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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 

2



illustrate, if the customer buy the Þrst 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 Þgure 1.1, it 

demonstrated that both customers and beverage shops can save the environment together in 

several ways.

Moreover, from the Þgure 1.2 below, owing to fewer cups being made and sent to landÞll, 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 signiÞcant amount of Co2 emission.

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 Þgure 1.3 and Þgure 1.4. On an account of 

biodegradability, customers and beverages shops could also help to reduce waste, which are 

expected to send to landÞll as well as the Co2 emission. Nevertheless, due to its higher 

production cost, this BOC will be more expensive.

3



Figure 1.3: The process of BOC.

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

1.4)! 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 Þgure 1.5 below, packaging is accounted 

for a half ChinaÕs 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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1.5)! Structure of the research

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

Figure 1.7 : Structure of the research
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Chapter 2

Literature Review

Major academic databases were search using keywords such as ÔgreenÕ, Ôenvironmentally 

friendlyÕ, ÔThailandÕ. Only a few relevant articles were found (full datas of the searches are in 

appendix 2.1. In the Þrst 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 speciÞcally focused on the Þnding of new opportunities in Thailand, where the 

business is expected to operate and how to create a new venture by using Òopportunity 

business modelÓ.

Figure 2.1: The structure of Literature Review
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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. ÒIf it takes more of the earthÕs 

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 materialsÓ (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 (KingÞsher, 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

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

plastic) to two types of disposable cups (paper and polystyrene foam)Ó (Hocking, No date).
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fact that, convenience of using package can enhance more customers to buy those products 

(Euromonitor, 2012: Thangsupanich, 1995). 

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

-!! 2.4.1)! The demand of the worldÕs 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 worldÕs 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 Þnd 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:

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 Òdo a better job of protecting their environments and have fewer 

environmental problemsÓ (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, 

ÒNo Bag, No BahtÓ. 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

ÒMost 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 learnedÓ (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 entrepreneurÕs 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 Òbackground, personal attributes, experiences, networks and personal valuesÓ (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 deÞnition 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 ÒProposition, 

People, Place, Process, ProÞtÓ. 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 identiÞcation 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 Þnancial, could be all called ProÞt (Blundel and Lockett, 

2011).

Moving on to the important 4 drivers, ÔSocietalÕ and ÔCommercialÕ and ÔLegalÕ and 

ÔTechnologicalÕ 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 Þnancial 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 ÔOnionÕ in Þgure 3.1 

below (Saunders et al., 2009). Then, it will be divided into Þve sections. Those are research 

philosophies, research approaches, research strategies, research methods, and data collection 

and data analysis.

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 Þnd 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 Þnd 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 Þnd 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 travelersÕ or explorersÕ activities (Adams and 

Schvaneveldt, 1991). At the Þrst stage, recycle business has become one of the key words for 
21



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 ßexible, 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 difÞcult, 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).

ÒIf 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 journeyÓ (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 speciÞc. 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 efÞcient 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 

22

http://www.amazon.com/s/ref=dp_byline_sr_book_1?ie=UTF8&field-author=Robert+Alan+Stebbins&search-alias=books&text=Robert+Alan+Stebbins&sort=relevancerank
http://www.amazon.com/s/ref=dp_byline_sr_book_1?ie=UTF8&field-author=Robert+Alan+Stebbins&search-alias=books&text=Robert+Alan+Stebbins&sort=relevancerank


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 Òused to answer who, 

what, where, how much and how many questionsÓ (Saunders et al., 2009, p.138). Hence it is 

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

-!! 3.4)! 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 Þnd 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 ßexible. 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 ßexibility (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 Þxed 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 
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Table 3.1: Details of questionnaire questions 

25





Market trend is another factor that inßuence 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 Òmy 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 deliciousÓ. Thus, nowadays, both plastic 

and paper cups are being used in his shop.

-!! 4.1.2)! RUC versus BOC from shop ownersÕ 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 cafŽ owners than BOC. 

Table 4.1: Comparing the level of favor from the interviewees

!"#$%&%$$'()#*+#,-%&'('*%./#'(*%$%0*%-1#
!2#$%&%$$'()#*+#,'(*%$%0*%-1#
##3#$%&%$$'()#*+#,(%'*4%$#'(*%$%0*%-#+$#(+*#'(*%$%0*%-1#
52#$%&%$$'()#*+#,(+*#'(*%$%0*%-1
5"#$%&%$$'()#*+#,-%&'('*%./#(+*#'(*%$%0*%-1
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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 

beneÞts of what was the shop would gain should be seen at the Þrst stage right after the shops 

or customers are agree to participate with the project, said by SO5. 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 SO5). 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 difÞculty 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, Òby using the RUC, how can others know that the coffee inside came 

from my shopÓ. Taking Starbuck as an example, it is expensive to buy StarbuckÕs coffee 

compare to localÕs shop in Thailand. Thus, customers tended to buy StarbuckÕs 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 

ÒPremiumÓ beverages. And the most important factor is that, customers will not have to 

change their behavior unlike the Þrst 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 

Figure 4.1: Coffee and tea are the most popular beverages 

Over 150 respondents selected Òcoffee and teaÓ (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). 

Figure 4.2: Quality and convenience are the factors, which inßuence people on buying drinks 
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! ! 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. 

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

Moving on to customersÕ process (Þgure 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).

! ! ProÞt: The proÞt from this business model can be provided along the supply chain. 

First and foremost, by selling the RUC, the proÞt 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 proÞt can also be acquired. Due to less cup was being made, no waste sending 

to landÞll. 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 worldÕs 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 Drivers of RUC
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Appendix 2.1: Full datas of the searches

Source 
No.

Keywords Topic Researcher and Year
#

rates
Source

Date 
Accessed

1
green lifestyle 
and green 
products

Do Green Lifestyle 
Consumers 
Appreciate Low 
Involvement Green 
Products?

Florenthai and 
Arling, 2011

14 results BSP
8. June. 
2014

2
green 
packaging and 
consumer

Preference for 
Green Packaging in 
Consumer Product 
Choices - Do 
Consumers Care ? 

Rokka and Uusitalo, 
2008

79 results BSP
8. June. 
2014

3
green 
purchasing

Green Purchasing 
Strategies: Trends 
and Implications

Min and Galle, 1997 15 results BSP
9. June. 
2014

4
brand 
knowledge and 
brand attitude

The Role of Social 
Identity and 
Attitudes Toward 
Sustainability 
Brands in Buying 
Behaviors for 
Organic Products

Bartels et al., 2011 28 results BSP
10. June. 

2014

5

green and 
consumer 
products and 
organic

Consumer Decision 
Making Regarding 
a ÒGreenÓ Everyday 
Product

Thogersen et al., 
2012

834 
results

BSP
10. June. 

2014

6
opportunities 
and packagers

Food Branding: 
New Opportunities 
for Packagers

Euromornitor, 2012 56 results Euromornitor
11. June. 

2014

7
Packaging and 
green 

Packaging - January 
2011 Green 
Packaging Round-
up

Euromornitor 
International, 2011

2,700 
results

Euromornitor
11. June. 

2014

8
Circular 
economy model

Towards The 
Circular Economy 
Opportunities for 
the consumer goods 
sector

Elle Macarthur 
Foundation, 2013

2,050,000 
results

Google
13. June. 

2014

9

environmental 
and packaging 
and UK and 
food

Environmental 
Impact Of 
Packaging in the 
UK Food Supply 
System

Jones, 1996
24,700,00
0 results

Google
13. June. 

2014
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Source 
No.

Keywords Topic Researcher and Year
#

rates
Source

Date 
Accessed

10

Bangkok and 
plan and 
Thailand and 
recycle

Objective Plan Bangkok.go., 2009
1,190,000 

results
Google

13. June. 
2014

11
closed loop and 
business and 
KisgÞsher

The business 
opportunity of 
closed loop 
innovation

KingÞsher, No date
16,300 
results

Google
16. June. 

2014

12
Reusable and 
Disposable 
Cups energy

"Reusable and 
Disposable Cups: 
An Energy-Based 
Evaluation."

Hocking, 1994
110,000 
results

Google
16. June. 

2014

13
Reusable and 
Disposable 
Cups energy

Reusable vs. 

Disposable Cups
Hocking, No date

110,000 
results

Google
17. June. 

2014

14

food packaging 
and 
environmental 
and food

Food PackagingÑ
Roles, Materials,
and Environmental 
Issues

Marsh et al., 2007
324,684 

results

Leeds 
University 

search 
@Library

18. June. 
2014

15
household and 
Food Waste 

Household Food 
Waste With Special 
Attention to 
Packaging

Williams et al., 2012
109,440 

results

Leeds 
University 

search 
@Library

18. June. 
2014

16
Thailand and 
environment 
and recycling

Thailand Þghts 
addiction to plastic 
bags

Lee, 2010
961,000 
results

Google
20. June. 

2014

17
Exploring and 
entrepreneurshi
p

Exploring 
entrepreneurship

Blundel and Lockett, 
2011

41,377 
results

Leeds 
University 

search 
@Library

20. June. 
2014

18
M&S and waste 
and report

Waste from M&S 

stores
M&S, 2008

279,000 
results

Google
21. June. 

2014

19
food and 
packaging

New Foods 

Packaging Research 

2013: Key 

Hightlights

Euromonitor, 2013
9,400 
results

Euromornitor
22. June. 

2014

20
home and 
packaging

Make yourself feel 

at home...through 

packaging

Euromonitor, 2010
6,200 
results

Euromornitor
22. June. 

2014
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Source 
No.

Keywords Topic Researcher and Year
#

rates
Source

Date 
Accessed

21
consumer and 
green

Green Features: 

What is the 

ConsumerÕs 

Perception?

Euromonitor, 2012
4,050 
results

Euromornitor
23. June. 

2014

22
food and 
packaging and 
Asia

Food Packaging in 

Emerging Markets - 

Asia PaciÞc

Euromonitor, 2011
2,000 
results

Euromornitor
24. June. 

2014

23
consumer and 
Thailand

Consumer 

Lifestyles in 

Thailand

Euromonitor, 2014
2,600
results

Euromornitor
24. June. 

2014

24
Thailand and 
country

Thailand: Country 

Pulse
Euromonitor, 2014

3,000 
results

Euromornitor
25. June. 

2014

25
Beverages and 
packaging 

Beverages 
Packaging: 
Regional Insights 
from the Drinks 
Packaging Industry

Euromonitor, 2010
3,450 
results

Euromornitor
26. June. 

2014

26
packaging and 
Thailand and 
volume

Total Packaging 
Volume in Thailand

Euromonitor, 2014
900 

results
Euromornitor

27. June. 
2014

27
Thailand and 
packaging

Snack Bars in 
Thailand

Euromonitor, 2014
1,400 
results

Euromornitor
28 June. 

2014

28
Food and 
packaging and 
Thailand 

Food research and 
product 
development and 
packaging 
practices, issues 
and strategies in 
Thailand

Thangsupanich, 1995
1,560,000 

results

Leeds 
University 

search 
@Library

28. June. 
2014
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Appendix 4.1: Interview Transcripts (SO1, SO2, SO3, SO4, SO5, 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:! ofÞce 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:! 16 OZ

Q:! What is the material of those takeaway drinks cups?
! SO1:! I 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:! I used to try once. 

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

After the Þrst 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:! I guess, yes. But I do not know how.
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Interview with SO2

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

Q:! Who is the target customer of your shop?
! SO2:! Mostly ofÞcers and educated people and people who have high income.

Q:! What is the factors for choosing takeaway drinks cups to use in your shop?
! SO2:! I care about the strength of the cup. Because, it need to be able to use with hot drinks.

Q:! What is the average cost of takeaway drinks cups?
! SO2:! Around THB 3 to 5.

Q:! What is the size of those takeaway drinks cups?
! SO2:! 16 OZ

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

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

Q:! If there any reason for not using them anymore?
! SO2:! It is hard to Þnd them in the market

After the Þrst idea was explained...

Q:! Are you interested in joining a reusable cup project?
! SO2:! Umm.. IÕm 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, IÕm 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:! 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 deÞnitely 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 Þrst 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.

Q:! Do you believe that being an environmentally concerned cafe would help raising the brand awareness?
! SO2:! DeÞnitely agree
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Interview with SO3

Q:! How many years have you been working for the cafe?
! SO3:! Ummm.. ItÕs 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 ofÞce. So, most of them are ofÞce 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?
! SO3:! IÕve heard about it but never used them before.

After the Þrst 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 ÒPremiumÓ beverages.

Q:! Do you believe that being an environmentally concerned cafe would help raising the brand awareness?
! SO3:! I think 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?
! SO4:! OfÞcers 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 Þnd where to buy those environmentally friendly cups in Thailand.

After the Þrst idea was explained...

Q:! Are you interested in joining a reusable cup project?
! SO4:! It is sound interesting, but IÕm not quite sure if itÕs 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:! I have 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:! I donÕt really 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?
! SO5:! Never, but IÕve heard about it.

After the Þrst idea was explained...

Q:! Are you interested in joining a reusable cup project?
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! SO5:! I used to think about it, because I saw Starbuck doing that. However, IÕm afraid to broken customersÕ 
! ! 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:! I am interested in using them, so IÕve 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 donÕt really have particular target, but the majority of them are ofÞce 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:! It is a plastic call PEC, and I buy them from KM packaging... ItÕs cost me BHT 3 to 6

Q:! What is the factors for choosing takeaway drinks cups to use in your shop?
! SO6:! I use the double wall cup, because it can reduce my times. As I donÕt have to put sleeve cup in again. 
! ! However, it is very hard to Þnd 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 Þrst idea was explained...

Q:! Are you interested in joining a reusable cup project?
! SO6:! I normally give promotion for the customers who come to buy the drinks with their own cup. So I 
! ! think itÕs 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 IÕm 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:! I donÕt really care about this issue, but yes I agree.
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Appendix 4.2 : NamthipÕs bottle has reduce the density of the plastic 
(Source from: Thaipr, 2013).

Appendix 4.3 : The result from question A.2
A.2.) Where do you normally buy take-away drinks?
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Appendix 4.4 : The result from question A.4
A.4.) Please choose the group of people who most influence your choice of take-away drinks.

Appendix 4.5 : The result from question B.1
B.1.) What does this symbol mean?
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Appendix 4.6 : The result from question B.2
B.2.) Do you separate your rubbish for recycling? 

Appendix 4.7 : The result from question B.3
B.3.) If "not every time", why? (can choose more than one)
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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 DeÞnitely agree 57 24.4 24.4 24.4Valid

Mostly agree 140 59.8 59.8 84.2

Valid

Neither agree 
nor disagree

33 14.1 14.1 98.3

Valid

Mostly disagree 3 1.3 1.3 99.6

Valid

DeÞnitely 
disagree

1 0.4 0.4 100.0

Valid

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 80.8Valid

No 45 19.2 19.2 100

Valid

Total 234 100 100

Appendix 4.12 : The result from question C.5
C.5.) If I use environmentally friendly take away drinks cup, I help the world to be a better place. 

Frequency Percent Valid Percent Cumulative 
Percent

Valid DeÞnitely agree 148 63.2 63.2 63.2Valid

Mostly agree 64 27.4 27.4 90.6

Valid

Neither agree 
nor disagree

13 5.6 5.6 96.2

Valid

Mostly disagree 6 2.6 2.6 98.7

Valid

DeÞnitely 
disagree

3 1.3 1.3 100.0

Valid

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 DeÞnitely agree 163 69.7 69.7 69.7Valid

Mostly agree 60 25.6 25.6 95.3

Valid

Neither agree 
nor disagree

6 2.6 2.6 97.9

Valid

Mostly disagree 4 1.7 1.7 99.6

Valid

DeÞnitely 
disagree

1 0.4 0.4 100.0

Valid

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 87.2 87.2 87.2Valid

No 30 12.8 12.8 100

Valid

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?
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