), that scored a 92% return rate in 2019 (Dansk Retur System, 2020), offer 

a further proof of a potential favorable inclination of consumers living Denmark towards upcycling 

practices.  

The propensity of Danish residents for a more sustainability-oriented lifestyle might be further supported 

by the high demand for organic products (Danish supermarkets hold a significant organic market share) 

(Kaad-Hansen, 2020) and the widely spread biking culture, the purest form of green transportation that 

is instrumental to address concerns about air pollution and climate change (Ministry of Foreign Affairs 

of Denmark, 2020). For the purpose of this research, it is safe to assume that the individuals belonging 
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to the sample, i.e. Millennials consumers permanently residing in Denmark, are likely to embrace most 

of the above-mentioned characteristics and therefore, show a behavior comparable to Danish consumers. 

It has been found that approximately 88% of Danish SMEs have a positive attitude towards circular 

solutions, however, entrepreneurs feel that they do not dispose of sufficient knowledge to integrate these 

principles in their businesses (The Danish Government-Ministry of Environment and Food, 2018). One 

might argue that the reported inadequate knowledge could also apply to the state of consumer perception 

and willingness to accept circular solutions. In fact, consumer demand for certain products is essential to 

the prosperity of business activities. Therefore, this research aims to mitigate the uncertainty about 

consumers perception of circular solutions in the specific case of upcycled products and it aspires to help 

decision-makers to develop marketing strategies for those products.  

Lastly, due to the limited time and resources, this study will be delimited to the investigation of the 

consumption perspective of upcycled products using qualitative data and it will not tackle further 

challenges and success factors for upcycling businesses in the Danish market. 

 

3.4 Research Design and Research Strategy 

The research design refers to the blueprint that researchers intend to adopt to answer the proposed 

research question (Saunders et al., 2019). Upcycling appeared quite under researched since the authors 

first started to review the available literature. The past research aimed to investigate upcycling as a 

commercial activity was even more limited. On the basis of these remarks, the authors proceeded to 

formulate the following research question (and sub-questions): 

How are upcycled products perceived by young consumers (Millennials) living in Denmark? 

(1) What are the factors determining behavioral intention to consume upcycled products for the 

considered segment? 

(2) How do Millennials living in Denmark perceive the value/quality of upcycled products?  

(3) How can consumers’ perception be leveraged through branding strategies? 
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The main purpose of the present research is to investigate the overall consumer perception of upcycled 

product. More specifically, the authors aim to gather insights on how the intention to purchase upcycled 

products is formed within the target population of Millennials living in Denmark. Additionally, they aim 

to explore which factors contribute to the formation of this intention and which potential drivers and 

barriers might arise. 

Given the relative novelty of the topic and the nature of the research question, an exploratory research 

design was deemed to be the most appropriate in this specific case. This research design allows an 

adequate flexibility and adaptability to enhance the comprehension of this phenomenon and identify a 

plethora of insights (Saunders et al., 2019).  

In line with the exploratory essence of the study and the interpretative philosophical stance, the researcher 

decided to adopt a qualitative research method (more specifically semi-structured interviews). This 

method is believed to be the most appropriate for this specific study because it would provide the 

necessary open-endedness to explore different factors involved in the perception of upcycled product. 

However, the authors are aware of their inevitable potential subjective influence on the outcome of 

research since they are required to observe and interpret socially constructed meanings emerging from 

the collection of insights on upcycled products (Saunders et al., 2019). 

 

3.5 Data Collection 

In accordance with the research design and the philosophical approach of the present research, the authors 

agreed that best method for collecting primary data would the “research interview”, namely a “purposeful 

conversation” aimed to support the researchers in exploring the most interesting elements of a 

phenomenon -in this case the perception of upcycled products- enabling them to shed light upon meaning 

construction (Saunders et al., 2019). As a matter of fact, the interpretivist perspective of this research 

entails that the interviews will undergo a certain extent of subjectivity. Therefore, knowledge will 

originate from the interpretation of the social reality by the participants to the study, but also from the 

view of the researchers whose role is central in constructing meaning (Saunders et al., 2019). 
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3.5.1 Semi-structured interviews 

A non-standardized interviews typology in the form of semi-structured interviews was chosen for the 

present study because it appeared the most suitable method to explore the perception of upcycled 

products and answer the proposed research question. Semi structured interviews are conducted starting 

from a predetermined list of themes around which the researchers develop a set of key questions to guide 

the interview: this proceeds as a conversation rather than a highly structured form of qualitative data 

collection (Saunders et al., 2019). This procedure provides the flexibility to investigate any theme 

emerging during the discussion and easily adapt the conversation to those insights in order to explore the 

researched topic in a compelling manner and beyond the discussion point anticipated by the researchers 

(ibid.).  

This method was deemed the most suitable for the purpose of the present research and its exploratory 

nature for a number of reasons. The rather informal setting of semi-structured interviews contributes to 

make the participants feel at ease and consequently, they are presumably more willing to openly share 

their thoughts and perceptions. Compared to other qualitative methods for data collection, using semi-

structured interviews researchers generally provide the chance to cover a greater number of themes and 

uncover hidden motives leading to a certain behavior since participants can be directly asked to elaborate 

on specific matters (Malhotra, 2020). 

3.5.2 Semi-structured interviews vs focus groups 

For the present study, the authors also considered the option to conduct focus group interviews; these 

have the advantage to generate a wide range of insights through the interaction of different participants 

in a group (synergism) that might motivate each other to openly share their thoughts and impressions 

(snowballing) (ibid.). However, the authors reckoned that during a group interview it would have been 

more difficult to deepen the aspects involved in the formation of behavioral intention, to ask each 

participant to expand on their assertions and to give adequate significance to every contribution. Semi-

structured individual interviews consent to have a better exchange of information and were deemed to be 

more suitable for this case because they would provide each participant with equal levels of involvement 

and the social pressure experienced in a group setting might have hindered the full disclosure of some 
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participants (Saunders et al., 2019). In addition, focus groups have the advantage to reveal insights on 

social interactions among participants when conducted in the context of interpretivist research; therefore, 

they might serve as a meaning construction tool and providing understanding about sense making 

mechanisms in relation to peers (ibid.). Despite social factors (namely social norms, roles and self-

concept) being a relevant aspect in the formation of behavioral intention according to consumer behavior 

theories, the authors concluded that a focus group would not be the most suitable method to gather this 

piece of information in this exploratory phase. The self-reflection of each participant about how his/her 

own social sphere was deemed to be insightful enough to investigate the social aspect of consumption; 

thus, the researchers decided to prioritize semi-structured interviews over focus groups. Nevertheless, 

focus groups shall surely be adopted in future stages of research investigating consumption of upcycled 

products.  

3.5.3 Sampling 

The population selected for a study is “the aggregate of all the elements sharing some common set of 

characteristics” (Malhotra, 2020). This is usually redefined to a subset called target population in order 

for researchers to manage the group more conveniently and select a sample of participants (Saunders et 

al., 2019). The present study aims to investigate the perception of young consumers towards upcycled 

products. The population has been narrowed down to individuals belonging to the Millennials generation 

and currently living in Copenhagen, Denmark due to the reasons mentioned in section 3.3 (Scope and 

Delimitation).  

In line with the exploratory research design and the research question, the authors proceeded to select 

participants for the semi-structured interviews using non-probability sampling techniques, namely, a 

modus operandi, that does not randomly sort the candidates for a study by using probability rules, but to 

some extent, it relies to the personal judgement of the researchers (Saunders et al., 2019). This approach 

is usually deemed to be suitable and convenient for exploratory research when time and resources for a 

research project are limited. However, even if non-probability sampling techniques may render a good 

estimate of the population of interest, the subjective stance might influence the final output of the research 

and therefore the generalization of the results might not me practicable (Saunders et al., 2019). In the 

case of the present research, the authors accessed participants through self-selection sampling, a form of 
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volunteering sampling, according to which individuals manifest their desire to take part in research when 

coming across publicity of the research project (ibid.). One of the major risks of this sampling method is 

that participants might agree to take part in the study because they feel strongly interested in the topic 

and they are willing to share their opinions and therefore the results might be altered and distorted 

(Saunders et al., 2019). The goal of this research is to access regular consumers belonging to the target 

population and simulate a scenario in which they were to consider the purchase of an upcycled product 

and consequently investigate how their perception towards the purchase is formed. The authors accessed 

participants publicizing online the need for research participants both in their personal networks, in local 

group pages on Facebook and other online networks where they assumed there might have been sufficient 

members belonging to the target population. 

In order to avoid the previously mentioned bias (participation bias), the call for participants was as 

general as possible, stating that the authors were looking for participants to take part in their master thesis 

project. The call only mentioned the requirements decided in the delimitation phase: the age and place 

of residence. The main topic and the research objectives were intentionally omitted from the 

advertisement in this first recruitment phase to avoid potential biases or that people would choose 

whether to participate according to their specific interest or expertise. The researchers then proceeded to 

invite the people who showed interest in participating in an interview on a first come first serve basis to 

avoid being biased in the selection process. They agreed on date and time with each participant according 

to their availability. The topic of the research was intentionally disclosed only at the beginning of the 

interview when the interviewees were asked once more to consent to their participation in the interview. 

The researchers conducted 9 semi-structured interviews and decided to suspend the data collection when 

they reached the so-called “data saturation”, namely, when additional interviews provided little or any 

novel insights (Saunders et al., 2019). 

The following table shows basic demographic information (gender, age, country of origin, occupation) 

about the interviewees. 

 

I#1 F 28 Greece Full-time employee 
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I#2 F 31 Singapore Full-time employee 

I#3 M 28 Greece Full-time employee 

I#4 F 25 Poland Master student doing an internship 

I#5 F 34 Singapore Currently on parental leave 

I#6 M 33 Denmark Full-time employee 

I#7 F 26 Italy Recent graduate, full-time employee 

I#8 M 31 United Kingdom Full-time employee 

I#9 F 25 Slovenia Master student doing an internship 

Table 1: List of interviewees 

3.5.4 Interview guide development 

The authors started preparing for the data collection conducting the afore presented literature review 

covering consumer behavior, circular economy and upcycling, but also reading newspaper articles, blog 

posts, reports and observing related content on social media. The aim was to become as knowledgeable 

as possible about the topic even beyond academic literature in order to identify potential themes that had 

not been studied yet. They also undertook an extensive desk research collecting several examples of 

companies manufacturing upcycled goods in different product categories. 

Subsequently, the authors conducted a preliminary informal conversation with one volunteer belonging 

to the target population as a pilot interview. The discussion touched upon the upcycling concept in 

general and the perception about products manufactured through upcycling processes. This pilot 

interview helped the authors to understand how to best calibrate the term choice during the official data 

collection. Moreover, the authors realized that the conceptualization of upcycling could possibly not be 

clear to all the participants and they might confuse the concept with recycling. Therefore, they decided 

to provide the definition of upcycling adopted for this thesis at the beginning of each semi-structured 

interview. 

From this initial conversation, the authors observed a number of themes that proved to be consistent with 

the literature; namely, the environmental aspect related to upcycled products, the perception of value of 

these products and a potential skepticism about quality. Upcycled products were referred as sustainable 
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and as a socially responsible initiative that could be undertaken by brands. The uniqueness feature of this 

products and the positive feelings associated with the consumption also emerged during the pilot 

interview. These elements supported the authors’ decision to adopt the determinants on behavioral 

intention theorized by Triandis (1977) as a guiding framework to investigate consumer perceptions. This 

model differs from other behavioral theories because it gives particular relevance to “affective factors” 

in the intention formation process (Jackson, 2005). The notes about the key takeaways observed during 

the pilot interview can be found in Appendix 3. 

The preliminary insights gathered during the pilot interview in combination with the findings from the 

literature review were used to generate a list of themes to be discussed during the semi-structured 

interviews. These themes and subsequent key questions were organized according to the main aspects 

involved in the intention formation suggested by Triandis (1977): attitude, social factors, affect, 

frequency of past behavior and facilitating conditions (a detailed version of the interview guide can be 

found in Appendix 4). The guide was intentionally not provided to the interviewees before the actual 

meeting to avoid any biased or prepared answer since the authors were interested in prompt impressions 

about upcycled products. 

The interview guide was integrated with an electronic support by means of a presentation to assist the 

researchers in the introduction of the research topic. Participants were firstly asked whether they knew 

what upcycling is or to guess what it could mean. The objective of this initial ‘cold question’ was to test 

the level of awareness of the respondents, to what extent they were knowledgeable about upcycling, but 

also to gather any potential misconception related to the meaning of this term.  

Then the researchers proceeded to present the definition of upcycling adopted in this master thesis as 

previously introduced in section 2.7.6., namely, the creation of products of higher quality and/or value 

(and presumably a more sustainable nature) by converting, transforming or repurposing waste, by-

products or used material minimizing resource expenditure. In order to further explicate the acceptation 

of the concept selected for this study, the authors decided to show eight examples of upcycled products 

and encouraged the respondents to refer to those during the discussion or alternatively propose other 

cases they were aware of. The examples reported were BANANA (ice-cream produced from surplus 

bananas), Brøl (brewed beverages from bread and other surplus ingredients), Bottletop (luxury bags 
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upcycling cans pull rings), Uptitude (sunglasses from discarded snowboards), FREITAG (bags from 

discarded truck tarpaulin), A Circular Design Studio (design decorative objects upcycling plastic), 

Sustainable Wair (sneakers from discarded jeans) and Lendager Group (buildings with upcycled 

materials). A copy of the presentation shown during the interviews can be found in Appendix 5.  

The pictures of the products included in the presentation were intentionally mostly retrieved from the 

social media Instagram and official websites of the companies because the authors aimed to simulate the 

context in which the target population might most likely encounter these products and they provided only 

the basic information that consumers would gather by looking up for these products online. The authors 

also decided to include the logos of these companies in order to emphasize the fact that those were 

branded commercial products and not the result of occasional DIY projects. Moreover, they were 

interested in gathering any unsolicited reference to the perception of these brands. Ultimately, the authors 

decided to include mainly local Copenhagen-based companies assuming that the proximity to the target 

population would hopefully make the products more relatable to participants and because both the 

research and the data collection took place in Denmark. 

3.5.5 Interview procedure 

The semi-structured interviews took place in December 2020. They were conducted entirely in English 

and reported entirely and faithfully without the aid of any translation tool. Choosing an appropriate 

interview location is recommended to enhance the quality of the data collected (Saunders et al., 2019). 

For this study, the interviews were conducted on the online video conferencing platform zoom.us, that  

is believed to be one of the most widely adopted and user-friendly tools for remote meetings. Moreover, 

zoom.us provides the option to share the screen with the interlocutor and to record the calls; therefore, it 

facilitated the procedure of recording the interviews for the following transcription. This decision was 

mainly due to the social distancing recommendations against Covid-19 in place in Denmark; the authors 

agreed that taking in person interviews in these circumstances might have been a hindering factor for 

participants involvement since most people tend to avoid unnecessary contacts. 

Given the nature of the target population chosen for this study, the online setting for data collection was 

rather an advantage since it facilitated the scheduling process: participants could conveniently agree their 
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preferred day and time with the researchers. The respondents could participate in the interview from the 

comfort of their own apartments and this presumably made them more relaxed about the discussion. The 

authors agreed that conducting the interviews online would not alter the output and the quality of data 

collection because the individuals belonging to the target are presumably very comfortable with 

technology and familiar with communicating through online tools. Moreover, the video conferencing 

feature allowed the researchers to observe participants’ faces and body gestures. 

Each interview started with an opening chat to make the respondent to feel as confident as possible (some 

of them confessed to be a little bit nervous about the interview): the researchers thanked the participants 

for the availability, briefly introduced themselves, collected the necessary demographic information, and 

asked for consent to use the data collected for the present thesis. Moreover, they reassured the 

interviewees about the confidentiality of the conversation and that their identities would be kept 

anonymous. Thereafter, they proceeded to introduce the topic of the research and explained the interview 

process as reported above. 

As suggested by Sunders et al. (2019), the researchers attempted to introduce the themes and formulate 

the questions using terms that were not too complex and explaining some theoretical concepts mentioned 

during the discussion. Each theme was approached through key open questions; sometimes the 

researchers would encourage participants to tell stories about their childhood (in order to evoke some 

past habits that might be related with current behaviors) or to depict a potential purchasing occasion (in 

order to explore facilitating conditions to the purchase). Each interview lasted between 25 and 45 minutes 

depending on the talkativeness of the respondent. The discussion would start from the themes included 

in the guide and move forward following other insights mentioned by the participants using probing 

techniques “intended to motivate respondents to enlarge on, clarify, or explain their answers” (Malhotra, 

2020). These techniques entail repeating the questions in case of misunderstanding, eliciting clarification 

or a larger contribution, reassuring hesitant respondents that there is ‘no right or wrong answer’ and 

making neutral comments (e.g. ‘Any other reason?’, ‘Why is that?’) (ibid.). 

The authors also proceeded to probe the respondents inviting them to reflect on the answers or to further 

explain their interpretation of some aspects in order to uncover the implications of the statements and 

ensure to gather the exact meaning constructed by the respondents. The authors are aware that probing 
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questions might lead to potential bias and influence the conversation with their own expectations or make 

the respondent feel obliged to make certain statements. They attempted to be careful when formulating 

the probing questions checking on each other, showing a neutral attitude towards what the respondents 

replied to each question and preserving an attentive listening behavior. The tasks between the researchers 

were divided as follow: one was introducing the themes and key questions and the other one was taking 

notes about the discussion but would spontaneously join the conversation whenever she had comments 

or further questions.  

 

3.6 Research quality 

Reliability and validity are the traditional criteria adopted to assess the quality of research, but they are 

generally deemed to be more appropriate to quantitative studies research. Reliability represents the 

principle of replication and consistency, i.e. a study is considered reliable when it is possible to make a 

replica of the research design obtaining the same findings (Saunders et al., 2019). Validity, instead, is 

referred to whether the measures adopted are fitting for the study, the accuracy of the data analysis 

process and the extent of generalization of the findings (ibid.). In order to reach a better level of 

consistency across the research process, it is recommended to prefer the presence of two researchers that 

shall repeatedly agree upon the several strategic decisions. In addition, the awareness of bias (both 

participant and researchers biases) might mitigate their incidence since the researchers can pay greater 

attention and adopt strategies to overcome them.  

Qualitative research conducted adopting an interpretivist research philosophy is likely to challenge the 

traditional notions of validity and reliability. Replicating the present research with the same results might 

be quite unlikely. One can expect that similar exploratory research would uncover new and different 

insights about the topic providing additional valuable contributions and this is acceptable when adopting 

an exploratory research design and an interpretivist research philosophy. In addition, small samples 

involved in qualitative research of exploratory nature entails that the generalization of findings should 

be critically discussed according to the specific case. But generally speaking, results for qualitative 

research conducted on small non-probability samples are hardly suitable for generalization.  
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Some authors developed parallel version of the traditional criteria adapted to qualitative research, 

Saunders et al. (2019) presented a framework based on the work of Lincoln and Guba (1982,1985). The 

major contribution of their research is the conceptualization of criteria to assess the trustworthiness of 

findings emerging from “naturalistic inquiry”; these are dependability, credibility, transferability and 

confirmability (Guba & Lincoln, 1982).  

The principle of dependability acknowledges that in interpretivist research the subject matter of the study 

might evolve as the research advances (Lincoln & Guba, 1985). In this case, the researchers attempted 

to report the evolution of their research process by outlining all the relevant aspects emerged during the 

study (this is especially likely in context of exploratory research design) to make sure that the output 

would be reliable and understandable.  

Credibility reflects the principle of ‘internal validity’ and it entails that the representation of socially 

constructed reality provided in the study is faithful to the representation proposed by the participants 

(Lincoln & Guba, 1985). The authors aimed to ensure credibility by starting the interviews with informal 

conversation to encourage participants to feel comfortable to openly share their personal opinions and 

establish a trustful relationship and asking the participant to confirm the accuracy of their statements. 

Unfortunately, it was not possible to engage an external auditor to test and discuss the findings of the 

present research. However, the researchers attempted to best leverage the discussion about the topic with 

their thesis supervisor. Moreover, the constant critical discussion carried out between the authors has 

hopefully helped to mitigate the risk that one’s preconceptions might have influenced the representation 

of social reality. Some expectations have been reported during the data analysis to emphasize how the 

actual findings have challenged them as suggested by Saunders et al. (2019) in accordance with Lincoln 

and Guba (1985). 

Transferability is intended to be the parallel criterium for external validity and generalization in 

naturalistic inquiry which implies that knowledge cannot be totally abstracted by the context, but it can 

be transferred in certain circumstances (Guba & Lincoln, 1982). Being aware of the generalization 

limitations entailed in qualitative exploratory research, the authors committed to disclose as precisely as 

possible (offering “thick descriptions”) the nature of the topic, the research process as well as the full 

transcript of the semi-structured interviews and the interpretation of the findings, to ensure transferability 
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of the output to different contexts (ibid.). However, the extent of transferability is left to the informed 

assessment of the reader who is provided with the most exhaustive documentation possible. 

Lastly, confirmability acknowledges that data cannot be expected to be completely objective, especially 

when the sources are human beings and in the context of interpretivist research (Guba & Lincoln, 1982). 

However, one should be able to certify the data and researchers can assure confirmability by reflecting 

on their good conduct and integrity during the research process and any potential bias affecting their way 

of reasoning (ibid.). The authors claim that they have conducted the present research in absolute good 

faith, howevrt, they reckon that they might have been experiencing some biases when conducting the 

interviews or when analyzing their findings. To ensure further confirmability, the full transcript of the 

semi-structured interviews have been reported in Appendix 2. 

The authors also reflected on the notion of cultural reflexivity, namely how cultural differences between 

the researchers and the participants would influence the relationship with interviewees and the quality of 

the interactions (Saunders et al., 2019). The cultural differences were not considered to a be a significant 

obstacle to the success of the interviews because the overall cultural context of this research is Denmark, 

and both the researchers and the participants are currently living in the country, therefore experiencing 

the similar cultural circumstances. The researchers briefly introduced themselves mentioning nationality 

and background at the beginning of each interview in order to set a relaxed atmosphere for the following 

conversation. Sharing the piece of information of living in Copenhagen was regarded as an 

encouragement to talk more freely about the consumption experience in the Danish market. Nevertheless, 

the authors reckon that this decision might have produced some biases. Participants’ country of origin 

and cultural background were initially considered as not relevant to answer this specific research 

question; however, it surprisingly emerged that when discussing about past habits and social norms, 

almost every participant mentioned their country of origin and how living in Denmark positively 

influences their intentions to adopt more sustainably purchasing behaviors. This suggests that future 

studies shall consider including participants’ cultural background as a moderating variable. 
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3.7 Ethical Considerations 

Saunders et al. (2019) explain that research ethic is referred to “the standards of behavior that guide your 

conduct in relation to the rights of those who become the subject of your work or are affected by it”. 

Research quality is also influenced by the compliance to ethical principles such as integrity, fairness and 

open-mindedness: therefore, researchers should be compelled to have a respectable behavior and to foster 

accuracy of data and findings (Saunders et al., 2019). For the present master thesis, the authors committed 

to be honest and transparent complying with the principles of research ethic. The participants have been 

treated respectfully at any time avoiding any form of emotional or mental harm: they voluntarily agreed 

to take part in this study and were asked to express their consent to participate and to record the 

interviews. Participants were also given the option to withdraw their consent at any time, even after the 

interview was concluded. The names of participants as well as their image recorded during the interview 

have been kept strictly private and used only for transcription and analysis purposes. The information 

collected in the initial demographic questions has not been recorded in video. The researchers noted 

down the gender, age, country of origin, and occupation status of participants and expressively asked for 

permission to include this information in the present thesis reassuring that any other piece of information 

about their identity would remain anonymous.  

The authors proceeded to adequately reference any source cited in this paper in order to avoid plagiarism 

issues. No conflicts of interest were registered during the execution of the present research project and 

there was no need to access to confidential data of any company. During the interviews the researchers 

presented the participants with some visual examples of upcycled products to further explicate the 

meaning of upcycling adopted in this thesis. Such images have been retrieved through secondary research 

conducted online and the sources have been appropriately reported.  

 

3.8 Data analysis 

The contributions collected through the semi-structured interviews have been analyzed with the aim of 

providing answers to the research question formulated for the present exploratory study, namely:  
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How are upcycled products perceived by young consumers (Millennials) living in Denmark? 

Despite the central role of design and production in upcycling businesses, the importance to secure 

suppliers and other logistic matters, the authors believe that consumers perception did not receive 

appropriate attention within upcycling literature. More specifically, this research intends to investigate 

which factors might be involved in the motivation to purchase upcycled products. Drawing upon the 

definition adopted in this thesis, the authors are particularly interested to explore the perception of value 

and quality of these products and ultimately, they aim to uncover insights that might be leveraged through 

marketing and branding strategies. These goals have been defined through the following research sub-

question: 

(1) What are the factors determining behavioral intention to consume upcycled products for the 

considered segment?  

(2) How do Millennials living in Denmark perceive the value/quality of upcycled products?  

(3) How can consumers’ perception be leveraged through branding strategies? 

The researchers decided to conduct an exploratory study adopting an interpretivist philosophy, and a 

predominantly inductive research approach, using semi-structured interviews as qualitative method; 

these premises have been taken into consideration when selecting the data analysis strategy. Qualitative 

data collection provides a considerable and very diverse amount of information that should be handled 

and organized coherently with the purpose of the research and the above-mentioned propositions 

(Saunders et al., 2019). Another peculiarity of qualitative methods is that the context is often relevant to 

the final implications; therefore, the emerging themes should be adequately elaborated in relation to the 

context (ibid.). 

In accordance with the interpretivist stance of this study, the authors acknowledge that the data collection 

and the subsequent analysis will provide one of the possible representations of a socially constructed 

reality. For this reason, in such cases, researchers can expect data to mirror a variety of perspectives and 

experiences connected to the investigated topic. Data analysis should embrace and respect the “variability 

and complexity” of data in order to delineate meaningful outputs “rather than attempting to reconcile 

differences and write out this diversity of viewpoints” (Saunders et al., 2019). Ultimately, when 
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conducting data collection and analysis, researchers should strive to keep an open mind to gather any 

emerging pattern or themes (ibid.). In order to render the heterogeneity of qualitative insights, the authors 

decided to support their findings with quotes from the data collection as suggested by Saunders et al. 

(2019). In addition, during the analysis, they attempted to refrain from imposing constrained 

interpretations on the data to avoid the risk of missing important aspects. 

For this case, the authors decided to conduct a thematic analysis to make sense of the data collected and 

to meet the objectives of this research. Thematic analysis is “a method for identifying, analyzing and 

reporting patterns (themes) within data”; it supports researchers in elucidating multiple aspects involved 

in a topic (Braun & Clarke, 2006). It is one of the most largely adopted methods -“a foundational 

method”- for qualitative data analysis because of the high adaptability of this flexible yet systematic 

approach (Braun & Clarke, 2006; Saunders et al., 2019).  

Thematic analysis was considered the most appropriate method for the present exploratory research, 

because it is flexible enough to enable the researchers to uncover unexpected insights about the 

perception of upcycled products and to provide an interpretation of the social reality emerging by the 

interviews. In addition, this method is deemed to be successfully practicable even by relatively 

unexperienced researchers. One can perform thematic analysis regardless the chosen research approach 

(deductive or inductive). However, the procedure of coding and themes generation has to be adapted to 

fulfill the intended approach to theory development. In the present case, the researchers began to analyze 

the data adopting inductive approach: they have been scanning the entire body of data trying to rely 

exclusively on information collected (data-driven coding) without being influenced by any existing 

assumptions, either personal expectation or hypothesis inspired by the literature. Notwithstanding this 

intent, it might be argued that the decision to adopt the determinants of behavioral intention proposed by 

Triandis (1977) and the intention of providing branding implications through this research precluded the 

prospects of an exclusively inductive approach. The researchers acknowledge that their pattern 

recognition process might have been partly driven by the guiding framework and the research question 

(and sub-questions) for this study.  

Braun and Clarke (2006) contributed to achieve a clearer understanding of thematic analysis providing a 

six-step guide that includes namely (1) familiarizing with data, (2) generating initial codes, (3) searching 
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for themes, (4) reviewing the themes, (5) defining and naming the themes and (6) producing the final 

report. They argue that researchers should arbitrarily agree upon the definition and the relative 

importance of a theme beforehand. These decisions should be taken according to the nature of the 

research question in the specific case. 

For this research project, the authors started familiarizing with the corpus of data transcribing the semi-

structured interviews alongside data collection, i.e. each interview were transcribed a few hours after 

each meeting in order to gather any potential bias to be avoided during the following sessions. The 

Artificial-Intelligence-based transcription software otter.ai was used to support the transcription process 

and each script has been revised against both the recording and the interview notes for accuracy check 

(Please find the full transcripts in Appendix 2).  

Despite all the methodological expedients to ensure a flawless data collection, some limitations emerged 

during the data familiarization process. The authors observed that some participants had some difficulties 

in addressing the impact of their roles on their motivation to purchase. This section of the conversations 

resulted to be generally less insightful than the rest because the participants showed the tendency to 

elaborate on what they had been saying about social norms. Therefore, these two points of discussion 

often provided overlapping contributions. Another critical point of the data collection process occurred 

to be when participants were asked to reflect on emotions connected a potential purchasing experience. 

It this section, some of them would be slightly uncertain and elusive, possibly because some of the 

participants had never purchased an upcycled products and they would struggle to envision their 

emotions in a hypothetical purchase occasion.  

In order to adhere to a ‘data-driven’ (inductive) coding process unaffected by their assumptions and 

expectations, the authors started their screening from the keywords automatically generated by the 

transcription software. This preliminary analysis did not provide significant support to the coding phase, 

but it emphasized that some of the words mentioned more frequently across the interviews were: friends, 

materials, waste, environment and sustainability.  

After the transcription and the data familiarization phase, the authors proceeded to scan the entire data 

collected and to generate initial codes identifying those as “a feature of the data (semantic content or 
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latent) that appears interesting to the analyst” and that represents “the most basic segment, or element, 

of the raw data or information that can be assessed in a meaningful way regarding the phenomenon” 

(Boyatzis, 1998; Braun & Clarke, 2006). Thereafter, the authors identified the most relevant themes 

emerging from the coding process and they proceeded to further refine and organize the themes until 

they would provide a clear and compelling representation of the data without omitting significative 

nuances unfolded during the interviews.  

 

4 FINDINGS 

The results of the thematic analysis will be reported according to the contribution of each theme to the 

research sub-questions of the present study. The findings will be supported by quotes extracted from the 

transcript of the interviews, which will be reported in italic and referenced as follow, e.g. Interviewee 1, 

hereafter will be referred to as I#1. 

In first place, in order to gain a clearer understanding of the interviewees’ level of awareness and 

knowledge of the topic, the researchers decided to start the semi-structured interviews asking a ‘cold-

question’ about what they knew about upcycling at that specific point in time. The majority of 

respondents had a general idea about it, while others tried to guess what it could be referring to, based 

on the etymology of the word, mentioning that it implies “upgrading” unwanted old things (I#5), or, for 

example, “I'm assuming that instead of breaking old things down, you kind of use it for a different 

purpose.” (I#2). Others associated it with recycling mentioning that it might be “a step further” (I#9) 

from recycling, in the sense of recycling one material perpetually. 

Notably, every respondent brought up the idea of creating something new out of old products or materials. 

One participant (I#6) was perfectly aware of the concept of upcycling. He had bought the book Cradle 

to Cradle (previously mentioned in section 2.5 of this master thesis), after watching a documentary about 

it and he had been researching about the concept out of curiosity. 

Despite the different knowledge levels registered across the participants, they were generally impressed 
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and surprised by the concept and by the example products that were presented to them (please find all 

example products in Appendix 5: Introductory presentation to semi-structured interview). Some 

participants brought up the fact that they had heard about some of the presented examples and pointed 

out which one was their personal favorite. I#5 reported that she had been discussing with her husband 

about the building made of upcycled building materials and she was interested in knowing the exact 

location of it. 

The adopted definition of upcycling will be reported once more in this section for the reader’s 

convenience: the creation of products of higher quality and/or value (and presumably of a more 

sustainable nature) by converting, transforming or repurposing waste, by-products or used material, 

minimizing resource expenditure. The focus of this master thesis on upcycled products commercialized 

as consumers goods have been further explicated through the examples.  

 

4.1 Factors determining behavioral intention to purchase upcycled products 

The first research sub-question aimed to investigate which factors would affect the behavioral intention 

to consume upcycled products. Drawing upon the determinants of behavioral intention presented by 

Triandis (1997), the researchers intended to identify the attitudes, social factors, emotions and other 

contextual factors underlying the consumption of upcycled products for Millennials living in Denmark. 

4.1.1 Attitudes associated with upcycled products 

Positive aspects 

In general, the respondents showed a positive attitude towards the idea of choosing upcycled products, 

and they reported several benefits associated with those products. Most participants mentioned that 

upcycled products bear environmental benefits as they represent a sustainable form of consumption: “So 

being more sustainable and more sustainably aware, it's one of the reasons why I would buy [upcycled 

products]” (I#4). Upcycled products are believed to be more sustainable and to have a reduced impact 

on the environment due to fact that they are created by the repurposing of waste material.  
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Respondents also argued that the production of upcycled products still requires “a fair amount of energy” 

(I#8), however, the presumably more sustainable nature of upcycled products is generally granted. One 

respondent also affirmed that she expects upcycled products to be produced based on fair-trade 

principles, in an ethical manner: “I want to buy something that 's not harmful to the environment, it's not 

harmful to the society, and it's produced in a fair-trade way so that people are not exploited when 

producing this product.” (I#9).  

Some participants also mentioned that they would purchase upcycled products to support small local 

businesses: “it must really be hard to succeed on the market when you have so much cheap crap around 

and I think it is really brave to come up with something like that to compete” (I#9). Another interviewee 

mentioned that his primary driver would be to “support a cause” (I#8), since he perceives upcycling as 

a niche practice. He compared it to Tesla cars in the early days, when people would buy a Tesla for what 

it represented, despite the initial mediocre performance. Now Tesla is appreciated for its story, the minor 

environmental impact, but also for its functionality. He concluded saying “I think it's really important 

that you believe in the product as well as believe in the mission behind it.” (I#8). In relation to this, other 

participants reported that they are attracted by upcycled products because they are curious about the 

concept and would like to find out whether the product would live up to their expectations. 

The story behind the ideation and the manufacturing process of upcycled products also represented an 

interesting and appealing factor for the interviewees who proved to be curious about the brief narrative 

reported by authors for each example, by asking questions and showing the willingness to learn more. 

One participant pointed out that he is a passionate ski and snowboarding amateur and he would be thrilled 

to be wearing an accessory made out discarded snowboard gear (i.e. Uptitude sunglasses): “It's not just 

something that's been produced out of raw materials in Southeast Asia or somewhere like that. It's 

something that actually got passed and that I can maybe have a bit more of a connection to.  […] I like 

the fact that there is a kind of life after being used as a snowboard and that there is this story that runs 

through it.” (I#8). In general, participants often referred to the story of the products and the materials of 

upcycled products as something fascinating and involving. 

Another important driver for purchasing upcycled products appeared to be the uniqueness of these 

products, as most of them have the peculiarity of being unique pieces. One participant reported that he 
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had purchased two the products presented during the interview: the beer from Brøl and a FREITAG bag. 

He pointed out that, in his opinion, the value of upcycling is “a lot about the uniqueness of things” (I#8) 

and he recalled the fact that he could choose his own unique design on the website when purchasing a 

bag. The same concept recurred when mentioning the brand Brøl, which is mainly based on limited 

editions according to the available raw base ingredients. The perceived ‘coolness’ of upcycled products 

also proved to be an appealing trait making upcycled products more preferable compared to “ordinary” 

ones, as they are “something different” (I#1), interesting, aesthetically appealing, a cool piece to wear 

that holds a nice story to share: “If I was wearing my snowboard sunglasses then it would be cool for 

someone to say, Oh, those are cool sunglasses where did they come from? Ah, well, let me tell you the 

story. This is from this really cool company that takes old snowboards then uses the materials to make 

these…” (I#8). 

Most of the participants mentioned sustainability as a benefit associated with upcycled products and all 

of them declared that they acknowledge the need for more sustainable forms of consumption. However, 

on the contrary of what the researchers might have expected, it emerged that sustainability does not 

represent the main driver of purchase at all times in the context of upcycled products. I#2 argued: “I think 

that the concept of it being more environmentally friendly is not the biggest selling point for me, 

personally. I'm looking for something that really serves the function, so at the end of the day, it doesn't 

matter if it's more friendly to the environment or not, as long as it serves the purpose.” (I#2). She added 

that the fact that a product might be upcycled represents a “plus point” (I#2). Interviewee #3 claimed: 

“I'm not going to buy something just because it's sustainable” (I#3). A similar point was also expressed 

by another interviewee who said: “So I'm not driven by the entire mission of sustainability, you know? I 

think it is a good idea, it's something good to do. […] It's not like, okay, I am all out and everything that 

I buy must be upcycled or recycled or made from something sustainable. That's not me as a person. 

“(I#5). I#7 added that she would mainly rely on the opinion of her friends when choosing a product, but 

her primary driver to purchase would definitely be quality and “the upcycling will come next to it. So, 

it’s good and it’s even upcycled” (I#7). 

Negative aspects 

Other interviewees expressed the concern that sustainability is growing in popularity, more as a trend 
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rather than as a purposeful activity: “I have the feeling, sometimes, that sustainability is sort of trendy 

somehow, in a way that being sustainable became a trend” (I#4), and defined it as “overhyped, so that's 

one of the things that is kind of going around right now. What I hear in my circle is that everybody's now 

talking about zero waste and being environmentally friendly.” (I#2). Additionally, I#2 expressed the 

concern that upcycling might represent a “greenwashing” practice shaped by marketing strategies that 

might focus on the sustainable nature of a product to leverage the upcycling trend (I#4). One respondent 

seemed also skeptical about the manufacturing process: “the process of producing these products might 

actually be more harmful than just the process of a regular retail product. I think that's one of the things 

that I would consider and it's very hard to find out if the company is greenwashing.” (I#2). The same 

participant also mentioned that transparency should be essential in this context. 

4.1.2 Social factors 

The fact that sustainability is, somehow, becoming a trend might be regarded as a positive incentive to 

engage in the consumption of upcycled products. Some participants mentioned that, to their perception, 

society, government and institutions seem to have growing influence on the attitude towards 

sustainability and might therefore influence the perception of upcycled products. For example, one 

participant explained: “now, we start being educated because it comes to social media. It is kind of 

common knowledge, but our generation was not raised with this kind of feeling. But what could be the 

social norm that enhances the consciousness of upcycling is the education, to talk about these problems 

to friends, family, and so on.” (I#4). 

Generations 

The generational differences regarding the attitude towards sustainability emerged in some points of the 

conversation, when younger generations were generally referred to as more aware environmental impact 

of consumption. I#8 mentioned that he feels “a bit of a responsibility in terms of older generations and 

seeking to educate them”. He carried on explaining the reason why he feels that sense of responsibility: 

“I think, partly because being younger, we have access to a bit more information about this. The kind of 

media that we consume, and more commonly deals with these themes, and so we do that, and then maybe 

I consider my role as being a translator or something to help other people understand this kind of things 
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there” (I#8).  

A significant comparison between the two previous generational cohorts emerged when I#4 noted that 

she observed contradicting consumption patterns in her parents and grandparents. She mentioned how 

her grandparents preserve items for many years by using and repurposing them as if they are still 

experiencing the aftermath of World War II, when the lack of resources was massively notable. On the 

other hand, she stressed the fact that her parents tend to behave differently. In her analysis, this might be 

presumably due to the fact that they were in their early young years and living in Poland when the Berlin 

wall came down and they got to experience the effect of this historical event on the markets. As opposed 

to their parents, they had abundance of products to choose from and therefore they are still not interested 

in preserving their belongings in the same way. They are rather more likely to dispose and purchase new 

ones. In her words, “my grandparents were raised when fast fashion was not a thing. I was not common 

to buy new stuff whenever you wanted to or whenever the new trends came, every single season, every 

single year […] when I was born, my parents could buy whatever they wanted, because it was the first 

time that the market was open free. So, I can really perceive the contradiction of the way one generation 

[our parents' generation] has given us an example of buying whatever we want, everything new and 

using all the plastic” (I#4). 

Peers influence 

Social media usage might definitely have a potential impact on the openness of this generational cohort 

towards sustainability as well as innovative concepts, such as upcycled products. Many participants 

stated that they would expect to find out about these products mainly from social media or word-of-

mouth, through their friends and family. The opinion of friends was mentioned several times, when 

respondents were asked to reflect about how their social relationships would influence their motivation 

to purchase upcycled products. The majority replied that their close network would encourage and 

approve the selection of such products and they do not fear disapproval: “I can definitely see that it's not 

contradicting to the social sphere that I'm living in. So, I am together with people that normally also do 

buy these kinds of things” (I#6). Nevertheless, some participants acknowledged that the novelty of these 

products and the fact that they are relatively unfamiliar might make some consumers feel uneasy. I#7 

elaborated on that point stating: “I believe that a lot of people have some doubts about it. It's just because 
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they are not used to. And we’re always used to buying new, new.” (I#7). In addition, the same participant 

pictured that the reaction of some of her friends could be as following: “isn't it a bit weird to wear 

something that is made out of old parts?” (I#7). She claimed that this sort of reactions from her close 

network would negatively affect her intention to purchase.  

Place of residence Vs place of origin 

Notably, the decision to move to Denmark was mentioned several times as a factor that positively 

influences the attitude towards upcycled products. One participant said that she feels that “people living 

in Copenhagen are known for having a very sustainable mindset” (I#1), carrying on saying “So I would 

say from my group of people living here in Denmark, I would have much higher influence on buying 

these products” (I#3). Another participant mentioned that he recently moved from a “young” and “left 

Wing” oriented district, Nørrebro, where he perceives that “the values are very much towards 

sustainability and minimizing our impact on the planet, thinking about things a little bit more than just 

over consumerism.” (I#8). 

The majority of participants happened to be expatriates who currently live, study and/or work in Denmark 

and all of them reported that they perceive a difference between their own countries and Denmark in 

terms of sustainability and environmentally friendly behavior, arguing that living in Copenhagen 

positively influences their motivation to engage in the consumption of upcycled products. This aspect is 

particularly notable, as when delimiting this research to people living in Copenhagen, the researchers 

assumed that the above-mentioned characteristics of Danish consumers presumably extend to the 

majority of expatriates permanently based in the country. The cultural background of each participant 

was not considered relevant to this specific study, however, this aspect emerged several times during the 

semi-structured interviews. 

Participants reported that moving to Denmark shaped their lifestyle and they could clearly observe a shift 

in habits, consequently in their consumption choices too. Some participants mentioned that their life in 

a new country has made them more aware of and keener on sustainable options. “I think my habits 

definitely changed a lot, because when I was living with my family, it was in Italy, and when I moved out, 

I moved to Denmark. I think that these two countries have completely different concept of sustainability.” 
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(I#7). Subsequently, when discussing about the social factors influencing their motivation, many 

respondents felt the need to distinguish between their ‘Danish’ social circle and the social sphere in their 

own country: “my family that lives in Greece, doesn’t expect from me to do something like that [chose 

upcycled products], because they don't know these products very well, so they don't have it in their mind.” 

(I#1). 

Social status 

When reflecting on cultural differences, a few participants also mentioned the role of brand-new products 

in reinforcing the achievement of a certain social status and as a mean of demonstrating one’s 

accomplishments in life. It has been argued that the need of showcasing brand-new belongings might be 

more prominent in countries that are less wealthy compared to Denmark, where people generally tend to 

pay less attention to the brand-new factors. As an example, in some developed countries of the western 

world people seem comfortable in living in historical buildings (I#5) and are, in principle, well disposed 

towards second-hand items (I#3). I#3 specifically said: “I have never seen my parents buying a second-

hand object”, arguing that he believes that such attitude towards objects like upcycled products underlies 

in one’s cultural beliefs and family culture. He started buying second-hand objects regularly since he 

moved to Copenhagen and now it is a habit for him. 

Own social roles 

During the semi-structured interviews, participants were further asked to reflect how their social roles 

would help to shape their motivation to purchase upcycled products and several aspects were mentioned 

in this regard. One respondent mentioned: “the idea of being a citizen of the world instead of a citizen of 

Denmark [would influence me]. That we need to, again, take good care of the planet that we are that we 

are inhabiting right now.” (I#6). I#4 stated that she would choose to consume these products in order to 

spread sustainability awareness within their close network: “I can be the person that is buying these 

things. And also showing to other people I know that it is worth doing so, it is not harmful, and it might 

rather bring some benefits and just owning a certain product can have a real impact on something else”. 

In this regard, I#8 added that he would love to share fun facts and stories with others “I really like to tell 

people all the facts that I've learned from all of these things and try to use those to build an argument”, 
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(I#8). 

The relationship with a life partner was also deemed to influence the intention to purchase such products. 

One respondent stressed the importance of sharing the same view on sustainable living: “but then maybe 

somebody else in your family […] doesn't support it, then it can result in some conflict at home.” (I#5). 

Other participants mentioned that they feel encouraged to embrace more sustainable lifestyle by their 

partners (I#3,8) or they might feel that way due to the fact that they are, or about to become, a parent: 

“As a mom, I think sometimes you could choose these things just to educate your kid a bit” (I#5), “Hmm, 

I think that my soon-to-become father role definitely influences me a lot”, (I#6). 

 A couple of participants would also mention their professional career as a driver of behavior. More 

specifically, respondents working in a construction company or as an architect showed interest towards 

upcycled materials in their profession: “As a professional, I am an architect and I can imagine including 

upcycled materials in my design projects and bring the matter of reusing the materials on different levels 

and types of construction”, (I#4).  

"Peacocking" 

Another interesting aspect was introduced by I#8 arguing that upcycled products might be a mean to 

attract others’ attention: “There is a technique called "peacocking", which is used as a networking 

technique […]; it's that you would wear some item which would stand out and it would act as an 

icebreaker”, (I#8). The same idea was also mentioned by another participant who claimed: “I would 

expect that people recognize it on the streets, people that know what this brand is about, they would 

recognize it and maybe give me a special eye contact or something like that”, (I#9). 

Perception of the “self” 

During the semi-structure interviews, participants were asked to reflect upon how their self-concept, 

namely their own perception of themselves, would influence their intention to purchase upcycled 

products. Somebody reckoned that “There is a strong relationship between how I think of myself and the 

act of actually using upcycled and recycled materials”, (I#6). One of the most reported self-perception 

during the interviews is being a person who is environmentally conscious, willing to reduce the impact 
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on the environment, and reduce waste, e.g. “I think we should take good care of mother nature, and if 

investing in these products can help the future to be somehow left in a good condition for our generations 

to come, I think that's a good motivation for me to buy them”, (I#9). The next most reported self-concept 

was being a curious person keen on exploring new trends and trying new products, driven by the 

creativity and potential of upcycling; e.g. “I am really interested in these new possibilities (also business 

wise); there might be so many new things to learn and options to explore. This is really pushing me 

towards doing more”, (I#4). I#7 also said “I think it's also something relatively new. And I see myself as 

a person who tries new things. So, for example, trying food that is upcycled is something I would 

definitely do because trying new things is a part of myself” (I#7). 

4.1.3 Emotional factors involved in consuming upcycled products 

Positive emotions 

The most frequently reported emotions associated with the consumption of upcycled products are 

satisfaction and pride: “to some extent I am going to feel proud that I have contributed somehow to 

sustainability and the reduction of waste” (I#3) or the “thought of changing the environment […] would 

give me satisfaction”, (I#4). This had been also described as the “’warm fuzzy’ feeling of saving the 

planet” (I#6). Another participant recalled the day when she tried the BANANA ice-cream and claimed 

she would choose to try it because she was curious about it and when she got to learn more about the 

upcycling process behind the product, that added up to her positive emotions: “It felt even better”, (I#7).  

Other respondents described that they would feel a sense of happiness and joy and they would be 

positively impressed about the outcome of their purchase. For example, one respondent recalled that one 

time she had the chance to try BANANA ice-cream and she felt very happy and satisfied and she claimed: 

“I've had very positive feelings, so I'd be open to try out the other products as well” (I#1). 

Negative emotions 

Potential negative emotions were also reported when discussing the consumption of upcycled products 

during the semi-structure interviews. For instance, one respondent recalled when he tried the beer from 

Brøl because he was very curious, and he liked the concept. However, he did not like the taste, and he 
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felt disappointed about it. One might argue here that the risk of feeling disappointed by the performance 

of a product is also present when trying a non-upcycled product for the first time therefore it is not entirely 

relevant to this study.  

Others reported that they might feel suspicious about the transparency of this practice and doubtful about 

the outcome of the purchase: “I think I should not be scared when trying new things. But yeah, maybe I'd 

have some doubts.” (I#9). Somebody reported the fear of wasting money and of being disappointed with 

the quality reporting: “I’m really not sure [about] what to expect” (I#7), because it is something 

“unknown” (I#9). 

 

4.1.4 Current habits and past behaviors 

Do-it-yourself projects 

A further point of discussion invited the participants to reflect upon current and past behaviors that might 

influence their intention to purchase upcycled products. As a first reaction, most participants seemed 

quite unsure about this point, but when invited to give another thought about it, they started disclosing 

anecdotes about their childhood and their daily life. Many participants mentioned that they have been 

performing DIY (do-it-yourself) projects. The fact that they were sitting in their own house due to the 

remote interviews did, most probably, facilitate the recalling of this projects. A couple of participants 

reported that they enjoy experimenting with their outworn clothes creating tote bags or other garments 

(I#4,9). I#5 showed the researchers a lamp she had created using “a nice wine bottle”, and she had been 

restyling some other pieces of furniture in her apartment too. I#6 brought up some renovation projects in 

the family summerhouse, when they used scrap wood to create toys for the children. Whilst most of the 

respondents associated these habits with a general positive attitude towards upcycled products, I#2 

reported that she is a very creative and hands-on person, who finds extremely rewarding the process of 

creating new things out of old materials for herself. Therefore, she added that she would not feel more 

motivated to purchase an upcycled product, as she would not perceive the same value and feel equally 

satisfied by using an upcycled object that had been processed by somebody else. I#2 also reported that 
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she would purchase second-hand products mainly with the purpose of starting a DIY project, else she 

would not be interested in buying second-hand.  

Primitive ways of upcycling 

Many participants recalled habits from their childhood, e.g. making dolls’ dresses out old clothes, or 

mentioned how they have been wearing clothes from older brothers and relatives. A couple participants 

reported how they had been observing some upcycling related behaviors from their grandparents or 

parents arguing that “You can just see the creativity that's behind upcycling in a very primitive form as it 

was, like 50 years ago in the generation of our grandparents”, (I#4). I#7 reported: “my grandma doesn't 

produce any trash. So, whatever she buys, she finds different uses for it. So basically, her trash bin is 

always empty”. Other examples were related to the creative reuse of clothes or wood materials to create 

storage boxes. Participants acknowledged the fact that, in the past, goods were not as accessible or 

affordable as they are today, therefore, consumers needed to find creative solutions. In this regard, one 

participant said: “but if you were to speak to my parents about this, they wouldn’t recognize it as 

upcycling, they would just recognize it as necessity. Because if they wanted something, then they had to 

make it themselves.” (I#8). 

Some of the most mentioned habits that might influence the motivation to purchase upcycled products 

were composting food and recycling. This appeared to be more of a recent habit for some participants, 

whilst a participant who grew up in Denmark mentioned that it is has been “integral part of my 

upbringing”, (I#6). Many participants also mentioned that they are comfortable with buying and selling 

second-hand products, for example I#3 mentioned that this practice is not common at all in his own 

country (Greece) but he got used to it when moving to Copenhagen: “When I came to Denmark, I was 

quite hesitant with buying second-hand things, but after I saw that everyone's doing it, I really got used 

to it, and now I do it myself, I do buy second-hand furniture, because at end of the day, they're in perfect 

condition, in a good price. Plus, I think it's a very good thing to do, because you reuse things, and you 

reduce waste”, (I#3). 

Other interesting habits mentioned by one participant referred to taking part to initiatives aimed to 

prevent food waste using services like Grim, FoodSharing, or TooGoodToGo, that enable businesses 
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activities to dispose of unsold food products (I#4). 

4.1.5 Contextual factors 

Occasion and selling point 

In the final part of the semi-structured interviews, participants were invited to reflect on where they 

would expect to become aware of such products and where they would imagine purchasing them.  

Many participants imagined they would come across upcycled products online, on social media platforms 

such as Instagram and Facebook, through events sponsored online, website focused on sustainable living 

(I#4) or in the news (i.e., articles presenting new products and reviews) (I#2). Many participants affirmed 

that they would look for more information on social media or on search engines. I#9 mentioned that she 

would expect some of the influencers she follows on Instagram to sponsor this kind of products. In this 

regard, participants also mentioned that they would expect to learn about upcycled products through 

word-of mouth. One participant recalled one particular incident when she saw a friend carrying a leather 

bag that she found beautiful, and when she asked more information about it, she was told that the bag 

was produced by an upcycling business (I#1). It also emerges that the recommendation from other users 

and a feedback on the product are very important to respondents when evaluating a purchase (I#2,3,7) 

and this tends to be significantly essential in the context of upcycled products when consumers seem to 

experience higher level of doubts and uncertainty.  

Most respondents reported that they would expect to encounter upcycled products in small local shops 

in town or in occasion of special events, like festivals. “Not in a normal store, in a place where they sell 

more particular stuff, where each piece has its own story behind”, (I#7). For example, big department 

stores such as Illum Bolighus and Magasin du Nord (in Copenhagen) were mentioned. I#8 mentioned 

that he would expect to find upcycled food products in supermarket chains such as Irma. 

More than one interview mentioned that they would expect to find such products in Christmas markets 

or other seasonal street markets: “where people have many different stands, and these small brands could 

introduce themselves”, (I#9). In this regard, it emerged that some respondents would be interested in 

meeting the people behind the brand, have the chance to discuss with them and find out more about the 
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story of their products: “I would be able to chat with the people directly involved in the production and 

then you get this kind of story out of it”, (I#8). A compelling takeaway from this topic of discussion is 

that respondents would expect to come across upcycled products by coincidence, as they do not feel the 

need to actively search for them. E.g.: “If I see an upcycled product and I have the need, then I would 

research for it. But a lot of times I don't go actively out to seek where are all the upcycled products in 

this category”, (I#6). On a few interviews, participants referred to the ‘discovery’ of upcycled products: 

in a Christmas market during a trip to Switzerland or in a small shop along the street (I#1,5). This shows 

that upcycled products do not benefit of a specific demand yet, they are appealing to young consumers 

that might be interested in upcycling processes and would also enjoy the experiential aspect of 

discovering and learning about those products. 

Accessibility and availability 

When asked if they would purchase upcycled products online, some participants expressed concerns 

about the fact they would prefer to get a touch and feel of the products to certify the quality and since 

they are made of upcycled materials this urge was perceived as more relevant. For example, “I cannot 

try them, or see how they actually feel. So, this would be a disadvantage for me. Because I prefer to touch 

the product before and understand the quality”, (I#3). Accessibility was mentioned as a critical factor by 

more than one participant due to limited availability, low convenience and effort put in accessing those 

products and the potential long waiting time when ordering the product from a retailer because the 

company might be small and maybe demand-based (I#4). However, I#7 argued that the limited 

availability “it's also what makes them more special and what increases their value at the end”, thus 

people might be willing to take an extra effort to obtain these products. Another respondent also argued 

that since he acknowledges the uniqueness of this kind of products, he is willing to tolerate longer waiting 

times (I#6). Some argued that big retailers such as Zalando and Amazon clearly dominate the market and 

make online shopping extremely convenient; therefore, small sustainable producers could hardly 

compete with those “without compromising their value”, (I#8). Another element that emerged during the 

discussions is the price of upcycled product which was primarily perceived as higher in comparison to 

the price of equivalent conventional products. Some participants argued that they were unsure of whether 

they could afford to buy such products or to what extent they would be willing to pay a premium price 

to purchase them: “I know that in architecture if you want to use upcycled materials, and they're just way 
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more expensive than using a new one. So sometimes the budget is the thing that's really cutting their 

dreams and bringing the reality that they're the thing that they're upcycled very often are just more 

expensive” (I#4). 

Notably, some participants reported that they would gladly purchase upcycled products as a present to 

somebody who would appreciate a sustainability-oriented gift, but also due to the fact that they favor the 

idea of giving a unique, creative and thoughtful object (I#1,4).  

 

4.2 Considerations about Value and Quality 

The second research sub-question was specifically aimed to discover which intrinsic characteristics of 

upcycled products would contribute to uphold higher quality and value anticipated by the definition 

adopted for the present thesis: the creation of products of higher quality and/or value (and presumably 

a more sustainable nature). Previous research on upcycled products drew attention to quality-related 

concerns (lack of functional value) in the evaluation of upcycling products (Sung et al., 2019; Yu & Lee, 

2019). Therefore, for the present exploratory study, the researchers aimed to gain a better understanding 

about the perception of quality and value of upcycled products. In order to guide the analysis of the 

findings, the researchers decided to adopt Kotler and Keller (2006) definition of value: the perceived 

tangible and intangible benefits and costs from the buyer perspective that can be regarded as a 

combination of quality, service, and price. 

From the data collection conducted for this research, despite the size of the sample, the authors registered 

heterogeneous perceptions about the expected quality of upcycled products. One participant (I#1) 

reported being curious to try upcycled products for the sake of verifying whether they can fulfill her 

expectations just as a conventional product would do. In such case, she feels she would switch to 

upcycled products in order to “minimize then the production and the consumption of non-recycled 

materials”, (I#1). She recalled the occasion when she tried BANANA ice-cream and she was impressed: 

“I could taste a such a nice ice-cream from a material that would otherwise go to waste”, (I#1).  

Some respondents reported to be quite confident that upcycled products would bear a high quality and/or 
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value since “the value is not in the price, but it is rather the value of the impact on the environment”, 

(I#4). According to I#4, the value of upcycled products is definitely worth the higher price compared to 

conventional products available on the market, considering that for her, as a consumer, it is more 

important to own products with a “greater value” rather than own many products (I#4). I#9 claimed that 

she would expect a long lifespan from such products and better quality compared to conventional, 

cheaper products ‘made in China’ because she trusts that people driven by such a purpose strive to deliver 

products with high quality standards. In this respect, I#6 provided the example of an upcycled bag from 

FREITAG, which he had purchased some time ago and he stressed the fact that he trusted the material 

(tarpaulin from trucks) to be long lasting “because it needed to last for something that it was much 

different than just me biking, and I had it for many, many years before it died”, (I#6). I#5 argued that 

upcycled products seem to have higher quality, but marketing strategies might contribute to shape this 

favorable perception. 

Nonetheless, to some extent, every participant expressed concerns about the quality or functionality of 

upcycled products. They reported for example: “I will be a little bit concerned about the quality since it's 

not new”, (I#7). Others reported doubts about the durability of upcycled products even because they are 

relatively new to the market to be trusted. Moreover, I#2 highlighted that there are not so many well-

known brands that produce upcycled products with a proven trusted quality yet. I#3 proved uncertain 

about the robustness of upcycled products, since they are reusing materials and he doubts they would be 

in the same conditions of brand-new products. Especially, in the case of more durable goods such as 

shoes, I#3 commented “I think the quality wouldn't be so good as a brand-new product, a brand-new 

pair of shoes”. Also, concerns about the materials used to manufacture upcycled products were reported 

by other participants, who fear that if the materials are not sourced in a controlled environment, they 

might result being “harmful and not suited for their use”, (I#4). I#8 argued that the functionality might 

be affected too: “I imagine there are reasons why certain materials have been chosen to create certain 

items. And so, if you use alternative materials, then it might have an impact on the functionality of the 

item”. 

The ambiguity about materials and the lack of confidence might consequently affect the perception of 

value of upcycled products, which are generally perceived to be more expensive than regular products. 

The higher price is justified by higher cost of accessing materials in a conscious and sustainable way; 
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therefore, producing upcycled products might be more costly to produce compared to brand-new 

products manufactured in countries with cheaper production costs (including labor) (I#4).  

I#7 pointed out, “sometimes sustainable products are a little bit more expensive, because they have a 

story and a purpose behind”, however, in her opinion, the concern about quality does not conform to the 

higher price. This uncertainty has been mentioned also by other participants who claimed to expect the 

same or comparable quality even if upcycled products are a little bit more expensive (I#6). I#6 also 

argued that, in his opinion, “the idea outweighs the price”, but durability remains one of the most 

important drivers of purchase: “I don’t want to buy something that is just a good idea”. 

In terms of price, participants generally proved to be willing to pay a higher or equal price to purchase 

upcycled products, but the authors noticed that some participants would have a subjective threshold 

beyond which the perceived value of the upcycled product would no longer justify the higher price. The 

quantification of the premium price that consumers would accept to pay for upcycled products did not 

fall within the objectives of the present study, however, some of the most relevant comments will be 

reported to provide a clearer overview of the perception of value of upcycled products: “I think that I 

wouldn't pay like the double amount for a upcycled thing unless I knew that it was also worth it. […] I 

don't want to pay three or four times the amount to get an upcycled thing or I would like to be the person 

that would do that, but I am not”, (I#6). “I would expect it to be the same price, but I'm willing to pay a 

slight mark-up. So, maybe like 10%-15% more, but not a very significant difference in price”, (I#2). 

In conclusion, it can be argued that due to their innovativeness and the distinct source of materials, 

upcycled products are subject to a notable perceived risk. This was described by I#2 as a similar case to 

when one decides to support a Kickstarter campaign. Although there is little information available about 

the company and product, the offer is attractive enough, thus I#2 stated that she would still choose to 

support that campaign, basing her decision on the excitement of being among the first people to try the 

product. Another compelling insight that emerged from the semi-structured interviews is that participants 

referred to different elements that would help mitigating the perceived risk associated with upcycled 

products. Some of these are: complying to quality standards, certifications, transparent communication, 

peer reviews, return policies and the brand. 
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4.3 Branding-relevant insights 

In several consumption environments, brands have the essential role to reduce the perceived risk related 

to a purchase (Kapferer, 2008). They often act as a guarantee for the quality of a product and provide a 

shortcut when evaluating various options for a purchase (ibid.). The brand also serves the function of 

incorporating the purpose and the meaning (identity) of a company and to convey it to consumers as 

accurately and effectively as possible. Moreover, it is argued that unique, strong and salient associations 

to brands have the power to enhance customers’ perceived value of a product or service. Therefore, brand 

management strategies aim to increase the attractiveness of a brand by shaping the idea embodied in a 

product to make it desirable, exclusive and relevant to the target customer segment (Kapferer, 2008). 

Branding can be a successful mean to enhance the perception of upcycled products and thus, the third 

research sub-question of this study aimed to abstract branding-relevant insights from the data collected 

through the semi-structured interviews. However, some tailored strategies might be necessary to tackle 

the perception of these products. Hereafter, the most relevant observations emerged during the data 

collection will be reported in this section.  

One participant (I#3). argued that the upcycling business activities presented during the interview 

reminded him of “quite a lot of big companies using reusable materials”, for example Adidas, and if the 

shoes showed by the researchers were branded by Adidas, he reported that he would most likely purchase 

them. Although the quality of upcycled products might be comparable, I#3 would be more concerned 

about purchasing such products from a small company, such as the one shown in the presentation. This 

quote supports the afore-mentioned role of brands as quality assurance and how the lack of trust towards 

smaller brands might result presumably prominent in the case of upcycled products. This point was 

further addressed by the same interviewee when he claimed that he is the kind of person who trust the 

brand and definitely relies on it in his purchasing decisions: “I think I feel the safety with the brand I 

know. It's not about just following some trend […] It's more about feeling the safety that I am buying 

something which is of good quality and it's going to last for long.” (I#3). Conversely, another participant 

reported the sometimes she likes to focus on smaller brands, that are not very “mainstream”, because 
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“they're also more unique on one hand, but also there's more motivation for me to want to look at them 

and purchase something from them.” (I#2).  

Another relevant element mentioned by the interviewees is how the story behind a brand generally elicits 

their interest. In fact, somebody reported that the narrative behind a brand provides it with a “human 

touch” beyond the corporate image: “I associate corporates with like profits, right? And when you have 

more human touch, it's more like okay, maybe they're doing something more morally correct. They're 

really not focusing just on profits. There's a story behind why they're doing it. That's more inspiration.” 

(I#2). Therefore, the brand seems to help mitigating the rigorous and profit-oriented image associated 

with corporate businesses and the story incorporated in the brand strategy contributes to convey the idea 

of a more meaningful purpose behind the company. Respondents further supported their interest in the 

story behind the brand mentioning that they enjoy reading the information reported on product packaging 

(e.g. learning about where and how the coffee beans are sourced) or “I normally tend to read brands' 

‘about me’ pages to just find out what kind of story it has behind it.” (I#2,3). Interviewee #8 added that 

“The best brands always have a good story behind them, whether that story is true or false. And also, 

brands with a story are the ones I can relate to, or that their customer base can relate to. I think that's 

really important in terms of making the purchasing decision” (I#8). 

Interviewees further claimed that they would be definitely interested in learning the story behind 

upcycled products reporting that they had been asking more information about the product when trying 

the BANANA ice-cream for example or coming across upcycled products in shops or markets (I#1). One 

participant (I#8) even said that he would rather purchase upcycled products in local markets or places 

where he could get the chance to talk to the founders of the company and learn the story of the product 

directly from them. Despite the previously mentioned reluctance towards small upcycled brands, 

Interviewee #3 also argued that a compelling and relatable story might convince him to try upcycled 

products: “I think I'd be interested in the whole concept of it, learning about the ideas. I was quite 

impressed by some of the products you presented earlier. I would like to know more about the material 

that these products are made of.” (I#3). 

During the discussion with the researchers, some interviews proved willing to share comments on the 

preferred narrative or strategies that should upcycled brands should embrace in their opinions. 
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Interviewee #6 stressed the importance of uniqueness of certain upcycled products and that this one-of-

a-kind trait should be leveraged in terms of positioning: “You should embrace the uniqueness of the 

upcycling and not trying to beat commercial products or trying to beat normal, not upcycled, products 

on their playing field, but stick to the uniqueness of the products” (I#6). Interviewee #7, instead, when 

encouraged to express her opinion on how these brands might attempt to tackle reluctance associated 

with upcycling, argued that the focus should be the enhancement of quality perception: “Even if 

sustainability is becoming a really big thing, I still feel like that people are not buying primarily with this 

motivation in mind. So, I will probably build a different story around it and then have the sustainable 

impact and the upcycling as a plus. And I would definitely focus on quality for most of the products as a 

selling point” (I#7). 

 

5 RECAP AND DISCUSSION OF FINDINGS 

In the present section, the authors will present an overview of the findings reported so far with the aim 

to answer the main research question for this study, namely:  

How are upcycled products perceived by young consumers (Millennials) living in Denmark? 

The results of this research will be further critically discussed presenting how they might respectively 

contribute to consumer behavior, upcycling and branding literature and supporting decision-makers in 

the management of upcycling businesses and in the formulation of branding strategies.  

When analyzing, presenting and discussing the results of their study, the authors were entirely conscious 

of the extremely limited degree of generalization possible due to the adopted methodological approach, 

the qualitative nature of the data collection and the small sample selected using non-probability sampling 

techniques. However, the findings of this research are still noteworthy in their exploratory premises, 

because they provide interesting insights on the perception of upcycled products by young consumers 

living in Denmark. The results of this exploratory study might be the starting point for further studies to 

deepen academic knowledge about consumer behavior dynamics within the consumption of upcycled 
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products. In line with the research quality criteria for qualitative studies (Guba & Lincoln, 1982), the 

authors committed to provide all the elements to ensure some degree of transferability of the output of 

the present research.  

This exploratory study provided an acceptable and quite compelling plethora of insights on consumers 

perception of upcycled products. The findings are diverse and contribute to shed light upon several 

aspects that might be involved in the consumption of these products covering sociocultural, experiential, 

symbolic and ideological factors.  

From the respondents who took part in the research for this master thesis, it emerged that the concept of 

upcycling is not completely unknown to young individuals living in Copenhagen, Denmark. Therefore, 

the analyzed sample did not show a significant lack of interest or awareness generally registered for 

circular solutions. On the contrary, all the participants showed some extent of positive attitude and, in 

this small sample, nobody expressed an extremely negative attitude towards upcycled products (aversion 

or disgust). They were rather interested in learning more or at least to give a try to upcycled products 

despite some degree of skepticism. This might indicate that the concept is evolving and might gain further 

momentum in the upcoming years. One interviewee, I#5, recalled that she came across an upcycled 

product for the first time seven or eight years ago, when one of her ex-colleagues had bought a upcycled 

piece of furniture. She remembers that it was a very “weird” decision, in her opinion: “I just thought, 

why would you spend your money […] on an old piece of crap? […]” But since then, she had the chance 

to reflect more about it and once she got more familiar with this idea, she concluded that it might have 

some benefits: “I found out that it can be a little bit cool to find something upcycled.” (I#5). This 

underlines how the novelty and the nature of the concept might hinder the overall perception of upcycled 

products at first, but the initial perception might definitely improve over time. The authors believe that 

branding could significantly contribute to improve consumers perception.  

According to what the authors could observe within the selected sample, Millennials consumers 

perception and attitude towards upcycled products seems to be distributed on a continuum describing an 

increasing interest and eagerness to consume upcycled products. In other words, participants showed 

different levels of interest: some proved to be more reluctant and skeptical towards certain distinctive 

traits of upcycled products, others resulted more enthusiast. However, no respondent showed an 
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extremely positive or negative attitude; everyone critically reflected on the presented topic highlighting 

both drivers and barriers involved in their motivation to purchase upcycled products.  

The decision to focus the present study on the Danish market proved very insightful within the selected 

sample. In fact, most participants acknowledged that the factuality of living in Denmark at the moment, 

facilitates a positive attitude towards sustainable consumption and intention to purchase upcycled 

products. Moreover, the results of this research suggest that consumers’ cultural background (both 

current and past cultural context) might have an influence on the perception of certain behaviors. This 

aspect deserves further investigation though ad hoc academic research.  

As previously mentioned, every participant in this research expressed some level of interest/curiosity 

towards upcycled products and deemed them worth considering. The objective of this research was to 

investigate consumer perception and explore how the sample would discern these products. When 

reflecting upon upcycled products, one might expect that their most prominent attribute would be the 

sustainable nature and their compliance with circular economy principles. Surprisingly, this research 

showed that sustainable consumption is only one of several aspects involved in the perception of 

upcycled products. It emerged that consumers mainly expect high quality and functionality besides the 

sustainable nature, which is appreciated, but it is not the main driver of consumption, yet. Respondents 

proved largely conscious about overconsumption and the impact of the current consumption patterns on 

the environment and, to some extent, they can be identified ad green, ethically oriented consumers. 

However, they do not require sustainability at all costs. A recycled or upcycled product is appreciated as 

long as it meets quality expectation and the reasoning behind the product is convincing enough. In this 

regard, one respondent said: “If you can convince me that it's a good product, genuinely a nice product 

to have and not only just something recycled or upcycled because we can, but also because it makes 

sense.” (I#6). 

This findings are coherent with the prepositions on green consumerism presented by Moisander and 

Pesonen (2002), in particular the first discourse centered on the individual urge of “making a difference” 

(Moisander & Pesonen, 2002). However, in line with previous research (Hartmann et al., 2005), the mere 

perception of upcycled products as sustainable options usually cannot entirely support the purchase 

intention. Sustainability is just one of the factors influencing the intention to purchase upcycled products. 
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It emerged that some respondents would rather be driven by their personal curiosity and be attracted by 

the uniqueness of the products or the narrative about the manufacturing process or the purpose of the 

company. Due to the peculiar sourcing processes of waste materials, most upcycled products might be 

characterized by limited edition batches or one-of-kind items. This aura of uniqueness and/or scarcity is 

presumably stimulating the interest of young consumers to learn more about these products due to 

personal curiosity, but also to discover anecdotes to share with others in social occasions. 

This research also emphasized how the concept of upcycling is perceived as novel within the context of 

commercial goods, otherwise it had existed for long time. In this regard, respondents could easily retrieve 

memories of familiar behaviors from their past related to the practice presented by the authors. However, 

the refashioned version of upcycling presented in this research would offer them the option to consume 

upcycled goods not due to the lack of resources or for convenience purposes, but because they can 

somehow identify their own personal values and motives in the concept of upcycled products. 

Nevertheless, drawing consumers attention to the connection between upcycling activities and some of 

their current and past accustomed behaviors might help to demystify the concept and make it more 

familiar.  

Consistently with previous findings in upcycling literature, within the selected sample, the major concern 

affecting the perception of upcycled products resulted to be the functionality of the product, especially 

in relation to the performance and durability of the materials, due to the upcycled nature (because they 

are “not new”). In addition, some participants reported a certain dissonance between the doubts about 

quality and the generally high price of upcycled products. Sometimes, the perceived value might not 

justify the costly price. The lack of certainty about quality and the relatively novelty of upcycled products 

contribute to increase the perceived risk associated with these generating ambivalent attitudes in the 

analyzed samples. The presence of opposing attitudes towards environmentally friendly products is quite 

normal as anticipated by Chang (2011). In this research, perceived risk resulted further amplified by 

suspicion of upcycled products being a mean of greenwashing or the result of deceptive marketing 

strategies aimed to leverage the sustainability trend. 

From the findings of this research, the authors managed to observe that some traits of selected sample 

proved to be consistent with the characterization of the Millennials generational cohort found in literature 
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and reported in section 3.3. In first place, all the respondents resulted conscious about environmental 

issue and acknowledged that our society produces an unsustainable amount of waste. In fact, when asked 

to reflect upon how their self-concept would affect the motivation to purchase upcycled product, the most 

popular answers referred to being environmentally conscious and being curious and willing to try new 

things. The latter might be associated with the tendency of Millennials to be experience seekers (Hume, 

2010). It might be argued that the consumption of upcycled goods, which has been defined as “unique” 

by one respondent, elicits the hunger of millennials for new experiences. According to the sample 

selected for this research, the consumption of upcycled products entails peculiar characteristics that might 

be leveraged to craft appealing emotional experiences for Millennials: discovery of innovative products, 

scarcity of available items, unique pieces. Upcycled products can hardly compete with the high and 

convenient accessibility of conventional products, but the findings of this research suggest that maybe 

this should not be the point. Upcycling businesses should rather focus on the experiential aspect of 

consumption (Holbrook & Hirschman, 1982) so that their products would result worth pursuing in the 

eyes of Millennials.  

 

6 BRANDING AND MARKETING IMPLICATION 

The present master thesis also aims to provide branding implications tailored to upcycled products on 

the basis of the insights collected during the research. This section will elaborate on how the perception 

of upcycled products might be enhanced through branding strategies. The authors believe that building 

a solid and remarkable brand identity is extremely important to achieve a sustainable competitive 

advantage. From the desk research conducted to gain a preliminary understanding of concept of 

upcycling as an entrepreneurial activity, it emerged that most of these enterprises are start-ups. In the 

process of establishing a new company based on an innovative product, building a strong brand results 

even more crucial. Therefore, this section will hopefully be helpful to newly established upcycling 

businesses, but also relevant to companies that are evaluating the possibility to integrate upcycling in 

their business activities. It can be argued that in the context of novel concepts like upcycling, brands are 

also important to generate primary awareness about the concept, sensitize and educate the audience other 

than informing consumers about the activity of one specific company. 



 84 

Brand identity is the construct that embodies the purpose and the meaning of the brand and it is generally 

communicated to consumers whose perception is referred as brand image (Kapferer, 2008). Furthermore, 

brands should embrace the latest conception of brand identity as a dynamic construct and therefore 

engage consumers in the co-creation of brand related experiences (Da Silveira et al., 2013; Kornum et 

al., 2017). According to insights gathered from the sample of this research, in the case of brands for 

upcycled products brand identity could be best conveyed to consumers establishing a strong and 

persuasive brand narrative. This might stem from the story of how the products have been conceived and 

manufactured, how the waste materials are sourced and should be crafted into a fascinating tale. 

Storytelling is a successful mean to convey brand information because it leverages episodic memory: 

when we are presented with an interesting and engaging story, we will most likely remember the 

presented elements (i.e. brand information) (Woodside, Sood, & Miller, 2008). Associating brands with 

a story has a significant persuading power, it helps strengthening the brand  and it drives more favorable 

and unique associations (Delgado-Ballester & Fernández-Sabiote, 2016; Lundqvist, Liljander, 

Gummerus, & van Riel, 2013). Brand storytelling can contribute to establish enduring value for a 

business through meaningful narratives and stimulating deep emotional connection with the brand 

(Stephen & Malcolm, 2010). Being stories a sense-making mechanism, brand narrative helps consumers 

to make sense of the brand and it is believed to favor the integration of brands within consumers’ self-

concept (Edson Escalas, 2004; Huang, 2010).  

The authors believe that an accurate brand storytelling strategy might prove particularly appropriate to 

enhance the perception of upcycled brands. A compelling, relatable and emotional story would elicit 

brand recall and reinforce the human touch associated with niche and purposeful brands like most of the 

upcycling examples presented in this research. The findings of this research underline that young 

consumers in the sample are longing for inspiring and interesting brand stories that would contribute to 

confirm their self-concept and shape their motivation to purchase upcycled products. In addition, some 

participants also manifested the willingness and the pleasure of sharing these stories with their social 

network (friends, colleagues, family). Another relevant driver of consumption for upcycled products 

appeared to be the uniqueness and/ or limited number of items available. In this regard, brands could 

definitely leverage the uniqueness element shaping the perception of scarcity and exclusivity to enhance 

desirability and drive demand (Yieth, Lien, & Jou, 2020).   



 85 

According to the findings of this research, the primary role of the brand for an upcycled products would 

be to act as a warranty of quality and reassure consumers having doubts about the functionality of a 

product. In addition, the brand should convey the experience held by the consumption, the purpose, the 

story behind the product and elicit emotional connection, namely allow consumers to relate the brand to 

their own values, beliefs and self-concept (badge, functional and ethical function according to Kapferer, 

2008). Moreover, this research seems to support the need to emphasize the emotional benefit alongside 

reassuring consumers about quality and functionality when promoting and positioning upcycled brands 

corroborating some of the marketing-related suggestions presented by Chamberlin and Boks (2018) who 

recommended to focus on meaning, storytelling and scarcity when promoting circular solutions. In terms 

of brand positioning, upcycling brands should strive to reach those niche segments that prove to be ready 

to accept upcycled products. However, upcycled brands are not suggested to adopt strategies entirely 

centered on green positioning. The findings of this research showed that, within the selected sample, 

environmental attributes resulted important but were not a prior driver of intention. Therefore, the 

positioning should reflect the sustainable traits of upcycled products, but also other distinctive 

characteristics.   

In order to achieve an authoritative and reliable status, a brand needs to work to build a solid reputation 

and attain a significant level of brand awareness. Innovative and relatively unknown brands 

commercializing upcycled goods have most likely not established a presence on the market to leverage 

the benefit of strong brands yet. Therefore, the first goal should be to achieve a fair brand awareness 

within the selected target. The results of this research seem to suggest that Millennials might be a suitable 

segment to represent the ‘early adopters’ of this innovative products. However, given the nature of this 

study, this assumption should be confirmed through further research.  

Simultaneously to generating brand awareness, according to this research, consumer perception might 

be improved by encouraging peer reviews. This element would help to mitigate the perceived risk, but 

also to leverage the impact of social expectations and peer approval on the motivation to consume, 

consistently with Sung et al. (2019). Other elements that might help to soothe consumer reluctance are 

open commitment to transparency and certifications for the products (quality standards, certified 

upcycled). Since the concept of upcycled products is relatively new, one might expect that specific 

certifications are not available yet. For example, the certification seal for upcycled food is currently under 

https://www.foodbusinessnews.net/articles/16352-upcycled-food-certification-seal-under-development
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development but upcycled products might still obtain other relevant certifications.   

Eventually, due to the current niche status of upcycled products and the nature of the target suggested by 

this research: highly digitalized and heavy social media users; upcycling businesses should presumably 

prefer digital marketing strategies. It emerged that most participants expect to learn about upcycled 

products online or on social media. However, this research indicated that some consumers would rather 

have the option to touch and feel upcycled products in order to certify the quality and the functionality 

themselves, but also have the chance to interact personally with the founders or the people behind the 

brand. For this reason, upcycling companies should also work to secure some options for offline 

distribution through events or similia, where possible. 

Upcycling businesses should also undertake actions to build brand communities both online and offline. 

In this regard, the authors believe the brand Sustainable Wair is implementing an excellent community 

building strategy: they organize regular upcycling workshops where they teach how to create new objects 

(e.g. pencil case, card wallet, face masks) out of textile waste. The objective of these workshops is two-

fold: they drive awareness to their brand and get potential customers to know their product, but they also 

sensitize consumers about the upcycling concept and contribute to generate primary demand. The authors 

believe that this strategy was worth mentioning because it might prove successful also for other upcycling 

brands. 

 

7 THEORETICAL CONTRIBUTION 

This paper contributes to the consumer behavior literature by providing an example of application of the 

Theory of Interpersonal by Triandis (1977) as guiding framework to investigate consumer perception 

and intention to purchase sustainable products. Moreover, it contributes to expand the growing literature 

on upcycling addressing the perception of upcycled commercial products from a consumer behavior and 

branding perspective. 

Furthermore, this research proposes storytelling of the narrative embedded in upcycled products as a 

https://www.facebook.com/sustainablewair/events/?ref=page_internal
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strategic branding tool to engage young consumers and enhance the overall perception of these products. 

It can be argued that, despite the limited sample, this exploratory study corroborates some of the findings 

of previous research about upcycling reported in the literature review. Namely, the lack of trust in the 

functionality and quality of upcycled products (Sung et al., 2020; Yu & Lee, 2019), the relevance of the 

story incorporated in each product (Wegener, 2016; Yu & Lee, 2019) and the social factors involved in 

the process (Sung, 2017; Sung et al., 2019).  

It is worth noting that the present study adopts an innovative perspective compared to other research on 

upcycling because it is solely focused on commercial upcycled goods and it did not involve the concept 

of upcycling as individual creative activity. Therefore, this research contributes to deepening the 

knowledge about consumer perception of upcycled goods produced by branded companies and it 

suggests branding as a tool to support the scaling up of these businesses. 

Eventually, this research may contribute to expand branding literature for sustainable products 

specifically contributing to untangle consumer perception of upcycled products. The results of this study 

might support the decision-making process of brand and marketing managers working to shape the value 

proposition of upcycled products. In fact, it is vital to gain a thorough understanding of consumers in 

order to plan and execute effective marketing strategies; this research will hopefully serve as a starting 

point to conduct further market research and future specific branding research on the topic. 

 

8 CONCLUSION 

To conclude, the most relevant insights of this exploratory study will be reported to give a final overview 

on the perception of upcycled products by Millennial consumers living in Denmark, according to the 

investigated sample.  

As far as the sample analyzed in this research is concerned, the overall perception of upcycling is 

generally positive and constantly evolving. Some concerns regarding the quality and the functionality of 

these products were detected, but no participants expressed extremely negative perceptions. 
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The consumption of upcycled products appears to be motivated by the desire of being more 

environmentally aware and conscious about sustainability. However, the present study highlights that, 

despite sustainability resulted a relevant factor to shape the intention to purchase upcycled products, it is 

far from being the primary driver of motivation. The consumers in the sample selected for this study 

would rather purchase a product of outstanding quality, with good functionality, based on a good and 

meaningful idea. In many cases, the sustainability component resulted to be the ‘cherry on top’ of a 

valuable product. 

Additionally, within the selected sample, the intention to purchase upcycled products resulted to be also 

driven other factors. Firstly, the curiosity to discover innovative concepts and the perceived ‘coolness’ 

of upcycled products that result interesting and, in some cases, aesthetically appealing. Secondly, the 

uniqueness and peculiarity of products seemed to be particularly relevant for many of the respondents 

that are fascinated by the idea of owning unique items. Thirdly, the story behind upcycled products 

proved to contribute to the intention to purchase for some respondents in the sample 

Despite the generally positive attitude towards upcycled products, some respondents expressed concerns 

about the perceived social imperative of being sustainable at all costs and the suspect the upcycled 

products might be the output of greenwashing strategies. However, societal expectations were also found 

to have a positive influence on the motivation to purchase upcycled products as the younger generations 

are gradually being educated to more sustainable consumption patterns. 

Social relationships, especially the opinion of friends, partners and family, were found to be a factor that 

would influence the perception of upcycled products. From this study, it also emerged that upcycled 

products might support consumers in shaping their social relations and reinforce their self-perception.  

Furthermore, living in a country like Denmark seems to have a positive impact on the perception and 

consequent intention to purchase upcycled products highlighting the importance of one’s cultural 

background in attitude formation.  

The exploration of the emotional aspects involved in the consumptions of upcycled products resulted the 

less insightful of the present study. Participants expect to feel joyful and satisfied when consuming 

upcycled products and this gratification would most likely influence their intention to purchase; however, 
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the aura of insecurity and uncertainty about the outcome might hinder their intention. 

Customs like engaging in DIY projects, recycling or buying second-hand objects, as well as habits from 

the past, were reckoned to have a potentially positive influence on the intention to purchase upcycled 

products for the selected participants. This research also suggests some contextual factors that might 

facilitate or hinder the intention to purchase upcycled products according to the selected target: namely, 

presence on social media, word-of-mouth/ peer reviews, accessibility, availability, affordability. 

The sample of this research generally shows a high value perception of upcycled products especially 

when comparing those to conventional cheaper options produced at lower cost. However, concerns about 

quality, functionality and durability were registered.  

According to this study branding strategies should aim to leverage the uniqueness of upcycled items, 

enhance the quality perception and leverage the story behind the upcycling process.The branding 

implications presented in this research entails the implementation of brand storytelling as a core strategy 

to establish an emotional connection with the brand and improve the overall perception of upcycled 

products. Brands are further suggested to emphasize the experiential aspect of consumption of upcycled 

products and implement strategies to drive awareness within their target segment and work towards 

community building and co-creation. This research seems to suggest the Millennials might be an 

appealing segment for these products. 

 

9 LIMITATIONS 

The first limitation identified within this study refers to the method selected the data collection, which 

was limited to semi-structured interviews. This method allowed the right extent of flexibility needed to 

explore the drivers of motivation to purchase upcycled products and the researchers still managed to 

collect qualified and insightful data. However, the data collection was moderately narrow and did not 

allow a great extent of generalization. Moreover, this research had been delimited to Millennials 

consumers living in Copenhagen, Denmark, and this decision further limits the extent of knowledge 
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provided by this study. 

Another limitation of this study might be represented by the presentation of examples of branded 

upcycled products during the discussion. This tactic proved helpful during the interviews because it 

allowed researchers to communicate and explain more effectively the core of this study. The examples 

had the role of supporting respondents when they were required to elaborate their thoughts and points of 

view. However, the researchers acknowledge that those examples might have biased or delimited the 

data accessed through the semi-structured interviews. In fact, interviewees would often spontaneously 

refer to their own experience with the cited products or would try to picture a hypothetical purchase of 

the presented products. The discussions resulted to be quite anchored to those examples and this have 

presumably delimited the opportunity to explore the perception of upcycled products more broadly and 

across more products categories. When critically reflecting upon the risk of biases related by the 

presentation of example products, the researchers concluded that the benefits of visual practical examples 

during the discussion would most likely outnumber the risk of biased answers.  

An additional limitation has been identified in the section of the discussions that resulted less insightful 

than the authors had hoped, namely when the authors attempted to investigate how one’s roles in society 

would affect the intention to purchase upcycled products. Despite the best efforts to introduce the topic 

as clearly as possible and the attempts to probe respondents without biasing their answers, many 

respondents seem to have misunderstood the nature of the question. A similar issue had been detected 

when discussing about the emotions involved in the consumption of upcycled goods. When directly asked 

to elaborate on their emotions, many respondents resulted quite hesitant and struggled to expand on their 

feelings. For this reason, the authors believe different methods might prove more effective to uncover 

the emotional aspects associated with the consumption of upcycled goods. Implicit methods involving 

neuromarketing tools like Galvanic Skin Response would probably result more appropriate to investigate 

consumers emotions. 
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10 FURTHER RESEARCH 

In conclusion, this study suggested several ideas for further research on the topic of upcycling which 

results very relevant to contemporary consumption matters yet severely under-investigated. First of all, 

the perception of upcycled products might be investigated using different theoretical frameworks or 

multiple methods for data collection. A similar research might presumably be conducted in other markets 

different from Denmark or selecting other generational cohorts. Furthermore, the present study suggests 

that the culture in which consumers grew up and/ or currently live in might have a significant influence 

on the intention to purchase upcycled products. Therefore, further research could address this element 

and investigate culture as a moderating variable. 

Most importantly, despite this research suggests an overall general positive intention to purchase 

upcycled products, within the selected sample, one can expect to observe a significant intention-behavior 

gap when analyzing the actual purchasing behavior. This theme is quite noticeable in consumer behavior 

and particularly observed within green/ethical consumption (Carrington, Neville, & Whitwell, 2014; 

Cerulli-Harms et al., 2018; Nguyen, Nguyen, & Hoang, 2019). Therefore, the researchers believe that 

this issue is worth exploring also in the specific case of upcycled products.   

This study did not consider the nature of each product and presented upcycled products as a whole 

disregarding the different categories. However, one participant felt the need to distinguish his attitude 

according to the kind of upcycled product he would consider buying. Namely, he would purchase 

upcycled food without major concerns, but he would be more skeptical when purchasing shoes for 

example (I#3). This finding suggests that the perception may presumably vary according to the product 

category and further research could explore these differences.  

In addition, the sample of this study generally acknowledged the higher price associated with upcycled 

products; however, further quantitative studies should attempt to explore more in detail the willingness 

to buy and the price sensitivity of consumers in the context of upcycled products.  

Eventually, this study focuses on newly founded companies in the process of building brands to 

commercialize upcycled products; however, the authors believe that this concept shall be investigated 
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also in relation to well-known established brands. It would be particularly interesting to investigate the 

effect of upcycling activities (e.g. producing upcycled product lines) on the perceived brand identity and 

to explore whether facilitating upcycling activities (e.g. encourage consumers to upcycled packaging or 

products) would prove a successful CSR strategy to strengthen the engagement with the brand. 

THE END. 
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Appendix 1 
Triandis’ (1977) TIB, refined by Jackson (2005) 

 
 

Appendix 2 
 

INTERVIEW #1: Female; 28; Greek; full-time employee 

Duration: 35:29 

SUMMARY KEYWORDS 

product, upcycled, buy, materials, copenhagen, bags, friend, banana ice, waste, disadvantage, upcycling, 

influence, shop, denmark, create, jewellery, cream, expectations, expect, greece 

SPEAKERS 

INTERVIEWEE 1, RESEARCHERS 

 

RESEARCHERS  00:02 

Hi, thank you for taking the time today. This is interview number 1. Please confirm that you are okay 

with us recording this session. 

 

INTERVIEWEE 1  00:14 

I confirm. 

 

RESEARCHERS  00:56 
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So the topic for today's interview is upcycling. This is what we are studying. Do you have any idea what 

upcycling is? Can you think of what it can mean? 

 

INTERVIEWEE 1  01:15 

It's maybe using, let's say, parts of one fruit that otherwise we'd throw away, to make another product. 

 

RESEARCHERS  01:40 

Okay. The definition we're using in our study for upcycling is: the creation of products of higher quality 

or higher value (and presumably of more sustainable nature) by converting, transforming or repurposing 

waste, by-products or used material minimalizing resource expenditure. So, basically, you use materials 

that otherwise would go to waste to create a new product that is of higher value than that waste. We have 

some examples that you can have a look at, of products that are being sold in Denmark and in other 

countries as well. One example is the BANANA ice-cream. They make they take old bananas that 

otherwise would go to waste to make ice cream. They sell that in in the center of Copenhagen. A second 

example is a BRØL. They make brewed beverages with ingredients that otherwise would go to waste 

such as bread that is gone hard and no one can eat it anymore. They make drinks, some are alcoholic, 

some are non-alcoholic.  Next example is BOTTLETOP. They take can tops to make bags. Next example 

is UPTITUDE. They take old snowbirds to create sunglasses. We have FREITAG and they take the cover 

of the tracks to create next, laptop bags or backpacks or any type of bags with that material. Another 

Copenhagen- based company the CIRCULAR DESIGN Studio. They take plastic objects to make 

household objects, such as this decorative plate. We have SSUSTAINABLE Wair. They take old jeans 

that will be discarded to make sneakers. We have an architectural company, also based in Copenhagen, 

that takes old construction materials from buildings that are going to be demolished to create new material 

for buildings. And here you can see all the examples of the products that we just discussed. So feel free 

for the next questions to refer to these as examples if you feel like it. 

 

RESEARCHERS  05:19 

Our first question would be: if you would buy a product like that and upcycle product, why would you 

choose to do so? 

 

INTERVIEWEE 1  05:31 

I think the first reason would be to experience a product that basically is produced by materials that 

otherwise would go in waste. So, to see if they are matching my expectations. As a curiosity, let's say, 

and also to support the sustainability and help find solutions to environmental issues. 

 

RESEARCHERS  06:17 

So, what do you think would be the outcomes? What do you expect out of this purchase?  

 

INTERVIEWEE 1  06:31 

To experience a product that can offer the fulfillment of the expectation as a normal product from 

materials that anyway will be produce by them. For example, the BANANA ice cream to taste it to see 

if taste like a real ice-cream. If the taste can match with a taste of the ice-cream that I have in my mind 

 

RESEARCHERS  07:10 
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Okay, and what do you think are the benefits and the drawbacks of these outcomes that you just 

described? 

 

INTERVIEWEE 1  07:26 

The benefits? Okay, there is the sustainability and improvement of environment and all this stuff. And 

also in case that they want product can fulfill my expectations, and maybe the next time I would prefer 

to choose this product instead of another one, in order to, to minimize then the production and the 

consumption of non- recycling materials. 

 

RESEARCHERS  08:03 

And can you think of any drawbacks, or have any disadvantages of the outcomes that this purchase will 

have? 

 

INTERVIEWEE 1  08:21 

Maybe the quality sometimes. I have no experience, but maybe the quality of one of these products, it's 

not what I was expecting. 

 

INTERVIEWEE 1  08:39 

What are the social norms (the opinions of your friends and family) on whether this behavior is 

appropriate or inappropriate (buying the product) that would influence your motivation on purchasing an 

upcycled product? 

 

INTERVIEWEE 1  09:05 

Good question. My friends, most of them live in Copenhagen, and people living in Copenhagen are 

known for having a very sustainable mindset. I think they're positive towards buying and supporting this 

type of products. So, I guess the only influence that I can have it's to buy them. I mean, I don't think that 

I have any other influence that would push me to do the opposite.  

 

RESEARCHERS  09:58 

And do you believe that your friends or your network elsewhere, for example in Greece, would perceive 

these products differently? 

 

INTERVIEWEE 1  10:11 

In Greece, you said? I think on the Greek side, maybe they would not be that positive. It would not be 

their first choice, compared to my network in Denmark, who maybe would prefer to buy some stuff like 

that. Because it's not that known in Greece to buy staff that is from an upcycled materials. So, maybe 

they are not familiar with those products and they prefer to spend their money on something that they are 

sure it can fulfill their expectations.  

 

RESEARCHERS  11:13 

And another question regarding your role in this circle of people (friends and family): which roles you 

have in life, would influence your motivation to buy an upcycled product and how? 

 

INTERVIEWEE 1  11:33 

I didn't understand, sorry. 
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RESEARCHERS  11:35 

So, you have certain roles in this social circle, with your friends and family. You're an employee, you're 

a friend or a daughter? Which of these roles would influence your motivation to buy an upcycled? 

product? 

 

INTERVIEWEE 1  12:02 

What do you mean? By which of these roles, I would be more influenced to chose a product like that? I 

mean, why is it daughter would I buy a product like that and as an employee not?  

 

RESEARCHERS  12:33 

Yes, that will be more as what is expected from you is that role maybe as an employee, people don't have 

any expectations on what products you would buy, but maybe as a doctor, or as a friend, you think that 

people around you, they would expect you to behave in a certain way? 

 

INTERVIEWEE 1  13:01 

Uhm okay, to be honest, from my point of view, I don't separate what people expect from me. So, from 

whatever role my action would be the same. But if I have to separate them, I think maybe my role as an 

employee or as a friend, because I'm living in Denmark, in Copenhagen, would influence me to buy 

something like that, because this type of products are more in the life of the people that live in Denmark. 

So, maybe my family that lives in Greece, don't expect from me to do something like that, because they 

don't know these products very well, so they don't have it in their mind. But for me, doesn't change a lot. 

Okay. 

 

RESEARCHERS  14:26 

Okay, so you're saying that the location that those people are at, that's the most important because some 

of them are familiar with upcycled products, some of them are not as familiar.  

 

INTERVIEWEE 1  14:41 

Yeah, but it's not the place as the place, it's the place as the society, how they are a used to live and what 

they have around and from what they're influenced. The exposure that they have to these products from 

advertisement for the TV, from the network. It's not the place as a place. 

 

RESEARCHERS  15:17 

When it comes to yourself, the idea that you have about yourself, your self-concept, how would the idea 

of who you are influence the motivation to chose such a product? Just try to think of what you think 

about yourself, like what kind of characteristics you have as a person and think of how these 

characteristics, or this idea that you have about yourself, would influence your motivation to chose an 

upcycled product. 

 

INTERVIEWEE 1  15:47 

My curiosity, the creativity that these people have, where this creativity of them can guide them to 

produce to produce a product like that. 

 

RESEARCHERS  16:28 
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So, you mean you mean that you think that you are a creative person, so you would be more willing to 

try these things because you feel creative? So you would like to try it out with their creativity? 

 

INTERVIEWEE 1  16:42 

No, the opposite: because I'm not a creative person. And they are very creative and I want to see the 

result of their work. Because I admire it. 

 

RESEARCHERS  17:03 

So, you mentioned that you also see yourself as a curious person? Would that idea of yourself motivate 

you to try out upcycled products? 

 

INTERVIEWEE 1  17:11 

Yes, because I want to see all the development of this same new point of view, that is very interesting, 

and I think there will be more and more products in the future. 

 

RESEARCHERS  17:36 

Any other idea that you have about yourself that we would influence this behavior? 

 

INTERVIEWEE 1  17:44 

Okay, in this case, because I'm working in a construction company, I think that for me, it will be very 

interesting to try upcycled materials for buildings, to see if I can use them in the same way as the normal 

ones. So, also from the professional point of view. 

 

RESEARCHERS  18:19 

But do you think that there would be some negative aspects in using waste materials? 

 

INTERVIEWEE 1  18:28 

I'm not starting like that, I hope that there will only be advantages, but if there's also  disadvantage, I 

cannot know that before I start using them. If they produce them and they there are out there and we can 

buy them I think that quality expectations will be fulfilled. 

 

RESEARCHERS  18:56 

We can jump to the next question that is about how you feel about this products. What feelings would 

you get when you would chose an upcycled product? Positive negative emotions, anything. Just try to 

imagine yourself buying the product 

 

INTERVIEWEE 1  19:26 

I think I would get positive emotions. I have also already used one of these products that you presented 

earlier: the BANANA ice-cream. I was very happy and satisfied when I tasted and I was impressed that 

I could taste a such a nice ice cream from a material that would go the waste. I can say that i felt that i 

was consuming something that is also very healthy, and I really like it. I've had very positive feelings so 

I'd be open to try out the other products as well. 

 

RESEARCHERS  20:15 

Just imagining you're buying some of these other products, Can you think of any negative emotions? 
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INTERVIEWEE 1  20:29 

Hmm, maybe it will be a disappointment in case I realize that the quality is not the same as a non-

upcycled product. So maybe if I buy this plate, I realize that they I cannot wash it properly in the 

dishwasher, or it's very sensitive to cracks. 

 

RESEARCHERS  20:48 

Okay, so the negative emotions would be related to quality? 

 

INTERVIEWEE 1  20:53 

Yeah, because from the design point of view, I can't think of any disadvantages. 

 

RESEARCHERS  21:03 

Can you elaborate a little more on when you tried that ice cream you were talking about? So you felt 

happy, because you realize that it was good, even if it was made of waste Bananas?  

 

INTERVIEWEE 1  21:17 

Yep.  

 

RESEARCHERS  21:18 

Okay. Any other emotions? 

 

INTERVIEWEE 1  21:24 

I was impressed because you could really taste the banana. Okay, because it's from banana of course. But 

it was something very different that they used to taste an ice-cream and they combined it also different 

flavors. They had vanilla, chocolate, strawberry. It was impressive how they managed to create these 

flavors in a very healthy way, and at the same time reduce consumption of other ingredients. I really 

liked it. I thought to myself "I am having a real dessert now, nothing less". 

 

RESEARCHERS  22:36 

Would you be maybe interested in knowing more about the process and, and discuss how to produce it? 

 

RESEARCHERS  22:43 

Yes, and that's why that day, my friend and I went to the girl who was working there and asked her how 

they are doing it. So for me, it would be very interesting if I know the way how they are doing it. 

 

RESEARCHERS  23:13 

Alright. Should we jump to the next question? Just think of habits that you have now or some habits that 

you've had in the past that could be related to upcycling?  

 

INTERVIEWEE 1  23:49 

You mean the like the normal recycling? 

 

RESEARCHERS  23:53 
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Any habits that you have in your life or you've had in the past. Do you think that they can relate to 

upcycling,? 

 

INTERVIEWEE 1  24:01 

To this specific type of upcycling or also my personal upcycling? Whatever? 

 

RESEARCHERS  24:09 

Yeah, anything. 

 

INTERVIEWEE 1  24:13 

I think, okay, the recycling that we're doing at my home, and also one habit that I had in the past (now 

not that much) it was changing my clothes. For example, when something didn't fit me anymore, I was 

trying to change it to something else in order to use it again. In the past, I did a lot of bags from my old 

shirts or other tops. Or sometimes, for example, when I was a young and I had some dolls, and I was 

using my old clothes to create the clothes for them. So, okay, it's many years ago, but there is something 

like that. 

 

RESEARCHERS  25:28 

So you think that these habit that you've had in the past, like when you were a child, also like earlier now 

when you're an adult, might influence your willingness to buy something upcycled? Like the in a positive 

or negative way? 

 

INTERVIEWEE 1  25:44 

In a positive way, yes. 

 

RESEARCHERS  25:46 

So you think that might be a relation there? 

 

INTERVIEWEE 1  25:50 

Yeah, because for me, this is a form of upcycling to. I mean, you're using something old, instead of 

buying something new that is made out of completely new materials.  

 

RESEARCHERS  26:24 

Could you describe to us an occasion when you would choose to purchase an upcycled product? 

 

INTERVIEWEE 1  26:36 

Should there be a specific occasion? 

 

RESEARCHERS  26:39 

No, no, let's say that you are to buy an upcycled product? Can you describe how would you expect to 

find it? Where to find it? Where to hear about it? Do you expect to find it in a specific place, in a specific 

shop? Or how do you expect to find out about it? you can tell us, you can tell us how you found about 

the one you've tried, or just also in general. 

 

INTERVIEWEE 1  27:12 
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hmm, one way that also happened in reality, it was with a friend of mine. She was carrying a very nice 

bag and I asked her where she bought it from. She told me that it's made out of upcycled materials. It 

was a leather bag, actually and it was an amazing design! I don't know if she told me it was made by a 

company or just a person. But I remember she said that they had used leather from old stuff to produce 

bags. So I think from person to person, it's a very easy way to find out about it. I found out about the 

BANANA ice-cream though a promotion at a street food court. When I saw the advertisement that a new 

shop with this type of banana ice-cream is opening, I wanted to try it again. And I think otherwise I would 

find out about other products like that through Facebook and advertisement on the internet. Some time 

ago, I wanted to make a gift to a friend, and I was trying through Google to find places that I can find 

this type of products. 

 

RESEARCHERS  29:01 

So sustainable products, you mean or upcycled brands? 

 

INTERVIEWEE 1  29:06 

Yeah, actually, I was searching for upcycled bags. 

 

RESEARCHERS  29:20 

When considering to buy an upcycled product, what obstacles do you expect to find on the way? What 

kind of difficulties you would find? 

 

INTERVIEWEE 1  29:36 

On the way to buy it or afterwards? 

 

RESEARCHERS  29:40 

While you're considering to buy an upcycled product. What do you think can be the obstacles? 

 

INTERVIEWEE 1  29:45 

I think it's not that easy to find shops with this type of products and maybe because they are not very 

popular. Maybe they don't have a physical shop, and they only sell online. So I cannot try them, or see 

how they actually feel. So this would be a disadvantage for me. Because I prefer to, touch the product 

before and understand the quality. And so maybe this will be a negative aspect of choosing such products. 

 

RESEARCHERS  30:40 

Okay, and but instead, why would you decide to give to your friend, that bag you were looking for? What 

was the main reason why you were thinking to give this bag to your friend? 

 

INTERVIEWEE 1  30:58 

Because she's very much into sustainability and I know that she would appreciate it more than a normal 

bag. And because I would see her happiness, and then I would be happy as well. And then, in general, 

all of this stuff is really interesting. And I would like to experience it as well. I would prefer to try 

something new like that, instead of buying an ordinary bag. This one would be something different. 

 

RESEARCHERS  31:43 
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Okay, and how do you feel? You know, most in most cases, for example, in the case of the bank, you 

were talking about more in most cases, they are unique pieces. I mean, is this like added advantage to 

you or a disadvantage? 

 

INTERVIEWEE 1  31:59 

Yes. No, no, it's an advantage of course. And then this, this is one of the main reasons well. That's why 

I also buy a lot of jewelry, that was made from my materials like that.  

 

RESEARCHERS  32:29 

So can you tell us a little bit more about this jewelry? 

 

INTERVIEWEE 1  32:35 

Yeah. When I used to live in Athens, Greece, there was a shop close to my place owned by a woman 

who created jewelry from basically anything. Whatever you can imagine. From fabric, old clothes, can 

tops, buttons. Every piece was unique and this one was one of the main reasons and also because all of 

them they were very creative. I liked them a lot and I bought a lot of stuff from there. Also gifts for my 

friends. 

 

RESEARCHERS  33:53 

And how did you find out about this? You just walked by or you know about it since a from somewhere 

else?  

 

INTERVIEWEE 1  34:00 

Yeah, it was randomly. I was impressed by the shop's window view and then I just entered the shop and 

the lady described how she's doing them. 

 

RESEARCHERS  34:26 

I think that's pretty much it. Do you have any other comments or something you would like to add some 

personal opinion, consideration or anything? 

 

INTERVIEWEE 1  34:46 

Mhmm i don't think so. Can I ask? are all these products in Copenhagen? 

 

RESEARCHERS  34:52 

Except for the bag. I think the bag is online and the sunglasses you can find online. 

 

INTERVIEWEE 1  35:00 

But the rest are shops based in Copenhagen? 

 

RESEARCHERS  35:04 

Yeah, you can find them in Copenhagen. In Nørrebro, or just online. 

 

INTERVIEWEE 1  35:11 

Okay. Because I didn't know about them before 
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RESEARCHERS  35:23 

Thank you very much. 

 

INTERVIEWEE 1  35:25 

Thank you 

 

 

INTERVIEW #2: Female; 31; Singaporean; full-time employee 

Duration: 24:29 

SUMMARY KEYWORDS 

products, upcycled, purchase, produced, buy, brand, motivation, greenwashing, concept, 

environmentally, influence, general, waste, expect, certification, material, friends, process, expectation, 

friendly 

SPEAKERS 

INTERVIEWEE 2, RESEARCHERS 

 

RESEARCHERS  00:00 

Hi. Welcome to this interview. Do you agree if we record his interview for the purpose of our thesis? 

 

INTERVIEWEE 2  00:03 

Yes, sure.  

 

RESEARCHERS  00:03 

Okay, thank. So today we're going to have an interview about upcycling. Are you in any way familiar 

with the concept? Do you know what it is? 

 

INTERVIEWEE 2  00:20 

A little bit. I don't know too much about it. 

 

RESEARCHERS  00:26 

Okay, can you just tell us what do you know? Or what can you guess? 

 

INTERVIEWEE 2  00:34 

I'm assuming that instead of breaking old things down, you kind of use it for a different purpose. 

 

RESEARCHERS  00:44 

Okay, perfect. So now we're going to present you the definition we decided to adopt for our research. It 

is the creation of products of higher quality and/or value (and presumably of more sustainable nature) by 

converting, transforming, or repurposing waste by-products or used materials. This is then minimizing 

resource expenditure. Now, we are going to show you some examples of upcycled products so you can 

have a general idea and during our discussion maybe you feel free to refer to these examples we show or 

an example that comes to your mind from your life, that you know, or you heard about it online or 

anything that pops into your mind. You can talk freely, there is no right or wrong answer. This discussion 

is just for us to investigate some consumption patterns, some motivations. Okay, so we have for example 

this brand called BANANA and they produce ice-cream using waste bananas, rotten bananas that are not 
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good anymore, or not good enough to be sold in supermarkets. We also have this brand that produces 

brewed beverages using surplus ingredients. For example, this is a beer made out of leftover bread. Or 

this company which produces bags using the top part of the cans. Here are some sunglasses produced by 

using some old snowboards. FREITAG, using the plastic part of trucks to create some unique pieces and 

bags, laptop sleeves and this kind of products. They also use the seatbelts to produce these stripes. And 

then some design objects produced here in Denmark. They using some plastic waste to create decorative 

objects such as this tray. Here we see some shoes produced out of leftover jeans. They just cut out the 

parts that are not good anymore. and use the rest to produce sneakers. Another Danish example, this 

architecture company that upcycled building materials like concrete, windows, bricks from abandoned 

buildings. Here, I will leave you an overview of the examples, so you have an idea what we'll be talking 

about. And I'm going to start with a question if it's okay, would you?  

 

INTERVIEWEE 2  03:37 

Yeah, of course.  

 

RESEARCHERS  03:37 

Okay. So, would you purchase these products? 

 

INTERVIEWEE 2  03:47 

Yeah, I mean, if it suits my needs, what I'm looking for, then yes, I would choose to buy them 

 

RESEARCHERS  03:54 

And why would you purchase? What are the benefits you've been looking for? What would be your 

expectation from products produced with this process? 

 

INTERVIEWEE 2  04:08 

I think it's the impact on the environment. So it has just a smaller carbon footprint, in my opinion. But 

also, it's not just the concept. I think that concept of it being more environmentally friendly is not the 

biggest selling point for me, personally. I'm looking for something that really serves the function, so at 

the end of the day, it doesn't matter if it's more friendly to the environment or not, as long as it serves the 

purpose. But of course, if it is, an upcycled product then it has like that plus point. 

 

RESEARCHERS  04:42 

Okay, so what would be your expectation, from products like these? 

 

INTERVIEWEE 2  04:51 

that it should not just be focused on the environmentally friendly aspect of it, but it should focus on the 

functionality as well. 

 

RESEARCHERS  04:58 

And what would be your expectation on the quality? 

 

INTERVIEWEE 2  05:00 

 I think quality goes hand in hand with functionality. So quality is one of it that I always pay attention to. 
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RESEARCHERS  05:09 

Okay. Do you have some expectations? How would you expect it to be? Because in our definition we 

state the final outcome is of higher quality than what the material would be. 

 

INTERVIEWEE 2  05:21 

Mm hmm. I would say, it should be long lasting, so one of my, my concern is that items that are made 

from these upcycled materials might not be as durable. I'm saying that just because I'm not very familiar 

with them and I think they haven't been in the market for long enough to prove that, you know, these 

things can last for a long time, or the brand names, they're not as well known yet for their quality. 

 

RESEARCHERS  05:56 

And what about the value? Would you be willing to purchase them for our same price as a conventional 

product higher or lower price? 

 

INTERVIEWEE 2  06:08 

I would say I would expect it to be the same price, but I'm willing to pay a slight markup. S, maybe like 

10%-15% more, but not a very significant difference in price. 

 

RESEARCHERS  06:22 

Okay, can you think then under any benefits or drawbacks from a potential purchase of this products, 

let's say, your motivation when you are considering purchasing this product? Can you identify any 

benefits and drawbacks other than the one you already mentioned? 

 

INTERVIEWEE 2  06:45 

It's difficult. 

 

RESEARCHERS  06:48 

You can say, really, whatever comes to your mind? 

 

INTERVIEWEE 2  06:52 

Yeah, I don't really see any, like, proper drawbacks, except for the ones I've mentioned that, you know, 

a lot of companies they are greenwashing. They are putting the label that they are being very 

environmentally friendly, but ultimately, they might not be. So the process of producing these products 

might actually be more harmful than just the process of a regular retail product. I think that's one of the 

things that I would consider and it's very hard to find out if the company is greenwashing. That 

information is not very transparent. I would say, and that would prevent me from wanting to buy such 

things. 

 

RESEARCHERS  07:39 

Okay, and what would make you feel more comfortable? What can you imagine? What be a safety 

information? 

 

INTERVIEWEE 2  07:51 

If there is a general certification, or a quality assurance process in place, as you have with many normal 

products, that have recognized processes and stuff like that, then that would make it easier for consumers 
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to know that okay, this is transparent, this has been proven and it has gone through very rigorous 

investigations and certifications. 

 

INTERVIEWEE 2  08:18 

Did I lose me? Sorry, 

 

RESEARCHERS  08:20 

Yeah, we lost you for a few seconds. Can you repeat last part, sorry, because we missed it and we didn't 

get it completely? 

 

INTERVIEWEE 2  08:28 

It's okay, no problem. So I think for me, it's about having a certification or something like a central 

agency which inspects these sellers and make sure that their processes are actually really environmentally 

friendly and it's not just greenwashing. So that would be very useful for a consumer like me, who doesn't 

really know much about it, but I can trust this certification.  

 

RESEARCHERS  08:56 

Perfect. And so coming to the social norms, you can see around you, so the opinions of your friends, 

family, loved ones, what they believe is an appropriate or inappropriate behavior.  Do you think there is 

any of these that would influence your motivation to purchase such products? 

 

INTERVIEWEE 2  09:21 

Not really. When it comes to me as a consumer, I'm very independent, I don't get very easily influenced 

by others around me, or what's the social norm in that case 

 

RESEARCHERS  09:38 

Okay. And but in what would you think would be, for example, a social norm in general, even if not, in 

your specific case? What could you think might hinder maybe this kind of consumption? 

 

INTERVIEWEE 2  09:51 

Um, I think one this is that it's overhyped, so that's one of the things that is kind of going around right 

now. What I hear in my circle is that everybody's now talking about zero waste and being environmentally 

friendly. But it's all of these big words that have been thrown around. Just as the word "agile" is being 

used in a workplace, right? Is this kind of a similar concept 

 

RESEARCHERS  10:13 

So you think it's more a cool, trendy thing to do? 

 

INTERVIEWEE 2  10:17 

Exactly.  

 

RESEARCHERS  10:17 

SO you think it's not a real concern people have.  

 

INTERVIEWEE 2  10:20 
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Yes. 

 

RESEARCHERS  10:23 

And considering your roles in life, so what you do as a person, if you are a friend, an employee and 

intrapreneur, your specific roles, do you think that any of these roles you have would influence your 

motivation to choose one of these products?? 

 

INTERVIEWEE 2  10:50 

No. I haven't encountered it so far. 

 

RESEARCHERS  10:56 

Right. And so do you have any other ideas or something coming from your social circle that would 

influence your motivation to purchase in general? or anything? Can you think of any example? 

 

INTERVIEWEE 2  11:12 

For me, the motivation to purchase something really comes from a lacking need. So I don't do impulsive 

purchases. But then when I have something I want to buy, then I would always look at reviews. So 

reviews are very important for me, and feedback, and recommendations for my social network. I would 

trust those kinds of recommendations, and I would then explore it. So yeah, I think that's where I would 

get the motivation to purchase: if somebody says: Oh, this brand is really good and I'll say ok, I would 

like, check it out. 

 

RESEARCHERS  11:54 

And would you personally, for example, share it with your friends and family, both online or offline?  

 

RESEARCHERS  12:02 

Yeah, if I believe in a product, and if I believe in a bread, I would. 

 

RESEARCHERS  12:06 

Okay, in this case, would you do it with upcycled products? Would you be willing to share the concept 

and the fact that the product is made of upcycled material? Or you think you wouldn't like to share it? 

 

INTERVIEWEE 2  12:22 

I have done it before. A friend of mine started a business selling bags made out of cork, the wine bottles 

cork. Yeah, so I have shared that with some of my friends before, because I found that interesting, like 

the products and the end result was nice. 

 

RESEARCHERS  12:44 

Okay, so for you the  aesthetic look and final appearance is quite important? 

 

INTERVIEWEE 2  12:53 

Yeah, definitely. I wouldn't buy something that doesn't look that nice. Everybody has their own different 

aesthetic and concepts concept, I guess. But if it looks good to my eye then I'd go for it. 

 

RESEARCHERS  13:03 
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Alright. And what about the idea of yourself, your self-perception, your self-concept? How do you think 

it would influence your purchase of upcycled products? 

 

INTERVIEWEE 2  13:19 

I don't think it has any impact on me buying upcycled products.  

 

RESEARCHERS  13:28 

But how do you perceive yourself in general? 

 

INTERVIEWEE 2  13:31 

In relation to upcycle products or not? 

 

RESEARCHERS  13:35 

Just what you believe you are 

 

INTERVIEWEE 2  13:40 

What i believe I am? 

 

RESEARCHERS  13:42 

Yes. we would like to know a little bit more about your self-concept if you're okay with that. 

 

INTERVIEWEE 2  13:48 

Okay. I think I'm a pretty independent woman. This kind of career-driven independent woman who kind 

of has everything together and not quite still at the same time. Yeah, so just, finding my way a little bit 

sometimes. 

 

RESEARCHERS  14:12 

And can you tell us about what feelings you think you would get when purchasing an upcycled product? 

Either positive or negative. Which feelings do you think you would feel? 

 

INTERVIEWEE 2  14:30 

I would say positive. when I buy something, regardless of whether it's upcycled or not, I guess it's always 

more of a positive feeling associated with it. 

 

RESEARCHERS  14:40 

Yeah. And can you think of any potential negative feeling? 

 

INTERVIEWEE 2  14:46 

No, because if there's a negative feeling, I wouldn't purchase something. 

 

RESEARCHERS  14:49 

Okay. About the habits you have now or you used to have in the past, can you think of anything that 

might be related to upcycling? Something you used to have some past behavior or habits you have now, 

something you do regularly in your day that might influence your motivation to purchase an upcycled 

product 



 120 

 

INTERVIEWEE 2  15:15 

Not quite in actually purchasing it, but I like sewing, so look at, old clothes that I have that I'm going to 

throw away and I'll think like, oh, how can I change this into something different, maybe transform it 

into something that fits my taste now. So I do that and I try to make new things out of my old clothes. 

 

RESEARCHERS  15:39 

And what is the value you think you get out of it? 

 

INTERVIEWEE 2  15:45 

I get like a whole new wardrobe, more or less. For me, it's the sense of satisfaction that I have made 

something new by myself using existing materials. I didn't spend money, it's just all my own hard work, 

kind of. 

 

RESEARCHERS  16:02 

Okay, and do you think you would get similar emotion and perception from buying an upcycled product 

that you didn't upcycle yourself, you didn't do the process, but somebody else had done it? Do you think 

you'll get the same value? 

 

INTERVIEWEE 2  16:16 

No, definitely not. I'm a very hands-on DIY person, so for me, making things myself really has a huge 

value for my self-worth in that sense. I even cut my own hair. I sew my own clothes and those kinds of 

things. I like doing it myself so when someone else does it, I don't see that much value.  

 

RESEARCHERS  16:44 

Okay, and do you have another habit, things you do, something you do daily that maybe might influence 

your motivation to purchase? 

 

INTERVIEWEE 2  16:59 

I cannot really think of any unfortunately 

 

RESEARCHERS  17:04 

For example, buying secondhand other than sewing your own clothes? Recycling? 

 

INTERVIEWEE 2  17:15 

So I only buy secondhand if it's a material that I want to then make something out of. So I would go to a 

secondhand shop and find maybe like a really huge oversized dress that I can then redesign to become a 

dress that fits me. So I don't really buy secondhand for the clothes itself. But more for the fabric. 

 

RESEARCHERS  17:38 

Okay. When, for example, let's say you are in the occasion you are considering to buy an upcycled 

product, could you describe the situation, the context in which you would purchase it? So where would 

you like to find it, how would you expect to find it? Would you go and look specifically for it? Can you 

imagine what the process would be like? 
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INTERVIEWEE 2  18:11 

If I have to buy something, first of all I need to first start identifying what is it that I want to buy, what 

are the qualities that I want, then I'll do research on it. I normally do a lot of online research, regardless 

of what item I buy. And then it is I expect that during this online research, I will come across some brands 

that are related to upcycled products, I would check it out, and then I would read their feedback and their 

reviews. But I would prefer to be able to check out those items in a physical store before I make my final 

purchase. Because I want to know how it feels like when I buy it. So I think that's because for a brand 

that I do not know anything of it's very important that I can check it out, or at least it should have like a 

good return policy that I can return it if I don't like it. 

 

RESEARCHERS  18:20 

I see. I'm so what other than the accessibility aspect, that maybe is not available offline, can you imagine 

any other barrier or any other obstacles you might find when purchasing such a product? 

 

INTERVIEWEE 2  19:31 

I think for me is just the awareness or the knowledge of these products. So like I didn't know that there 

were like sunglasses made out of boards and stuff like that, right? So it has just the knowledge of it. 

 

RESEARCHERS  19:45 

And when would you expect to find out them? 

 

INTERVIEWEE 2  19:51 

I normally come across new products on social media, like Instagram, Facebook. That's where I get the 

most exposure, I'd say. And sometimes also news, articles that kind of summarizes best 10, blah, blah, 

blah, those kind of things. That's where I would expect to come across new products and reviews of it. 

 

RESEARCHERS  20:17 

Okay, and what would it make them appealing to you? Can you think of some qualities or the story 

behind it the process? Most of them, they are unique pieces, especially the fashion items because they're 

made out of waste material, so they're not standard. How do you feel about this concept? 

 

INTERVIEWEE 2  20:52 

I think having one-of-a-kind items, it's definitely a selling point as well. So it would attract me that 

something is unique. And then also, if it has some kind of unique story behind how they come up with 

this idea, because I normally tend to read brands' "about me" pages to just find out what kind of story it 

has behind it. 

 

RESEARCHERS  21:23 

So you like to get a feeling of the story, what's behind, how they came up with it for inspiration or 

motivation? Because you think it would provide you more information because you're creative yourself? 

And so you would like to relate to it? Can you expand?  

 

INTERVIEWEE 2  21:45 

Yeah, it provides more of a human touch to it, so it's not just this corporate that's doing everything. I 

associate corporates with like profits, right? And when you have more human touch, it's more like okay, 
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maybe they're doing something more morally correct. They're really not focusing just on profits. There's 

a story behind why they're doing it. That's more inspiration. And I like focusing on smaller brands 

sometimes, brands that are not very mainstream, because in that sense, brands that are not mainstream 

they're also more unique on one hand, but also there's more motivation for me to want to look at them 

and purchase something from them. 

 

RESEARCHERS  22:38 

Do you think it is in a way riskier, or you are willing to accept to the risk in looking for something less 

mainstream? How do you deal with that? 

 

INTERVIEWEE 2  22:52 

I think it's both. So it is definitely more risky, especially if you're really not aware of this brand at all, but 

depending on the products, the way you invest in a Kickstarter campaign, where you don't know anything 

about the company. I think, sometimes, if they're convincing enough, then I would still purchase 

something. 

 

RESEARCHERS  23:18 

Would you also maybe feel excited about it? About supporting something new, like when you mentioned 

the Kickstarter campaign? Would you make you feel satisfied and excited in a way that you're supporting 

that? 

 

INTERVIEWEE 2  23:36 

Actually, not really. Not that I feel excited to be supporting a company, but I feel more excited about 

being one of the first few trying this product or having this product. 

 

RESEARCHERS  23:54 

So like this limited thing that you can access. You have the privilege to be the first one. Okay, do you 

have any other comment or anything you would like add to this conversation? Anything that comes to 

your mind, really. 

 

INTERVIEWEE 2  24:17 

No, I think you've pretty much all the questions i would expect. 

 

RESEARCHERS  24:22 

Thank you very much. I will just stop recording now.  

 

INTERVIEWEE 2  24:25 

Sure. 
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SPEAKERS 

INTERVIEWEE 3, RESEARCHERS 

 

RESEARCHERS  00:01 

Interview number 33. Please give consent that you're okay that we're recording this. 

 

INTERVIEWEE 3  00:05 

Yes, I'm okay. 

 

RESEARCHERS  00:08 

All right. So the topic of this interview is upcycling. First off, I would like to ask what you think it is and 

what you know about upcycling. 

 

INTERVIEWEE 3  00:22 

Actually, I don't know much. I can imagine they do something like recycling. They use products in some 

ways to create something. I'm not sure, to be honest. 

 

RESEARCHERS  00:41 

They use products to do what? Can you repeat that? 

 

INTERVIEWEE 3  00:45 

Actually, reuse somehow some products, I suppose that are not going to be waste. Maybe in order to 

reduce the waste. I'm not sure. 

 

RESEARCHERS  00:58 

Okay. Yeah. We can give you the definition of upcycling that we are using for this thesis. It is the creation 

of products of higher quality and/or value (presumably of more sustainable nature) by converting, 

transforming, or repurposing waste, by-product, or used material, minimizing the resource expenditure. 

Basically, materials that would otherwise go to waste, are being transformed into different new products, 

by adding value to that material. 

 

INTERVIEWEE 3  01:34 

Okay, so you kind of reuse the same product that was about to go to waste. Okay, good. 

 

RESEARCHERS  01:46 

So we're going to give you a few examples of products we have found through our research. One of them 

is BANANA ice-cream, a Copenhagen-based company. They take bananas that are ripe and are not going 

to be sold in supermarkets because they don't look as pretty so they might not be sold because of their 

appearance. And they produce ice-cream with these bananas. The second example is a brewed beverage 

with surplus ingredients. Here's an example of a beer that has been produced by using bread that 

otherwise would not be sold because it's a few days old, it has become a little hard, so the selling points 

are not putting it up for sale anymore. The next example is this brand that produces fashion bags for 

women made out of the can tops. This other brand produces sunglasses out of old snowboards that are 

going to go to waste otherwise. And then we have FREITAG, a brand that takes the cover of the tracks 

to create bags. They use also the seat belts to create the straps on the bags. 
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INTERVIEWEE 3  03:17 

People have quite a lot of imagination! Okay! 

 

RESEARCHERS  03:21 

The next one is also a Copenhagen based studio. They take old plastic materials and produce objects like 

this decorative plate. This brand is called Sustainable WAIR and they take discarded jeans that otherwise 

will not be used for anything and they make sneakers. 

 

INTERVIEWEE 3  03:51 

Yes. 

 

RESEARCHERS  03:53 

And this architecture company also based in Copenhagen, they take building materials from buildings 

that are abandoned, and they create materials for new buildings. Here you have all the examples, so, you 

have an idea when we move on to the questions and you can refer to those brands or those examples 

whenever you want to or any example that you have found in real life or that you have come across.  

 

INTERVIEWEE 3  04:31 

Yes.  

 

RESEARCHERS  04:33 

Shall we move on to the first question? And the first question is if you chose to purchase a product like 

these, why would you do so? 

 

INTERVIEWEE 3  04:48 

Why? I mean, there would be various reason for that, I suppose. But first, I think for me would be 

sustainability, right? Because I feel that I'm reducing waste, by buying a product that is made out of 

something that otherwise would go to waste. But I think I would also look at if it is actually useful for 

me, if I like it as a product. I mean, it's nice that you have some sunglasses made out of waste materials, 

but if I don't like them, the way they look, I would never buy them. I'm not going to buy something just 

because it's sustainable. But for example, and that's just my personal belief of course, in the more 

industrial uses, that application of upcycled solution is very sustainable, and you don't really need the 

end user to agree on that, right? The user does not need to have a strong preference on the material that 

you're building buildings, right? I would assume so. For example, BANANA ice-cream, is about the 

taste. I will taste it once, but if I don't like it, I'm not going to buy it again. Right? 

 

RESEARCHERS  06:13 

But let's say let's say you were to choose between sneakers that are upcycled and sneakers that are not 

upcycled? 

 

INTERVIEWEE 3  06:23 

The same one? 

 

RESEARCHERS  06:25 



 125 

You like them both, land you have to decide 

 

INTERVIEWEE 3  06:28 

I think then, I might go for the upcycled one, because it's a more sustainable solution. Yeah, but in my 

opinion, it wouldn't be the first criteria for the decision if it is upcycled or not. To my eyes it's not the 

first thing I'm looking for in a product. If it is a sustainable product, or if it’s upcycled or recycled 

 

RESEARCHERS  07:03 

And if you were to purchase one of these products, what are the benefits and the drawbacks of the 

outcomes that you just mention? 

 

INTERVIEWEE 3  07:15 

Drawbacks? I would be bit suspicious, because I wouldn't be so sure how robust is the product or how 

good quality can this product have. I think that's an important element, because if they're reusing some 

materials on the production I don't know if it's going to be in the same condition as a brand-new product. 

Of course, ice-cream is something that you eat so it doesn't really matter. But for example, in the case of 

the shoes they reuse jeans, so I don't know for how long the shoes are going to last 

 

INTERVIEWEE 3  07:52 

And then, let me think what else. You said benefits and drawbacks, right?  

 

RESEARCHERS  08:02 

Yes.  

 

INTERVIEWEE 3  08:03 

The quality topic that I just mentioned can be a drawback, in my opinion. Benefits then would be related 

to the sustainable impact you're going to have, right? That I would contribute somehow in that by 

reducing waste, reducing the emissions and all of that. On that on that aspect, it's very good 

 

RESEARCHERS  08:32 

So you would think that the quality would not be as good? 

 

INTERVIEWEE 3  08:36 

Maybe in some products, yes, especially if I have to think about the shoes that are made out of old jeans. 

If I take this as an example, I think the quality wouldn't be so good as a brand-new product, a brand-new 

pair of shoes. Of course, when it's a banana ice- cream or bread beer, those are consumable, so I could 

not really have a real opinion about the quality. Maybe there is a difference in the taste. In the example 

of the plate, I don't know how it would be to eat out that plastic plate to be honest. 

 

RESEARCHERS  09:13 

Yeah, it's not it's not meant to eat out of it, it is meant to be used as a decoration. 

 

INTERVIEWEE 3  09:22 

Oh, okay! Yeah. 
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RESEARCHERS  09:24 

It's like to put your keys and your phone at you home entrance, for example, when you go back home. 

 

INTERVIEWEE 3  09:32 

Okay, I don't know if I would spend quite a lot of money on buying a product like these shoes or these 

sunglasses, to be honest. I would maybe be a bit more skeptical, because it's not something brand new to 

my eyes. 

 

RESEARCHERS  09:53 

So you would compare to other products that you have come across? 

 

INTERVIEWEE 3  10:00 

Yeah, maybe in the end of the day it is exactly the same product, because I know quite a lot of big 

companies using reusable materials, like Adidas shoes, but still, maybe from a small company, I would 

be more concerned buying this product, like the ones that you saw in your example. 

 

RESEARCHERS  10:22 

Do you have any other examples in mind, except for the one that you have come across? 

 

INTERVIEWEE 3  10:27 

I think Nike has done the same. I used to work there, and I think that they're doing this practice as well. 

And then I think I have heard some cases where the cigarette as a building material mixed with concrete 

when building roads. 

 

RESEARCHERS  11:04 

Can I ask you why? You say that you perceive it as a good thing, as a beneficial thing when you use 

reusable materials, for example, for buildings, like in the cigarette case you just mentioned, but you don't 

perceive the same good quality for sneakers and other products. Can you explain why the perceive that 

it is different in those cases? 

 

INTERVIEWEE 3  11:27 

I think because maybe at the end of the day, I'm not using it so much in my personal life. So if it is a 

material on the building, okay, I would think to myself it's upcycling, but that's all. I'm not going to really 

feel the difference. But if I try the shoes, and they are not of good quality, then I will really feel that I 

wasted money. So that's why I would be a bit more skeptical. And I suppose if they reach the point, to 

use these materials in a building, they had to really make sure that these are proper materials to use for 

that purpose. I mean, they'd need to have certifications. I'm not saying that on the shoes or on the 

sunglasses, they're not going to have some maybe some ISO or some other certificates, but still, that's 

the way I would perceive it. That maybe you wouldn't be of the best quality. 

 

RESEARCHERS  12:25 

Alright. In terms of social norms, so basically the opinions that your friends and your family have on 

whether a behavior is right or wrong, appropriate or inappropriate, what are those norms that you think 

would influence your motivation of buying such a product? 
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INTERVIEWEE 3  12:55 

Yes. Give me an example. So just to understand what you mean by that 

 

RESEARCHERS  13:08 

So for example, your group of friends are very much into sustainability, they think that recycling is a 

good thing to do for the environment and tossing everything in the general trash is wrong, or they think 

that collecting the garbage for the beaches is good and throwing trash on the beach is bad, or something 

like that. Maybe on the other hand, your family doesn't really believe quite the opposite of what I just 

brought up. Those are some social norms, opinions of your social circle. What is supposed to be done or 

not supposed to be done. Which of norms of your circle which do you think would influence your 

motivation to choose an upcycled product? 

 

INTERVIEWEE 3  13:38 

Which kind of group people have people, right? 

 

RESEARCHERS  13:48 

They have opinions in general. Which of their opinions would motivate or demotivate you? Whatever 

you can think of. 

 

INTERVIEWEE 3  14:00 

Oh, okay. I think if they had a positive opinion on what is sustainability, about what impact we have 

when we use products and how much we gain against the waste, I think these would be kind of motivating 

for mean the one hand. But then again, I would really like to have some people trying these products 

maybe first and recommending these product, Is that what you have in your mind with this question?  

 

INTERVIEWEE 3  14:33 

We'd like to just think of opinions that people around you have about the world in general, around what 

is supposed to be done in general and think about which of those opinions that people around you have 

(the norms that you see around you) would influence your motivation  

 

INTERVIEWEE 3  14:40 

On choosing upcycled? 

 

RESEARCHERS  14:56 

Yes 

 

INTERVIEWEE 3  14:56 

Let me think about it. and so you don't need to hear something about sustainability and this kind of stuff? 

 

RESEARCHERS  15:15 

We want to know what you think, 

 

INTERVIEWEE 3  15:19 

Oh, no, I'm trying to think a bit more about what's going to motivate me on buying these products. Which 

kind of norms. 
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RESEARCHERS  15:27 

Yes, or, or you can also tell us about how you think your group of friends and your family, or the people 

who you have social interaction with your, such as your colleagues. How would these people perceive 

these things?  

 

INTERVIEWEE 3  15:43 

I think I have different groups of people. I'm from Greece and now I'm living in Denmark I would say 

that people back in Greece wouldn't really perceive the benefits of buying these products, because we're 

not so sustainability friendly. But coming here to Denmark I can see more and more people being more 

environmentally aware, they follow these trends. So I would say from my group of people living here in 

Denmark, I would have much higher influence on buying these products. 

 

RESEARCHERS  16:16 

And do you think that living here in Denmark, where you perceive people are much more sustainable 

and environmentally friendly, can influence your behavior, too? 

 

INTERVIEWEE 3  16:26 

Yes, I would say so, because I've been living here for four years now, i don't spend a lot of time in Greece, 

so does that my circle here would have a higher influence on me. I can see myself changing quite a lot 

of habits. In Greece I used to not recycle regularly, but here I can see clearly that it has now clearly 

become part of my daily life. So, these are the kind of things that motivate me somehow, and you hear 

about more and more sustainable products, more ecological products. Even the courses I took during my 

studies here were about sustainability 

 

RESEARCHERS  17:06 

Okay. And you mentioned that different groups of people perceive these things differently. You have 

you have different roles in life, you're friend, you're a partner, you're a son. Which of these roles do you 

think would influence your motivation for choosing upcycled products? 

 

INTERVIEWEE 3  17:27 

I would say mainly my role as a friend of people here in Copenhagen and as a partner of course 

 

RESEARCHERS  17:33 

How do you think these specific roles of yours would influence you? 

 

INTERVIEWEE 3  17:37 

If I hear an opinion from them, or if they have tried these products or, for example, like "Oh, I have seen 

some great sunglasses made out of old snowboards" maybe I would find this a great idea. So, to a certain 

extend that would have an influence on me. Maybe just by seeing my friends use a product like that I 

would be considering to buy it too. And then if my partner was keen on buying these products or having 

a more sustainable behavior, I would, as a partner, feel the need to follow that too. I think as a social 

media user I might be influenced as well, maybe by people by some famous people on Instagram or 

Facebook. If some of them advertise an upcycled product maybe I'd day okay, I will give it a try. 
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RESEARCHERS  18:45 

Okay. And in terms of how you perceive yourself - your self-concept - the ideas you have of yourself, 

how does this idea you have of you influence our motivation.? Just try to think of what the idea you have 

about you as a person is. 

 

INTERVIEWEE 3  19:11 

The first thing that characterizes me, is not all that sustainability consciousness and all this concept. I am 

someone who looks at the product for its functionality and I look out for the quality too, and then then 

money I am willing to spend on it. 

 

RESEARCHERS  19:27 

So, you're saying that you perceive yourself as a pragmatic person, who's driven mainly by the functional 

and the economic side of a purchase more than anything else? 

 

INTERVIEWEE 3  19:39 

Definitely, yes 

 

RESEARCHERS  19:44 

Any other characteristic of yourself, of the idea you have of yourself that would influence that decision? 

 

INTERVIEWEE 3  20:00 

The society as a whole influence me as well. I mean, sometimes if something's getting very trendy, maybe 

I would feel the need to have that too. If I see that everyone is wearing the sunglasses or shoes and I like 

them too, I may buy them at the end of the day. For example, if those shoes where Adidas shoe added. If 

so, I think I would definitely because I am someone who trust in the brans. Brand has an influence on 

my decision as well. 

 

RESEARCHERS  20:29 

Okay, so you consider yourself also as someone who is has a tendency to follow trends thereby, if 

upcycled products become a trend, you think you'd be more motivated to choose one of these brands? 

 

INTERVIEWEE 3  20:37 

Yeah, because I think I feel the safety with the brand I know. it's not about just following some trend, 

because I don't follow every trend there is out there. It's more about feeling the safety that if I buy 

something which is of good quality and it's going to last for long. 

 

RESEARCHERS  20:56 

So can we safely say that you wouldn't buy an upcycled product, just because it's upcycled or for the sake 

of trying it out?  

 

INTERVIEWEE 3  21:03 

Yes,, you could say that. That's my opinion. Sorry. 

 

RESEARCHERS  21:05 

No, no need to apologize. That's good. We need honest opinions. 
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INTERVIEWEE 3  21:22 

Yes. Um, in terms of feeling, what emotions do you think you would get, if you purchased an upcycled 

product? Any feeling, either positive or negative. 

 

INTERVIEWEE 3  21:35 

Negative feelings I'm going to have if I don't like the product. If I don't feel satisfied with it, I am going 

to be telling myself that I wasted my money. So maybe then I would also say: Okay, I'm not going to buy 

this kind of product again. But when it comes to positive emotions, I think to some extent I am going to 

feel proud that I have contributed somehow to sustainability and the reduction of waste. 

 

RESEARCHERS  22:17 

So you would feel proud of yourself for contributing to sustainability? And you would feel some kind of 

a guilt or disappointment if the product does not fulfill your needs. 

 

INTERVIEWEE 3  22:26 

I mean, if I just look on entirely on the upcycling concept, right? Because if I look just on the product, I 

can say: Okay, I bought a very nice pair of shoes., so I will feel happy as well about the product. 

 

RESEARCHERS  22:27 

Yes, that's was the question about. All right. You have some habits now, and you have had also some 

habits from your childhood. Would any of these habits be related to upcycling to some extend? Some 

examples: buying secondhand, actively recycling? DIY projects, stuff like that. Or something you 

remember from your childhood when you were a child and you were still living with you parents or 

grandparents? 

 

INTERVIEWEE 3  23:26 

I'm trying to think. Because, as I told you, I grew up in Greece and back then we didn't have so many 

sustainability actions in place. You're asking about my childhood not know, right? 

 

RESEARCHERS  23:50 

Either now or during childhood. Any habit that you think could be related to the upcycling practice. 

 

INTERVIEWEE 3  23:54 

okay. Yeah, I would say buying second hand is one of these habits. I thought this was a very special thing 

to do when I arrived to Copenhagen. In Greece is not common at all. Now I certainly buy most of my 

furniture second hand. And then recycling, of course, separating trash into the different bins. Those are 

the main habits I can think of right now. 

 

RESEARCHERS  24:22 

Anything else? Any other activity that you've done in the past? Something that was not directly related 

to sustainability, but thinking back now you would relate it to it? 

 

INTERVIEWEE 3  24:40 

Yeah, give me some time to think about what I have done in the past 
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RESEARCHERS  24:53 

I can give you an example: in the past, people used to use the full animal when they would slotter it. No 

part of it would go to waste. 

 

RESEARCHERS  25:05 

Yeah. Something about this concept is that is not the new, because especially during war times, but also 

in developing countries, it's very common that people just use things in a different way for different 

purpose, just because maybe they don't have that many resources as we do here and now. So they need 

to find creative ways. What do you think about it? 

 

INTERVIEWEE 3  25:31 

Ok, now that you mentioned food waste, yes, I think my family tried somehow to use everything that we 

cooked. We would be feeding the animals (our dogs, cats or other domestic animals) with the leftover 

food we cooked. I also remember my father using like rotten edibles to make some soil that he could use 

it later on to plant new things.  

 

RESEARCHERS  26:06 

You mean compost? 

 

INTERVIEWEE 3  26:15 

Yes, exactly. Hmm what else? Since I have the two older brothers, I used quite a lot of their stuff like 

clothes toys, some equipment for ski or rollers. So we didn't throw them away. 

 

RESEARCHERS  26:53 

Do you think that this kind of influenced your attitude towards you (now as a grown up) reusing stuff, so 

you don't feel discomfort by reusing something that's been used in a different way from somebody else? 

 

INTERVIEWEE 3  27:14 

These habits in my childhood don't really play a big role, I think. When I came to Denmark, I was quite 

hesitant with buying secondhand things, but after I saw that everyone's doing it, I really got used to it, 

and now I do it myself, I do buy second house furniture, because in end of the day, they're in perfect 

condition, in a good price. Plus I think it's a very good thing to do, because you reuse things and you 

reduce waste. 

 

RESEARCHERS  27:45 

So you said that when you arrived in Denmark, you were not that convinced about secondhand, right? 

 

INTERVIEWEE 3  27:51 

No, no, not at all. In Greece, we barely buy anything that is used. You can barely find shops that sell 

second hand, or a community that is willing to sell and buy secondhand stuff. 

 

RESEARCHERS  28:00 

And why do you think is that? Why don't Greek people buy second hand as they do in Denmark? Can 

you think of any reason? 
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INTERVIEWEE 3  28:14 

I don't know. It's the way we grew up. In Greece, it wasn't even common to share a flat with other people. 

Every person has their own flat. I think it's also because of the cost of living which is much lower in 

Greece compared to Denmark. And then also want to have brand stuff and we want to be kind of not 

proud. If I can say an expression in Greek: "we want to be the best in the village". I think it's about 

showing others that you're wealthy enough to afford new things. 

 

RESEARCHERS  28:57 

So, you show that you've reached a certain statues by owning brand new things? 

 

INTERVIEWEE 3  29:03 

Yes, kind of. I think that's one of the main reasons which I think due to the crisis is changing quite a lot, 

but still, we're not at the level of Denmark in this aspect. I think a lot of countries are not in this level. I 

think in Denmark we're doing this practice to a high very high extent.  

 

RESEARCHERS  29:25 

And why do you think is that in Denmark apart from the cost of living? Do you think there is any other 

reason or is a cultural thing? 

 

INTERVIEWEE 3  29:32 

I think it's cultural and I don't know if this way of living is being taught in schools. Of course, if you see 

your parents buying second hand this is a big influence. I have never seen my parents buying a 

secondhand object. The second kind of things were begging Greece at worst is cars or the motorcycles. 

So something much bigger. You I'm going to get into trouble buying a bed or a sofa from second hand. 

So, I think family has a great influence, as well as friends and society in general. 

 

RESEARCHERS  30:13 

Okay. When it comes to upcycle products, could you describe an occasion when you would choose to 

buy one of these products? And if you choose to buy for this occasion where do you expect to find out 

about the product? To get introduced to it 

 

INTERVIEWEE 3  30:35 

Okay, if we talk about food, I would say maybe at a street food market or somewhere where they advertise 

products. I would try this product out first of all out of curiosity, how in tastes and maybe not because 

it's upcycled but I will say: okay, let's give it a try, what is this banana ice cream or what is this a bread 

beard. But this is because of my curiosity. I have quite a lot of interest in food and the drinks. Now in 

industrial products, I don't really think I would see it difference. Maybe if I had to build something, then 

only then, I would get introduced to that. Or if I was going to a shop to buy some construction material, 

maybe there I would have the option. 

 

RESEARCHERS  31:42 

So others would introduce you to them as well? 

 

INTERVIEWEE 3  31:45 
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To be honest, I have never been introduced to this kind of products before or sustainable products are 

really introduced to me in some form. Maybe regarding food, I’ve come across organic, ecologic 

products, sustainable packaging because it's stated so in the label. Of course, I don't have so much 

experience with the construction materials, but maybe shoes, the plate or the bags I see there, of course, 

I think they would be advertised in some way.  I wouldn't expect these products to be found in in shopping 

malls. Maybe in some small local stores or somewhere online I would say mainly. Apart from the food, 

the rest I wouldn't expect to find them in a physical big store. 

 

RESEARCHERS  32:00 

Would that be an obstacle for you?  

 

INTERVIEWEE 3  33:21 

For me, as I said earlier, it very much depends on the price I had to pay. So if this pair of shoes cost 200-

300 euros to buy it, I wouldn't chose to buy it. 

 

RESEARCHERS  33:33 

I can tell you that it costs around 700 DKK.  

 

INTERVIEWEE 3  33:36 

700 kroner? Yeah, but still I would consider it because I then I would look at different things, for example, 

how easy it is to return the product. If I buy some from Zalando, I know that I can order it, I can try it 

and then I can return it within 60 days or so. This is quite convenient for me in some way or another, 

especially for shoes For the sunglasses, this is also something that I would like to try on to see if they fit 

me, if the color looks good on me. Regarding plates, I think I could easily buy online, especially if it's 

just for decoration, I wouldn't be very picky there. 

 

RESEARCHERS  34:37 

Um, when it comes to accessibility of the products, what kind of obstacles would you expect to face 

when you're considering buying an upcycled product? You mentioned, we might only be able to find it 

just on the offline stores. 

 

INTERVIEWEE 3  35:00 

Yeah. 

 

RESEARCHERS  35:01 

Any obstacle you can think of? 

 

RESEARCHERS  35:04 

Yeah, and the fact that maybe, as you say, it's not very easy to find them, especially because they are 

made from waste material. So they don't produce large batches, they produce usually limited edition, 

most likely they're unique pieces, because, you know, it depends on what they find, do you think this is 

a good thing or a bad thing? For you, as a consumer, not for them as a brand? 

 

INTERVIEWEE 3  35:04 
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I think, first of all, I think there is no big variety of places where you can find these products. So you 

really have to look out for it. Maybe with the edible products I would expect them to be easier to find. 

Because they might be available in many more stores. So I think food-wise it's easier. But the more 

consumable products like shoes, bags, sunglasses, this kind of stuff, I think the only selling points you 

would have are indirect, mainly. And then they, it's up to you to do you research on it quite a lot to, if 

you have an interest in the topic. But also, you need to have some brand awareness, to know, what is the 

brand in order to search for it. 

 

INTERVIEWEE 3  36:34 

For me to bad thing, for example, if it's a pair of shoes, and this shoe pair of shoes is only produced in 

41 size? That would be a problem for me, because I cannot really try it if it's not my, my size. Or for 

example, if I really like a product, and I would like to buy it for a friend. On the other hand, since is quite 

unique, it's something that I'm the only one having this product. It depends on what kind of product piece 

it is then, because you might into trouble buying a product that in the end doesn't fit you. 

 

RESEARCHERS  37:56 

 Based on the business model such as SUSTAINABLE WAIR they produce only pairs that are requested. 

 

INTERVIEWEE 3  38:06 

Yeah. But then the question is how I order it, how big of a trouble it is. When I'm doing shopping, I don’t 

really want to spend so much time on it. I want to have the options ready there. And since we're talking 

about a 700 kroner product, it is not something that I'm going to spend so much time thinking about it. I 

have a friend who is looking into buying a pair of boots which cost something like 300 euros, it's custom 

made for your size and foot shape, so they have to take your measures for that purpose. Of course, in that 

case I would pay much more attention and would be willing to spend much more time. Most of the time, 

when I'm looking for shoes, for instance, I just go to Zalando I filter for color and size and select a price 

range I’m willing to pay. And then based on the results I order a few pairs. Not much thinking there. 

 

RESEARCHERS  39:15 

Perfect. And when let's say that you get to know about one of these brands or any brand which has similar 

characteristics, what would you like to learn about them? What would you be most interested in? 

 

INTERVIEWEE 3  39:33 

Most interested in. Hmm, I think I'd be interested in the whole concept of it, learning about the ideas. I 

was quite impressed by some of the products you presented earlier. I would like to know more about the 

material that these products are made of. I think that is very interesting. I also think I would be more 

motivated if I get to feel it, touch it and to experience it. I would really like to taste this beer made out of 

bread, maybe this banana ice-cream, or the shoes to see if there's any difference with the tastes I am used 

to. I think it's very much about the story I am going to hear about the product.  

 

RESEARCHERS  40:28 

So you would like to know the story? 

 

INTERVIEWEE 3  40:30 
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Yeah, definitely. If I was about to buy these products, I would like to learn the story. Sometimes I like to 

read the labels, especially on the coffee packaging, where they state the origin of the beans 

 (e.g. from Kenya) 

 

RESEARCHERS  40:56 

Do you have any comments, anything that comes to your mind about our discussion so far? 

 

INTERVIEWEE 3  40:59 

Hmm not really. I think in general it’s a good idea but I would like to see this more in practice and try 

some of the products to be a bit more convinced on that, because  I would like to see what kind of 

obstacles you may have when you’re about to buy the products or when ordering. You have to see the 

whole experience. It’s not just about the product, it’s about the experience of the whole buying. 

 

RESEARCHERS  41:47 

Okay we can stop recording now. Thank you! 

 

INTERVIEWEE 3  41:50 

Okay 
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INTERVIEWEE 4, RESEARCHERS 

 

RESEARCHERS  00:28 

 Okay, do you consent to record this phone call?  

 

INTERVIEWEE 4  01:01 

Yes, I do. Yes, I do.  

 

RESEARCHERS  01:07 

Okay, so the topic of our thesis is upcycling, and we're going to discuss about it in this interview. And 

we're going to ask you a few questions you can freely answer from your own experience as a consumer. 

And the first thing that we want to ask you is, what is upcycling if you know the concept, what it is about.  

 

INTERVIEWEE 4  01:36 

So, if I'm not mistaken, upcycling is a reuse method, and there are different types of reuse. Upcycling, 

it's a bit different from recycling. The upcycling is something in which you use exactly the material or 

the product for different purposes it was initially created for, if I'm not mistaken.  

 

RESEARCHERS  02:02 
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Okay.  

 

INTERVIEWEE 4  02:04 

Or it's like the process of transforming the product A product into B, if you can reuse the material or a 

part of that product for something different.  

 

RESEARCHERS  02:17 

Okay, we have a definition that we're using for our thesis. And this is the creation of products of higher 

quality and or value, and presumably (a more sustainable nature) by converting transforming or 

repurposing waste, byproducts, or used materials minimizing the resources expenditure. So it's quite 

accurate. And we have a few examples to show you for products that you might or might not be familiar 

with. But we can show you a few of them so that you have an idea. One example is this Danish, 

Copenhagen-based company they produce ice cream made of bananas that are being otherwise discarded 

and not sold by grocery stores. Another example is this brand that produces brewed beverages with 

surplus ingredients. So for example, in this picture, you can see this beer is produced out of bread that 

otherwise would go to waste because it's a few days old, it's gone hard and no one would buy it. Another 

example is this fashion brand that produces bags and fashion bags out of can tops. And this brand is 

producing sunglasses made out of old snowboards that would go to waste.  

 

INTERVIEWEE 4  03:50 

That's Interesting.  

 

RESEARCHERS  03:53 

Then FREITAG is producing bags out of the plastic cover of the tracks and they use the   seat belt straps 

for the straps of the bags. This is also Copenhagen based studio they produce, out of discarded plastic, 

household appliances or like household objects that are mostly decorative such as this plate. Sustainable 

WAIR they take discarded jeans all jeans and they produce shoes, sneakers. The architecture company, 

Lendager Group, they take materials of buildings that are abandoned or are going to be demolished or 

have been demolished to produce new buildings with that material. And here you can see all the examples 

together. So when we move on to the next questions, you can just keep in mind these examples you can 

refer to them or to other examples that you have in mind.  

 

INTERVIEWEE 4  05:04 

Sounds good. Okay.  

 

RESEARCHERS  05:08 

Okay. Um, so let's move on to the questions. And our first question would be, why would you purchase 

an upcycled product like one of those or any other products that you know? And what outcomes would 

you expect from that?  

 

INTERVIEWEE 4  05:26 

Okay, to answer your first question, why would I buy something that is a upcycled is just because of the 

consciousness of the environment, and how the human being really destroys the planet and we are finally 

at a point where the danger of what is produced by human is at such a high level that we are aware as 

designers, because I am an architect, so I am also aware of that everything I design have a very huge 
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impact on the environment. So I know that there are some small things that can be used from updated 

materials, because not everything has to be brand new, and maybe even if we buy something new, it's 

very often made of trash, but we were not aware of that. So being more sustainable and more sustainably 

aware, it's one of the reasons why I would buy [upcycled products] because I know that product that are 

being produced from upcycled materials have been tested. So they might fit the same standards (for 

example in terms of health) as the products that I would buy in the stores. And the other thing is that we 

can see how in our daily life we produce so much trash. Being able to know where the things that we 

have been using are going and learn about how they are going to have a new life; this brings kind of joy 

because we can have a small impact on the environment. And very often, the things that we want to throw 

away are in a very good condition. So that was like giving me a bit of like, I don't know, happiness, that 

I cannot throw everything away. And there are things that can be reused. Another thing is that since 

everything is tested, in the sense that brands often seek for your opinion, everywhere in the world, in 

order to sell something. And people seem to feel obliged to care about this kind of stuff. I have the 

feeling, sometimes, that sustainability is sort of trendy somehow, in a way that being sustainable became 

a trend as much as something like, I don't know, in the 60s was smoking cigarettes; it is a very stupid 

example. But being sustainable, nowadays, it's just a part of our lives. So not being sustainable equals 

not being trendy, sometimes. I'm not referring to myself only, but I can see that this is the trend nowadays. 

 

RESEARCHERS  08:01 

And you talked about a few outcomes. Can you elaborate a bit more on the benefits or drawbacks that 

come out of these outcomes? If you would purchase a product like that? What would be the benefits? 

What would be the drawbacks? Is there any in your opinion? 

 

INTERVIEWEE 4   08:25 

So the benefit will be the consciousness that you're using something that would be thrown away in 

landfills out of the city or discarded somewhere else. The positive side, the benefit is that I'm aware that 

I'm using products that are still okay, in good condition and then it's really connected to what we are 

sharing right now. But on a daily basis, I'm trying to do the same, like just using old bags that are made 

of plastic for the groceries and you know the feeling I get when I am using a product that otherwise would 

have been thrown away already. I guess it is similar when using upcycled materials, so I think that the 

best benefit that they might have by using upcycled materials is the consciousness of what you’re doing 

(self-congratulation). And the drawback will be that sometimes these materials are either done/processed 

in a bad way, like in a not controlled environment, because it might happen. And they might be harmful 

and not suited for their use. For example, the plate that you showed me, I would not be sure if it might 

be harmful in some ways, because I am not sure about how they produced it and how they sourced the 

plastic that has been used already in different ways. I would be not sure about whether it is produced 

using proper and safe processes. So I'd say that the drawback of buying something like that would be that 

you might get confused about whether something is good or not. In a way, I think that very often it the 

marketing that is adding to the product saying that it is always sustainable because (for example) it's 

made using upcycled materials or whatsoever. So you may be fooled by the marketing somehow. I don't 

know how clear it is, I can try to explain it again.  

 

RESEARCHERS  10:14 

It makes sense, thank you. Just to clarify, the example we showed in the presentation (product from the 

Circular Design Studio) is not meant or advertised as a food plate. We are not sure about this, but most 
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likely it is not certified to be used for food products. They proposed it as a piece of furniture, a tray to 

keep you keys or other objects.  

 

INTERVIEWEE 4  10:48 

But anyway, what I meant is that it might happen that people would try to sell used objects (that are still 

in good condition) in their original shape and just advertise them as upcycled (using marketing strategies) 

just because it is a trendy practice. This misleading communication to consumers is one potential 

drawback that comes to my mind for me, as a customer, when considering the drawbacks of purchasing 

a product like that. The second thing that comes to my mind is that, sometimes, upcycled materials are 

much more expensive, because producing new materials, like new products, is sometimes way cheaper, 

because you can just import them from China. So the drawback of using recovered materials for upcycled 

products is that, by definition, being a sustainable new approach might be an expensive process. Like all 

the new ways of thinking and new ways of sourcing materials are always more expensive. So, the making 

of (production) process might results costly for a normal customer, it might be more expensive to buy an 

upcycled materials, because it's more conscious way of accessing materials. So the cost of producing that 

will be higher than a brand-new product that might be produced in China at a significantly lower cost. 

That's another drawback for me, something that is upcycled might be more expensive.  

 

RESEARCHERS  12:20 

And how do you perceive this value? Do you think they are worth the higher value they have and 

consequently cost as you're suggesting? Can you perceive that it's worth the extra cost and extra price? 

 

INTERVIEWEE 4  12:52 

I think it's worth it. I mean, it's the value of the product is high so the price is high, and I think it's worth 

buying this for a higher price because using upcycled materials will bring more benefits. What I mean is 

that it is worth to buy this product, even though that price might be high just because if you're aware of 

what's the impact of single use disposable materials, buying everything that is ready to be used only once 

compared to purchasing something produced using upcycled materials. I mean, it's about one's 

consciousness. So I think that if you're aware that you can help environment, then the price is not that 

important. If it costs double the price of the normal thing that you could buy in the market, then 

sometimes maybe we don't need that many products, it's better to have something that has a greater value. 

But the value is not in the price, but it is rather the value of the impact on the environment.  

 

RESEARCHERS  14:03 

Okay. All right. Um, let's, let's jump to the next question. In terms of social norms, so basically the 

opinions of people around you like friends or family, whether behavior is a good behavior, bad behavior, 

appropriate or inappropriate. And what are the social norms that you think will influence your motivation 

on purchasing an upcycled product? 

 

INTERVIEWEE 4  14:43 

Maybe it's like the general education we can find now in the society about how environment can be 

changed for our actions as consumers. I'm not sure if that answered the question. 

 

RESEARCHERS  15:00 
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So you're saying that the way you've been educated is the social norm, the opinions of people out there 

is that you should take care of the environment, you should be more conscious.  

 

INTERVIEWEE4  15:16 

I mean, the way that people are, I mean, now, we start being educated because it comes to social media. 

It is kind of common knowledge, but our generation was not raised with this kind of feeling. But what 

could be the social norm that enhances the consciousness of upcycling is the education, to talk about 

these problems to friends, family, and so on. So, bringing the topic of environment to education would 

be something that kind of enhances these social norms.  

 

RESEARCHERS  15:53 

Okay. And in terms of your roles that you have in life, we have different roles, we are friends, we are 

partners, with daughters to some other people, which of these roles that you have in life do you think 

would influence your motivation to purchase upcycled products? 

 

INTERVIEWEE 4  16:17 

In a way I would say that all of them, all of my social roles, both my family and friends’ network, as well 

as my professional role. 

 

RESEARCHERS  16:33 

Can you expand and say why and how you believe these roles influence your motivation? 

 

INTERVIEWEE 4  16:36 

So, in relationship with my friends and my family, I can be the person that is buying these things. And 

also showing that to other people I know that it is worth doing so, it is not harmful and it might rather 

bring some benefits and just owning a certain product can have a real impact on something else. As a 

professional, I am an architect and I can imagine including upcycled materials in my design projects and 

bring the matter of reusing the materials on different levels and types of construction.  

 

RESEARCHERS  17:20 

And then in terms of the idea that you have of yourself, your self-concept? How do you think that this 

idea you have in yourself would influence your motivation to purchase an upcycled product? 

 

INTERVIEWEE 4  17:45 

It's certainly difficult in a way that I feel conscious about using these materials. But I feel like you can 

always do more. So kind of being ambitious to reach the expectations of 21st century, be inspired by 

people who are "in action". We are working towards that and we can have the influence. All these things 

motivate me to do more in the matter of sustainability and using the least disposable materials, most 

plastic. And I think we should also attempt to change the approach of what we were taught or better how 

we got accustomed to by the market and trying to go against the current trends and make our own 

purchasing decisions without being influenced by marketing strategies. I think I can have a choice and I 

don't have to follow the rules that are set in society that you have to do things a certain way. It is the 

notion being able to be independent and not having to follow other people's choices. This also provides 

me with the motivation to look for other options and possibilities for buying, spending my money and 

investing in the future. It is also about how I cope with the issues of environment because this is 
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something that we're all aware of, more or less, but it is something that will really affect us in the future 

if we don't change the mindset of buying only single use that but we so not start taking care of how the 

things are produced and that not to everything needs necessarily to go to the waste.  

 

RESEARCHERS  19:57 

So you see yourself as a person who cares about sustainability and you see that as the motivation for you 

for buying such products, because you feel that we are not doing enough.  

 

INTERVIEWEE 4  20:11 

Yeah, I mean, I know that I'm not doing as well, you know, in the way that I see that there are many 

possibilities there, the options are very broad. So it's more about, like, the first step is being conscious 

that you can have an impact. And the other thing is that I perceive myself as a person who knows that 

there is much more to do other than what we are taught, there are a lot of new possibilities, new ways of 

doing business. I am really interested in these new possibilities (also business wise); there might be so 

many new things to learn and options to explore. This is really pushing me towards doing more, even 

though I think I am already super sustainability-oriented, but I know that this is a thing to do in order to 

make our future better.  

 

RESEARCHERS  21:09 

All right, and what kind of feelings to expect to get when purchasing the product? Any kind of emotion, 

positive or negative? What would you expect you would feel if you would buy such a product?  

 

INTERVIEWEE 4  21:23 

I think satisfaction. I wouldn't say I could have any kind of negative feelings for sure. Satisfaction is the 

only one that comes to my mind. 

 

RESEARCHERS  22:19 

Why would you feel satisfied, for which reason? 

 

INTERVIEWEE 4  22:22 

I guess it is quite different from the experience you would get in a normal store. I mean, if you compare 

buying upcycled materials to fast fashion. By buying upcycled products I would feel satisfied because 

I'm not contributing to, for example, a cheap labor somewhere in China by buying a bag that is made of 

the same plastic, but it is upcycled, and it has some history attached to it. So, it used to be a different 

material, and I'm just reusing the same source instead of buying a new bag that's been produced on a 

different continent, and it's very cheap compared to the one that is upcycled. But the carbon footprint of 

that of the new bag is incomparable to the one that I can have by using upcycled materials. Even though 

I were to buy sunglasses that are made from the snowboards and I guess that the production would 

consuming electricity, bearing carbon emissions and consuming other kind of resources, I know that 

instead of buying a new pair of glasses that are plastic, and they're probably made of 90%, the same 

material, I can choose the one that's already been produced with the thought of changing the environment. 

And this would give me satisfaction.  

 

RESEARCHERS  22:56 
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So, we all have certain habits and we've had habits also from our childhood. What kind of habits that you 

have now or you had in the past, you think are related to upcycling?  [Some examples might be buying 

secondhand, recycling, DIY projects]  

 

INTERVIEWEE 4  24:34 

I would say that something that kind of far from my generation of my parents, but what I could see from 

my grandparents that they were raised when fast fashion was not a thing. It was not common to buy new 

stuff whenever you wanted to or whenever the new trends came, every single season, every single year. 

So when I see, for example, my grandparents closet, they still have the same things that they already had. 

And they're reusing, for example, their shirts in order to make a scarf, or are they using their own bag in 

order to make, I don't know, another bag. You can just see the creativity that's behind upcycling in a very 

primitive form as it was, like 50 years ago in the generation of our grandparents. That's something that 

brings to my mind the notion that upcycling isn't nothing new, it has already been there, but it's just 

having a different name. And definitely bears more meaning towards the environmental issues that we 

have to deal with right now. While the way I was raised by my parents, it was more that they were 

following the trends that were out there. Because I think that also the context of the period when I was 

born is important, I was born in the 90s, in Poland, and my parents were born more or less in 1976. And 

the thing is that I was raised few years after the Berlin Wall collapsed and the borders of Poland were 

finally open and people could travel for the first time in many, many years of the war and they could just 

go whenever they wanted because for the past 40 years after the war everything was closed. And I have 

been told that if you wanted to get something, you needed to have specific friend who had access to the 

things from abroad. So when I was born, my parents could buy whatever they wanted, because it was the 

first time that the market was open free. So, I can really perceive the contradiction of the way one 

generation [our parents' generation] has given us an example of buying whatever we want, everything 

new and using all the plastic, you know what I mean. And this has contributed to the way we keep buying 

new stuff instead of using what we already have, because they could finally do it, get access to new stuff 

and they could before. But on the other side, my grandparents showed me that is not always necessary to 

buy something new, that you could always just reuse whatever you had. So, I had these different examples 

in my mind growing up, like most of my generation I guess and these are the lenses through which I look 

when I think about upcycling as a way to deal with purchasing habits and the choices we have as 

customers right now. 

 

RESEARCHERS  27:39 

And can you think of any habits that you have now as an adult that you think would relate to upcycling?  

 

INTERVIEWEE 4  27:48 

Yes, for example, I try to choose brands that are using the sustainable way of producing but also, I'm 

trying for example to bring my own bag to when I go the groceries that sometimes are made out recycled 

materials. I have a tote bag that's made of some old shirt and so on. So, like small actions that I can have 

on a daily basis, but they're not significant changes that have occurred in my daily life in the last few 

years. Oh, I try to participate actively in different initiatives to prevent food waste. Like rescuing food 

that cannot be sold in stores, or options like FoodSharing, tooGoodtoGo, Grim. I volunteer for these 

initiatives when I can. These are the things I use more frequently, but they became a habit for me 

something like two or three years ago, when they became more popular also in Poland and I moved to 

Denmark. So these are the small changes that I do on a daily basis, like trying not to choose supermarkets, 
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but first go to the places where the food would be thrown away and then just taking all of this stuff and 

reusing them. Or like, small stupid things with bananas from the office where we have fruit in the kitchen 

on the daily basis but sometimes the bananas are going bad. So I'm taking them home and I bake some 

banana bread or trying to reuse the fruit that would be that would be gone. 

 

RESEARCHERS  30:06 

Thank you. Okay, perfect. We are coming to the last questions now. And could you describe an occasion 

when you would choose to purchase an upcycled product? And where would you expect to find out about 

it?  

 

INTERVIEWEE 4  30:33 

The thing that would be the best for me, or the occasion would be to gift someone them a thing that's 

upcycled, but I would give this kind of gift it to a person that's sustainably conscious, environmentally 

conscious. And that would be the best occasion to purchase, like a new upcycled product, or just for me 

as a gift for myself for something. And what was the other part of the question?  

 

RESEARCHERS  31:02 

Where would you expect to find out about it. Being introduced to such a product.  

 

INTERVIEWEE 4  31:09 

So definitely social media. And that's usually where you get to know about new initiatives for from 

friends, or also sometimes there are these kinds of markets or events on upcycling that are held in the 

city usually during the summertime, or if you follow some website that's mainly focused on and upcycling 

or sustainable way of living. They always promote events where you can get some information about 

new products or new brands or some insights into the business. So that's where I would look for the 

information.  

 

RESEARCHERS  31:53 

Yeah. Okay, great. And then what kind of obstacles would you expect to face when considering buying 

an upcycled product? What barriers are there for you? 

 

INTERVIEWEE 4  32:06 

Maybe that the market is not that expanded yet. So sometimes, if there's something that I would look for, 

for example, in case I would like to gift it to someone, I think it would be difficult to find options from 

which you might choose. And, for example, let's take the case of the bag, I think that the choice is still 

quite limited, so it is not always easy to find something that is suitable for a gift or for my taste. There 

are many very nice initiatives for upcycled products that you can purchase. But sometimes, it's rarely 

what you were looking for. So sometimes might be very difficult to find the perfect product. So that 

would be an obstacle or sometimes it is difficult to find, because the business is small and might be 

working on a demand-based approach and you can access something quickly; there is some waiting time 

for the shipping and so on. So these are more kind of organizational and transactional issues of a 

customer. Or again sometimes these products are produced locally or like with different types of 

resources and maybe more expensive. And sometimes, if I want to buy something being environmentally 

conscious, I just might not afford it. Because it might be too expensive. It's not maybe about the idea of 

using bananas for ice cream ot the beer made out of bread. But that like you know; some bigger 
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investments might result very expensive. For example, I know that in architecture if you want to use 

upcycled materials, and they're just way more expensive than using a new one. So sometimes the budget 

is the thing that's really cutting their dreams and bringing the reality that they're the thing that they're 

upcycled very often are just more expensive.  

 

RESEARCHERS  34:17 

Thank you very much.  

 

 

INTERVIEW #5: Female; 34; Singaporean; on parental leave 

Duration 30:27 

SUMMARY KEYWORDS 

upcycled, products, buy, upcycling, building, sustainability, singapore, waste, denmark, habits, people, 
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SPEAKERS 

RESEARCHERS, INTERVIEWEE 5 

 

RESEARCHERS  00:00 

Okay, interview number five, please consent that we're recording this. 

 

INTERVIEWEE 5  00:06 

Yes, I consent. 

 

RESEARCHERS  00:08 

So the topic of our thesis is upcycling, the upcycling practice. And the first thing that we'd like to ask 

you is, if you have an idea about what it is. What do you think?  

 

INTERVIEWEE 5  00:22 

I think I do. Do I need to say what I think I know?  

 

RESEARCHERS  00:26 

Yes, please. 

 

INTERVIEWEE 5  00:27 

Okay, upcycling is using something that is old and unwanted, and then upgrading it in your own way so 

that you can continue to use it. 

 

RESEARCHERS  00:39 

Yeah. And that's very accurate. Here is the definition that we're using for our thesis: the creation of 

products of higher value and/or quality (and presumably have a more sustainable nature) by converting, 

transforming or repurposing waste by-products are used materials to minimize resources. Okay, and we 

are going to show you a few examples of products that we have found through or research. The first 

example is the BANANA ice-cream is a Copenhagen-based company. They take ripe bananas or bananas 

that are don't look as pretty to be sold in the supermarkets or other grocery stores, and they produce ice 

cream out of them And the next example is BRØL. They brew is with surplus ingredients like this bread. 
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So for example they would take bread that would not be sold because it's a few days old, it's a little bit 

hard, and they would produce beverages out of it, alcoholic and non-alcoholic. Another example is 

BOOTLETOP they take can tops to create fashion bags. And then this brand takes old snowboards to 

create sunglasses. 

 

RESEARCHERS  01:59 

Mm hmm. 

 

RESEARCHERS  02:02 

FREITAG, they take the cover of tracks to produce bags, and also the seat belts to create the straps on 

the bags. The Circular Design Studio to use also Copenhagen-based company. They take plastic object 

to create decorative objects such as this tray in the picture. Sustainable WAIR, they take discarded jeans 

to create sneakers. And then there is this architecture company. They take building materials out of 

buildings that are going to demolish they abandoned, and they would use that material to create new 

buildings. 

 

INTERVIEWEE 5  02:52 

I'm just curious: do you know where this building in that picture is? 

 

RESEARCHERS  02:57 

It should be in Øresund. 

 

INTERVIEWEE 5  03:00 

Okay. 

 

RESEARCHERS  03:01 

Or Wesramager, somewhere around there. 

 

INTERVIEWEE 5  03:05 

Yeah, I think I've seen it before. And actually, my comment to my husband is that it looks like that, 

because it seems like it could be a bit lower cost to put together with the leftover materials to make a 

building like that. And he didn't believe me, haha. 

 

RESEARCHERS  03:34 

Would you feel comfortable in renting an apartment for your family in that building? 

 

INTERVIEWEE 5  03:39 

Yeah, I mean, for me I don't think it's so important. I think it looks good and I trust whoever's building 

the building in Denmark at least. If it's in another country where, you know, building companies are not 

so trusted, then maybe I would worry, but I think in Denmark, you know, that architecture, and building 

is quite safe and famous, so I wouldn't, feel worried. I think it's interesting that they have this kind of 

story to tell. 

 

RESEARCHERS  04:24 
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And here you have all the products and then you can have that and feel free to refer to during the question 

we're going to ask you 

 

INTERVIEWEE 5  04:32 

Would you be interested to know one more company that I know of?  

 

RESEARCHERS  04:35 

Sure.  

 

INTERVIEWEE 5  04:38 

I can't remember the company name, but before COVID they were sitting in the compound of Alfa Laval 

and they actually use coffee beans, leftover coffee beans and they use the beans to make food products 

and different things. But if I find the company name, I'll let you know again, I forgotten what it is called 

now. 

 

RESEARCHERS 05:09 

Yeah, we came across one called Beyond coffee. You can grow mushrooms out of coffee.  

 

INTERVIEWEE 5  05:15 

Oh, cool 

 

RESEARCHERS  05:16 

You buy your own kit and so you grow your own mushrooms at home and every you have coffee you 

just put the ground thereto keep it growing. They take certain bacteria that takes the coffee principle and 

transform it to compost. 

 

RESEARCHERS  05:38 

Okay. Shall we jump to our first question? 

 

INTERVIEWEE 5  05:46 

Cool.  

 

RESEARCHERS  05:47 

If you were to choose one of these products, why do think you would choose an upcycled? product? And 

what outcomes would you expect to come out of this purchase? 

 

INTERVIEWEE 5  05:59 

Okay, which of these products would I choose? 

 

RESEARCHERS  06:02 

Any upcycled product. if you were to choose an upcycled product. These are just some example. You 

can refer to the general concept or any other brand you have come across. 

 

INTERVIEWEE 5  06:17 
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Oh, it's a bit hard, because you can see here there are so many. It's not one industry, there are so many 

things. I think it's a bit hard to choose. 

 

RESEARCHERS  06:31 

We just want to know a few reasons why you would choose these products or any upcycle product over 

alternatives? 

 

INTERVIEWEE 5  06:40 

I think that construction, that is interesting, because I feel that constructing materials are probably some 

of the biggest waste. Really, really huge amounts of larger items that go to waste, so I think that could 

be interesting. If I'm not wrong, there was this report that was released sometime back about countries 

that release the largest number of wastes, and Singapore was actually quite high on that, considering it is 

such a small country. But then when you go deeper into the report, actually, they found out that Singapore 

has a huge amount of construction waste. So I think that is probably the most interesting for me. 

 

RESEARCHERS  07:36 

So you would choose it because of sustainability reasons? 

 

INTERVIEWEE 5  07:41 

Yeah. If I think of the amount of waste that is being produced, I think it’s' quite high. materials. That's 

just in my own mind, I'm not in an architect. Else, I think the second kind that I would choose would be 

food items, like this one with the ice-cream, because it just makes sense to use one kind of food material 

to make another kind of food material. It just makes sense. 

 

RESEARCHERS  08:21 

So basically, for the same reason to reduce waste that otherwise would be discarded. 

 

INTERVIEWEE 5  08:27 

Yeah, I think for me, it's most mostly to reduce food waste. I can't think of other kinds of reasons. Another 

one that I also thought of: I remember when I was in a Christmas market, and I bought this bag that was 

made out of reused cork. And that was, mainly because of the design. I just thought, oh, it's actually 

really nice. 

 

RESEARCHERS  09:05 

Okay. So one other reason would be that the design would look  

 

INTERVIEWEE 5  09:10 

Yeah. 

 

RESEARCHERS  09:11 

Any drawbacks that you can think of, that would come out of the outcomes of this purchase? 

 

INTERVIEWEE 5  09:23 

Any drawbacks? Thing is, probably it will be a bit more expensive, I think. You have to pay a premium, 

sometimes It could be the branding, or it could be the extra processes into making something that is 
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upcycled, so there will be extra costs. But the second reason that I think could be interesting is that 

sometimes in your family, you may be the one who supports this kind of sustainable products or you 

have a sustainable mission. But then maybe somebody else in your family that doesn't support it, then it 

can result in some conflict at home. So I think that that is a second kind of drawback at least that I could 

feel can happen. 

 

RESEARCHERS  10:32 

This leads us straight to the next question about the social norms, so the opinions of people around you, 

your friend, your family and what they think about certain behaviors, if they think a behavior is right or 

wrong, appropriate or inappropriate. The question would be: which of those social norms that you see 

around you would influence your motivation to choose an upcycled product? 

 

INTERVIEWEE 5  10:59 

Social norms, I mean, I think it depends on your close network of friends like how they think. So if your 

close network of friends are people that support something like that, then you would definitely do that. 

Because if you have friends that think, Okay, this is cool, then you probably think this is cool as well. 

But if your network is not like that, then no. 

 

RESEARCHERS  11:30 

Okay, the coolness 

 

INTERVIEWEE 5  11:34 

I think that is how it is. But, of course, I think generally, the government or authorities have been very 

good at telling people that it's important to recycle and preserve these days. So it's quite prevalent in the 

younger generation that... 

 

RESEARCHERS  12:17 

Hello. Hi, sorry, you were gone for a few seconds.  

 

INTERVIEWEE 5  12:22 

Where did you lose me at? 

 

RESEARCHERS  12:24 

You were saying that the government has done a good job promoting sustainability and then you started 

saying something about the younger generation. 

 

INTERVIEWEE 5  12:33 

Yeah, it may not be common, but I have heard of many younger kids that actually want to become 

vegetarian at even at 13 years old and think it's also related to environment and things like that. So I think 

the younger generation is better at believing in this kind of things. I would imagine that if you were in 

that generation, then it would become uncool to not support sustainability. Yeah, then it would become 

an unpopular opinion to not support sustainability. 

 

RESEARCHERS  13:17 
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Okay, any norms that you can think you see around you that would hold you back from choosing those 

products? 

 

INTERVIEWEE 5  13:27 

Hmm, no.  I think the only thing is probably what makes sense, practicality and when I talk about 

practicality, I wonder is it available easily? Is it more expensive? 

 

RESEARCHERS  13:48 

Would you have any issues with quality. Does it cross your mind? 

 

INTERVIEWEE 5  13:53 

No, actually, I don't think about that. Maybe these companies are really good at marketing their products, 

because somehow in my mind when people talk about upcycled products, it always appears to be better 

quality, at least to me. 

 

RESEARCHERS  14:21 

So this is how you have perceived them so far? As products of higher value, of higher quality, thus of a 

higher price? 

 

INTERVIEWEE 5  14:32 

Yes, exactly. 

 

RESEARCHERS  14:35 

When it comes to you, and the roles that you hold in life. You are a friend, at the same time, you're a 

wife, a mother, a daughter ypurself, which of these roles do you think would influence your motivation 

to buy and upcycled product? 

 

INTERVIEWEE 5  14:55 

You mean how these roles influence me?  

 

RESEARCHERS  14:58 

Mm hmm and which of these roles 

 

INTERVIEWEE 5  15:08 

As a mom, I think sometimes you could choose these things just to educate your kid a bit, but I think for 

all the other roles, I don't think they matter that much. As a personal person, I would choose something, 

because I think that this upcycled product is interesting. That's why I choose it.  

 

RESEARCHERS  15:35 

Is that because you're curious? 

 

INTERVIEWEE 5  15:44 

I think it goes back to the two things I mentioned. Aesthetically, it is interesting or that, I feel that okay, 

I'm buying something that is upcycled or recycled, so that is interesting, and that contributes to 

sustainability that why that is interesting. For all the other roles, I don't see any influence.  
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RESEARCHERS  16:12 

Okay. And when it comes to the idea that you have of yourself, your self-concept, the way you perceive 

yourself as a human, as a consumer, do you think that that idea would influence your motivation as well? 

 

INTERVIEWEE 5  16:37 

No, I don't think it matters that much, unless, like I say to you, I mentioned in the last question the same. 

If I think that something is aesthetically interesting, or a product is interesting, in terms of the way it is 

produced or recycled, then I believe in it, and I would support it. So I'm not driven by the entire mission 

of sustainability, you know? I think it is a good idea, it's something good to do. So if I see something that 

Ah, okay, this beer, it is interesting because it is reproduced from bread and I see it on the shelves, then 

i say Okay, I think it's interesting, then I would buy it. It's not like, okay, I am all out and everything that 

I buy must be upcycled or recycled or made from something sustainable. That's not me as a person. 

 

RESEARCHERS  17:52 

But it is in the way influenced by the idea that you have of yourself that you like aesthetics and that you 

are a curious person, right? 

 

RESEARCHERS  18:01 

Yeah. Curious about if a product is interesting. I think I woke my daughter up by talking so loudly. You 

can continue asking. 

 

RESEARCHERS  18:21 

Oh sorry. And you can also speak lower, it's fine for us and the recording. 

 

INTERVIEWEE 5  18:25 

No, it's fine. 

 

RESEARCHERS  18:28 

Okay, when it comes to feelings, what kind of emotions do you expect to get when purchasing an 

upcycled product? Any emotions, either negative or positive. 

 

INTERVIEWEE 5  18:49 

I would expect to be impressed actually, because they put so much into branding usually. 

 

RESEARCHERS  18:57 

So you would feel kind of proud, impressed. Any negative emotion you can imagine? 

 

INTERVIEWEE 5  19:09 

And, well, if I would buy something, then I wouldn't expect any negative emotion to it. Okay, if I were 

to already invest myself in it.  

 

RESEARCHERS  19:22 

So you would trust your choice? 
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INTERVIEWEE 5  19:23 

Yeah, exactly. 

 

RESEARCHERS  19:29 

When you think of habits that you have today, are habits that you've had in the past when you're still a 

child for instance. Can you think of any examples of habits that could relate to upcycling? Like second 

hand, DIY. 

 

INTERVIEWEE 5  19:46 

Hold on one minute. Okay, habits. So, you know, there's this thread on this group on Facebook called 

"Subtle Asian traits", and then there's this joke that says that with Asian moms, you won't find any plastic 

bags wasted, because you will find all the plastic bags saved under the sink. Hahah 

 

RESEARCHERS  20:24 

Hahahha So they would store them nicely there? 

 

INTERVIEWEE 5  20:29 

Yeah they always use it for their other trips or for something else 

 

RESEARCHERS  20:35 

So they save objects and don't put them to waste 

 

INTERVIEWEE 5  20:43 

Okay, in terms of upcycling. I think also using food that has been cooked before or food that is leftover 

to make another dish, that's just the simplest kind of upcycling any other things that I can think of that 

comes to mind quickly. I can't think of anything else right now. 

 

RESEARCHERS  21:14 

And do you separate your trash? 

 

INTERVIEWEE 5  21:17 

In the past, not so much in the past, because, you know, this is a new trend, right?  

 

RESEARCHERS  21:26 

You can think of also present habits that you have like second hand that you buy or anything. 

 

INTERVIEWEE 5  21:37 

I take glass bottles, and then I can use it to make a lamp or something. You put like, like bulbs inside so 

that it looks like a nice lamp. 

 

RESEARCHERS  21:51 

And you have done that as a DIY yourself? 

 

INTERVIEWEE 5  21:54 
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Yeah, I have one at the table there. It's a nice wine bottle. And then I put the fairy lights inside. And then 

also had this old IKEA lamp that I hated because it looked so ugly, haha. So I went to buy some nice 

lamb shade and I changed it into another style. I also had this old table that I hated because it was a bit 

ugly too ugly, so I painted it in a nice color. 

 

INTERVIEWEE 5  22:32 

So you consider yourself like a creative upcycler? 

 

INTERVIEWEE 5  22:37 

Sometimes, yeah. 

 

RESEARCHERS  22:42 

When it comes to baby gadgets, I know that mothers also exchange products. 

 

INTERVIEWEE 5  22:49 

Oh, yeah, I got a lot of old baby clothes, and then we just used them.  

 

RESEARCHERS  22:56 

And then you would pass it on to another family with a smaller baby? 

 

INTERVIEWEE 5  23:00 

Yeah, I did.  

 

RESEARCHERS  23:06 

Um, could you describe an occasion when you would choose to buy an upcycled products and how would 

you expect to find out about it? 

 

INTERVIEWEE 5  23:25 

I think mostly for me, it's just discovery by seeing it somewhere like on a shelf. I mentioned about this 

cork bag that I found which was actually at a Christmas market in Switzerland. And that was like, oh that 

looks cool and I bought it. And then other kinds of upcycled products I think I would probably discover 

food stuff on the shelf. But I wouldn't consider secondhand stuff as upcycle because nothing really has 

been done to it. 

 

RESEARCHERS  24:12 

Would you like to hear about them from friends or family or online? 

 

INTERVIEWEE 5  24:20 

Hear about what? 

 

RESEARCHERS  24:21 

About upcycled products. Products that are that happened to be upcycled. 

 

INTERVIEWEE 5  24:29 

I think I would probably hear it from friends.  
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RESEARCHERS  24:45 

And then you would do research? If you saw a friend wearing an upcycled piece. 

 

INTERVIEWEE 5  24:52 

Oh, okay. You know what? Sometimes I also see these on Instagram. I saw this girl who makes her own 

upcycle clothes and it's really cool because she has made them into really good designs, compared to 

what it was before. 

 

RESEARCHERS  25:16 

So Social media as well? 

 

INTERVIEWEE 5  25:20 

Yeah.  

 

RESEARCHERS  25:21 

What kind of obstacles would you expect to face when considering to buy an upcycled product? What 

do you think the obstacles would be? 

 

INTERVIEWEE 5  25:34 

I think it's again price and practicality. Practicality as in, is it available easily? You know, is it near to 

you? Is it in US for example? Then, of course, I wouldn't buy it. 

 

RESEARCHERS  25:50 

So availability and accessibility? 

 

INTERVIEWEE 5  25:53 

And premium. Do you have to pay a price for it? Yeah. 

 

RESEARCHERS  26:01 

And the other barrier that you can think of that would it more difficult to get it? 

 

INTERVIEWEE 5  26:18 

No, i can't think of anything else 

 

INTERVIEWEE 5  26:27 

Do you have any other comments or anything else that pops to your mind in general? 

 

INTERVIEWEE 5  26:31 

I don't know if it's interesting, but I'm just going to mention it. The first time I ever heard about upcycling 

was probably seven- eight years ago. It was from one of my ex-colleagues, who talked about upcycled 

furniture. She had bought an upcycled piece of either table or chair, I can't remember. And for me, it was 

really weird. Because in the first place, she didn't have her own place, she lived with her parents and she 

was only in in her early 20s. I just thought, why would you spend your money when you don't have a 

place on an old piece of crap? hahahah 
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RESEARCHERS  27:44 

So you then perceived it as expensive or you knew already that it was expensive? 

 

INTERVIEWEE 5  27:50 

I don't know if it was that expensive, but you know, it was a furniture piece, so it had to be you know at 

some price and I just didn't see the point in buying something old that was reproduced when you don't 

have your own place anyway. But then, I guess that really made me think about it and I found out that it 

can be a little bit cool to find something upcycled. 

 

RESEARCHERS  28:34 

Was that back in Singapore or in Denmark? 

 

INTERVIEWEE 5  28:36 

Yeah, that was in Singapore. 

 

RESEARCHERS  28:39 

 Do you see differences in the two cultures in the way they perceive this kind of products? 

 

INTERVIEWEE 5  28:45 

Um, yeah, I think so. Okay, I'm thinking a lot more about recycling here than upcycle, because I think a 

lot of people here in Denmark, appreciate old stuff, like getting secondhand items, whereas I think in 

Singapore, people prefer new stuff.  

 

RESEARCHERS  29:14 

Why do you think is that? 

 

INTERVIEWEE 5  29:20 

I think it's just what we're used to and, you know, in Singapore there's always new buildings and that's 

why there's also so much construction waste. Here in Denmark, people are used to living in old buildings, 

old houses, so I guess people are also used to using second hand items, items that are a little bit older, 

but in Singapore, people are just used to having everything new. 

 

RESEARCHERS  29:47 

Is it a matter of status as well for Singapore, you think? To have brand new things.? 

 

INTERVIEWEE 5  29:54 

It could be, yeah. 

 

RESEARCHERS  30:03 

Okay this is pretty much it. 

 

INTERVIEWEE 5  30:05 

Okay. Thank you. Good luck. 
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RESEARCHERS  30:11 

Thank you! 

 

 

INTERVIEW #6: Male; 33; Danish; full-time employee 

Duration: 25:23 

SUMMARY KEYWORDS 
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SPEAKERS 

INTERVIEWEE 6, RESEARCHERS 

 

RESEARCHERS  00:00 

Interview number six, please consent that we are recording.  

 

INTERVIEWEE 6  00:04 

Yes, you may, you are allowed to record. 

 

RESEARCHERS  00:09 

Okay, so the topic of our thesis is around upcycling and the upcycling process activity. And the first thing 

that we're going to ask you is to tell us if you know anything about it, what it is about. 

 

INTERVIEWEE 6  00:26 

I know quite a bit of it. I think it's a very important topic and it's very interesting. There is a book called 

Cradle to Cradle; I saw a documentary about the people who created this concept and afterwards, I bought 

their book. So about thinking of these life cycles, where you're not only recycling, but you're also 

producing something that is more valuable after the consumption is pretty unique, and also, sometimes 

very demanding in the way that you think. Because how can you actually do that? That's very 

troublesome for many things. But yeah, so I know some of it had been researching on a hobby basis 

around it. 

 

RESEARCHERS  01:17 

Okay, we're going to show you the definition that we're using for our thesis is the creation of products of 

higher quality and or value, and probably have a more sustainable nature by converting transforming or 

repurposing waste byproducts or used materials to minimize resources. And next things we're going to 

show you is a few examples of products that we have come across through our research, and you are free 

to use them as a reference in the upcoming questions. So the first example is BANANA ice cream, a 

Copenhagen-based company they take old bananas, ripe bananas that otherwise would not be pretty 

enough to be sold in the grocery stores, and they produce ice cream. And next example is BRØL, they 

create brewed beverages out of surplus ingredients. For example, they take bread that is a few days old 

is too hard to be consumed and the stores would not sell it, they would take it and produce alcoholic and 

non-alcoholic beverages. BOTTLETOP uses the top piece on cans to create fashion bags. And then this 

brand uses old snowboards to create sunglasses; they are called Uptitude. FREITAG, they use the covers 

of trucks and stripes that the seat belts have to create the straps of the bags. And they create bags out of 

it and backpacks. And then circular design studio is also Copenhagen based studio, they take old plastic 
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material to create all sorts of decorative household appliances like this plate. Sustainable WAIR they take 

discarded jeans to create shoes, like the sneakers that you see in the picture. This architectural company, 

they take materials from buildings that are abandoned are about to be demolished to create new buildings 

with the same material. Also based in Copenhagen. And here, we can see all the examples so that you 

can also refer to when we ask the questions, and you can also refer to other examples that you have come 

across in the past.  

 

 

RESEARCHERS  03:30 

And so, we can jump into the first question that we have. Which would be why would you choose to buy 

an upcycled product? And what would you expect the outcome of this purchase to be? 

 

INTERVIEWEE 6  03:59 

So I've tried two of these. I've had a FREITAG bag at one point and then I bought a sample [a drink] of 

BRØL. I think for me, it's the ideas, but also something that you want to attain. So for example, the 

FREITAG bag I think both the uniqueness of the product that it was unique, I could choose myself on 

their website to have the exact cut to get my bag, but also that I knew that the fabric was very long lasting 

because it needed to last for something that it was much different than just me biking, and I had it for 

many, many years before it died because it broke down in the sowings, actually. And BRØL I think 

again, it was the same thing. I think it's peculiar; I think it's very interesting to take these things that are 

normally getting discarded or thrown away and then actually upcycle it to something that tastes good. So 

yeah, that was the two reasons why I wanted those two kinds of things. It was the curiosity and also that 

you get something that is unique, because BRØL cannot get the same ingredients afterwards. So they 

need to push their boundaries as well, in order to try to create something that that tastes nice. 

 

RESEARCHERS  05:37 

And can you think of any benefits and drawbacks out of these outcomes? 

 

INTERVIEWEE 6  05:42 

It's so the benefits is, hopefully that they get their ingredients cheaper than you normally would. So you 

can actually have a more sustainable company at least in the case of FREITAG. The drawbacks, for me 

at least is that, in the example of BROL, that the quality was not as good as I had hoped it to be. So the 

taste was not as good. The ideas were very nice, but to me, the taste was not fantastic. I can see for 

example, with construction of a new house with recycled or upcycled materials is that the initial cost will 

be much greater than the normal one. And the same goes for the FREITAG bag; it wasn't a cheap bag at 

all. But for me, the idea outweighs the price and also the durability of it was very, very good. So, it needs 

to be a good product, in order for it to uphold, I don't want to buy something that is just a good idea. 

 

RESEARCHERS  06:47 

So when you compare the quality you would compare it to a conventional product for example, the beer 

to an equivalent conventional beer. 

 

INTERVIEWEE 6  06:58 

Yeah, so on a price level, it needs to be competing on sort of the same level, or at least be of the same 

quality and then a little bit higher in price. But it should be comparable. 
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RESEARCHERS  07:15 

And when it comes to social norms, to the opinions that other people around you have about whether 

behavior is good or bad or appropriate and appropriate. Can you think of any of these norms that can 

influence your motivation to choose an upcycled product? 

 

INTERVIEWEE 6  07:32 

Yes, yeah, definitely. So, when you are in certain social spheres, then having these upcycled things is a 

symbol of a good taste or a good fashion. So definitely, but that has not been the reason why I bought 

things that I did. Simply just because I like the idea of the bag or the beer, more than buying it to show 

off. 

 

RESEARCHERS  08:07 

Okay. Any other norms that you can think of that would influence you, opinions of others around you? 

 

INTERVIEWEE 6  08:16 

Yeah, of course. To take care of our environment and to take care of the planet that we're living in right 

now is a norm that is outspoken as well. So definitely, that would count as well, to buy things that are 

that are sustainable 

 

RESEARCHERS  08:43 

Okay. And when it comes to the roles that you have in life, you are an employee, a partner, you are a 

son, as well. Which of those roles that you have you think would influence your motivation to choose an 

upcycled product? 

 

INTERVIEWEE 6  09:00 

Hmm, I think that my soon-to-become father role definitely influences me a lot, but also the idea of being 

a citizen of the world instead of a citizen of Denmark. That we need to again take good care of the planet 

that we are that we are inhabiting right now. Yeah. 

 

RESEARCHERS  09:23 

Any other role? Like being a friend, for example? 

 

INTERVIEWEE 6  09:28 

Hmm, not really. I think again, to me, this is a more individual choice than a choice dictated by social 

norms, but I can definitely see that it's not contradicting to the social sphere that I'm living in. So I am 

together with people that normally also do buy these kind of things. 

 

RESEARCHERS  09:55 

Okay, so in a way you would be influenced by what they think is good and what they think is bad.  

 

INTERVIEWEE 6  10:01 

Yes. I'm not usually together with people who would say: "Why do you buy these recycled things when 

you can have brand new things?" Not at all. 
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RESEARCHERS  10:11 

So you wouldn't feel judged by your friend and social circle. Is that what you are saying? It is not 

something that would make you feel bad because, you know, they wouldn't judge your purchases. 

 

INTERVIEWEE 6  10:20 

No, not at all. And maybe they're also encouraging it. It’s just that I don't feel that is the reason why I do 

it, but they are they're definitely not discouraging it.  

 

RESEARCHERS  10:33 

Okay, all right. And when it comes to the idea that you have of yourself, your self-concept. Which of 

those ideas or how would this idea that you have of yourself influence that motivation? Just try to think 

of what you think of yourself as a person. 

 

INTERVIEWEE 6  10:51 

Yeah, I think these decisions would go very well with "how you think of yourself", for example buying 

biodegradable, bio-dynamic produce, recycling as much as possible at home, thinking about CO2 

compensation when you are travelling by plane and all these different kinds of things. Or living low-tech 

during the summertime when I'm out at my beach houses and where you can really see how much waste 

you normally produce and how could actually reducing that amount being a little bit more conscious. 

There is a strong relationship between how I think of myself and the act of actually using upcycled and 

recycled materials. 

 

RESEARCHERS  11:53 

So you see yourself as a person who is environmentally conscious and that influences your behavior in 

a way? 

 

INTERVIEWEE 6  12:02 

Yes, I think that many times I would have been much more inclined to try an upcycled product and 

evaluate it without knowing other people who have recommended it that I would do with a normal 

product that it was not upcycled. 

 

RESEARCHERS  12:21 

So you would feel a bit more willing to take the risk. 

 

INTERVIEWEE 6  12:23 

Yes, definitely. I would, I would certainly give it a chance sooner than the normal products.  

 

RESEARCHERS  12:32 

Alright. And when it comes to feelings, what kind of emotions do you think you would get if you chose 

an upcycled products? Any emotion, positive or negative. 

 

INTERVIEWEE 6  12:45 

So I mean, the 'coolness' factor [something that is cool] of having a unique bag for example, or the 

curiosity that comes with something that is unique, both in the case of the bag, when I tried the beer, but 

also with other things. So again, I think the curiosity, 'coolness' and some kind of uniqueness as well, in 
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the sense that there is no other person that have this kind of style. If you look at the sunglasses, for 

example. And then, the 'warm fuzzy' feeling of saving the planet. 

 

RESEARCHERS  13:20 

So, you would feel happy and proud. 

 

INTERVIEWEE 6  13:24 

Yes, definitely. 

 

RESEARCHERS  13:26 

Any negative emotions that you think will come out in certain occasions? 

 

INTERVIEWEE 6  13:33 

No, not really. I mean, other than the disappointment when you are, for example, drinking a beer that is 

not up to your liking.  

 

RESEARCHERS  13:43 

It is not fulfilling your expectations then you will just disappointed. 

 

INTERVIEWEE 6  13:48 

Yes, yes. 

 

RESEARCHERS  13:51 

Okay. Anything that you would feel regarding the cost that you would pay for it? 

 

INTERVIEWEE 6  13:59 

Yeah, so I think that I wouldn't pay like the double amount for a upcycled thing unless I knew that it was 

also worth it. So again, with the FREITAG bag, I think I could have had an equal quality bag for a third 

less and that was okay. So I chose to pay the extra price both to get a unique bag, but also to get an 

upcycled bag and the same goes with the beers, it was on sale. So therefore, it was almost the equivalent 

price of a normal special brewed beer. But, otherwise, I am very sensitive to price in that regard. I don't 

want to pay three or four times the amount to get an upcycled thing or I would like to be the person that 

would do that, but I am not. 

 

RESEARCHERS  15:06 

And when you think of the habits that you have today, or habits that you've had in the past in your 

childhood, when you were still living with parents, for example. Can you think of any examples of these 

habits that can relate to upcycling? Something that you do or something that you did in the past? 

 

INTERVIEWEE 6  15:32 

That's a good question. Um, no, I think not really upcycling. But well, if I think about it, every time I 

help with renovations of wooden houses in Ærø, we always take the surplus wood and then make small 

ships or something like that with it. Making sure that the kids are having something to play with. So that's 

a that's a type of upcycling. Otherwise, I think it's recycling using the old wood to create a bonfire so you 

can sit there together with the with the family, but that's not really upcycling, that's more actually using 
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it instead of just sending it to the landfill. Otherwise, I think it's pretty hard to come up with examples of 

upcycling. 

 

RESEARCHERS  16:27 

Anything that is close to that, like recycling. Is that something that you had as a habit since long time?  

 

INTERVIEWEE 6  16:38 

Yeah, that has been an integral part of my upbringing as well. We've always, as long as the commune 

here have been supporting it, we have been doing recycling. It is an integral part of my upbringing, also 

what I'm doing now. 

 

RESEARCHERS  16:58 

Okay. That can be related to upcycling as well. 

 

INTERVIEWEE 6  17:04 

And maybe if I have a thing that I don't use anymore, I would much rather give it to somebody else that 

would appreciate it, rather than just throwing it away. So IT products or bags or clothes. And making 

sure that clothes that I don't use anymore, for some reason or another, would either go to recycling or 

secondhand shops depending on the quality. 

 

RESEARCHERS  17:38 

And regarding second hand, how about that? What's your opinion? 

 

INTERVIEWEE 6  17:43 

I would like to buy more second hand. I normally do it when I look for clothes for parties. But otherwise, 

for normal clothes, I tend to have selected few places where I shop. Because it's really hard for a tall, 

pretty big in general Dane to find things in a secondhand shop as well. 

 

RESEARCHERS  18:14 

What about furniture?  

 

INTERVIEWEE 6  18:17 

I have quite a few things from eBay, from secondhand shops. So yes, I could do that as well. And I also 

like the uniqueness, so I tend to buy from friends that I know who makes their own things as well. 

 

RESEARCHERS  18:37 

Okay, what kind of things? 

 

INTERVIEWEE 6  18:41 

A table or a chair. Or I like to make it myself out of like raw materials. I can build a closet. 

 

RESEARCHERS  18:52 

Okay, so you do a lot of DIY as well in your personal life. And could you think and describe an occasion 

when you would choose to purchase an upcycled product? And how do you expect to find out about it 

and get introduced to it? 
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INTERVIEWEE 6  19:18 

Yeah, good question. I happened to find out about BRØL because the founder actually lives in the same 

municipality as I do. And during the Corona lockdown he wrote that they had a lot of surplus drinks 

because all the cafes that we normally buy it were closed due to the restrictions. So, he would invite 

everybody to help a small startup, by proposing his products at a good deal. And I bought it from him. 

Otherwise, I think I would see it in the media. So either on social media or in the news, from different 

kinds of sources.  

 

RESEARCHERS  20:04 

Can you think of an occasion when you would choose an upcycled product? 

 

INTERVIEWEE 6  20:10 

I think it's more the other way around. If I see an upcycled product and I have the need, then I would 

research for it. But a lot of times I don't go actively out to seek where are all the upcycled products in 

this category. So I think it's more like that you are having the need, then you're doing it. 

 

RESEARCHERS  20:40 

Okay. And you would find out about it, either through social media, community or friends as well.  

 

INTERVIEWEE 6  20:48 

Yes, definitely. 

 

RESEARCHERS  20:52 

So you would see someone having an object like that, and you would ask him about it? 

 

INTERVIEWEE 6  20:58 

Yes! Or I would be hearing them talking about it. So I think that with the FREITAG bag, it was somebody 

who had a small bag from the brand, and then I went to check their website, because I thought it was 

cool. But just something like that. 

 

RESEARCHERS  21:15 

Um, and where would you expect to find this product? 

 

INTERVIEWEE 6  21:22 

Mostly on the internet. Because, for example, amongst the products you showed me, the only thing that 

you really can't easily ship is the banana ice cream. But otherwise, all of the other things are readily 

available. So again, FREITAG is not a Danish brand, I think it's a Swiss company and it doesn't have an 

outlet here, maybe you can buy it in a small shop in Denmark somewhere. But generally, it's easy and 

convenient to buy these things online. 

 

RESEARCHERS  21:59 

Okay, and can you think of any obstacles that would come on your way, if you were considering 

purchasing an upcycled product? 
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INTERVIEWEE 6  22:09 

Yeah, just like any other new product, making sure that the quality is good enough. I mean having some 

referral or having something else. Because, again, if you are going to buy a pair of sunglasses and they 

look cool, but are they actually nice to have? And are they nice to wear? So I think that the word-of-

mouth from friends and family is quite important there or having the ability to try some of them out if 

somebody else have bought it. 

 

RESEARCHERS  22:39 

In terms of accessibility, would you think of other barriers?  

 

INTERVIEWEE 6  22:48 

No, no, I think that if you're taking the price and the availability and the quality into consideration and if 

you get the right price, that is only a small percentage higher or a small fraction higher than a normal 

product. If you can convince me that it's a good product, genuinely a nice product to have and not only 

just something recycled or upcycle because we can, but also because it makes sense. Then having some 

kind of availability is important only to a certain extent, because for these unique things, I accept a longer 

waiting time. I think that I waited around four or five weeks from my FREITAG bag from the moment I 

purchased it to the moment I got it. And normally, if you go on Zalando or anything else like that, you 

will get things from day to day. But it doesn't matter because, again, it's a unique experience. So my 

tolerance for delays is much higher. 

 

RESEARCHERS  23:58 

That's it with our questions. Do you have any comment? Or anything that comes to your mind and you 

would like to share? 

 

INTERVIEWEE 6  24:05 

Yeah, well, I think that for the upcycle value is also a lot about the uniqueness of things. So when I'm 

looking at the shoes there, of course they are different, but if they are all just made of reused jeans, then 

they tend to look the same. And then for me, they lose a little bit the uniqueness appeal, whereas the 

FREITAG bags, they're all completely unique. And those are the snowboard glasses there are, they're all 

unique in their own sense. The same with BRØL, you get that flavor and when it' sold out it is over. 

Maybe they'll make another bunch if they get the same ingredients again, but you'll never know. So I 

think those things goes very much hand in hand that you should embrace the uniqueness of the upcycling 

and not trying to beat commercial products or trying to beat normal, not upcycled products on their 

playing field, but stick to the uniqueness of the products. 

 

RESEARCHERS  25:16 

Thank you very much, that was very insightful. 
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SPEAKERS 

INTERVIEWEE 7, RESEARCHERS 

 

RESEARCHERS  00:00 

Remote interview number seven, please consent we're recording. 

 

INTERVIEWEE 7  00:05 

I consent. 

 

RESEARCHERS  00:09 

So the topic of our thesis is upcycling, the upcycling practice. And the first question that we would like 

to ask you is whether you have an idea of what it is and what it could be about. If you don't know about 

it, you can just try to imagine. 

 

INTERVIEWEE 7  00:26 

Yes. I mean, more or less, I'm not sure this is the right definition, but I guess it's using some parts or 

materials, maybe of food or other products and then create new ones out of those. At least that's how I 

imagine it. 

 

RESEARCHERS  00:47 

That's pretty close, we have a definition on which we're basing our thesis. This is the creation of products 

of higher quality and more value, and presumably a more sustainable of more sustainable nature by 

converting transforming or repurposing waste byproducts or use materials minimizing the resources 

expended. And in the next slides, we're going to present you a few examples of upcycle products that we 

came across through our research. Feel free to refer to them as examples when we will ask a few questions 

later on. The first example is BANANA ice cream, Copenhagen based shop, they take ripe bananas, 

bananas, they don't look as good, and they're not sold in the grocery stores anymore to produce ice cream. 

And the next example is BRØL. They brew beverages with surplus ingredients. In this example, you 

have a beer that is made out of bread that has gone a few days old and people would not like to consume. 

BOOTLETOP they take can tops to create fashion bags. Uptitude uses old snowboards to create 

sunglasses. FREITAG, they take the plastic the cover of trucks to create bags and also the seat belts to 

create the straps of the bags. And this is another Copenhagen-based studio, they take old plastic to create 

decorative home appliances like this tray or plate. Sustainable WAIR takes discarded jeans, parts of them, 

to create sneakers. This is an architecture company that takes up parts of buildings and building material 

from other buildings that are going to be demolished or that are abandoned to create new buildings. And 

here you have an overview of all the examples that we just talked about. So you can refer back by looking 

at them during the question. Let's jump into the first question that we have for you. If you would buy an 

upcycled product, why would you choose to buy it and what outcomes would you expect out of this 

purchase? 

 

INTERVIEWEE 7  03:34 

Well, I think if I know that it is upcycled and I choose it, then I will say that it's because it's different and 

because of its sustainable impact, so that you are reusing something that already existed before and you're 

doing something good for the environment. And I would assume that the product has the same quality as 

a new one,  
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RESEARCHERS  04:06 

Any benefits or drawbacks that you expect out of the outcomes of this purchase? 

 

INTERVIEWEE 7 04:13 

Well, the benefits will be more like personal in the sense that I would feel prouder of my purchase because 

I did something good. And drawbacks, I don't know. But maybe in terms of products, I will be a little bit 

concerned about the quality since it's not new. But apart from that, I this that would be it.  

 

RESEARCHERS  04:43 

So you would expect that if you compare such a product to a conventional product, you might get a lower 

quality because of the material. 

 

INTERVIEWEE 7  04:53 

I would be a bit scared. I mean, I know it might not be the case. But yeah, I think I will have this doubt 

in my mind. 

 

RESEARCHERS  05:06 

Okay. Okay. In terms of social norms, the opinions that your family and your friends have on whether 

behavior is right or wrong, appropriate, inappropriate. Can you think of any of these social norms that 

would influence your motivation to buy an upcycled product? 

 

INTERVIEWEE 7    05:30 

I have a lot of friends that are really into sustainability. And if they would know that I own a product like 

this, they would be really excited about it. So kind of: "Oh, this is such a cool idea, you're doing such a 

cool thing. And it's not only a nice product, but only also like a good one!".  But I also have a lot of 

friends that are not really aware of all these processes, how to make new things out of old parts, for 

example, and then they would be a little bit: "Oh, but isn't it a bit weird to wear something that is made 

out of old parts? So I think I would have both reactions. And I would be influenced by both ways of 

thinking. 

 

RESEARCHERS  06:20 

So in the second case, for you the norm would be a product made out of new resources would be better. 

 

INTERVIEWEE 7  06:28 

Yeah, I think so. Wait, not necessarily. I don't think it's necessarily like this, but I believe that a lot of 

people have some doubts about it. It's just because they are not used to. And we always used to buy new, 

new. 

 

RESEARCHERS  06:50 

And in terms of the roles that you have in life, you are a friend, you might be a student, you're a daughter. 

Which of these roles do you think would influence that motivation to choose an upcycled product? 

 

INTERVIEWEE 7  07:07 
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Well, I think it would be mainly being a friend for me. It would also depend on the product. For example, 

if it's food, I guess I would trust more people that are good at cooking, who have a good taste and I trust. 

In terms of fashion items, probably friends whose style I like. So I would rely very much on their opinion, 

if he/she likes it, then it must be good. This would be my primary interest, then the upcycling will come 

next to it. So it's good and it's even upcycled. 

 

RESEARCHERS  08:05 

Okay, but in terms of your own roles, if you think of yourself into different roles in your life, which of 

those roles that you have, would influence that motivation? 

 

INTERVIEWEE 7  08:18 

In which sense? What do mean role that I have? 

 

RESEARCHERS  08:24 

For example, what you perceive it is expected from you as a student or what is expected from you as a 

daughter, an employee, or a girlfriend. 

 

INTERVIEWEE 7  08:36 

I mean as a daughter and from my family, I don't think we have such a strong culture of sustainability 

here. So I don't think they have any expectations from me whether I should or should not use upcycled 

products, maybe they would even be a little bit skeptical and maybe they would even be expecting that I 

would prefer something new instead. From friends and colleagues, I might get influenced especially 

because working in Denmark, I think sustainability is a slightly bigger topic compared to Italy. I think 

they would perceive such a purchase as something really good, a good initiative. So I would say that they 

would definitely have higher expectations from me in terms of sustainability compared to my family. 

 

RESEARCHERS  09:42 

Okay, it makes sense. And in terms of the idea that you have of yourself of who you are, your self-

concept. What ideas of who you are would influence that motivation to get one of these products? 

 

INTERVIEWEE 7  10:03 

On one side, I think it would be this idea that I see myself as a person that is a little bit conscious about 

the planet and doing the right thing for it. So I would definitely consider that when buying upcycle 

products. And on the other side, I think it's also something relatively new. And I see myself as a person 

who tries new things. So, for example, trying food that is upcycled is something I would definitely do 

because trying new things is a part of myself. 

 

RESEARCHERS  10:38 

And what kind of emotions do you expect to get if you purchase an upcycled product? Either negative 

emotions or positive emotions, anything that you can imagine you would feel. 

 

INTERVIEWEE 7  10:56 

I would probably be kind of proud. Or like satisfied that I bought something sustainable. And I hope I 

would be positively surprised by the quality. But of course, it depends on the product. It might also be 

that I will be unhappy with the quality. So I'm really I don't I'm not sure what to expect. 
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RESEARCHERS  11:24 

Okay, so you would be proud and happy but at the same time, a little bit afraid. 

 

INTERVIEWEE 7  11:29 

Yeah, exactly. About the results, 

 

RESEARCHERS  11:30 

Okay. And thinking of habits that you have now as an adult, and also habits that you used to have when 

you were living with your family. Which of those habits do you think can relate to upcycling?  

 

INTERVIEWEE 7  11:56 

I think my habits definitely changed a lot, because when I was living with my family, it was in Italy. And 

when I moved out, I moved to Denmark. And I think that these two countries have completely different 

concepts of sustainability. So I'm definitely more careful about it now. I still feel that I'm quite ignorant, 

compared to my friends, for example. But I try to control myself more, being more informed, especially 

for clothes. I try to not buy without any reason, or if I buy something that I don't like, I try to resell it. I 

tried to buy secondhand, because it's just a waste to buy new things and then leave them in the wardrobe. 

So definitely my habits changed a lot from when I was, for example, in high school, and I was living 

with my family. But I think it also related with the fact that sustainability is much more popular now than 

when I was younger. I think it not comparable to now. 

 

RESEARCHERS  13:13 

Any other thing that you used to do or your family used to do. Not having sustainability in mind, but just 

different forms of sustainability. Like for example, repurposing food for different reasons. 

 

INTERVIEWEE 7  13:41 

I think at my place we were always kind of doing by ourselves a lot of things. So I don't know, if we 

would buy a jar of Nutella we would use the jar for something else once empty. For candles or as a 

container for homemade preparations. For example, my grandma, she doesn't produce any trash. So 

whatever she buys, she finds different uses for it. So basically, her trash bin is always empty! I think we 

try to reuse most of the stuff.  

 

RESEARCHERS  14:26 

But your grandma is not conscious about it, right? She doesn't see it like a sustainable thing. 

 

INTERVIEWEE 7  14:33 

Yeah, it's definitely not about the sustainability and the planet. I mean, it's not a nice thing to say but I 

don't think it's about the planet, it is just her way of doing things, the way she grew up, trying to reuse 

things and not producing waste. And I think it's the same when, for example, I wore clothes from my 

cousins or my aunts that I'm reusing, but it is not about the planet, it is just because it is a good garment. 

So why not? If you like it, just keep it and reuse it. Or certain habits like closing the light when you leave 

a room or adjusting the heating when you do not need it at the end of the day these are also sustainable 

behaviors, but I do not think we do these things with the planet in mind. 
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RESEARCHERS  15:32 

Those are great examples. Could you describe an occasion when you would choose to purchase an 

upcycled product, and where you would expect to find out about it, or being introduced to such product? 

 

INTERVIEWEE 7  15:48 

I tried the banana ice cream that you showed before. I didn't choose it due to the upcycling nature; I think 

it was just that I like bananas and I thought that it was such a weird idea to create an ice cream out of 

that, but I was curious, and I tried. Then, when I was there, I saw how it's done and that they upcycle the 

banana skin. So it felt even better. But I didn't go there with the intention to buy something upcycled. 

And I think, I don't know, maybe now I would do it. I could go and look for something and if I find out 

that is upcycled, this will increase my motivation to buy it. But I don't have previous experiences, so I 

don't know. 

 

RESEARCHERS  17:00 

And how do you think he would be introduced to them? Through friends, through social media, what 

would be the main channel? 

 

INTERVIEWEE 7  17:10 

I think it would be either on Instagram, maybe Facebook events, if they have like a special event 

explaining the concept or friends. 

 

RESEARCHERS  17:26 

Where do you think you would be able to find this product? If you were to buy them? 

 

INTERVIEWEE 7  17:36 

For example, the banana ice cream, I will just expect to have a little store in the city center. And the same 

for the beer, probably in some specific breweries or something a little particular. The other products, I 

don't know, the glasses I'm expecting in the store, like a little bit more focused on design. Not in a normal 

store, in a place where they sell more particular stuff, where each piece has its own story behind. So like, 

for example, Illums Bolighus in the city center. So I would expect to find it in a store like this, where 

you find unique products. Not in a regular shopping mall 

 

RESEARCHERS  18:53 

And what obstacles would you expect to face when you are considering buying such a product, or any 

barrier that you think will come your way? 

 

INTERVIEWEE 7  19:06 

One would be the concern with quality. And the other one could be also price. I mean, sometimes 

sustainable products are a little bit more expensive, because they have a story and a purpose behind. So, 

they are often quite expensive. And if you have concerns with quality, then these two aspects just don't 

match. So you have on one side the doubt that the quality is not enough and on the other side, the higher 

price. So I think this gap would be my main obstacle. 

 

RESEARCHERS  19:47 

And in terms of accessing that product, would you think there would be some obstacles? 
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INTERVIEWEE 7  19:56 

Yeah, I'm assuming that it would be more difficult to find an upcycled product compared to a normal 

one, but I think it's also what makes them more special and what increases their value at the end. Because 

of course, now we do not have that many upcycled products on the market, at least I don't know many. 

So I think that the limited distribution line is a plus for these kind of products. Even if it's more difficult, 

but you might be willing to make an effort to find it, because it's upcycled. 

 

RESEARCHERS  20:37 

As you mentioned a couple times, people might feel weird or be skeptical about it. Would you have any 

suggestion from your side about how these products can be improved or better presented to the more 

general public. To people that are primarily interested in sustainability. 

 

INTERVIEWEE 7  21:06 

Even if sustainability is becoming a really big thing, I still feel like that people are not buying primarily 

with this motivation in mind. So I will probably build a different story around it and then have the 

sustainable impact and the upcycling as a plus. And I would definitely focus on quality for most of the 

products as a selling point. So showing that the products is of high quality and maybe even encourage 

people to try it first. Of course, it's easier with food and drinks than with the pair of shoes for example, 

but there are different ways to show that the product is of good quality. 

 

RESEARCHERS  21:58 

All right. Do you have any other comment or anything that comes to your mind? 

 

INTERVIEWEE 7  22:05 

And no, not right now. 

 

INTERVIEWEE 7  22:10 

Thank you! We will just stop the recording now. 
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Interview number eight, please consent the recording. Can you hear us? 

 

INTERVIEWEE 8  00:20 

Yes, I can consent 
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RESEARCHERS  00:23 

All right. The topic of our thesis is upcycling and uncycled products, and the first question we're going 

to ask you is whether you have an idea of what it is, if you've ever heard about it. 

 

INTERVIEWEE 8  00:36 

I have heard the name, but I'm not sure what it means. 

 

RESEARCHERS  00:41 

Can you guess? 

 

INTERVIEWEE 8  00:43 

I think it has something to do with either taking something you have and exchanging it for something 

better or more valuable, or maybe it's using the materials from old stuff and then turning them into new 

stuff. But then that's kind of just recycling. So I don't know. Those are those are my guesses. 

 

RESEARCHERS  01:13 

Good guesses, though. We can show you the definition that we're using for the thesis. It's the creation of 

products of higher quality and/or value (and presumably of more sustainable nature) by converting, 

transforming or repurposing waste by-products, or used material to minimalize resource expenditure. So 

you're close. 

 

RESEARCHERS  01:35 

In the next slides, we have some examples of products that we found through our research. You can have 

a look and at the end of this, we're going to ask you some questions and you can refer to the examples or 

any other examples of other brands that are doing this practice as well. Okay? 

 

RESEARCHERS  01:53 

The first example that we have is the BANANA ice-cream, a Copenhagen-based shop. They take ripe 

bananas, or bananas that are not going to be sold in stores otherwise, because they don't look as good 

because probably, they don't taste as good anymore. They take these bananas, and they produce ice-

cream out of them. 

 

INTERVIEWEE 8  01:53 

Okay! 

 

RESEARCHERS  01:53 

Our next example is BRØL. They create brewed beverages with surplus ingredients. In this example you 

can see a beer that has been produced by bread that has gone a few days old and has become hard and 

people would not buy it at the store normally. BOOTLETOP help they take cantaloupes to create bags. 

purses. 

 

INTERVIEWEE 8  02:42 

Oh, wow! 

 



 169 

RESEARCHERS  02:45 

This Italian brand, takes old snowboards that would go to waste to create sunglasses. And FREITAG, 

they take the covers of the tracks and the seatbelts to create bags. 

 

INTERVIEWEE 8  03:04 

Cool! 

 

RESEARCHERS  03:06 

And this Copenhagen-based studio, they take plastic material that is going to go to waste to create 

decorative household object, just like this tray in the picture. Sustainable WAIR takes discarded jeans to 

create sneakers with parts of the jeans. This architecture company they take building materials of 

buildings that are going to be demolished or abandoned to create new building materials. And here you 

can see all the examples that we just showed you. So you can have them in front of you while we're 

asking the questions, so you can refer to them as examples. 

 

INTERVIEWEE 8  03:57 

Yeah, cool. 

 

RESEARCHERS  03:59 

Um, so the first question that we would like to ask you is if you would choose to buy one of these 

products, why would you choose to buy them and what outcomes do you expect out of this purchase? 

 

INTERVIEWEE 8  04:15 

My favorite are the sunglasses from snowboards, and there are multiple reasons for that. Firstly, I think 

that the material would have had a history or would have been used for something interesting in the past, 

and I'm very keen skier and snowboarder, so to think that I'm wearing something that with the material 

that has been deep down 1000s of kilometers of mountains in its time I think is really fantastic and so, 

from that eye I would expect the item to have a story to it. It's not just something that's been produced 

out of raw materials in in Southeast Asia or somewhere like that. It's something that actually got passed 

and that I can maybe have a bit more of a connection to. And I have also seen what happens to old 

snowboards when they're not recycled, or in this case upcycled and it's, it's very sad to me because I 

become very attached to every snowboard and pair of skis that I have ever owned and when I see them 

just broken up, and a lot of them are just burned it's not very nice. So I like the fact that there is a kind of 

life after being used as a snowboard and that there is this story that runs through it. 

 

RESEARCHERS  06:01 

Can you think of the benefits and some drawbacks of these outcomes from your purchase? If you were 

to purchase one of those or any other upcycled products? 

 

INTERVIEWEE 8  06:10 

Yeah. Well, the benefits are that you don't have to go and use raw materials. These are materials that 

have already been manufactured and so you don't have the same raw materials. You also don't have the 

same processing energy gone into it, although I imagine it still requires a fair amount of energy to produce 

these kinds of products. I think that they probably have a higher price than others. It depends, though If 

this is a large corporation selling these, then maybe it's not best that they can have a higher margin on 
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them. But I would expect that these are more sustainable producers, who then can earn a decent amount 

of money and then put that towards other activities that have a more sustainable outcome or that are 

socially responsible. So I think that's a positive thing. In terms of the, the drawbacks, I think that that 

kind of things, wouldn't be accessible to all parts of society. I think they would have a higher price tag, 

and therefore if a country was to pass a law saying: all sunglasses need to be made out of old snowboards, 

then you would cut a lot of people out to the sunglass market and also maybe put strain on the snowboard 

industry or something like that. And so maybe that's different. I don't know to what extent the snowboard 

wood, or the materials is the most functional material for sunglasses, for example. Does it produce the 

best sunglasses? I don't know! They might break after the two years themselves, or something like that. 

I imagine there are reasons why certain materials have been chosen to to create certain items. And so f 

you use alternative materials, then it might have an impact on the functionality of the item. 

 

RESEARCHERS  06:16 

Okay, so the drawbacks that you would think as a consumer would be the price basically, and the 

functionality or quality and durability of the product. 

 

INTERVIEWEE 8  08:46 

Yes.  

 

RESEARCHERS  08:48 

Okay.  

 

INTERVIEWEE 8  08:49 

But I don't know if that's necessarily true. That could be a potential drawback. 

 

RESEARCHERS  08:54 

Yes. But that's what we need to understand in this interview. That you put yourself in the place that you 

buy this product, and then you try to imagine what you would expect. 

 

RESEARCHERS  09:08 

All right. In terms of social norms, so basically, the opinions of people around, your friends, family on 

whether a behavior is appropriate / inappropriate, is right or wrong? What are the social norms that you 

think would influence your motivation to choose such a product? 

 

INTERVIEWEE 8  09:31 

It really depends in what group or section of society I'm mixing in and I really think there's a generational 

difference here, and also a rural to urban divide in different things. So for example, where I live in, in 

Copenhagen, and particularly where I just moved from in Nørrebro, which has a very young population, 

it's the most left Wing area of Denmark and that's been shown through multiple elections, the values are 

very much towards sustainability and minimizing our impact on the planet, thinking about things a little 

bit more than just overconsumerism. In that kind of society, the social norms would dictate that you 

should make an effort to use sustainable products that you should make an effort to recycle yourself and 

go through all of that those activities to think about the impact on the world. And so those social norms 

are set in that kind of way. But then if I think about where I am now in, in the UK, celebrating Christmas 

with my parents in their 60s, who live in a small village in the countryside, they did not have the same 
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kind of norms. They were brought up in an era where actually, there was no such thing as upcycling, 

definitely. There was barely a thing called recycling, and consumerism hadn't really taken off in the first 

place. So just to be able to have some sunglasses, for example, or some posh ice cream or some, some 

different kind of beer was a novelty. And so though the fact that something is available it is really cool. 

No one was aware of the impact that production of these products was having. So the social norms are 

very different because it takes some years to change people's views and way of looking at these things. 

 

RESEARCHERS  11:43 

Right. And so if we jump to quite a similar question, when it comes to the roles that you have, in this 

social circles. Because you're a friend, you're a partner, you're a colleague. Which of these roles do you 

think would influence that motivation to choose an upcycled? product? 

 

INTERVIEWEE 8  12:04 

Yeah, I think once again, it depends on your audience. Some people respond to someone who has a much 

more authoritative role saying you must do this because otherwise, you're the planet isn't going to exist 

in 200 years, or something like even tough that is a bit far-fetched. Other people respond well, to a more, 

I think the correct word is didactic, an educational role, where, because I think when one of the big 

challenges in the last 15 20 25 years is actually just giving people the information about the impacts that 

certain activities are having on our planets. And so, a lot of people just need to be presented with the 

facts. A great example of this is David Attenborough, or someone who's just literally would have a film 

showing you a picture where a rubber plantation has been planted where there used to be a natural rain 

forest. And the rubber plantation has been used to produce all of these products that we take for granted 

every day but it's destroying the natural world. And, and that's not that's more educational role just telling 

people, this is the impact of the choices that you're making. I think there's also a kind of third role, which 

I don't know what the correct term will be, but someone who acts in a kind of supportive role, which I 

think this would be more close relationships, if you're a family member, or a spouse. Someone decides 

to make a decision to go down this road, whether you agree or not with it 100%, you can give them your 

supports, and not object to any kind of decisions there. So I think that's important as well. So lots of 

different roles. 

 

RESEARCHERS  14:07 

And in terms of your personal roles, which of your roles in life would influence this kind of decision the 

most? 

 

INTERVIEWEE 8  14:20 

Being a nerd! My favorite genre of TV show is documentary film, therefore, I really like to tell people 

all the facts that I've learned from all of these things and try to use those to build an argument. So I would 

like to say I'm an authoritative educator. If that's such a thing. haha 

 

RESEARCHERS  14:50 

Okay, you already jumped to our next question, because the next question is about the idea that you have 

of yourself, your self-concept. So what you think of yourself as and which of those ideas that you have 

about yourself, you think would influence that motivation to choose a product like that. And you already 

mentioned that you're a nerd and you like to educate others? 
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INTERVIEWEE 8  15:16 

Yeah, I don't know whether we have a follow up question on what others think of you, but I think this is 

more how I'd like to be perceived, rather than how I generally think I am perceived. hahah 

 

RESEARCHERS  15:27 

 Yeah, that's it. 

 

INTERVIEWEE 8  15:30 

I think that that's more because I'm 31 and I still consider myself to be a kind of younger generation, and 

therefore I feel I have a little bit of a responsibility in terms of older generations and seeking to educate 

them. I think, partly because being younger, we have access to a bit more information about this. The 

kind of media that we consume, and more commonly deals with these themes, and so we do that, and 

then maybe I consider my role as being a translator or something to help other people understand this 

kind of things there. 

 

RESEARCHERS  16:17 

Do you also see yourself as someone who is environmentally aware? 

 

INTERVIEWEE 8  16:26 

Definitely aware! I little bit from my point of view I've kind of been led into this way, by the influence 

of others around me. So for example, my girlfriend is a vegetarian, so I don't eat any meat at home and I 

would still be eating meat if I wasn't with her. But now I don't eat any meat. I'm quite passionate about 

not eating too much meat. And so that's influenced that, I think, living in Denmark, and particularly 

Copenhagen, is a much more environmentally friendly or aware place than other places that I've lived 

and that I've spent time in the past. So I think that influences things as well. So, yes, but I enjoy thinking 

about the planet and I take pleasure in sorting my rubbish and disposing it in the correct way. And I take 

pleasure in trying to cut my energy bills and consumption and the fact that I don't own a car and a cycle 

everywhere and things like that. I think that you get a kind of pleasure out of it. I don't know whether it's 

fully altruistic, but it's definitely nice to think that just through living in a certain way, you're helping 

others, or at least not damaging others as much. 

 

RESEARCHERS  18:00 

And in terms of feelings, you said that you get some kind of satisfaction that you are not polluting the 

environment by driving a car to work or anything. What kind of feelings do you think you would get by 

purchasing an upcycled product? Any feeling either positive or negative. 

 

INTERVIEWEE 8  18:22 

Well, definitely positive, although I would caveat this. I would say that it would depend a little bit on 

whether I'd had to pay five times as much to do so. Obviously, I can cover the cost of this, although I 

accept that I live in a society and I need to obey to the rules of the society, I like to make my own 

individual choices when it comes to these kinds of things. And therefore, I would definitely choose an 

upcycled or a recycled product over a standard product, if the option was there. But if the price difference 

was such that I could be left with a certain amount of money, I would then prefer to have that money left 

over, and then choose to put that towards something that could provide benefits as well, if that makes 

sense. For example, like when it comes to buying flights, some airlines say the cost of your flight, and 
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included in this is offsetting the carbon for it, but I would prefer to personally have the choice to pay for 

the carbon offsets, and for that to be optional, because I would like to make the choice myself and that 

stems from lots of things. I think a little bit about my personal way of approaching things, but also in that 

particular example, the fact that some of these carbon offset schemes are not particularly well run or 

beneficial from what I've read. And that might be the case with some of these products itself, but I don't 

know enough about them. But I would assume that there's something in there. 

 

RESEARCHERS  20:17 

Okay, so the positive feelings will go around your sense of pride that you are contributing to reducing 

that waste, but then your negative feelings would go around you feel that you have wasted some money 

in a sense. 

 

INTERVIEWEE 8  20:38 

That's definitely true. And a little bit about not fully understanding the process behind these products and 

stuff because I've read a lot about these kind of things in the past. I don't know if you've looked into 

Tom's, you know, these shoes where you buy one pair of shoes, and then they give a pair of shoes to 

someone less well off in a different part of the world. use sustainable materials and stuff. And for the 

first three or four years, they were seen as the best things ever and then it emerged that lots of their 

practices were not particularly good. And then when there wasn't much transparency and things like that. 

So I always have a certain suspicion around these kind of products as well. 

 

RESEARCHERS  21:25 

You mentioned earlier that you also do recycling, and you cycle. What other habits that you have now 

or habits that you've had in the past when you were living with your family still you think could relate to 

upcycling?  

 

RESEARCHERS  21:45 

Ehmmm 

 

INTERVIEWEE 8  21:54 

Any DIY project that you did at home? Something your parents or grandparents used to do that kind of 

reminds you of this subject? 

 

INTERVIEWEE 8  22:03 

Yeah, my parents are certainly kind of not hoarders, but they don't like to throw things away and we 

would very regularly make new things out of old stuff. That would often be like big bits of wood and 

things. I suppose plenty of DIY projects and stuff. Literally under where I'm sitting now, I have a box, a 

kind of wheelie box. I don't know how to describe it. It's like a box on wheels that goes under the bed 

that you can slide out and then slide back in again.  

 

RESEARCHERS  22:04 

A storage box? 

 

INTERVIEWEE 8  22:06 
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Oh, yeah, storage Box, which I think it was made from a series of old shelves and it's made of wood. So 

I think that kind of example. Yeah, there's probably quite a few of those over the years. It's just hard to 

think back. But it's been is really interesting that you say that now because that kind of thing was 

extremely normal in my parents’ generation. And largely because it was quite expensive to buy new 

products then. You didn't have the volume of things coming from China and other Asian countries with 

cheap labor and things. And so, if you wanted something, often you had to just make it yourself. 

Obviously, now we've come to the point where it's much cheaper to buy something than it is to make it 

yourself which is driving the consumerism. But if you were to speak to my parents about this, they 

wouldn't recognize it as upcycling, they would just recognize it as necessity. Because if they wanted 

something, then they had to make it themselves. 

 

RESEARCHERS  24:03 

Some practices that we used to have back in the days from our grandparents, like reusing the food that 

has gone a few days old, feeding it to the animals, or making compost out of it. That's also a purpose of 

things that you have at home without going for the sustainability. 

 

INTERVIEWEE 8  24:26 

They still do all of these things. We were out in the garden the other day, there are four of these huge 

containers full of compost and I asked what are you going to do with it? And they haven't got an idea.  

 

RESEARCHERS  24:38 

hahaha they need to plant a lot. 

 

INTERVIEWEE 8  24:41 

Yeah, yeah, exactly hahaa 

 

RESEARCHERS  24:44 

So at the end of the day, it's nothing new. It's something that's always been there just in different forms. 

 

INTERVIEWEE 8  24:50 

yeah, I think that's probably right. 

 

RESEARCHERS  24:55 

Just thinking of an occasion that you would choose to purchase an upcycled product, can you describe 

an occasion like that and think of where would you expect to find out about them? Or get introduced to 

such products? 

 

INTERVIEWEE 8  25:15 

I have been to a few, like, markets, if that's the right term. Kind of events, or places where people, where 

the producers are directly selling these products themselves, and for me that that's the environment where 

I'd be most likely to, to purchase them. Because I would be able to chat with the people directly involved 

in the production and then you get this kind of story out of it. So say I was to go to the people who made 

sunglasses out of snowboards, I could chat with them and they would probably not know where like an 

individual set of sunglasses have come from, but maybe they would and then we'll probably have a nice 

discussion about the story. And then yeah, that's the environment I could imagine I'd be most likely to 
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buy these. There are obviously different kind of stores now that are more pro these kinds of products 

than others and they, they're more the higher end, more expensive. Either department stores or 

supermarkets. For example, the BANANA ice cream, either would be sold in its own kind of storefront 

on Jægersborggade in Nørrebro or like in Irma or something like that. Whereas BADASS beer might be 

something that you'd find in., well probably not in Mikkeler because they only sell their own beers, but 

that kind of a little bit more expensive, a little bit more upmarket environment, where people have a little 

bit more money to put towards different kind of causes. So that that kind of environments is where I'd 

imagine. 

 

RESEARCHERS  27:13 

And would you expect to get introduced to such products from friends, or people around you? 

 

INTERVIEWEE 8  27:19 

Yeah, definitely. And largely, I think, because pp to now, unless these are part of larger companies, they 

don't have the marketing budget to really get in front of your eyeline in the same way that other big 

producers have to so it's really by referral that I would imagine their products to come into my own 

awareness. 

 

RESEARCHERS  27:45 

Okay. And you mentioned earlier that you're interested in knowing the story. Is that because you want to 

know how they came up with this idea? Is that because if you buy this product, you want to feel that you 

have something unique and think about that story every time you use that product. 

 

INTERVIEWEE 8  28:00 

Yeah, definitely, I think a combination of the two. The best brands always have a good story behind 

them, whether that story is true or false. And also brands that have that I can relate to, or that their 

customer base can relate to. I think that's really important in terms of making the purchasing decision. 

There's obviously in terms of wearable items, there's two things here, there's one to purchase it because 

a lot of these kind of things, you buy it just to support them, like you know, when you're buying a goat 

in Africa. You're not going to do anything with that goat. You're buying it because you want to support 

the movement behind it. And so let's say I buy these sunglasses or the sneakers but then they might just 

sit in my bedroom. And then there's another choice, which is do I want to wear these things? Do I want 

to have them on public display? And part of that might be around because you think they're the best-

looking things or go best with your outfit, but also because you might want to attract attention from it. 

There is a technique called "peacocking", which is used as a networking technique. I don't know if you've 

heard of this; it's that you would wear some item which would stand out and it would act as an icebreaker. 

So say you go to a networking event and you're wearing like this Christmas sweater I'm wearing now. 

Imagine if I turned up to an event like that and then everyone would say, Ah, that's a really nice sweater, 

where does it come from? And believe it or not, this actually comes from Peru, and it was bought from 

roadside stall from some lady who knits and it's not a Christmas sweater. It's actually llamas on.  Don't 

know if you can see it, 

 

RESEARCHERS  30:06 

Hahha yes. 
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INTERVIEWEE 8  30:06 

 If I was wearing my snowboard sunglasses then it would be cool for someone to say, Oh, those are cool 

sunglasses where did they come from? Ah, well, let me tell you the story. This is from this really cool 

company that takes old snowboards then uses the materials to make these… 

 

RESEARCHERS  30:27 

If you were to compare your purchasing drivers, what is more important? Because you said I would buy 

something just to support the cause or because of this story? But what about the aesthetic appeal? More 

important, less important? Same level? 

 

INTERVIEWEE 8  30:44 

Yeah, I think my primary driver (and this is a really functional thing) would be to support the cause in 

this kind of instance. But if I was buying a house then that would obviously be a little bit different. But 

this is a really interesting point, because I think in broader life (that's partly because I think these are kind 

of niche products for now) if you think of them as more mainstream things, for example electric cars, if 

you think by Tesla's development, the early adopters of Tesla bought Tesla's when they only had a range 

of 100 kilometers or so. They weren't particularly good as cars. People bought them because they wanted 

to support the movement, they wanted to say that they weren't having an impact. But where Tesla has 

really taken off is now their range is 300 400 kilometers that you can do with one charge. And now they 

function as really good cars, as well as having a really good story and not damaging the environment in 

the same way. So when it comes to everyday mainstream decisions, I think it's really important that you 

believe in the product as well as believe in the mission behind it. 

 

RESEARCHERS  32:25 

Okay, so you would say that, in your self-concept, you would also consider yourself as a early adopter. 

 

INTERVIEWEE 8  32:31 

Ahmm I think it depends. I would be talking too positively about myself, if I was saying I'm an early 

adopter. But I would say I'm not afraid to try new things. 

 

RESEARCHERS  32:51 

Okay, great. Would you think of any barrier when purchasing these products or finding down or accessing 

them? 

 

INTERVIEWEE 8  33:02 

You're absolutely right that finding them is a difficult thing. If you don't know about them, then it's very 

difficult. Regarding accessing them, if you think of the way people buy things, nowadays, they either go 

to a local store and most of the time, there local stores, depending on where you live. Unless you live in 

an inner-city area with lots of options, then your local store would be a supermarkets or convenience 

store, like a kiosk and so most people don't have the options to that, or you go online. The problem is 

nowadays in Western Europe, Amazon controls a large part of the online market, and therefore, for 

sustainable producers to actually get their presence felt on there, then that's very, very difficult because 

then they have to compete on price, which they probably won't be able to do without compromising their 

values. So that's a real barrier to getting it. I can't think of any other particular barrier. 
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RESEARCHERS  34:11 

Do you find it important, to get a touch and feel from the product before you ordered it if you were to 

order it online or that's not really an issue? 

 

INTERVIEWEE 8  34:22 

I don't think so anymore. I think maybe five years ago, yes. But I think that I and most people now are 

very used to this. Another thing is that most online purchases now have things where you feel it's 

necessary to ever touch or feel like clothes or something, they come with a really convenient returns 

policy, so you can just you can just send it back. I think that might be a challenge for smaller scale 

produce. BADASS beer for example, you're just going to try out the beer, and if you like it then you 

might order it again, otherwise you wouldn't reorder it after that. 

 

RESEARCHERS  35:11 

Thank you. Do you have any other comment or any other things that come to your mind? 

 

INTERVIEWEE 8  35:16 

I just think that for a lot of these things there has to be real balance between what the product is doing in 

terms of supporting the mission and being functional and actually the price point as well because they 

have to be commercially viable to actually meet the goals of their missions and when it comes to think 

of it now that this kind of process has been happening for many, many years (people are taking productive 

old products and turning them into some new things) some have succeeded, and some have not. And I 

think that the vast majority of the population as it exists now, still think about the commercial aspect as 

much as the social aspect. Maybe that would change as time goes on. I think that the younger generations 

now think about that a little bit more. But maybe that's also because the younger generation have more 

money to pay so they have more disposable income to put towards that. 

 

RESEARCHERS  36:26 

Thank you very much. That was super insightful.  

 

INTERVIEWEE 8  36:28 

Thank you.  

 

RESEARCHERS  36:29 

We can stop the recording now. 
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Number nine. Interview number nine, please consent the recording.  

 

INTERVIEWEE 9  00:05 

Yes, I am giving you the permission to use the recording. 

 

RESEARCHERS  00:10 

Okay, so the topic of our thesis is upcycling, the upcycling practice and upcycled products. And the first 

things that we would like to ask you is whether you have an idea of what it is, or if you don't, and maybe 

you can guess 

 

INTERVIEWEE 9  00:26 

I would connect upcycling to recycling because it's the word that we usually hear everywhere around. 

And I think upcycling is even a step further than recycling. I would say, it's taking the materials that you 

would recycle and then you reuse them again and again, and again. It's like a circle that never stops. I 

would say it's a process of recycling without the end period. Maybe something like that.  

 

INTERVIEWEE 9  01:01 

That's accurate. we can, we can show you the definition for the thesis, which is the creation of products 

of higher value and quality, and presumably of more sustainable nature, by converting transforming or 

repurposing waste, byproducts or used materials to minimalize resource expenditure. So you were quite 

right. And then next, we will show you a few examples of upcycled products that we came across through 

our research, we will ask you some questions and you can refer to these examples or whatever product 

that you know. Okay, the first example is banana ice cream. They take bananas that don't look as good 

and they're not sold in the grocery stores anymore to produce ice cream. This is BRØL, they use bread 

or any other surplus ingredients to create brewed beverages, some of them are alcoholic, some of them 

are non-alcoholic. BOOTLETOP, they take can tops to create bags. And then, we have this brand that 

takes snowboard that otherwise would go to waste to create sunglasses. FREITAG takes the cover of 

trucks to produce bags and also the seat belts to create the straps of the backs. And each piece is unique 

as you can see this Copenhagen-based studio uses plastic objects to create a decorative home objects like 

this tray. Sustainable WAIR, they take discarded jeans to create sneakers. And this architectural company 

takes building materials from buildings that are going to be demolished or that are abandoned to create 

new buildings. And here you have an overview of all the products that we just discussed.  

 

RESEARCHERS  01:41 

Okay. Let’s jump to the questions. If you would purchase an upcycled product, why would you do that? 

Which would be the reasons and what do you expect as an outcome out of this purchase? 

 

INTERVIEWEE 9  01:51 

I would buy a product that's upcycled because I want to buy something that it's not harmful to the 

environment. It's not harmful to the society. And it's produced in a fair-trade way so that people are not 

exploited when producing this product. And I would usually buy it after thinking about it for some time, 

because I imagine these products are a bit pricier. So I would, you know, think about it, and I would save 

my money and then I would purchase this product. Um, yeah. What was the second question? 

 

RESEARCHERS  02:35 
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The second part was what outcomes would you expect? 

 

INTERVIEWEE 9  03:06 

Yes, I would. I would expect a long-life span so that it's going to last a long time. And it's, I don't know 

if it's the sneakers, I would expect they're comfortable to wear. And they are not. Yeah, they don't have 

any wear and tear that fast. And I don't know if I would buy the sunglasses, I would expect that they're 

from high polarized lenses something that is also good for my body. 

 

RESEARCHERS  04:55 

Any drawbacks that you would expect out of the outcomes of this purchase? Can think of any? 

 

INTERVIEWEE 9  05:03 

No, actually not. I think they have all the positive aspects. Maybe I would expect that people recognize 

it on the streets, people that know what this brand is about, they would recognize it and maybe give me 

a special eye contact or something like that. 

 

RESEARCHERS  05:25 

So you talked about the lasting of the product?  How would you compare the quality to other products 

that you have in mind? 

 

INTERVIEWEE 9  05:36 

I think I would say it's a better quality, because they must spend a lot of time researching if this would 

work. And if they put it on the market, I think they do it for a reason. They would not do it if they would 

not believe that it's from a good quality. 

 

RESEARCHERS  05:55 

But better quality compared to what? 

 

INTERVIEWEE 9  05:57 

To conventional, cheaper products. For example, the sneakers that are made in China, I think they are 

not comparable to these ones. 

 

RESEARCHERS  06:15 

In terms of social norms, because you mentioned earlier, people would not recognize the brand and so 

on. When it comes to opinions that your friends and your family have on what is good or bad, appropriate 

or inappropriate to do as a behavior, which kind of these norms that you hear around you, you think 

would influence your motivation to choose such a product? 

 

INTERVIEWEE 9  06:42 

The sustainability aspect, or what do you mean? 

 

RESEARCHERS  06:48 

Okay, so you believe that people around you think that being sustainable is a norm, is a good thing and 

appropriate? 
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INTERVIEWEE 9  06:56 

Yes, I think so. And investing in better quality brands that are not exploiting people. Where they're being 

produced, as well. Not producing too much waste with my consumption, that's also a norm. Yeah, but 

that's all about sustainability, I think. 

 

RESEARCHERS  07:17 

Okay. Any other norms of what people expect from your behavior in that sense? 

 

INTERVIEWEE 9  07:27 

Um, that I also respect the products that I have, that I don't throw them around like they're trash. If I 

spend my money on it, I think they expect that I also respect them somehow. 

 

RESEARCHERS  07:43 

And you think that would influence your motivation to choose such a product? All these norms you just 

mentioned? 

 

INTERVIEWEE 9  07:54 

I don't know, what else could it be?  

 

RESEARCHERS  07:56 

And would you expect an any negative social norm, like somebody that would think that this behavior is 

not appropriate or is disgusting or not worth it? 

 

INTERVIEWEE 9  08:09 

No, I think it depends what kind of social circle you have. And I think that people that I have in my social 

groups are very like-minded, so I think they would not have any negative connection to the product. If 

they don't know then I would explain to them what that product is, and what why it was made in this way 

and why it is better that than any other product. So I think they would understand it. I would not expect 

the negative reactions, really. 

 

RESEARCHERS  08:50 

When it comes to your role, you have different roles in life, you're a friend, you're a student, you're a 

daughter of someone, which of these roles you think would influence your motivation to choose one of 

these products? 

 

INTERVIEWEE 9  09:09 

Maybe being a friend, because then you can also have an influence on all your friends and tell them why 

this product is as it is, and I think you can spread the good stuff around. 

 

RESEARCHERS  09:26 

So also, you being a friend of the circle of friends that you have that role would influence your motivation 

as well, because you feel like you're becoming some kind of an example to them? 

 

INTERVIEWEE 9  09:39 

Yeah, that might be 
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RESEARCHERS  09:43 

Okay. And then in terms of the idea that you have of yourself, the self, your self-concept. How would 

this idea influence that motivation? Just think of what ideas you have of yourself. 

 

INTERVIEWEE 9  10:01 

Yeah. Hmm, that's a difficult question.  

 

RESEARCHERS  10:09 

Take your time! 

 

INTERVIEWEE 9  10:10 

I don't know, I want to have a positive impact to the environment where I live in, and to the planet we 

live on. I think we should take good care of mother nature, and if the buying the products and investing 

in these products can help the future to be somehow left in a good condition for our generations to come, 

I think that's a good motivation for me to buy them. 

 

RESEARCHERS  10:43 

So you perceive yourself as a person who cares about the state of the nature, of the environment for now, 

and for the future generation, and so this would influence your motivation to buy. 

 

INTERVIEWEE 9  11:00 

Yeah, I think so. 

 

RESEARCHERS  11:02 

Okay. Any other characteristics that you think you have? Like, for example, being a curious person or 

being an early adapter? 

 

INTERVIEWEE 9  11:12 

I think I'm very curious person, and I'm always curious, you know, if you can compare this product to 

any other cheap products that are in the market, and how the performance of different products is, and 

I'd like to think that upcycled products are much better than the normal ones, really. 

 

RESEARCHERS  11:39 

All right. Regarding the uniqueness of the products, do you also see yourself as someone who wants to 

have special unique things or are you someone who does not really care about that? 

 

INTERVIEWEE 9  11:52 

I don't really care about having unique things, because, you know, some other people would think, Oh, 

my God, look at her, she has this. But just from my own curiosity, I would try to have unique stuff. Just 

to try it out myself not to see what other people will think about me having this. 

 

RESEARCHERS  12:15 

When it comes to feelings, how do you think what kind of emotions do you think you would get if you 

would choose an upcycled product? Any emotion that you can think of, either positive or negative. 
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INTERVIEWEE 9  12:32 

Feelings? Maybe happiness, trying new things out. If I think about this banana ice cream, I think about 

happiness when trying it out. And joy, maybe I don't know any other feelings. Excited, proud as well. 

 

RESEARCHERS  13:23 

Can you think of negative emotions that might come up? 

 

INTERVIEWEE 9  13:28 

Maybe I would have some doubt as well. I'm not really scared. Because I think I should not be scared 

when trying new things. But yeah, maybe I'd have some doubts. 

 

RESEARCHERS  13:46 

Doubts about investing your money and the quality that you would get out of it? Or why would you feel 

dubious? 

 

INTERVIEWEE 9  13:55 

Um, if I will really like it in the end. Because I think sometimes you see a product on a picture and you 

see some person wearing these sneakers and you think they look really nice, but then you try it out 

yourself and you're not really satisfied with it, how you feel having it. 

 

INTERVIEWEE 9  14:18 

So you think you will like more the idea of getting the product rather than owning it? 

 

INTERVIEWEE 9  14:27 

Yes, it might be. 

 

RESEARCHERS  14:29 

Okay. So your doubts would be around the functionality and the comfort that that product would provide? 

 

INTERVIEWEE 9  14:36 

I think it will be because of the unknown. Maybe not so much about the functionality. I would believe 

that they're highly functional. Maybe the comfort might be a concern. 

 

RESEARCHERS  15:04 

And thinking about habits that you have, either today or in the past, for example, when you were still 

living with your family as a child, can you think of any habits that you would relate to upcycling? 

 

INTERVIEWEE 9  15:28 

My parents live in a house and we have our own garden, and we produce our own food, and whatever 

food we have leftover we compost it. And from that compost, there comes a new vegetable in a year or 

two. So maybe that's something that I could relate to upcycling. 

 

RESEARCHERS  15:47 

Definitely. 
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INTERVIEWEE 9  15:52 

Yeah, it's kind of the same as making this beer. We would reuse food to do something else out of it. 

 

RESEARCHERS  16:07 

Anything that you do today, like separating trash, DIY projects, anything like? 

 

INTERVIEWEE 9  16:15 

I do DIY projects sometimes, yes. Like this tote bag I made out of some clothing that we had at home. 

And then what else? I've been reusing some of the painting canvas to make a new painting on it. And I 

think I reused some of the bracelets that I didn't like, and I just made a new bracelet from that. We're 

making this water kefir at home with my flat mates. 

 

INTERVIEWEE 9  17:12 

Do you think this is a form of sustainability or upcycling in a way? 

 

INTERVIEWEE 9  17:22 

Yeah. 

 

RESEARCHERS  17:24 

And so, you say that you do another project, do you consider yourself a creative person?  

 

INTERVIEWEE 9  17:30 

I do, yeah.  

 

INTERVIEWEE 9  17:32 

And do you think that this would influence your motivation to kind of purchase in a way? 

 

INTERVIEWEE 9  17:39 

Definitely. Also, because I would like to support these small businesses, because it must really be hard 

to succeed on the market when you have so much cheap crap around and I think it is really brave to come 

up with something like that to compete. And I think this people really believe in what they do, so I would 

like to support their ideas. 

 

INTERVIEWEE 9  18:08 

Nice. And could you think of an occasion that you would buy an upcycled product? Where would you 

expect to find out about it, get introduced to it? 

 

INTERVIEWEE 9  18:26 

I think just maybe in some small markets, or on a Christmas market where people have many different 

stands, and these small brands could introduce themselves on these kinds of events. And I would buy it, 

if not for myself, I would buy it for a gift to my family or to my friends. For myself, I would just buy it 

after trying to save up some money for that specific reason. 

 

RESEARCHERS  19:04 
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Any other channel that you would expect to find out about it? 

 

INTERVIEWEE 9  19:08 

On Instagram probably. Maybe they have some influencer or some people that do some branding for 

them. And then I would see the product and then I would try to find it on the internet if I would like to 

have it. 

 

RESEARCHERS  19:23 

And what would you expect to find it except for these markets, any other place that you can think that 

these products are being sold? 

 

INTERVIEWEE 9  19:31 

I think in any normal, big store like Magasin du Nord. I think they could they could easily be sold there, 

or on online shops, or just even in a normal supermarket. I imagine they have the beer and upcycled food 

products there as well. Or independent shops around the street. 

 

INTERVIEWEE 9  20:02 

Do you think that it would be possible to have like this kind of person normal supermarket? 

 

INTERVIEWEE 9  20:08 

Yes, I think it would be possible. Wait just a second. Sorry, that was my sister. 

 

INTERVIEWEE 9   20:37 

I think they can be sold in the normal supermarket. If they have enough of, like production made for 

mass consumption. 

 

RESEARCHERS  20:50 

Right. Um, when considering to buy an upcycled product, what kind of obstacles do you expect to face 

on the way? 

 

INTERVIEWEE 9  21:03 

Price. Um, and that's it. I think just the price. 

 

RESEARCHERS  21:14 

Any practical obstacles? 

 

INTERVIEWEE 9  21:18 

Now during Corona, I think there would be a lot of practical obstacles as well. How to buy it if you want 

to try it out. You can't really go to the store and try it out yourself because everything is closed. So that 

might be one obstacle 

 

RESEARCHERS  21:45 

Okay, so you would like to see the product in real life.  

 

INTERVIEWEE 9  21:51 
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Yes, to try it out. If it's the sneakers, or clothing, or sunglasses or any fashion item, then I would like to 

try it myself. 

 

RESEARCHERS  22:05 

But in comparison to conventional products is that something you usually do? Or you think that you 

would need to try these specific products because they're upcycled? 

 

INTERVIEWEE 9  22:16 

No, I always try stuff. I never buy any clothing online. And I can imagine it would be just the same with 

an upcycled product. But I can imagine that not all of this is available in the place where I live. 

 

RESEARCHERS  22:44 

So even if you get a good return policy, you wouldn't choose to buy it online? 

 

INTERVIEWEE 9  22:50 

No, no, I always want to try it. 

 

INTERVIEWEE 9  22:54 

Okay. Do you have any other comment or anything that pops to your mind about this topic? 

 

INTERVIEWEE 9  23:01 

I think it's really cool that you are researching this.  

 

INTERVIEWEE 9  23:07 

We think so too. 

 

RESEARCHERS  23:09 

We'll stop the recording now. Thank you 

 

INTERVIEWEE 9  23:33 

Thanks! 
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Appendix 3 

Notes of key takeaways from the pilot conversation: 

• Practice similar to recycling, but the main difference is that you add value to the product by 

making some changes to it. While with recycling, you just reuse it.  

Example: the Banana ice cream brand. They use wasted old bananas to produce ice cream and 

the fashion brand urban outfitters, they use vintage old clothes and redesign and resell them. 

 

 

• Important considering the environmental situation; definitely a way to decrease waste and do 

something good. 

 

 

• I would probably feel like I did something good for the environment and as I am consuming 

something particular (unique), different from usual. 

 

 

• They are more sustainable for sure, maybe more valuable; wouldn’t know about the quality. 

Maybe in some cases lower and in some cases the same, I am not sure I would say better [quality] 

 

 

• Brand preference often based also on how much brands are socially responsible; it is a good thing 

to show this image [upcycling processes] if they are doing it. 
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Appendix 4 

Interview guide 

Triandis (1977) 

determinants of behavior 

intention Themes Discussion points 

Attitude 

Belief about outcomes 
Why would you purchase an upcycled product? 

What outcomes would you expect from that? 

Evaluation of 

outcomes 

What are the benefits and drawback of these 

outcomes? 

Social Factors 

Social norms 

What are the social norms (opinions of friends 

and family on whether a behavior is 

appropriate/inappropriate, 

desirable/undesirable) that influence your 

motivation on purchasing upcycled products? 

Roles 

Which roles you have in life (e.g., you might be 

a friend/ partner, son/ daughter) would influence 

your motivation to purchase an upcycled 

products and how? 

Self-concept 

How would the idea of who you are (your own 

idea/ self-concept) influence your motivation for 

a purchase? 

Affect Emotions 
What feelings do you get when purchasing an 

upcycled product? (positive/negative emotions) 

Frequency of past behavior Habits 
Would any of your present of part habits relate 

to upcycling? Examples (buying second hand, 
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recycling, DIY created products)? Reusing 

behavior from you child years? 

Facilitating conditions  

Could you describe an occasion when you would 

choose to purchase an upcycled product? Where 

would expect to find out about the product/ get 

introduced (online/ offline or WOM)? Where 

would you expect to find it? What obstacles 

would you expect to face when considering the 

purchase of an upcycled product (other 

barriers)? 

 

  



 189 

Appendix 5 

Introductory presentation to interview 
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