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Influence of Ethical Consumption Consciousness
on Consumers’ Purchase Intentions for Upcycled Foods
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ABSTRACT

The purpose of this study was to investigate consumer attitudes and purchase intentions toward upcycled food, as well as
the factors influencing the purchase intentions for upcycled foods. A questionnaire designed for both online and offline
distribution was administered to Korean consumers between April and May 2024, with a total of 367 responses used for data
analysis. Only 20.1% of the respondents indicated that they were familiar with upcycled foods, and approximately one-fourth
of these had experience purchasing the same. Women had more positive attitudes(p<0.01) and higher purchase intentions
(»<0.001) towards upcycled foods than men. The purchase intention of individuals in their 40s was higher than that of those
in their 20s and 30s(p<0.05). Consumer attitude(3=0.630, p<0.001), levels of altruism(8=0.102, p<0.05), ethical management
consciousness(8=0.085, p<0.05), and gender(8=0.085, p<0.05) were significantly related to consumers’ purchase intentions. The
results suggest that marketing efforts for upcycled foods should focus on women with ethical consumption consciousness and
that marketing communication on the environmental and social benefits of upcycled food is necessary to foster positive

consumer attitudes.
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— ‘waste-to-value food products’(Aschemann-Witzel J &
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& Asioli D 2020), TR =M E SHAFe] 10%7o] AL
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Table 1. General characteristics of respondents
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Variables n(%)

Male 148(40.3)
Gender

Female 219(59.7)

20’s 97(26.4)

30’s 92(25.1)
Age(yr)

40’s 93(25.3)

>50°s 85(23.2)

Single 170(46.3)
Marital status

Married 197(53.7)

<High school 128(34.9)
Education level

>University 239(65.1)

None 207(56.4)

Protestant 89(24.2)
Religion

Buddhist 45(12.3)

Catholic 26( 7.1)

<200 138(37.6)
Monthly income

200~<4 166(45.2
(unit: 10,000 won) 00 00 66(45.2)

>400 63(17.2)

Don’t know at all 154(41.9)
Awareness level of Have heard of it, but don’t know it well 139(37.9)
upcycled foods Know about it 62(16.9)

Know it well 12( 3.3)

Yes 88(24.0)
Purchasing experience

No 279(76.0)

Good for the environment 37(25.3)

Low price 33(22.6)
Reasons for purchasing” Curiosity 27(18.5)
(multiple responses) Recommendation from an acquaintance 20(13.7)

Good quality and nutrition 18(12.3)

Good taste 11( 7.6)

Total 367(100)

D Respondents who purchased upcycled foods (n=88).
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Table 2. Reliability and validity analysis of ethical consumption consciousness

F Ei i h’
Factors Contents Means+S.D." actlor 1Eer Variance - Cronbach’s
loading value (%) a
I b.eheve. that produ.ctg _f_rom companies that fulfill 43040.83 0.842
their ethical responsibilities are better.
F;:}tl?zall: I bel'ieve that companies 'sh'o'uld engage in 47740.8 0.803
sustainable production activities. 226 18.837 0.823
management
consciousness I believe that companies have a responsibility to 4024101 0.744
contribute a portion of their profits to society.
Subtotal 4.20+0.77
When .Cf)nsuming. products, I .consider social welfare 3.6640.92 0523
in addition to price and quality.
Factor 2 I bellieve that one should participate in charity and 3.7740.95 0719
: sharing. 2.16 18.008 0731
Altruism ] N
F believe that one should be willing to help people 4.09£0.84 0.679
in need around them.
Subtotal 3.84+0.73
I believe it is de_s1rab.le to consume with an 4.1220.84 0.766
awareness of ethical issues.
Factor 3:
Envi tal I believe it is desirable to consume ethical products. 4.11+0.86 0.718
fvirortnenta 2.13 17769 0.788
ethlcs I believe it is desirable to live a consumer lifestyle 413£081 0,658
COnscIousness while considering the environmental impact. ’ ’ ‘
Subtotal 4.12+0.70
I beher.: unnecessary consumption should be 4094087 0.547
voluntarily restrained.
Factor 4: ;
Resoures I l;lehevg we shoulq co;‘nsume recycled products 3684087 0.736
’ rather than conventional ones. 1.85 15.430 0.715
conservation
consciousness I believe we have a moral obligation towards

recycling.

4.15+0.80 0.670

Subtotal

3.97+0.67

Total

4.03+0.72

Cumulative variance explanatory power(%)=70.044 KMO=0.878, Bartlett’s test of sphericity x’=1,790.395 (p<0.001)

D5 point scale: 1=strongly disagree, 2=disagree, 3=neutral, 4=agree, S=strongly agree.
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Table 3. Reliability and validity analysis of consumer attitudes and purchase intentions towards upcycled foods

Factor Contents MeanstS.D." Fac‘for Eigen Variance Cronbach’s
loading value (%) a
I am interested in upcycled food. 3.2740.98 0.814
I like upcycled food. 3.05+0.97 0.777
Attitudes 2.126 70.857 0.794
I think upcycled food is valuable. 3.96+0.87 0.535
Total 3.43+0.79
Cumulative variance explanatory power(%)=70.857
KMO=0.641, Bartlett’s test of sphericity x*=402.181 (p<0.001)
I am willing to buy upcycled food. 3.77+0.94 0.705
I am willing to invest time to buy upcycled food. 3.37£1.01 0.817
. o . N
ii?rzzaile I intend to prioritize purchasing upcycled food. 3.25+1.01 0.792 2000 72,496 0.870
SO 1 am willing to buy upcycled food, even if it is slightly
. . 2.78+1.09 0.585
more expensive than conventional products.
Total 3.29+0.86

Cumulative variance explanatory power(%)=72.496
KMO=0.798, Bartlett’s test of sphericity x’=788.508 (p<0.001)

D5 point scale: 1=strongly disagree, 2=disagree, 3=neutral, 4=agree, S=strongly agree.
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Table 4. Differences in consumer attitudes and purchase intentions towards upcycled foods by general characteristics

HORA oF fAREME

Sdoll mE gAo|EE FE=of| et

- . h:
Characteristics Attitude tF p e gse t'F
intention
Gender
Male 3.27+0.85Y . 3.04+0.89
—3.076 —4.647
Female 3.53+0.73 3.46+0.79
Age (yr)
20’s 3.34+0.71 3.14+0.83%
30’s 3.34+0.80 3.23+0.87° .
1.465 3.004
40’s 3.52+0.87 3.50+0.84°
>50"s 3.51+0.80 3.29+0.86™
Martial status
Single 3.3240.71 . 3.16+0.82 "
—2.478 —2.812
Married 3.5240.85 3.41+0.88
Education level
<High school 3.46+0.71 3.23+0.81
0.494 —0.944
>University 3.41+0.83 3.32+0.88
Religion
Non-religious 3.39+0.82 3.26+0.87
—1.137 0.775
Religious 3.48+0.76 3.33+0.84
Monthly income (unit: 10,000 won)
<200 3.3940.71 3.26+0.80
200~<400 3.44+0.84 0.257 3.27+0.89 0.993
>400 3.48+0.84 3.43+0.88
Awareness
Don’t know at all 3.16+0.84* 3.14+0.88°
Have heard of it, but don’t know it well 3.51+0.64° . 3.34+0.77%° "
14.971 4.050
Know about it 3.80+0.72° 3.43+0.86™
Know it well 4.02+0.92° 3.85¢1.11°

T p<0.05 7 p<0.01 7" p<0.001.

D5 point scale: 1=strongly disagree, 2=disagree, 3=neutral, 4=agree, 5=strongly agree.

2 27¢ Different superscript letters in a row indicate a significant difference at a=0.05 by Duncan’s multiple range test.
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o AguEE ool dAd mal iAol E Fuo o
H 349 HEZE BAA(p<0.01), Tl =% =4 et
WHoHp<0.001). °]+= A3 AT-E(Aschemann-Witzel J 5 2022,
2023)= FolA e SRl Bl glow ofdo] Fd T 2]

oA &gl thgk Q14e] B £ A3 B Utk §i9d
o} a8 & o2 AT (Aschemann-Witzel J & Peschel AO
2019)4E die] Aol ZE Feo el fgnet v 2
AR HEE Hol AE 23S 1=t dAdo] d41A
A A2 AT S8 ool © ] el 3
Aehel 20th <} 30thel Bl
T} t] Zol X &7FE3E An9)
I A2 (p<0.05), 50th ©]’Fe] Tl
AE 4ornzm Ysko} Ao folae wsict
MaCarthy B 5(2020)9] dAToxe o] Y42 A%
PR WE GAO|FE Fro| B oo o} o} B
Q7T Aol g Rtk ALY GAle]F Fu Tl
2 B3 Zhang J 5(2021)2] ATollAE wolH] B A<
ool 71 ska, X Althe E4d) tia Q14 Bz
Sl8] 5 Arieh wol Alejol vla) el ws} Yekch o
of B AFdye} fEgoz2 {8k WHH, Coderoni S
& Perito MA(2020)2 dEo] S5 F= v Q3xH|o}e}
FE HAeznlo} 490 ol iAol FE Fruo g 7
wlel =7k wekthn sdnh, & AN E Aol nhe g4}
o= FEo| tha 2uA et frold Aolvt gigle.
u, A3 Aschemann-Witzel ] 5 2022; Yilmaz E &
Kahveci D 2022)0l|4& 7|33}l o] wzkgl 3-e30] ¢
Aol 2= FEo tal B s94Ql s Eivta His)
AT

AL o] et e Bl FuloollA B folgh
zpo] S Hlet nEhthes 7129 B¢ GARIEE FE
o et Bt 33 Aol A1 (p<0.05), Tl =}t O
Ao 4@%‘*%<0 01). T3+ YAl 2= “ﬁ°ﬂ ek &
HAe] AT ESFE S48 HES HAI(p<
0.001), PAtCIFE FES 2 B2E 290 H]éH 2 dn
Je 2HAEe] Fuje st fejH o' ESkTh(p<0.01).

B QTN S, S oy, A5 w}—E— Fﬂ
Tob Fujole oA Q] Alol7k fllek v A7
(Coderoni S & Perito MA 2020; Yilmaz E & Kahveci D
2022)04 = A FFARERE W0l Akl EE FE9| 7t
Aol F5g T2 71E Al vl AT Ael= 71d
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Fe o= 521

Ze Foo O o 599 HEY o Be FoAS
7tk s B a1E(Cattaneo C 5 2019; Perito MA 5 2019)%
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5). oxte] =PAS 71=3 23} Durbin-Watson A Zo]
199622 20| 717h9] ZF SRR Zhol] o] giglen,
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T EF 10 vrte R el wAle gle 2o gkly]
Atk 3| AN 2ge] Ay 58.6%(R2=0.586)E =2k
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oo EAFCRE et IS vR= oz YERth
= PR o aRApL &EA G el 2] olegel vt
EeTE, 183 R SHALTE HARIEE FE
gk o=t Egkeh ZF SHHFEC] FER
oo wX & A dgES =
g nHon, thSo R o|elFe], S|, *été %
ol

B Ao Anake] QIFEAA wig 5 gnte]
o] el fol gt JaFe mA|H, oJAJo] P KT HAale|F
= F= ﬁluHPJCﬂ & AR Yehgth ofdfet 3 F
FHEg 83 JatelEE FEo] Al Y-S A4S
MaCarthy B 5(2020)9] ATolME P AH|zke] Aol
opafj 2~ Fuje] el Foldt S mH I o4de] Fule
T7b R =okom, A oleldf AFEAH WE F
7MY FE FajoE H(+)e] FEE Rt B
sto] B AFAIe} FEA o w2 JASHTE BT MRt
Al 2= Fzof g Fule=d #2493 Yilmaz E &
Kahveci D(2022)% Aol ooz {23t ?‘é% LIE!
ta stlem olQe= A, 7PgelA el e T, o

FE A e 29
&

-



522 s

Al

HoFA oF BAEREAERS

Table 5. The influence of variables on consumers’ purchase intention

Unstandardized Standardized . . .
. . Collinearity statistics
Variable coefficients coefficients ‘
B B Tolerance VIF
Male (reference)
Gender )
Female 0.149 0.085 2.283 0.845 1.184
20’s (reference)
30’s 0.074 0.038 0.720 0.433 2.309
Age (yr)
40’s 0.162 0.082 1.472 0.379 2.647
>50’s —0.065 —0.032 —0.603 0414 2417
Single (reference)
Marital status
Married —0.025 -0.014 —0.326 0.605 1.653
<High school (reference)
Education level
>University 0.085 0.047 1.143 0.687 1.456
Non-religious (reference)
Religion
Religious —0.065 —0.038 —1.040 0.892 1.121
<200 (reference)
Monthly income 45, ~0.109 ~0.063 ~1.351 0.539 1.856
(unit: 10,000 won) ’ ’ ’ ’ '
>400 0.056 0.025 0.554 0.597 1.675
Awareness —0.073 —0.070 —1.878 0.844 1.184
Ethical management 0.095 0.085 1.934° 0.657 1522
consciousness level
Altruism level 0.119 0.102 2.191 0.549 1.825
Ethical consumption _ )
consciousness”  Environmental ethics 0.038 0.031 0.691 0573 1745
consciousness level ’ ’ ' ’ '
Resource conservation 0.060 0.047 0.983 0.513 1.948
consciousness level
Attitude 0.682 0.630 14905 0.661 1.513

R*=0.586, Adjusted R*=0.568
F=33.074"", Durbin-Watson=1.996

D Composed of 1 items (using a 5-point scale: 1=strongly disagree, 2=disagree, 3=neutral, 4=agree, 5=strongly agree).

EEE

 p<0.05 " p<0.001.

Al ZE FETF 54
A, F23 gl 71 &
e Aoz Husigitt olzdt =S
3 Aol o kel x[&7bedt Aol #alol
w9 Zo R dAdErh ey ojgeol dyyd
HAtelgE Feo it Fujeles

Perito MA(2021)2] ATollX = QAF+EAA

e

o

EX8F Coderoni S &
P

ME 3 gue

.

S8 IS v)AA] Ggka wHEFo] B, 90|
Gess pojel sl 2gtin G490, Zhang 1 5(2021)
o

Rl o] B Apdss

rel% Al e
Fol2jo] Fuje]rd
t}. MaCarthy B 5(2020)2 AlelEE F=

A9 FolAE olElFels) &2l
R B Ve Ao ek
ol gle] 21
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]2 #<(corporate social responsibility: CSR)= U3l &
e aule] 719del B 4129 Be] AEEY 9%
n X, Fejol =l S T IHE ARl 4
= H3(Kang JY & Hustvedt G 2014)= 4H] 2} &2]
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o} A AT w2 F= g A =¥ H|olPerito MAS
2019; Coderoni S & Perito MA 2020) =& F= 1f] @ ¥EH|o}
(Coderoni S & Perito MA 2020; Aschemann-Witzel J &
2022)7} M)A FRE =9} Fuf o] ol A FEkS 1)
e Aoz Hud v v} 2 H Perito MA 5(2019)
A&7 a1 o] GAatelZE Fud gl 8- %] o
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SHAR] oF 1/47ko] Fuf ?}a o] lo] A=<l
H|ze] #alS o] Toju= W npdo] B a3 Ao et
ek ol fH(SE “a‘)oﬂ ﬂ%oﬁfﬂ% ARG 71 st=
A Fo|gbH(25.3%), AHI 71 (22.6%), T7141(18.5%) <=
o8 ot JAte|ZE FE Fujrt ARG 5ol
HArhs &nA Qlxo] =ojd A ow FAHTH
anjzte] &2ld AH|ol] £E(5H H TS 4.03HoR
Hl“'Xq & Foolen, el adEs 274 9(4.20),
#21(4.12), ALEK3.97), °|EFF2l(3.84) o= LE
kkt‘r. GAre| EE FEof thgh 2B} Bl =(3.43%]) 2 <
£(3.29%) Fv EEHET o otk

AT-EAIA 5ol e dAtel 2= Fed gk B 2
TujelE AtolE AT A, of/do] el HlE o 59
201 3(p<0.01), FHIS =% EHUTHpP<0.001). AP =
£ 40tle] Fule]=r} 20t} 30t BIE] =9ka1(p<0.05),
nginks 7189 A5 o 3820 HEE BReH(p<
0.05), %LUHALE E=ITHp<0.01). PAte| = F=of 3t
MAF =t =75 5940101 (p<0.001), & R2= 7
-l Hlaﬂ 2 da e AERke] oot ESkthp<
0.01).

QAo Z2E FE Fujor 36 JFgS nx= HFE
Ak A3, 2Rt ot Fejo e 7Y 2 dEe
on, I gl g2E olere, el e, 4 wol
, 2B RF B =(B=0.630, p<0.001)7} SHALF=, o]}
=0.102, p<0.05)¢} 27324 (5=0.085, p<0.05)°]
T2 GAAROE oA &B]R7H50.085, p<0.05) AAF
A

Lo
o

S

Feo) tg Foel st Egkh
o1ge] ATAINE Foel YAlolFE Fro

o
Feol Q1AFo] s PriAge] ks AL &+ U9
9]

=
o b
i)

N

o B3 GAte] ZE FEo] g el =E Eol7] fsiA
£ 2HAREe] 39949 e @7g0] 7 Fash, Al
A 2n|SRl Eeld Gt oletF ] AdFe] B2 o4
ZHIAES FEele 3ol A Ytk mEkA
fAflEE Frd e 28R} A Es ATEE #ol7]
el AR FeAES 4, dEFA, A T F
4 B JEE ASHor Aed davt A 539 &
2]7d g el 43t oletr2l *é%Ol %:E% ol aBAEAA =
e g 73 ARRlel i A9 o4& 7R A&7t
53 2|2 A gl o] 59 7}2]-3— Rk MAIA = A5
yAleldgdezn gatelge Fud i SAES £
AAHQ = ool § JeH ﬁ@fﬁ St FolE
= SR JFHom 3 qFd TR dA
o|FE F= Jfo] fAlslofof ai, of2e] A&k &
HIA I dEE 2 wSo] olojin Aol EE F

Al HoFA oF BAEREAERS

i
>,
o
)
gk
=
it

iy

I

o,

o

o

=

Y

o

o

o% 1o

Hd o2
[

%8
o
AC)
ic)
!
T
i)
FPE

4
=
© -
H
=2
=

s a
1ol s A Y ol
. Faterhs ol

(o]
2
s
iy e

Afe]

1

>
o

2
2 g

2

>

i

¥0. oo
o

BN

30,

rr

o
o, 10,
&N
rha

it
o T

fr

?_

QAR A T2 AT IAE 2
ABF70] o Fol 7 °

bglel mywe] 93
slop, fela vl

—
-
o] A WS SAsk] 37 W&

<
=

RN

3
) }:il
o,
s o
il

=

e
o

Al

=
2
42
o3
}a)
mlo
%0 4> =

ox

g

o,

e L

1%

o
=

o

o

tlo

o

i

N

N

olr

0oL

o

o,

>,

ol

=)

==

)

s

+

rr
%
2,
N
N
30,
i)
ot
ok
o)
—Ll
2
_t
Mo
° o
of&
E g,
R
2
1o
>4
)
X

ox
[o

= elBe 2o A Y A% 3 Tl

v
o2 g
e
e
—r
il
to 4
m (
oo
_o|L|
Q 4
[0
E
>
I
iz

[ o |
3
fE
ot
ol

k3
b

1 ol N Ko 2R A R

il Mo il o vl
N
>,
ol
M
r.-(o

5
o
e e
UL
ko
)
%2,
i)
vl

REFERENCES

Ajzen 1, Fishbein M (1980) Understanding Attitudes and
Predicting Social Behavior. Englewood Cliffs, Prentice
Hall.

Ali S, Akter S, Fogarassy C (2021) Analysis of circular
thinking in consumer purchase intention to buy sustainable
waste-to-value(wtv) foods. Sustainability 13(10): 5390.

Aschemann-Witzel J, Asioli D, Banovic M, Perito MA,
Peschel AO (2022) Communicating upcycled foods: Fru-
gality framing supports acceptance of sustainable product
innovations. Food Qual Prefer 100: 104596.

Aschemann-Witzel J, Asioli D, Banovic M, Perito MA,
Peschel AO (2023) Consumer understanding of upcycled
foods -Exploring consumer-created associations and concept
explanations across five countries. Food Qual Prefer 112:
105033.

Aschemann-Witzel J, Peschel AO (2019) How circular will
you eat? The sustainability challenge in food and con-
sumer reaction to either waste-to-value or yet underused
novel ingredients in food. Food Qual Prefer 77: 15-20.

Aschemann-Witzel J, Stangherlin IDC (2021) Upcycled
by-product use in agri-food systems from a consumer
perspective: A review of what we know, and what is
missing. Technol Forecast Soc Change 168: 120749.



34(6): 514~526 (2024) Akl 2=

Asioli D, Grasso S (2021) Do consumers value food products
containing upcycled ingredients? The effect of nutritional
and environmental information. Food Qual Prefer 91:
104194,

Augustin MA, Sanguansri L, Fox EM, Cobiac L, Cole MB
(2020) Recovery of wasted fruit and vegetables for
improving sustainable diets. Trends Food Sci Technol 95:
75-85.

Bhatt S, Deutsch J, Suri R (2021a) Differentiating price
sensitivity from willingness to pay: Role of pricing in
consumer acceptance of upcycled foods. J Food Prod Mark
27(7): 331-3309.

Bhatt S, Lee J, Deutsch J, Ayaz H, Fulton B, Suri R (2018)
From food waste to value-added surplus products (VASP):
Consumer acceptance of a novel food product category. J
Consum Behav 17(1): 57-63.

Bhatt S, Ye H, Deutsch J, Ayaz H, Suri R (2020) Consumers’
willingness to pay for upcycled foods. Food Qual Prefer
86: 104035.

Bhatt S, Ye H, Deutsch J, Jeong H, Zhang J, Suri R (2021b)
Food waste and upcycled foods: Can a logo increase
acceptance of upcycled foods? J Food Prod Mark 27(4):
188-203.

Cattaneo C, Lavelli V, Proserpio C, Laureati M, Pagliarini E
(2019) Consumers’ attitude towards food by-products: The
influence of food technology neophobia, education and
information. Int J Food Sci Technol 54(3): 679-687.

Cho JW, Kim MH (2024) Quality characteristics of Jeung-
pyeon for food upcycling of Makgeolli Lees. Culi Sci &
Hos Res 30(1): 10-17.

Coderoni S, Perito MA (2020) Sustainable consumption in the
circular economy. An analysis of consumers’ purchase
intentions for waste-to-value food. J Cleaner Prod 252:
119870.

Coderoni S, Perito MA (2021) Approaches for reducing wastes
in the agricultural sector. An analysis of Millennials’
willingness to buy food with upcycled ingredients. Waste
Manag 126: 283-290.

Cronbach LJ (1951) Coefficient alpha and the internal struc-
ture of tests. Psychometrika 16(3): 297-334.

Food & Agriculture Organization (2019) The State of Food
and Agriculture 2019. https://openknowledge.fao.org (acce-
ssed on 30. 8. 2024).

Food & Agriculture Organization (2024) The State of Food

Ze pojoln 525

Security and Nutrition in the World 2024. https://open
knowledge.fao.org (accessed on 30. 8. 2024).

Future Market Insights (2023) Products from Food Waste
Market. https://www.futuremarketinsights.com (accessed on
30. 8. 2024).

Goodman-Smith F, Bhatt S, Moore R, Mirosa M, Ye H,
Deutsch J, Suri R (2021) Retail potential for upcycled
foods: Evidence from New Zealand. Sustainability 13(5):
2624.

Grasso S, Asioli D (2020) Consumer preferences for upcycled
ingredients: A case study with biscuits. Food Qual Prefer
84: 103951.

Grasso S, Pintado T, Pérez-Jiménez J, Ruiz-Capillas C, Herrero
AM (2021) Characterisation of muffins with upcycled
sunflower flour. Foods 10(2): 426.

Grasso S, Fu R, Goodman-Smith F, Lalor F, Crofton E (2023)
Consumer attitudes to upcycled foods in the US and
China. J Clean Prod 388: 135919.

Hair JF, Anderson RE, Tatham RL, Black WC (2006) Multi-
variate Data Analysis with Reading. 6th ed. Macmillam
Publishing Company, New York, NY, USA. pp 75-90.

Huh EJ (2011) The determinants of consumer's attitude and
purchase intention on the ethical products. Journal of
Consumer Studies 22(2): 89-111.

Kang JY, Hustvedt G (2014) Building Trust between
consumers and corporations: The role of consumer
perceptions of transparency and social responsibility. J Bus
Ethics 125(2): 253-265.

Kim JI, Jeong SH, Kim MJ, Oh YW, Kim DK, Han SN
(2023) Upcycled food: Definition, consumer awareness,
and utilization of by-products from food supply chain. J
Korean Soc Food Cult 38(4): 191-202.

Korea Chamber of Commerce and Industry (2021) Survey on
Changes in Consumer Behavior and Implications in the
Corona Era. https://www.korcham.net (accessed on 30. 8.
2024).

Korea Rural Economic Institute (2023) Processed Food Con-
sumer Attitude Survey In-Depth Analysis Report. https://
www.krei.re.kr (accessed on 30. 8. 2024).

Kotra Overseas Market News (2022) The Era of Eco-Friendly
Upcycled Food Comes to Canada. https://dream.kotra.or.kr
(accessed on 30. 8. 2024).

Lee SY (2013) A study of ethical consumerism tendency of

consumer and purchasing intention. Ph D Dissertation



526 s

Sookmyung Women’s University, Seoul. p 30.

McCarthy B, Kapetanaki AB, Wang P (2020) Completing the
food waste management loop: Is there market potential for
value-added surplus products (VASP)? J Clean Prod 256:
120435.

Moshtaghian H, Bolton K, Rousta K (2021) Challenges for
upcycled foods: Definition, inclusion in the food waste
management hierarchy and public acceptability. Foods
10(11): 2874.

Moshtaghian H, Bolton K, Rousta K (2024) Upcycled food
choice motives and their association with hesitancy towards
consumption of this type of food: A Swedish study. Br
Food J 126(1): 48-63.

Niva M, Makela J, Kahma N, Kjaenes U (2014) Eating
sustainably? Practices and background factors of ecological
food consumption in four Nordic countries. J Consum
Policy 37(4): 465-484.

Perito MA, Coderoni S, Russo C (2020) Consumer attitudes
towards local and organic food with upcycled ingredients:
An Italian case study for olive leaves. Foods 9(9): 1325.

Perito MA, Di Fonzo A, Sansone M, Russo C (2019) Consu-
mer acceptance of food obtained from olive by-products:
A survey of Italian consumers. Br Food J 122(1): 212-226.

Peschel AO, Aschemann-Witzel J (2020) Sell more for less or
less for more? The role of transparency in consumer
response to upcycled food products. J Clean Prod 273:
122884.

Sebastiani R, Montagnini F, Dalli D (2013) Ethical con-
sumption and new business models in the food industry
evidence from the eataly case. J Bus Ethics 114(3): 473-
488.

Al HoFA oF BAEREAERS

Spratt O, Suri R, Deutsch J (2021) Defining upcycled food
products. J Culin Sci Technol 19(6): 485-496.

Stelick A, Sogari G, Rodolfi M, Dando R. Paciulli M (2021)
Impact of sustainability and nutritional messaging on
Italian consumers’ purchase intent of cereal bars made
with brewery spent grains. J Food Sci 86(2): 531-539.

Taufik D, Rood R, Dagevos H, Bouwman EP, Reinders MJ
(2023) Effects of abstract and concrete communication on
moral signalling and purchase intention of upcycled food
products. Clean Responsible Consum 8: 100110.

The Food and Beverage News (2021) Ethical Consumption Is
On The Rise In Europe After Corona. https://www.think
food.co.kr (accessed on 30. 8. 2024).

Trigo JP, Alexandre EM, Saraiva JA, Pintado ME (2020)
High value-added compounds from fruit and vegetable
by-products - Characterization, bioactivities, and application
in the development of novel food products. Crit Rev Food
Sci Nutr 60(8): 1388-1416.

Upcycle Food Association (2024) About Upcycled Food.
https://www.upcycledfood.org (accessed on 30. 9. 2024).

Yilmaz E, Kahveci D (2022) Consumers’ purchase intention
for upcycled foods: Insights from Turkey. Future Foods 6:
100172.

Zhang J, Ye H, Bhatt S, Jeong H, Deutsch J, Ayaz H, Suri
R (2021) Addressing food waste: How to position upcy-
cled foods to different generations. J Consumer Behav
20(2): 242-250.

Date Received Nov. 15, 2024
Date Revised Dec. 16, 2024
Date Accepted Dec. 19, 2024



	윤리적 소비의식이 업사이클드 푸드 구매의도에 미치는 영향
	ABSTRACT
	서론
	연구방법
	결과 및 고찰
	요약 및 결론
	REFERENCES


