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Opportunities for a New Venture in

Environmentally Friendly Business in Thailand.

Waste is a big problem for many countries, as well as Thailand. This study explores
opportunities to create successful environmentally friendly (EF) businesses, under the rule of
circular economy model, - specifically beverages takeaway drinks cups. The main
stakeholders of the two selected ideas (reusable cups (RUC) and biodegradable cups (BOC))
are customers and shop owners. The data were conducted using interviews to gain more
insights into shop owners’ opinions. Questionnaires used in this project aim to comprehend
consumers’ behaviours and attitudes towards takeaway bevarages regarding to EF. It has been
shown following the interviews with the shop owners that, BI1 has fastinated shop owners,
while it does not gain the same level interest with other respondents. However, since the
requirement (e.g., government, financial support) of BOC are difficult to access, RUC seem to

be more realistic idea for further consideration.
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Chapter 1

Introduction

1.1) Background

Nowadays, more people tend to concern about environmental issues as almost all products
and services, which we have normal used, are likely to cause the negative impact on
environment. Due to increase of new businesses and advance in technologies, a great deal of
environment and resources have been damaged rapidly. “Growth has been so intense and

enormous, but people forgot about the environment” (Seznec cited in Alderman, 2010).

New York Times reported that Dubai is now facing environmental problems as the region is
about to run out of resources (Alderman, 2010). Similar to China, the environmental crisis has
also reported as there are few cities that meet ‘World Health Organization clean air
criteria’ (Mckinsey. 2013). From the case studies of Dubai and China, this leads to a
considerable increase of environmental consciousness among many countries in order to
utilise their natural resources and encourage their people to use those resources efficiently.
Nevertheless, in Thailand, only the minority of people concern about this issue. About 15.1
million tonnes of waste was reported in 2009 and less than 30% of those wastes had been sent

to recycling centre (Gheewala, 2014).

Human should address this environmental problem seriously before it is too late to solve it.
"You waste it when you throw it in the landfill" (Krebs cited in Sealey, 2013). It was
suggested that, recycling business could be one of effective solution for saving and sustaining
resources despite of the fact that it could be really complicated and expensive; however, it
would be definitely worth for world in the future (Sealey, 2013). Therefore, this study aims to
explore on recycling business. Then for further consideration, it will emphasis on the area of

takeaway drink cups packaging.

1.2) Research objectives of this study

This paper is trying to identify, how can a new environmentally friendly (EF) business in
Thailand be created. By exploring an EF business related to takeaway drink cups in the

country and identify, which of those ideas (see section, 1.3) might possible launch
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successfully. In order to achieve the objective, Thai consumer behaviour as well as their

attitude and knowledge towards green issue will be investigated.

1.3) New businesses idea explanation: Environmentally friendly (EF) takeaway
drinks cups.

This study will present two business ideas which are reusable and biodegradable takeaway

drinks cups, these methods aim to save and utilise environment wisely. Both of them have

been implemented under the rule of circular economy model, as was suggested that packaging

manufacturers should concern about their systems and wastes (Ellenmacarthurfoundation,

2013).

- 1.3.1) The brief explanation of business idea 1: Reusable Cups (RUC)

Figure 1.1 : The RUC, customers process

This successful business needs to require the cooperation between customers and beverages
shops as customers need to buy RUC from distributors. By implementing this conceptual
business idea into practice, beverages shops, that are participated in the project, was suggested

to offer some promotions for those customers who bring the signed cups to the shop. To
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illustrate, if the customer buy the first beverage with the RUC, they will receive another drink
for free. At the same time, beverage shops could also reduce their packaging expenditure.
Consequently, in this case, win-win situations could be proven. From the figure 1.1, it
demonstrated that both customers and beverage shops can save the environment together in

several ways.

Moreover, from the figure 1.2 below, owing to fewer cups being made and sent to landfill, less
resources and energy will be exploited. With this fewer throw away cups, it can help not only

to reduce the incremental waste but also to decrease the significant amount of Co2 emission.

Fewer cups being made and fewer cups being sent to landhll.
)

Figure 1.2: By using RUC will help to reduce waste.

- 1.3.2) The brief explanation of business idea 2: Biodegradable cups (BOC)

BOC is made from renewable or sustainable resources which can be converted into fertiliser
at the end of its life-cycle. This can be explained in figure 1.3 and figure 1.4. On an account of
biodegradability, customers and beverages shops could also help to reduce waste, which are
expected to send to landfill as well as the Co2 emission. Nevertheless, due to its higher

production cost, this BOC will be more expensive.



Using sustainable materials Biodegradable cups

Cups are degraded

and decomposed in a natural way

Figure 1.3: The process of BOC.

Change from waste to fertilizer.

Figure 1.4: BOC will be composted into fertilizer at the end of its life.

14) Waste and beverages packaging reports

There are evidences which show that large amount of wastes are generated from packaging,
thus it has become the focus area of this study. From figure 1.5 below, packaging is accounted
for a half China’s waste volume, and only 30% is recycled (Zhongguo Huanjing Fazhan
Baogao, 2013). Similar to US and UK, more than 40% and 70% of total wastes came from
packaging respectively, while less than 10% of those packaging waste in US has been
recycled (Epa.gov., 2014 and Waste Connect, 2012).
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Figure 1.5: Total plastic wastes in China (Zhongguo Huanjing Fazhan Baogao, 2013),
US (Epa.gov., 2014) and UK (Waste Connect, 2012).
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Figure 1.6: Total of waste in Thailand (Mungcharoen, 2008).

Moving on to those packaging waste in Thailand, according to Euromonitor report (2014),
there was an increase in number of volume in producing packaging in Asia pacific and
Thailand every year (Appendix 1.1). Figure 1.6, has shown that paper and plastic, which
seems to be the most common material for making packaging, are accounts for the biggest
amount of wastes in Thailand (Mungcharoen, 2008). Furthermore, Unilever reported that
about 30% of total waste in Thailand came from packaging industry (Unilever, 2014), besides
the top three largest amount of wastes, which was collected from the oceans in 2011 was

come from packaging as well (Appendix 1.2).



1.5) Structure of the research

The study has been divided into 6 chapters, as shown in figure 1.7 below.

Chapter 1

Introduction

F

Chapter 2
Literature
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Chapter 3
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Chapter 4
Findings

& =

Chapter 5

Discussion

F

Chapter 6

Conclusion

Figure 1.7 : Structure of the research



Chapter 2

Literature Review

Major academic databases were search using keywords such as ‘green’, ‘environmentally
friendly’, ‘Thailand’. Only a few relevant articles were found (full datas of the searches are in
appendix 2.1. In the first section, the research indicates how the CEM could create the new
business successfully. Since the packaging is the vital key of this study, a better understanding
of green product and EF packaging would be explained. Then, in the last two sections, the
researcher has specifically focused on the finding of new opportunities in Thailand, where the
business is expected to operate and how to create a new venture by using “opportunity

business model”.

\\.l‘ s

EUER IR

Figure 2.1: The structure of Literature Review



2.1) Circular Economy Model (CEM)

- 2.1.1) Linear model or one-way production

In a globalised world, linear model or one-way production has been applied in industrial
sectors for more than a century. Linear model enables people to exploit natural resources
without an effective management. As a result, it could be considered as a threat for the future.
The more the rate of population has increased rapidly, the greater the erosion of national
resources will be. This resulted in the higher cost of material. Moreover, some natural
resources are expected to reach its limitation under the linear model
(Ellenmacarthurfoundation, 2013). Due to the risks of doing businesses, “the world need a
new way of doing businesses” (Polman cited in Ellenmacarthurfoundation, 2013) ,which is

CEM as presented in figure 2.2.
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Figure 2.2: Interactive system diagram

(Ellenmacarthurfoundation, 2013).

According to the environmental risk such as flooding, the companies should aware on those
negative impacts toward their operational businesses. For instance, in 2011, there was a
flooding crisis in Thailand, this disaster caused the severe impact not only on its nearby

regions, but also far-away districts. Consequently, this incidence damaged the whole



computer industry. In order to mitigate those risks, the proactive planning is necessary

(Ellenmacarthurfoundation, 2013).

- 2.1.2) The reasons that CEM is important.

According to CEM, while most people perceived waste as a waste, Ellen Macarthur
Foundation (2013) see “waste is food” (P.26). Some managers have focused on the reduction
of waste at the end of lifecycle productivity; whereas, this model indicated that there are

several valuable resources and energy that have been wasted during each activities.

The waste of energy and resources could also be useful. In other words, there are various
invisible advantages which could be presented and created while the production are still
operating. Instead of wasting the energy and resources as what the linear model explained, the
organizations could gain profits from their wastes before sending to landfill.

(Ellenmacarthurfoundation, 2013)

Table 2.1: The benefits of using CEM

Unit Benefits

Business owner |Business owner could gain a lot of profits through circular model. For instance,
although there are a dramatic increase in price of natural resources, the
shareholders do not affect from the sensitivity of those prices as they have]

sufficient owned the national resources (Ellenmacarthurfoundation, 2013)
Besides, the CEM has also brought a great benefits to the firms whether it is in the)

same or across industrial sectors. For example, carbon dioxide (Co2), which was
generated from planting sugar crane, has advantages not only in agricultural sector
but also in refrigerator industry (Agas, 2014). Moreover, the company tends to
have strong relationship with its stakeholders, both customers and its suppliers. To
demonstrate, due to better services, which allow the products to be returned o
repaired. It could enhance a good relationship with customers

(Ellenmacarthurfoundation, 2013).
Customer The price of products would be lower as there is a wide selection of products in thej

market. Furthermore, if farmers use wastes generated from food instead of using
chemical fertiliser, consumer would less affect from toxin. It is possible that crops|
would also contain more nutrient, which are better for consumers’ health.
Consequently, it would create a better living as few wastes would be left in|

landfills. (Ellenmacarthurfoundation, 2013).




Unit Benefits
Country There would be an increase of employment for those people who have a unique]
skill. An effective waste management leads to an improvement of landscape,
which would attract more tourists, resulting in both increase of tax income and
gross domestic product (GDP) in the countries (Ellenmacarthurfoundation, 2013).
- 2.1.3) Applying packaging industry with CEM.

“The large amount of waste are being produce from packaging, especially at the consumption

stage” (figure 2.3) (Ellenmacarthurfoundation, P.40,2013).

FIGURE 7 In packaging, waste occurs mainly at the end of life — Plastic bottle example

Focus of deep dive

Material waste
Per cent of total production

Manufacturing a

1
Retail o

1 Assuming the retail beverage food waste is 60% of the overall food waste
2 This includes all packaging at end of life that will then either be recycled, incinerated or landfilled

SOURCE: FAD "Global Food Losses and Food Waste - Extent, causes and prevention” Rome 201,
Ellen MacArthur Foundation circular economy team

Figure 2.3 : Material waste from packaging

(Ellenmacarthurfoundation, 2013).

Packaging plays a significant role in not only protecting goods or food inside but also

presenting brand image. Thus, approximately 10% to 25% of the total expenditure of

production ¢

ame from packaging (See 1.4) Wastes and Beverages Packaging Reports).
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In consequence, recycling has become more important. However, there are the minority of
manufactures who concern about this issue. In US, about 50% of the total waste is remained

in landfill (Ellenmacarthurfoundation, 2013).

Based on the CEM, reusable method can be viewed as an effective way to preserve resources.
In UK, there is a successful beer manufacturer who has applied the reusable glasses instead of
the disposable packaging. As a result, this helps the company to reduce the cost of packaging
as the glasses can be reused up to 18 times. By applying the CEM to production of reusable
packaging, it can be defined that the usage of material will be unlimited during the period of
the time or will be longer in the circulation. Nevertheless, the disposable material should be
concerned when packages are not suitable for reusability since some products like tissue

paper are not appropriate for recycling (Ellenmacarthurfoundation, 2013).

In conclusion, CEM requires a proper management when materials are employed. It is also
needs the collaboration from both government and consumers who are able to understand the
situations globally. Also, suitable for any businesses that aims to find more profitable and
ready to adapt at all time for surviving in this fast moving world, where everything is not

stable (Ellenmacarthurfoundation, 2013).

2.2.)  Green product

Businesses which are operated under the rule of CEM tend to be more sustainable. Since, the
model has suggested that business owners should environmentally concern when operating
businesses. Thus, it is necessary to understand the consumers, whom are likely to consume

these green products as well.

- 2.2.1) Green consumer behavior

There are an increase in number of people who have changed their attitude to be more
positive on green products. As previously mentioned, it can be seen that there is an
opportunity for business owners to promote themselves as green or EF business (Min and
Galle, 1997). Although food package can be viewed as a low-involvement product, customers
would be more likely to perceive it as a high-involvement when the goods are EF (Chan 2000,

2001 cited in Thogersen et al, 2012).
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There are various factors which impact on consumer behaviour toward green products such as
price , convenience and brand (Min and Galle, 1997). However, Rokka et al. (2008) stated
that “one-third of consumers, favoured environmentally labelled packaging as the most

important criteria in their choice” (P.516).

The factors which have impacted on purchasing behavior towards green product.

There were evidence which reported that people have positive attitude towards green product
(figure 2.4 below). For example, 312 out of 400 Midwestern respondents have said that they
like green product (Min and Galle, 1997). However, it is difficult to find an alternative energy
or experts who are able to deal with waste management or recycling system. Thus, EF
products seem to be more expensive than non-green products. In consequence, despite having
positive attitude towards green products, buying behavior are still lower than expectation

(Wicker et al. cited in Rokka et al., 2008).

Price is one of the major problems which could discontinue consumers decision
making on buying green products (Rokka and Uusitalo, 2008: Min and Galle, 1997:
Thogersen and Jorgensen and Sandager, 2012). However, not only have customers been
affected by this factor, price, but also its business owner since being green business is
“expensive to innitiate”’(Min and Galle, 1997, P.15). However, few people would not buy
green product even they are interested in them. For instance, younger people, who likely to
have less experience, limited budget, and too young to realize about this issue, barely buy
green products (Thogersen et al., 2012). In contrast, there are a number of researches which
reported that professionals especially women who have high education and income are likely
to concern more on environmental issues than other segments (Florenthal and Arling, 2011:

Rokka and Uusitalo, 2008: Euromonitor, 2011).

Knowledge could also viewed as one of the factor which have a great influence on
purchasing of green products. Since each products do not show if they are less or more
environmental friendly (Rokka and Uusitalo, 2008), it is difficult for customer to classify the
differences between general and environmental friendly products as it is not prominent. (Min
and Galle, 1997) There are surveys which reported that approximately 65 percent of the
respondent does not know which is green packaging (Min and Galle, 1997). In this case,

M&S has shown its responsibility by coordinating with the UK government in order to

12



demonstrate clear labels, such as recycling information and sustainable raw materials, on its

food packaging (M&S report, 2008).

Social norm is another factor which has an influence on individual purchasing
decision. It was said that consumers are likely to adapt their behaviours to be like others or
people whom they are surrounded by (Rokka et al., 2008). On the other hand, “the
environmental issues to the consumer are not likely to ‘spill over’ into other environmental
relevant behaviour domains”. For example, people who care about energy saving might be not
concerned about recycling (Thogercen and Olander cited in Rokka et al., 2008). If the
knowledge about environmental issues are not spill over, then, business should be advertised
as an EF in order to attract more potential customer. For instance, since the characteristic of
organic consumer can be viewed as the part of EF behavior. Therefore, in order to increase the
sale volume and raise the environmental awareness, organic food shops should promote

themselves more as an EF concerned business (Bartels, 2011).

The perceived consumer effectiveness (PCE) is another factor which has an impact
on consumer behaviour. Since there are a lot of different environmentally issues, hence
different people would care about the contexts which they are related to or it has linked to
their lives. Thus, the responsibility towards environment in each persons are different. Few
people would tend to buy green product, even they have a positive attitude towards those
product as they might think that they could not effect on environmentally changes (Rokka et
al., 2008).

- 2.2.2) Market Opportunities for green product

Packaging is a low-involvement product which can be made up-to high involvement if it
advertise as a EF product (Thogersen et al., 2012).In addition, there are increasing in a
number of people whom concern about environmental issues, thus by being a sustainable
business could be another opportunity for the firm to build their brand image and gain more

potential customers, as well as creating competitive advantages for the firm (Florenthal and

Arling, 2011; Rokka and Uusitalo, 2008; Min and Galle, 1997).
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2.3) Environmentally friendly packaging
- 2.3.1) Why do we need EF food packaging.

For food packaging industry, there are some arguments which stated that recycle might not be
the best way to reduce waste and save the environment. “If it takes more of the earth’s
resources to recycle old materials or re-use an item than to make, use and dispose of it from
new materials, then it is environmentally better to use new materials” (Jones, 1996, P.3). It
caused time consuming, due to complicated process and a lot of energy which will be use for
reproducing new materials. Moreover, more resources will be exploited during the recycling

productivity, maybe more than making a new product (Jones, 1996).

Nevertheless, even though materials have been recycled, the waste still exists since people
will generate more waste as they thought it can be recycled (Kingfisher, No date).
Furthermore, THB 650 million (GBP 12.3 million) per year, are estimated to save from
transportion cost, by reducing the number of plastic using in Thailand (Bangkok.go, 2009).
Based on CEM, it also stated that recycle is expensive. However, as it was mentioned earlier,
the price of raw materials will be higher and harder to access when there are few of them. If
business owners only think about producing a new product, then the high cost of resources
problem would present. Therefore it is still worth in exploring on these 3 factors. Those are

reduction, reuse and recycle before it is too late (Ellenmacarthurfoundation, 2013).

- 2.3.2) Energy, which will be exploited by producing RUC and Disposable Cups

Material
Specific Embodied
Cup Mass  Energy Energy

Cup type g/cup MJ/kg MJ/cup
Ceramic 292 48 14
Plastic 59 107 6.3
Glass 199 28 55
Paper 8.3 66 0.55
Foam 1.9 104 0.20

Table 2.2: “Compared three types of reusable drinking cups (ceramic, glass and reusable

plastic) to two types of disposable cups (paper and polystyrene foam)” (Hocking, No date).
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The explanation of table 2.2: Looking across each row indicates the mass (g), material
specific energy (MJ/kg) and the embodied energy (MJ/cup) (energy stored in one cup of that
material) of a cup made using the material indicated on far left column respectively. Specific

energy is the energy stored in one kg of the material in question (Hocking, No date).

Disposable Cup

Reusable Cup Paper Foam

Ceramic 39 1006
Plastic 17 450
Glass 15 393

Table 2.3: “Break-even matrix: each number shows the uses necessary
before the reusable cup listed on the left, becomes equally energy efficient

to the disposable cup listed on the top” (Hocking, No date).

It can be seen that the embodied energy will be more exploited for making those RUC than
disposable (table 2.2). In consequence, table 2.3 shows the number of cups used so that the
indicated reusable cup would be worth its value for paper and foam cups respectively. For
example: Using 39 paper cups is equivalent in energy level to using a ceramic cups 39 times.
In this case, it means that the latter should be used more than 39 times to be worth its value

(Hocking, 1994).

- 2.3.3) Food packaging innovation is needed

The environment is affected not only by packaging productivities but also the primary system
such as the cost of transportation and food waste (Jones, 1996). Therefore, packaging can play
a major part for saving an environment. Size and packaging material quality also matter

(Euromonitor, 2012: Min and Galle, 1997: Euromonitor, 2013, Thangsupanich, 1995).

Material quality: The main purpose of food packaging is to protect the food inside.
Moreover, the transportation expenditure will cost less if food does not damage during
transportation (Marsh and Bugusu, 2007; Williams et al., 2012). Besides, when the design of
packaging is good enough to serve customer’s requirement, the advantages of well design are

not only seen for both customer and environment, but also seen for manufacturer. Due to the
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fact that, convenience of using package can enhance more customers to buy those products

(Euromonitor, 2012: Thangsupanich, 1995).

24) Finding opportunities for new business in Thailand, regarding to EF.

- 2.4.1) The demand of the world’s packaging.

There are an increase of many emerging new enterprises. Consequently, it is necessary for
many products to be branded and packed. In 2012, the demand in the world’s food packaging
increased by 4% (Euromonitor, 2013). Asia is one of the most important regions for food
packaging, which accounted for 60% of total food packaging. Food packaging is mainly

manufactured in India and China (Euromonitor, 2013 and 2010).

- 2.4.2) Marketing information in general regarding to packaging industry, which
could have an impact on food packaging industry in the region.

This research aims to find opportunities, regarding to new eco-business, which will be located

in Thailand. Therefore by understanding Thai life-style and board factors, which could effect

on packaging sector, should be taken into account.

Attitude and act towards EF :

2012 Greendex Map of the World

Roll over a country to reveal its consumers’ Greendex

Greendex score, 2012

B551-600

B 50.1-550
451 -500
401-450
Not surveyed

Figure 2.4: BRIC countries top survey of green consumers (Jason, 2012)
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Figure 2.4 above show that people in BRIC countries, India China and Brazil, seem to have
the highest level of environmental concern (Euromonitor, 2010: Jason, 2012). Surprisingly,
developed countries, Sweden, Germany, Australia, Britain and American, are less concern on
environmental problems. The reason of why those European countries are less concern about
this issue is because, they “do a better job of protecting their environments and have fewer

environmental problems” (Jason, 2012).

Thai attitude and act towards EF

There is a report, which showed that the most people, who are willing to pay for green
product, mostly came from India and China (Euromonitor, 2010: Jason, 2012). In Thailand,
the trend of green marketing are growing fast as well. In 2010, 74% Thai customers reported

to be environmentally concern (Euromonitor, 2014).

Furthermore, there is a movement on environmental packaging in Thailand as Thai
government also concern about the environment, such evidence was shown in the campaign,
“No Bag, No Baht”. It aims to encourage Thai people to use their own bag and get 1 baht
discount in every 100 baht from their purchasing cost. In the other words, 1 baht per bag have

been paid from customers who want a bag (Lee, 2010).

2.5) Entrepreneurial learning and opportunity business models

“Most of what you hear about entrepreneurship is all wrong. It is not magic; it is not
mysterious; and it has nothing to do with genes. It is a discipline and, like any discipline, it
can be learned” (Drucker cited in Blundel and Lockett, 2011, p.10). In other words,
entrepreneurial can be learned through experience. Therefore, entrepreneurial skill could be

more creative and developed over time (Blundel and Lockett, 2011).
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Figure 2.5: Entrepreneurial learning (Blundel and Lockett, 2011, p.33)

Figure 2.5 has illustrated that, entrepreneurs could have more than one vision and their
learning are unlimited. Since each entrepreneur’s journey will continuously opened their
entrepreneurial mind and help them to understand themselves and to discover new venture.
According to Blundel and Lockett (2011), entrepreneurial thinking are generated from
individual “background, personal attributes, experiences, networks and personal values” (p.
33). Thus, this can be concluded as one of the reason why an entrepreneur could create many

different enterprises (Blundel and Lockett, 2011).

One of the hardest part of being an entrepreneur is to choose from various visions, whether
the idea is too fantasy or can be converted into real opportunities. However market or
customer seem to be the only one who decide which alternatives can be worked in reality.
Therefore, it was suggested that, clear idea is necessary to be understandable and
comprehensible not only for entrepreneur themselves but also for stakeholders (e.g. investors,

suppliers and customers) (Blundel and Lockett, 2011).

- 2.5.1) Opportunity Business Models (OBM)

Since, some ideas which generated from entrepreneur are distinct, opportunity business
models are suggested to be one of the tool for making entrepreneurial vision clearer. It can be

use to exploit an enterprise, including enhance the studying of venture creation. Nevertheless,
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this section will give a brief definition of all dimensions and drivers, as the model will be used

in exploring new enterprise in chapter 5, discussion (Blundel and Lockett, 2011).

There are 5 important dimensions. Those are included in OBM, which are “Proposition,
People, Place, Process, Profit”. In terms of Proposition, it is the clear value of an enterprise,
which is perceived by the client. According to Blundel and Lockett (2011), People are the
stakeholders who are participated in business activities. While, Place mean the area where
enterprise is located, including the identification of customer segments and competitors. And
Process is the structure, and technology that will be used. Lastly, the returns in any
perspectives, such as social and financial, could be all called Profit (Blundel and Lockett,

2011).

Moving on to the important 4 drivers, ‘Societal’ and ‘Commercial’ and ‘Legal’ and
‘Technological’ drivers, which are the uncontrollable factors that could have an impact on an
enterprise. Societal factor is associated with political, environmental and social context.
Meanwhile, economic and financial are implying in commercial factor. Legal factor has
involved with regulations and rules which legislated by government. Finally, the last factor is

technology, such as social network (Blundel and Lockett, 2011).

To sum up, while most people perceived waste as a waste, CEM see
“waste is food” (P.26). Since, the majority of waste generated from packaging,
thus reusable and biodegradable has been suggested to be the ways to help reduce
those waste (Ellenmacarthurfoundation, 2013). Moreover, there are an increase in
number of green consumers, thus by being an EF business can also interested
more customers who like green products as well (Min and Galle, 1997). However,
there were number of factors (e.g. price, brand) which could discontinued people

from purchasing on EF goods (Thogersen et al., 2012).
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Chapter 3

Research Methodology

The methodologies, which have been used to uncover the research question, how can a new
EF business in Thailand be created, have been provided in this chapter. The chapter presents
the way this research has been done, which is followed by the research ‘Onion’ in figure 3.1
below (Saunders et al., 2009). Then, it will be divided into five sections. Those are research
philosophies, research approaches, research strategies, research methods, and data collection

and data analysis.

Philosophies
Experiment
Approaches
Mono method PP
Cross-sectional
Strategies
Data Mixed Action
collection methods | research
and data .
analysis Choices
Grounded
Longitudinal theory
Time
horizons

Multi-method

Archival research

Techniques and
procedures

Figure 3.1: Research Onion (Saunders et al., 2012, p.02)
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3.1) Research philosophy: Pragmatic

It was said that, researchers who use this method tend to believe that none of viewpoints
could project the whole picture (Saunders et al., 2012). In other words, there are more than
one answers in reality, which are waiting to be found. Since, EF seems to be new issue for
Thai people (Euromornitor, 2012), both qualitative and quantitative data could be useful for
understanding a broader picture of this industry. Pragmatism is a mix method between,

qualitative and quantitative (Saunders et al., 2007).

This research philosophy has suggested researchers to find the fact and reality, rather than to
believe in what was been told (Tashakkori and Teddilie, 1998). For example, there were
number of reports which stated that, professional women, who have high education and
income, seems to be EF target group (Rokka and Uusitalo, 2008: Euromornitor, 2011:
Florenthal and Arling, 2011). Nevertheless, none of those papers were included Asia people in
their research. Since this study aims to find an opportunities in Thailand, the truth about this

area should be reconsidered.

3.2) Research approach: Inductive

The theories which are created from inductive research are likely to be more practical and
useful than those theories which interpreted by doing deductive research (Tenbrunsel et al.
cited in Gill et al., 2010). Before setting a direction of the new enterprise, observing from
existing businesses would allow researchers to understand a whole picture of the industry,
including competitors or industrial environment. Induction research suggested researchers to
start from observation, and try to explain of what they have found. Then constructed those
information into theories (Gill and Johnson, 2010). In contrast, deductive research involves in
the development of the existing theory (Collis and Hussey, 2003). EF business is in an early
stage in Thailand. Therefore, it was chosen to find the business model from other countries,
where these types of business have already been successful. By approaching this research, it
would allow researchers to create the phenomena in the way they valued (Gill and Johnson,

2010).

3.3) Research strategy: Exploratory and descriptive
- 3.3.1) Exploratory research

Exploratory research can be seen as travelers’ or explorers’ activities (Adams and

Schvaneveldt, 1991). At the first stage, recycle business has become one of the key words for
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this research. However, due to high cost and high technology for recycling, the focusing area
of this study has been changed. This strategy will allow researchers to be more flexible, thus
the direction of the study could be changed at all time (Saunders et al., 2009). To illustrate,
CEM suggested that reusable packaging can help to reduce waste better than recycle
(Ellenmacarthurfoundation, 2013). Hence, while recycling business seems to be difficult, the
opportunities for EF packaging has been found. For example, since there are lots of new

enterprises emerged within Thailand, thus more packaging is in needed (Euromonitor, 2012).

“If you travel on a theme, the theme has to develop with the travel. At the beginning your
interests can be broad and scattered. But then they must be more focus as the different stages
of a journey” (Naipal cited in Saunders et al., 2007, P.134). Even though reusable and
biodegradable packaging have appeared to be a focused area of this study instead of using
recycling method, the core objective of the research regarding EF business is still unchanged.
It does not mean that this kind of research will not be focused on its main question, but it
suggested the researcher to go broader at the beginning, then further process will be narrowed

down (Saunders et al., 2009).

- 3.3.2) Descriptive research

However, after the hypothesis has been found by the exploratory research, then the descriptive
will be more effective. When using descriptive research for exploratory study, it should be use
at the beginning of the study (Stebbins, 2001). Firstly, the respondents would be general asked
about their attitudes and behaviour. Then the questions will be more specific. As ideas of two
EF takeaway drinks cups businesses have provided at the end of the questionnaire and asked
whether the respondents are interested in them or not. Descriptive should be used when

researchers know the whole picture of the occurrence (Saunders et al., 2009).

Survey: There are several factors that lead each researchers to use different strategy for
conducting the research. Firstly, it will depends on what is the question and objective of the
study (Suander et al., 2009). And in term of this study, the main research question is how can
a new EF business in Thailand be created. Besides, time limit and the availability for
accessing resources and knowledges will be taken into account. Survey can be considered as
one of the most efficient way to collect large size of population (Suander et al., 2009). Since,
this research is being searched and conducted all its information out of the region where the
enterprise are expected to locate. It has also been gathered some of the marketing report by
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researching from secondary data, which can be found in the website and newspaper.
Moreover, since the time for gathering all the information are limited, this strategy seems to

be one of the most suitable way for this study.

It was said that this is one of the productive strategies which could help researcher to point
out the way in which direction of studies could be. It is frequently ask “used to answer who,
what, where, how much and how many questions” (Saunders et al., 2009, p.138). Hence it is

likely to use for exploratory and descriptive research (Saunders et al., 2009).

- 34) Research methods: Mixed method

In this study, there are two example groups of people whom are involved with the selected
businesses ideas, reusable and biodegradable takeaway drinks cups. Therefore, the
questionnaires has decided to understand consumers attitudes and behaviors of buying
takeaway beverages, regarding green issue. On the other hand, the interview aims to find a
deep inside information from beverages shop owners. The purpose of each study are
differences, thus different method will indicated in different key result (Saunders et al., 2012).
Due to the fact that, qualitative method can be flexible. It will allow the researchers who use
them creatively. However, some people said that interviewees could say something which is
not related to the study topic because of its flexibility (Silverman, 2000). Nevertheless, this

study will use both qualitative and quantitative research.

Quantitative data is the information which generating in form of number, which is
suitable for gaining large amount of whole population within limited time (Saunders et al.,
2009). The questions from quantitative researchers will be fixed and matured. Thus it would
be quicker than using qualitative method (Halfpenny, 1979). The questionnaires has given the
idea of new businesses then it was expected to count the number of respondents whom are
interested or not interested in those ideas. According to Saunder et al. (2009), the numerical

data will be provided by researchers who use quantitative research.

Qualitative research is associated with inductive approch, and it help the researcher
to create a new insights information which might be uncovered by quantitative research
(Saunders et al., 2009). This method has used in this study in order to support the quantitative
data. Since the real meaning of social life may be ignored by quantitative research (Filmer et

al. cited in Silverman, 2000). Thus, qualitative research has been used in the last question of
23



the questionnaire so as to give an opportunity for those respondents to give some
recommendations from their perspectives. Moreover, the study has been decided to conduct
the data from interviewees, who are beverage shop owner, as it expected to obtain a deeper

information from beverages industry insiders (Saunders et al., 2009).

3.5) Data collection: Questionnaire and interview
- 3.5.1) The sample

The questionnaire had been created by Google form and the data was collected from the UK
via the Web but all the respondents were based in Thailand, which are expected to be
customers and café owners were accessed via interviews. In order to break the language
barrier, all 25 questions were written in both English and Thai languages. There were several
colleagues, who helping to check all of those questions whether they were understandable or
not. Then, the final version was edited by Dr Stephen King, who is the supervisor of this
project. The questionnaire was sent out through social media, such as Facebook and Line
chat, to people who are related to the researcher. Thus the questionnaire was answered by 234
Thai people which is 100% response. Information was collected from 25th of July to 6th of
August 2014.

Designing the questionnaire (Appendix 3.1)

The brief purpose of this study has provided in the cover letter, first page. There are 25
questions in the questionnaire, which has been divided into 4 pages. The questions about
consumer behavior in buying takeaway drinks was asking in the second page. While third and
forth pages aims to conduct the mature of primary knowledge and attitudes of Thai people
towards EF issues. Lastly, the demographic information was asked, in order to find people,

who has a potential to be a target group of these businesses ideas.
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Table 3.1: Details of questionnaire questions

Variables Sample Items Types of Scales Relevant References

Buying Drinks Behavior - Please choose the group of - Dichotomous - Social norm could be one
people who most influence guestions of the factors which
your choice of take-away influences on green
drinks. choices (Rokka and

Uusitalo, 2008).

Knowledge about EF issue | - It takes a lot of energy to - Likert scale - Green packaging are not
produce a take-away drinks differences from non-EF
cups. packaging (Min and

Galle, 1997).

Attitude on EF - Lots of little changes in - Likert scale - Attitudes and behavior
behavior towards EF over are too low than it was
time would become a big expected (Rokka and
change. Uusitalo, 2008).

RUC - Do you interested in buying a | - Dichotomous - Reusable packaging can
RUC from Give me? guestions be one of the best way to

reduce waste and Co2
(EllenMacarthurFoundati
on, 2013).

BOC - The prices of BOC are higher | - Dichotomous - By converting
due to their biodegradability, guestions bicddegradable packaging
would you still be interested into fertilize, the profit
in buying the drink{? will be found for

manufacturers
themselves
{Euromonitor, 2014).

Demographic - Age - Multiple Choices - Professional women
scems to be EF

- Gender concemned (Florenthal

and Arling, 201 1: Rokka
and Uusitalo, 2008:
Thogersen et al., 2012).
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- 3.5.2) Interview

Table 3.2: Details of interviewees

No. of cup
Participa Date and Time of Year since | No. of No. of Averages Prices hod
nts o Interview e opening | branches | Staffs so:;ia:er per cup -
W. 28.7.2014 80-150 THB 80-150
. 3 . .
SOl Chalanuchpong | 14.00-14.20 PM. Nana Coffee 6 3 3-10 (GBP 1.5-2.8) Facebook Chat
Pacamara
29.7.2014 THB 45-95 .
2 . lertkul 0 9 4-6 00 e cal
SO C. Treelertku! 15.25-16.00 PM. and 1 2 (GBP 0.8-1.8) Line call
Zanabean
THB 30-75
i 3 300- ine ¢
3172014 Inthanin 7 320 7 300-400 (GBP 0.6-1.4) Line call
SO3  |C. Chuechoochat
14.30-15.05 PM. THB 3075
] / 2 - ine ¢
Coffee Boy 15 60 1-2 100 (GBP 0.6-1.4) Line call
382014 Body Shape ) THB 60-120
. ’ 5 ’ o 4
SO4 | P. Suebwonglee 10.40-11.10 PM. Cafe B 5 34 200-600 (GBP 1.1-2.3) Telephone call
L 482014 _ THB 50-80 o
SO5 | C.Janpipakchai 12.00-12.40 AM. IA cup a cake 5 1 5 100-200 (GBP 1-1.5) Telephone call
8.8.2014 THB 60-100
. S . 5 2 2.3 . -
SO6  |K. Kumpeerayos 11.00-11.30 AM. Milo 5 3 100-150 (GBP 1.1-1.9) Telephone call

By using interview method, interviewee and interviewer are interacted together through the
conversation (Glassner and Miller cited in Silverman, 2004). Six drinks shop owners
participated in this study, all of them have been contacted through the researcher’s
connections. Five are franchising and one of them is local cafe. All of them are selling
takeaway beverages. Due to the distance and financial resource, the one-to-one interview has
been done by Skype, Line calls (free telephone) and internet chatting. The average length of

conversation in each interview is 45 to 50 minutes.

Designing the interviews: Semi-structured

Both semi-structured and in-depth interview are non standardize which is relevant to
qualitative research (King cited in Saunders et al., 2007). Semi-structured can be associated in
an exploratory research, as it would help researcher to find out new insights informations and
the questions in this method which have been listed before (Saunders et al., 2009). Each
interviews has been categorized into 3 sectors. Firstly, the general information will be asked
about the cafe such as how many waiters and waitresses they have, how many takeaways
drinks cup selling was per day. Secondly, the questions will be about packaging which they,
currently, have been using. Thirdly, it will be about their attitudes and willingness in using EF
takeaway drinks cups. However, due to the different interviewees (in this case, size of the
cafe) some of the questions, will not be asked or the order of the questions could be change

during the conversation (Suander et al, 2007).
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Chapter 4

Findings

Both café owner and customer views on EF issue, which conducted from the interviews and
questionnaires will be discussed in this chapter. Also their attitudes towards RUC and BOC,

as well as consumers drinking habits.

4.1) Cafe owner views
- 4.1.1) Interviews: Findings (Appendix 4.1)

EF packaging has been interested by the majority of participants. All of the shop owners said
that, by advertising their shops as EF concerned could help to build their brand image. 5 of 6
participants agree that they can help to save the environment by using eco-packaging and half

of them are researching on to this issue (SO1, SO3, SO5, SO6).

Even though EF is favored, only two of them were experienced on using eco-cups in their
shop. However, due to its high cost, both of them have already changed back to non-EF
takeaway cups instead. One of the experienced participants, SOS5, said that she used to use
BOC, but when the cup are using, water seems to leak out. Including the fact that, it is hard to
find where to buy those EF cups in Thailand, said by SO4. From all these reasons, even the
attitudes of the participants towards green are high but their behavior are low (Wicker et al.,

cited in Rokka et al., 2008).

Price and perceive availability, seem to be the obstacle factors which could discontinue shop
owners on purchasing green products (Rokka et al., 2008). To demonstrate, SO2 said it is not
clear whether those cups are environmentally or non-EF, “at first sight, I can recognize the
different of Namthip (The name of a water brand in Thailand, see Appendix 4.2) from others”.
Because, the bottles are softer, then he can feel that less plastic are being used to produce
them. Moreover, by squeezing those bottle after using the size of the bottle will be smaller.

Hence, this strategy can make him believe that, there are less waste sending to landfill.
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Market trend is another factor that influence shop owners to buy their packaging, which mean
that business owner tend to follow social norm (Rokka et al., 2008). SO5 mentioned that she
will choose to buy the normal cup from the same manufacturer as the majority or big brands

are using. Because, it is mean that those manufactures are reliable.

Packaging material is also matter (Min and Galle, 1997), as said by SO3 that “my consumers
complaint that they feel better when ice coffee are being served in plastic or transparent cups,
and paper cups seems to make hot drinks looks more delicious”. Thus, nowadays, both plastic

and paper cups are being used in his shop.

- 4.1.2) RUC versus BOC from shop owners’ aspects

When the questions was asked about their opinion on two businesses. From the table 4.1, it

can be seen that RUC is more popular among those café owners than BOC.

Table 4.1: Comparing the level of favor from the interviewees

Participants RUC BOC
SO1 +2 -2
SO2 +1 +2
SO3 +2 +1
S04 +1 +1
SO5 +1 +1
SO6 42 +1
Total 9 4

+2 referring to “definitely interested”
+1 referring to “interested”
0 referring to “neither interested or not interested”
-1 referring to “not interested”
-2 referring to “definitely not interested”
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Reusable cups (RUC)

From the transcript of SO2 is more likely to participate if the target customers of those
members in the campaign are middle to high class, since these segments of customers are able
to raise brand image of the coffee shop. On the other words, the campaign should help to
attract new customers rather than the old one. Another point to consider is that, the clear
benefits of what was the shop would gain should be seen at the first stage right after the shops
or customers are agree to participate with the project, said by SOS5. For instance, the campaign

will be more attractive if the money from selling each cup will also be generated for the shop.

The participants would like to know the kinds of promotion that they have to offer, in order to
attract customers (SO2 and SOS5). To demonstrate, the averages price of cups packaging are 2
to 5 THB (GBP 0.09), hence the shops are willing to offer promotion which have the equal
price as their packaging cost. In this case, comparing with the difficulty in maintaining their
own cup. Thus, SO2 mentioned if only less than 5% discount from THB 95 (GBP 1.8), it

might not be appealed enough for those customers to buy drink.

Moreover, SO2 has stated that, the logo on takeaway cups can help to raise the brand
awareness. Therefore, “by using the RUC, how can others know that the coffee inside came
from my shop”. Taking Starbuck as an example, it is expensive to buy Starbuck’s coffee
compare to local’s shop in Thailand. Thus, customers tended to buy Starbuck’s cups because

of its brand, as they believe that it could show their ability of consuming costly beverages.

Biodegradable Cups (BOC)

Due to the fact that, BOC are more expensive than non-environmentally cups, thus those
expensive cups will cause the price of the beverages to be more expensive as well. Most of
the participants, still interesting to buy even the cost of those green cups packaging are
expensive, but not higher than 10 to 20 percent compare to the normal price, which is THB
2-5, (GBP 0.047-0.094) of the cups which majority shops have been using nowadays. SO3,
one of the participants who likes this idea said, if the price of the coffee are higher by using
green packaging, he might separate those expensive drinks into new categories and call them
“Premium” beverages. And the most important factor is that, customers will not have to
change their behavior unlike the first idea. However, SO1 believes that, it is not worth using

those BOC. Because, by using them the resources and energy still be exploited.
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4.2) Customer views - Drinking habits and green attitudes

- 4.2.1) Quantitative data

Beverage Types
200
150
100
50
0
Others Soft Drink Bubble Tea Fruit Juice Coffee or Tea

Figure 4.1: Coffee and tea are the most popular beverages

Over 150 respondents selected “coffee and tea” (Figure 4.1) to be the types of drinks that they
are frequently buy, while less than half chose fruit juice and others types. A total of 133
respondents have bought their drinks from franchise shops (Appendix 4.3).

Factors for choosing takeaway dnnks

100

75

25

Other Brand Price Convenience Quality

Figure 4.2: Quality and convenience are the factors, which influence people on buying drinks
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Quality and convenience (figure 4.2) are two factors that can influence most people decision
of buying beverages, which are 99 and 89 respectively. More than a half of the respondents
chose that no one (Appendix 4.4) can influence their choice of beverages, and one in forth are

influences by their friends.

@ Definitely agree
® Mostly agree
Not Sure

finitelv acree @® Mostly disagree
S e Definitely agree

33% 30% @ Definitely disagree
Mostly Disagree

7% Mostly Disagree
7%

Definitely. Disagree
Definitely Disagree 2%
1%
Mostly Argee
Mostly Agree 39%
38%

Figure 4.3: It takes a lot of resources (right) and a lot of energy (left)

to produce a take-away drinks cups

When the question was asking about recycled symbol (Appendix 4.5), 146 respondents have
given the right answer. Approximately 70% of the respondents are agree with the statement
that it takes a lot of resources and energy to produce a takeaway drinks cups (figure 4.3). In
addition, there are 43% respondents claimed that they sometimes separate rubbish for
recycling and more than 150 people think that the recycling facility in Thailand is bad. More
than 80% are definitely agree that recycling system need to be improved and rubbish are
taken too much space in the region. Additionally, more than a half of population mostly agree
that they are EF and almost 5 times as many people, who are likely to go to shop that
advertised themselves as environmentally, compared to those non-environmentally shop.
Moreover, people tend to believe that by using green packaging can help to save the

environment (Appendix 4.6-4.12).
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M which one would you prefer ?

100

75

50

Both Biodegradable Reusable None

Figure 4.4: RUC versus BOC, which one do you prefer?

From figure 4.4, it can be seen that roughly the majority of the respondents like both idea.
And more people seems to like the biodegradable cup than the reusable ones however it could
be due to chance since the percentages are not that far apart. Roughly a third of the
respondents prefer biodegradable cups, while slightly less number of the them prefer the
other. To make most of the population happy, assuming that this targeted group of sample
represents the general target group of Thai people, both ideas could be employed (Appendix
4.14-4.17).

Demographic Result

The figure below, has been trying to identify whether the differences in demographic could
have an impact on people attitudes towards environmentally issues. By choosing the group,
which have similar amount of respondents. To demonstrate, the reason for choosing Bachelor
and Master degree because, there are 135 and 78 respondents whom are graduated from

Bachelor and Master respectively, while only 1 respondent studied secondary school.
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: Male
Gender
F

emale
Master

|Educalion
Bachelor
18-35

Age

36-55
Student

Status .
Employed

Self-employed
Retired
<15.000
15,001-25,000
>50,001

Income

0 25 50 75 100

Figure 4.5: Result from C.6.,

would you be more likely to go into a cafe if it is advertised as EF?

Overall, it can be clearly seen that the majority of people were “pro-EF” and that there
appears to be little difference in attitudes across most demographic dimensions apart from age
and status; with older people more interested in EF and also the self-employed and retired.
Moreover, women and people who are more educated have more positive attitudes towards
EF. By analyzing these, it is expected that highly educated middle aged/old women of higher

income seem to be the target customers for shops that advertised as EF.

4.3) Customer views on RUC and BOC
- 4.3.1) Qualitative data
There are lots of different opinions from each respondents, thus this sections will stated some

of the most frequently shown up reasons of why those customers like or dislike RUC and

BOC.

Convenience: The majority of people whom are not confident with using RUC is
because they are displeasure about taking the cup everywhere with them. Moreover, due to
the fact that not every shops will be involved in the project, thus it might be inconvenient for

customers to find shops with the reusable sign. Some people have their own favorite brands,
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thus they will buy the cup if those shop are in the project. In contrast, second idea will

allowed them to go to any shops they passed by.

Maintenance: This factor seem to be one of the reasons which make those
respondents overlook first idea. The strength of the cup is also important, since customers will
need to take care of their own cups. Including, washing the cups after it have been used and
holding the cup along with them during the day. Some respondents stated that, “what if I can
not find where to wash my cup during the day, what if I want to buy second cup”. On the

other hands, BOC can easily throw away after it was used.

Design: Some respondents said that, it is important to look professional when they
go to works. It could interested them if the cup will not effect their outlook image or improve
the way they look. For instance, “by holding Starbuck cups, make me feel proud” said by one
of the respondents. Another interesting point is, by using their own cups could have an impact
on their attitudes towards drinks taste. Some of them complained that, their feeling have

changed when using new cup, hence may be it is too boring to use the same one everyday.

Benefit: Promotions from the shops seems to be one of the reasons that most
respondents have given when it was asked why they like this idea. Takeaway cups can be used
one times only and more expensive, in contrast RUC are unlimited times use. Thus, it can be
seen as long-term investment, since customers will get the cups and the profit will generated

back to them by those promotions.

EF Issue: Since BOC required energy and resources to produce new cup over and
over again. Moreover, these cups will be left in the landfill and take times to de-compost, thus
the waste problem is still exist. Therefore, it is clearer in customers’ point of view that RUC

benefits the environment than using BOC.
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Chapter 5

Discussion

The study aims to find an opportunity in doing environmentally business in Thailand, which
are RUC and BOC. It can be seen from the last chapter that both businesses could be
beneficial in Thailand. The information in this chapter is conducted from primary data
(questionnaires and interviews) and secondary data (literature review). The chapter can be
divided into two sectors. First of all, it will compare pros and cons of both businesses for
identifying different ideas between customers and shop owners toward environmental
perspectives. Lastly, two ideas will be explained by using the information from previous

chapters.

5.1.)  Projecting the ideas into differences point of views.

Some people may wonder about the attitude and behavior of Thai people towards green issue.
This can be found from the past research in chapter 2 that had been revealed by the
questionnaires. To illustrate, as mentioned earlier in the literature review section, people
might believe that they could not affect on environmentally changes (Rokka et al., 2008).
Based on the questionnaire, the question tends to ask whether minor changes could affect the
environment. Most people tend to agree with this statement (Appendix 4.13). However, this

might not be a serious problem as it will take time for both business ideas to develop.

Moreover, as it was stated previously, consumers will adopt their behave like people whom
they are surrounded by (Rokka et al., 2008). From the interview, the shop owners seem to care
about what kind of cups that majority of shops have used in order to follow market trend.
Thus, social norm can be seen as another factors, which had a great influence on purchasing
decision. In consequence to raise the brand awareness, Thai celebrities whose projected as EF
in the society. For example, Tik Jesdaporn, the executive producer of EF T.V. programme,
Navigator (Navigatortiktun. 2014) (Appendix 5.1). Or maybe women whose personality are

related to the demographic in figure 4.5, could help to promote RUC as well (figure 5.1).
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Figure 5.1: Professional women, Ann Thongprasom (Asianfuse.net, 2014)

From the above statement, there is a high possibility for both businesses to become successful
in Thailand as it can be clearly concluded from the questionnaire that most respondents would
like to go to shops that have advertised as EF. They are willing to buy those beverages with
reusable or served by BOC. Nevertheless, the table below has shown some problems which
have been found from the questionnaires and interviews. In order to enhance these two

businesses, those -1 and +-1 in figure 30 need to be improved.

Table 5.1: The pros and cons of these two businesses

regarding with customers and shop owners

RUC (A, B,... in figure 5.5 below) BOC (1, 2,... in figure 5.5 below)
C.R.1) The behavior need to be changed (C.B.1) The behavior do not have
-1 +1
and maybe complicated to change .

C.B.2) The cup can be thrown
C.R.2) The cup can be kept and use again | +-1 +1

9
Customers away after used
Perspective
C.R.3) The drinks would come with C.B.3) The drinks might be more
+1 -1
[promotions. expensive.
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RUC (A, B,... in figure 5.5 below)

BOC (1, 2,... in figure 5.5 below)

S.B.1) Packaging cost will be

during the making drinks process.

S.R.1) Packaging cost will be reduced. +1 -1
higher.
Shop Owners’ S.R.2) Advertised as a group, along with ol S.B.2) Advertised as an individual ol
Perspective other participants in the project. shop.
S.R.3) Customer’s cup need to be take care S.B.3) Do not have to take
-1 +1

responsibility for customer’s cup.

+1 Referring to positive - 1 Referring to negative +- 1 Referring to neither positive nor negative

5.2) The implication of business ideas

- 5.2.1) Biodegradable cup (BOC)

It was suggested that, packaging could be made up to high involvement if it is advertised as

EF product (Thogersen et al., 2012). Most of the customers and shop owners claimed that

they are interested in EF product. However, due to the fact that the cup can be used for only

one time, in consequence, the quality and convenience are likely to be the first and second

factors for respondents to choose their drinks. The majority of respondents have said that,

they could pay more for takeaway drink, which served with EF cups if the quality or tastes of

those beverages are good as well as the normal cup. Therefore, there are some factors which

should be considered before launching this business.

Price seem not to be the important factors (figure 4.2) which could discontinue consumers’

decision on buying takeaway drinks. Nevertheless, the price of the drinks that served in eco-

cups should not be higher than 5% (figure 5.2).

O The price that they would be willing to pay

150

1125
75
375
0
No more 5% 6-10% 11-20% 21-30% 31%
higher higher higher higher higher

Figure 5.2: How much more would you be willing to pay for EF takeaway drink?
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Moreover, the differences between using or not using biodegradable takeaway cups are not
clear. Green product does not show if they are less or more environmental friendly (Rokka et
al., 2008). Since, new cups are being produced and the used cups still being sent to landfill. In
this case, it might be better to improve material of the cup or show a clear sign to indicate the
EF packaging in order to attract the buyers. For instance, the bottle of Namthip, which is one
of the most popular water brand in Thailand, could be a good example of green product.
Unlike other water brands, Namthip has reduced the density of the plastic which allow them
to become softer and able to squeeze. Then, customers believe that they can help reduce waste
by using Namthip brands (Appendix 4.2). Nevertheless, many criticism on social network
was complaining that those bottles are too fragile. Even the density of material has reduced
but the strengthen of BOC must stay the same. It must be suitable for using with variety of

drinks, easy to transport and comfortable for keeping in stocks (Topicstock.pantip, 2013).

The struggle in operating BOC

The previous chapter has shown that the majority of respondents agreed that waste problems
in Thailand should be addressed as those amenities in the country are not advanced enough to
encourage them to separate wastes. Proper management and huge fund is needed in order to
make the waste management system in Thailand work successfully (Hengrasmee, 2005).
Since, it requires the cooperation and financial support from the government otherwise, it may
be too difficult to initiative. Furthermore, Barnes (2014), claimed that compost able and
biodegradable are different. Biodegradable products are made from natural resources, while
compost able are not. However, both of them are able to compost by itself. Since, he had tried
to explore on this area, biodegradable. He has found that none of investors seem too interested
in the project. Due to most of the biodegradable products are made from food, such as
potatoes and sugar crane. In consequence, by employing on those natural resources could

leads the price tax of those products to be higher (Barnes, 2014).

Even though BOC will not need recycling system, waste problems seem to affect those users’
faith as a whole, such as C.B.2) and E.B.3) in the table 5.1 above. Due to the fact that the
same amount or more wastes will still be sent to landfill under BOC. Therefore, how the cups
could be decomposed before the land would be filled with new wastes. Biodegradable

products will need at least 3 to 6 months to compost (Barnes, 2014). In this case, before
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launching biodegradable business in Thailand, technicians, money and government support

are necessary for solving those wasted which have already existed in the region.

In consequence, RUC has become the first idea to be focused in this study. Since, it
will not required the need in changing the norm from big organizations or institutions, but

only need adaptation from customers and shop owners (C.R.1), S.R.3)).

5.2.2) Reusable Cup (RUC)

OBM Dimensions

Proposition: This business aims to be a part of helping Thailand moving forward EF
issue. Nevertheless, the businesses which has been enhanced in this study is different from
others (eg. Starbuck). As, it will cooperate different beverages brand altogether. For this
reason, customers could get promotions from variety of shops, in the same way the shops can
advertise themselves along with other brand in the project, regarding EF. Consequently, the
brand image of RUC should be strong enough to express itself as an EF (Treelertkul and
Janpitakchai, 2014). Besides, there is an example of reusable bottle project, which has already
been exist and successful in UK (Givemetap, 2014). Thus, this proposition might have a

potential to be successful in Thailand as well.

Figure 5.3: The example of glass washer (Barsupplies, 2014)

Since, the RUC is the key product for this business, the design of the cup should be good
enough to satisfy both customers and shop owners, however it does not have to be expensive
or less than THB 80 to 100 (GBP 1.5 to 1.7). It should also be suitable to use with hot and

cold beverages and easily to wash after the cup has been used. The specific cup washer may
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be included with the cup packaged when it was the first cup (figure 5.3 above). Due to the fact
that different people have different tastes, customers should be able to personalised their own
cup for different materials, texture and colour. However, each cup should have a reusable
symbol to help people easily to recognized that these cups are EF. Another point to be
concerned is, the cup should be light, easy to hold and to be kept during the day (figure 5.4

below).

Figure 5.4: Foldable cup (Tapplastics, 2014)

However, not only does the cup design that is important, but also the after sale customer
service. According to CEM, it was suggested that, when the customers buy products, they
could be returned and repaired. This could help to preserve the environment as well as to
satisfy more customers (Ellenmacarthurfoundation, 2013). In consequence, the cup can be

fixed and returned, perhaps unwanted cups could be given to charity or people who want

them. In this case, there will be zero waste which was sent to landfill (figure 5.5).

Broken r . . . ..
Broken cup Give the cup to charity

can be fixed

Figure 5.5: After sale service
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People: “New ventures are often based around people working together as members
of an entrepreneurial team” (Blundel and Lockett, 2011, P.83). Initially, entrepreneur will be
like a coordinator, who would bring beverages shops and all stakeholders together and guide
them into the same direction. Most of the teams are likely to created from entrepreneur’s own

personal contact network (Blundel and Lockett, 2011).

Firstly, it is essential to have product designers who have an ability to create an innovative
cup, which is beautiful and practical. Then, cup manufacturer is needed for producing those
cups and fix them. Besides, also, this business could not be success without beverages shops
that are participated with the project and those customers who bought those RUC. Lastly, the
secondhand cup will be delivered to charity or people who would need them. Nevertheless,
the target customers of those members in the campaign should be similar, because each
segments of customers could affect brand image of beverages shops. Since, most respondents
are likely to buy drinks at franchise shop and coffee seems to be the most popular types of
beverages. Plus, office workers seem to be those people who most frequently buy takeaway
drinks. In consequence, in order to satisfy more customers to buy the RUC, franchise shops
that are located near office where sell coffee, are suggested to be the main target clients for

this business.

Place: This business would be located in Thailand. The RUC will be sold in those
shops that are involved with the campaign. The cup should be able to order on its official
website, since Thai people like to shop online (Euromonitor, 2014). As it was stated in
‘people’ above, there are no direct competitors for this business, since this idea is new and

different from others.

41



Process: Beverages shops, that are taken part in the campaign, have to indicate the
reusable sign in the stores, and it was also recommended to offer some promotions for those

customers who came with the cups.

[l The Process of Using Normal
and Biodegradable

3, €. Order drink _ Takeaway Cup (1,2, 3,...)

4P
2. Go wherever shop /. Pay money

that they prefer

/ 5, F. Waiting for the drink

1,A. Leave home
9.Throw the cup away
6. Get the drink
in new cup
8, 1. Finish the drink é/
k 7, H. Drink

Figure 5.6: The process of buying drinks by using RUC, and BOC and normal takeaway cup

Moving on to customers’ process (figure 5.6), it has shown that after the cup was bought
(A.A.), customers would need to adapt their behavior for using RUC. Firstly, they have to
bring the cups with them in order to get promotions from the shops (L,B). Later on, after the
cups are used, it need to be washed (J) and kept (K) with them until the cup will be used again
for next time. Moreover, sale service is also included in this study, this helps customers to
decide whether they want to returned their unwanted cups for contributing to charity or not

M).

Profit: The profit from this business model can be provided along the supply chain.
First and foremost, by selling the RUC, the profit will be generated for cup manufactures.
After that, if beverages shop or distributors allows the RUC to sell in their stores, the
commission from each cups would also be provided when a cup was sold within their shops.
Then, the customers who bought those cups would get a promotion, when they buy a drink
from the shop that are participated in the project, with the RUC. In this case, those beverages
shops can also reduce the cost of their packaging, and are able to promote themselves along

with other clients. Moreover, broken cups will be distributed to charity. By doing all of this,
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environmental profit can also be acquired. Due to less cup was being made, no waste sending
to landfill. Moreover, less energy and natural resources will be less exploited. As a result,
Thailand would be a better place to stay. Since, Thailand is one of the world’s best place to
visit but only 7% of the GDP came from tourism (Tourismthailand, 2014), hence maybe better

place could attract more international tourists to visit the country .

Table 5.2 : OBM Dirivers of RUC

OBM Drivers

Thai people attitude towards green issue are positive.
To illustrate, the majority of them are more likely to go
to EF cafe. However, maybe the education scheme in
Society: the country should express more about EF issue, since
more than two third of the respondents have given the
wrong answer when it was asked about recycling

symbol (Appendix 4 .4).

The price of potatoes would be higher, when it was
Commercial: used to produce BOC (Barnes, 2014). Therefore, this

idea seem to be too difficult too initiate.

Wastes problem are being a big issue in many

countries, as well as Thailand. Consequently, the

Legal:
government are taking concentration on this issue
(Worldbank, 2013).
With advanced technology, the example of cup washer
Technological: and foldable cup are being available in the market. As

aresult, RUC has a potential to create successfully.
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Chapter 6

Conclusion

This study has tried to find an opportunity for a new EF business in Thailand. It has found that
massive of wastes came from packaging industry. And the volume of these wastes are
expected to increase in the future. Thus, EF beverages packaging has become an area of focus
in creating new business ideas, which are RUC and BOC. The research has discovered that
Thai people seem to interest and willing to pay more for EF products. And the market
segment of these products are likely to be female who are older than 35 with high income.
However, the differences between gender and income are not significant different.
Furthermore, quality and convenience are likely to be the first two factors which those
consumers concern when buying beverages. BOC is difficult to initiate, since it require
financial and government support. Thus, RUC has more potential to be successful.
Nevertheless, innovative cup is needed, for example if the reusable cup which made from
plastic should be strength enough for using 17 times, in order to be “equally energy efficient”

to the non-EF cup.

6.1) Limitations

There are varieties of platform which have been used to conduct the interview. The
differences between each method could reflect the way in which respondents answering the
questions. Beth (2004, P.107) stated in Silverman, that “things seem to be communicated
better through my fingers than my voice”. Furthermore, in term of the data that which was
conducted from respondents whom are known by the connection of researcher. The
demographic of those people are not varies enough. For example, only 8 retired people

answered the questionnaire (Appendix 6.1).

6.2) Recommendations for further research

BOC can be seen as one of another way to raise the environmental issue. However, it seems to
have lots of struggle, such as financial funds and government support. Barnes (2014) stated
that “sailors are using biodegradable products, so they can throw those product away in the
sea after it has been used”. Thus, it might be useful to find out, what is the market

segmentation of these particular products.
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According to the research, RUC has the potential to launch successfully in Thailand. With this
initiative idea, might revolutionize Thai habit on segregate the recyclable waste and conscious
more on EF product. Nevertheless, in order to bring this idea forward. The question about
how to produce RUC with EF production or what kind of innovation cups, that could satisfy

customers, still need to be uncovered.
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Appendix 1.1: Total Packaging Volume in Asia Pacific and Thailand ( Euromonitor, 2010)

Reglonal Beverage Packaging Unit Volume Growth 2009-2013
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Appendix 1.2: Top ten wastes which was collected from the oceans in Thailand
(Green World Foundation, 2011).
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No. eywords opic esearcher and Year - ource Accessed
Bangkok and
10 plan and Obicctive PI Banekok 2009 1,190,000 Googl 13. June.
Thailand and jective Han ANGKOX-£0- results oogle 2014
recycle
closed loop and The business
. P opportunity of . 16,300 16. June.
11 business and Kingfisher, No date Google
A closed loop results 2014
Kisgfisher . .
1nnovation
Reusable and DR'eusabliT agd 110,000 16.7
. isposable Cups: . J . June.
12 glsposable An Energy-Based Hocking, 1994 results Google 2014
ups energy Evaluation."
Reusable and | Reusable vs. _ 110,000 17. June.
13 Disposable Hocking, No date Google
Cups energy Disposable Cups results 2014
food packaging | Food Packaging— Leeds
14 and. Roles, Materials, Marsh et al.. 2007 324,684 University 18. June.
environmental and Environmental results search 2014
and food Issues @Library
Household Food Leeds
s household and Waste 'With Special Williams et al., 2012 109,440 University 18. June.
Food Waste Attention to results search 2014
Packaging @Library
Tha.lland and Tha.lla.nd fights ' 961,000 20, Tune.
16 environment addiction to plastic Lee, 2010 Google
. results 2014
and recycling bags
. Leeds
Exploring and . . .
17 ; hi Exploring Blundel and Lockett, 41,377 University 20. June.
entrepreneursit entrepreneurship 2011 results search 2014
P @Library
M&S and waste | Waste from M&S 279,000 21. June.
18 anc waste M&S, 2008 Google e
and report stores results 2014
New Foods
19 food and Packaging Research E itor. 2013 9,400 E " 22. June.
packaging 2013: Key uromonitor, results uromornitor 2014
Hightlights
Make yourself feel
home and . 6,200 . 22. June.
20 . at home...through Euromonitor, 2010 Euromornitor
packaging ) results 2014
packaging
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Source K d Topi R h dY # S Date
No. eywords opic esearcher and Year - ource Accessed
Green Features:
consumer and What is the . 4,050 ) 23. June.
21 Euromonitor, 2012 Euromornitor
green Consumer’s results 2014
Perception?
Food Packaging in
food and acraging , 2,000 , 24 June.
22 packaging and Emerging Markets - Euromonitor, 2011 Euromornitor
. results 2014
Asia Asia Pacific
Consumer
3 consumer and Lifestvles i E or. 2014 2,600 E " 24. June.
ifestyles in uromonitor, uromornitor
Thailand e. vie omonto results Omorhito 2014
Thailand
Thailand and Thailand: Country ) 3,000 ) 25. June.
24 Euromonitor, 2014 Euromornitor
country Pulse results 2014
Beverages
B q | FPackaging: 3,450 26.1
25 ev;:rages an Regional Insights Euromonitor, 2010 ’ It Euromornitor 2'0 ?Ze'
packaging from the Drinks results
Packaging Industry
packaging and Total Packagin 900 27. June
26 Thailand and . & g Euromonitor, 2014 Euromornitor : ’
Volume in Thailand results 2014
volume
7 Thailand and Snack Bars in B tor. 2014 1,400 E € 28 June.
packaging Thailand Hromonttor, results Hromornitor 2014
Food research and
Food and gmd?a t and Leeds
codan evelopimettt an , 1560000 | University | 28. June.
28 packaging and packaging Thangsupanich, 1995
. . . results search 2014
Thailand practices, issues .
@Library

and strategies in
Thailand
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Appendix 3.1 : Questionnaire

(Page 1 of 6)

New business ideas
regarding environmentally
friendly take-away drinks
cup in Thailand.

sy:

Dear Participant:
This ire is a part of dissertation of MSc Enterprise, University of Leeds, which aim to

the attitude of Thai people regarding environmentally friendly issues and new business
ideas. It might take around 10 minutes to complete, Lastly, thank you in advance for your

participation.

R —

fis PriuvuaeuoNNYY

wwuaeuongeldudmidreringriivug Bulgrunasmnelsluntsdnyinundzesnulngiiineds
wnden urstem i auilalusesen lunsusugsivursariniorduiduiinmeis
wadenluizmalng lnsmsnmlummihusussuonlsann 10 wi qgameiddewereunamn
uRtliaruhuiicasnmviuuacunnine

davirlan
MITI OV R RAN
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Appendix 3.1 : Questionnaire

e
{Page 2 of 6)

Section A: Buying Drinks Behavior

- - B & - -
WOHRNTRONMRADMDATOWNN

Figure: Take-away drinks ceps
o indesindhwimuendhu

A.1.) What types of take-away drinks do you buy frequently? (can choose
more than one) *

s s{i i e R lniitousoi gn (Fenlauinnt 1 98)

| Coffee or tea (mux wia ¢)

' Freit juice (Wsmlal)

) Bubble tea (snunlseyn)

' Soft drink (réman)

1 Other:

A.2.) Where do you normally buy take-away drinks? *
(BonEeon I v iumauu e i s
0 Local shops (husmaSesitsluiud)

O Franchise shops (eg. Starbucks, Cafe Amazon) (FrusimnSesfisinsulad iy Starbocks, Cafe
Amazon)

0 Other:

A.3.) Please choose the factor that most influence your choice of take-away
drinks. *

ce | s ues o e A i L RenBoun S0 u (A wSum Tuu e i ge

0 Convenience (eg. near 1o where you 2o) (@n3n isu Indfhvirnu)

O Quality (qrann)

O Brand (auw)

O Price ()

J Other:

A.4.) Please choose the group of people who most influence your choice of
take-away drinks. *
lasiuslumanninlslumaienfoinSosiu(dviuimiuueniusnniign

O Friends (ifeu)

0 Families (nsaun$)

0 Celebrities (m19 vionuiiSeiiosludnu)

s No one (Lsifl)

v Other:

« Back Continue »
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Appendix 3.1 : Questionnaire

(Page 3 0f6)

Section B: Knowledge about "Environmentally friendly” issue™
*Ervircamertallydrieadly or eco-friendly meas designed not 1o hares the enviroonert.

B.1.) What does this symbaol mean? *
Regisecin vu s e va mbtes s

K

B.2.) Do you separate your rubbish for recycling? *
ety vie i

0 Every time (wan )

0 Almost every Esse (Aeuman i)

0 Sometime (uyendh)

© Razely (wvuowdy)

0 Never (\siine)

11 the anwwer in B.2) was “every time”, you can skip the question sember B3 )
dwnmeuluie Ba) Ao e ds LidsDudenivie By)

B.3.) If "not every time”, why? (can choose more than one)

Ml “mredi” eneeels (uvssdenidid 1 Se)

a\}l’hﬂmmw taciity oe place for recyeding (sl ihvdudwistvmTadsviwmalng
%)

© Too complicated, time consaming (gaena wseifesian)
© 140 net know how (Wifirienirednils)

0 1 &0 not care (Laimils)

1 Other:

Please choose to what extent do you agree with the following statements. *
Toweyrnodudiovielatden nud

Defizitdy  Mostlyagroe  Neigher Mosthy “'"'?-
agree ifusae  (meutnadiy w&n.:: disagroe (now ::"-m
coniia) i) (aials)  rilaiduean) :)""

B.4) It takes a Jot

of energy %o

procuoe 3 take-

away érinks cups.

& "“:_““ o o o () ]
e Wumnde

e ldnioniy

drefumrwuoni)

B5.) Producing

take away drinks

P comsTmes 3 Jot
of raw materiale.

Aumndaadla

inSpalaiwhmu o o o o o
worhedumagy

JGn

wimgmmTaTé

snEn)




Appendix 3.1 : Questionnaire
(Page 4 of 6)

Section Ci1 Attitude on "Environmentally friendly”
Esvirosssertally-fricedly or eco-friendly mean dasigned not b Raree the covircemert.

el hedvos

Twba)
Ca)One of the ig
peodicras Bt
aboudd be tackied
12 Thalland s

Tebbuat lanenill
taking ep %o mech v v v v v

apace.
e dvder
twuenlnon i
)
Cs)Mlume
ey el
the e
better place (&

s vealan’
[T WE
Walinedmneon
S AuCewads
nden)

C.6.) Wouid you be more likely to go into a cafe if it is advertised as
environmentally friendly. *

Srinaan it 11 Duinw chas e den wva I nomm s i dveie

o Yo (')

o No (lw)

C.2) How much more would you be willing fo pay for your take away
drink, if the cafes aduvertise themselves as emironmental friendly? ©
rnMnhMmM&nMuh’m«M‘wﬂ.‘&un\
2

< N mmere (FVIm vam i VRt e D o e edan 1 et e Lae)

© 1 amm willing © pay £ 1o €% bigher (pesdfecenamidadycireind g%)

© 1 am wiling ® pay 6p 42 6-20'% bHgher (mearfeclenmdafucirnd t-0%)

© 1 am wiling % pay & 19 31-20% bigher (sl omiendidurveond 1130%)

= 1 amm willing © pay € 12 1395% bigher (pesderliena viady e veind 1:90%)

© Meee fhar 3o % (meselene wiadusreindu e W %)

- Back Comeme =
by



Appendix 3.1 : Questionnaire

(Page 5, Page 6)

New business ideas regarding
environmentally friendly take-
away drinks cup in Thailand.

*Raguired
Pagesots

*Flense, By 1o eaderstand bosinew &, Cowe Me, before scwwering the D 1 )00 D.3)
“Lhesi ve ey 3 Pl dewvi satrameneradie D) B D 2)

-—uuumaunnnumuunm‘
whdl Cfbeadld gl “hell* Y d

tn—
n.ﬂt:nwnauwununmunn

"‘:..‘2-..

B lows e e Wi

w Y

R R e L poms Vgt O
Lo Ve ey ol g

‘I'h% Se rocaade. and cut o erheniied e Therdfore. by eaieg teasable tabe yway o, you

« Rnduce e wanie _.-bh-h.:‘

+ Ratoce B Coa et ¥ fewer made lantsll
a—u-m-uuv—--“ e
Aemrrhine e w198 Soen vrvers speed e e o logds
Lo vhoou s conied viabambirnd N deles
v
LA y — -
Yoy =) —

Fowwres $ugm Burwn) Vonde wad fevrs | wjt bwwe) wed 16 Lanaid

D.1.) Knowing off this would you be interested in buging o reusoble cup
Jrom us, Give me? *

ko v e e de g Ve | 8 e et s e v el v

o Ve

o Ne

1 e azwwr In D3 )wan “No”, you caz akip Se next guastion nember 113 )
dviveenivie D) Re W WinDvisnivie Da)

D2) Hew reuch s the meaximeum that pou would be wiling fo pay for the
rewsable toke away cup?

eraranoniai el ra e Ve W ket s et snannd ge " Du il

o ga-do THE (5o-80 uwe)

0 Re100 THE (31200 ym)

© ise THR Boiase ww)

U 145000 THE (151000 o)

U 390a9e THE (0430 ww)

0 Other:

Section E: Business Ideas 2

Bodegradable take away érizks
&WM

*Plaase, 0y © eaderstand besison 2, Bodepradable cxp, defore scwwerieg K2 E3)
Tdw e raahisace nubegie 3 whidnurcssseneld) v auvassens de 1.3) la 1y)

The beied of the of Dusiness idens 2
xp s made retew able of sorlainadie recuton w bich cat be compost i2 2
drelnmanfegief 3
stfansneceas e d de sidde gl rumatefe vl ad e v Duimee
4+ i °® & ) W &‘
w
e W
LR A
VW
Vg wantamable materish Bodegradable cupn
[
et O vparaed 0 2 At way
u“mncﬂhm
landfit it
ﬁ:-' ‘*ﬁ““&hh Bhodeg radadality.
MMM Avwe viveulscon i Ses
L
*eanal: davlngl ¥ Alvrade ohid nuvcsssane dudneaemiahdily
@ a2 i ;-
5 M
— 499
dddd
dddde
(hange hhom watte 8O (OmMpost

E.1.) As mentioned above, the prices of biodegradadle cups are higher due
to their biodegradabifity, would you still be interested in buying the
drinks? ¢

rine e fefifracecemn med fene Ve ol iia on iy grevdemlvfentosin
Wepeie'a

oYe

0 No

E.2.) From above two business ideas, behoeen "Reusable take away drinks
cup (business idea 1) and "Biodegradable take away drinks cup”
(business idea 2), which one do you prefer? *

e 1Ay | e seenea Tanar e vl 19w 8T e o Reg e 2w lanter
S mecese el S mrwde i m e vie

0 “Reseable tabe wway drivks cup” Dsiness kden 1) "/ lusessne S dian ialld
(aurhogiiefl 1)

0 “Rbodegradable take away ériks o “adlasleifnbiravmecemnmodld” (ankegiied 3)
o Boh or eqeal (il imsravida)
0 Nooeof them (o sn)

E.3.) From question number E2.), why?
rianute L3 ) merae Hiwewnnl

«lack Comome v
60



Appendix 4.1: Interview Transcripts (SO1, SO2, SO3, SO4, SOS5, SO6)

Interview with SO1

Q: What kind of beverages selling in your shop?
SO1:  everything, ranges from coffee and non-coffee

Q: Who is the target customer of your shop?
SO1:  office workers and family

Q: What is the factors for choosing takeaway drinks cups to use in your shop?
SO1:  reliable , good design, and not too expensive.

Q: What is the average cost of takeaway drinks cups?
SO1:  The cost of the covers and cups altogether should be less than 4 Baht.

Q: What is the size of those takeaway drinks cups?
SO1: 160Z
Q: What is the material of those takeaway drinks cups?

SO1: T use plastic which called Gpps. And it can be used for both hot and cold beverages.

Q: Have you ever consider or experienced using environmentally friendly cups?
SO1: Tused to try once.

Q: If there any reason for not using them anymore?
SO1:  Ithink it is too expensive.

After the first idea was explained...

Q: Are you interested in joining a reusable cup project?
SO1:  Yes, it is sound very interesting.

Q: Why?
SO1:  Since the cup will be reusable. I can feel that it can help to save both energy and
resources, and there will be less wasted generating.

After the second idea was explained...

Q: Are you interested in using biodegradable cup, if the cost of those cups are higher than normal ?
SO1: No,as I have told you before. Moreover, by using them the resources and energy still be exploited.

Q: Do you believe that being an environmentally concerned cafe would help raising the brand awareness?
SO1:  Iguess,yes. ButIdo not know how.

61



Interview with SO2

Q:

What kind of beverages selling in your shop?
SO2:  Umm... coffee and tea and also fruit juice.

Who is the target customer of your shop?
S0O2:  Mostly officers and educated people and people who have high income.

What is the factors for choosing takeaway drinks cups to use in your shop?

SO2:  Icare about the strength of the cup. Because, it need to be able to use with hot drinks.

What is the average cost of takeaway drinks cups?
SO2: Around THB 3 to5.

What is the size of those takeaway drinks cups?
SO2: 160Z

What is the material of those takeaway drinks cups?
SO2:  paper and plastic

Have you ever consider or experienced using environmentally friendly cups?
SO2:  yes

If there any reason for not using them anymore?
SO2: Itis hard to find them in the market

After the first idea was explained...

Q:

Are you interested in joining a reusable cup project?

SO2:  Umm.. ’'m not quite sure. Since, I have already got a lots of royalty customers, why do I have to give

them more promotion to support your business. Moreover, I'm not quite sure if the customer would like to

wash the cups by themselves.

However, if my shop could gain more other customers segment, such as those high-class people, by joining the

reusable cup project. It will be more interesting.

After the second idea was explained...

Q:

Q:

Are you interested in using biodegradable cup, if the cost of those cups are higher than normal ?

SO2: By using the RUCs, how can others know that the coffee inside came from my shop. If it could raise

the brand awareness, and the price is not higher than 15 to 20 percent. I will definitely use them.

In my opinion, maybe it is better if the cup which customers were using could show that they are

being environmentally friendly. For example, at first sight, I can recognize the difference of Namthip
from others. Because the plastic is lighter than other brand. Moreover, I can squeeze the bottles after

using them, then it make me feel like I help to reduce waste.

Do you believe that being an environmentally concerned cafe would help raising the brand awareness?

SO2:  Definitely agree
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Interview with SO3

Q: How many years have you been working for the cafe?

SO3:  Ummm.. It’s been a long times... around 15 years for Coffee boy and more than 6 years for Inthanin.

Q: What kind of beverages selling in your shop?
SO3:  everything, but we focus more on selling coffee

Q: Who is the target customer of your shop?
SO3:  Since our drinks is not that expensive, everyone could be our target customers. However, most of
branches are located near office. So, most of them are office workers.

Q: What is the factors for choosing takeaway drinks cups to use in your shop?
SO3:  Umm.. Just choose the cheapest cup, and use money more on good coffee. I also consider about the
market trend and following others.

Q: What is the average cost of takeaway drinks cups?
SO3: It should be less than THB 5.

Q: What is the material of those takeaway drinks cups?
SO3: My consumers complaint that they feel better when ice coffee are being served in plastic or

transparent cups, and paper cups seems to make hot drinks looks more delicious.

Q: Have you ever consider or experienced using environmentally friendly cups?
S0O3:  TI’ve heard about it but never used them before.

After the first idea was explained...

Q: Are you interested in joining a reusable cup project?
SO3:  This is a very good idea, please tell me if you are really going to launch this business in the future.

After the second idea was explained...
Q: Are you interested in using biodegradable cup, if the cost of those cups are higher than normal ?
SO3:  If the price of the coffee are higher by using green packaging, I might separate the

expensive ones into new categories and call them “Premium” beverages.

Q: Do you believe that being an environmentally concerned cafe would help raising the brand awareness?
SO3:  Ithink yes.
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Interview with SO4

Q: What kind of beverages selling in your shop?
SO4:  Only coffee

Q: Who is the target customer of your shop?
S0O4:  Officers who working around the area, and University student..

Q: What is the size of those takeaway drinks cups?
SO4:  There are two size of cups, the paper one is 12 OZ and the plastic one is 22 OZ.

Q: Have you ever consider or experienced using environmentally friendly cups?
SO4:  Umm.. Yes but it is hard to find where to buy those environmentally friendly cups in Thailand.

After the first idea was explained...
Q: Are you interested in joining a reusable cup project?
SO4:  Itis sound interesting, but I'm not quite sure if it’s going to work in a long term.
Maybe for someone whom are surrounded by that area will be suitable for this project, since they have
to walk pass this area all the time.
Q: Are you interested in using biodegradable cup, if the cost of those cups are higher than normal ?
SO4:  Yes,I think it can help to reduce CO2 emission, but the price of the cup should not be higher than 10
to 20 percent.
After the second idea was explained...
Q: Do you believe that being an environmentally concerned cafe would help raising the brand awareness?
SO4: It would help to build the brand image of that shop.

Interview with SO5

Q: What kind of beverages selling in your shop?
SO5:  Hot, cold and shake drinks.

Q: Who is the target customer of your shop?
SO5:  Because, my shop are located outside of the department store, so the target customers are

those who live around that area.

Q: What is the size of those takeaway drinks cups?
SO5:  Thave got only one size which is 16 OZ

Q: What is the material of those takeaway drinks cups?
SO5:  Plastic, which I normally buy from EPP, I think they are reliable.

Q: What is the factors for choosing takeaway drinks cups to use in your shop?
SO5: Idon’treally care about the cup. Because, I use sticker to show the brand on my cup.

Q: Have you ever consider or experienced using environmentally friendly cups?
SOS5:  Never, but I've heard about it.

After the first idea was explained...
Q: Are you interested in joining a reusable cup project?
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SO5:  Tused to think about it, because I saw Starbuck doing that. However, I’'m afraid to broken customers’
cup. And the campaign will be more attractive if I can get some percent from selling each cup in my
shop. And I also wanna know what kind of promotion do I have to offer them.

After the second idea was explained...
Q: Are you interested in using biodegradable cup, if the cost of those cups are higher than normal ?
SO5:  Iam interested in using them, so I've tried to use them once. But when the cup are using, water seems
to leak out. However, if I have to pay more for that, I not quite sure if I still buying them or not.
Q: Do you believe that being an environmentally concerned cafe would help raising the brand awareness?
SO5:  Yes, but the cup should company with the convenience of using them.

Interview with SO6

Q: What kind of beverages selling in your shop?
SO6:  Coffee, tea and ice chocolate

Q: Who is the target customer of your shop?
SO6:  Umm... I don’t really have particular target, but the majority of them are office workers.

Q: What is the size of those takeaway drinks cups?
SO6:  There are 3 size using in my shop... 8,12 and 16 OZ

Q: What is the material of those takeaway drinks cups?
SO6:  Itis a plastic call PEC, and I buy them from KM packaging... It’s cost me BHT 3 to 6

Q: What is the factors for choosing takeaway drinks cups to use in your shop?
SO6: T use the double wall cup, because it can reduce my times. As I don’t have to put sleeve cup in again.

However, it is very hard to find those kind of cup in the market.

Q: Have you ever consider or experienced using environmentally friendly cups?
SO6:  Yes, but it is not beautiful enough, so I have changed to use the normal cup now.

After the first idea was explained...
Q: Are you interested in joining a reusable cup project?
SO6:  Inormally give promotion for the customers who come to buy the drinks with their own cup. So I

think it’s a great idea.

After the second idea was explained...

Q: Are you interested in using biodegradable cup, if the cost of those cups are higher than normal ?
SO6:  Maybe.. Yes... but I’'m not quite sure, just afraid that the smell of biodegradable cup would affect on
my coffee.
Q: Do you believe that being an environmentally concerned cafe would help raising the brand awareness?

SO6: Idon’treally care about this issue, but yes I agree.
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Appendix 4.2 : Namthip’s bottle has reduce the density of the plastic
(Source from: Thaipr, 2013).

R
A
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‘?‘-
: T
g A e ":ﬁ:‘.

Appendix 4.3 : The result from question A.2
A.2.) Where do you normally buy take-away drinks?

@® Franchise

® Others
@® Local

66



Appendix 4.4 : The result from question A .4

A4.) Please choose the group of people who most influence your choice of take-away drinks.

Group of people
150
112.5
75
375
0
Celebrities Families Friends No one

Appendix 4.5 : The result from question B.1
B.1.) What does this symbol mean?

@® Correct Answer

@® No Answer
® Wrong Answer
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Appendix 4.6 : The result from question B.2
B.2.) Do you separate your rubbish for recycling?

@ Definitely agree

® Mostly agree

® Neither agree nor disagree
® Mostly disagree

® Definitely disagree

Almost Every Time

25%

Sometime
43%

Appendix 4.7 : The result from question B.3

B.3.) If "not every time", why? (can choose more than one)

B The reason for not seperating the rubbish

200

150

100

50

Others Do Not Care Do Not Know How Complicated Bad Facilities
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Append

ix 4.8 : The result from question C.3

....... 1w

@ Definitely agree
® Mostly agree

Neither agree nor disagree
@® Mostly disagree

Definitely disagree

CA) One of the big

@ Definitely agree

® Mostly agree

® Neither agree nor disagree
@® Mostly disagree

Definitely disagree
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Appendix 4.10 : The result from question C.1

C.1.) I am environmentally-friendly.

Frequency Percent Valid Percent Cumulative
Percent
Valid Definitely agree | 57 244 244 244
Mostly agree 140 59.8 59.8 84.2
Neither agree 33 14.1 14.1 98.3
nor disagree
Mostly disagree | 3 13 13 99.6
Definitely 1 04 04 100.0
disagree
Total 234 100.0 100.0
Appendix 4.11 : The result from question C.6
C.6.) Would you be more likely to go into a cafe if it is advertised as environmentally friendly?
Frequency Percent Valid Percent Cumulative
Percent
Valid Yes 189 80.8 80.8 80.8
No 45 19.2 19.2 100
Total 234 100 100
Appendix 4.12 : The result from question C.5
C.5.) If T use environmentally friendly take away drinks cup, I help the world to be a better place.
Frequency Percent Valid Percent Cumulative
Percent
Valid Definitely agree | 148 63.2 63.2 63.2
Mostly agree 64 274 274 90.6
Neither agree 13 5.6 5.6 96.2
nor disagree
Mostly disagree | 6 2.6 2.6 98.7
Definitely 3 1.3 1.3 100.0
disagree
Total 234 100.0 100.0
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Appendix 4.13 : The result from question C.2

C.2.) Lots of little changes in behavior towards environmentally friendly over time would become a big change.

Frequency Percent Valid Percent Cumulative
Percent
Valid Definitely agree | 163 69.7 69.7 69.7
Mostly agree 60 25.6 25.6 95.3
Neither agree 6 2.6 2.6 979
nor disagree
Mostly disagree | 4 1.7 1.7 99.6
Definitely 1 04 04 100.0
disagree
Total 234 100.0 100.0
Appendix 4.14 : The result from question D.1
D.1.) Knowing all this would you be interested in buying a reusable cup from us ?
Frequency Percent Valid Percent Cumulative
Percent
Valid Yes 204 872 87.2 87.2
No 30 12.8 12.8 100
Total 234 100 100

Appendix 4.15 : The result from question D.2

D.2.) How much is the maximum that you would be willing to pay for the reusable take away cup?

® 50-80 THB

® 381-100 THB
® 101-150 THB
® 151-200 THB

@ 201-250 THB
@® More than 250
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Appendix 4.16 : The result from question D .4

would you still be interested in buying the drinks?

D4: As mentioned above, the prices of biodegradable cups are higher due to their biodegradability,

Frequency Percent Valid Percent | Cumulative
Percent
Valid Yes 176 75.2 75.2 75.2
No 58 24.8 24.8 100
Total 234 100 100
Appendix 4.17 : The result from question C.7
C7: How much more would you be willing to pay for your take away drink,
if the cafes advertise themselves as environmental friendly?
Frequency Percent Valid Percent | Cumulative
Percent
Valid No more 45 19.2 19.2 19.2
5% higher 122 52.1 52.1 714
6-10% higher | 51 21.8 21.8 932
11-20% 12 5.1 5.1 98.3
higher
21-30% 2 09 09 99.1
higher
>30% higher |2 09 09 100
Total 234 100 100
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Appendix 5.1 : Tik Jesdaporn, the executive producer of EF T.V. programme
(Navigatortiktun. 2014)

Appendix 6.1: The demographic of the respondents might not be varies enough

Demographic No. of respondents
Male 76
Gender
Female 158
18-35 years old 136
Age 36-55 years old 86
More than 55 years old 12
Secondary 20
Bachelor 135
Education
Master 78
Higher than Master 1
Less than THB 15,000 50
THB 15,001-25,000 46
THB 25,001-35,000 34
Income
THB 35,001-40,000 18
THB 40,001-50,000 3
More than THB 50,001 83
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