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Preface 
This report is a result of the work of the Sustainable Lifestyles and Education 
Programme of the One Planet network. The One Planet network fulfils the commitment 
of the 10 Year Framework of Programmes on Sustainable Consumption and 
Production which is a global commitment to move towards sustainable consumption and 
production (SCP) and the achievement of Sustainable Development Goal 12 (SDG 12; 
responsible consumption and production).  
 
The Sustainable Lifestyles and Education (SLE) Programme aims to foster the uptake of 
sustainable lifestyles as the common norm. Through a global network of experts, 
practitioners and learners, the SLE Programme develops tools and resources that allow 
policymakers, businesses and civil society to build sustainable systems of living. Through the 
application of these resources and the uptake of sustainable lifestyles, the SLE Programme 
aims to address global challenges such as biodiversity conservation, resource efficiency, 
climate change mitigation, poverty reduction and social well-being.  
 
The SLE Programme is co-led by Japan’s Ministry of the Environment represented by 
Institute for Global Environmental Strategies (IGES) and the Government of Sweden 
represented by Stockholm Environment Institute (SEI)1.  
 
Directed by an April 2020 brief from the One Planet network called Nudging for Oceans: 
Reduced Plastic Litter and Microplastics, the Swedish Environmental Protection Agency 
commissioned PBM Sweden AB to produce a report on the use of behavioural insights for 
environmental policymaking. This report (Next Steps: Tackling Plastic Litter) discusses in 
detail how green nudges (soft persuasion techniques grounded in behavioural science) 
might complement traditional policy tools in tackling the growing problem of plastic waste 
and pollution, specifically focusing upon disposable coffee cups. Disposable coffee cups are 
among the top ten items found littered on beaches worldwide2, however their consumption 
could be significantly reduced with effective behaviour change measures. Three green 
nudges aiming to change individual-level citizen behaviours are suggested3: 
 

1. A soft new default for coffee ordered over the counter implies that reusable 
cups have replaced disposables as the default option.  

2. Bring your own cup for convenient self-service makes reusable cups the 
quicker and more convenient option when purchasing coffee in self-service locations, 
encouraging customers to transition away from disposables.  

3. Refillable cups augment the concept of reusability to become more attractive and 
impactful (environmentally, economically and psychologically). Reusable cups become 
status symbols that are inherently tied to one’s identity, and enable coffee chains to 
expand their offering by linking branded cups with coffee subscription plans, whilst 
attracting customer loyalty in the long term. Furthermore, refillability encourages 

 
1 One Planet Network: Sustainable Lifestyles and Education 

2 UNEP. (2021). Single-use beverage cups and their alternatives: Recommendations from Life Cycle Assessments.  

3 PBM Sweden AB. (2020). Next steps: Tackling plastic litter. 

https://www.oneplanetnetwork.org/sites/default/files/seij8540-sle-nudging-report-210312.pdf
http://www.oneplanetnetwork.org/sustainable-lifestyles-and-education
https://www.lifecycleinitiative.org/wp-content/uploads/2021/03/UNEP-D002-Beverage-Cups-Report_lowres.pdf
https://www.oneplanetnetwork.org/sites/default/files/seij8540-sle-nudging-report-210312.pdf
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repeated reuse to the point that the environmental impact of a cup’s production has 
been negated. 

 
WRAP were tasked by the SLE Programme to trial the above suggested techniques with 
coffee shops in Sweden and evaluate their effectiveness. However, the COVID-19 pandemic’s 
forced closure of many businesses has made engaging with consumer pilots impossible 
throughout most of 2020 and 2021. In lieu of delaying project progression until COVID-19 
restrictions were lifted, WRAP opted to further develop the green nudge techniques 
suggested in PBM’s Next Steps report, including a range of additional green nudges. WRAP 
also opted to test these in a nationally representative online survey environment, to gain an 
understanding of which green nudges might prove to be the most effective and acceptable 
to citizens, taking into account any impacts on business income or threats to commercial 
viability. This pre-trial behavioural exploration is an important early step, to avoid a 
potentially costly implementation of ineffectual green nudges.  
 
The research suggests that many green nudges are expected to be effective in encouraging 
Swedish citizens to use a reusable coffee cup, and that they are likely to have greater impact 
when implemented as a package than alone. This report forms the basis from which pilots 
with coffee shops and other eligible businesses should be developed. Green nudge 
evaluation and implementation plans are as detailed as is possible without confirmed delivery 
partners, however can easily be tailored to suit specific business needs or contexts.  
 
The findings presented in this report are pre-trial insights and should be used to 
inform and guide the real-world pilots. As a self-report methodology was used, findings 
may not accurately translate into in-situ behaviour due to the existence of intention-
behaviour gaps that exist in specific contexts. Furthermore, the COVID-19 pandemic may 
have affected responses, thus the results provide an indicative picture only; piloting the 
green nudges is still required before implementing at scale. 
Executive summary 
This document has been designed for use by countrywide agencies, partners, and the 
businesses supplying coffee to citizens in a variety of locations where coffee is consumed. It 
contains detailed insights about coffee drinking in Sweden, the results of pre-pilots for 
green nudges to reduce disposable coffee cups, and plans and considerations for 
delivering pilots on the ground and scaling up these activities.  
 
There is specific information for both countrywide agencies and for coffee businesses. 
 
Key survey insights: 
 

 Pre-pilot online research suggests that 82% of the Swedish population purchase 
take-away hot drinks at least weekly, whilst 55% of citizens already own a 
reusable cup. 

 
 Around three quarters own more than one cup and only 16% use them every day. 

This suggests that the barrier to use is not ownership. The main reason is because 
they don’t remember to use and/or haven’t got into the habit. 
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 The research identified three key audiences as potential focus for behavioural 

change as they are open to change: owners of cups who are regular users, 
owners who are irregular users and current non-owners who are 
receptive. 

 
 The research identified three key locations: traditional coffee shops, 

university/work canteens and fast-food restaurant chains.  
 

 The research provides supportive evidence that citizens in Sweden are receptive to 
several nudge propositions. The insights suggest that many nudges are expected 
to be effective, encouraging citizens use a reusable cup for their take-away hot 
drinks. Although the nudges were tested individually, a package of nudges is 
likely to have the most impact. 

 
 After testing both rewarding and inconveniencing nudges, responses suggest that 

the rewarding nudges will be more effective and popular among citizens. 
Encouraging behaviour change via ‘positive’ methods means that citizens will stop 
the use of disposable cups because they want to, rather than because they feel 
coerced or compelled to, to avoid negative consequences. Thus, it is also more 
likely to lead in in longer-lasting, sustained behaviour change. 

Key recommendations for each nudge package and each location:  
 

 Proposition 1 – The barista/server always asks each customer if they want their 
drink in a reusable cup. Disposable cups are charged at 2 Krona each. The shop 
introduces a refresh service. Proposition 1 is recommended for implementation in 
coffee shops and fast food restaurants. 

 Proposition 2 – A priority queueing system favouring those with reusable cups is 
introduced. Disposable cups are no longer branded. Disposable cups come without 
a lid, although customers can still request one. Proposition 2 is recommended for 
implementation in coffee shops only. 

 Proposition 3 – New reusable cups come pre-loaded with free drinks. Purchasing a 
new reusable cup gives VIP access to loyalty schemes. Reusable cups have a 
scannable code and app which allows pre-payment. Proposition 3 is recommended 
for implementation in coffee shops and canteens. 

 

Key considerations to take forward: 
 

 This report makes indicative recommendations as to which nudges could be 
implemented and how, but it is the ultimate responsibility of businesses to 
decide which approaches are appropriate and most likely to be effective for 
their specific context. 

 
 The proposed implementation and evaluation plans are outlined in this 

report. However, a detailed plan, costs or timelines cannot be drawn without 
confirmed evaluation and delivery partners. 

 



 

WRAP - Exploring the Use of Green Nudges to Reduce Consumption of Disposable Coffee Cups in Sweden   6 
This document is uncontrolled if printed 
MR40 – Version 6 

 Implementation may also be influenced by other factors such as 
media/communications about the environment/plastics or continued changes 
in lifestyles as a result of COVID-19. 

 
 A collaborative approach between stakeholders from involved 

businesses, SEPA and behavioural science experts is expected. Regular 
meetings and workshops will be crucial to ensure smooth initial implementation, 
evaluation, eventual scale-up, and everything in-between. 

 
 The proposed green nudges exist to complement policy, make citizens more 

amenable to future changes and increase impact but are not necessarily 
policy instruments in themselves.  

 
 Finally, it is important that unintended consequences of the reusable cups, such as 

the high carbon impact associated with their production, are acknowledged from 
all parties involved, ensuring the sustainability strategy is balanced and won’t draw 
criticism. 
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Introduction 
1.0 Introduction 
 
1.1 The issue 
 
“Single-use beverage cups are one of the top ten items found littered on beaches around the 
world. Globally, over 500 billion disposable cups are consumed annually, of which between 
250 and 300 billion are plastic-lined paper cups.“ (UNEP, 2021) 4 
 
Single-use plastic pollution is a major global, environmental problem. In 2019, the UN 
Environment Assembly addressed the issue of single-use plastic pollution, raising their 
concerns and encouraging and inviting Member States to work collectively to take action. 
 
In the same year, the EU decides to ban a range of single-use plastic products “where 
sustainable alternatives are easily available and affordable”5, from 3 July 20216.  
 
According to SMED, an estimated 500-1000 million paper cups containing plastic7 are used in 
Sweden annually8.  
 
In order to deliver a significant decrease in the usage of these cups, a significant increase in 
the acceptability and adoption of reusable cups is needed. The consumer alone should not 
carry the burden of reducing coffee cup waste. Alternative solutions are needed, with a 
preference for reusable products as the most sustainable choice over any changes in the 
material of the cups; impact can only be achieved when reusable cups are used repeatedly. 
Collaborations between various stakeholders are required, as their combined actions will 
contribute towards the required systemic changes. 
  

 
4 UNEP. (2021). Single-use beverage cups and their alternatives: Recommendations from Life Cycle Assessments.  

5 European Commission. (2019). Single-use plastics. 

6 Due to unforeseen circumstances, this date is now postponed for Sweden, most likely until November 2021. 

7 This figure includes ice cream cups and cardboard salad boxes. 

8 Håll Sverige Rent. (2019). Vilken kaffemugg är bäst för miljön? Livscykelanalys av engångsmuggar och flergångsmuggar för 
on the go-kaffe. 

https://www.lifecycleinitiative.org/wp-content/uploads/2021/03/UNEP-D002-Beverage-Cups-Report_lowres.pdf
https://ec.europa.eu/environment/topics/plastics/single-use-plastics_en
https://hsr.se/sites/default/files/2020-06/hejda-engangsmugg-lca.pdf
https://hsr.se/sites/default/files/2020-06/hejda-engangsmugg-lca.pdf
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1.2 Research background 
 
Previous research shows that single-use plastic coffee cups significantly 
contribute to plastic litter and pollution9.  
 
The Swedish Environmental Protection Agency (SEPA) commissioned PBM Sweden AB, a 
Swedish consultancy specialising in behavioural science, to investigate the potential of using 
nudging techniques to reduce pollution from beverage cups.  
 
The result was the production of a comprehensive technical report10 that proposes three 
‘green nudges’ to be tested. These nudges attempt to tackle the challenge of single-use 
coffee cups waste in different contexts and complement traditional policy tools at a citizen 
level. 
 
WRAP received a grant from the SEPA to implement these nudges within a real-world 
setting. Due to COVID-19 and the inability for businesses to engage with consumer pilots at 
the time, an online survey provides the preparatory work for the first phase of the project.  
The online research explores citizens’ intentions to engage with the green nudges, as well as 
the barriers and enablers to switching to more sustainable beverage cup choices. 
 
1.3 Why explore green nudges? 
 
Nudges are non-restrictive interventions that alter and disrupt the environment to make it 
easier for citizens to make ‘better’ decisions11. Changes to the ‘choice architecture’, or the 
‘decision context’, aim to guide citizens towards a particular behaviour change without 
prohibiting other possible choices or impinging on free will.  
 
Nudging goes beyond the traditional communicative approach, usually influencing behaviour 
in the moment when decisions are made (in this case, in a coffee shop at the point of sale). 
They are easy and relatively cheap to implement for organizations who are not involved in 
policymaking. Green nudges are a “positive and gentle persuasion technique to encourage 
sustainable behaviour”12. 
 
In June 2021, the Swedish government proposes a policy package for single-use plastics to 
be implemented. According to the package: disposable cups containing more than 10% 
plastic will be prohibited13, businesses will be required to offer to have drinks and food 
served in reusables cups or containers, whilst there will be extended return schemes for 
plastic and metal bottles. 
 
Implementation of the proposed nudges will enhance this policy by changing citizen 
behaviour to align with policy goals and contribute to its success. Implementation could also 
pave the way for implementing ‘heavier’ policy options, for example a ban on all single-use 
plastic cups in the future. 

 
9 Svenska MiljöEmissionsData. (2019). Kartläggning av plastflöden i Sverige: Råvara, produkter, avfall och nedskräpning.   

10 PBM Sweden AB. (2020). Next steps: Tackling plastic litter. 

11 Thaler, R. H., & Sunstein, C. R. (2008). Nudge: Improving decisions about health, wealth, and happiness. 

12 United Nations Environment Programme, GRID Arendal and Behavioural Insights Team (2020). The Little Book of Green 
Nudges: 40 Nudges to Spark. Sustainable Behaviour on Campus. Nairobi and Arendal: UNEP and GRID-Arendal.   

13Actu Environment: Moving on from single-use plastics: how is Europe doing? - Assessment of European countries' 
transposition of the Single Use plastics Directive - July 2021 

http://naturvardsverket.diva-portal.org/smash/get/diva2:1327285/FULLTEXT02.pdf
https://www.oneplanetnetwork.org/sites/default/files/seij8540-sle-nudging-report-210312.pdf
https://www.bi.team/wp-content/uploads/2020/09/LBGN-2.pdf
https://www.bi.team/wp-content/uploads/2020/09/LBGN-2.pdf
https://www.actu-environnement.com/media/pdf/news-37813-rapport-mise-en-oeuvre-directive-sup.pdf
https://www.actu-environnement.com/media/pdf/news-37813-rapport-mise-en-oeuvre-directive-sup.pdf
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1.4 Project context 
 
This pre-pilot feasibility study is partway along the road to scale, as indicated below in Table 
1. It builds upon a technical report provided by PBM Sweden, and will influence 
implementation by in-country partners. 
 
 
 
Table 1: Project roadmap.  
 

Project Inception 

Technical Report 
 
Responsible: PBM Sweden AB 

Next Steps: Tackling Plastic Litter explores the 
potential of using behavioural insights, also known 
as nudging, as a complement to traditional policy. 
It lays out three potential strategies and considers 
how they might operate.  

Online feasibility study and pre-pilot insights 
 

In lieu of on-the-ground testing due to coronavirus 
restrictions, this report describes online pre-pilot 
insights into effective nudge strategies alongside 
evaluation and implementation recommendations, 
creating a foundation for the pilot.  

Indicative evaluation and implementation 
recommendations 
 
Responsible: WRAP 
Detailed, business-specific evaluation and 
implementation plan  
 

Without confirmed business involvement, detailed 
plans cannot be developed. This will be a 
collaborative effort between participating 
businesses, contracted research agencies, SEPA, 
and behavioural science experts. 

Continual monitoring and evaluation 
 
Responsible: Delivery partners in Sweden 

Implementation at Scale 
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Key Survey Findings from Sweden 
A survey of 1,013 Swedish citizens was conducted online during March 2021. To be eligible, 
participants had be at least 18 years old, and consume takeaway hot drinks at a minimum of 
at least several times a month (prior to the coronavirus pandemic). The sample was 
drawn from across Sweden (with no geographical targeting).  
 
The survey explored sociodemographic characteristics, habits relating to single-use plastic, 
perceptions of barriers and opportunities to using reusable coffee cups, and consumption 
intentions. The survey also explored propensity to engage with various green nudges. 
 
2.0 Market intelligence: Exploring the takeaway hot drinks culture in Sweden 
 
2.1 Purchase patterns 
 
The survey found that approximately 1 in 5 Swedish citizens purchase takeaway 
hot drinks every day (18%). 82% purchase takeaway hot drinks at least weekly, and 35% 
at least daily/most days.  
 
Citizens who purchase takeaway hot drinks at least daily/most days are more likely 
compared to the population average to be14: 
 Regularly purchasing from Starbucks15 (50%) 
 Earning up to 349,000kr (42%) 
 Male (46%) 
 Regularly purchasing from a work canteen (44%) 
 Regularly purchasing from a self-service machine (43%) 
 Regularly purchasing from a bakery (42%) 
 Regularly purchasing from a supermarket café (42%) 
 18-34 years old (40%) 
 Living in Svealand (38%) 
 

Citizens who purchase takeaway hot drinks at least daily/most days are less likely compared 
to the population average to be: 
 Regularly purchasing from Espresso House (30%) 
 Earning 700,000kr+ (30%) 
 Living in Norrland (28%) 
 Female (27%) 
 55+ years old (25%) 

2.2 Purchase locations 
 
Of those who sit down and drink in, 73% do so at least weekly (see Figure 1).  
 
Of those who purchase hot drinks to takeaway, 81% purchase takeaway hot drinks over the 
counter, and of this group, 67% purchase over the counter only. 33% purchase takeaway 

 
14 Note that these associations do not indicate any causality; for example, it may not be the act of purchasing takeaway coffee 
from Starbucks, or being in a lower earning bracket, that causes more takeaway coffee to be purchased, rather there may be a 
third variable influencing the link between these characteristics. 

15 Respondents who reported purchasing coffee from a chain of coffee shops were then asked whether they purchase from 
Espresso House, Wayne’s Coffee, Starbucks or somewhere else. Response options were based upon advice from SEPA 
regarding businesses with popularity and/or large market share in Sweden.  
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hot drinks from self-service machines, and of this group, 19% purchase from self-service 
machines only. 14% purchase from both. 
 
Figure 1 Frequency of hot drink purchase. 
 

 
Q: Thinking back to BEFORE Covid-19, how often, if at all, do you purchase hot drinks (e.g. coffee, 
tea, hot chocolate) in the following ways/situations? This includes hot drinks purchased from all 
locations - including cafes, coffee houses, restaurants, cafes in a supermarket, gas/service stations, 
etc. Please include those purchased over the counter and those from self-service machines.  
Base: 1,013 adults aged 18+ in Sweden who regularly drink hot drinks to take away 
 
 
Figure 2 Where hot drinks to take away are purchased. 
 

 
Q: You mentioned that you often purchase hot drinks to TAKE AWAY. Which of the following places 
do you regularly purchase these drinks from? Select all that apply. 
Base: 1,013 adults aged 18+ in Sweden who regularly drink hot drinks to take away. 
 
As shown in Figure 2, citizens purchase takeaway drinks from a diverse range of 
locations, however over half (56%) do so from a chain of coffee shops. More specifically, of 
this group 84% purchase coffee from Espresso House, 20% from Wayne’s Coffee, and 24% 
from Starbucks16 . 
 
35% of citizens purchase takeaway drinks from a restaurant/fast food outlet, 31% from 
an independent coffee shop, 21% from a supermarket café, 18% from a bakery, 11% from a 
work canteen, and 5% from another location.  
 
Citizens also consume takeaway drinks in a diverse range of locations. At least once a 
week, 46% of citizens consume their drink at work, 41% at home, 36% whilst travelling in 
the car, and 31% whilst walking to work (see Figure 3). 
 
 

 
16 Note that these categories are not mutually exclusive; citizens can purchase coffee from more than one outlet. 

18%

19%

14%

16%

22%

24%

19%

22%

15%

18%

10%
Hot drinks (e.g.
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purchase to sit

down and drink in
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coffee) that you

purchase to take
away

Every day Most days Several times a week Once a week Several times a month Less often Never
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31%
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18%
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Figure 3 Locations where hot drinks to take away are consumed. 

 

Q: Thinking now about where you consume the hot drinks that you purchase to TAKE AWAY. Before 
Covid-19 (i.e. reflecting your ‘normal’ habits), how often, if at all, did you drink them in the following 
places? 
Base: 1,013 adults aged 18+ in Sweden who regularly drink hot drinks to take away 
 
3.0 Reusable cups: Ownership and use 
 
The survey revealed that 55% of citizens own at least one reusable cup, 74% of which 
own more than one reusable cup. However, only 16% use them every day, suggesting 
that over-purchasing and infrequent use may also be a resource efficiency consideration. 
 
From the data it is possible to split citizens into four roughly equal population segments, as 
shown in figure below. Figure 4 also shows the population groups who are significantly more 
likely than the population average to fall in each segment and their attitudes to plastics.  
 
Figure 4: Four citizen segments. 

 
Base: 1,013 adults aged 18+ in Sweden who regularly drink hot drinks to take away. 
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Motivations and barriers to acquiring a reusable cup 
 
3.1 Motivations: Top reasons for reusable cup acquisition 
 
Citizens who owned a reusable cup, or did not own one but were receptive to the idea, were 
asked why they acquired their cup or why they could see themselves using one 
(respectively). Findings are shown in Figure 5 and Figure 6. It is interesting to note that 
convenience is amongst the top motivations for both groups. 
 
Figure 5: Reasons for acquiring a reusable cup. 

 
Q: Why did you acquire your reusable cup(s)? Select all that apply.  
Base: 556 adults aged 18+ in Sweden who regularly drink hot drinks to take away and currently own a reusable cup.  
 
 
Figure 6: Reasons for wanting to acquire a reusable cup in the future. 

 
Q: You said that you can see yourself using a reusable cup for takeaway hot drinks. Why do you say 
that? Select all that apply.  
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13%
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9%
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It’s convenient

It’s a good way for me to do my bit for the environment

I was given it as a gift from friends/family

I prefer the feel of it to a takeaway cup

I was given it free in a coffee shop as part of a promotion

It’s fashionable / I like the design

Financial incentive (e.g. discount/double loyalty stamps)

My friends/family had them already

I like trying new things

More and more people are doing it

I just happened to see them in the coffee shop

It was recommended by the barista

68%

36%

25%

21%

18%

16%
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It’s a good way for me to do my bit for the 
environment

It’s more convenient

To get a financial incentive (e.g.
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I like trying new things
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Base: 256 adults aged 18+ in Sweden who regularly drink hot drinks to take away and don’t currently own a reusable cup but can easily see 
themselves owning one in the future.  
 
3.2 Barriers: Top reasons that prevent reusable cup acquisition and use 
 
Despite owning a reusable cup, many citizens do not use it on a regular basis. Citizens were 
asked about why they think this might be, and those who were not receptive to the idea at 
all were asked about why this might be.  
 
For current owners, the primary barriers centred around the difficulties faced when forming a 
new habit, suggesting again that ownership alone is not enough to encourage behaviour 
change (see Figure 7). Similar barriers were faced by receptive non-owners, as well as a lack 
of helpful social norms17 and the high initial cost (see Figure 8).  
For non-receptive non-owners, key barriers again centred around the hassle associated, and 
a personal preference to drink from a disposable cup (see Figure 9).  
 
 
Figure 7: Barriers to using a reusable cup faced by current owners. 
 

 
Q:  You said that you use a reusable cup [MOST TIMES][AROUND HALF THE 
TIME][SOMETIMES][RARELY OR NEVER]. Which of the following, if any, discourage you from using 
the reusable cup more often? Select all that apply. 
Base: 466 adults aged 18+ in Sweden who regularly drink hot drinks to take away, and currently own a reusable cup but do not use it all of the 
time. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
17 Social norms are the unspoken behaviours, attitudes and beliefs that are deemed to be acceptable by a group, society or 
culture. Although they are unspoken, their influence on individual behaviour is significant.  
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I like drinking from a takeaway cup
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Risk of spillages/mess
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Figure 8: Barriers to using a reusable cup faced by receptive non-owners. 

 
Q:  And what do you think might stop you acquiring one, or using it? Select all that apply. 
Base:  256 adults aged 18+ in Sweden who regularly drink hot drinks to take away, and don’t currently own a reusable cup but can easily see 
themselves owning one in the future. 
 
 
Figure 9: Barrier to using a reusable cup faced by non-receptive non-owners. 
 

 
Q: You said that you can’t really see yourself using a reusable cup for take away hot drinks. Why do 
you say that? Select all that apply. 
Base: 201 adults aged 18+ in Sweden who regularly drink hot drinks to take away, don’t currently own a reusable cup and don’t easily see 
themselves owning one in future. 
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Green Nudges 
4.0 Introduction to green nudges 
 
4.1 Target audience 
 
The four citizen segments described in Figure 1 are defined by values and attitudes 
(including concern about plastic). Although there is evidence for defining sociodemographic 
characteristics for one of the segments, those who don’t own a reusable cup and are not 
receptive in getting one, demographic targeting is not deemed necessary or relevant in this 
occasion. 
 
Instead, the green nudges will focus primarily on changing the behaviour of irregular 
owners, receptive non-owners, and regular owners, for several reasons.  
Firstly, only 39% of regular owners use a reusable cup every single time they purchase a 
hot drink, and only 61% use it most times, so further behaviour change in this segment is 
needed.  
 
Secondly, the top reasons for purchasing a reusable cup (amongst both regular and irregular 
owners) were convenience (40%) and wanting to do one’s bit for the environment 
(31%), which is a motivation also held by 68% of receptive non-owners. These motivations 
can be effectively addressed with green nudges, which are likely to be more successful for 
citizens who are already amenable to change.  
 
The green nudges will not aim to change the behaviour of non-receptive non-owners. 
These resistant citizens are not pro-environmentally motivated and nudges are a too “soft” 
measure to overcome the barriers they see. Instead, a regulatory approach to behaviour 
change may be required (i.e., bans, taxes). Furthermore, this is the smallest segment, 
representing one in five, so resources are better directed towards changing the behaviour of 
the other 80%. If successful, this small resistant segment will become an even more 
significant minority, which may motivate them to switch to a reusable coffee cup in order to 
comply with newly established social norms. 

4.2 Target location 
 
Based on the survey findings regarding the various venues from which citizens 
purchase/consume coffee, and feasibility considerations, the green nudges are 
recommended to be implemented in three key locations: traditional coffee shops, fast 
food restaurants and university/workplace canteens. Several nudge selection and 
implementation considerations for these businesses are detailed. 
 
The green nudges have not been deemed appropriate for the following locations: 

 Self-service machines: Of the entire sample, only 19% purchase hot drinks to take 
away from self-service only. However, of those who do not own a reusable cup and are 
not receptive to doing so, 33% purchase from self-service only. Citizens who purchase 
coffee from self-service outlets are not receptive to switching to reusable cups, and will 
require more than a nudge to change their behaviour.   
 

 Bakeries: Only 18% of respondents reported purchasing hot drinks to take away from 
this location. Moreover, these businesses primarily sell alternative products (e.g. bread, 
baked goods), so are less likely to be invested in reducing coffee cups. 
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4.2.1 Traditional coffee shops (chain and independent) 
 
Citizens who purchase coffee from these locations account for the greatest proportion 
overall, meaning that nudges have a greater potential impact – 56% purchase hot drinks 
from a chain of coffee shops, and 31% from an independent coffee shop. Moreover, coffee is 
their core business proposition; nudges implemented here will reach a wider customer 
base than in locations where coffee is not sold as a core product.  
 
4.2.2 Fast food restaurants 
 
Restaurants/fast food outlets (examples provided were McDonalds and Subway) are the 
second most popular location for purchasing hot drinks to take away, visited by 35% 
of respondents. They also represent a specific context, where coffee is sold as a secondary 
product to food items, meaning that customers may not necessarily be thinking about coffee 
when they enter the shop. This creates the opportunity to target irregular coffee drinkers 
whilst expanding the green nudge program beyond expected locations.  
 
4.2.3 University and workplace canteens 
 
University and workplace canteens represent a specific context, where they may be the only 
place to buy18 coffee, as students and employees have nowhere else to go. Additionally, 
those who purchase take away drinks from a work canteen are significantly more likely than 
average to do so every day or most days (44% of canteen customers, compared to the 
population average of 35%). 
 
5.0 Testing green nudges 
 
As part of the online survey, a number of different nudges were tested in order to 
understand how effective Swedish citizens thought they might be, and their propensity to 
engage with a business that implemented them. It is important to remember that these are 
pre-trial insights, which will inform and guide the selection of nudges in real-world pilots; 
it may not be possible to know with certainty which nudges will be more or less effective. 
 
These nudges were tested in two ways:  

1. Fifteen individual nudges. In order to elicit answers with a greater degree of truth 
and accuracy, and a lesser degree of social desirability bias19, these questions were 
framed to project to others. All respondents answered these questions. 

2. Three ‘bundles’ of nudges: Questions were framed to elicit personal reactions and 
predictions of behaviour in response to three nudge propositions, each containing 
three separate nudges that might work in synergy. Respondents saw two out of the 
three propositions, which were randomly assigned. 

 
5.1 Testing green nudges individually 
 
When citizens were asked how effective they thought each nudge would be in encouraging 
people they know to use a reusable coffee cup, they appeared to be more favourable to 
those that directly rewarded them (primarily in a financial sense) for changing their 
behaviour, such as by providing double reward stamps or receiving a discount.  

 
18 It’s worth mentioning that many workplaces in Sweden offer employees free hot drinks. 

19 Social desirability bias occurs when research participants provide answers that they believe will make them appear better (in 
this case, a more pro-environmental citizen).  
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The nudges with the lowest perceived effectiveness are more disruptive, such as having to 
queue twice (once for a cup and once for a coffee), or the removal of lids from disposable 
cups. In Figure 10, a primarily blue bar indicates that more citizens thought this nudge would 
be effective, whereas a primarily orange bar indicates the opposite. 
 
 
Figure 10: Perceived effectiveness of individual green nudges (on other people). 
 

 
 
Q: On a scale of 0-10, please tell us the extent to which each of the following would be effective in 
encouraging people that you know (e.g. family, friends, colleagues etc.) to use a reusable cup (0 = 
ineffective; 10 = very effective)? 
Base: 1,013 adults aged in 18+ in Sweden who regularly drink hot drinks to take away. 
 
Additionally, a consistent pattern was observed regarding how effective each citizen segment 
felt the green nudges would be. Across all 15 nudges, regular owners and receptive non-
owners were more likely to provide effectiveness ratings of 7-10 (i.e., the blue segments in 
Figure 10) than irregular owners, whilst non-receptive non-owners were always the least 
likely. This supports the decision to primarily target regular and irregular owners, and 
receptive non-owners. 
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5.2 Testing green nudges in ‘bundles’ 
 
Following the nudges outlined above, three propositions were tested with citizens, each 
involving a ‘bundle’ of three nudges from the previous stage. As well as assessing how 
effective they would be, citizens indicated whether they felt positively or negatively about 
the idea for themselves, and whether they would be more, less, or equally likely to purchase 
coffee from a location that implemented the nudges.  
 
The three nudges were presented additively, as demonstrated in Figure 11.  
 
Figure 11: Structure of green nudge ‘bundle’ propositions and corresponding questions. 
 

 
 
Each proposition uses a different overarching behavioural technique, in order to test which is 
most effective in this context: creating reward for reusable cup users, creating 
inconvenience for disposable cup users, or a combination of both.  
 
Each proposition was also matched to appropriate locations for implementation (coffee 
shops, fast food restaurants, or workplace/university canteens), based on the observed 
customer profiles for each location, the characteristics of respondents who reacted well to 
the proposition, and contextual considerations. 
 
5.3 Proposition 1: Reward + inconvenience 
 
Proposition 1 (P1) incorporates both rewarding and inconveniencing nudges (see Figure 12). 
 
When presented with the first nudge, 56% of respondents felt positively towards the idea, 
whereas only 8% felt negatively. 45% reported that they would be more likely to purchase 
coffee from this place, compared with only 11% who would be less likely. Again, 45% felt 
that they would be more likely to use a reusable coffee cup following implementation of this 
nudge, however 23% would be less likely to do so.  
 
Intention to use a reusable cup improved as the proposition further evolved; with the 
addition of the second nudge (2 Krona surcharge), 50% of respondents reported that they 
would be more likely to use a reusable cup (compared with 19% who would be less likely), 
and with the addition of the third nudge (refresh service), 51% reported that they would be 
more likely to use a reusable cup (compared with 16% who would be less likely).  

 
 
 
 



 

WRAP - Exploring the Use of Green Nudges to Reduce Consumption of Disposable Coffee Cups in Sweden   22 
This document is uncontrolled if printed 
MR40 – Version 6 

 
Figure 12: Structure of Proposition 1. 

 
  
Base for P1: 574 adults aged 18+ in Sweden who regularly drink hot drinks to take away and were shown P1. 
 
 
Implementing this package of nudges may encourage reusable coffee cup use without 
negatively impacting sales.  
 
Rewarding reusable cup users appears to operate in synergy with 
inconveniencing disposable cup users, to create the desired behaviour change. 
  
Action Point: Businesses are recommended to implement this Proposition 1 package of 
nudges as outlined. If businesses would prefer to implement only two nudge components, 
the 2-krona surcharge should be prioritised over the refresh service, as the associated 
inclination to use a reusable cup was slightly higher, however for optimal outcomes they 
should be implemented together.  

5.3.1 Recommended implementation locations 
 
P1 is recommended for implementation in coffee shops and fast food restaurants, based 
on the figures below. Note that unless otherwise specified, these figures represent a 
statistically significant increase compared to the population average.  
 
The proposition is deemed appropriate for coffee shops for the following reasons:  
 
 58% of citizens who purchase hot drinks to take-away from independent coffee shops 

thought P1 would be effective, as did 55% of those who purchase from chain coffee 
shops.  

 42% of citizens who purchase hot drinks to take-away from chains felt it was difficult to 
get into the habit, and so could benefit from the barista asking if they would like a 
reusable cup each time. 

 33% of current non-users who purchase hot drinks to take-away from independent coffee 
shops are motivated by a financial incentive, and so would benefit from the 2 Krona 
surcharge.  

 18% of current users and 17% of current non-users who purchase hot drinks to take-
away from independent coffee shops were concerned about spillages and mess, and so 
would benefit from a refresh service.  
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The proposition is deemed appropriate for fast food restaurants for the following reasons: 
 
 54% of citizens who purchase hot drinks to take-away from fast food restaurants thought 

P1 would be effective. Although this figure was not statistically significant compared 
the average.    

 29% of citizens who purchase hot drinks to take-away from fast food restaurants thought 
that being asked about a reusable cup each time they ordered would be 
effective. 

 22% of current users who purchase hot drinks to take-away from fast food restaurants 
find reusable cups difficult to clean, and so would benefit from the refresh service.  

 
There was insufficient evidence to suggest that this proposition would be successful in 
canteens. Although 52% of citizens who purchase hot drinks to take-away from canteens 
thought P1 would be effective, this was not statistically significant.  

5.3.2 Scope for tailoring 
 
Adapting this proposition could result in greater impact on coffee cup consumption. For 
example: 
 
 Adapt the loss aversion: When asked about the nudges individually, 36% of 

respondents felt a surcharge would be effective, compared with 53% who felt a discount 
would be effective. On this basis, businesses could replace the 2 krona disposable cup 
surcharge with a 2 krona discount for those who bring their own reusable cup, altering 
the narrative to reward those with reusable cups instead of punishing those without one.  

 Increase the reward factor further: A surcharge was marginally less popular than the 
refresh service, which may suggest that citizens prefer rewarding measures. Consider the 
addition of, for example, double loyalty stamps, access to VIP schemes and/or pre-
payment mechanisms. 

 Adjust the format of a refresh service: This component of the proposition is crucial, 
as it addresses many barriers to use reported by reusable cup owners and will affirm the 
positive expectations of receptive non-owners. Similarly, for owners and non-owners alike, 
reported barriers to use included the difficulty and hassle of keeping the cup clean, risk of 
spillage and mess, and dislike of a new drink mixing with an old one. Over one third of 
receptive non-owners are motivated by the convenience offered. The refresh service 
should be implemented in combination with other strategies; 46% of respondents felt a 
refresh service would not be effective when suggested independently, compared with only 
17% who reported that it would make them less likely to use a reusable cup when asked 
as part of a bundled proposition.  

 
Action Point: Crucial to the success of this proposition is the introduction of a refresh 
service. Businesses should consider the most appropriate way to introduce this service into 
their offering, and ensure it is implemented together with a second nudge from this 
proposition. 
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5.4 Proposition 2: Inconvenience 
 
Proposition 2 (P2) incorporates three inconveniencing nudges (see Figure 13).  
 
Figure 13: Structure of Proposition 2. 

 
Base for P2: 518 adults aged 18+ in Sweden who regularly drink hot drinks to take away and were shown P2. 
 
When presented with the first nudge (a priority queueing system is introduced), 46% of 
respondents felt positively towards the idea, whereas only 16% felt negatively. 52% 
reported that they would be more likely to purchase coffee from this place, however 21% 
would be less likely. 44% felt that they would be more likely to use a reusable coffee cup 
following implementation of this nudge, however 22% would be less likely to do so.  
 
Intention to use a reusable cup worsened as the proposition further evolved; with the 
addition of the second nudge (loss of branding on disposable cups), 33% of respondents 
reported that they would be more likely to use a reusable cup (compared with 18% who 
would be less likely), and with the addition of the third nudge (loss of lids provided as a 
default), 38% reported that they would be more likely to use a reusable cup (compared 
with 19% who would be less likely).  

Compared with P1, this proposition presents a considerable risk to businesses, who will need 
to consider the costs vs. benefits of such a system; whilst citizens might be more likely to 
use a reusable coffee cup, over 1 in 5 would be less likely to purchase coffee from these 
specific businesses. The data suggests that a package of nudges such as this which 
serves to decrease the convenience of disposable cups, without necessarily 
making reusable cups more convenient, will not be effective nor will it be popular 
with customers.  
 
Action Point: it is not recommended to implement P2 bundle of nudges as outlined. If 
businesses wish to implement a priority queueing system or similar, it should be 
counterbalanced with additional rewarding nudges, to encourage continued custom and 
reusable cup use, rather than discouraging custom altogether.  
 
5.4.1 Recommended implementation locations 
 
Whilst P2 is not recommended for implementation in its current format, each business will 
need to make a decision based on their specific context. If P2 is something businesses would 
like to explore, implementation is ultimately recommended for coffee shops only, based on 
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the figures below. Note that unless otherwise specified, these figures represent a statistically 
significant increase compared to the population average.  
 
The proposition is deemed appropriate for coffee shops for the following reasons:  
 
 41% of citizens who purchase take-away drinks from chain coffee shops thought P2 

would be effective. Although this figure was not statistically significantly higher than 
average,.    

 32% of current users who purchase take-away drinks from chain coffee shops believe 
that it is difficult to get into the habit of bringing a reusable cup, and so would benefit 
from a priority queueing system which disrupts existing habits and creates inconvenience. 

 23% of current non-users who purchase take-away drinks from independent coffee shops 
are motivated to purchase a reusable cup because it is fashionable, which could be 
bolstered further with the removal of branding from disposable cups.  

 18% of current users who purchase take-away drinks from independent coffee shops are 
concerned about spillages, which may appear less extreme when lidless disposable 
cups are introduced.  

There was insufficient evidence to suggest that this proposition would be successful in fast 
food restaurants. Although 39% of citizens who purchase take-away drinks from restaurants 
thought P2 would be effective, this was not statistically significant. Similarly, there 
was insufficient evidence to suggest that P2 would be successful in canteens; even though 
49% of citizens who purchase hot drinks to take-away from canteens thought P2 would be 
effective, this was not statistically significant.  
 
As P2 is not recommended for implementation, scope for tailoring has not been considered. 
 

5.5 Proposition 3: Reward 
 
Proposition 3 (P3) incorporates three rewarding nudges (see Figure 14). 
 
Figure 14: Structure of Proposition 3. 
 

 
 
Base for P3: 558 adults aged 18+ in Sweden who regularly drink hot drinks to take away and were shown P3. 
 
When presented with the first nudge (a new reusable cup is pre-loaded with free drinks), 
52% of respondents felt positively towards the idea, whereas only 15% felt negatively. 
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45% reported that they would be more likely to purchase coffee from this place, however 
19% would be less likely. 41% felt that they would be more likely to use a reusable coffee 
cup following implementation of this nudge, however 26% would be less likely to do so.  
 
However, intention to use a reusable cup improved as the proposition further evolved; with 
the addition of the second nudge (provision of access to loyalty schemes), 52% of 
respondents reported that they would be more likely to use a reusable cup (compared with 
18% who would be less likely), and with the addition of the third nudge (provision of a 
digital pre-payment mechanisms), 49% reported that they would be more likely to use a 
reusable cup (compared with 18% who would be less likely).  

The addition of a VIP scheme and accompanying mobile app to this proposition increased 
perceived effectiveness, which may be attributable to the fact that it is hard to envisage how 
a pre-loaded reusable cup might operate in context without further details, as there are 
several potential possibilities. For example, respondents may have assumed the involvement 
of a physical stamp card, which for some is more hindrance than help. However, either of 
the additional nudges presented would facilitate such a scheme and expand it to include 
further incentives, making it easier to visualise.  
 
Action point: Businesses are recommended to implement P3 package of nudges as 
outlined. It is not recommended to sell a cup that comes pre-loaded with free drinks without 
also including either access to VIP discounts or a scannable code and accompanying app, 
although both would be preferable.   
 
5.5.1 Recommended implementation locations 
 
P3 is recommended for implementation in coffee shops and canteens, based on the 
figures below. Note that unless otherwise specified, these figures represent a statistically 
significant increase compared to the population average. Although there was insufficient 
evidence to suggest that it would be successful in restaurants, these businesses could look 
to integrate it into existing offerings, taking into account the context and customer needs. 
 
The proposition is deemed appropriate for coffee shops for the following reasons:  
 
 53% of citizens who purchase hot drinks to take-away from chain coffee shops thought 

P3 would be effective. 
 33% of current non-users who purchase hot drinks to take-away from independent coffee 

shops are motivated by a financial incentive, and so would benefit from the VIP 
scheme.  

 23% of current non-users who purchase hot drinks to take-away from independent coffee 
shops are motivated by a stylishly designed cup, which the refillable scheme would 
accommodate. 

 
The proposition is deemed appropriate for canteens for the following reasons:  
 
 31% of current users who purchase hot drinks to take-away from canteens believe they 

do not purchase enough drinks to make a reusable cup worth it, and so would 
benefit from the discounts available. 

 27% of citizens who purchase hot drinks to take-away from canteens do so every day 
(the population average is 19%), so P3 would certainly be ‘worth it’. 

When it comes to fast food restaurants, although 48% of citizens who purchase hot drinks to 
take-away from fast food restaurants thought P3 would be effective, this was not 
statistically significant.  
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5.5.2 Scope for tailoring 
 
As with P1, adapting this proposition could result in even less disposable coffee cup 
consumption. For example: 
 
 Combine existing proposition with additional nudges to enhance reward and 

convenience: The rewarding nature of these nudges could be further developed via 
combination with other strategies. For example, businesses could implement a priority 
queueing system for loyalty scheme members, or for those who have pre-paid for coffee 
using the mobile app. Alternatively, cups at the end of their life could be returned, 
recycled, and replaced at no extra cost to the consumer. 

 Adapt the incentive structure: The specifics of these nudges are highly flexible based 
on business need, as easy integration with existing marketing strategies and/or products 
is key. Maintaining customer loyalty, generating income, and reducing single-use plastic 
are not competing outcomes. Businesses are best placed to define these specific details 
(e.g. benefits of VIP scheme), as success is likely to vary based on customer 
characteristics and context.  

Action Point: Enhance reward, fun and convenience, and consider how an incentive 
structure will enhance this further. 
 
6.0 Recommendations for developing custom nudge propositions  
 
As described in the preceding section, the citizen survey tested three nudge propositions. 
Each differed on whether they ultimately rewarded citizens for using a reusable cup or made 
it less convenient for them to use a disposable cup, but also in how individual nudges with 
different underlying methods of change were combined.  
 
This section  provides an aggregation of citizens’ perceived effectiveness of different 
strategies, beyond the discrete propositions tested, and makes recommendations for 
business implementation.  
 
6.1 Custom nudge recommendations  
 
Below, Figure 15a shows in summary citizens’ perceived effectiveness of each proposition, 
on the basis of whether it would make them more, less, or just as likely to use a reusable 
cup, and Figure 15b shows citizens’ perceived effectiveness of individual nudges, grouped 
according to whether they operate via reward or inconvenience.  
 
Figure 15: Perceived effectiveness of different nudge strategies. 

 
Q: After seeing all three components of the proposition: Would this be more likely, less likely or just 
as likely to encourage you to use a reusable cup for your take-away hot drinks? 

49%

38%

51%

33%

43%

33%

18%

19%

16%

Proposition 3: Reward

Proposition 2: Inconvenience

Proposition 1: Inconvenience + Reward

Figure 15a: Bundled Nudge Propositions

More likely to use a reusable cup Just as likely to use a reusable cup Less likely to use a reusable cup
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Base: 574 adults aged 18+ in Sweden who regularly drink hot drinks to take away and were shown P1; 518 adults aged 18+ in Sweden who 
regularly drink hot drinks to take away and were shown P2; 558 adults aged 18+ in Sweden who regularly drink hot drinks to take away and were 
shown P3. 

 
Q: On a scale of 0-10, please tell us the extent to which each of the following would be effective in 
encouraging people that you know (e.g. family, friends, colleagues etc.) to use a reusable cup (0 = 
ineffective; 10 = very effective)? 
Base: 1,013 adults aged in 18+ in Sweden who regularly drink hot drinks to take away. 
 
 
Of the bundled nudges, the combined reward and inconvenience strategy was expected 
to be the most effective, whereby over half (51%) of respondents predicted that it would 
make them more likely to use a reusable cup.  
This was followed closely by the reward only strategy, where just less than half (49%) of 
respondents predicted that it would make them more likely to use a reusable cup. In both 
cases, one third (33%) of respondents felt that they would be just as likely to use a reusable 
cup if the proposition were implemented.  
 
However, when asked about each nudge independently, inconvenience-based nudges 
were expected to be less effective at changing behaviour than rewarding nudges. 
On average, over two thirds (65%) of respondents rated inconvenience-based nudges as  
ineffective, compared to just over half (51%) who rated rewarding nudges as ineffective. 
 
Action point: Businesses select a mixture of rewarding and inconvenience-based 
nudges, in an approximate 2:1 ratio (these are shown in Table 2). Encouraging 
behaviour change via ‘positive’ methods means that citizens will stop using disposable cups 
because they want to, rather than because they feel coerced or compelled to avoid negative 
consequences. This also results in longer-lasting, sustained behaviour change and 
contributes to the formation of habits that will be maintained even if the rewarding nudges 
are removed. Conversely, citizens would likely revert back to disposable cups if 
inconvenience-based nudges (e.g. surcharge) were removed.  
 
Action point: It is important that businesses do not select an excessive number of nudges 
as it will complicate evaluation and potentially jeopardise its effectiveness. Therefore, 
businesses are recommended to select two rewarding and one inconveniencing nudge. 
 
 

 

 

51%

65%

49%

35%

Rewarding nudges

Inconvenience-based nudges

Figure 15b: Individual Nudges

Net: 0-6 (Ineffective) Net: 7-10 (Effective)
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Recommendations & Considerations for 
Businesses 
7.0 Nudge selection process for businesses 
 
Ultimately, businesses are best placed to select the green nudges from Table 2 that are most 
feasible and appropriate to their specific context – what works well in one context may not 
work in another.  
Key points 
 
 Consider the customer base and business needs when selecting which nudges and 

strategies to implement, which may require further consumer research. The solution will 
not be one-size-fits-all, due to the diversity of contexts in which coffee is sold, and 
because of this, adaptation to the local context will be key to increasing the likelihood of 
nudges being effective. 

 Provide local and strategic staff with a sense of ownership over the program, as well as 
the opportunity to input based on their on-the-ground experiences.  

 If a business opts to implement a bundle of three nudges, it is recommended to select 
two rewarding and one inconveniencing nudge. However, if there are nudges that 
seem perfectly suited but do not conform to this pattern, businesses should remember 
that it is a recommendation, not a mandate.  

 Encouraging behaviour change via ‘positive’ methods in this way means that citizens will 
give up the use of disposable cups because they want to, rather than because they feel 
coerced or compelled to avoid negative consequences, and encourage long-term 
sustained behaviour change.  

8.0 Benefits for businesses considering pilot participation  
 
Businesses can benefit from nudge theory in many ways. Below some reasons why a 
business could benefit from participating are explained. 
 
8.1 Corporate social responsibility 
 
By participating in this initiative with the support of the Swedish EPA and practicing 
corporate social responsibility, the brand will contribute positively and benefit the 
environment. The business will show its commitment to sustainability and community 
welfare, raising its corporate public relations profile. 
However, it is important that this profile can be enhanced by tackling any unintended 
consequences, ensuring the sustainability strategy is balanced and avoid criticism. For 
example, the purchase of more reusable cups which are not ultimately used is likely to have 
a considerable carbon impact, as the production process for reusable cups is often more 
carbon-intense then for disposable cups.  
 
8.2 Be Solution-focused 
 
Businesses that trade drinks and food contribute massively to the single-use plastics problem 
– specifically, “an estimated 500-1000 million paper cups containing plastic are used in 
Sweden annually”, according to SMED20. System changes will only happen if businesses 
contributing to the problem engage, join forces and make drastic changes, and in doing so 

 
20 Svenska MiljöEmissionsData. (2019). Kartläggning av plastflöden i Sverige: Råvara, produkter, avfall och nedskräpning.  

http://naturvardsverket.diva-portal.org/smash/get/diva2:1327285/FULLTEXT02.pdf
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they can reshape the future of plastics. Brands can play an important role in influencing 
consumer behaviour. Changing behaviours at scale is extremely difficult, but you could help 
consumers move from intention to action. 
 
8.3 Think longer term 
 
Make the transition easier for your business and customers when implementing policy. The 
EU and Swedish government have already started implementing policy measures against 
disposable plastic cups and containers. In the future, ‘heavier’ policy decisions and a ban are 
very likely, meaning businesses will have to adapt swiftly – making an early start can ensure 
a smoother, less expensive passage to the changing landscape. 
 
8.4 Further business benefits  
 
Apart from being enviably eco-friendly and boosting the brand’s reputation, selling own-
branded reusable cups can increase brand image, create profits from their sales and attract 
new customers, or even ease the post-COVID-19 return of old customers. 
 
9.0 Potential risks for businesses considering pilot participation  
 
Although there are potential risks to the pilot that businesses should consider, they are easily 
mitigated. See below for the key potential issues that businesses might raise, and the 
accompanying mitigation; in some cases this might require further intervention from SEPA. 
 
 Loss of customers: Explanation of why the pilot is running, its benefits and how it fits 

with the Swedish government’s plan to ban disposable coffee cups. It would be beneficial 
for the working group to develop a key set of communication lines to use. 

 A drop in sales if nudges are based upon creating inconvenience: The survey 
insights showed that, in most cases, nudges do not affect customer satisfaction or return 
to business. However, the nudges that will be implemented will be specifically tailored to 
each business context, and ongoing sales will be monitored. 

 Unwillingness to participate because of existing sustainability initiatives within 
the business: A business whose customers are already familiar with reusable cups and 
other initiatives should be easier to onboard; adding additional nudges to existing offers 
will help to create long-term, sustained behaviour change. 

 Considerable expenses may be required for implementation of certain nudges 
(for example chipped cups, mobile applications, staff training): To avoid low 
recruitment rates and subsequent business dropout, SEPA may want to consider using 
incentives, for example reduced business rates or the possibility to write off any expenses 
related to pilot implementation and evaluation. 

 Dropout due to onerous timeframes and steps towards implementation: Parties 
should ensure the implementation plans are smooth, clear, and easy for businesses to 
implement. This might include producing simple guides and facilitating staff training, as 
well as providing additional support. 

 Heightened hygiene concerns from both citizens and businesses as an 
unfortunate lasting impact of COVID-19, which drives a preference for 
disposable cups: This risk should naturally diminish as COVID-19 cases in the 
community decline. To build trust providing clear information for communication 
messaging will be key.  

 Lack of resource to attain the level of monitoring required: Training should be 
provided to staff, and/or an easy system to monitor evaluation and business KPIs 
provided.  
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10.0 Actions to further amplify behaviour change  
 
The survey found that a lack of ownership of reusable coffee cups is not the problem, rather 
irregular use is. Therefore, further actions will be needed to encourage reuse, instead of 
encouraging citizens to purchase multiple cups. These might include: 
 
 Launching a campaign: Regional/national campaigns can remind citizens to bring their 

reusable coffee cups if they already own one, or to get one if they don’t. 
 Creating triggers and prompts for citizens to remember their cups, for example ads, 

clips, posts, or notifications, potentially in conjunction with commuter transport providers.  
 Providing bags for people to carry their cups and prevent spillage. 
 Communications: Social media posts to remind citizens of the rewards/offers they can 

enjoy by bringing their reusable cup, targeted at the times of day when they might be 
leaving the house. 

 Reminders in store (if applicable) that citizens can rinse their reusable cups, buy a 
reusable cup, or gain a discount. 

 Tapping into pro-environmental motivations: Citizens who hold pro-environmental 
attitudes are the most receptive to change and were more likely to rate the nudge 
propositions as effective.  

11.0 Establishing and maintaining business relationships 
 
As the project coordinators, SEPA will be required to support businesses throughout the 
project, from encouraging initial participation, to providing long-term evaluative assistance, 
both of which are crucial to the success of the pilot and to ensuring that behaviour change is 
sustained in the longer term. WRAP has produced a supplementary document “How can 
businesses use Green Nudges to reduce consumption of disposable coffee cups?”  targeted 
towards businesses which can be used as a starting point of discussion. 
 
11.1 Encouraging business participation 
 
To avoid infringing on competition laws, SEPA must not exclusively engage specific 
businesses and confer a competitive advantage; all relevant businesses must be given the 
opportunity to participate. Methods of recruitment might include an open call for 
contributions, establishing a contact in the relevant trade body(s), or approaching business 
signatories to relevant voluntary agreements, for example the DLF 2025 Plastic Initiative 21. 
These legal implications must also be considered when scaling up to other markets (or 
products), where such laws may be different. 
 
11.2 Supporting businesses with long-term monitoring 
 
Monitoring the relevant KPIs after the pilot has ended is crucial to ensuring that citizen and 
business behaviour change continues, and to ensuring that any outcomes were not simply an 
artefact of observation, measurement, or governmental support. Whilst the decline in 
disposable coffee cup usage might be expected to level off over time, recognising any 
rebound effects means that measures can be put in place to prevent them.  
 
One appropriate method of measurement might be a six-monthly citizen tracker survey, with 
3-5 questions capturing citizen behaviours and attitudes pertaining to disposable coffee cups. 
Another method might be the institution of regulatory change, whereby businesses are 
required to measure and report annual coffee cup sales. 

 
21 english-summary-the-2025-plastic-initiative.pdf (dlf.se) 

https://www.dlf.se/wp-content/uploads/2021/01/english-summary-the-2025-plastic-initiative.pdf
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Implementation & Evaluation Plans 
12.0 Practical steps towards implementation 
 
There are a number of steps that need to be taken to move from the pre-trial insights (this 
report) to a successful, scaled pilot, and collaborative effort is key throughout. These steps 
are outlined in Table 3, split into discrete stages, however, please note that adaptation 
throughout the process may be necessary.  
 
Table 3: Practical steps towards implementation. 
 

Stage Requirements 

Pilot preparation: 2-3 
months 
 

 After findings have been digested, SEPA (and the wider 
UNEP reference group if appropriate) approach businesses 
for partnership. 

 A collaborative working group is set up, comprising of 
business stakeholders, SEPA, and behavioural science 
experts. This could be split into three sub-groups based on 
business type (coffee shop, fast food restaurants, 
canteens).  

 Workshops are run with working group members to select 
packages of green nudges that are appropriate to each 
business context. The workshops should carry out a 
prioritisation exercise using key criteria for success such as 
impact, feasibility, audience type, monitoring options. 
Outcomes are likely to differ between businesses, but 
involving everyone at this stage enables better 
understanding of the process. 

 Once plans are developed, businesses will share these with 
their staff on the ground and gather feedback to gain their 
perspective on what is likely to work, what might create 
problems and potential timescales. Any significant changes 
to the plan are fed back to the working group and 
assimilated into ongoing discussions.  

 Detailed implementation and evaluation plans are developed 
for each business, with in-country delivery partners.  

 Baseline data is gathered and quality assurance processes 
undertaken to ensure consistent data reporting between 
businesses (e.g. number of disposable cups sold/given, 
number of lids sold/given, total sales etc.). It is 
recommended that SEPA provides the tools and systems 
that can be used by all businesses throughout to ensure 
consistent data reporting, such as an online data entry 
sheet.  

Pilot implementation, 
fieldwork and 
analysis: 4 months 
 

 First phase of pilot and data measurement begins 
 Data analysis and evaluation of first phase begins 

Approaching scalable 
solutions: 1+ months 
 

 Workshops are run with working group members to 
compare findings and identify effective strategies, with next 
steps developed on this basis.  
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 Implementation and evaluation plans for each business are 
adapted on the basis of pilot findings.  

 Monitoring continues, perhaps on a smaller scale, following 
the end of the pilot to track long-term effects and facilitate 
adaptation where needed. A test-learn-adapt process will 
ensure continual improvement over time and is more cost-
effective than repeating pilots. Working group meetings 
should continue in order to facilitate the sharing of 
knowledge and recommendations during scale-up.  

 
The implementation/evaluation process should be highly iterative; results should inform the 
next stage of development, which in turn will shape further developments, using a test-
learn-adapt approach. 
 
13.0 Evaluation plan 
 
See Table 4 for measurement requirements during each phase of evaluation.  
 
Table 4: Evaluation requirements. 
 

Phase Requirements 

Setup 

 Secure collaboration between all parties - businesses are 
identified & nudges are defined. 

 Agree research questions ( see Evaluation Phase 1 below) 
 Within businesses define who needs to be involved 
 All parties are informed and aligned. 
 Resources needed are specified: financial, human, 

organizational, digital, comms 
 Preparation – set your baseline etc. to establish a pre- and post 

comparison 
 Set up systems to measure ongoing sales 

(daily/weekly/monthly) 

Input (nudges) & 
Participants 
(businesses) 
Baseline data 

 Monitor number of disposable cups/lids sold with hot drinks, as a 
proportion of total takeaway sales for all drinks?. If possible 
sales of hot drinks in reusable cups 

 Monitor wholesale data weekly/monthly/quarterly depending on 
availability, which may differ between businesses (for example, 
inventory levels, reorder frequency) 

 Monitor relevant KPIs as outlined in Appendix 1 

Evaluation Phase 1 – 
Short-term results 

 Do we notice a reduction in single-use disposable cups (and lids) 
used? 

 What is the impact on business income? 
 How would we know that we are on course to achieve final 

objectives? 
 What kind of changed would we expect to see as a result off the 

intervention? 
 What is the feedback from staff?  
 Collect feedback from customers – including barriers,  enablers, 

and recognition of the intervention and any associated comms 
campaigns 
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 Feedback from stakeholders  

Evaluation Phase 2 – 
Long-term results 

 Are we now able to notice short and medium-term results?  
 What is the impact on business income? 
 What behaviours will directly result from the intervention?  
 What participation will directly result from the intervention?  
 What is citizens response to the intervention? i.e. 

annoyed/engaged  
 Has brand reputation been impacted? 
 What is the feedback from staff?  
 Collect feedback from customers  
 Feedback from stakeholders  

Evaluation Phase 3 – 
Impact  

 Is this intervention a useful way of changing disposable cup 
behaviour?  

 Is this programme something that should be implemented more 
widely?  

 Has this intervention represented good value for money? 
 Has it benefited citizens and the business? 
 Can data identify changes that can reliably attribute changed to 

the intervention?  

 
 
14.0 Limitations and considerations  
 
The size and complexity of the pilots, along with the customer feedback and data captured 
during the testing, will provide invaluable insights into business viability, citizens’ desirability, 
and circular resilience. However, there are several limitations to the evaluation plan that 
have been considered, and every attempt made to mitigate. 
 
Firstly, tightly controlled randomized trials are often thought of as the ‘gold standard’ in 
behaviour change pilots. However, this evaluation method is not feasible in this case due to 
the presence of extraneous/confounding variables, not least the fact that citizens do not only 
purchase coffee from one particular location. Other uncontrollable variables include 
sociodemographic characteristics, regional differences, influence from the media, and 
existing sustainability offerings. Therefore, a pre- and post- approach to evaluation is 
recommended.  
 
Secondly, although a reduction in disposable coffee cup litter is the ultimate outcome of the 
pilot, it will be challenging to attribute any observed reduction to the green nudges. The data 
may be: 
 
 Noisy: The outcome is influenced by too many variables to measure, ranging from waste 

management practices and attitude shifts to the weather on the day of measurement. 
 Slow: Coffee cup purchase is a daily behaviour and the outcome variable must align with 

this timeframe, however measures such as the number of disposable cups located on a 
beach cannot be measured every day, instead accumulating over months or even years. 

 Distant: Outcomes are far removed in space as well as time and cannot be tied to any 
one intervention site. 

For this reason, the key outcome variable that the evaluation will measure is the proportion 
of hot drinks sold in disposable cups. This figure is relative rather than absolute (i.e., 
the total number of hot drinks sold in disposable cups) in order to account for natural cross-
location variation.  
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15.0 Scalability Considerations 
 
In theory pilots are replicable in other countries and markets, but in practice they rarely are. 
As such, further factors should be considered in this approach is expanded as a strategy for 
behaviour change in alternative contexts. 
 
15.1 Extension to additional countries and markets 
 
Country and cultural contexts (including acceptability, citizen behaviour, relative costs etc.) 
are important to account for when considering green nudges. Seeking local expertise and 
local insight during development, implementation and evaluation is vital, as the primary 
consumer research for this project was conducted in Sweden, with Swedish citizens, and as 
such the designed interventions are unlikely to be a “packaged solution” for all. 
 
15.2 Extension to additional products 
 
Extension of the nudges to other beverages or takeaway foods has been considered, 
however further research into these alternative domains and products will be needed in 
order to test their feasibility. This might involve considering, for example, the role of 
purchase spontaneity, purchase frequency, and cross-contamination (for example, does the 
perceived risk of cross-contaminating different foods overcome the desire to act pro-
environmentally and use reusable containers?). 
 

Policy & Nudging 
16.0 Linking policy interventions with nudging  
 
The proposed green nudges exist to complement policy and make citizens more amenable to 
future changes (i.e., a ban on disposable coffee cups), however they are not necessarily 
policy instruments in themselves, not least because successful implementation of the green 
nudges relies on business partnerships.  
 
There are many levers to behaviour change, from simple nudges to large-scale policy 
interventions, such as a ban or tax on disposable coffee cups. Citizens are more likely to 
change their behaviour if they do not feel they are being forced, and instead are making the 
decisions because it is what they want to do.  
 
Policy might be seen as a last resort for certain audiences, as it carries the potential for 
negative unintended consequences (for example, increased carbon impact), in addition to 
negative automatic reactions. That being said, behaviourally-informed policy is not exempt 
from unintended consequences; changing behaviour in one aspect might shift the problem 
elsewhere, or alternatively might not address the root cause of the problem. For example, a 
plastic carrier bag charge for one type of bag may increase purchase of more carbon-
intensive options22.  
 
However, when policy change is instituted, the transition for citizens, businesses, and 
government will be smoother and easier if green nudges are already in place, and have 
already changed behaviour to an extent. Particularly, citizen backlash to new policy will be 

 
22 WRAP. (2021). Plastic carrier bag consumer research. 

https://wrap.org.uk/sites/default/files/2021-05/Plastic%20carrier%20bags%20-%20Final%20revised%2013-05-21.pdf
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less of a problem if many are already doing the target behaviour of using reusable coffee 
cups.  
 
In short, a reduction in disposable coffee cup uses can be attained with green nudges, which 
support behaviour change in a supportive, non-punitive (i.e. inconveniencing nudges) 
manner, combined with ‘harder’ policy measures to change the behaviour of more resistant 
citizens.  
 
Furthermore, whilst policy is not the only route to behaviour change, it can support the 
scaling of nudges/interventions in an effective manner. The Behaviour Change Wheel23 is an 
established framework for intervention development, which shows, at its core, the main 
drivers of behaviour, and how these might be addressed with certain intervention functions. 
Its outer ring suggests ways in which policy might support these changes, from regulation 
and legislation to environmental and social planning (Figure 14). 
 
 
Figure 14: The Behaviour Change Wheel framework.  

 
In one example, the UK’s Behavioural Insights Team tested various messages to increase tax 
payment from self-assessment debtors. One messaging variant used social norms, 
highlighting that the majority of people in their local area, and who had a debt like theirs, 
had already paid. The percentage of relevant citizens paying after 23 days rose from 34% to 
39%, which was equivalent to £210 million in tax revenue. In this case, behavioural insights 
were used to encourage behaviour change (tax payment), but it was not a policy change per 
se24. 
 
A range of further resources provide guidance on the role of behaviour change in the policy 
space. For example, see the following:  
 
 European Commission (Joint Research Centre) (2021) - The Evolution of Behaviourally 

Informed Policy-Making in the EU 
 World Bank (2019) - Behavioral Science Around the World: Profiles of Ten Countries 
 UK House of Lords (2011) - Science and Technology Select Committee on Behaviour 

Change Report 
 Local Government Association (2013) - Changing Behaviours in Public Health: To Nudge 

or to Shove? 

 
23 The behaviour change wheel: A new method for characterising and designing behaviour change interventions | 
Implementation Science | Full Text (biomedcentral.com) 

24 The Behavioralist As Tax Collector: Using Natural Field Experiments to Enhance Tax Compliance Michael Hallsworth, John A. 
List, Robert D. Metcalfe, and Ivo Vlaev NBER Working Paper No. 20007 March 2014 

https://www.tandfonline.com/doi/epub/10.1080/13501763.2021.1912145?needAccess=true
https://www.tandfonline.com/doi/epub/10.1080/13501763.2021.1912145?needAccess=true
https://documents1.worldbank.org/curated/en/710771543609067500/pdf/132610-REVISED-00-COUNTRY-PROFILES-dig.pdf
https://publications.parliament.uk/pa/ld201012/ldselect/ldsctech/179/179.pdf
https://publications.parliament.uk/pa/ld201012/ldselect/ldsctech/179/179.pdf
https://www.local.gov.uk/sites/default/files/documents/changing-behaviours-publi-e0a.pdf
https://www.local.gov.uk/sites/default/files/documents/changing-behaviours-publi-e0a.pdf
https://implementationscience.biomedcentral.com/articles/10.1186/1748-5908-6-42
https://implementationscience.biomedcentral.com/articles/10.1186/1748-5908-6-42
https://implementationscience.biomedcentral.com/articles/10.1186/1748-5908-6-42
https://implementationscience.biomedcentral.com/articles/10.1186/1748-5908-6-42
https://implementationscience.biomedcentral.com/articles/10.1186/1748-5908-6-42
https://implementationscience.biomedcentral.com/articles/10.1186/1748-5908-6-42
https://implementationscience.biomedcentral.com/articles/10.1186/1748-5908-6-42
https://implementationscience.biomedcentral.com/articles/10.1186/1748-5908-6-42
https://www.nber.org/system/files/working_papers/w20007/w20007.pdf
https://www.nber.org/system/files/working_papers/w20007/w20007.pdf
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 Public Health England (2020) - Achieving Behaviour Change: A Guide for National 
Governments 

 Wales Centre for Public Policy (2019) - The Role of Behaviour Change in Shaping Public 
Policy Decisions 

 UK Government Communication Service (2021) – The Principles of Behaviour Change 
Communications 

 Many examples of nudging in the policy space have been provided by The Behavioural 
Insights Team 

 

Key Takeaways & Next Steps 
17.0 Key takeaways 
 
 The research provides supportive evidence that citizens in Sweden are receptive to 

several green nudge propositions.  
 The insights suggest that many nudges are expected to be effective, encouraging citizens 

use a reusable cup for their takeaway hot drinks. Although the nudges were tested 
individually, a package of nudges is likely to have the most impact – but should consist of 
at least one rewarding nudge.  

 Collaborative effort is key; the SEPA should work closely with the working group, business 
stakeholders and behavioural science experts.  

 Without the business stakeholders’ buy-in, the pilots won’t be viable, therefore careful 
consideration of how to bring them on board (for example, with incentives or grants) is 
essential.  

 Finally, one thing to remember is that all involved in the project will need to be aware of 
Consumer Protection Law to ensure all green claims can be evidenced and do not mislead 
customers25. This could be key for environmental claims about reusable cups when the 
number of uses will be key to achieving any environmental benefits. 

18.0 Recommendations and suggested next steps for further work in Sweden 
 

 Further collaboration with the Sustainable Lifestyles & Education working group on 
Behavioural Insights for Sustainable lifestyle to develop a comprehensive methodology 
and promote knowledge sharing. 

 Identify, approach and engage businesses that can use the insights and are interested in 
the pilot. 

 Coordinate a series of workshops with behavioural science experts, working group and 
businesses. 

 Develop detailed implementation and evaluation plans shaped around the nudges selected 
for implementation. Set goals and success criteria as per WRAP’s recommendations. 

 Commission research agency to undertake the fieldwork and support with the above. 

 
 

 

 
25 This is currently under investigation by the UK’s Competition and Markets Authority 

https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/933328/UFG_National_Guide_v04.00__1___1_.pdf
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/933328/UFG_National_Guide_v04.00__1___1_.pdf
https://www.wcpp.org.uk/commentary/the-role-of-behaviour-change-in-shaping-public-policy-decisions/
https://www.wcpp.org.uk/commentary/the-role-of-behaviour-change-in-shaping-public-policy-decisions/
https://3x7ip91ron4ju9ehf2unqrm1-wpengine.netdna-ssl.com/wp-content/uploads/2021/02/The_principles_of_behaviour_change_communications.pdf
https://3x7ip91ron4ju9ehf2unqrm1-wpengine.netdna-ssl.com/wp-content/uploads/2021/02/The_principles_of_behaviour_change_communications.pdf
https://www.bi.team/our-work/
https://www.bi.team/our-work/
https://www.gov.uk/cma-cases/misleading-environmental-claims
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Appendix 1: Evaluation  
 
Table A1: Evaluation/implementation logic map and requirements. 
 

Component Requirements 

Objectives & 
evaluation 
 

 SMART – defining what needs to be tested/implemented and success 
criteria/KPIs. 

 Feasibility of operational procedures. 
 Validity of financial/operational resources. 
 Evaluation methodology that outcomes can be scored against 

objectives. 
 Consider outcomes in the event of not successful. 

Scope & scale 

 Identify the priorities of what will be tested, the size and boundaries 
measured, how to make the test representative and when/where the 
tests will be run.  

 Consider the impact of regional differences or other differences in the 
test population on the results and the extent to which results can be 
replicated across other locations or populations. 

Resources & 
governance 

 Identify the internal resources required to support the management and 
evaluation of the test  

 Review any training needs for internal resources.  
 Agree a governance model and monitoring processes with clear 

escalation routes in the event of any issues or unintended 
consequences.  

 Ensure sufficient budget is available including any external resources. 

Timescales 

 Establish the appropriate length of the test to effectively test the 
solution/outputs. Include sufficient time to implement lessons & build in 
flexibility to allow for increased time should it be needed. 

 Ensure that the team and relevant stakeholders have clarity of steps, 
actions & progress. 

 Sufficient time should also be planned in to complete the feedback loop 
and make any changes prior to scaling up. 

Businesses 

 Test intervention with potential suppliers; they can provide valuable 
insight into how best to engage the market. 

 Contractual considerations for tests involving suppliers include: the 
scale, the scope and timescale for the delivery, the test evaluation 
process and requirements for management information, reporting etc. 

 Decide on how learnings will be applied and requirements amended. 
 How to control and manage the pilot whilst running prior to the rollout. 
 Intellectual property rights. 

 
The primary KPI for evaluation of the green nudges must be the proportion of takeaway 
hot drinks that are sold in disposable cups (drinks sold in disposable cups divided by 
the total drinks sold). However, there are a number of additional metrics that WRAP 
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recommend be tracked in order to inform a) whether the green nudges have been 
successful, b) whether a reduction in the use of disposable cups is attributable to the green 
nudges, and c) whether any changes could be made to improve effectiveness. These metrics 
are shown in Table A2 below, categorised per individual nudge (where nudges form part of a 
proposition, this is indicated).  
 
Table A2: Recommended evaluation metrics for each green nudge. 
 

Green Nudge Recommended KPIs/Evaluation Metrics 

Proposition 1 
The barista always asks 
each customer if they 
want their drink in a 
reusable cup 

Monitor total sales compared to sales in disposable cups, 
whereby disposable cups become a separate product and are 
registered as such 

Drinks served in 
disposable cups are 
charged an extra 2 Krona 

Monitor frequency of sales using this specific charge, or 
monitor frequency of disposable cups sales, where disposable 
cups become a separate product and are registered as such 

Coffee shops offer a free 
‘refresh’ service to rinse 
out cups before making 
the drink 

Monitor refresh service usage via observation or a sensor, 
based on how this service is implemented, relative to overall 
sales 

Proposition 2 
There is a “Priority” queue 
for customers who have a 
reusable cup 

Monitor sales from the priority cash register compared to 
others (ensuring that a separate register is used for reusable 
cup owners) 

Disposable cups are 
provided unbranded (e.g. 
without the store’s logo) 

Monitor the frequency of unbranded cups given to customers 
via inventory 
Monitor the frequency of unbranded cups sold to customers, 
whereby they are registered as a separate product 

Disposable cups are 
provided without a lid, 
although customers can 
still request one 

Monitor the frequency of lids given to customers via inventory 
Monitor the frequency of lids sold to customers, whereby lids 
are registered as a separate product  

Proposition 3 
Reusable cups come pre-
loaded with free drinks 
(e.g. a cup costs 400 
Krona and is pre-loaded 
with 5 free drinks) 

Monitor reusable cup sales 
Monitor frequency of reloading after five drinks 

Reusable cups give VIP 
access to exclusive offers 
and discounts 

Using app metrics, monitor frequency of usage/redemption of 
specific offers and discounts 

Reusable cups have a 
scannable code and app to 
allow consumers to pre-
pay drinks to speed up 
purchases 

Using app metrics, monitor the following: Number of users, 
pre-payment frequency, top-up frequency, top-up value 

Alternative nudges 
Coffee shops with 
rewards/stamps give 

Monitor the number of rewards given 
Monitor purchases using rewards 



 

WRAP - Exploring the Use of Green Nudges to Reduce Consumption of Disposable Coffee Cups in Sweden   40 
This document is uncontrolled if printed 
MR40 – Version 6 

double rewards when a 
reusable cup is used 
Once a cup is no longer 
usable, it can be returned 
for a 50 Krona discount on 
a new cup 

Monitor frequency of reusable cup returns 
Monitor sales of new discounted cups (i.e., when the 50 
Krona discount is applied) 

There is a 2 Krona 
discount for those who use 
a reusable cup 

Monitor frequency of sales using this specific discount, or 
monitor frequency of disposable cups sales, where disposable 
cups become a separate product and are registered as such 

Self-service machines 
come with a rinse button 
and a sink to clean the cup 

Monitor frequency of rinse button use, relative to overall sales 
(via observation or sensor, based on how this service is 
implemented) 

Cities in Sweden launch a 
new initiative to support 
reusable cups. They are 
“city branded” and eligible 
for discounts 

Monitor sales of reusable cups 
Monitor sales of coffee with the specific discount, whereby 
they are registered as a separate product 

Customers who want a 
disposable cup have to 
queue twice – once to pay 
for the cup and again for 
the drink 

Monitor disposable cup sales 
Monitor average customer time spent instore   
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