
 

 

The promotion of recycled and upcycled products – A 

literature review 
 
Language: English 

 

Sustainability is becoming more and more important. This holds true for companies 

as well as for consumers. Recycling and upcycling are “production modes that 

involve the repurposing of old and dysfunctional products into new products” 

(Kamleitner et al., 2019, p. 76). An example is the transformation of an old boat 

into a table (Kamleitner et al., 2019). Previous literature found out that the salience 

of products’ past identity is able to increase customers’ demand of recycled and 

upcycled products (Kamleitner et al., 2019) and suggests ways of positioning 

upcycled foods (Zhang et al., 2021). 

 

This seminar paper should summarize relevant research papers that examined recycled 

and upcycled products. Additionally, an overview should be given of research on effective 

ways to promote those products. 
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Making my heart beat faster? A review on physiological 

measures in consumer research 
 
Language: English 

 

An abundance of consumer research postulates process explanations relating to 

physiological states such as arousal. However, only a small proportion of those 

articles actually measure a physiological reaction (e.g. heart rate or skin 

conductance). 

 

Following this observation, the seminar paper will provide a structured overview on 

physiological measures employed in consumer research. Specifically, it will provide 

an overview on the research questions tackled with physiological methods, review 

the methodologies and, ultimately, assess the state-of-the-art on physiological 

measures in consumer research. 
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