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Abstract

The global waste crisis has been escalating and its consequent impact on soil, water, air
pollution, and eventually climate change acceleration has shed light on the importance of
reducing waste. Amidst COVID-19 and the following surge in single-use plastics for food delivery,
waste generation is on the incline. Companies and governments have embarked on developing
various eco-friendly packaging technologies, but their effectiveness on the consumers is
vague as definitions of eco-friendly packaging are vague, and research on its link to purchase
intention remains scarce. Thus, the adoption of eco-friendly packaging has been slow. To
address this issue, this study analyzes the awareness and purchase intention of four visual
attributes of eco-friendly packaging-material, verbal statement, eco-label, and color-along with
the environmental consciousness among undergraduate university students in Korea through
online surveys and the ordered logit regression model. The study distinguished the attributes
into evidence-based and conjectural categories. The findings revealed that eco-friendly visual
attributes had a positive effect on purchase intention amongst undergraduate students in
Korea, however the level of environmental consciousness had marginal effect on the purchase
intention of eco-friendly visual attributes. The level of effectiveness also varied with each visual
element. Analyses revealed that visual attributes to eco-friendly material had marginal effect
on purchase intention; color was deemed not an “Eco-friendly attribute” by most students, and
although eco-friendly labels were deemed as an eco-friendly attribute, trust in the labels varied
according to environmental consciousness. These findings have implications for businesses and
policymakers aiming to promote eco-friendly consumption within packaged food products.

Keywords: eco-friendly packaging, environmental consciousness, ordered logit
model, packaging design, visual attributes

Introduction

©a] AFE]7E )3 Qs 7P A Zket 317 Bl 28)7] Z71o]thYeom et al, 2022). $F
=2} 2021 A7t H|7] = AT 19960 H T} 199.5% S7FeEA o™, g+t 187 573 E2
7] Eo] BMAY5IaL ATHME, 2023). Z21H9 Hio|Z AR Q8| Fa B AT b4 5o o]
FE 2211 &g 9 54 24 50| H]tH 4|7} 57k A D38 S2FAE (single-
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use plastics, SUP) 227 A8-F0| Z7151%1 2™ (Molloy et al., 2022), E2I=0] FA3+ ¥iste} o] &.o] tgfAjato
& H&M= HIZ3 t AED|H B EZL S3fsPa A ofF 27| 7kl Q= F2All o] th(Segran, 2021). THH,
7|&9] 45 AT} A2} 7] 9] ARg4rrg o] Zol EHA HRFA| 7] (e-waste) = 57 FoFIL A TH Abalansa et al.,
2021; UNEP, 2022). 7gA| A4 =2] 222|7]= Zp= Ulof| A 2 2|sh7|7} ek =2 U F ol 227|& #E5h=
AAHA] EAYEEAL Q) ThAbalansa et al., 2021; KITA, 2022). $28 248|7]= ZA] W =A= 27 U of= ] oj] B
Eﬂlxl Ao, o]=Ex], £4 9 tfj7] 2 go] o] F|31 QltH( Abalansa et al., 2021).
SA7E AZFelol thet BAlo] A0 R hE AR, A8 2 Aelat 2RSH AT 7] it =

S eliel 57 S1410] Z74e11 9ich 278 S14je] S AU 284 AEE 2 chelol ver and Lo,
2022), ol 28] B8l thS 34 U B A% 71k 828 A BRAo] 2715k ek

A MAA 02 dhlshe | 7] 2 A BB sratol| A Bhystch M| A BRA i EEF0] 34%E AR5 =

2 AE] 218]7) 9] 40%= ZA o)) 7]Q15)ar NIED% ZetAE 228)7]9] 99T -85 31 QITHOECD, 2022). ©o]2{

I:I

22|7] BA|9] 32 Hreto 2 X%k :kado] 1ok QI Kim Lee (2014)0]] W2 H, X18H4 T2 ARE & 9 A}
& T A2 7|7 5t EAsk= %‘%o 2| a3lst7] 9fsf dAIE Ttk B ARERe] A, AARE 9L A
g, 27 oA %ﬂ 50] 2187 7o) AA| e 4o|H, oj2fgh ARt @ A0 A WA E Fol| TFEE QI

S S 29 4= AUthKim and Lee, 2014).

27 27 o 2 o] [ehg laliM= Mg 2 7] At A F24Q1 A -go] Hestrt Xgt
a8 oz &85 AoHHL 2| 2Ee] ZgH Q1A o £=3R1%], o 7 @ A5 XIgH
AlSH=A], 2]l Av2EEe] X8 Ao tisl) X&) Abs ol £F 11| Sof gt o]si7F B stct. o
A= AHAFES TGO & 3§t %%75‘ 7ol thgt AZA Q1 A7 B gt AFolct. 9] Q] 732 20001 ©]
T v A7 oA A AL AR ol A= AT A o= ] W] o2 Ad=go|th Cho 52012y 27
Arte] X187 ZAFAf ol thigh AH] R} Q1A1-S A5 O, Park 5(2022)2 X1EH A& 7 AJAof thgt 48|z}
9] QIAlZ AT, & Aot A M o 2 Ak Mg 2S5k a4 thet An|zt Q1A o] gt &
2= Kang?} Hwang (2019)2} Kim¥} Hwang (2021)°] thE 2 o]t} Kang®} Hwang (2019)2 A 471535 o)} 7] 2] 9]
A ZEA 4578 ]1 283t Q1o1A] Y Hof whe} An|zke] A ZHe s jo) n]x]= JFS AT E 1 2|52 0= Au|rte]
T o] Tof n| x| PEFS BAIG A} 5191t} $HH, KimZ} Hwang (20212 AlE 1fj7] 2] 9] Q)-8 AlAa} 2l

>

F85}o] 2187 HEE Rk ofo] mhe Aulxte] Au7}x] Ao BAS B4R HESH} SRS
A FIE P25LA S o] 5 AT WA 2] AT e A|7H 4ol bl 7] ol AR 5
o) 248 A0 2 Au|xte] QIAIS ZARIIA $HoIA olel} glrk Jeiut A AR 7] Se) 1aielA)”
2L ol 2 TR 23 8} Ak

B A2 A9 7 E ATEL AES P A 02 Hykat 4 9 vlol| et Teirt Rk HhdElA] ek
2ehet e 37 9o Suolgt 2L BT Qlout AbEe] H9ols Eape] 1H7A wrk oka} A E el
H R §RE Follo)wo] ARHS 1) 4 917 wiEol] TA o] AE e sk Zo| HAE A
ofc}. w3k, TRg A = 2] Aalol A Bo] Tefelx] gk Ry

o BRIt X 287 AYTHs Al 71%o]
AEo] MBAHR A AIAHE Q3T 4 AEE SHE of PRo| JPS AnBL AT FF 1P =
ﬂﬂm&AMA4WA5ﬂuamwa% 3 70 2 PP B Qs o) 3t o] 2 A2k olojH A

B O:]:rL‘_:‘ = Al u_,] 7(] 7 242 =
2 S5 2 A]zke] 187 24 Q1Ajol it
goHe E 7] 270l Z|RbeE AlZbA] @@ A2, S EA) 1Y Belo] F2 AMGEE F 717 7}

Korean Journal of Agricultural Science 50(4) December 2023 698



Exploring consumer awareness and attitudes towards eco-friendly packaging among undergraduate students in Korea

o] ofgt A2 A, 137 £ o) 2187 2140] 7o ojajol] ol YR Bl A=A S FALEASHAL
SAZE B2 BAH AN A5 A sl

Materials and Methods
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o A X8t 327 Q40 Y= v =A]ofl tigh 242 A]'F%%}X] Akt
Herbes 5(2020)2 2187 EAFo] Q AS AM|ESIsIal, B, A n|= S A 27} AH|AFE2] @ 4 Q1A] X}o]
AskAT). AA T Al 7 7F AHAEE 5 T2 2o %Pz_l E?g— T AHE 5] 157 xAo] onE
|

fjru

AAEIA T, E5| T AB|AE2 ZET} ZAY -2 “2pA A Q1 2 st X3 mgolehs 2402 Q1z|shal
AT}, o]2|5F Axb= Scott@} Vigar-Ellis (2014)2} Steenis 5(2018)2] A1 Ao} ARG 71 0 & Uelytt} o]t 7+
2 U8 5ol f3alE 4 Qe A2 S B9t 2137 27 Q142 2heEk A= ATk AH|Rke] B Q1A
T2 7hsE ¢ Ae HE=7HE £ ok Aol

23 14| at Fojf ool 7fxl= FE

2 QAo X1gH7g Aol tigh 48|Ake] Q1o xfo] S FHkRH 2 E2 A Aol A i QlskA T
A= 2Ath(Magnier and Cri¢, 2015; Kang and Hwang, 2019; Yea and Lee, 2022; Kim an
Schoormans (2017)+= 1274 327F2] A|ZH4 9l @102 Q 4-0] X}o|= AH| 2] 2+ OJ

g BT} 53], A2 9 10| @ A7} UX|5HA] k2 w] 2 )14

3h HHE}/\ 2 EE5= 7o & Uepdr)

a7 g
& A= AYATE v 2 X7 2] AlA4A Qo) mhE Q1A A =7f AH|Rpe] FLojf o] of| n2]=
IS ASdt, 74 Q1A o] ;Ao A|ZHA| Q4vof| whE AH|R[S] FLuf| O] feof] of et 2HA TS

Visual elements of H1

eco-friendly Purchase intention
packaging
Unchanged vs Changed
H2, H3
Environmental
consciousness

Low vs High

Fig. 1. Research model.
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7Hd 1 (HI). X3 22 A4 945 %3“4'] tishy o] X127g A Tt ofAte]] 3AZQ s B A
ot}
7Hd 2 (H2). =2 873 14 @E(lugh environmental consciousness, HEC)S- 7 ]'X] EH%P Y2 =0 ot
A Exl(c T A A

7 2124 X = (low environmental consciousness, LEC)S 7}%] thshx

Ao
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HEOS m Sy 230l ofah 2187 T S B A, 187 2ol o 2

2 Ao B4 Qs tlole] FHE 5] AEXALS AAISHIt AR X1 o] g Q1 alat Jtay
ol g Foli= ARt e o) tigh /14, 22jar 27 Q14 S o= F/dH AES oIt Bt A
AN ARE el 2k eanict AREY 9l X2HF A AFE o|n| A& AATsATh AERARE M=t g ol
O 22023\ 5¢ 23U E 2023 6 1971A] 2F 97t 221 A EXAME 2135t 22k1 A Z Aol SE39t
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2} e =} ol o) =7} ' Skottt= A48 AL (Magnier and Crié, 2015; Yea and Lee, 2022)E Higro 2 iJi?ﬂ &Eol
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A3 T 248 RS9 om, BAZ}H Kol ghoke 9ol Hrhstel 2 4 Q=S sjolch. BAsH e
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Table 1. Product designs used in questionnaire.

- Package exterior
Suat eues Without eco-friendly visual cues With eco-friendly visual cues

Material

Verbal statement

Eco-label

Color

Tl O E= AR A A EE ] oA oA FAEE ARl A 2910 o/t H Al 8
= AgE Adat e =7} njefs) 50 = o]ojd Zhs/dolakal A oSt (Kang and Hwang, 2019). X1$H7 24 4
o] Ftoff o= & Fof =l A|Rke] X$HA Aol TSk Q14 HeE U HE mlelsl & 4~ s Aoltk XEH
T AFEo] thgk af] o) = of WE5to] KimT Lee (2023)2] A3 G5 vlgho 2 & 47 32 A5 2
SF2 58 H=(1 =475 oflth 3 = HFo|ch 5= uj¢ 2HchE SA5Ilch X 27 Q1A of oish 272
Table 22} 22t}

Table 2. Eco-friendly packaging purchase intention.

Variables Questions Source
When considering a purchase, do you consider whether the product uses eco-
friendly packaging?
Eco-friendly packaging purchase I'will purchase products that use eco-friendly packaging Kim and Lee (2023)
intention I have a high desire to purchase products with eco-friendly packaging
‘When I have two similar products, I always choose the environmentally
friendly product
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2+ 21 Alo]| thsl] SamdahlZ} Robertson (1989), Jang 51(2020), Yeom 5-(2022)2] A8l (115 B2 & 107) &%
ol thsl 5% H=(1 = 135] ohth, 3 = BEolt, 5= ulg Trh Z4sIIck 87 QAo ek A F-S Table 3
3} 2}
Table 3. Environmental consciousness questions.
Variables Questions Source
Environmental I often forget to separate waste at home” Yeom et al. (2022)
consciousness ‘When purchasing products, purchase brands that prioritize environmental and social

responsibility

I purchase locally produced agricultural products to reduce my carbon footprint
I carry a personal water bottle or tumbler rather than a disposable plastic cup
I believe that climate change is a serious problem that needs to be addressed

urgently

I believe that the problem caused by increased waste is a serious problem that needs

to be solved urgently

To reduce my carbon emissions, I walk, bike, use public transportation, or carpool Yeom et al. (2022),
rather than drive Samdahl and Robertson (1989)

I will support the government if it proposes policies that prioritize sustainability and Samdahl and Robertson (1989)
environmental preservation

Pay extra for products that use recyclable or eco-friendly packaging, even if they are Jang et al. (2020)

more expensive than regular products

1 try to reduce my meat intake because I care about environmental aspects

p -
Reverse scoring.

F9 B 0 2 = 7F 780 Al2)/4d& &R1617] S Cronbach’s alpha Al =42, 7Hd AS-& SISt &A=
A1 8|24 (ordinal logistic regression analysisy= AF-&5FI T}

Results and Discussion

o 24 ) A1 S NI Al 2
%8 Cronbach’s o A4S 531 ojefslgl o, X1%hy =

of] TSt A3H= Table 4
2]
o2 yeht AE2]9] JﬂEﬂ gREE= 02 et

st 7 A o
ol Zﬂ*lﬁh’iq Zk 7Nl A E] Fol 7ol 2] %=(0.837),
786 ok

kI o]/\l(

Table 4. Reliability of data check for key variables.

Variables No. of questions  Cronbach’s alpha coefficient (o) Mean Standard deviation
Sustainable packaging purchase intention 3 0.837 1.70 3.283
Environmental consciousness 10 0.786 4.83 5.967

1

2187 EA0) U] 74A) A2 2 4Sol] thigh 137 Q1A Tk 7ol o moflA] SRt @ Amtr) AjZkA @ 4o ]
of AR 1, Xk A ot taj| 2| kof ol 7| dsh= WA o= oF HH
T o _/'\_ qJ

Korean Journal of Agricultural Science 50(4) December 2023 703



Exploring consumer awareness and attitudes towards eco-friendly packaging among undergraduate students in Korea

Product comparison 1 Product comparison 3 Product comparison 2 Product comparison 4
Perception of eco-friendliness Perception of eco-friendliness Perception of eco-friendliness Perception of eco-friendliness
100 100 100 100 4
80 80 80 80
60 60 60
> > > >
2 c 2 2
G ] 3 §
] 3 El 3
z g g z
g 4 4 g
* a0 = a0 = a0 =
20 20 20
o 0 E
Product A Neither Product B Product A Neither Product B Product A Neither Product B Product A Neither Product B
Purchase intention Purchase intention Purchase intention Purchase intention
100 100 100 100
80 80 80 80
60 60 60 60
> > > >
2 e 2 2
% ] 7} 3
1 | 5 ]
z =3 g =3
] g i g
& & = &
40 a0 a0 40
20 20 20 204
0 o

o
Product A Neither Product B Product A Neither Product B Product A Neither Product B Product A Neither Product B

Fig. 2. Perception of eco-friendliness and purchase intention for each eco-friendly appearance
elements. Product comparison 1: Material; 2: Verbal message; 3: Eco-labels; 4: Color.

SHAELS 27 715 A1ZA] @ Ao tisiA = X3 @ A7) Bk El ARE B (R 84%, 1Z1HL 85%)S 80%

o]} Meysteitt. ol s TAolN 2A Z¥k A7k 247} An|RRSA B Mo 2 AN HTH A
Hojzr} 22 7|uh A7k 2 4ol A SRAT} @ anhc Aolslgirt. s Bl sl 51%9)
SR AHE BE B0l Sgalgon], 4ol SRS Afo] gle 0w SusIITh AHE BE Algs

4
s ho] oyt 418 o] -5 “H 87 L7} 17] 2 oleka skl Ato] §le-S Aeet Al “B7E A
o 4 918 s, “NAH 0 Aol 187(32%) 59 PR MBI 3, 18 £70) 39 Au|aSo
o o] AR Soletn s S o)/l S 21 10 40k g2l el 93 o
B AO Hebich e AR SR 10} 7 4E Aol 08 E Uepiston e

214 A o al

&= Zbol| AR HAVE Stk AS L 4 2 E]'(Table 5). —':Mdzji FZ| Li% RE pglo]
: of ‘3ol =2 A 2= it oheh Al 240 4
Hl 8.4 FollA diH o2 A4 Foldo] @A b=t ol Aol AlAlE X244 2

woll thet &Rl 7k B, ARg Held, 2] Aargh SollM SEAR QAo tha 7l
o= fehEnt oj2feh ks 2 A w3 dEolM AS AR S EARE S Al o]/l ¢

A5HA| & 2 ZobA"(50%), “ARg517] sl A1 (27%), “EAo] B EES| B o X (10%) SollA] S5 & 4
ch.
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Table 5. Analysis of variance for eco-friendly appearance elements.

Variables df Sum of squares Mean square f-value p-value
Material 1 3.148 3.1481 13.16 0.000456
Eco-labels 1 4979 4979 46.64 7.21e-10
Verbal message 1 9.943 9.943 5115 1.55e-10
Color 1 9.039 9.039 51.65 1.32e-10

d.f, degree of freedom.
215+ T ol4)

SEHAZE 20 AV 8 4 F oj' Q4o tisf o] M A “AS Hh=to) tiet A (FE-SH 518
A= Fig. 331 2Tk SR 100 3 73780] IS0 E AEEla, 2id 2 )
Aol 718k Al @ A, QISP E B0l X TS IA|S= AS & 4= Ut o= Scott®} Vigar-
Ellis (2014)2} Herbes 5:(2020)2] A2 7o} -F-AlsHCE

Which visual features make eco-friendly packaging feel eco-friendly?
80 -

73

70

60

Frequency
o w
o o

w
o

20 4

10
1

Brand Colour  Environmental claims Eco-label Material

Fig. 3. Consumers’ perception of eco-friendliness for visual features for eco-friendly packaging.

73 Q4] HEZAIA £33 57 PAE HE HolelS “2,-1,0,1,2"2 £} sheick. £x/5H B g BE
Bfste] SuAtutc 87 Q4] W45 Hofsigict Relel 87 94 W4 ErR KB AN L AL

St

o v = =

O 2 ARSI S XY= et AHEAF T F2 2 1A ol 465, =2 T Q1A F3ol] s4tgo] v
T %E}(Table 6; Fig. 4).

Korean Journal of Agricultural Science 50(4) December 2023 705



Exploring consumer awareness and attitudes towards eco-friendly packaging among undergraduate students in Korea

Table 6. Environmental consciousness statistics.
No. of variables Mean Median Standard deviation
100 483 5 17

Environmental Consciousness Level

cluster
L J LN N N NN N N N N NN NN NNNNNNNNNN]J [ ] L] Low EC
-16 14 7654321012 3 456 7 8 9 1011 1213 14 1516 17 19
® HighEC
-10 0 10 20
EC score

Fig. 4. Clustering respondents’ EC (environmental consciousness) level.

H1 7P2R] X18H 3o Alzh4| @47} X187 240] 7l ool 37 2%] ks Hol=] 4535t7] flsh

A 2 A1 8] 24 (ordinal logistic regression analysis)= {18513 oM, S&H Lol o] ) SHH @4 7HA

7 Q1A])e] TS BT B4 At Al color) W4 Algte] 242171293002 71 A3, thgomt
2127 E L (verbal message) 2.764, 2120} (eco-labels) 2.290, A2 (material) 1.518 <O 2 5= Fo] gho 2 ZA ]
At AlpEo] FH kol gt pZhS =% 0,001 2T 2tol B4 2 0 2 Golat 7] © 2 LEFTH(Table 7). 22F51HH,
237 TApo) A7 247} 187 Zako] of o] wof 3Rl Gao] Qi 202 Wi Ach mekA HIL 7]
7he] 7] 92oket

Table 7. Regression results for purchase intention-Perceived eco-friendliness (EC) per visual cue.
Perceived EC Coefficient Standard error z P>

Material 1.5176 0.466 3.259 0.001
Eco-labels 2.2900 0.575 3.658 <0.001

Verbal message 2.7636 0.494 5.590 <0.001

Color 2.9300 0.500 5.865 <0.001

Log-likelihood: -98.923; AIC (Akaike information criterion): 205.8.

H2, H39] 7H91 817 914 7 sm|apel 27 7| 208173 B 8 40k 23] o3 W m Qo] g 7
of )7} 2}o)7} QA] TR 9ol A ZAEAEA o H A E A5 o] w2 7o o] o] 2ol 2 Bl
CH(Table 8; Fig. 5-8).
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Fig. 5. Probability of purchase intention per perception of eco-friendliness of a product; Material.
Negative Pl represents purchase intention for products without eco-friendly cues, neutral PI
represents no preference of purchase intention, positive Pl represents purchase intention for
products with eco-friendly cues. LEC, low environmental consciousness; HEC, high environmental

consciousness.
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Fig. 6. Probability of purchase intention per perception of eco-friendliness of a product; Verbal
statement. Negative Pl represents purchase intention for products without eco-friendly cues, neutral
Pl represents no preference of purchase intention, positive Pl represents purchase intention for
products with eco-friendly cues. LEC, low environmental consciousness; HEC, high environmental

consciousness.
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Fig. 7. Probability of purchase intention per perception of eco-friendliness of a product; Eco-
label. Negative PI represents purchase intention for products without eco-friendly cues, neutral
PI represents no preference of purchase intention, positive Pl represents purchase intention for
products with eco-friendly cues. LEC, low environmental consciousness; HEC, high environmental

consciousness.
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Fig. 8. Probability of purchase intention per perception of eco-friendliness of a product; Color.
Negative Pl represents purchase intention for products without eco-friendly cues, neutral PI
represents no preference of purchase intention, positive Pl represents purchase intention for
products with eco-friendly cues. LEC, low environmental consciousness; HEC, high environmental
consciousness.

Table 8. Probability of purchase intention per perception of eco-friendliness of a product.

Eco-friendly packaging visual cues Preference for visual cue Probability of purchase intention
Low EC High EC

Material No presence of visual cue 0912 0.782
No preference 0.225 0.360
Presence of visual cue 0.282 0.533
Eco-label No presence of visual cue 0.827 0.190
No preference 0.783 0.730
Presence of visual cue 0.576 0.883
Verbal message No presence of visual cue 0.821 0493
No preference 0.696 0.651
Presence of visual cue 0.580 0.867
Color No presence of visual cue 0.639 0.571
No preference 0.852 0.853
Presence of visual cue 0.552 0.622

EC, environmental consciousness.

d
Ao & Folgh AIF HT = o] ato]= WAL gteh 2 A E TAfollAf = =2 14
o] ool g2 053322 FH A0 AU &9 o) = e R E0AL, AASHA THA
Zko] ko] Frufjel & gHEo] 0.883 2.2 T2 ool & SEH T EA| eI THFig.
5 and 7). ©|213F B IR}t Aol = fARsHA UreRst=t, M EolA o] o= S
0.867, Aol A1) o] FLujo) = SHE-2- 06222 FH A 0| 2] Ful o) FE R T &2 TS EATh(Fig. 6
and 8). 2OF5IH, 352 2173 Q14 LS 7HR1 thfehd Bl Rk 318 7ol 7]kt 24 2 At 50 7R

WA T QaehJUglol WHA Y QAS QAFTH 7o) o] w3 AHY TY 247} Yk HFol

H29t Ftslo] 52 873 Q1A S 71 cifehy AulAke 270l 7]Rbsh W8k A @ Aol F1ol 7]kt
7 T

o
N

olo

il

3] 2% G 3173 Q14) HES 71 thebi 2ulAHs 2 87 14 RS 7] ety Aulxbact 2
of 7|uke 137 T 8 4ol B 2 e WA S R0 eRdth MR T0) 49 e 37 AN s
5 A AH|

Korean Journal of Agricultural Science 50(4) December 2023 708



Exploring consumer awareness and attitudes towards eco-friendly packaging among undergraduate students in Korea

i

& 2] tisl] e 247 ZRE Itk Ae AAISIE B9 AE ol oM e w2 B A H e

c

3l 222))7] B &3] S7Fstal }1loH, o] & i
2% TA 7148 Jidbelal Qlom, HE

T

F21}99] ojnfe} 4|ERIA|0] A3l 9 7|ef mAe| 27} Q)
o th=E| 7 Qe 7195 chere
7 A2 ST 2 B 71F 2 ANSHE el Hojght), 2}
37} Al o) a2l AR A 2187 Aol tigh Bhalo] 1251 gk 1
2L}, 2187 ko] FAse oo WaE| 1 glon), 187 wAo| 7o o) 9} o o} 7u) 85714 ofof
A =20l Tjgt A= 371] ShArE| ) 23 Alolh ek mAe] BAIEHE el aulAle] 187 w4 o)
9147} 70 o] Eof ]3| &7} 40| B o Aol
34 EH”OE 287 mAe) U] 71 AlZHY @ 4o} 7ol o)A}, 3 914 52 BAjelg)
) 713 @49} 7 o) ole] a4, el 87 QL4 A} 18 4] ol
ol oj3 5 52 A 4ujx1] 87 €l4]2) o]} Aol ket A2k @ bel 330 )
200 Aol A ogouvl olal) 7 72, B Qlzuk a0} e 2o 7|ukat A7}
Zof ofat A|7}2] 2 4ol s 137 @14] B o) <AL ZARSHICH
c}%ﬁ 2oy R, A2 4k 3187 Bl gk SEASe] 91 jo) 39 M9l Az}
817 Aol jgh Q471 Q1A A 187 E7 AEo] o) o) w7} Zokskich Tk 218
74 @ avlt} Az 2] o]} Y5, 53] Aol el 07 Tael ol Haia 1E7 ALe) AE
Tojo] = 2 Al ekgkths Holch, o) Aol chal A M 9] “AHE B o) gt SRS o 74

OO

-‘\‘ f”l° r_

O
Jﬁlig

)E

=
FIF _L

T2l 202 FTHE SRR, STAS] 87 A4 ko) o) woi] n] x| ool 4] Qrek ol
3473 Q14]0] 2folol ufel a2 Q) 2187 Lol mHE Pof o ol 2ol } AT, T Q14jo] e ufet
2 3G} 1Ho] 3 g K47 Stk AE0) o) 82 Aol nlulseick. 53] A2, Aol s =
Lo 373 QAT 2 87 Aol TiEt folnlet atol 2 £ 4 ittt

3 9170) AAVEE heat 2k 3, 287 o) olghe 2ulako] Tl o) ol FH AR WakE A 4
olon] mreb 79l A8 g AEOR ARl e 2ulxte] FHA) Pl HIHE Yo & 4 olek
= Aolck. thel, 2 Aol e 42k AEC) BE A Eo] g o) FAlo R ols) 2187 AL A
ol 27511 7of o= Whgoll AR Q) e Melstol P WA T A ol JE] B Zwo] T2
1 27} 9lck w3 13 TPl E B7eka A Eo] MY 4 grks £1 9 Weo| Wa g o Brket
S, S ThE 2ol ] WAl R4 AN A o] wlEo] 28 TS msl] I3k A
HHR) AP EE-S AAIE Bk 9l on] AAE We Il B 8 47 BEShIA kel APy ol glel T
187 T 247} WYElolol B Zo|tk, TSt 2 SHAES F2 /ARl AZPH 2tk 2A J4
Q) @ o] Tt Al=l7h Erhe W Tefsto] WA A vl tiet B8-2 Ao 2 N2% 4 Y
o171 mhts}L, o] o SAlol QlEmhaol chat AulAbE o) A2l B2 w2 A|4siol & Wa st glrks ol
}

i e
re

= o] 7H] SHellA A 1A AL ik A, BT e 0. 2 QS| iRl & Ate] A
LRetshe o SHAI7F Rl % X*%‘jd% 2HTo = 3t & A7t da s Zloloh E4, 27 2o
245 FEsto] AlEZ olmA =R Bojal 7] wigell SEAREe] Al sl AlEe A4 Eal A&l 35t

Korean Journal of Agricultural Science 50(4) December 2023 709



Exploring consumer awareness and attitudes towards eco-friendly packaging among undergraduate students in Korea
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