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1 Background 
Every morning, the ritual hums: the aroma of freshly brewed coffee, the anticipation of a 
warm sip, and the inevitable crinkle of a disposable cup. But behind this daily convenience 
lies a hidden cost – a mountain of plastic waste threatening our planet. A report from the 
UK's House of Commons Environmental Audit Committee (2018) found that 2.5 billion 
coffee cups are used and thrown away each year in the UK – enough to stretch around the 
world roughly five and a half times.  The plastic lining on these cups can take up to 30 
years to break down. Yet, in the UK only 1 in 400 is recycled and 7 million coffee cups a 
day end up as landfill waste. Furthermore, 20 million trees are cut down for single-use 
cup production and 3.7 billion pounds of waste is produced during their manufacturing 
stage alone. This plastic deluge is not just an aesthetic eyesore; it is a critical threat to our 
environment. An estimated 1.3 billion tonnes of plastic are destined for our environment 
– both on land and in the ocean – by 2040 unless worldwide action is taken. (Lau et al., 
2020). This plastic breaks down into microplastics, contaminating our oceans, harming 
marine life, and potentially entering our food chain. The consequences are dire, impacting 
ecosystems, economies, and our health. 

This is where the circular economy, a model that aims to eliminate waste and 
pollution, offers a beacon of hope. It prioritises designing products for reuse and 
recyclability, extending their lifespan and minimising dependence on virgin materials 
(Schroeder et al., 2019). It is imperative to acknowledge that mitigating the challenge of 
plastic waste generation necessitates a multifaceted approach. While the adverse 
environmental impacts and carbon footprint associated with plastic production are 
commonly emphasised, equal scrutiny must be directed toward consumption dynamics. 
Both facets of production and consumption exert considerable influence on the 
perpetuation of this issue. It is imperative to acknowledge that mitigating the challenge 
of plastic waste generation necessitates a multifaceted approach.  

Customers often prioritise convenience, and reusable cups can seem cumbersome 
compared to the grab-and-go disposable option. Herein lies the crucial issue of customer 
inconvenience. Research found that despite of 69% of Britons owning reusable cups, only 
1 in 6 remember to use them every time they buy a hot drink and hence often grab 
takeaway drinks (Grab Your Cup, 2020). Furthermore, half of the adults polled found it 
more convenient to use general bins than to find a suitable recycling point, leading to 
nearly 2 billion cups ending up in landfills (World Coffee Portal, 2023). This essay delves 
into the issue of how reusable coffee cups can offer a sustainable solution to plastic 
pollution while addressing customer inconvenience. 
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2 Introduction 
Over the years, the single-use plastic cup has become a symbol of failed individual 
sustainability, boasting a constant presence in sustainability discussions and strategies of 
various entities. Accordingly, the London School of Economics and Political Science (LSE) 
also dedicates itself to circularity in coffee consumption as part of its sustainability agenda 
and invests in the recyclability of single-use cups and efforts to persuade consumers on 
campus to bring reusable cups. However, a brief observation of consumption behaviour 
in cafeterias and a consideration of the number of coffee cups that are incorrectly disposed 
of shows that progress is limited. Therefore, even though the coffee cup debate may seem 
‘old and worn out’ through the vast amount of literature produced (e.g., Nicolau et al., 
2022; Novoradovskaya et al., 2020; Lofthouse & Lilley, 2019; Poortinga & Whitaker, 
2018), the unsustainability of the still predominantly used single-use coffee cups as well 
as the ineffectiveness of previously presented solutions to transition to a more circular 
coffee cup culture keeps the relevance of the issue alive. 

          In the last decade, for-profit companies like ClubZero, ReCup, or Kooky, which offer 
an intelligent service system to enable a sharing economy, have emerged. The LSE has 
examined these service systems but opted not to pursue them, primarily due to concerns 
that students may not fully endorse the new system. Thus, in addition to the significant 
negative environmental impact of single-use coffee cups, current proposed solutions also 
seem to inherently demonstrate a form of process-induced unsustainability. There 
currently is a lack of understanding of how consumers and producers can interact within 
the scope of the LSE campus to drive systemic change. Rabiu and Jaeger-Erben (2024) 
argue that adopting a transition away from single-use plastic products is primarily 
hindered by limited availability and convenience. Following this finding and the 
principles of User-Centered Design (UCD) aimed at improving the ease of use of a product 
or service (Abras et al., 2004), this essay aims to combine both a system of provision as 
well as a consumption-related perspective to elucidate the complexities involved in 
fostering a shift in coffee cup culture on campus – and hopefully beyond. Specifically, it 
dedicates itself to the following research question: How can we leverage the usage of 
reusable coffee cups on the LSE campus considering customer convenience?  

The methodology employed to address this research question is rooted in the 
conviction that highly intricate systemic challenges, involving human behaviour at specific 
micro-level action points, warrant a process of decomposition, analysis within the specific 
context of interest, and a subsequent translation to the macro or even meta-level. This 
essay undertakes this approach by initially presenting a case outline, delineating the status 
quo efforts at LSE, presenting the rationale behind the inadequacies of current initiatives, 
and exploring potential market-driven solutions. Subsequently, an in-depth analysis is 
conducted on the Beveridge Café on the LSE campus as a case study, structured around 
the methodologies of a stakeholder analysis, including some forms of qualitative research, 
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to understand the system of provision. Furthermore, we apply activity theory (Lahlou, 
2017) to analyse consumer behaviour, which culminates in our solution proposal 
informed by installation theory (Lahlou, 2017), combining the provision- and 
consumption-driven angles. Finally, we draw our conclusion and discuss the limitations 
inherent in the presented case study. 

 

3 Case Outline 

In this section, we will assess reusable 
coffee cup adoption at LSE, identifying 
consumer barriers from relevant 
literature. Furthermore, we will 
introduce existing best practices that 
inform our analysis.  

3.1 Status Quo at LSE 

There are eleven coffee shops on the LSE 
campus that are operated by the same 
provider, LSE Catering. The coffee shops 
offer the same coffee menu and the 
purchasing process is very similar. 
Mapping the customer journey at the 
Beveridge Café based on activity theory 
(Lahlou, 2017), leads to a trajectory as 
depicted in Figure 1. 

The customers receive their coffee 
in a single-use cup by default. All 
cafeterias also offer customers to have 
their coffee filled in their own reusable 
cups (KeepCup). Most coffee shops offer 
KeepCups for purchase as well and 
customers receive a £0.25 discount on 
every coffee they consume with their 
KeepCup. Therefore, the KeepCups, their 
advantages, and the price reduction are 
advertised in the respective cafeterias (as 
well as at various places across campus). 
Despite LSEs efforts, the staff reports 
that less than 10% of the customers use a 
KeepCup. Figure 1: An activity theory visualisation of 

getting a coffee at the Beveridge Café 
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3.2 Consumer Psychology: The Importance of Convenience 

In today's fast-paced society, the transition to reusable coffee cups encounters several 
significant hurdles, making it inconvenient for consumers to embrace sustainable 
practices. Firstly, ingrained within our culture is a disposable mentality, where 
convenience often trumps environmental consciousness (Gammon, 2019). Coffee cups 
represent this single-use culture, encouraging consumers to discard them without 
consideration for recycling. Secondly, the practicality of reusable cups is hindered by their 
portability and weight. Unlike their lightweight, compact single-use alternatives, reusable 
cups are bulkier and heavier, posing challenges for on-the-go consumers who prioritise 
convenience. Additionally, the cleaning and maintenance required for reusable cups 
present another barrier. Many consumers find the process cumbersome, especially when 
they must clean their cups on the move, perceiving it as time-consuming and inconvenient 
(Allison et al., 2021). Lastly, the shift to reusable cups demands a change in behaviour, 
making it easy for consumers to forget or misplace their cups when leaving home 
(Herweyers, et al., 2024). This forgetfulness further discourages consistent usage, 
hindering the widespread adoption of reusable coffee cups despite their environmental 
benefits.  

3.3 Marketplace Solutions 

There is a variety of solutions in place to 
address plastic pollution from single-
use coffee cups, that can be clustered 
into four best practices (see Figure 2). 
Number one and two are already 
implemented on the LSE campus. In 
number one, customers are encouraged 
to bring their own KeepCups to reduce 
single-use cup consumption. In two, 
shops offer KeepCups for purchase to 
customers who do not own one yet. 
Number three describes coffee shops 
lending out reusable cups against a 
deposit (ReturnCups), refundable upon 
the cup's return to any participating 
outlet. And number four is similar to 
three but offers the added convenience 
of cup returns via designated bins. 
Customers need to scan their cup to link 
it to a pre-registered account. Either through the bin itself, or later in the cleaning process, 
the cups are scanned, and the deposit is returned to the respective customer accounts.  

Figure 2: Marketplace solutions offer four best practices 
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Mostly, these practices are optional alternatives to single-use cups, with incentives 
like price reductions and educational promotions on the benefits of reusable cups, 
particularly in reducing microplastic pollution. However, these best practices do not 
address the consumers’ wish for convenience well enough and therefore are only adopted 
by a minority of customers (Sidhu et al., 2018). In the following case study, we will 
showcase at which stages the customer journey for reusable cups deviates, becoming less 
convenient than single-use cups.  

 

4 Case Analysis  
Our examination thus far has shown that the reusable cup system currently pursued by 
LSE does not effectively address the issue of single-use coffee cups. The prevailing 
unsustainability largely stems from the system's lack of convenience. Before developing 
interventions to enhance the existing infrastructure or integrate ready-to-use market 
solutions, it is crucial to understand LSE’s unique context. Therefore, this chapter is 
dedicated to conducting a case analysis to identify specific intervention opportunities. 
Firstly, we will examine consumer behaviour at the Beveridge Café using an activity 
theory framework (Lahlou, 2017), analysing and comparing the distinct scenarios: (1) the 
prevalent use of convenient single-use cups, (2) the current, less convenient KeepCup 
system, and (3) the potential adoption of a ReturnCup system. Following this, a 
stakeholder analysis will be conducted to assess feasibility. The output of these steps of 
analysis will then serve as a roadmap for the subsequent intervention development phase. 

4.1 A Circular and Comparative Activity Theory 

When following the simplified version of activity theory, as presented by Lahlou (2017), 
it becomes apparent that this entails a linear portrayal of behaviour. This may adequately 
depict the course of action in many cases. However, since the case study at hand aims to 
foster a circular economy, it lacks completeness. As one extends the observation of 
consumer behaviour beyond their engagement within the cafeteria ecosystem, it becomes 
apparent that additional significant behaviours in connection to achieving a circular 
economy of plastic use emerge. Circular economy frameworks prioritise the end-of-life 
phase of materials, aiming to effectively close the loop of material flow and mitigate 
disposal (Alamerew et al., 2019). To comprehensively consider and analyse these 
behaviours by tracing a product through its lifecycle, we adapted the activity theory for 
application to the Beveridge Café at the LSE campus (Figure 3). This adaptation involves 
delineating the lifecycle into distinct phases, namely the retail and usage phase, 
alongside the end-of-life phase. 
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Figure 3: A circular activity theory 

 

As the current default procedure involves providing single-use cups, it represents the 
most convenient option. Conversely, both the KeepCup and ReturnCup scenarios 
represent deviations from this standard approach, inherently introducing certain 
inconveniences. 

Consumer behaviour along the KeepCup trajectory operates under the assumption 
that the customer both owns a KeepCup (general availability) and remembers to bring it 
to campus (in-case availability). Consequently, the primary availability challenge arises 
at home, while the main inconvenience manifests in the necessity of carrying the KeepCup 
throughout the day. Furthermore, when entering the end-of-life phase, considerations 
arise regarding the method of cleaning before returning it to the consumer's bag. 

 In a ReturnCup scenario on campus, the availability obstacle can be effectively 
addressed by switching the default from offering single-use cups to reusable ReturnCups. 
However, the design of the end-of-life phase again plays a critical role in determining 
overall convenience. Challenges such as locating the return bin when not strategically 
positioned or the additional effort required to interact with a mobile phone application 
for cup scanning can arise, impacting the user experience significantly. 
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 We can conclude that these obstacles need to be addressed to create convenient 
modifications to the installation for more sustainable behaviour. 

4.2 Stakeholder Analysis 

While the consumer is at the center of our research question, the interests of various other 
stakeholders are relevant in developing sustainable interventions suited for the LSE 
campus. Figure 4 displays the decision-makers, key players, and further interest groups, 
categorised based on their significance in driving change1.  

 

 

Figure 4: Stakeholder map 

 

4.2.1 Stakeholder Map 

The Beveridge Café is managed by an assigned cafeteria manager and assistant manager, 
who both report to the central organisation of LSE Catering. Decisions are made by LSE 
Catering, identifying this stakeholder as the decision-maker and therefore the most direct 
stakeholder in our research project.  

Likewise, LSE Estate Management is pertinent because it interacts with the 
process concerning the end-of-life phase of the coffee cups, particularly regarding waste 
management and cleaning. However, this entity collaborates with LSE Catering as a 

 
1 The information provided in this sub-chapter is based on direct conversations with the manager of LSE 
Catering. 
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service provider, positioning them as a third party from a process-oriented perspective. 
Therefore, we acknowledge their role as a key player but not as a decision-maker. 

 Furthermore, both cafeteria and estate management staff at LSE play a pivotal 
role, serving as the primary interface for customer interaction and ensuring smooth 
process maintenance. Thus, their collaboration is essential to our efforts. However, while 
it is vital to consider their needs and interests, their influence in driving change within 
the present case study is limited due to their lack of decision-making authority. 

 As we prepare to implement significant changes to the coffee commerce process at 
the Beveridge Café, and ultimately across campus, we will now present a more thorough 
analysis of the LSE Catering entity as the decision-maker in place. This analysis aims to 
address specific feasibility considerations. 

4.2.2 The Decision-Making Stakeholder: LSE Catering 

LSE Catering is an independently operating self-financing entity separate from the overall 
institution. Therefore, they are responsible for setting and monitoring a budget and 
independently making financial decisions. Despite this, LSE Catering is still strategically 
committed to the overall sustainability agenda of LSE. LSE Catering's current strategy to 
meet LSE's net zero targets by 2030 (Carbon, n.d.) is characterised by a recycling strategy, 
including a shift to coffee cups that can be largely recycled when being disposed correctly. 
Nevertheless, LSE Catering has been promoting the reusable cup strategy and has 
pursued several ideas that emerged within the 'green impact projects' contest in 2018-
2019. For instance, the 'ditch the disposable' project focused on awareness campaigns and 
imposed a levy on disposable cups, while offering a 25p discount to reusable cup holders 
and providing KeepCups at a discounted price of £5.00 with funding from the LSE 
Sustainable Futures Fund. Additionally, qualitative research conducted on campus as 
part of the '100 Green Ideas' project provided insights leading to current considerations 
of LSE Catering, such as advocating for more washing areas across the campus to meet 
students' expressed need for conveniently washing their own KeepCups after use. This 
focus is further motivated by the fact that establishing a central washing service would 
require compliance with stringent safety guidelines, including washing cups at 
temperatures exceeding 84 degrees Celsius, which would necessitate the use of a washing 
machine, making it unfeasible to simply allow staff to rinse out used coffee cups and 
return them to students. 

 Considering this factual background, LSE Catering has both incentives and 
disincentives to further invest in a KeepCup System. On one hand, aligning with LSE's 
overarching sustainability agenda, they strive to enhance the sustainability of their 
operations, demonstrating innovation and inspiring students and other universities to 
adopt sustainable practices. Moreover, there is a long-term incentive regarding costs, as 
unsustainable practices may result in higher financial expenses due to regulatory changes 
and potential damage to the institution's reputation.  
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  On the other hand, disincentives stem from significant operational challenges that 
could result in increased short-term costs and concerns about the effectiveness of 
potential interventions. Any modifications to the current processes that require 
additional physical space face limitations due to the lack of storage space. Further 
expansion would necessitate adjustments to the lease agreement with LSE, leading to 
higher fixed costs. Additionally, there is operational complexity in implementing a 
convenient washing procedure, as a centralised washing facility may not be easily scalable 
due to the stringent safety requirements outlined earlier. Moreover, LSE Catering 
harbours substantial concerns about whether students will adapt to the changes, raising 
doubts about the viability of pursuing the intervention. This specific disincentive 
prompted LSE to halt its exploration of potential sharing economy solutions after 
benchmarking against UCL, which had conducted a pilot project on implementing a coffee 
cup sharing economy with ClubZero as the infrastructure provider. UCL's experience 
revealed challenges in fostering student adaptation to the new processes, influencing 
LSE's decision to discontinue its investigation. 

 Nevertheless, there remains a window of opportunity to introduce interventions, 
considering the operational obstacles that serve as disincentives, both from the provision 
and consumer perspectives. The criteria that evolve out of this stakeholder analysis and 
that need to be considered for developing interventions are: 

(1) Storage space 
(2) Hygiene and safety compliance 
(3) Cost-efficiency 
(4) Operational convenience in provision for staff and management 
(5) Student’s adaptation to the new process 

4.3 Intervention Potentials 

Drawing upon the findings from the activity theory and stakeholder analysis, the following 
areas are identified as providing opportunities for improvement, thereby prompting 
possible interventions: 

 

 Lack of end-of-life infrastructure (inconvenience) 
 Lack of embodied competencies (forgetfulness) 
 Lack of social norms established (de-motivation) 
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Installation theory, developed by Lahlou (2017) serves as a framework for analysing and 
modifying environments from a constructivist perspective, highlighting the crucial role of 
design in formulating interventions for sustainable change (Lahlou, 2017). The theory 
posits that to establish sustainable interventions within an installation, it is imperative to 
simultaneously address the following three spatial 
layers: (1) the physical space, (2) the inner space, 
and (3) the social space (see Figure 5). As the 
identified intervention potentials align with these 
three layers, this essay will adopt the framework 
outlined by installation theory to formulate 
precise interventions within each layer. 
Subsequently, these interventions will be 
consolidated into packages, thereby 
reconstructing individual interventions into 
integrated and resilient solution proposals. 

 

5 Intervention Development 
In the present chapter, interventions based on installation theory (Lahlou, 2017) will be 
derived, providing the theoretical underpinning for the subsequent solution proposals. 

5.1 Objective Material Environment: Physical Affordances 

Affordances of material objects are seen as informing, supporting, and constraining 
activity, thereby provoking stigmergy which refers to the mechanism through which 
individuals can influence the actions of others by altering artifacts (Lahlou, 2017). 
Therefore, the physical artifacts of an installation are significantly guiding our behaviour 
– consciously and subconsciously. 

In the context of coffee consumption, we can build upon the previously defined 
main problems that limit the availability and convenience of alternatives to single-use 
cups (see 3.2) and thereby constrain activity in hindsight on sustainable behaviour. This 
primarily sheds light on two material aspects. Firstly, within the retail phase the 
availability of a KeepCup or ReturnCup as physical objects themselves needs to be 
considered. There is a requirement for the material environment to provide the 
opportunity to purchase KeepCups or lend ReturnCups, which, through strategic 
positioning within the context of choice architecture (Thaler & Sunstein, 2009), can 
simultaneously positively influence the embodied competencies of consumers towards 
sustainable behaviour (Lahlou, 2017). Secondly, the availability of washing opportunities 
for KeepCups or returning points for ReturnCups is crucial, significantly contributing to 
customer convenience in the end-of-life cycle of the coffee cup. This could enhance a 

Figure 5: Installation theory framework 
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seamless interaction between provision and consumption, fostering a resilient 
installation (Rabiu & Jaeger-Erben, 2024). 

5.2 Embodied Interpretive Systems: Individual Competencies 

Embodied competencies are the internal systems individuals possess, including reflexes, 
skills, knowledge, mental models, and experiences, which influence how they interpret 
situations and behave, irrespective of their biological, cultural, or experiential 
backgrounds (Lahlou, 2017). The interventions in relation to embodied competencies are 
twofold. On the one hand, interventions can build on existing embodied competencies, 
turning status quo competencies into a strength. On the other hand, interventions can 
actively facilitate the adoption of new, more sustainable embodied competencies. 

  Observationally, an individual’s competencies mainly come to consciousness as 
interpretations of underlying drivers of visible actions (unless they are reflected upon and 
verbally communicated). For instance, if one observes that a colleague forgot his or her 
key at home, the assumption of a situational lack of embodied competence can be stated. 
Therefore, if we hypothesise that the lack of convenience within the current KeepCup 
procedure hinders a consumer’s motivation for change as well as continues to maintain 
and even foster a status quo of unsustainable embodied competencies – namely having 
the mental model of: “When I am grabbing a coffee, I get a cup conveniently at the point 
of sale, no need for any effort on my end” – we need to find windows of opportunities to 
unfreeze and overwrite this salient state of unsustainable convenience-driven mental 
models. We can do this by creating an environment influenced by physical affordances 
(see 5.1) and social institutions (see 5.3) in favour of this endeavour. In specific, the 
objective for interventions on the layer of embodied interpretive systems is to create an 
environment that promotes (1) a conscious formation of urgency of attitude change 
towards motivating oneself to change the own embodied competencies, and (2) 
(subconsciously) nudging consumers towards acting on these new embodied 
competencies. Therefore, many of the interventions aimed at influencing embodied 
competencies do not happen within the embodied layer itself, but within either the 
material or the social layer. Nevertheless, this layer requires specific attention as it can 
serve as a tool to identify the windows of opportunities to intervene in a way able to 
influence the embodied competencies and to understand whether there are existing 
embodied competencies that do not occur as a hurdle, yet an opportunity. 

Leveraging existing embodied competencies can enhance the efficacy of 
interventions by tapping into established habitual behaviours, thus providing a robust 
connection potential (Pedersen, 2018). This can be applied to the process of linking the 
ReturnCup to the customer’s account. In current third-party-provider-based solutions, 
the customer has to scan the cup with an app, which requires embodying a new 
competence (ClubZero, n.d.; Kooky, n.d.). Hence, we propose that the linking process 
takes place at the point of sale (retail phase), where the customer provides a personal 
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barcode, which the staff then scans along with the cup to establish a connection between 
them. This enhances convenience since scanning is a routine task for staff and consumers 
alike, being a component of job-related embodied competencies and akin to loyalty cards 
in coffee shops or grocery stores. 

  When analysing the trajectory of activity (see 4.1) we can observe that there are 
differences in the degree and direction of consumers’ attentiveness, allowing us to 
specifically identify possible intervention points to influence the formation of new 
embodied competencies. High task-attention is expected during the reading of the coffee 
menu and price list, as well as during the clarification of orders with the staff. 
Furthermore, heightened environment-attention is expected during periods of waiting, 
such as while queueing to place an order and awaiting the coffee. Therefore, these points 
of heightened awareness pose possibilities for drawing on the institutional layer to foster 
desired embodied competencies. We will come back to this in section 5.3. 

5.3 Social Regulation: Social Norms and Institutions 

Institutions function to establish and enforce rules that control behaviour and coordinate 
societal interactions, while social norms serve as informal guidelines that individuals are 
expected to adhere to, with deviations often resulting in social sanctions, collectively 
shaping and regulating behaviour within society (Lahlou, 2017). While our overall 
objective of increased convenience can be mainly understood as a condition assessable 
within the physical or embodied layer, the social layer can act as a catalyst regarding both, 
the seamless engagement with the affordances of the material environment, as well as the 
embodiment of new competencies and the overwriting of old competencies. Therefore, 
the affective and behavioural targets informing our interventions on the social layer are 
consumer awareness, motivation, commitment, and accountability regarding the usage 
of KeepCups or ReturnCups. On the social level, consumer behaviour can be influenced 
by social norms and community building. On the institutional level, these norms can be 
supported by displaying the sharing economy as the default option, introducing physical 
reminders, price signaling, and giving positive feedback. 

Firstly, dynamic norms can be used to drive the usage of KeepCups and 
ReturnCups (Loschelder et al., 2019; Sparkman & Walton, 2017) until reusable cups 
become the new social norm. Dynamic norms emphasise the increasingly changing norm 
over time to elicit pre-conformity to this change. These norms can be made salient to the 
customers through signs at the points of action. This proves to be effective and therefore 
it will be helpful to shift the consumer’s behaviour towards using KeepCups or 
ReturnCups.  

Furthermore, community building interventions can be used to strengthen the 
conformity of customers to the target behaviour (Muniz & O’Guinn, 2001). These 
interventions foster the community member’s wish to differentiate themselves from 
others and to reproduce the meaning of the group through rituals and traditions (see also 
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signaling theory in Bird & Smith, 2005). Community building interventions can include 
events, messaging, and possibilities to signal community membership. 

Moreover, the default effect can have a significant impact on sustainable 
consumption (Mundt et al., 2020). Default interventions include the placement of cups 
(physical affordances, see 5.1), the communication by staff (social regulation), and the 
design of the menu (institutional regulation). Incorporating any of these interventions 
will drive the customers towards engaging with the sharing economy. Either as a 
participant or by active cognitive engagement. This makes the disposable consumption 
process more conscious and thus, increases the effect of other interventions, e.g., 
educational messaging (Pichert & Katsikopoulos, 2008). 

In the context of the KeepCup scenario, where adept individual competencies are 
required to overcome forgetfulness, the integration of (physical) reminders that 
consciously or subconsciously guide behaviour can be beneficial. This might entail digital 
reminders upon leaving home or through the incorporation of physical affordances, such 
as a tote bag featuring a dedicated cup holder, serving as a tangible reminder for 
consumers to remember to bring their KeepCup (Stawarz, 2017). 

Lastly, a price difference between single-use coffee cups and reusable ones can be 
used for positive reinforcement of participating in the sharing economy. Findings from a 
2019 on-campus survey conducted as part of the '100 Green Ideas' project reveal that 39% 
of students believe a price reduction of £0.5 would significantly aid in addressing 
forgetfulness regarding bringing a KeepCup (see Appendix 3). 

 

6 Solution Proposal 
Taking into account the stakeholder-driven constraints on change, which significantly 
influence the feasibility of solutions perceived as the optimal set of interventions, we 
propose a staggered solution, addressing the entire LSE ecosystem. Depending on the 
degree of change and thus, the required time and cost of implementation, there are 
different optimal solutions. We formulate two main interventions that fundamentally 
alter the installation: (1) a convenient KeepCup Program (as the minimum viable product) 
and (2) a ReturnCup Program (as the optimal outcome). We will describe these solutions 
along their simplified respective activity trajectories. Building upon this, we additionally 
propose a narrative NoCuptober Campaign that can complement the resilience of each 
proposed intervention package.  

6.1 KeepCup Program 

The first solution we suggest is encouraging the use of KeepCups (see Figure 6). As the 
end-of-life phase pinpointed critical obstacles (see 4.1) we propose a simpler washing 



PB403 Summative  Brewing Change  

 14 

alternative that prioritises customer convenience. To simplify the process, we suggest 
enhancing the physical affordances by installing pressure cup washers in key locations 
around LSE common areas (Appendix 6). The proximity and functionality of the 
specialised technology tailored for cup cleaning in a single motion effectively addresses 
the practical aspects of managing reusable cups post consumption. 

 

Figure 6: Summary of KeepCup program Intervention Package 

To ensure the resilience of the enhanced installation, we propose supporting 
interventions prior to and within the retail and usage phase. To overcome forgetfulness 
(Herweyers et al., 2024), the integration of a (physical) reminder was an identified 
intervention. We propose implementing tote bags with a designated section for carrying a 
coffee cup, serving as a clue.   

Furthermore, as the consumer proceeds in the queueing area, a point previously 
identified as of heightened awareness, he or she typically decides on the purchasing order. 
Placing reusable cups even more prominently in the decision-making area where they are 
available to be picked is therefore vital. Coupled with this strategic positioning, we suggest 
incorporating a compelling message to consumers, reminding them of the positive 
environmental impact reusable cups have and how consumers are now shifting away from 
single-use coffee cups, indicating an evolution of norms. This messaging extends to the 
end of the retail phase, where consumers await their coffee. Here, a photo wall featuring 
instant snapshots of students with their reusable cups is positioned, fostering a profound 
sense of social identity, commitment, and community belonging among KeepCup users. 

When drinking the coffee within the usage phase, positive reinforcement messages 
on the KeepCup themselves elicit feelings of accomplishment and positive associations 
with eco-friendly actions among users. These messages serve as reminders of the positive 
environmental impact of the individual's choice, motivating the consumers to opt for the 
sustainable alternative and reinforcing their commitment in the long run. 
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6.2 ReturnCup Program  

The second solution we propose should make it even more convenient to disregard single-
use coffee cups. We suggest introducing a sharing economy, based on a ReturnCup 
Program.  

 

Figure 7: Summary of ReturnCup Intervention Package 

In the critical end-of-life phase, ReturnCup users can dispose their cups in 
designated return bins. They will be located close to the coffee shops and across the 
campus next to the bins which currently report the most single-use cups being disposed 
in. We suggest a re-evaluation after six months to understand where customers would 
wish for additional return bins, and which return bins are not used. Although there will 
be fewer disposal possibilities for ReturnCups than for single-use cups, the strategic 
placement of the return bins will make the disposal almost as convenient as for single-use 
cups. Compared to the KeepCup there is a significant increase in convenience by enabling 
consumers to get rid of their cup, therefore relying on already present embodied 
competencies. Furthermore, the ReturnCup Program offers a significant advantage 
compared to existing best practices with returnable cups. The consumers do not have to 
scan their cups before disposing of them as the linking between cup and consumer is 
shifted to the retail and usage phase where it is part of existing routines. 

The retail and usage phase for ReturnCup users are very similar to the ones of 
KeepCup users (see 6.1). The educational, informative, and community building 
messaging in the queueing and waiting areas will be the same but coined on ReturnCups. 
Additionally, in the queueing area, there will be a visual explanation of the ReturnCup 
Program with a barcode that leads to the registration of a ReturnCup account. The 
registration is a one-time event but necessary to facilitate the refunding of the deposit 
paid for the ReturnCup. Next, the coffee menu will show the ReturnCup as the default and 
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single-use cups as optional for a £0.5 price increase. This is the crucial point for a 
successful adaptation. The staff will consider ReturnCups as the default in their 
interaction with the customer. In the payment process, customers present their unique 
ReturnCup account barcode. The staff links the ReturnCup to the customer’s account by 
scanning the barcode and the chip in the cup. The customer pays £1.0 deposit, which is 
returned once the ReturnCup is scanned again in the washing process.  

By leveraging installation theory, the ReturnCup Program is expected to drive 
successful behaviour change. Partnering with a third-party provider could streamline 
implementation, handling IT infrastructure, and cup logistics (ClubZero, n.d.). 

6.3 NoCuptober Campaign 

To initiate our proposed solutions a NoCuptober Campaign is going to be held across the 
LSE campus — an aptly named initiative planned to coincide with the beginning of the 
school year. This campaign is designed to prepare consumers for their involvement within 
the solutions frameworks across the social, physical, and embodied competence layers. 
Our key objective is to encourage student participation by communicating community 
values and delivering essential information and affordances, thus fortifying the resilience 
of our solutions. 

The campaign is mainly an intervention on the social level, prioritising community 
building and engagement by creating events and promoting a shared objective through a 
community contest: making a collective impact by reducing disposable cup consumption. 
This will be complemented by a social media campaign aimed at encouraging individuals 
to share their involvement and expand awareness even further. However, NoCuptober is 
also designed to provide students with a starter pack containing information messaging, 
as well as offers and promotions – actively encouraging reusable cups by providing an 
economic incentive.  
 

 

Figure 8: NoCuptober Campaign content pillars 



PB403 Summative  Brewing Change  

 17 

7 Discussion and Limitations 

Our findings indicate that promoting a reuse behaviour regarding coffee cups to address 
the current customer inconvenience associated with reusable cups requires effective 
design of the physical environment, promotion of individual embodied competencies, and 
fostering the necessary social norms. Through our staggered solution – advocating a 
KeepCup Program as an initial intervention package, followed by a more effort requiring 
yet expected higher yielding ReturnCup Program, both of which are accompanied by a 
campus-wide NoCuptober Campaign – we aspire to provide a pragmatic contribution, 
directly aligning with ongoing initiatives and the key criteria identified by stakeholders. 
Encouragingly, discussions with LSE Catering have validated this optimistic perspective. 
We are confident that the applied methodology uncovers overlooked nuances, adding 
value to understanding single-use coffee cup consumption. Moreover, we hope that our 
approach can inform interventions in various behavioural settings, fostering scalable 
positive change. This is particularly important as successful influencing of sustainable 
behaviour can have spill-over effects onto further behaviour – a mechanism vital for LSE 
students given their potentially influential future roles in business, politics, and society.  

Nevertheless, this essay is subject to certain limitations which are crucial to 
acknowledge before extrapolating the results across the campus and beyond, 
simultaneously providing avenues for future research. First, the generalisability of the 
findings is restricted by the fact that the specific installation of the LSE Beveridge Café 
was the focus of analysis. Factors like coffee consumption patterns and cafeteria layout 
might differ across other campus cafes, potentially impacting the success of the solutions 
suggested. Second, the limited timeframe of the case study hinders understanding long-
term sustainability and user behaviour, overlooking factors like extended adoption and 
cup maintenance. Third, the quality of this case study is limited to research being based 
on observations, informal oral information, and secondary research. Fourth, while this 
case study focuses on environmental benefits in terms of fostering a circular economy of 
coffee cup usage, economic implications fall short in analysis. Factors like investment 
costs, price fluctuations, cost savings, and revenue generation need deeper exploration, 
given LSE Catering's financial independence and competition outside campus. Lastly, 
measuring the impact of single process redesigns cannot be achieved within the scope of 
this study. A long-term adoption is crucial for positive overall impact, adding complexity 
to assessment. 
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Appendices 

Appendix 1: Data from Conversations 

Stakeholder 
 

Project 
Importance 
 

Role 
 

Key parameters 
 

LSE Catering 
 

Primary 
 

 Supports cafeteria 
operations  

 Sets and manages 
budget  

 Initiates sustainability 
objectives  

 

 Operational 
convenience in 
provision for staff and 
management 

 Cost efficiency 
 Limited storage space  
 Hygiene and safety 

compliance - central 
washing with 
temperature exceeding 
84°C 

 
ClubZero 
 

Secondary  Provides returnable cup 
solutions 

 Potential partner for 
LSE Catering 

 Insights regarding cost 
structure 

 Field experience 

 Institutional 
commitment 

 Complete ecosystem 
bought in 

 Default necessary 
 Stakeholder (also 

cafeteria) experience 
as close to single-use 
cup as possible 

 Provided solution can 
be adapted  

kooky. 
@HSG 

Secondary  Success story of a 
ReturnCup Program 
enrolment on a 
university campus 

 Having the ReturnCup 
as a default is crucial 
 fast adaptation 

 Cleaning and 
maintenance 
outsourced 

 Smooth functioning 
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Appendix 2: Activity Grid 
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Appendix 3: Cost and Savings Estimation 
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Appendix 4: Campus Project “100 Green Ideas” on Single-Use Plastic 
Reduction 
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Appendix 5: Campus Project “Ditch the Disposable” 
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Appendix 6: Material Environment and Messaging Visualisations 

Pressure cup washer for KeepCup Program 

 

 

Return Bins for ReturnCup Program 
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KeepCup (currently available) ReturnCup (Example) 
 

 
 

 

Example visualisation for campus campaign 

 

 

 

Sample tote bag for the starter pack 
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