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ABSTRACT

One of the suggested strategies to tackle global GHG emissions and reduce the total
amount of waste production was to promote recycling worldwide (The World Bank report,
2015). Thailand committed to and signed the Paris Agreement in 2015, and the nation of
Thailand also committed to reducing GHG emissions by 20 per cent by the year 2030 (The
country report, 2015). According to the World Bank report (2015), only 4 per cent of GHG
emissions was from M.S.W.; however, the reduction of waste generation and elimination
would provide other benefits such as reducing health problems and reducing raw material
consumption. However, the government discovered many barriers restricting the country
reaching the targets, such as a lack of landfill sites, technology, budget, data and data
sharing and a lack of the residents” awareness and participation in recycling as well as a
low recycling rate at just 19 per cent in 2015 (UNDP, 2016: The country report, 2015). So,
the World Bank (2015) suggested that promotion of recycling needs more parties to engage
and work together with such as the private sector and other stakeholders to facilitate
activities and to encourage residents to improve their recycling behaviour. This research
aims to offer effective, practical, and innovative social marketing strategies to university
teams to facilitate activities to promote young people to perform recycling and sustainably
maintain the new behaviour. The university will gain multiple benefits, not only will there
be a reduction in waste, but there will also be an improved reputation for producing
students with a healthy attitude towards environmental protection and sustained recycling
behaviour. This research was conducted at Chiang Mai University (C.M.U.) between
January 2017 and January 2018 with undergrad students, C.M.U. staff and C.M.U.
stakeholders, it examined the students’ lifestyles and the needs of the students’ concerning
recycling promotion and how to explore further the effective promotion of recycling
amongst students. A combination of qualitative and quantitative data collection was
adopted, and the selected methods were questionnaire survey, semi-structured interviews, a
focus group, informal conversations, observation and others. Thematic analysis methods
were adopted via Excel and SPSS. This study is action research which consists of 5 key
phases: the Problem Identification Phase; the Research Planning Phase; the Research
Taking Phase; the Evaluation Phase and the Learning and Reporting Phase (Fourali, 2015).
At the Research Planning Phase, the participants were 18 student volunteers, 394 student
questionnaire respondents, 12 student interviewees, 13 C.M.U. staff interviewees, and 18
C.M.U. stakeholders. The participants, when divided into gender, consisted of 167 males



and 286 females. The findings exhibited that students believed that their awareness and
behaviour towards recycling would be increased by participating in exciting activities,
receiving incentives, having sufficient recycling facilities, and by following other students’
suggestions. Moreover, students preferred Social Media Platforms for receiving messages
promoting recycling. Ninety-nine per cent of the students used cell phones to access Social
Media Platforms, with 88.6 per cent of respondents accessing Facebook every day. While
the staff at C.M.U. believed that promoting recycling topics to the students could have a
higher rate of success if a combination of student engagement, activities, rewards and
improved university policies were utilised. C.M.U. stakeholders thought that encouraging
students to participate in recycling activities could utilise target audience participation,
strong commitment, volunteering, stakeholder engagement, incentives and others. At the
Research Planning and Research Taking phases, this research adopted a Facebook Page,
university notice boards, and student volunteers to facilitate recycling activities.
Furthermore, this research adopted the establishment of a competition “C.M.U. Recycling
Ambassador’s Competition’ to test the findings with an array of relevant psychology,
management and social marketing models and theories. By utilising the Facebook Page, 26
ambassador teams promoted and encouraged students and families to participate in
recycling behaviour and compete against each other. The contestants were 30 males and 55
females. They gained public interest and encouraged their peers to engage in the activities.
The online participants provided comments and engaged with Facebook’s social media
tools such as clicking ‘Like and Love’, and Sharing the messages of the contestants online.
The results showed that there were 70,299 ‘Like, Love, Share, and Comment’ actions and
137,710 views by their peers during the competition duration of one month. At the
Evaluation Phase, there were 135 satisfaction survey respondents (43 males and 92
females). The satisfaction survey discovered that 88.9 per cent of respondents supposed
that they would participate in similar projects in the future because they believed that the
activities provided them with better recycling knowledge and increased their understanding
of recycling using innovative methods. They said that their recycling awareness was
increased and that their new behaviour would become a new norm if the university

continued to promote and encourage recycling.
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CHAPTER 1: GENERAL INTRODUCTION

1.1. Introduction

The study, ‘Using Social Marketing Strategy to Promote Recycling among University
Students in a Thai University’, consists of six chapters. It is significantly relevant to three
main critical areas which are ‘Climate Change and The Paris Agreement’, ‘Waste and
Recycling Management’, and ‘Social Marketing Adoption on Recycling in a Thai

university’ at global, international, and local level, respectively.

Chapter 1 is divided into eight sections (section 1.1-1.8), which are ‘Introduction’,
‘Statement of the problem’, ‘Research Questions, Research Aims and Objectives’,
‘Reasons for the study and Research contributions’, ‘Significance of the study’, ‘Research
Methodology’, ‘Context of study’, and ‘Conclusion’. Then, chapter 2 will revisit a relevant
literature review. The chosen methodologies for this study will be presented in depth in
chapter 3. Next, chapter 4 and 5 will describe the research design and the findings. Chapter

6 will show a summary of this study and the recommendations.

1.2. Statement of the problem

Section 1.2 consists of section 1.2.1-1.2.3 which are relevant to localised problems and
global problems, in particular the negative impacts from climate change, the failures of
waste and recycling management and the existing barriers at the international level, leading
to high demand for this study aiming to fix the problems. So, section 1.3 will underline the
research questions or the research aims and objectives. Section 1.4 will give an overview

of the research methodology. Then, section 1.5 will mention the context of the study.



1.2.1 The Global Problems

1. Global level
Climate Change

A

2. International level/ Paris Agreement

flilzaitend involvement
Health problems No Law for not recycling
A lack of technology \ / A lack of landfills
A lack of budgets — Waslt;;nna%zﬁg?mg o An excess of waste

/ \ A lack of awareness,

A lack of data and . .
non-systemic recycling

data sharing

3. Local level/ University

\4

Using Social Marketing to Promote Recycling among
University Student in a Thai University

Target audience: University students

Aspects (models and theories): Psychology, Management, and Social Marketing
Marketing Tools: Students, staff, university notice boards, social media (the Facebook
page) and others

Aims: A behavioural change, satisfaction on new behaviour and sustainability

,, l

University Reputation Green and Clean university

Doing good for a community

Figure 1.1: The Global Problems and International Problems leading to the action of this study
Source: Adapted from United Nations Thailand report (2015) and CMU report (2015)



At the Global level, ‘Climate Change’ or ‘Global Warming’ has been one of the top world
issues for more than a decade. For example, in 1992, there was the First Assessment
Report (FAR) of the Intergovernmental Panel on Climate Change (IPCC), namely ‘The
Earth Summit’; calling for nations to take severe actions on climate change at the United
Nations (U.N.) conference in Rio de Janeiro, Brazil (UN, 2020). Secondly, in 1995, in
Germany, there was the report at the first Conference of the Parties (COP) presenting
commitments from many countries to reduce Greenhouse Gases (GHG) emissions from
their business after the year 2000 to delay the Global Warming effects (UN, 2020). Lastly,
in 2016, The United Nations Framework Convention on Climate Change (UNFCCC)
presented that one hundred and seventy-five parties were ratifying The Paris Agreement to
reduce the cause of the Climate Change; Thailand was included at number 154 (UNFCCC,
2019). Figure 1.1 shows a summary of the problems at the global level and the

international level, and it leads to the action of this research.

As a result of involvement in The Paris Agreement, according to the United Nations
Thailand report, Thailand officially started focusing on how to internationally and locally
demonstrate its commitment to reduce GHG emissions by 20 per cent by the year 2030
(The Office of National Resources and Environment Policy and Planning (ONEP), 2015).
It seems this goal is challenging for the government if the government does not take
serious steps to use effective strategies. For example, if the government does not make a
long-term master plan for sustaining the new policies or laws, the new norm will not be
maintained. So, for this target, the government has to set up a specific team to follow up on

the implementation of each organisation.

Thailand is addressing ‘Thailand Climate Change Master Plan’ between 2011 and 2050
and included key policies from the 11th National Development Plan’ from 2012 to 2016
aiming to reduce GHG emission and promote green technologies (Climate Thailand, 2019:
Asia LEDS Partnership, 2020). However, the new policies do not focus on incentives or
disincentives implementation as one of the essential tools like private sectors’ strategies.
So if local municipalities do not achieve the goals, there would be nothing to be reported.
As a consequence, this approach might show a weakness of the soft approach, which tends
not to achieve rigid goals. At the same time, the 3Rs promotion and implementation from

private sectors seem to gain success due to consistently paying attention to Corporate



Social Responsibility (CSR) implementation and giving incentives to impress customers or

residents to gain more reputation and more income.

According to the Pollution Control Department (PDC) report in 2019 ‘Achieving Low
Carbon Growth in Cities through Sustainable Urban Systems Management in Thailand’ in
2016, GHG in Thailand mainly emitted at 19 and 4 per cent from Transport and municipal
solid waste (MSW), respectively. So, according to the country report at the Eighth
Regional 3R Forum in Asia and the Pacific, the government set up the target for ‘Thailand
Zero Waste Action Plan’ between 2016 and 2017 at 5 per cent of the amount of total waste
reduction from the base of 2016. It leads to undertake the Master plan (the Year 2016 to
2021) to promote all stakeholders to reduce waste at the source and follow the 3Rs
strategy. According to the United Nations Thailand report (2015), a law will be launched to
promote waste separation in 2020. However, it is unlikely to show that the government will
pay attention to preparing residents to start recycling practice or increasing waste
segregation. So, this research will encourage university teams to prepare their students for

the law.

1.2.2 The International Problems

At the international level, many limitations delay the waste and recycling management
improvement in Thailand such as an excess of waste, non-systemic recycling, a lack of
awareness, a lack of data and data sharing, a lack of landfills, a lack of technology and
funds (the United Nations Thailand report, 2015). See figure 1.1. It can be said that due to
the beginning point of reducing GHG emission, the government still struggles with its
barriers. So, the management teams of the country fundamentally need knowledge and
multiple tools, including support from other stakeholders at the beginning stage. So, it is
the right time for universities to take responsibility to help the country to promote students

to engage with this action.

Due to solving these problems and balancing the government’s other responsibilities, there
has been criticism from other stakeholders for making wrong decisions on ‘the Five-year
Management Masterplan’. The government has recently supported private sectors to run
‘Waste-to-Energy”’ plants around the country to burn waste and generate electricity

(Nation, 2018: Thai Paliament, 2018). Although the Masterplan consists of many projects



such as using Biogas from biodegradable waste and generating electricity from waste
burning, experts were worried on how to find proper waste, because the plant needs plastic
and Styrofoam to run the machines (Nation, 2018). However, according to the nation
report in 2019, the waste from the country has not been appropriately segregated and then
it has a high potential to import the waste from other countries and pushes the country to
become a plastic waste bin. Whichever waste be it local waste or imported waste, experts
stated that air pollutants and the residuals produce toxic substances and remain in soil and
water. Therefore they suggested that the government should encourage people to adopt the
‘3Rs’ scheme (‘Reduce’, ‘Reuse’, and ‘Recycle’) as a better solution (Thai Paliament,
2018). If the government does not encourage residents to reduce GHG at their homes or
businesses, then Thailand will mostly rely on importing and burning the waste again. It can
be said that not only the government but also Thai people should take responsibility to help
each other to save their environment and their lives. It can be stated that this research does
not support people to burn waste due to the production of air pollution and other harmful
substances. So it will encourage waste generators to change their behaviour to recycle at
source to reduce waste and also help the ‘Waste-to-Energy’ plants to reduce waste

contamination.

1.2.3 The University problems and the action of this study

According to the previous study and the university report, the university students tended to
have a high level of waste and recycling awareness, consciousness, and intentions.
However, in practice, there was a failure in performing recycling (CMU report, 2015:
Sriplakich, 2015 ). The waste segregation at CMU automatically fell into the responsibility
of cleaning workers and waste collectors at the bins and in the waste collection lorries
(Sriplakich, 2015). Although CMU’s waste was partially segregated after disposal and
before sending it to landfill sites, it seems promoting 3Rs would be better if waste
generators perform recycling at source. One benefit of promoting students to recycle their
waste is that they will have improved recycling behaviour and recycling habits. Then, the
students who graduate from CMU will be leaders in their workplace and help the country
to promote 3Rs. These consequences will help the government to tackle the barriers for the
long term. According to UNDP (2019), there is a high demand for data and data sharing for
waste and recycling management, so creating recycling behaviour at universities from this

study will help the community to increase recycling rates. Another reason why this study is



critical is that there is a high demand for a study aiming to find out the practical strategies

to encourage the students to perform recycling for sustainability.

For the university level, not only waste and recycling management teams are responsible
for promoting students to change their behaviour, but also the staff from student
development division and all the faculties. Ethically, it can be said that all teams should
have the same direction to help the community to improve the quality of their lives.
Similarly, this study aims to support the teams to achieve their goals by offering powerful
social marketing strategies, consisting of ‘Psychology, Management, and Social Marketing
aspects’ and new knowledge. Other important and positive points for the university is that
encouraging target audiences or university students to make changes and do good things
for the community can improve student skills and bring the university to have a better
reputation for environmental protection. Furthermore, all universities should prepare their
staff and students for the new law, which will be launched in the year 2020 to promote the
3Rs scheme (UNDP report, 2019: UNCRD, 2019). Lastly, it can help the university to

promote itself as a green and clean university for sustainability.

This research will present ‘Reasons for the study and research contributions’, ‘Research
Question, Aim and objectives of the study’, ‘Research Methodology’, and ‘Context of the
study’ in 1.3, 1.4 and 1.5, respectively, to further support the reasons why this research can

sustainably support some people’s actions as alternatives.

1.3. Reasons for the study and research contributions

This research is urgent and essential for university management teams who are creating or
improving recycling projects in Thailand or other countries which have shared similar
problems. There are many reasons why it is needed. Therefore, section 1.3.1-1.3.7 will

describe the reasons and the research contributions



1.3.1. ‘Prevention is essential.’

Prevention of the adverse effects of Climate Change is a global trend, and it needs all
nations to work together. This research aims to help waste and recycling management
teams to find new strategies to prevent an excess of waste and to reduce GHG emissions
from MSW at CMU. It is believed that this study contributes new knowledge, and it would
be shared among universities to help the community to reduce GHG emission and also

prevent economic losses and poverty and improve quality of life.

‘Climate Change’ is a global trend, and ‘The Paris Agreement’ is involved; Thailand has
recently committed to reducing the possible causes. So, it is unavoidable for universities to
engage with this topic because all people have already received negative impacts caused by
their activities. In an essential practice, recycling should be one of the solutions to reduce

GHG emission, compared to throwing all types of waste into landfills.

Nowadays, ‘Climate Change and its negative impacts’ are problematic and complicated.
Hence the challenges have become a core global issue because it may directly affect the
food chain, energy, water and health. Which also applies to other consequences such as
income, poverty, and education (Paris agreement, 2019). Consequently, it is projected that
in 2100, the average world temperature will increase by over three or four degrees Celsius
(UNFCC, 2019). These unusual changes affect Thai people in the same direction, for
example, between 1955-2014, the temperature of Thailand increased by up to 1.45 degree
Celsius, and Thai people faced a massive economic loss, such as less food production
(ONEP, 2015).

Furthermore, Thailand lost approximately 33 billion pounds (approximate exchange rate;
1.21 US Dollar = 1 British Pound) from severe flooding that took place in the year 2011.
The severe flooding was caused by irregular rainfall (ONEP, 2015). Recently, the capital
city of Bangkok has suffered severe effects from the land sinking at a rate of 1-2
centimetres each year, extreme rainfall, frequent flooding, and the increasing rise of sea
levels. The World Bank predicted that it has a high potential to partially sink by the year
2030 and cause a lot of problems (Bangkok Post, 2019). A similar case of the land sinking
caused by Climate Change can be seen and learnt from Indonesia. Because Jakarta, the

capital city, is sinking approximately 1-15 centimetres annually, and almost 50 per cent of



the capital has already submerged (BBC, 2018). Also, it is predicted that by the year 2050
North Jakarta will sink around 95 per cent. Consequently, the Prime Minister of Indonesia

emphasised that the capital city will be moving (Live Science, 2018).

1.3.2. ‘Stakeholder’s collaboration is necessary.’

The government cannot work exclusively because working with other sectors, and sharing
knowledge can help to reduce the barriers. A limit of budgets will not delay the
improvement if stakeholders have strong networking practices. This research will offer

opportunities for the university teams and stakeholders to work together.

After Thailand committed to reducing GHG emissions by 20% by the year 2030 in ‘“The
Paris Agreement’; GHG reduction from waste and recycling and 3Rs strategy play a
crucial government role. (The Office of National Resources and Environment Policy and
Planning (ONEP), 2015). According to the government report, Thailand must tackle many
barriers and needs help from stakeholders because of multiple reasons, including a lack of
landfills, budget, and awareness. See figure 1. The government has been promoting the
3R’s and the ‘Clean City and Happy People’ recycling project, in celebration of His
Majesty the King’s 87th Birthday. The projects are intended to raise public consciousness
at nine community learning centres and nine ‘waste-free schools around Thailand.
However, the recycling rate is still low at 19 per cent, according to the One-Year
Performance Report of the Government of General Prayut Chan-0-Cha, in 2015. Although
it is traditionally believed that dealing with waste issues is the government’s responsibility,
some people argue that dealing with waste and recycling is everyone’s responsibility
(Chotthong, 2001). It is widely accepted that a university with many members of staff and
students consume tremendous resources and consistently generate much waste as a
community (Zhang et al., 2011). In a university, waste and recycling management teams
and other teams can utilise the useful information and the findings from this study. Then
they can promote recycling among university students, in particular, those who are
interested in world issues and the impacts of Climate Change, and also those willing to
save the environment for themselves and the next generation. Thus, it will help not only
solve the university’s problems but also help solve the problems for communities and the

world in general.



Even though the government plays a significant role in waste management, it still needs
collaboration from stakeholders to increase success. Building a strong network and sharing
knowledge and skills among the stakeholders is essential. So, this research will present
essential recycling success factors, its barriers, and possible solutions from the
stakeholders, and real practice. Besides, it will underline how the university teams and

these stakeholders can help each other to increase recycling behaviour and sustainability.

A recycling project among students can be achieved if the management teams consider the
powerful influencers, well-known as ‘stakeholders’ such as residents (staff and students),
private sectors, government sectors, non-profit organisations, and others. Recycling issues
are most relevant to four main aspects, namely politics, economics, social, and
environmental (Gandy, 1994). Besides, Fourali (2015) suggests that critical external
environmental factors for social marketing plans should consist of (politic, economic,
social, technology, environment, and legal (PESTEL). However, according to the
government report at the 3R Forum in 2015, it discovered that there was little collaboration
between the government and stakeholders. This study will fill the gap because it will show
successful social marketing strategies from local government sectors and suggest how to
build the connection between university teams and the stakeholders. Furthermore, the
outstanding private sectors in Thailand are mainly big companies and recycling shops such
as PTT (the Petroleum Company), Toyota (the car company), Wongpanit (the recycling
company) and others. So this study will collect data from these stakeholders to present the
university teams (PCD, 2019).

Moreover, many non-profit organisations are working with big companies to establish
recycling projects such as the Thai Environmental Institute Foundation (TEI), Resources
Management for Sustainability (3R) Foundation, and others. Each organisation adopts
specific social marketing strategies and tools to meet their specific target audiences’ needs.
Therefore, this study will gather useful information from interviews of the marketing
manager of PTT, the researchers or experts from T.E.I., and recycling shop owners (from
both Wongpanit’s franchisees and non-Wongpanit’s franchisees). The aim is to share the
unique knowledge to university teams to provide opportunities to build a network and

make a better waste and recycling management plan in a university.



In terms of recycling practice, it can be said that Thai people have recycling methods that
are not reflected in other countries. For example, they segregate their waste for some
purposes, such as selling the items to recycling shops, giving the items to poor people to
have a better life, their moral choices, and others. Based on the municipality responsibility,
this study will gather some techniques on how to run recycling projects with residents
successfully. Although there is no law for promoting recycling in 2019, some government
staff have succeeded to encourage their residents by adopting many psychological,
management, and social marketing aspects. For instance, some projects provide recycling
bins, while others removed the waste bins to increase the recycling rate. It can be said that
some people recycle without recycling bins, while other people need recycling bins to
support their intentions. So, the university team will gain more understanding of how to

adopt essential strategies efficiently from this study.

In terms of recycling promotion from private sectors such as providing recycling bins and
promoting recycling, PTT was recently recognised as an outstanding company. PTT
provides different types of recycling bins at all of their 17,000 gas stations around the
country to support people’s needs, and they also established the ‘Yak-Lak-Yim’ project for
promoting recycling practice (Yaklakyim, 2019). For example, each gas station encourages
its customers to donate recyclables to local schools to support student lunches and school
activities (Yaklakyim, 2019). The next example of recycling awareness-raising is from
Toyota who collaborated with TEI, local municipalities, schools, and villages running 153
Corporate Social Responsibility (CSR) projects on Climate Change topics. It has granted
local schools and villages to have competitions on ‘Stop Global Warming’ project and set
up Zero waste centres around Thailand for thirteen years (Toyota, 2019). Moreover, the
winners will receive gold cups and certificates as prizes from the King of Thailand, as well
as a trip to visit green cities in Japan to gain further knowledge and skills from several

well-known Zero waste cities (Toyota, 2019).

PTT and Toyota mainly promote recycling behaviour and awareness to residents; similarly,
Wongpanit, the biggest recycling company in Thailand with 1,600 franchisees in Thailand
and four international recycling shops in Japan and The USA also provide support to
communities. Wongpanit tries different ways, such as changing people’s attitude about
waste by using the bright side of waste, which is ‘Waste is Gold’ as a slogan (Bangkok

Post, 2017; Thairath, 2017). Then, it provides training courses for various groups, such as
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government sectors and new recycling business owners to improve recycling trading
(Wongpanit, 2019). Next, it has encouraged residents to donate recyclable items to support
Buddhist activities at local temples as a new norm since the year 2000. Lastly, supporting
schools in thirty-three provinces to establish 500 recycling banks around Thailand since
1999 (PCD, 2019). According to the Wongpanit report, school recycling banks reduce the
amount of total waste between 18,000 and 30,000 tons per year (PCD, 2019).

In addition to the above, this research will present useful and practical primary data and
secondary data sources from PTT, TEI and Toyota, Wongpanit, five local municipalities
and other stakeholders and show possibilities to build recycling networks and improve

recycling practice in universities.

1.3.3. “The New Trend of University Reputation and University Ranking’

A university serves multiple roles in a community, and it should be a leader or supporter
for doing good for a community, including becoming a green university. This study will
point out the fact that each university should take themselves to the ranking of a green and

clean university of the world.

According to Kotler and Lee (2005), not only does an organisation do the best for itself,
but it should also take responsibility in tackling social issues by developing and utilising
activities in order to improve their communities. So, to encourage university students to
have good practice in a green university, activities such as protecting the environment were
recently included. In general, universities play a significant role in providing standard
education for young adults. Furthermore, it is often said that universities will provide
sufficient knowledge in order to prepare students to be the future leaders in society or
excellent representatives of the new generation. Alternatively, to become politicians,
scientists, researchers, environmental activists, entrepreneurs, consumers and others (Feo
and Williams, 2013). It is essential to mention that academic institutions are playing
multiple roles in households, local governments, and private sectors. Especially in non-
profit organisations by providing information, stimulating the process of learning, and
creating the collaboration of waste management in the 21st century (Higher Education
Funding Council for England (HEFCE), 2008). Additionally, some university students will

11



possibly implement some behaviour or strategies from their universities into their

workplaces and their new communities (HEFCE, 2008).

It can be said that most university rankings are fundamentally based on teaching, research,
publication, and employability; the related indicators were found from the ‘Times Higher
Education World University Ranking (THWUR)’ (THWUR, 2020). Also from the ‘The
Q.S. World University Rankings’, and ‘The Centre for World University Rankings
(CWUR)’(). However, new trends such as the underlying environment and social
responsibility tend to influence university rankings. Because of the new trends, The
Network of Universities from the Capitals of Europe (UNICA) created a ‘Green Your
University’ competition. It encouraged students to run projects that focus on green
practices and encourage student participation in socially responsible activities. The projects
are intended to inspire other students, the staff and the community, to share knowledge and
skills. A further example of green university ranking is from New Jersey Minority
Educational Development (NJ MED), the critical indicators for the ranking consist of
‘Economics’ and ‘Social Affairs’; and the university’s engagement in ‘Environmental
Awareness’ and ‘Volunteering’(NJ MED, 2019).

According to the CWUR ranking in 2019, the top five universities are Harvard University,
Stanford University, Massachusetts Institute of Technology, University of Cambridge, and
University of Oxford. Additionally, there are three Thai universities, Mahidol University,
Chulalongkorn University, and Chiang Mai University (CMU) ranked at 471, 488, and 793
respectively, out of 1000 worldwide universities. General speaking from the findings
comparing CMU to Mahidol University and Chulalongkorn University, the former
followed the latter based on academic indicators from the world ranking. However, in the
green campus competitions or ranking, CMU has hardly participated in the competition,
while Mahidol University and Chulalongkorn University play dominant roles and became
leaders for promoting students to engage with environmental activities, including raising
awareness, zero waste projects and 3R practice (Bangkok Post, 2019: Chulazerowaste,
2020). Therefore, this research aims to encourage all Thai universities, including CMU, to
gain a much better reputation in terms of green universities and share values to the new
generations in the future. As a result of expecting to increase 3Rs or recycling practices at
universities such as awareness-raising, this study will present a new upward trend for a

green university or university sustainability activities.
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1.3.4. ‘Innovative strategies are important tools for promoting young

people to change their attitudes and behaviour.’

According to the key concepts for promoting marketing towards young people from the
book, ‘Marketing 4.0- Moving from Traditional to Digital’, Kotler, Kartajaya, and
Setiawan (2017) underline that mobile internet, peer-to-peer connectivity, empowered
target audiences and need a new marketing approach. Also, young people need to be
promoted to by integrating digital economy and online and offline interaction. Therefore,
this study will offer a new approach which uses both online and offline interaction to
promote recycling among CMU students. Utilising fun activities and with strategies likely
to change their attitudes and behaviours to perform more recycling behaviour, influenced

by student volunteers and student recycling Ambassadors.

It can be said that some young Thai people have similarly shared behaviour or lifestyles
from other countries such as ‘playing computer games’ and ‘engaging with social media’.
For instance, Thai people were ranked eighth on the Facebook user’s rankings around the
world in the year 2017 with 49 million Facebook accounts, while the USA and India were
at first and second in the ranking with 190 million and 124 million Facebook accounts
(Statista Research Report, 2019). In other words, Thailand Facebook accounts have
increased between the year 2012 and the year 2015 from 14.5 million to 35 million
accounts with growth rates of 24%, 44%, and 34% (Zocial Rank, 2016). Also, it is
projected that from the year 2015 to the year 2021, Thai people’s usage will grow from 17
.4 million to 24.1 million accounts (Statista, 2016). The following exciting information is
that the most Facebook users are at the age of 19, and the second level in the ranking were
18-20 years (except 19) from up-country areas (Zocial Rank, 2016). In a similar upward
trend on Instagram a different social media platform, Thailand Instagram users in the year
2012 were recorded at 240 thousand and then went up to 1.5 million in the year 2013
(Zocial Rank, 2016). The growth rate of users hit a peak of 173 per cent between the year
2013 and the year 2014 (Zocial Rank, 2016). In April of the year 2019, users of Facebook
among Thai people reached 2.9 million accounts per month (Socialbakers,2019). It can be
said that Social media use is a powerful tool for young people. So, this study will adopt not

only practical tools from the stakeholders such as volunteers, but also Facebook, and
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university boards to meet the primary target audiences’ lifestyles. Therefore, the team will

have more alternatives for improving university projects.

1.3.5. ‘There is no perfect models, theories or tools for all people, so there
Is a high demand for exploring new concepts, models, theories or tools to

raise awareness’s’.

In Thailand, there is no law for recycling until 2020, according to the UNDP report (2015).
So, adopting social marketing strategy has been a prime tool for encouraging waste
generators. This study aims to offer social marketing strategies to change recycling
attitudes and trends so that it becomes a habit among the students, which in turn helps the
university teams. It will use a set of models and theories to adopt the strategies, and then it

will test the new knowledge and the students’ attitudes at the end of the recycling project.

Dealing with waste and recycling is more manageable by laws and regulations for
residents. However, it is not frequently seen in universities, so adopting social marketing to
university students is essential because recycling is a choice. However, there are plenty of
international recycling findings from residential areas, unlike universities. It can be
concluded that there is still a massive demand for further research on recycling in
universities. 3Rs and recycling practices from the projects in Thai communities can help
policymakers to see the whole picture but underlining young adults as a target needs
further research. In general, Thai university students may participate in recycling
programmes that have a similar message to programmes abroad. Especially programmes
that focus on ‘Global Warming or Climate Change Issues’. However, some students may
not be interested in this message because they may be in favour of incentives such as
feelings of pride and enjoy getting money from recycling trade. Another group may be
interested in competitions or activities to raise their awareness. So, exploring that fact is
still needed, and this study will discover possible success factors for a university project

which the management teams could consider.

1.3.6. ‘It is a lack of research for integrating models and theories from

psychology, management and social marketing aspects’
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It can be said that the findings from this study will provide new knowledge while using
many dimensions and perspectives from psychology, management and social marketing. It
aims to fill the gap between global and local demand.

According to the extensive review of Social Marketing as the subject of Doctoral
Dissertations between 1971 and 2013, it discovered only 93 theses (Troung et al., 2014).
U.S,, U.K.,, Australia, Canada, and others produced the pieces of doctoral theses at 56, 23,
5,5, and 4, accordingly (Troung et al., 2014). Furthermore, on the topic of environmental
protection, waste and recycling, there were only five dissertations from 1995 to 2013. The
categorisation of the 93 theses was divided into seven key groups; 15.1% Health science,
15.1% Education, 12.9% of Business administration, 11.8% of Marketing, 5.5% of Applied
Psychology, 29.0% of others. Moreover, social marketing research’s trend will focus on

Business Administration, Marketing, and Education (ResearchGate, 2019).

Based on the review from Troung et al. (2014), this study will present a new trend with an
innovative approach because the disciplinary context of this study consists of the
integration of Business Administration (Management), Social Marketing, and Applied
Psychology. As a result of a lack of research on recycling promotion, this study will
distinguish the three significant main aspects from several projects in Thai villages. This
study will help the teams to take advantages from real practices in Thai communities in the

North of Thailand, based on international relevant models and theories.

At the applied psychology, for example, when a university must apply a new recycling
concept, it will discover that it is challenging to change everyone because people are
different. So, it also needs different approaches, such as combining the techniques from
management to change their behaviour. Seik’s survey in 1997, shows that young adults and
adults had significantly more recycling awareness than others. It is argued that teenagers
tend to be less interested in recycling than other age groups (Ferrara and Missios, 2012).
Among these findings, there is a lack of reporting on university students and their
recycling practice in Thailand, so it can be said that this research is necessary for the

policymakers to provide new information from a young adult’s point of view.

There are gaps from some theories which can be answered by this research.
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This research provides three core fundamental theories from Psychology (including
scientific aspect), Management, and Social marketing perspectives or ‘PMS’. Due to
dealing with a variety of people, a recycling project cannot be done successfully with only
one theory or one model. So, this study will revisit concepts from relevant models and
theories and then show the possible solutions, based on the target audiences and

stakeholders’ point of views to increase success.

According to the previous study, there is a piece of research from Sriplakich in 2015
conducted at CMU. which showed there was a significant correlation between student’s
environmental awareness and consciousness on waste management from all faculties.
However, in real practice, recycling at CMU was still unclear. Based on the findings and
comparison to the theory of Planned Behaviour, if the teams raise only recycling awareness
and consciousness, students could increase recycling, because the teams already adopted
the marketing tools and public relation to students. However, many students failed to
perform recycling. So, it can be said that adopting only one theory may not show success

in CMU.

1.3.7. ‘Each organisation is unique, so it is crucial to discover specific

strategies to handles with problems’.

CMU has many activities, such as promoting students to have unity by using annual events
such as ‘The CMU. Trekking to Doi Suthep’ every September (CMU, 2020). Moreover,
there are many student clubs offering students to engage with activities all year (CMU,
2019). This study aims to encourage the university team to promote 3Rs or to recycle
during all activities, in particular, during famous events, because it will create awareness
amongst CMU Stakeholders and other people will see the new norm (the recycling
practice) and spread the word. Then, the new green and clean university projects will be
replicated as a new trend.

Each university is unique, and it needs a specific project to increase recycling awareness
and behaviour due to the difference between social norms and other factors. Although
gathering plenty of potential information to run a university project, it may not show a
success if it ignores the cultures of each university. For example, CMU has its annual

programmes to encourage new students to participate in, such as ‘The CMU. Trekking to
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Doi Suthep’ each September. All the new students, categorised by faculty, attend the walk
for 12.4 kilometres from CMU to Doi Suthep temple to pay respect at the local Buddhist
temple and build unity. Senior students and the staff provide support to the new students so
that they can reach the top of the hill together (CMU student council Facebook, 2020).
Usually, CMU has three semesters, the first begins between June and July, and so senior
students provide a training course for the trekking ceremony to new students after the
formal student registration until the trekking participation (CMU, 2019). It can be said that
this event is unique and well-known for decades and helped build the reputation of CMU;
however, CMU must deal with massive waste and needs an effective plan to maintain its
reputation. So, this study will explore how to raise awareness with new students to gain
more successful waste and recycling management, in the findings and recommendations
from the staff’s and students’ interviews. The interview findings will give more precious

strategies to the CMU teams.

Due to a limitation of the study, such as the short-term of the project (conducted from
September to December of the year 2017), a lack of the recycling rates and involvement of
official document requirements promoting recycling, this study will show the implications
and the evaluations, and further recommendation for future projects. Overall, this study
will answer the research questions and aims to offer a set of possible social marketing

strategies for the teams to gain more success in university projects.

1.4. Research Question, Aims and objectives of the study

This research question is ‘How to promote recycling among the students by using
effective, practical and innovative social marketing strategies’ and it aims to raise students’

recycling awareness which tends to lead them to perform recycling.

To encourage the primary target, university students in Thailand, to do recycling in
universities is both urgent and essential in the short term and the long term. Recycling has
a high potential for preventing and solving community problems such as protection from
environmental damage, minimising cost for total reliable waste elimination, decreasing
community’s conflicts, reducing greenhouse gas (GHG) emission, and others. Moreover, to
change this behaviour is challenging because it consists of complicated methods, and it

needs the university stakeholder’s participation. So, this research aims to alternatively
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explore the effective marketing strategies which are practical and affordable and can also

be applied to other universities which have shared some similarities.

To change university recycling behaviour is challenging and needs’ Strategic Social

Marketing’. Utilising marketing strategies as an approach, and it is mainly relevant to

factors from psychology (including scientific perspective), management, and marketing

aspects (French and Gordon, 2015; Fourali, 2016). Therefore, the aim, influenced by the

research action concepts (Fourali, 2015), can be achieved by utilising five core steps,

presenting in section 1.4.1-1.4.5. See figure 1.2.

Step 1:
Exploring and
understanding,

primary data
and secondary
data

Step 2:
Selecting
relevant
models and
theories

Step 3:
Making the
plan and adopt
it for the
project

Step 5:
Concluding the
Step 4: findings and
Evaluating the offering the list
results of
recommendation
D

1.4.1. Step 1:

Figure 1.2: Five steps of the research objects
Source: Adapted from Fourali (2015)

Exploring primary data from target audiences and CMU. Stakeholders and collecting and

understanding secondary data from other environmental factors such as PESTEL. In

addition, learning and analysing on how to adopt previous findings to plan the recycling

project to raise the students’ awareness. Finally, understanding, attitudes and behaviour,

including the lifestyles of university students because it can increase the possibility of the

success of marketing strategies which should involve the leading university players.

1.4.2. Step 2:

Selecting relevant models and theories (from Psychology, Management, and Social

Marketing) which likely link to promote recycling behaviour.

1.4.3. Step 3:
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Creating the social marketing plan and applying it to the recycling project at CMU are
utilised. Implementing the recycling promotion by using the Facebook Page, volunteers,
university notice boards, and other tools.

1.4.3 Step 4:

After establishing the new recycling project and testing it, feedbacks from the participants

are needed for evaluating the results.

1.4.4 Step 5:

Concluding the new findings in order to create marketing strategies to encourage the target
group to partake in recycling effectively. Creating a list of recommendations and offering it
to the management teams at CMU.

1.5. Significance of the study

This study is essential and comprehensive action research which consists of innovations,
unlikely found in traditional research (McNiff, 2002). It encourages a change with a green
marketing revolution which should allow ‘unlimited opportunities’ (Kotler and Keller,
2012, p.83). So, it adopts:

» New knowledge and new knowledge contribution which is the process of learning

by acting on a recycling project;

» New methodology which does not begin with a theory hypothesis, but starts with
the problematic issues-waste management and solutions and then goes through a
new concept of recycling, that leads to alternative solutions for encouraging
university students to change their behaviour to do, or do more, recycling practice

by implementing potential social marketing strategies;
» New practice which approaches and engages with the target audiences and the

stakeholders and offers opportunities to build a new network to share their

experience with a reflective presentation.
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It can be concluded that this research is broadly beneficial to everyone who has shared the
negative effects of an increase in waste, and also by people who need to have a better
quality of life by reducing the amount of total solid waste. Using the results from this

research recycling projects, not only in universities but also in other places can be created.
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1.6. Research methodology

In general, in terms of the type of data, this research focuses on both qualitative and
quantitative data to serve different purposes. It can be said that each method has strengths

and weaknesses an explanation will be provided in Chapter 3, ‘Research methodology.

In term of data collection methods, this research uses several methods for gathering the
data which is based on the purpose of ‘Triangulation’, increasing validity and reliability
(Crowther and Lancaster, 2009). Although questionnaires and semi-structured interviews
play a significant role in this study, a focus group was also selected for residents’
interviews because it was convenience, and it suited for the group of residents. In addition,
informal conversation with students and staff and observation were adopted in this study.

The reasons why each method was selected will be mentioned in chapter 3.

In term of data sampling method, ‘Quota sampling” was used for the student questionnaire
at the first step, then ‘Convenience sampling’ was adopted for the student satisfaction
survey at the end of the project. ‘Snowballing and Purposive sampling” was implemented
for gathering the data from experts such as municipality authorities and NGOs. The details

of each sampling will be discussed in chapter 4, ‘Research Design’.

In terms of the data analysis and presentation, the findings will be demonstrated in terms of
numbers and non-numeric data by showing the percentage or frequency of the results and
the theme of the findings. Chapter 3 will show further details for the research design, and

then chapter 5 will demonstrate the results’ analysis.

1.7. Context of the study

In Chapter 1, the study has already explained the general background of the problematic
global issues, Climate Change, waste and recycling in Thailand, and then narrowed down
the reasons for promoting recycling project in CMU and the contributions of the study. The
aims and objectives are included. Chapter 2: Literature Review, it will begin with reviews
of ‘The Climate Change and the Paris Agreement’, backgrounds of waste and recycling
and CMU. Then, the relevant models and theories will be presented in a group of
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psychological, management, and social marketing aspects. Next, it will be followed by
presenting a previous study and the examples of the application with the gaps. Chapter 3:
Methodology, it will describe and categorise the types of philosophy, the research
approaches, research strategy, and ethical considerations. Then, Chapter 4: Research
Design, it will contribute new knowledge with a new presentation by demonstrating
choices, representing the core of action research. Next, Chapter 5: Findings, it will explore
the new perspectives of the target audience and the CMU Stakeholders. The findings also
reflect the participants’ understanding of recycling and the effectiveness of social
marketing strategies. Next, conducting a recycling project which is based on data gathering
and testing it in order to learn the process of the action research will offer possible,
practical and affordable strategies for the CMU teams. Finally, Chapter 6: Conclusions for

this study and the suggestions for further research will be provided.

1.8. Conclusion

Chapter 1 presented the general background of the study, and identified that global trends
for preventing the causes of Climate Change and reducing GHG emissions, played a
significant role in driving this study. This chapter began with the negative impacts of
Climate Change, leading to discovering potential strategies to tackle the issues. The 3R’s
strategy was suggested by many World Organisations such as the World Bank and WHO.
However, after Thailand had committed to reducing GHG emissions by five per cent of
total waste for the Paris Agreement, it was found that achieving this goal was very
challenging. Many barriers were delaying Thailand to reach the agreed-upon reduction in
the amount of GHG emissions, such as a lack of data, data sharing, a lack of recycling
awareness, and a lack of funds. This study aims to help the community by offering
potential social marketing strategies to the university teams to encourage their students to
have positive attitudes towards recycling and identify strategies for encouraging

sustainability in changed behaviour amongst students.

Moreover, students need to be prepared for the new recycling laws being implemented in
Thailand and encouraged to participate in recycling not only because it is an essential and
necessary practice because of the law, but because it can improve quality of life and help to

preserve the environment.
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In a Thai context, ‘Recycling’ represents correct waste segregation which increases
recycling rates and recycling behaviours. So, this study aims to help the teams to raise
student awareness by using innovative, practical and affordable techniques.

This research aims to contribute new knowledge, new methodology, and new practices to
the teams by offering potential social marketing strategies. The findings were from many
data collection methods such as questionnaires, semi-structured interviews, focus groups

and observations.

The data collection and sampling techniques mostly utilised quota sampling, convenience
sampling, purposive sampling, and snowballing. The study was carried out for one year
from January 2017 until January 2018 at CMU and across multiple provinces in Thailand.
There were many types of participants, but the primary target audience for promoting
recycling were undergrad students at CMU. The research was designed by following the
five steps of action research and integrated many dimensions of the three core aspects from
models and theories of psychology, management, and social marketing.

This research identified that each university should build a network to share the investment
cost and share data to accelerate the process with effectiveness and efficiency. Also, the
reputation of the university can be vastly improved if students graduate with an awareness
and understanding of conserving the environment and caring for the community. This
study will present each concept and each phase of the planning and the findings from
chapter 2 to chapter 5. Offering a set of alternatives strategies will be presented in chapter

5 in the section of conclusion and recommendations.
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Chapter 2: Literature Review

2.1. Introduction

This chapter consists of eight key sections which are ‘Introduction’, ‘Backgrounds of
Global trend, Paris Agreement and Thailand relevance’, ‘Waste and Recycling
Management’, ‘Chiang Mai University (CMU) backgrounds on waste and recycling
management’ in section 2.1-2.4, accordingly. Section 2.1 provides general information for
the complete relevant information. Then section 2.2 shows backgrounds on Global trends
and the Paris agreement, Thailand’s commitment to Climate Change and the
implementation, Waste and recycling management at global, international and local levels.
Section 2.3, ‘Waste and Recycling Management’ consists of 2.3.1-2.3.6 explaining waste
and recycling in terms of definition, types, waste generation, waste composition, the
hierarchy of waste, waste collection, and recycling. Next, section 2.4 explains CMU
backgrounds on waste and recycling management, such as demonstrating the structure of
Executives, Administrators, and other staff who officially deal with waste and recycling
issues in CMU.

Moreover, it presents Chiang Mai University’s waste collection, solid waste composition
and weight of solid waste. Also, this study offers a possible recycling rate calculation for
university projects in section 2.4.5. Then, ‘Relevant Psychology Models and Theories,’
which social marketers have widely used is displayed in section 2.5. Section 2.6
demonstrates examples of models and theories which social marketers have used for
interventions, and they are mostly relevant to the jobs of management teams such as
recycling facilities. Then section 2.7 explains how to make a social marketing plan and the
adoption thereof. Section 2.8 is a summary of the chapter. Then, chapter 3 will show the
Research Methodology aiming to explain the selected data collection and data analysing.
Following this, chapter 4 will explain the research design. Finally, chapters 5-7 will
explain the whole process of this action research, the implementation and evaluation

finishing with a conclusion and recommendations.
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2.2. Backgrounds

This study aims to explain the background of Climate change and the Paris Agreement
because it links to Thailand’s commitment and the CMU projects on waste and recycling
management. It consists of section 2.2.1: Global trend and Paris agreement and section

2.2.2.: Thailand and the commitment to Climate Change and implementation.
2.2.1. The Global trend and Paris Agreement

Global warming or climate change, a controversial issue, has been demonstrated from a
variety of different perspectives for example from a scientific angle, a political viewpoint
and economic implications (Sarewitz and Pielke, 2000). This study aims to collect and
present secondary data on global trends in general, and then lead more specifically to

Thailand’s involvement.

Firstly, according to scientific history during the nineteenth century, it was discovered that
within the first half of the previous century burning fossil fuel had emitted about 150, 000
million tons of gas and that 75 per cent of the gas remained in the air. The presence of this
gas led to world temperatures increasing by more than the average 0.003 degree Celsius
(Callendar, 1938). Then warming weather water released carbon dioxide into the air, while
the cold water receives the gas back, this might generate an increase in standard
temperature at the North Pole over ten years (Callendar, 1940 and 1949). Next, Plass
(1956) estimated that an increase of 10 per cent in carbon dioxide gas tended to raise the
earth temperature by around 0.36 degree Celsius. If people continued focusing on burning
fossil fuel, world temperature would increase abnormally; moreover, a massive carbon
dioxide change could stimulate volcano eruptions and together with other adverse impacts
causing economic crisis (Roger and Suess, 1957). Then, German researchers in
Meteorology discovered that 95 per cent of climate change was caused by humans
(Hasselmann, 1997).

Due to an increase in negative impacts, some countries started collaborating to control gas

emissions. For example, 118 cities around the world worked together to establish ‘the
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United Nations (U.N.) Conference on Environment and Development’ or ‘Rio Earth
Summit’ in Brazil in June 1992. The “Rio Earth Summit” was established to persuade
various countries to join in mutual agreement to protect land, employment, and nature for
the next generation. It linked development with the environment (Tollefson and Gilbert,
2012).

Consequently, the U.N. Conference influenced in 1972 and 1992 in the Montreal Protocol
and Kyoto Protocol (Tollefson and Gilbert (2012); Neimark and Mott (2011)). The
conference mentioned climate change in terms of greenhouse gas emissions due to
people’s activities which accelerated the global effects, and it needed low-income countries
to pay attention (Chazournes, 1992). At that time, the main greenhouse gas (GHG)
emissions had come from high-income countries; however, it had a high potential to move

to low-income countries (U.N., 1992).

Next, controlling human-made greenhouse effects was the primary issue during the Kyoto
Protocol. An agreement was made that aimed for its members, all western countries and
many Eastern European countries, including the US, Canada, and Japan, to control their
activities that produced greenhouse gas emissions. A minimum of five per cent reduction
was set to be achieved between the year 2008 and the year 2012, from the standard level in
the year 1990. (UNFCCC, 2020).

In 2015, it was accepted that greenhouse gas emission potentially had a significant impact
on the increase in average world temperatures by up to two degrees Celsius (Ollila, 2019).
Another supportive idea was from the World Bank president, Dr Jim Yong Kim. He
provided a positive view of climate change. He suggested that to deal with climate change
now would prevent further damage to the earth and would also bring economic stimulation
(The World Bank report, 2016). What is more, by the year 2100, the average world
temperature will increase by over three or four degree Celsius (UNFCCC, 2020). Also,
climate change increases the possibility of heatwaves, unusual levels of snowfall and
melting of the polar ice caps, so increasing the sea level, leading to a reduction in plants
and animal and unpredictable rainfall, according to Paris Summit (2015). Furthermore, it
was also projected that climate change would have a direct influence on the food chain,
energy, water, and health (European Commision, 2020). It also had further consequences

and impacts income, poverty, education and confrontation (European Commision, 2020).
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According to the Paris 2015 agreement, the U.S. and China, eventually, had changed
direction and supported the climate change issues. For example, Obama, the U.S.

president, agreed to reduce greenhouse gas emissions. Meanwhile, the Chinese government
launched new laws, playing a significant role in a reduction of mine utilisation and air
contamination (Paris agreement, 2015). However, in June of the year 2017, Donald Trump,
the U.S. president, announced that the U.S. wanted to withdraw from the Paris agreement.
He claimed the Paris agreement was unfair for the U.S. due to the loss of economic
benefits such as the loss of GDP and 2.7 million industrial jobs by the year 2025, and the
loss of 6.5 million industrial jobs by the year 2040, estimated by the National Economic
Research Association (The Whitehouse, 2020).

On one side, there is scientific information, mainly fossil fuel production and consumption,
which were the main reasons for human-made greenhouse gases and the cause of global
warming (Paris agreement, 2015). On the other side, in particular, the political and
economic view, some countries such as the U.S., disagreed on the data, they tended to
continue running fossil fuel businesses to fight the economic crisis (Grundmann (2007) and
The Whitehouse (2017)). Recently, this climate issue has shifted; it has become involved

with political policy planning to be a leader on green issues (Grundmann, 2007).

Besides, it was recommended that avoiding a debate about politics and science data on
climate change can be done by applying emission reduction activities, for example
(Sarewitz and Pielke, 2000). Similarly, it was found that some governments accepted that
scientific evidence on climate change may or may not provide credit, however, to promote
people to reduce GHG emissions is helpful for governments in resolving other issues
(Betsill, 2001). Alternatively, it was recommended by Betsill (2011) that to reduce GHG
emission in practice would only succeed by not focusing solely on climate change, because
some people may not have felt the negative impacts in their areas. So, this issue might be
prioritised indirectly by implementing and raising community concern for activities which
produce less emitting of GHG gases such as waste reduction and recycling, for example
(Gregorio et al, 2019).

In the economic view, it has been recently recommended that the global and local trends
should shift from the arguments to invest in low carbon business (The World Bank report,

2016). For instance, it can be seen the success from local government by using the Climate
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Protection Campaign (CPC), funded by the International Council for Local Environmental
Initiatives (ICLEI) (ICLEI, 2020). The new investment succeeds because it was influenced

by mutual benefits from environment involvement and economic rewards (Betsill, 2011).

Global Greenhouse Gas Emissions by Gas

F-gases 2%

GHG emission from MSW

5% Carbon Dioxide |
Carbon Dioxide 12% Methane

(fossil fuel and industrial
Others

Methane
16%

Carbon Dioxide processes)
(forestry and other 65%
land use)

Figure 2.1: Global GHG and GHG from MSW
Source: Adapted from IPCC report (2020) and World Bank report (2020).

On the topic of waste, according to the IPCC report (2020), world GHG emissions
consisted of five groups of gas. They are 65 per cent Carbon Dioxide from fossil fuel and
industrial processes, 11 per cent Carbon Dioxide from forestry and other land use, 16 per
cent Methane, 6 per cent Nitrous Oxide, and 2 per cent F-gases. See figure 2.1.
Furthermore, there was scientific evidence linking GHG emission and waste treatment, for
example, according to the World Bank report in 2012, GHG emission from Municipal
Solid Waste (MSW) released Carbon Dioxide at 5 per cent of the total global GHG.
Furthermore, scientific statistics on landfill, one of the solid waste treatment options,
showed that Methane was emitted at 12 per cent of total Methane emission around the
world (IPCC, 2020). Composting, one of solid waste elimination choices from waste
recovery, also emitted Methane significantly (IPCC, 2020). Next, it was believed that
Methane is 21 times more harmful than carbon dioxide, so reducing these harmful gases
could be taken as an urgent action (IPCC, 2020). Although many countries encouraged
their citizens to reduce GHG emission by focusing on the topic of reducing Carbon
Dioxide emission, and the direct negative impacts caused by GHG in the environment.
There are other strategies which should be promoted as prime priorities; such as saving
budgets for health issues, having a better quality of the environment which leads to an

increase of GDP or an essence of feeling good to improve their communities by
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themselves. One of the new trends is demonstrated by the team of scientists at the
Lawrence Berkeley National Laboratory (Berkeley Lab), the National Institute of
Environmental Health Sciences (NIEHS), RAND Corp., and the University of Washington
in 2014. Their research showed that in the year 2020, the US could save 10 billion dollars
to 24 billion dollars on health savings if the government implements proper strategies to
reduce GHG of up to 3 million metric tons of Carbon Dioxide per year (WHO report,
2010). There was another example from the EU collaboration between the year 1990 to the
year 2007; they reduced Carbon Dioxide emission from 69 million tonnes per year to 32
million tonnes per year (ISWA, 2009). It can be said that if many countries have the same
goal to reduce GHG, the outcome will present massive impacts. So, Thailand and Thai

universities should take this action together to improve the world and their people’s health.

Standard waste elimination processes consist of a landfill, composting, combustion
(burning), and others (The World Bank report, 2015). As mentioned, GHG emission could
be generated by both landfills and composting (aerobic digestion). Besides, burning waste
should not be selected because the process can produce Methane the same as other fossil
fuel plants even for the purposing of generating electricity (World Bank, 2015). Therefore,
The World Bank (2015) pinpointed new trends that policymakers should encourage people
to follow. These included reduce waste, increase recycling practice, improve waste
collection systems, and avoid making compost or biogas from food waste with the
anaerobic digestion technique, use alternative green energy, and others as global trends.
Another trend which relates to increasing problems on municipal solid waste is that big
cities likely generate much waste due to over development of land, transportation, energy,
increased civilisation, community habits and local situations (Betstill, 2001). So, it is
suggested that policymakers should not underestimate the consequences, and they should

select various strategies to tackle these issues (The World Bank report, 2020).

2.2.2. Thailand and the commitment to Climate Change and the

Implementation

Thailand is in the region of South-East Asia, with a population in the year 2020 of 69.7
million (World meter, 2020). Its neighbours are Myanmar and Laos to the north, Cambodia
to the east, and Malaysia to the south (Nation online project, 2019). See figure 2.1. Based
on gross national income (GNI) per capita estimation, Thailand was upgraded from a Low-
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Middle Income country (LMI) to Upper-Middle Income country (UMI) in the year 2011.
The upgrade was due to the rapid growth in the economy, which focused on
manufacturing, agriculture, the service sector, education and skills improvement and others
(The World Bank report, 2020).
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Figure 2.2. Map of Thailand
Source: Nation online project (2019)

Moreover, in the year 2018, the annual GDP growth of Thailand increased by up to 3.8 per
cent, while world GDP growth and UMI were at 1.9 and 4.1 per cent accordingly (The
World Bank report, 2019). Based on the Nation online project (2019), although Thai is the
official language in Thailand, English is widely used because Thailand is one of the top
areas for tourism in the Asia-Pacific region. In the year 2015, it was ranked second with 30
million overseas visitors, while China was the number one contributor with 57 million
arrivals, according to the Nation online project (2019). So, waste in Thailand does not
come from only residents but also visitors. The government should promote both groups to
reduce waste from their activities. Therefore, this study could present some useful

strategies for management teams.
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Figure 2.3: The framework of role of related agencies and
political framework for Thailand waste management
Source: Adapted from the Thailand Progress report on 8" East Asia Summit (2019):
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According to the political framework from Rachakitcha (2018), Thailand divides into three
groups which are Special Governed Cities, Central Division and Local Division. See
figures 2.3. In the Central Division, their jobs are dealing with policy, action plan,
information system and others. In the Local Division, most of the staff from the Operation
Division are dealing with the implementation from each province to each village because
each province divides into several districts, so one district manages several sub-districts. A
village is the smallest part of the political framework in Thailand.

For Climate Change involvement, Thailand signed the Paris Agreement in October of the
year 2015 and committed to attempting to reduce GHG emission by 20 per cent between
the year 2021 to the year 2030 (INDC, 2016). According to INDC (2016), although
greenhouse gas emission in Thailand was at a low level, 0.84 per cent of the total of the
world in the year 2012 (INDC, 2016). However, Thailand was ranked at eleventh for the
most vulnerable countries affected by climate change between the year 1994 and the year
2013. Then its rank rose to 10" in the year 2015 (IPCC report, 2015). Thailand had been
significantly affected by climate change, between the year 1955 to the year 2014. During
this time the temperature of Thailand had increased up to 1.45 degrees, and this had
affected Thai people in various negative ways such as increasing irregular heavy rainfalls
leading to frequent flooding and decreasing of livestock (IPCC report, 2015). In the year
2011, Thailand, especially Bangkok and many main cities, had suffered from devastating
floods and loss of more than 600 lives and lost billions in economic damage (IPCC report,
2015). Consequently, if universities present themselves as socially responsible leaders by
producing university students with high social responsibilities, the outcomes would help

the country and the communities.

According to INDC (2016), implementing some strategies to tackle GHG emission
reflected a holistic approach, this included not only controlling fossil fuel businesses but
also the management on waste and promoting recycling from the global levels to local
levels. Each organisation or each university can represent itself to encourage its members
to be the leaders for waste reduction. In practice, according to the Thailand Progress report
(2017), waste management teams were divided into two central agencies, regulators and
operators, (See figure 2.3). The Ministry of Natural Resources and Environment’s
responsibilities are dealing with policy, action plans and information systems (Thailand
report, 2017). While, according to the Thailand report at the 8" East Asia Summit/High-

Level Seminar on Sustainable Cities in the year 2017, Operator teams consist of the
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Ministry of Public Health, the Ministry of Industry and the Ministry of Interior, dealing

with infectious waste, industrial waste, and municipal solid waste, respectively.

Although Thailand signed the Paris agreement in the year 2015, it had officially launched a
National Agenda on waste management in the year 2014. The agenda was called‘the Road
Map on Waste and Hazardous Waste Management’, it was approved by the National
Council for Peace and Order on the 26™ of August in the year 2014 (Thailand report,
2017). At the university level, it was unlikely that universities would promote waste
reduction by students using development plans. Following that was the ‘National Solid
Waste Management Master Plan (2016-2021)’, approved by the cabinet on the 3" of May
in the year 2016, and then the action plan of ‘Thailand Zero Waste’ for the year 2016 and
the year 2017. As a result, it can be said that the ‘Zero Waste City Project’ is widely used
to describe several waste management projects in villages which support the National Plan.
It also encourages residents to change their behaviour to reduce the amount of waste and to
segregate waste at the source. At university sites, several Thai universities are presenting
themselves to be zero waste universities, such as Chulalongkorn University and Mahidol
University (Chulalongkorn University, 2019: Mahidol university, 2019). However, there is
a lack of public source evidence to claim that CMU is promoting their students on waste
reduction practice. So, this study would be beneficial for the university teams or other
universities to gain new knowledge for promoting waste and recycling management among

students.

After Thailand committed to International strategies, the government launched new Laws
and directed authorities to take urgent action for managing waste and recycling at local
levels. For example, each local municipality had to meet the carbon dioxide reduction
target by promoting the 3R (Reduce: Reuse: Recycle) scheme aiming to reduce GHG
emission by 5 per cent per month between the year 2016 and the year 2017 (UNDP report,
2016). Regarding public involvement, the government aims to implement programs and
strategies at the local level by providing an education programme, raising awareness, and
building capacity to tackle the issues between the year 2016 to the year 2021 (Thailand
report, 2017). However, it can be said that it was not highlighted that raising awareness
among students in Thai universities should be one of the priorities, unlike the village
population. However, if a university aims to raise student’s awareness, the outcomes will

help the community in many ways.
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Many barriers to waste management are that Thai people have faced several difficulties
from various factors including a lack of budget, lack of standard landfill, non-systemic
management plans, a lack of awareness amongst other things, according to the Thailand
report (2019). Firstly, between the year 1993 to the year 2002, Thailand organised 95
landfill sites and 330 dumping sites to dispose of 11.2 million tonnes of total waste. Then
waste treatment was in crisis due to exceeding the budget by 3 billion baht (Chiemchaisri
et al., 2006). Secondly, in the year 2014, landfill sites and open dump fields caught fire
over 15 times, causing many subsequent problems including air pollution and chemicals
leaking into the soil, according to the Thailand report (2019). Thirdly, according to The
Association of South-East Asian Nation ASEAN (2005), between the year 1999 to the year
2003, Thai residents generated waste at 0.613- 0.628 kilograms per person per day (0.613-
0.628 kg/cap/day). However, by the year 2014, waste in Bangkok was in a crisis due to
people generating waste at a higher rate of 1.53 kg/cap/day, causing many problems. As a
result of the waste issues in Bangkok, the Bangkok governor, Mr Sukhumhand Paribatra,
and his team gradually shifted the interest from landfill to incineration. A pilot project was
initiated spending 300 million baht to use incineration at Onnut and Nongkham
municipality (Bangkok Post, 2010). By the year 2012, due to protests and legislation 121
landfill sites were no longer in use, as a result of a scarcity of landfill and an increase in
budgets for landfilling, the governor kept renewing contracts with the private sector to
improve landfill to meet the required standard (Challcharoenwattana and Pharino, 2015).
The results showed that the investment had to increase from 418 baht per ton to 745 baht
per ton, so incineration was still a priority (Challcharoenwattana and Pharino, 2015).
However, Greenpeace (2013), one of the non-profit organisations in Thailand, argued that
incineration was not the best answer because it produced air pollution and left harmful
residuals in the soil. So, Greenpeace (2013) stated that although the leaders in Bangkok
had unclear plans on how to deal with waste, the pilot study identified that dealing with
this issue could begin with goals for sustainability, resident participation, and launch a
‘Zero Waste’ campaign to reduce waste, promote recycling and waste recovery.
Similarly, the World Health Organisation (WHO) stated that one of the successful critical
factors of waste elimination planning could consist of residents’ opinions and their
satisfaction (Sujaritpong and Nitivattananon, 2007). Also, Greenpeace added that the
Bangkok management team could get polluters to take responsibility for their waste by

introducing penalties such as paying tax on hazardous waste generation (Greenpeace,
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2013). Nowadays, the trend to deal with waste consists of three key factors, focus on
changing people’s behaviour to become pro-environmental people, regulating people with
laws, and providing facilities such as proper bins and cleaning services (INCPEN, 2016).
For the university level, changing students’ behaviour to reduce their waste, promoting
them to be green people for sustainability and providing proper recycling facilities should

be implemented following the direction of the international strategies as mentioned.

Overall, this section has already explained the background to Climate change, the Paris
agreement, Thailand’s commitment and the country’s Action Plan, goals, and suggested
implementation, so the next section (2.3) will show the background of waste and recycling
and trends for the solution. Then, section 2.4 will describe CMU backgrounds on waste
and recycling management, combining the current statistics of waste and recycling data in

CMU. Section 2.5 will revisit the relevant models and theories.

2.3. Waste and Recycling management

This section categorises into seven topics which are; Definition of waste, Type of waste,
Solid waste generation, Waste composition, Hierarchy of waste, Waste Collection and
Recycling. This information also presents environmental scanning and new trends. While
section 2.4, 2.4.1 and 2.4.2. will demonstrate CMU backgrounds on waste and recycling
management and CMU staff members who are dealing with waste and recycling in CMU
areas, both policymakers and implementors and the waste routes in CMU. Then, section
2.4.3- 2.4.5 will explain waste collection, waste composition, weight of solid waste and
possible recycling rate calculation for university projects. Then, 2.4.6 will summarise the
waste and recycling in CMU. This information aims to help policymakers to understand
the reality and the contribution of this thesis, and it will lead to the creation of a social

marketing plan for CMU.

2.3.1. Definition of waste

The definitions of waste are varied from different sources from the year 1983 to the present
year. However, the main points likely emphasis that people should not ignore waste as
unvalued matters, otherwise promoting to reduce waste will be not in their interests. These

are examples of the definitions:
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‘Something which the owner no longer wants at a given place and time and which has no current or
perceived market value’ (WHO Report, 1983, p.102);

‘Waste is not litter-even though many people confuse the two; litter is simply badly managed’
(Donnellan, 2000, p.3);

................. ‘In Solid Waste Management, there is no throw ‘away’’ (World Bank Report, 2015, p. 4)

In Thailand, the definition of waste, suggested by the private sector, ‘Wongpanit’, is
shorter and more precise than the others, it shows that people should not ignore waste
because it is value. It is “Waste is gold’ (Thairath, 2017:Wongpanit, 2020).

Recently, the word ‘Zero Waste’ is widely used regarding many projects or campaigns
because a new trend is promoting people to reduce waste until there is no waste. What is
more, if people have changed their attitudes on what waste should be thrown away, the
environment will be improved, and the people will live with a better quality of life.

2.3.2. Type of waste

In the year 1992, waste might be categorised by type of energy recoveries such as
combustible waste, non-combustibles waste, and putrescible material (DoE, 1992). In the
year 1996, Wells (1996, p.145) concluded that categorisation of waste consisted of 3 main
groups; they are ‘Municipal waste, Industrial waste, and The Small-Quantity Hazardous
Waste (SQHW)’. He added that municipal waste consists of waste from residents and
small organisations such as biodegradable or organic waste (excessive food from
preparation and consumption, and gardens), plastic, metal, and paper. While industrial
waste signified waste from large organisations, which was mostly hazardous or harmful
chemicals, the last type of solid waste was the other types of hazardous waste (Well, 1996).
In the year 2008, the Organisation for Economic Co-operation and Development (OECD)
explained the solid form of waste. It stated that it was unwanted and needed for disposal

and did not include ‘radioactive waste from nuclear activities’ (OECD, 2008).
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Waste can be categorised in various ways, for example, based on form (solid, liquid, and
gas), chief characteristics, sources of waste, and others (Donnellan, 2000). Over the last
few decades, waste categorisation has changed mostly based on sources of data, for
example, in the year 1996, waste was divided into three main groups, but by the year 2015,
The World Bank stated that in a global perspective, solid waste consisted of seven groups.
In 2015, according to The World Bank Report, types of solid waste were categorised into
seven key groups which are residential, commercial, industrial, institutional, construction
and demolition, medical waste, and agricultural. Types of solid waste from residential
areas are complex and unique, although there are similar types of solid waste composition
from commercial, industrial, and institutional. In some categorisations, these sources are
found in the same groups. Markets, restaurants, schools, universities, hotels, and others
generated similar types of waste which were paper, cardboard, plastic, wood, food waste,
glass, metals, special waste, hazardous waste, and electronic waste (e-waste) (World Bank,
2015).

So, this study focuses only on solid waste from Thai residents and the CMU community,
namely ‘Municipal Solid Waste (MSW)’. Although the data of waste composition from
residents and institutions are categorised in different groups based on The World Bank
(2015), the waste is mainly collected by the municipality service. Staff from universities,
residents and local authorities can share their knowledge and skills to improve their waste

reduction and recycling projects.

A long time ago waste treatment in Thailand was the responsibility of each household for,
residents dealt with waste in various ways, and those methods became Thai norms such as
open dumping, burning, burying, feeding chicken and others (PCD, 2015). It can be said
that there is a lack of evidence showing if Thai people have gradually changed their norms.
However, there is a piece of evidence showing the background of recycling in Thailand in
the year 1987 by Wilson et al. (2009). Thailand had no records of recycling rates, but
landfill waste pickers and street waste pickers played a significant role in recycling rates at
4 and 2.5 per cent respectively. However, in the year 2001, there was another piece of
evidence that presented that residents in the capital, Bangkok, had used several ways to
dispose of recyclable items. Such as waiting for door-to-door waste buyers (recognised as
tri-cyclers), trading and separating valuable items or just leaving the items outside their

homes for waste pickers and waste collectors (Wilson et al., 2009). Searching for
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recyclable items on public streets is widely accepted in Thailand, while this is illegal in
some countries such as in Abuja and other cities in Nigeria, Lusaka in Zambia (Iman et al.,
2007; Waste and Skat, 2007).

Currently, most people deal with recyclable items in a variety of ways. Firstly, some
people benefit by separating recyclable items and exchanging them for money, as offered
at ten community-based programs and 100 school-based programs and accounts for 18.6
and 32.13 kg per member, respectively. (Challcharoenwattana and Pharino, 2015). Next,
separating the items at home and selling them by either calling and visiting recycling shops
or using intermediaries to pick up the items are used. (Wongpanit, 2019). Dealing with
recycling can be improved in a variety of ways, but some ideas may be possible but not
accepted as a global standard from Western countries and North America. For example,
advice from Wilson et al. (2009) was that the government might allow street pickers to
access the landfill sites and formally collaborate with waste stakeholders as this tended to
increase recycling rates by up to 80 per cent. However, in recent years, an array of
strategies to encourage residents to segregate waste at source has become a common
practice as recommended by The World bank (2015). At the local level, not only
promoting waste segregation at source but also supporting residents to use organic waste
bins in residential areas and keeping it for making fertiliser and generating biogas for a
small-scale usage should be included. There are some existing examples in Nonthaburi
province (Central region) and Sakon Nakorn province (North-Eastern region)
(Challcharoenwattana and Pharino (2015) and Pubsook (2019)). According to the 2017
country report, other government goals are to encourage the community to engage in
various activities. Such as earthworm farming fed by vegetable waste to produce natural
compost replacing the need for chemical fertiliser, to sell recyclable items at recycling
shops, and to properly dispose of general waste at designated disposal sites for systemic
waste collection. Similarly, this study will focus on how to encourage students to separate
waste properly, aiming to reduce the amount of total waste and increase recycling rates for

sustainability.

As a result of the categorisation of items, it is common to see schools or universities
provide three basic types of waste bins. The three bins are for recyclable waste (paper,
cardboard, glass, and metal), general waste (food waste, plastic, wood, and others), and

hazardous waste (used batteries, used bulbs, pesticides and others). Furthermore, in some
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schools and universities, they add food waste bins at the canteens. However, some people
may segregate proper waste when they see recycling bins, unlikely some people who may
not be affected by the bins, so to find out powerful strategies to change their behaviour is

crucial as one of this research’s aims.

2.3.3. Solid Waste Generation and a Limitation of Budget

According to The World Bank Report in the year 2012, increasing Gross Domestic
Production (GDP) and population would lead to more waste generation. So, The World
Bank suggested policymakers around the world to focus on the topic of waste and
recycling management effectively in order to improve solid waste management (SWM).
The World Bank estimated that the amount of global waste would reach 2.2 billion tons by
the year 2015, and with limited funds, it will be challenging to handle. As a result, the cost
of dealing with waste would increase more than four or five-fold from the year 2012 to the
year 2025, particularly in Low-Income and Lower-Middle Income (LMI) countries.
According to the categorisation from the World Bank based on global income, China,
India, Thailand, Philippines, and Indonesia are all grouped as Lower-Middle Income
countries (LMI).

What is more, at the global level, MSW generated around 0.8-1.5 kilograms per person per
day (The World Bank Report, 2012). Next, it is predicted that by the year 2025, the amount
of waste generation will massively increase by up to 3-fold (from 369 to 956 million
tonnes per year) from Middle-Income countries. This massive increase in the amount of
waste generated will cause these countries to have increasing difficulties and severe

consequences if the waste is not managed effectively.

Based on the statistics from The World Bank Report in the year 2012, countries in South
East Asia Pacific (SEAP) generated the most waste in the world at 33 per cent. Moreover,
the management teams had to focus on the waste collection process due to the levels of
excess waste. By comparison, high-income countries focused on promoting waste disposal
or waste segregation at source to reduce the cost of waste collection (World Bank, 2012).
Using purpose-built vehicles and collecting different types of waste in different lorries
tended to reduce contamination of recyclers. However, it needed massive budgets which
may not be affordable for low-income countries (World Bank, 2012). So, The World Bank
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suggested that management teams or policymakers in low-income and middle-income

countries should focus on the 3R’s to reduce the cost of waste collection and waste

disposal.
Population (/ area) Waste (kg/capita)
Greater than 50,000 1.89
Less than10,000-50,000 1.15
5,000 to 10,000 1.02
Less than 5,000 0.09

Table 2.1. Thailand Waste Generation
Source: PCD, 2013

Statistically, in the year 2012, Thai people generated 24.73 million tonnes of municipal
solid waste, the waste generation per person in Thailand was based on population per area
(PCD, 2013). See table 2.1. It can be said that a person in a big city, on average, tends to
generate more daily waste than a person in a small city. According to the statistics from the
Pollution Control Department (PCD) in Thailand, in the year 2018 Thai residents
generated solid waste at 27.82 million tonnes per year which equates to 1.15 kg/cap/day.
See table 2.2. It can be seen that there is a significant relationship between the increase in
waste weight generation and waste generation per person from the year 2010 to the year
2018 (PCD, 2018). If Thai people generate waste at a higher rate every year, they also need
to increase the disposal of waste per day significantly. Based on statistics, the World Bank
noted that the amount of waste in LMI countries would increase 3-fold from the year 2012

to the year 2050 and that these countries will be facing more difficulties consequently.

Year Waste weight Waste generation
(million tonnes) (kg/per person/ per day)

2010 24.22 1.04

2012 24.73 1.05

2014 26.19 1.11

2016 27.06 1.14

2018 27.82 1.15

Table 2.2: Thailand waste weight and waste generation per person from 2010 to 2018.
Source: PDC, 2019.
This study has already demonstrated the data of waste; the trends of waste generation, the
barriers and some relevant factors. Next, it will present waste composition because this
data can help teams to focus on specific strategies to increase the chances of a project

being successful.
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2.3.4. Waste Composition

Types of % MSW composition | % MSW composition MSW composition % MSW
waste from developed from HI counties from LMI countries composition
countries (World Bank, 2012) (tons per year) from Thailand
(Cointreau et al., (World Bank (2012), (Country
1984) World Bank (2018)) | report for 8TH
East Asia
Summit, 2015)
Paper, 30 32 14,125 8
cardboard
and
packaging
Kitchen and 24 27 54, 53 64
garden waste
Glass 11 7 5,3 3
Plastic 8 11 11,11 17
Metal 8 6 3,2 2
Others 27 17 13,17 6
Total (%) 100 100 100, 100 100

Table 2.3: Comparison MSW from rich countries, middle-income countries and Thailand
from various sources in different years
Source: Cointreau et al., 1984; World Bank, 2012; World Bank, 2018;
the Country report for 8™ East Asia Summit, 2015

In 1984, MSW, in developed countries, consisted of seven types and the composition
demonstrated at 30, 24, 11, 8, 8, 27 per cent of paper, biodegradable waste (kitchen waste
and garden waste), kitchen waste, glass, plastic, metal, and others respectively (Cointreau
etal., 1984). See table 2.3. It can be said that within 28 years, the composition shows fewer
differences in rich countries. However, according to Gandy (1993), it was unclear how to
classify types of waste in developing and undeveloped countries. However, data has
become more available in recent years because, in the year 2012, The World Bank showed
data on waste from 87 countries (World Bank, 2012). Then, in the year 2017, data on waste
was collected from 265 countries (World Bank, 2012).

In developed LMI income countries, the statistics of the composition of MSW showed the
similarities from the year 2012 to the year 2018, for example, biodegradable waste
represented at 54 and 53 per cent (World Bank 2012 and 2018). See table 2.3.

Furthermore, according to data from the country report and the World Bank, comparing the
year 2012 to the year 2018 on the composition of MSW between MI and Thailand, the data
was similar. It can be said that in general, the composition of MSW could reflect income,
as Thailand was categorised by the world bank in the LMI group (World Bank, 2015).
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Although the fact that statistics are from various methodologies and measurements, the
data is still beneficial for management plans to see the trends. For example, see table 2.3,
from the year 1984 to the year 2012 in developed countries, people used less glass and
metal, unlike plastic, paper, and organic waste. Comparing data of solid waste composition
from High-Income (HI) countries to LMI countries, it showed LMI’s generated more food

waste and plastic, but less paper, glass, and metal waste.

Another useful piece of information is that Gandy (1933) concluded that it was for a
variety of reasons that make waste composition differ from one country to another such as
the degree of civilisation, the structure of employability, types of households, and the
period of waste generation. However, the World Bank made a brief conclusion that the

differences likely came from income and economic growth (World Bank, 2012).

In 2015, according to the country report for the 8" East Asia Summit, MSW was
categorised into seven key groups; kitchen waste and plastic were the dominant groups
representing at 64 and 17 per cent of the whole type, while paper, glass, metal, and other
groups showed at 8, 3, 2, and 6 per cent respectively. See table 3. It can be said that
biodegradable waste, plastic, and paper played a significant role in total waste in Thailand
at 89 per cent (Country report for 8th East Asia Summit, 2015). As a result, if
policymakers select specific strategies to handle these three dominant groups effectively, it
will help to increase recycling rates and reduce the total amount of waste and reduce GHG

emission significantly.

The new trend of waste composition is an increase in the use of plastic, especially in
developing countries (World Bank, 2018). This trend will cause many problems, in the
long-term because plastic is durable and can last more than 250 years in landfills releasing
harmful chemicals and emitting GHG into the environment when incinerated (World Bank,
2018). If people do not reduce using plastic, the negative impacts will be apparent on both
people’s health and the budgets to cover the costs. In recent years, plastic in the oceans has
been killing marine life around the world, while in the past, we saw advertisements
focusing on the harmful effects of Climate Change affecting the Polar bears at the north
pole. Therefore, the advertisements for raising awareness have changed from the negative
impacts on polar bears to sad stories on marine creatures such as whales, dolphins, even

small fish which have died from eating plastic. This sad news has similarly been reported
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in Thailand in recent years, so dealing with waste is an essential world topic which needs
specific strategies to match the waste composition and other crucial factors. It can be
assumed that if policymakers encourage Thai people to separate food waste, plastic waste,
and paper from other recyclable items, the recycling rates in Thailand will be increased
dramatically. Proper recycling also helps to reduce contamination of recyclable items
caused by food waste and leads to increased recycling rates at the same time, which was
recommended by the World Bank (2018). Also, when people are familiar with recycling
behaviour or proper waste segregation, encouraging them to reduce waste and reuse waste

will be easier, and it will be increasing the chance of creating more zero-emission cities.

2.3.5. Hierarchy of waste

Strategy Meaning
‘Five Rs’ (Simmons, 1991) Refusal; Reduction; Re-use; Repair; Recycle
‘3Rs” (Donnellan, 2000) Reduce; Reuse; Recycle
‘4Rs’ (Hancock, 2001) Reduce; Reuse; Recycle; Recovery

Table 2.4: ‘R’ Strategy
Source: Simmons (1991); Donnellan (2000); Hancock (2001).

In the early stages of waste management and recycling, people were more familiar with the
‘five Rs’-Refusal; Reduction; Re-use; Repair; and Recycle (Simmons, 1991). It had been
found that some options were not easy for some countries, especially Western countries,
such as ‘Refusal” which means to reject or refuse unnecessary items. The reason is that it
may apply to luxury products and fashion, for example (Simmons, 1991). Another option,
‘Repair’, highlighted some company’s marketing strategies where budget level electronic
gadgets were launched for an affordable price but with a short life span, becoming
uneconomical to fix. (Simmons, 1991). Later, most people moved on to a concept called
the ‘3Rs’. The three ‘Rs’ had been used as a concept of waste management involving the
hierarchy of waste, which are ‘Reduce’, ‘Reuse’ and ‘Recycle’ accordingly (Donnellan,
2000). However, there was another concept which is a fourth ‘R’; ‘Recover’ was added
(Hancock, 2001). See table 2.4.

According to the report from the World Bank in the year 2015, it claimed that waste’s
hierarchy consists of two main groups, waste diversion and waste disposal. See figure 2.3.
Waste diversion is divided into four steps; reduce, reuse, recycle, and recover, while waste
disposal represents landfill, incineration, and controlled dumping. However, in a Thai
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context, some Thai people possibly recognise ‘Digestion and Composting’ are part of the
3Rs, for example, when they separate food waste for making biodegradable compost, they
think that they are recycling. So, this study illustrates to people that they are following 3Rs
concept when they are producing compost from food waste. Next, fixing unwanted items
and reselling them or reusing them as second-hand products in Thailand probably stands
for ‘Recycle’ or ‘Reuse’. Another example of the definition of ‘Recycling’ in Thailand is
that it is common to see Thai people call it ‘Recycling’ instead of ‘Waste segregation’
because they separate types of waste into recycling bins, for instance. So, ‘Recycling’ in
this study frequently stands for proper waste segregation which leads to increased

recycling behaviour and reduced amounts of total solid waste.

Most preferred option -
‘e

Reuse
Waste Diversion
Recycle

Recover

(digestion, composting)

Landfill

Incineration
(with energy recovery) Waste Disposal

Controlled Dump*

Least preferred option

*As a minimum, waste should be disposed at a “controlled dump,” which includes site selection,
controlled access, and where practical, compaction of waste. Incineration requires a complimentary
sanitary landfill, as bottom ash, non-combustibles and by-passed waste needs to be landfilled.

Figure 2.4: Hierarchy of Waste
Source: The World Bank report (2015).

According to the research in Thailand, inadequate budgets was one of the main barriers for
waste elimination; for this reason, many authorities still used dumping or open landfill
(Challachroenwattana and Pharino, 2016). Although this method is less acceptable from a
global perspective, it is economical (Challachroenwattana and Pharino, 2016). However,
planning to close all sub-standard dumpsites to meet the global standard is a pressure that
pushes local authorities to find alternative solutions that aim to reduce the amount of
waste. As well as follow the regulations, international Laws and global agreements such as

The Paris Agreement and others.
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One of the benefits of the waste hierarchy is that policymakers can see the whole picture of
the route of waste and select specific tools to apply to obtain specific aims. Similarly, from
the resident's aspect, it is easy to explain that residents can play different roles to help the
community. For example, if individuals begin properly separating waste to support
recycling or other purposes, then they can change their new behaviour again on reusing or
reducing. The idea of the best hierarchy is that of prioritising ‘Reduce’ at the start point,
then performing ‘Reuse’, followed by ‘Recycle’ (The World Bank, 2017).

2.3.6. Waste Collection

According to World Bank (2012), municipal waste in high-income countries was collected
at 98 per cent, other countries such as South Asian and Africa countries it was collected at
65 per cent and 46 per cent accordingly. In Thailand, the municipal waste collection rate
was at 76.23 per cent, and it was sent for appropriate disposal, only 31.06 per cent of the
time (PCD, 2015). Statistically, the primary method of waste elimination from appropriate
disposal in Thailand was in landfills presenting at 83 per cent, while compost and
incinerator were used at 5.89 and 4.92 per cent, respectively (PCD, 2015). Furthermore,
waste was reused and recycled from the total amount of waste at approximately 20 per cent
in the year 2015. Although the local waste collection was not 100 per cent, it showed that
after Thailand implemented the 3R scheme from the year 2015 until the year 2018,
recycling rates increased up to 34 per cent, according to PCD report in the year 2019. It
can be said that in some areas which had no waste collection service by local
municipalities, the residents had to handle their waste by themselves. They tended to use
their methods such as open burning, open dumping, burying and others; consequently,

these methods caused many problems (PCD, 2015).

Based on the categorisation of the waste collection around the world from the World Bank
(2017), there were five types of waste collection which are House-to-house, Community
bins, Curbside pick-up, Self-delivered, and Contracted or delegated service. In Thailand,
the types of waste collected were varied due to each community policy compared to other
Low-middle income countries (World Bank report, 2015). It can be said that each type has
pros and cons. For example, if authorities provide public bins on the streets (shared bins),
the possible drawback is that it is difficult to identify the source of each waste bag. If the

authorities want to promote waste reduction and needs results from each household, the
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result could show less validity because the waste might come from outsiders. However,
sharing waste bins is economical and easy to collect if there are less waste collection sites
(Thailand report, 2018). As a result of a variety in the collection options, some
municipalities faced financial problems due to a lack of fee payment and funds. Then it

leads to reduced service (Thailand report, 2018).

2.3.7. Recycling

According to the waste hierarchy, the preferred option for dealing with waste was ‘3R’
(Reduce; Reuse; Recycle) and Recover (Digestion and Composting), suggested by The
World Bank (2015). In practice, it was complicated to measure the ‘Reduce’ and ‘Reuse’
outcome. However, many sources accepted that the measurement of ‘Recycle’ such as
recycling rates are likely to show a clear picture of a projects’ improvement. Recycling
rates were used as a reference in many global reports such as World Bank reports, Paris
Agreement reports, and International reports. Alternatively, in recent years, when people
refused or reduced the use of plastic bags, the results demonstrated a reduction in amounts
of carbon dioxide emission (World Bank, 2015). So, this study explains the definitions and
how to calculate basic recycling rates, aiming to give suggestions to show the improvement
of student recycling practice to encourage them to continue new behaviours or promote
new behaviour to their friends to increase recycling rates. This section begins with

recycling definition, recycling rates and existing CMU recycling.

According to the definition of recycling from many sources, it can be said that some
definitions have expanded the meaning, but most sources show similarities. These are
some examples. In the year 1996, a definition of recycling was ‘Recycling refers to an
effort to encourage consumer choice of products that reduce waste or to retrieve material
from the waste stream’ (Well, p.140, 1996). Well (1996) pointed out that recycling is a
consumer choice and a good company’s strategy. Next, Hancock (2001) stated that
recycling needs stakeholder involvement and recycled products were not always in the
same form as the original products. While Donnellan (p.15, 2000) emphasised, ‘It can be
made into new items. In recent years, the United States Environmental Protection Agency
(USEPA, 2019) gives the definition:

‘Recycling is the process of collection and processing materials that would otherwise be

thrown away as trash and turning them into new products’
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Besides, according to the EU report (2019), the definition is that,

‘Recycling of waste is defined as any recovery operation by which waste materials are
reprocessed into products, materials or substances whether for the original or other
purposes. It includes the reprocessing of organic material but does not include energy
recovery and the reprocessing into materials that are to be used as fuels or for backfilling

operations.’

These are examples of recyclable items from the EU (2019): ‘Paper, glass, metals, plastics,
textiles and waste electrical and electronic equipment are recovered from the waste stream
and reprocessed to make secondary materials. Recycling was potentially accepted that it is
a process of waste treatment which needs public participation such as ‘bring’, ‘collect’,
‘centralised’ system (Gandy, 1994). However, waste generators or residents or other
people such as street waste pickers and tri-cyclers could be involved with the recycling
process, in developing countries (Gandy, 1994). It is accepted that there are at least two
main benefits from recycling; reducing gquantities of waste and returning the material to be

re-produced for the economy. (World Bank, 2019).

2.4. CMU backgrounds on Waste and Recycling management

This section consists of six sub-groups which are 2.4.1-2.4.6. Section 2.4.1 demonstrates
the people who are in CMU waste management teams and responsible for dealing with
waste and recycling such as staff from the University Strategies Division, the Physical
Facilities and Environment Division, the Student Quality Development, and the Student
Affairs Division. Section 2.4.2 demonstrates waste routes in CMU. Section 2.4.3 shows the
waste collection in CMU and the people who transport the waste. Next, section 2.4.4,
shows the solid waste composition and the weight of solid waste in CMU. Then, 2.4.5
leads to learning how to calculate the recycling rate for CMU, which is based on the

available data. Finally, 2.4.6 shows the conclusion of waste and recycling in CMU.

This study explores potential social marketing strategies at CMU, so necessary information
about CMU needs to be presented. Then, explaining the structure of the university
management on waste and recycling issues will follow. Next, the existing data will

demonstrate and compare to the statistics of Thailand in terms of waste composition, waste
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weight, other relevant data and a conclusion. Then, the next section (2.5) will revisit

relevant models and theories on waste and recycling topics.

In Thailand, the formal school system provided both government and private schools for
people who are aged between 3 -21 years old, and there were 1,870,73 students between
undergrad and below and 229,757 at postgrad (Office of the Educational Council, 2015).
The proportion of students in government university and private university were 83.6%:
16.4% (Office of the Educational Council, 2019). Comparing all Thai universities in terms
of total numbers of students each year, Ramkhumheang University (RU) was the largest
with 68,452 new students in the year 2015 (RU, 2015). In the same year, Chula University
and Chiang Mai University (CMU) had 37,851 and 37,263 undergrad and postgrad
students, while, Mahidol University had only 6,325 students in the year 2011 (Chula, 2015;
CMU, 2015; Mahidol, 2013). RU, Chula university and Mahidol university are in
Bangkok, while CMU is sited in Chiang Mai or the north of Thailand.

2.4.1 Executives and administration of CMU

According to CMU (2019), CMU was established in the year 1964 and was granted
permission and blessings by the late King (Rama 9): it was the first provincial university.
This study mainly aims to provide benefits for CMU teams because it follows the same
direction as CMU’s vision which is ‘A world-class university committed to social
responsibility and creating development for sustainable excellence’. It underlines key aims
mainly consisting of providing not only education and profession but also addressing moral
and ethical standards under the late king’s philosophy (Sufficiency Economy Philosophy)
(CMU, 2019). CMU’s logo is an elephant holding a torch and framed by two teak flowers
which means CMU aims to provide learning and development with the most valuable.
Natural resources in the North of Thailand (CMU, 2019). In the year 2018, there were
35,250 CMU students in total; according to CMU student statistics, most students, 24,289,
were a full-time undergrad. There were three campuses, namely ‘Main campus or Suan
Sak’, ‘Mae Hae’, and ‘Saun Dok (Hospital)’ (CMU report, 2015).
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Figure 2.5: Organisation Structure and Administration of CMU
Source: CMU (2019)

According to the Executive Structure of CMU in the year 2019, it can be said that waste
and recycling management is relevant to many divisions. For example, staff who work in
the CMU offices at ‘University Policy, Financial, Public Relations’ division, ‘Physical
Facilities and Environment’ division. Also, ‘Research, Student Quality Development,
Ethics, Quality and Global Citizenship Strategies’ division, ‘University Council Affairs’
division and others. Furthermore, in practice, there are several people who directly or
indirectly engage with this topic such as staff from Academic Division which consists of
four central departments (Faculties, College, Postgrad, and Research), according to the

organization’s structure and administration structure (2019). See figure 2.5 and figure 2.6.
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Figure 2.6: Executives of CMU
Source: Adapted from CMU (2019).
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Although there is a lack of data on solid waste and recycling management in CMU, the aim
of this study is to attempt to collect existing primary data and research by exploring
primary data to present possible strategies and provide recommendations to the teams. So,
the next sections, section 2.4.2- 2.4.4, will demonstrate the critical success or barriers for
the waste routes in CMU, waste collection, solid waste composition and weight of solid
waste from the CMU report in the year 2015. Then, section 2.4.5 will offer possible
recycling rate calculations for other university projects. The conclusion of waste and

recycling in CMU will be shown in section 2.4.6.

2.4.2. The waste routes in CMU and people who engage with waste and

recycling

CMU is located in Chiang Mai (province); it is presented as a village or a city because it
consists of not only study buildings and student flats but also a local market, a vet hospital,
a primary school, and accommodation for CMU staff (CMU, 2019). Also, CMU provides
various facilities for staff and students such as libraries, innovative learning centres, art
museums, public transportation centres, a rugby-football field, a swimming pool, a
gymnasium, hockey fields, football fields, a fitness park, banks, a post office, supermarket
shops, canteens, and others (CMU, 2019). See figure 2.6. Even though waste bins in CMU
were plentiful, CMU had organised more bins for the staff, students and visitors.
Altogether it had 40 waste collection spots for the local authority collection service with a
fixed schedule (CMU meeting report, 2015).
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2.4.3. Waste collection in CMU

. Waste routes
Waste routes in CMU .
outside CMU
Waste in CMU
€——  General waste .
T N Re(;]ycllng -
«— . A C Recycling bank o sSnops
Recyclable items =7 > T
C D A
C B
4¢——  Hazardous waste >
Other places
C q such as
Food waste at canteens A t OgYerte Bins at PTT
€—— and other biodegradable waste > 0 blogas
such as leaves and trucks B
Bins in CMU
40 Transfer Transferred
/A/ stations B_ | tostations |
Bins at
In CMU
—>  faculties U at Had Ya
A
Bins at B
student flats A 4
A Landfilling
v | At
Bins at other sources Amphur
such as local markets
Hod

A = Waste was collected and delivered by CMU staff (mainly cleaning workers)
B = Waste was collected and delivered by local municipality service or private companies
C = Waste was collected and delivered by students
D = Waste was collected by the people from recycling shops or other stakeholders

Figure 2.8: CMU Waste routes
Source: Adapted from CMU report (2015).
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No. Waste station No. Waste station No. Waste station
(Faculty and Flat) (Faculty and Flat) (Faculty and Flat)
1 Business 16 Art and Technology | 28,29,30,31 | Pilom village
2 Education 17 Economic 32 Central canteen
3 Male student flat no.5 18 Mass 33 Female student flat
Communication no.2
4 Engineering 19 Humanity 34 Female student flat
no.4
5,6,7 Suthep village 20,21 | Chean Doi village 35 Public swimming pool
8 Architecture 22 Laws 36 Sport club
9,10,11 | Suthep village 23 Co-op shop 37 Female student flat 40
y.
12 Suthep village 24 Social 38 Small Vet Clinic
13 Suthep flat 25 Politics 39 Female student flat 40
y.
14 Male student flat no.1 26 Parking area 40 Agriculture
15 Parking area/ local 27 Science
market Total = 40 spots
I

Table 2.5: Schedule of CMU waste collection
Source: Meeting report no.4, 2015.

Waste bin designs were varied because their bins relied on the policy of each faculty
(CMU report, 2015). Cleaning workers collected waste regularly from each faculty, the
student flats and the local markets, and placed waste bags at 40 designated waste stations,
see figure 2.7. (CMU report, 2015). Then the local municipality service provider collected
waste from the 40 spots on a fixed schedule (see table 2.8) and dropped the waste bags at
the local government transfer waste station at Had Ya in Amphur Maung. Finally, the
waste goes to the Amphur Hod for landfill (CMU report, 2015). Besides, cleaning workers
also have a responsibility to transfer food waste and biodegradable waste into the plant at
Mae Hae campus to produce Biogas. However, recyclable items were partially collected
and delivered to recycling shops outside CMU. Alternatively, recycling shop staff or
intermediaries would come to CMU to buy the items themselves. Hazardous waste was
potentially mixed with general waste and likely went to general bins (CMU report, 2015).
Sometimes, waste was dumped outside the bins, according to the CMU report in the year
2015.
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2.4.4. Solid waste composition and weight of solid waste in CMU

In CMU, solid waste was divided into two main types, namely ‘Dry’ and ‘Wet’. According
to informal conversations with staff and alumni, staff and students had seen two different
types of waste bins for decades. However, in the year 2015, CMU launched a four-colour
bin system (green, blue, yellow, and red) and placed the new bins in some key sites such as
the central canteen. However, according to feedback from cleaning staff members, most
students did not segregate the waste properly, and the separation of waste became their
responsibility (CMU meeting report no.7, 2015). So, most valuable items at the bins were
recycled or separated by the cleaning staff, not students. It can be said that recycling by
waste pickers played a key role at CMU as in other areas in Thailand, where people can
pick recyclable items from the bins for recycling trading (World Bank, 2015). The valuable
items were separated again by waste collectors on a lorry when they are collecting the
waste from each waste station. So, in general, it is difficult to calculate precise recycling
rates from the bins if they were placed in open areas. Although there were no records for
recycling rates in CMU, the data on amounts of solid waste and the waste composition was
available because it was conducted by the faculty of Engineering in the year 2012 and was
presented in the CMU report in the year 2014. According to the report, CMU generated
solid waste at 893.20 tons per day (3,688.16 kg per day). The waste was divided into ten
groups which were food waste at 41 per cent, plastic at 17 per cent, paper at 13 per cent,
plastic bottles at 11 per cent, wood at 4 per cent, and 14 per cent of textiles, metal, ceramic,

glass, and others. See table 2.6.

According to the CMU report (2015), waste generation hit a peak at 5,236.17 tonnes per
year (1,696.52 kg per day) during study time, while the lowest waste weight generation
was recorded during school break at 89.88 tonnes per year (2,140 kg per day). In
comparison, see table 2.6, most of the composition of the waste in CMU were 41, 28 and

13 per cent of food waste, plastic (plastic and plastic bottles), and paper, respectively.
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Type of

Waste composition

Weight of Solid waste

solid waste in CMU (%) (tonnes per year)

Food waste 41 367.38
Plastic 17 148.71
Paper 13 118.54
Plastic bottles 11 99.28
Wood 5 40.06
Glass 5 _

metal 2

Textiles 1 L 119.23
Ceramic 1

Others 4 -

Total 100 893.20

Table 2.6: Types of solid waste, waste composition and

weight of solid waste in CMU
Source: CMU report (2015).

Type of solid waste

Waste composition
(%)
(CMU report, 2014)

Waste composition
(%)
(Thailand report at
East Asia Summit,

2015)

Food waste 41 64
Plastic 17 17
Paper 13 8
Plastic bottles 11 (plastic+plastic

bottles =17)
Wood 5 (wood+food

waste=64)
Glass 5 3
metal 2 2
Textiles 1
Ceramic 1 — 6
Others 4
Total 100

Table 2.7: Types of solid waste and waste composition in CMU

compared to Thailand

Source: CMU report (2014) and Thailand report (2015).

56




Comparing the waste composition from CMU to Thai residents, the former generated a
higher percentage of plastic per year than the latter presenting at 28 and 17 per cent. In
comparison, the latter generated a higher percentage of food waste than the former
showing at 64 and 41 per cent respectively. See Table 2.7. Ideally, if CMU promotes
students to separate food waste, plastic, and paper correctly, the results will show a
significant impact on raising recycling rates. According to observation and feedback from
CMU staff, CMU workers separated recyclable items after work. They left the general
waste in waste bags, and then they transported the bags to the waste station sites. However,
if students segregated waste efficiently at the source, they could help to increase recycling

rates because it will decrease contamination of paper waste, for example (World Bank,
2018).

2.4.5. Possible recycling rate calculation for university projects.

Type of solid Waste Weight of Solid Example of Estimated | Estimated
waste in composition waste estimation of recycling | recycling
CMU (%) (tonnes per year) recycled waste Rate Rate
(tonnes) (%) (%)
Food waste 41 367.38 367.38 100 100
Plastic 17 148.71
Paper 13 118.54 59.27 50 100
Plastic bottles 11 99.28 99.28 100 100
Wood 5 40.06
Glass 5
metal 2
Textiles 1 r 119.23
Ceramic 1
Others 4
Total 100 —  893.20 525.93 | 59 | 786 |

Table 2.8: Example of recycling estimation in CMU
Source: Adapted from CMU report (2015).

According to various recycling measurements, recycling rates can be shown using different
numbers. For example, recycling rates in New York state in the year 1997, which were
calculated by the New York legislature and the Department of Environmental
Conservation (a private agency), were at 23.6 and 41.9 per cent, respectively (Tonjes and
Swanson, 2000). The influencers possibly consist of different characteristics of recyclable
items, waste collection methods, the organisations who calculated the rates, and others
(Tonjes and Swanson, 2000). However, it was suggested that dealing with general

perception and increased understanding of public benefits could be implemented to
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increase recycling rates (Tonjes and Swanson, 2000). Moreover, Tonjes and Swanson
(2000) gave advice that began with having a standard data collection, then followed by
recycling calculation, and obtaining information confidentially with specific notice, likely
helped policymakers to promote recycling behaviour. The recycling rate is one essential
tool for a standard comparison which can be calculated in different ways. For this study, it
Is recommended to use the EU Compositional Assessment Tool (EUCAT) from the

‘EU Recycling rate

harmonization project’ in the year 2015 and MSW recycling rate from the Government of
Australia (2012), because it is simple and accounted for a percentage of waste proportion

between the number of recyclable items and amount of total waste.

Recycling rate (%) = Weight of recycled items x 100
Weight of total waste

= (525.93/893.20) x 100

=59

Demonstrating the estimation of CMU recycling rate is 59 per cent, if
o All food waste is sent to the plant to produce gases to run some vehicles in
CMU area;
e Only 50 per cent of paper waste can be recycled due to contamination of 50
per cent of total paper waste;

e We are aiming to sell or send all plastic bottles back to the manufacturer.

If CMU encourages students to segregate uncontaminated waste paper, then the recycling
of waste paper will increase to 100 per cent (or 118.54 tons). Also, by reducing the use of

plastic to zero tons (deleting 148.71 tons), the recycling rate will present at 78.6%.

Recycling rate (%) = food waste + paper+ plastic bottles x 100
(food waste + paper+ plastic bottles + others)
(deleted 148.71 tons of plastic))
= 367.38+118.54+ 99.28 x 100
367.38+118.54+ 99.28+40.06+119.23
= (585.2/744.49) x 100
=78.6
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2.4.6. Conclusion of waste and recycling in CMU

Overall, based on the CMU report in the year 2015 and Sriplakich’s finding, it can be said
that all people were waste generators. However, primary waste segregation at source was
undertaken by cleaning workers. They also played a significant role in the recycling trade
because they brought recyclable items to the CMU recycling bank, recycling shops outside
CMU, or called the service to collect the items at CMU. Moreover, they were responsible
for collecting food waste at canteens and transported it to the new plant for conversion into
biogas to run CMU vehicles. See figures 2.7. However, the target group for this thesis is
CMU students, and it can be said that CMU students separated recyclable waste and tended
to bring it to the CMU recycling bank, recycling shops and others with no data record.
Moreover, there was no data on the amount of hazardous waste, such as used batteries or
used mosquito spray bottles, sent to the Health Department. It was probably mixed with
general waste and went to landfill sites. There were waste separation services from the
local government service and the private sector. However, it was impossible to separate all
the waste when they were collecting and transporting the waste on the way to the waste
transfer stations. There are several types of lorries which seem to be accepted for standard
collection and transportation, such as using lift trucks, trucks with compactors, rear open,
or open side trucks (CCAC, 2019). However, there was no service by different trucks for
different types of waste at CMU. CMU only used a single open tank on a pick-up (a small
truck) (Sriplakich, 2015 and CCAC, 2019). Hence, according to the informal
conversations, it is clear that it was possible that most people felt that there were no
benefits to separating waste. People observed that each type of waste was going into the
same truck or lorry. The reason for this was primarily due to the limitation of the system
and funds Based on the limitations of the type of vehicles, therefore, separating all types of
waste at source should be implemented by main waste generators to reduce most of the
total waste and increase recycling rates. It can be said that raising student awareness

combining with facilities improvement are significant factors for CMU.

According to a CMU report in the year 2015, CMU waste management teams focused on
using food waste to generate electricity to run some public vehicles in CMU, so there was
no data for total recycling rates in CMU. Therefore, it was unlikely to use statistics to

encourage students to increase recycling rates. However, it can be said that there is a high

demand for the data. So, this study is unlikely for promoting recycling rates in CMU.
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However, it will focus on the use of social media as an initiative to encourage students to
tell their friends, to raise awareness and share their message. Recycling ambassadors or
recycling initiators are most likely expected to be leaders for this project, aiming to change

their friends’ attitudes and to change their behaviour in the short and long term.

This study has already provided the background of Climate Change, Paris Agreement and
the Thailand Reports, and the data on waste and recycling from the global, international,
and local levels at section 2.2 - 2.4. Then this information will link to the next section, 2.5,
‘Relevant Models and Theories’ because it will present possible strategies and the

applications to solve the problems.

2.5. Relevant Psychology Models and Theories

There are many psychology models and theories which have been used by social marketers
and other social actors to identify crucial factors for a behavioural change. However, this
study selected some key factors and categorised them into two main groups which are;
individuals and environmental level group, and health model group. So, section 2.5.1-
2.5.10 demonstrates a group of models and theories for individuals, inter-personal factors,
community factors, and another macro level. Section 2.5.1-2.5.12 shows the combination

of Health models.

In general, adoption of only one model or theory cannot show a perfect framework, so it is
suggested that integrating an array of them could help policymakers gain more success
(Greenwood and Lewin, 1988; Donovan and Henley, 2010; French and Gordon, 2015).
Researchers, in empirical research, referred to a theory aiming to test it and tried to make it
measurable, so it is common to see that the results possible showed only 1% to 65% of
various behaviours and 14% to 92% presenting behavioural intentions (Ogden, 2003). In
the perspective of a pragmatic and conceptual analysis, some theories may not work in
some countries or some cultures because most theories were initiated in European
countries. However, Asian people may have differences, for example (Eagle et al., 2013).
So, a group of models and theories in this study aimed to revisit existing models and
theories. However, it will also reflect other influences from a different perspective on
findings and analysis, because the findings were conducted in Thailand, rather than in

western countries which influenced existing models and theories.
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1991)

Section Model or Theory at the individual level Examples of key factors
25.1 Instrument and classical conditioning (Pavlov (1927) and | Rewards, Incentives or
Skinner (1953) and Exchange theory (Kotler) punishment
2.5.2 Nudge (Sunstein and Richard (2005) Policy, incentive, disincentive,
unconsciousness
2.5.3 Social marketing value/cost exchange matrix (French, Policy, incentive, disincentive,
2011) consciousness
254 Theory of reasoned action (TRA) and Attitude, beliefs, norms, intention
Theory of planned behaviour (TPB) (Fishbein and Ajzen | and others
in 1975 and Ajzen in 1985)
255 Theory of interpersonal behaviour (TB) (Triandis, 1977) | Habits, emotions, role and others
2.5.6 Cognitive dissonance (Festinger, 1957) Uncomfortable feelings and want
to change behaviour
25.7 Motivation theory of Hierarchy of Needs (Maslow (1954) | Need, want, and desire
2.5.8 Morality, positive attitudes, (Pomazal and Jaccard, 1976: | Morality, volunteering, norms,
Zuckerman and Reis, 1978: Schwartz and Tessler, 1972) | and altruisms
and Theory of Normative Conduct (Cialdini (1988) and
Cialdini, Reno and Kallgren, 1991)
2.5.9 Stage of change model or trans-theoretical model Pre-contemplation,
(Prochaska and DiClemente (1983) contemplation, preparation,
Action, maintain, termination
2.5.10 Influence, commitment, respect, consistency (Cialdini, Weapons of influence,
1984) and the interpersonal theory behaviour (Triandis, reciprocation, commitment and
1977) consistency, social proof, liking,
authority, and scarcity
2.5.11 The health belief model (HBM) Demographic, benefits and
barrier, severity, susceptibility,
and cue to action
2.5.12 Determinants of health model (Dahlgren and Whitehead, | Individual lifestyle factors, social

and community networks and
General socioeconomic, cultural,

and environmental conditions

Table 2.9: Relevant Psychology models and theories for a behavioural change

This section identifies the models and theories which are mostly based on the fundamental

models relevant to individual factors such as attitudes, beliefs, and intentions. The first

classic model is from Pavlov (1927) and Skinner (1953), showing the essential tools to

encourage people to change their behaviour. It leads on to greater complexity which
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mainly underlines incentives and disincentives, as an exchange, they are combined with a
policy such as ‘Nudge’ and ‘Social marketing value/cost exchange matrix’ from Sunstein
and Richard (2003) and French (2011), respectively. Next, some factors from ‘Theory of
interpersonal behaviour (TB) from Triandis (1977) and ‘Cognitive dissonance’ from

Festinger (1957) will be referred to later. See table 2.9: Group of models and theories for

this study.

2.5.1. Instrument and classical conditioning (Pavlov (1927) and Skinner
(1953))

Pavlov and Skinner (1927 and 1953) believed that people would change their behaviour if
they were affected by stimulation as a condition, such as an incentive or punishment. Also,
Maibach (1993) underlines that incentive was one of the tools which were suitable to be
implemented for voluntary behaviour change. Furthermore, French and Gordon (2015)
gave an example that in developing countries, people send their children to school for
primary education, because they do not want to pay a fine as a punishment. However,
French (2011) argues that using only punishment is not enough to change people's
behaviour. For example, if people think there are a few chances that other people can see
their illegal dumping, they might not change their behaviour.

Additionally, the dumper would happily pay the fine, if they are caught, but illegally
dumping may save them money and be more convenient than legal dumping. So,
increasing the changed behaviour can happen if some people prefer an incentive rather
than disincentive (French, 2011). In recent years, there are at least two theories which
mention these key factors but contain more details, so this study selects ‘Nudge’ and the

‘Social marketing value/cost exchange matrix’ in section 2.5.1.2 and 2.5.1.3.

2.5.2. Nudge (Thaler and Sunstein, 2009)

Although ‘Instrument and classical conditioning” is useful as an essential tool to make
people change their behaviour, people mostly do not follow the rules; they end up paying
fines as a punishment. However, Thaler and Sunstein (2009) suggested that governments
should apply ‘Nudge techniques' to people who mostly used quick and easy decisions to
select a choice when based on economic rewards rather than punishment. Similarly,

‘Nudge’ is a strategy which is designed with choices, explicit and presumed consent, and a
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default rule which participants must select given options to take some actions (Thaler and
Sunstein, 2009). This is illustrated by several different government’s approaches such as
choosing ‘Opt-in' for organ donation in Germany and Austria, and by ticking a box or
being asked to select the donation choice when drivers want to collect their photos for their
new driving license in the US (Thaler and Sunstein, 2009). Expanding how to adopt the
nudge approach successfully can be seen from the Illinois First Person Consent registry, in
the year 2006, the state gained ‘more than 4 million registered donors by the end of the
year 2008’ (Thaler and Sunstein, 2009, p.190). The online system for organ donation had
been designed to show three steps which underlined the existing problems. The problems
included a lack of donors, followed by using social norms saying that ‘60 per cent of adults
in 1llinois are registered' (p.191), and giving the links such as Myspace to make them feel
they are making the right decision. In general, it can be said that residents play the role of
passive social actors with their low cognitive engagement (French and Gordon, 2015).
There is another soft nudge approach which tends to be created by using incentives and
feedback as in the case of air polluters (Thaler and Sunstein, 2009). Governments can
implement either a rigid approach (fines on people who produce greenhouse gases) or an
incentive-based system such as giving cash or offering benefits to companies which reduce

gas emission aggregation.

2.5.3. Social marketing value/cost exchange matrix (French, 2011)

e.g.. . .
Financial Active Decision e.g.: Penalty
reward for Conscious/Considered fine for
not littering
smoking Hua Smack
_ Disincentive/
Incentive/ Bunish
Reward Nudaoe Shove unishment
. . e.g.: Road
Automatic/Unconscious bump to
€g. Default Passive Decision reduce car
savings speed
scheme

Figure 2.9: The social marketing value/cost exchange matrix
Source: French, 2011
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Adopting a nudge approach can manipulate people into selecting the expected choices and
can achieve significant change; however, there is an argument from social marketers (such
as French (2011)). French (2011) believed that participants need to make their decisions
consciously and freely choose the options by themselves as active decision-makers. Also,
French (2011) offers Hug implementation replacing Smack implementation (from the
social marketing value/cost exchange matrix). This matrix consists of four options which
are both conscious and unconscious and also combining incentives and disincentive as
prime factors. See figure 2.9. Besides, French and Gordon (2015) give more examples of
the failure of the nudging application because it cannot solve some social problems such as
crime and obesity. For example, the government may not succeed if it emphasizes that
overweight issues are a social problem, and obese people are not a dominant group. French
and Gordon (2015) believe that these people potentially then feel negative from the nudge
application. So, when incentives and disincentive are the main factors, it will be better to
use the value/cost exchange matrix (French, 2011). For the example of the application of
‘Fines’, Chaudhary et al., (2004) describes that some people are not interested in wearing
seatbelts. However, they already know that they may receive severe injury from accidents
and have to pay fines if caught by authorities.

Similarly, adopting ‘Fines’ may not be effective in Thailand or at a university. For
example, people know that if they dump rubbish on public roads, they could be fined
(2,000-baht maximum), according to the law, but they still illegally throw away rubbish.
However, after combining possible factors from ‘Nudge’ and Value/cost exchange matrix’
such as ‘Fines’, ‘Rewards’ and ‘Consciousness’, it seemed most people would select
incentives rather than disincentive or punishment. However, some people still select to pay
‘Fines’ if they think they can afford it and exchange it with their conveniences (Donovan
and Henley, 2012). So, Donovan and Henley (2012) conclude that only ‘Incentive and
Disincentive’ cannot play a significant role for all people because the results give good
outcomes only in some areas or some target audiences. These examples possibly show that
people need other motivation to change their behaviour. Therefore, pursuing them to feel
good or rewarding them could be a potential strategy if they do not dump waste illegally.
Generally speaking, adopting the tools (incentive and disincentive) may not be enough to
change people’s behaviour because some people react based on other vital factors such as
negative feelings, a moral choice, believing in a positive outcome amongst others.

Therefore, the next sections 2.5.4- 2.5.12 will describe more relevant factors as choices.
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2.5.4. Theory of reasoned action (T.R.A.)/ theory of planned behaviour
(TPB) (Fishbein and Ajzen in 1975 and Ajzen in 1985)

BEHAVIOURAL
BELIEFS

Attitude towards

Evaluation of behaviour

behavioural
outcomes

NORMATIVE
BELIEVES

Behavioural
Intentions

Behaviour

\ 4

Subjective norms |

Motivation
to comply

CONTROL
BELIEFS

Perceived
behavioural control

N/ A

Perceived
power

Figure 2.10: Theory of reasoned action (TRA)/
theory of planned behaviour (TPB)
Source: French and Gordon (2015).

This section combines ‘Theory of reasoned action’ (T.R.A.) and ‘Theory of planned
behaviour’ (T.P.B) in the same group because they consist of similar keywords and Ajzen

and Driver (1990s) added more factors to improve the theories (French and Gordon, 2015).

According to T.R.A. and T.P.B, people tend to make behavioural changes, if they have a
conscious intention which is arising from crucial vital factors, such as beliefs, attitudes,
subjective norms, and perceived behavioural control (Fishbein and Ajzen in 1975 and
Ajzen in 1985). See figure 2.10. From a social marketing perspective, some benefits of the
adoption of T.R.A. and T.P.B show that they help social marketers to predict essential
factors for behavioural change (French and Gordon, 2015). Moreover, T.R.A. and T.P.B
are widely used for predicting consumer behaviour, people’s lifestyle and health behaviour

such as exercise and smoking (Donovan and Henley, 2012).

However, Triandis (1977) had a different point of view. They showed that one of the
limitations of T.R.A. and T.P.B is that people’s behaviour can be affected if their habits
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influenced them rather than their intentions. Hence, section 2.5.5 will explain the reasons

why other factors can fill the gaps in this theory.

2.5.5. Theory of interpersonal behaviour (T.B.) (Triandis, 1977)

Beliefs about outcomes > Facilitat
. acilitating
Attitude -
conditions
Evaluation of outcomes —>
Norms
\ Social —> i »|  Behaviour
Roles > factors Intentions >
Self-concept / /
Emotions —> Affect
Habits

Frequency of past behaviour

v

Figure 2.11: Theory of interpersonal behaviour
Source: Triandis, 1977

Compared to T.R.A. and T.P.B, this theory consists of many similar factors such as beliefs,
attitude, norms. However, different factors play dominant roles, especially habits and
frequency of past behaviour and the conditions that can facilitate this. (Triandis, 1977). See
figure 2.11. For instance, it is believed that people use fewer reasons or less consciousness
to decide because this behaviour is repeated on many occasions over time and become their
habits, such as performing recycling at schools and then also performing recycling at
universities. (See figure 2.9). French and Gordon (2015) give a piece of advice to help
support the adoption, which is to remind the target audience of new rules or new attitudes,
or by changing the environment, helping social marketers cut the cycle of ingrained habits
and increase opportunities to change behaviour. The second example is the promotion of
handwashing with soap in Ghana to reduce children’s death from diarrhoea caused by
parents’ dirty hands. Social marketers delivered information via media and personal

communication to remind people to think about the negative impacts or ‘Beliefs about
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outcomes’ if they do not wash their hands before having meals and after using the toilet
(Scott et al., 2008).

2.5.6. Cognitive dissonance from Festinger (1957)

According to Festinger (1957), ‘Cognitive dissonance’ refers to uncomfortable feelings
which can stimulate people to change their behaviour to have more positive feelings. What
iIs more, Donovan and Henley (2012) expand that numerous social marketing campaigns
are applying this theory to persuade people to change their behaviour to avoid discomfort.
For example, smoking can seriously cause illness to others through passive smoking, and
to pets as well. They refer to the example from a survey of Michigan pet owners from
Milberger et al. (2009) which discovered that twenty-eight per cent of pet owners
attempted to quit smoking when they learnt that smoking could harm their pets at home.
Referring to an example of how this theory applies to waste and recycling topics, it has
been shown that if people have negative feelings from the smell of waste, then they tend to

fix this problem by proper waste segregation, in particular food waste.

2.5.7. Motivation theory of Hierarchy of Needs (Maslow (1954) and
theory of exchange (Kotler)

Self-
actualisation

/ Esteem

Love/belonging

Safety

/ Physiological \

Figure 2.12: Maslow’s Hierarchy of Needs
Source: Maslow (1954)
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Maslow (1954) stated that people had five levels of need which started from a basic level
until the highest level. See Figure 2.12. He believed that an individual’s motivational steps
had to begin with a physiological need such as air, food and water, then they would seek
the second step, which was safety. Lee and Kotler (2011) agreed that this theory helped
marketers to predict and meet their customer’s needs efficiently. However, it was criticized
by many social marketers because it tended to focus on individuals and might be linked
with ethical issues rather than a large group of people with moral choices (Andreason,
2002). It is argued that in terms of social marketing perspectives, morality (which was at
self-actualization/ the highest level of need) can be found in some people who may not be
fulfilled at other levels, but they could have a moral mind. So, the next section will explain
the reasons and may fill in the gaps in this theory.

2.5.8. Morality, positive attitudes, (Pomazal and Jaccard, 1976:
Zuckerman and Reis, 1978: Schwartz and Tessler, 1972) and Theory of
Normative Conduct (Cialdini (1988) and Cialdini, Reno and Kallgren,
1991)

Volunteering, good attitudes, and altruism seemed to be the leading prime success factors.
These can be categorized into crucial factors in numerous models and theories such as
those used for blood donation and organ donation, now performing as a moral norm
(Pomazal and Jaccard, 1976: Zuckerman and Reis, 1978: Schwartz and Tessler, 1972).
Besides, moral or personal norms from Fishbein (1967) and personal normative beliefs
from Triandis (1977). Interestingly, there is another definite connection between recycling
prediction and moral norms which can be found in the study from Allen, Fuller and Glaser
(1994). Also, Cialdini (1988) clarified different types of norms and did several
experiments: the results were beneficial because they would help social marketers in
selecting proper tools for fixing problems. Also, Cialdini (1988), and Reno and Kallgren
(1991) identified that people would follow other peoples behaviour. Especially if they
think that behaviour is the norm or socially acceptable, however, if for example, some
people dumped rubbish on a public road, at a football stadium, or a concert stadium when

the event is over, it can encourage other people to imitate that behaviour.

Cialdini, Reno and Kallgren (1991) experimented on littering or dumping to test people’s

behaviour, comparing between the area that has already been littered and the clean area.
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Then they dropped one piece of litter to both areas to check people’s reaction. The result
was that the former showed a significant increase in littering from thirty-two per cent to
fifty-four per cent, while the latter presented a decrease of littering from fourteen per cent
to six per cent. Furthermore, they did the second experiment and explored that if there
were one handbill dumped on the floor, littering would increase from ten per cent to twenty
per cent if another handbill was added. What is more, the percentage of littering rates
would dramatically increase from twenty per cent to forty-one per cent when littering was

increased from two pieces to eight pieces.

These experiments refer to Fishbein and Ajzen (1975), Triandis (1977), and Bandura
(1977) and others, for example, Bandura (1977) stated that people are highly likely to
dump litter if they imitate other people’ behaviour. While, Cialdini, Reno and Kallgren
(1991) argued that a person might dump litter differently on the floor if she or he sees a
clean area or a dirty area. However, Fishbein and Ajzen (1975) believed that people tend to
change their behaviour if they are influenced by both individual factors and environmental
factors such as social norms. Schaffer (1983) expanded that social norms could consist of a
norm for what most people do (descriptive norms) and what most people approve/
disapprove of as a moral choice, namely injunctive norms. Then, Cialdini (1988) argued
the descriptive norm concept that people possibly imitate most people due to their reasons,
which may be involved with exciting offers, benefits, and ‘a decisional shortcut’, unlike
most people actions. However, Triandis (1977) argued that another factor, in particular
habits, can be a prime factor because he believed that people regularly do some things if
they are their habits. It is difficult to change those habits. Arguably, Cialdini, Reno and
Kallgren (1991) said that people could be convinced to change their behaviour if they are

motivated by specific actions by promising social rewards or punishment.
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2.5.9. Stage of change model or trans-theoretical model (Prochaska and
DiClemente,1983)

Termination

\ / Pre-contemplation \

Maintenance Contemplation
Action < Preparation

Figure 2.13: Stages of change model
Source: French and Gordon (2015)

Trans-theoretical models of change from DiClemente and Prochaska (1998) was originated
from the Health Belief Model and the theory of reasoned action (Whitelaw et al., 2000).
See figure 2.13. This model is suitable for explaining that each participant can start and
stop from any stage such as smokers, preparing to quit smoking, or non-smoking.
However, it still shows the gap because it does not provide critical influencers for each step
(French and Gordon, 2015). However, it is suitable for some cases such as the Cancer

Prevention Research Centre (the University of Rhode Island, 2006).

2.5.10. Influence, Commitment, Respect, Consistency (Cialdini, 1984) and

the interpersonal theory behaviour from Triandis (1977)

According to Triandis (1977), people can create new behaviour if they have positive
feelings such as affection of something, then they will have an intention and lead to
produce new behaviour. Moreover, Cialdini (1984) stated that people tended to change
behaviour if they were influenced by commitment, respect and consistency. Cialdini
(1984) believed that people were influenced by critical factors; weapons of influence,
reciprocation, commitment and consistency, social proof, liking, authority, and scarcity.
Firstly, a piece of evidence from ‘weapons of influence’ is an example of when people
were queuing to use a printer, a student asked the people if he could jump the queue and
also explained the reason why he needed the copying. Finally, they accepted he could jump
the queue because he gave reasons why he needed an urgent service. Secondly, in a topic

of social proof, he explained that people could accept some things more quickly if
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they saw people perform certain behaviours and achieve success. He referred to the
experiments on children and dogs, conducted by Bandura and his colleague (1967 and
1968). He explained that 67 per cent of children who had dog phobia could reduce their
degree of fear after watching a video of ‘a child playing with a dog for twenty minutes a
day’ (Cialdini, p.119, 1984). According to the results of the experiment, the fear could
come back again one month later; however, it concluded that several sources could
influence these children such as a wide range of clips showing other children playing with
their dogs. Cialdini (1984) not only gave advantages of social proof, such as a shortcut for
achieving success but also mentioned weaknesses because it could cause problems if
vulnerable people followed misleading advertisements, for example. Next, ‘Commitment
and consistency’ are dominant factors from Cialdini (1984) point of view because when
people made a public promise as a commitment, they tended to maintain their new

behaviour and it is more likely to become long-term behaviour.

2.5.11. The Health Belief Model (H.B.M.)

Cues to Action

/

Threat Appraisal

Susceptibility

Demographics / Severity :|\
Cost-Benefit Appraisal Action
\ Benefits :| /

Psychological
Characteristics

Barriers

Figure 2.14: The Health Belief Model (HBM)
Source: Donovan and Henley (2010)

According to the Health Belief Model from Rosenstock (1974), it helped to predict that
people can create new behaviour if they are influenced by crucial factors such as
threatening appraisal, cost-benefit appraisal and the cues to action. See figure 2.11.

Rosenstock (1974) underlined that if people are vulnerable or are suffering from severe
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diseases, they will likely change their behaviour. Especially if they have self-efficacy to
control themselves, for example, some people will do exercise if they do not want to take
the risk of obesity. See figure 2.14. Then, Abraham and Sheeran (2005) reviewed the
concept from Rosenstock (1974) and Janz and Becker (1984). They revised the model and
said that the Health Belief Model (H.B.M.) showed a gap because some people do not take
action if only relevant to health issues, so they removed some factors and added
environmental and economic factors as key players. For example, individuals will not wear
car seatbelts, even though they know that they are taking risks; however, they will use the
belts if they do not want to pay a fine (Chaudhary, Soloman and Cosgrove (2004)). One of
the applications suggested from Donovan and Henley (2012) is that social marketers
should add ‘a promise to do or not to do’ to remind people such as athletes who tend to use

a drug to win sports competition by underlining the drug side effects.

It can be said that these theories are useful for identifying essential factors to make a
change. However, fixing these problems cannot be done by using only this model; for
example, H.B.M. still has a gap which cannot explain how to solve problems (French,
2017). What is more, French (2017) argues that H.B.M. misses other crucial points which
play essential roles, for example, this model does not include economic factors,
environmental factors, belief, attitudes and others.

2.5.12. Determinants of health model

Living and working

A conditions ™a

Health
care
services

Age, sex, and
constitutional
factors

Figure 2.15: Determinates of Health Model
Source: Dahlgren and Whitehead (1991).
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Dahlgren and Whitehead (1991) presented the Determinants of the health model. They
described that people focus on 2 soiutions of health issues in four levels or tiers, which
are macro-level, material living conditions, material support networks, and lifestyle or
behavioural factors. French and Gordon (2015) clarify the examples of each level, for
example, the level of the material living condition consists of living and working
conditions such as education, agriculture and food production, unemployment, water and
sanitation. It can be seen in the interview results in particular ‘Tier 2: Agriculture and food
production: Education: Living and working conditions: Unemployment: Water and

Sanitation’.

See figure 2.15, which compared this theory to H.B.M.; it is found that this theory focuses
on a big picture of a community’s effects which derived from critical factors in health in a
community, while H.B.M. emphasizes on individual perception and beliefs (French and
Gordon, 2015).

2.6. Management aspect

In general, this section describes essential tools from a management aspect which are types
of policy management, models and theories which were widely adopted, and
environmental factors which come from management responsibility in section 2.6.1-2.6.4.
Then, section 2.6.5 will add other relevant factors from previous study cases. Section 2.7.

will explain relevant models and theories from the social marketing aspect.

For policy implementation, theories are fundamentally divided into three main groups
which are top-down theories, bottom-up theories and hybrid theories; the findings from
Lipsky (1971), EImore (1980) and Hjern and Hull (1982) are examples of bottom-up
theories (Pulzl et al., 2010). General speaking, there is no right or wrong policy when
selecting the type of policy for promoting recycling because it depends on many factors.
One advantage of top-down policy implementation is that it is suitable for a small
organization controlled by executives who are experts in their field (Combe, 2014). While
bottom-up implementation is suitable for lower down the hierarchy, and it lets the manager
play a pivotal role to handle specific issues effectively (Ezigbo, 2012). To make a
university to become a green university for sustainability, the university leaders must play

vital roles and use their initiative and assign their university teams and students to follow
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the policy, this is recognized as top-down policy. However, if many students use their
initiative and put pressure on the university staff to change their university to be a green
and clean institution, it will be called a ‘bottom-up policy’. Many universities are adopting
top-down policy and gain a good reputation such as the ‘American College & University
Presidents’ Climate Commitment, supported by 686 university and college administrators
(Brinkhurst et al., p.342, 2011). However, if students struggle with the unfamiliarity of the
change, top-down implementation could fail. (Halfacre-Hitchcock, 2006).

Another critical point is that if students run a recycling campaign, but there are a lack of
funds and a lack of university support, the campaign may not achieve the goal (Brinkhurst
etal., 2011). Sharp (2002) added another disadvantage for bottom-up implementation was
that the campaign and the outcomes would present a short-term success, and the campaign
needed repeating frequently. So, Brinkhurst et al., (2011) offered that university staff could

be included as target audiences to maintain the new practice and pass it on to new students.

Similarly, from the interviews of the government sector workers in this study
decentralization and bottom-up strategy are adopted in five cities. Their projects were in
the ‘Low Carbon City’ projects, and the authorities were the main actors for managing
waste and recycling issues (UNDP, 2016). The authorities had the power to solve
environmental problems in their villages or cities (Pongloe et al., 2015). It is found that
they use many techniques to run their project; for example, they do not only invite
residents to engage in all activities but also provide proper facilities to meet the residents’
needs. However, some residents did not want to change their behaviour, so other factors
need to be added, such as understanding, knowledge, skills and conveniences. It can be
said that to integrate some models and theories are essential. Sharing the authorities’
experience is useful for the university teams because the teams could select the essential

tools for their projects.

2.6.1. Lewin’s three-step process

For the relevant models and theories, it can be said that to make people change their
behaviour could fundamentally refer to ‘A Force- Field’ theory or three steps of
behavioural change from Lewin (1951). Lewin (1951) believed that people would be
changed if driving forces were more powerful than restraining forces. So, he suggested that

changing peoples behaviour could consist of three steps: ‘unfreezing or unlocking the
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current level of behaviour’; ‘moving to a new level’; ‘refreezing new behaviour at new
level’. He indicated that an organization could launch a new policy, then provide
information to encourage target audiences to discover new alternatives. Then, adjusting
people’s attitudes and beliefs and improving facilities to reduce the barriers at the second
level. At the last level, the organization could increase other driving forces to push the
target audiences, such as utilizing rewards for initiatives aiming to maintain the new
behaviour. See table 2.10.

Step of change Examples of Driving forces

1. Unfreezing or unlocking | Creating a vision or

the current level of launching a new policy
behaviour Providing information
Encouraging target
audiences to discover new

alternatives

2. Moving to a new level adjusting attitudes, beliefs,
system, facilities or others

3. Refreezing new behaviour | increasing other driving

at a new level forces to push the target
audiences such as utilizing
rewards for initiatives at the

refreezing level

Table 2.10: Lewin’s three-step process.
Source: Adapted from Lewin (1951) and Hayes (2014).
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2.6.2. The basic five types of intervention

Control Control/rules/require/constrain/restrict/policy/enforce/regulate/legislate/incentivise
Inform Inform/communicate/prompt/trigger/remind/reinforce/awareness/explain
Design Design in or change physical product/environment/organisational

system/technology/process

Educate Enable/engage/train/skill development/inspire/encourage/motivate/develop critical/thinking
skills
Support Service provision/practically assist/promote access/social networking/social mobilisation

Figure 2.16: The basic five types of intervention cluster (the decides) framework
Source: French, 2011

This theory seemed 1o be usetul Tor planning the necessary steps oOT theory Implementation,
action research, and group dynamics. However, it showed a weak point because people’s
behaviours were dynamic and complicated (Burnes, 2004a and 2004b). See figure 2.16.
The National Health Service (N.H.S.) (2002) criticized the theory and explained that this
theory tended to think of the organization goals which might not match with the target
audiences’ needs. N.H.S. (2002) added that changing people’s norms could improve the
outcomes. Hayes (2014) suggested that focusing on people attitudes, using a flexible
approach with the right communication, building trust and commitment, and engaging with
stakeholders could increase success. It can be said that if a management team combine the
fundamental management theory and the arguments, it could be matched with the five
basic types of intervention cluster framework, consisting of control, information and
persuasion, education, design, and support (French, 2011). This strategy is useful for
dealing with residents or students who disagree with following the policy or the campaign.
See figure 2.12. French (2011) pointed out that at the first step a management team could
apply incentives or disincentive with the new rules, while the three steps of change stated
that incentives could be adopted at the last step.

Furthermore, French (2011) added that promoting people to do good things could be used
in the first step. It can be seen that at the second step, the framework focused on people’s
awareness, communication before designing the facilities. It likely showed the target
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audiences as the main actors rather than an organization. So, it can be said that the basic
five types of intervention cluster framework are useful for a management team because it
explains how to prepare a social marketing project and points out the possible powerful

tools.

2.6.3. The Rossiter-Percy motivational model (Rossiter and Percy, 1997)

and knowledge and understanding

Another critical factor which is relevant is ‘resident involvement’, which is most likely to
explain their situations because all residents are involved with the poor conditions. Rossiter
and Percy (1997) presented that the target audience has a high level of involvement with
both negative and positive motivation. The distinction of this model is that resident
engagement plays a crucial role in every step, which is the opposite of the intervention
theories. It can be said that it is innovative and sensible to encourage residents by using
them to run the projects, but it is difficult. Expanding upon the meaning of this concept, it
could be said that authorities would present themselves as consultants and promote

residents to manage the project. Moreover, authorities need to have specific skills.

2.6.4. Value of citizen model

Policy aims and targets informed by citizen research

~z

Citizens ‘wants and needs, knowledge, attitudes and beliefs

N

Expert defined solutions and objectives

<2

Engage users in design, development, implementation, evaluation

s

Strategies, programme and plans tested with citizens

~z

Delivery with and through citizens and communities

z

Citizen engaged in design of evaluation, learning and feedback

Figure 2.17: Value for a citizen model
Sorce: French and Gordon (2015)



Implementation can be seen in the five study cases in this study because it will present
similar steps of ‘Value for citizen model’. French and Gordon (2015) described that
understanding, listening and motivating residents to take part is the central part of the
behavioural change and are vital tools. However, it can be said that gaining their
cooperation is not an easy task, especially if authorities do not have essential skills such as
communication skills. Moreover, if residents are not ready to perform the whole process,
the model seems to be adaptable for some communities. General speaking, this model
presents the ideal concept for promoting social marketing for sustainability. See figure
2.17.
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2.6.5. Other key factors from previous study cases

For environmental factors, recycling facilities and the waste management process are
central topics for this study because it is believed that if the policy does not focus on
sufficient recycling bins at universities, it is unlikely to see recycling practice, for example.
Many pieces of evidence are showing that convenience, goal setting with feedback,
participatory approaches, win-win situation promotion, rules, incentives, familiarity,

collaboration with stakeholders are vital recycling success factors.

One of the previous studies presented that if residents or waste generators had to pay the
waste fees with unit-charging-methods, they would perform more recycling, compared to a
flat rate fee implementation (Sakai et al., 2008). Sakai et al. (2008) conducted a case study
with Japanese residents from four municipalities, and they discovered that the idea of Pay-
As-You-Throw (P.A.Y.T.) was significant for total waste reduction and it increased 20-
30% recycling rate. In Thailand, many municipalities used a flat rate waste collection fee at
20 baht. However, all authorities in the five study cases had changed the fees systems and
implemented several intervention techniques. There two primary keys were to increase the
conveniences and offer multi-level fees. As mentioned, in Thai universities, in particular
C.M.U., the waste collection fees which are based on the total volume of waste were
implemented only at special events. Each student did not pay the fee individually.
Applying the fee-charging system may be adopted if it could help C.M.U. to raise student

awareness.

The second example from the previous study is from Australia, goal setting and feedback
could increase recycling rate if it is combined with feedback (Lingard et al., 2001). This
technique is beneficial because the researchers gave four examples of feedback to lever
with the intervention. Four types of feedback are the percentage of total waste during a
specific period, the percentage of total waste during the project, percentage of bin
contamination during the current month, and percentage of bin contamination during the
project. These techniques could be adopted for C.M.U. Competitions. Lingard et al. (2001)
also added that the management team could apply psychological theories such as intrinsic
motivators and personal norms. They suggested that the costs and benefits of engaging
could be adopted, for example, presenting incentives before and after the recycling policy

implementation.
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Another feedback study from a South Korean university, Kim et al. (2005) experimented
with 12,000 students and 600 university staff members. It explained that presenting
feedback of weight of recyclable paper and percentage of correct separation of paper cups
and cans per month at the lounge area significantly impacted upon recycling improvement.
They stated that when the experiment withdrew the feedback posters, the recycling
behaviour declined. They used both written feedback displays and graphic feedback

displays placed above the recycling bins.

The next study was conducted by Seik (1997) in Singapore; it found that the recycling
barriers were an inconvenience, a lack of incentives, and unfamiliarity. Seik (1997) stated
that management teams could pay attention to the waste collection process, waste storage,
waste transportation to reduce the barriers. He told that in the 1960s and early 1970s,
Singapore focused on economic growth, and residents separated food waste for animal
feeding. As a result, promoting recycling emphasized the benefits of financial reasons
rather than environmental solutions. His 2-year-experiment provided recycling bins to
residents, and recycling flyers were used to inform the residents. His strategies consisted of
many tools such as setting up recycling bins at designated points, engaging with waste
collectors, education and using recyclable items for donation. He discovered that reasons
for recycling were thinking of the next generations, conserving the environment, and
performing good examples for their children. However, he discovered that some students,
senior people and housewives were the leading group who ignored recycling. The reasons
were unfamiliarity, inconvenience, a lack of storage room, the money from recycling was
not attractive, recycling made their houses dirty, and there is no pick-up service available.
He summarised that Singapore could use Japan as a model. He underlined that the essential
successful management techniques in Japan were strong resident engagement, suitable

recycling activities, and proper recycling trades.

There was a study which underlined that good policy could address local environment
quality and global climate change impacts and use a win-win situation in modern Asian
cities, such as urban areas in India and China (Oliveira et al., 2013). This study was
influenced by an increase in greenhouse gases (GHG) from the report of the Asian
Development Bank (A.D.B.). The study concluded that an organization could reduce

recycling barriers if it worked with local stakeholders to strengthen the strategies. Other
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reasons were that local stakeholders might have advanced technology and innovative tools
to tackle with intervention, for instance. The study gave examples of concepts such as
learning opportunities and threats of waste sectors, transportation, energy involvement. In
practice, C.M.U. could adopt this concept by building a network with stakeholders from
the previous project such as ‘a smart city project’, and other university sponsors from
many events to run recycling projects. In other words, but similar meaning, C.M.U. could
find opportunities to implement co-benefit strategies with the five authorities and five

business owners from this study or other C.M.U sponsors to run new recycling projects.

Overall, this section has identified other critical success factors and barriers from the
management aspect. The next section of this study will describe other useful techniques on

how to promote students to recycle which will come from the social marketing aspect.

It can be said that policymakers and management teams should integrate an array of
strategies and many tools from many aspects to increase the success in their projects.

Overall, the management aspect underlines how to manage the people for a change, and it
is believed that it has to adopt models and theories from the psychological aspect and
implement them in the social marketing strategy. So the next section will demonstrate
other recycling influencers from a social marketing aspect, it mainly describes how to
focus on target audiences and goal setting and how to apply essential tools such as 4Ps for
the action taking phase. Also, it will show examples of how to use eleven steps for social
marketing adoption and evaluation.

2.7. Social marketing aspect

This section is categorized into three main parts; they are ‘the dimension of social
marketing’, ‘The exchange theory and 4Ps’, and ‘the adoption of eleven steps of social
marketing strategy’, showed in section 2.7.1, 2.7.2, and 2.7.3, respectively. Although the
models and theories from the psychology section and the management section are
categorized into social marketing fields, this section mentions these three main parts
because they could be represented to make a social marketing plan. This section
demonstrates relevant social marketing models and theories which the C.M.U teams could

apply for their projects. It could be said that social marketing concepts originated from a
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psychology aspect and other aspects. For example, ‘the social-ecological model (S.E.M.)’
demonstrates that ‘Individual and Microsystem’ are based on each target audience insights
and their community, and the two systems influence each other (Fourali (2015). Next, Lee
and Kotler (2016) thought that people would change their behaviour if they were satisfied
by exciting offers such as incentives and disincentives, so they offered ‘the Exchange
Theory” which was derived from Kotler (1972) and Bagozzi (1978).

Similarly, the previous section (Psychological aspect), French (2011) offered a social
marketing strategy, ‘the Social marketing value/cost exchange matrix’ to be an alternative
strategy or possibly replaced by ‘Nudge’ from Thaler and Sunstein (2009). Social
marketers could adopt incentives and disincentives when target audiences were in a
conscious situation to make the project sustainable. Although 4Ps from Kotler’s strategy
was criticized by French (2011) and French and Gordon (2015) because it was too
simplistic and reductive, this study adopted the 4Ps as essential tools and also combined
many tools from different angles. For example, the researcher mostly adopted the
psychological aspect for individual factors and used ‘4Ps’ (Lee and Kotler, 2016), ‘The
basic five types of intervention cluster’ (French, 2011), ‘Value for a citizen model’ (French
and Gordon, 2015) and ‘Eleven steps of social marketing adoption (Fourali, 2015) for
alternative strategies. So, section 2.5.3.1 demonstrates the application of S.E.M., and
section 2.5.3.2 and 2.5.3.3 explain how to use the 4Ps and other essential steps. Then,
section 2.5.3.4 shows how to make a social marketing plan based on ‘the elven steps of

social marketing strategy’. Section 2.6 concludes the literature review chapter.

2.7.1. The social-ecological model (S.E.M.)

The “Social-ecological model states that there are five key influencers which play crucial
roles in social marketing based on the psychological aspect from Bronfenbrenner (1979).
These are the microsystem, exosystem, macrosystem, mesosystem and chronosystem. See
figure 2.14. Individuals will be influenced by their small community (microsystem) such as
parents, friends, school and others. They involve each other or have a system of connection
which is called mesosystem (French and Gordon, 2015). Exosystem represents the external

environment which indirectly influenced (French and Gordon, 2015).
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Figure 2.17: The dimensions of social marketing
Source: Adapted from Bronfenbrenner (1979) and Fourali (2016).

Fourali (2016) added that a social marketing project could be one of the examples of
exosystem; moreover, he used the conceptual reflection of micro and the macro
environment from Dibb et al. (2006) and explained that stakeholders (such as sponsors,
clients, competitors, intermediaries and public) and media are included. For a
macrosystem, P.E.S.T.E.L (Politic, Economy, Social, Technology, Environment, and
Legal) and others such as Culture are the primary influencers (French and Gordon, 2015).
Lastly, Chronosystem is ‘timing of events within or between systems’ (Fourali, p.19,
2016).

According to French and Gordon (2015), the social-ecological model (S.E.M.) mostly
comes from qualitative research. Fourali (2016) added that it could help social marketers to
identify prime successful factors, which are complex, and it also analyses strength,

weaknesses, opportunities and threats for promoting behavioural change.
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2.7.2. The exchange Theory and 4Ps

Lee and Kotler (2016) believed that people tend to adopt a new behaviour if they receive
equal or more benefits as an exchange compared to perceived costs; this concept is derived
from Kotler (1972) and Bagozzi (1978). They suggested that 4P or 7P (Product, Price,
Place, and Promotion and others) strategy can fix the behavioural problems because
product signifies benefits with three dimensions (core, actual, and augmented). Also, Price
refers to both intangible and tangible offering to target audiences to change the behaviour
such as convenience, time, incentives, disincentives and others (Lee and Kotler, 2016). For
Place and Promotion, the former means accessibility, while the latter means persuasive
communication via multi-channels such as traditional media and social media (Lee and
Kotler, 2016). Lee and Kotler (p.157, 2016) offered that to set up behavioural objectives

and target goals, social marketers could address three objectives:

e ‘Behavioural objectives (what you want your audience to go)’
e ‘Knowledge objectives (what you want your audience to know)’

e ‘Belief objectives (what you want your audience to believe or feel)’

They also emphasized that each campaign ‘always has a behaviour objective” and social
marketers could find a baseline from similar projects to set up specific goals. For target
goal setting, they suggested that it could be based on specific, measurable, attainable,
relevant, and time-sensitive (SMART). Moreover, they gave an example from the case of
waste reduction promotion in Texas in the year 2013. They described that social marketers
could find out desired behaviours, sample size, perceived barriers, potential motivators.
For example, 1,206 Texas residents who were over 15 with a high tendency of dumping
rubbish on the public roads were the primary target. The desired benefits of the group
could be incentives for not illegally dumping waste, such as wanting to be good people for

their children. Other crucial steps can be seen in Table 2.11.

Examples of social M.K. plan Examples from the waste reduction in Texas in 2013

and others

1. Target audience characteristic | Texas residents who were over 15 with high tendency

of dumping rubbish on the public roads
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2. Sample size

1,206 people

3. Desired benefits

Incentives for not illegal dumping such as being
proud to be a model

Disincentives for illegal dumping such as fines

4. Perceived barriers

Being in a hurry, less pay attention to adverse impacts
of dumping, lack of knowledge, inconvenience

5. Potential motivators

People who tell you a message and make you change

behaviour

6. 4Ps

(Product/Price/Place/Promotion)

Product: Key concepts that make them not illegal
dumping

Price: Fines, raising awareness, education, advertising
Place: Main public areas in Texas such as popular
tourist locations

Promotion: Opening events, T.V., billboards, posters,

volunteers and social media

7. Goals

Behavioural objectives: Change the behaviour
Knowledge objectives: Information or fact which
target audiences want to know and they can change
their behaviour

Belief objectives: Values, opinions or attitudes

8. Competition

The messages from people or organization tell them

not to change behaviour

Table 2.11: Examples of a social marketing plan for waste reduction and others
Source: Adapted from Lee and Kotler (2016.)

It is argued that 4Ps shows several gaps, for example, it seems to present the short-term

behaviour and ignores ethics, critical thinking, reflexive practice, target audience

participation, stakeholder engagement and others (French and Gordon, 2015; Fourali,

2016). As a consequence, Lauterborn (1990) offered 4Cs (Consumer, Cost,

Communication, and Convenience) to replace 4Ps. French (2011) suggested that

Behavioural Intervention Matrix (BIM), mentioned in section 2.5.1, could be useful.

French and Gordon (2015) stated that ‘the social marketing intervention matrix (Control,

Inform, Design, Educate, and Support)’, mentioned in section 2.5.1, should be strongly

recommended.

85




2.7.3. The adoption of eleven steps of social marketing strategy

According to the social marketing aspect, to apply social marketing towards the real field
could bring a clearer and broader picture by using the eleven steps of application of social
marketing (Fourali, 2015). They are ‘Problem Identification’, ‘Planning’,
‘Purpose/Mission’, ‘Situation Analysis/Market Research’, ‘Objective’, ‘Target Groups and
Obstacles’, ‘“The Customer Proposition’, and ‘The Marketing Mix’, ‘Implementation (the
Campaign/the Project), ‘Resource’, and ‘Monitoring and Evaluation (Process and
Outcomes) (Fourali, 2016). The comparison steps of social marketing adoption from
Fourali (2016) and others will be presented again in chapter 3 However, how to use this
step will be demonstrated in the section of the findings at the problem identification phase
and the research planning and acting phase. One of the benefits of this concept is that
policymakers could learn the key points and the crucial steps from real practices from the

five authorities in Chapter 5, and select alternative practices for C.M.U projects.

Comparing ‘eleven steps of social marketing adoption’ (Fourali, 2016) to the ‘ten steps of
marketing developing plan’ (Lee and Kotler, 2016), it can be said that obstacles and
propositions from the former are similar to barriers and desired benefits from the latter. So,
in this study, these similar words will be used alternatively. Another crucial point was
suggested by Fourali (2016) that evaluating results from the social marketing project
should consider awareness, conviction, behavioural change, time, and the number of
people affected. However, Lee and Kotler (2016) added different points which tend to link
with financial factors such as return on investment (R.O.1.). For this additional point ‘if the
amount of waste is reduced at...%, the organization will pay waste collection fee at a lower
rate at....” or ‘if the waste is reduced at.... the amount of carbon dioxide emission is reduced

.... % from baseline.

2.8. Conclusion

This chapter addressed the complications and opportunities created by Climate Change

which form both economic losses and potential new investment opportunities in green
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projects or low carbon businesses. Although municipal solid waste is categorised into
various types, in this study, the types of waste were based on the categorisations provided
by The World Bank report of 2018 and the CMU report of 2015. For the waste
composition in Thailand, there were similar proportions among lower and upper-middle-
income countries which consist of seven groups or waste categories. However, when
comparing the statistics of waste generation at a local level and the university the students
and residents, both generated food waste at around 40 per cent of total waste (World Bank
report,2018: the CMU report, 2015). While the former significantly generated more plastic
waste to the latter. These facts could highlight that students might need specific types of
recycling bins, such as a bin for plastic, or require creative motivation, such as volunteers
or fun activities with compelling incentives to reduce the plastic waste generated. There
were similar MSW collection systems between students and residents because waste
segregation at source was varied. However, the responsibility for the recycling of the
leading waste likely belonged to the government, waste pickers, and others who were not
waste generators. For the general waste elimination system comparison, the government
mainly sent the total waste to landfill sites (a mix of general waste and food waste). While
the university teams tended to separate only food waste for Biogas production. Although
the villages and the university provided recycling bins for chemical waste or hazardous
waste, it was discovered that some villages sent harmful waste to the government division
for standard elimination. However, in the university, the harmful waste was likely mixed
with general waste at the bins. Recycling waste such as plastic water bottles was partially
separated and sent to recycling bins or recycling shops by residents and a small number of
students. So, this study aims to increase recycling behaviour and identify the issues of
waste segregation and provide the results for the leading teams by exploring alternative

strategies to increase awareness among students.

Other essential tools for promoting waste segregation in this study consist of many factors.
For models’ and theories’ adoption, this study revisited many psychological, management,
and social marketing aspects to increase the success of upcoming university projects. For
example, this study identified the weaknesses of the Planned Behaviour Model, which
might not be suited to students who did not recycle their waste at recycling bins. The
students had negative attitudes, misunderstanding, peer pressure, or because they require
specific or more compelling activities and incentives to drive their participation. Next, this

study underlined that the concept of punishment, according to Palov, Nudging, and the
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marketing Matrix might not work with people who wanted to dump waste illegally.
However, they would pay a fine if their actions were reported to the authorities.

However, this study does not offer only one approach for the management teams’
consideration, such as top-down strategy implementation; it reflected upon the limitations
and also offered alternative angles such as bottom-up strategy and a combination of
strategies. For example, from the top-down adoption, it may present a lack of participation
from the target audience. To improve participation, brainstorming with the target audience
can be added at the beginning stage of change as a prime strategy to increase the success of
each project. This study possibly supports the idea that ‘Resident Engagement’ plays a
significant role in all steps of the management aspect. It emphasised that a behavioural
change and an implementation of a social marketing plan will unlikely show a permanent
change in behaviour if the project runs for a short period. Then, it concluded that
promoting a behavioural change needed integration of models and theories and specific
tools. So, this study concluded that it aims to explore other powerful tools and adoption of

relevant models and theories.
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Chapter 3: Methodology

3.1. Introduction

This study has already mentioned the research aims and objective and backgrounds of the
Climate Change, Paris Agreement, and Thailand’s involvement. Chiang Mai University or
CMU- is the university which served as the location for data collection in a case study
which was presented in chapter 1 and chapter 2. Moreover, in chapter 2, the relevant
models and theories are presented as potential critical success factors for increasing the
success of the projects at CMU. Chapter 3 outlines the research philosophy based on
interpretivism and positivism. Chapter 3 also outlines the data gathering techniques used in
the research approach (theory development and type of data). The research strategy (action
research and social marketing characteristics), in sections 3.2, 3.3, and 3.4, respectively.
Section 3.5 will describe the criteria of the quality of the study and the ethical
considerations. Finally, the conclusion of this chapter is presented in 3.6. Then chapter 4
will link this chapter to research design and other vital topics. Finally, Chapter 5 will

present the Findings.

3.2. Research philosophy

Research Paradigm

Ontology Epistemology
Objectivism | | Constructivism Positivismﬁ Interpretivism
v
Axiology

Figure 3.1. Research Paradigm
Source: Saunders et al. (2016)
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This section begins by explaining the difference between epistemological orientation and
ontological orientation research philosophy. Then, it shows the position of this study
linking to the research approach and the research design. It identifies the research strategy
which consists of various tools such as; questionnaire/survey, interviews, focus groups, and

the implementation of a recycling project at CMU as a part of action research.

In general, there are two primary research approaches or paradigms- ‘Epistemological
Approach’ and the ‘Ontological Approach’ (Frankfort-Nachmaias and Nachmias, 1992).
However, according to business research, there are four research paradigms whereby both
the Epistemology and the Ontology are divided into two sub-groups, namely ‘Objectivist’
and ‘Subjectivist’ (Burrell and Morgan, 1979). Then, in 2015, Saunders et al. added an
approach which considers ‘the roles of values and ethics’ named the ‘Axiological
Approach’. Next, ‘Subjectivism’ which is from an Ontological Approach, is replaced with
‘Constructivism’. Finally, from the Epistemological Approach ‘Positivism” and
‘Interpretivism’ are called ‘Objectivism’ and ‘Subjectivism’ (Saunders et al., 2015). See

figure 3.1.

This study takes an ‘Epistemological Approach’ using both the ‘Positivism Approach’ and
the ‘Interpretivism Approach’ due to a multitude of reasons based on the assumptions of

the philosophers mentioned above.

Various researches have differing perspectives on the ‘Epistemological Approach’ and the
‘Ontological Approach’.This study tends to fall into the area of ‘Epistemology’ because it
is believed that the‘nature of phenomena’ a ‘conceptual approach’ explains the reasons
why something happens. Also, it shows the complexity which is not or may not be by an
orderly phenomenon, and it is widely used in social science research (Frankfort-Nachmaias
and Nachmias, 1992; Crother and Lancaster, 2009, p.22). Conversely ‘Ontological’
explains that social phenomena and nature of reality are independent, according to Burrell
and Morgan (1979) and Johnson and Duberley (2003).

According to another dimension of the philosophy of the research, each categorisation is
divided into general sub-dimensions. The Ontology paradigm consists of ‘Objectivism’

and ‘Subjectivism or Constructivism’. The former relies on viewing ‘an organisation as a
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tangible object’, and an organisation’s actors strictly play their roles in different jobs within
‘a hierarchy and external factors’ (Bryman, 2012, p.32). Furthermore, social actors from
constructionism create the culture from their perceptions and their actions. ‘The Rules’ in
Constructivism were far less extensive and less rigorously imposed than might be supposed
from a classic account of an organisation’ (Bryman, 2012, p.33). The actors follow the
rules and do their tasks with ethical responsibility due to high restrictions (Bryman, 2012).
Moreover, social construction directly derives from the social actors; for example, an
organisation has its own culture, which was built up from the social actors such as the
employers, the employees as well as others (Bryman, 2012). According to Johnson and
Duberley (2003) and Crother and Lancaster (2009) ‘Objectivism’ focuses on rules and
commands. While* Subjectivism’ generally refers to people’s thoughts or the actors’
perceptions. The findings from this study are unlikely to show the ‘rules or commanding’
from an Objectivism perspective Johnson and Duberley (2003) and Crother and Lancaster
(2009) because it is believed that recycling is a choice and it tends to depend on social
marketing promotion rather than university rules. So, it is not in an area of ‘Objectivism’
from an ‘Ontology’ approach.

This research is based on ‘Constructionism’ from an ‘Ontological Approach’ because the
researcher summarizes that social actors have individual perception. However, it may lead
to provide different actions or behaviours in order to oppose changes or behavioural
changes in recycling. For example, if all students around the world follow the rules, such
as performing recycling in their universities, it is worthless to find out alternative strategies
to encourage them to do recycling because they are already doing it correctly. However,
only some students perform recycling. Therefore, this study has utilized a

‘Constructionism Approach’ but not all the concepts of the ‘Constructionism Approach’.

Indeed, this study cannot be classified from a ‘Subjectivism Approach’ on the side of
‘Ontology’ because ‘Subjectivism’ undoubtedly means a person can have an opposite
perspective in different organisations, times, places and circumstances. ‘Subjectivism’ is
an example of ‘doing something by understanding’ rather than by ‘commanding’,. Hence it
goes against ‘Objectivism’ or ‘Ontology’ assumptions. (Strauss et al., 1973).Furthermore,
it is believed that if people have positive attitudes towards recycling, they tend to perform
recycling at all times and in all places.

Strauss et al. (1973) added that for ‘Constructionism’, organisation actors involved with

various parties, dealing and negotiating for change; build their social world not from
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external factors, but through there interactions. So, this study does not fall into the area of

‘Constructivism’ from an ‘Ontology Approach’.

Another assumption, from Johnson and Duberley in 2003, is that both ‘Ontology’ and
‘Epistemology’ approaches show reflexivity of a management perspective and they are
interrelated between an ‘Ontological Approach’ and an ‘Epistemological Approach’.

However, an overlap was found between ‘Subjectivism’ and ‘Objectivism’.

2. This study is positioned into the ‘Epistemology Approach’ from both ‘Positivism” and
‘Interpretivism’ because it starts the crucial factors by underscoring problem identification
and pinpointing the appearance of knowledge and how to know it and obtain it, considered
a dependent process which is in the area of ‘Epistemology’ (Burrell and Morgan, 1979;
Blaikie, 2010). Frankfort-Nachmias and Nachmias (1992, p.6) explained that the concept
of ‘Epistemology’ is that ‘It develops knowledge and builds new theories’ and that ‘Nature
is orderly’. Similarly, this approach relies on models and theories, and it shows gaps in its
adoption. Then, it aims to explore new knowledge or develop existing social phenomena.
Besides, it underlines that knowledge can be found by observation which is mostly for
science and widely used for marketing and management (Bryman and Bell (2011) and
Bryman, 2012);

3. The position of this study prospectively uses the concept of ‘Positivism’ because it tends
to rely on numerical data and leads to assuming how to communicate knowledge to other
people. At the same time, the latter underlines peoples perspectives and how to
communicate the message to target audiences (Burrell and Morgan, 1979). This study
expands this by using questionnaires or surveys to find out the characteristics of university
students, such as their socio-demographic data, their lifestyles, and their social media
usages at the problem identification phase. Then when the findings presented the types of
marketing communication channels, the channels are then adopted for the recycling project
at CMU. Also, it selects a self-completed survey to reflect the attitudes of the target
audiences at the evaluation phase to show the level of satisfaction and demonstrates the
success of the implementation of recycling projects and the use of Social media (The
Facebook page). The adoption of the study into reality falls into ‘Positivism” because it
seeks the best marketing communication channels for the implementation of the project

((Bryman, 2012). However, the findings from the survey do not intend to prove models or
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theories as a basis of ‘Positivism’ which is dealing with a hypothesis to create laws or rules
(Bryman, 2012).

4. As mentioned, this research aims to examine ongoing C.M.U recycling programmes in
terms of problem scanning, exploring possible solutions and offering some suggestion to
the teams at C.M.U. Therefore, priority should be given to discovering the conclusions.
The questions such as ‘How to change or improve recycling behaviour?’ or ‘What are the
recycling barriers?’ are included and presented to target audiences. This study does not
only utilize surveys but also semi-structured interviews to explore the alternative and
effective social marketing strategies for the target audiences and gives a set of
recommendations for new projects to succeed in the adoption phase. As a result, it is
positioned as ‘Interpretivism’ according to Bryman (2012), because of at least three
reasons. Firstly, it demonstrates the ‘whole picture’ of the research and then goes into the
depth of the supporting ideas with coherence in order to explain the reasons why it gathers
data from different participants with different approaches. Secondly, it underlines the
complexity of participants’ perceptions with a different experience. Thirdly, and most
importantly, it shows interpretation. For example, the research aims to seek a set of
recommendations from the university stakeholders, and the results may have a high
potential to change their’ behaviour. Also, the study explains why the strategies could
work effectively and also presents the reasons why it is possible. General speaking, this

study falls into ‘Positivism’ and ‘Interpretivism’ areas, as mentioned.

For another categorisation, Saunders et al. (2015, p.128) believe that ‘Axiology’ should be
added as a new philosophy paradigm because it emphasises ‘the role of values and ethics’
and it explains the researchers’ statement on how they manage ethical issues in their
research. Their findings can show both facts and opinions. However, the researcher will

present ethical issues in terms of other influential factors in section 3.6.

There is another approach which is called the ‘Pragmatic approach’. The distinction of
‘Pragmatism’ is that there are two critical reasons for action research, and it consists of a
variety of methods. It is also considered by Robson (2011, p.29) that the ‘Pragmatic
Approach’ is a way for the researcher to address the conclusions of the research problems
and it claims that ‘Values play a large role in conducting research and in concluding the

studies, and they see no reason to be concerned about that influence’. Cherryholmes (1992)
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and Teddlie (2005) contend that this approach is for descriptions, theories, explanations
and narratives conducted by a researcher who selects the topic with the value system and
seeks the answers for the research.

On the contrary, Robson (2011) concludes that ‘Pragmatism’ is an ‘Anti-Philosophy’
approach. ‘Pragmatism’ represents perceptions from cultural values such as democracy,
and its root is from neurobiological processes, which tends to interact in order to help
actors to survive (Johnson and Onwuegbuzie, 2004). Furthermore, Mertens (2002) raises a
different perspective than the others, which is the ‘Pragmatic Approach’ is aided by the
value of policymakers, customers and other groups who are not researchers.

When considering the research paradigm or orientation, this study tends to apply less
‘Constructionism’ from the ‘Ontological Approach’, and prefers ‘Positivism’ and
‘Interpretivism’ from an ‘Epistemological approach’. However, the action research is
somewhat relevant to the ‘Pragmatism Approach’ Mertens (2002) and Sauder (2016),
because it consists of several methods and focuses on the values of the policymakers, the

target audience and the stakeholders.

3.3. Research approach (Theory development and type of data)

After providing the philosophical approach of the selected research paradigm, which is a
combination of quantitative and qualitative data (i.e. a mixed-method design), this section
clarifies the reasons why the research should be conducted and what types of data should
be gathered. The former refers to the theory development which is a deductive, inductive
and abductive approach, and the latter applies qualitative data or quantitative data (Van
Maanen et al., 2007; Ketokivi and Mantee, 2010; Bryman and Bell 2011; Saunders et al.,
2015). Therefore, section 3.3.1 describes the differences between the three approaches, and

then section 3.3.2 will demonstrate the types of data which this study selected.
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3.3.1. Theory development

The type of Theory development

A

Deduction Induction Abduction

Figure 3.2.: Theory development/Research approach
Source: Saunders et al. (2015)

Social research approaches are primarily categorised into three theories. They are the
‘Deductive Approach’, the ‘Inductive Approach’, and the ‘Abductive
explanation/approach’ (Saunders et al., 2015). See figure 3.2. The explanation is not the
same as Bryman and Bell, (2012); Van Maanen et al., (2007); Ketokivi and Mantere
(2010) because they believe there are only two core approaches which are ‘Deduction’ and
‘Induction’. The ‘Deductive Approach’ begins with a theory, and then a researcher
discovers the best answer for the conclusion, such as the result of an experiment or the
theory for a hypothesis—the ‘Inductive Approach’ (Saunders et al., 2012). Bryman and
Bell (2011, p.11) does not conclude a clear picture of the ‘Deductive Approach’ theory
which is; a researcher must use a hypothesis translating ‘empirical scrutiny into
researchable entities’, then gather data and use either hypothesis confirmation or

hypothesis rejection, and end with the theory revision. Figure 6 displays the process of the

‘Deductive Approach’.
Deductive approach Theory Observation/Findings
Inductive approach Observation/Findings > Theory

Figure 3.3.: The difference between deductive approach and inductive approach
Source: Bryman (2012).
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Arguably, Merton (1967, p.39) states that ‘the sequence can be depicted’. Merton also
believes some theories such as ‘Grounded Theories’ are far more connected to social
research. In other words, it tends to be ‘a more abstract and general level’, according to the

conclusion from Bryman (2012, p.8).

However, Bryman (2012) suggested that research relies on the mid-range theories
‘Grounded Theories’ and ‘Empirical Scrutiny’ that depend on a researcher’s perspective.
The ‘Deductive Approach’ Schoonhoven (1981), is commonly applied in the management
and business world to explain the relationship between an organisation and its
environment. The ‘Deductive Approach’ Schoonhoven (1981 also presents the complex
conditions and how to implement the findings for the organisation’s structure. Despite this,
the ‘Deductive Approach’ Schoonhoven (1981), is not used in this study.

The reasons are that this research does not rely on only one theory; secondly, it does not
involve the proving of the hypothesis. Lastly, it may not fit to change or improve the
theory, but it expands the understanding of social actors. Even though this research
maintains the participants’ behavioural change in the recycling project combining various
methods, it might not be selected as a deductive explanation because it is not relevant to
conclude that some correlation is true or false. Contrarily, it discovers some effective
recycling strategies for management teams as alternatives and tries to understand how, and

why it works and how to implement it. See figure 3.3.

Also, this research is not from an ‘Inductive Approach’ because the ‘Inductive Approach’
engages with linking less theory at the beginning and uses observation or qualitative data
such as dealing with the emotions of employees on an organisation’s change issues, then it
generates a theory based on the assumptions and finally goes back to create a new theory
(Merton, 1967; Glaser and Strauss, 1967). Moreover, the focus group and interview are
implemented as grounded data analysis in the ‘Inductive approach’, besides it provides
alternative strategies to deal with a specific situation. The researcher could apply deduction
if only two approach options existed; however, Saunders et al., 2012 states that it should be
recognised as ‘Abductive Approach’ not ‘Deductive’ or ‘Inductive. The reasons consist of
exploring choices, testing them and trying to improve them. Van Maanen et al. (2007)
supports the idea that this study is not in the area of ‘Induction’ because it begins with a
group of theories and attempts to understand the problems and create a specific research

framework. Van Maanen et al. (2007) supports the idea that this research can be
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categorised as an ‘Abductive Approach’ because the study consists of testing the research

framework and improving it after the data analysis.
3.3.2 Type of data: Qualitative versus quantitative data

Facing the different objectives of selecting between qualitative and quantitative data
implementation is useful and practical for this study because it gives guidance to the data
collection process and the data analysis in an academic way. Besides, it also has a

connection to the ‘Philosophy Assumptions’ in section 3.2.

When comparing the research paradigm and the research approach with the type of data,
this study primarily employs ‘Constructionism’ and ‘Interpretivism’ from an ‘Ontological
Approach’ and an ‘Epistemological Approach’. This study supports the “Inductive
Approach’ and possibly generates a theory, which is compatible with the assumptions of
Bryman and Bell (2011). However, it can be categorized as an ‘Abduction Approach’,
from the concept of Van Maanen et al. (2007) and Saunders et al., (2012). While
discovering the potential marketing strategies and evaluating its implementation, it should
demonstrate the credibility of the data. In order for the data analysis to provide accuracy
and validity of the measurement of the participants or university students and present
generalisations, the study should record quantitative data (Robson, 2011).

However, the study concerns the university stakeholders as insiders of the community, and
it cannot omit their opinions. As a result, this study is a combination of qualitative and
quantitative data. The findings explain ‘why and how’ to improve the recycling campaign
or project. However, the research framework needs to be tested in order to improve it and
then answer ‘how to do it” before providing suggestions. In other sections, the researcher
will explain other factors such as generalisation and validity. For this section; the
researcher emphasises the typical features of both qualitative and quantitative and explains
why they are essential for the study. Then, the researcher will mention other

considerations.

Comparing the differences between quantitative data and qualitative data, Hammersley
(1992) described that the former presents the general circumstances. While, the latter is
dealing with the description, starting with data and leading to the hypothesis, primarily in
case studies (Hammersley, 1992). Alternatively, Halfpenny (1979) pays attention to the
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differences of another perspective, for example, qualitative is a more soft and flexible
approach, and involves the subjective instead of the objective, focusing on case studies
rather than general cases. In 1988, Bryman stated that quantitative study is the method that
scientists use for experiments to investigate factors which are measurable and controllable.
In 2011, Silverman argued that researchers and not only scientists could utilise a
quantitative approach for their social research interests. Bazeley and Jackson (2013, p.2)
simply explain that ‘qualitative is intensive or extensive information which is non-numeric
such as text or visuals. Also, Blaikie (2010) says that business research needs quantitative
study because it can precisely demonstrate the needs of customers and products better than
words or qualitative study. Moreover, quantitative study mostly begins with words and is
transformed into numbers, and it will be delivered in the form of both numbers and words
(Blaikie, 2010). It seems to be controversial, but Blaikie (2010) emphasises that in a social

study, he still has a different point of view from them.

Although the researcher positions from a ‘Constructionism Approach’ which underlines
organisation actors, their various parties or the stakeholders involving behavioural change
on recycling topic (Strauss et al., 1973). The social actors influence themselves and create
cultures from their perception (Bryman, 2012). However, quantitative data assists the
researcher to understand the background of critical participants, university students, and
then the findings will represent whether the quantitative data confirms the design of the

evaluation and if it fits the representations of the participants.

The points of view from Robson (2011) explain why this research benefits from

guantitative data. Robson (2011) points of view are:

1. Giving a pre-direction for a researcher at an early stage and present statistics of the key
participants in order to apply the research framework (theoretical involvement).

2. Maintain a distance between the researcher and the participants to demonstrate that the

researcher did not affect the answers.

3. Assisting a researcher to set up a practical experiment for testing the assumptions from

the findings which is expected from the vast participant population.

4. Finally, the quantitative data can be reproduced, rechecked, and is expected to show the

same outcome.
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Similarly, Blumberg et al., 2005 confirms that quantitative data creates a statistic view of
participants but does not take into account their in-depth experience. However, they
suggest that it can be combined with open-ended questions to explore unexpected answers
and gain a qualitative approach at the same time. Ritchie and Lewis (2008) have the same
conclusion; however, they have a different perspective in that a researcher can design the
questions for gaining the information from participants’ experiences by using qualitative
data from open-ended questions.

Accordingly, adopting only quantitative data in this research is not suitable, because to
focus on meaning and interpret the meaning does not fit for quantitative data collection
(Robson, 2011). (Robson, 2011) identifies the advantages of qualitative data as:

1. Accordingly, if the social world is phenomenal, and those social actors are involved, a
generalisation of participants, from quantitative data collection, is not a core concern.
Nevertheless, conducting qualitative data and gaining new data from social actors with
flexibility is, so qualitative data can help a researcher during the design process.

2. It is suitable for small-scale participants and widely used for the theoretical framework,
which is the priority of research.

3. The context from participants is meaningful, but sometimes it cannot be shown in a

number; therefore employing qualitative data is required.

This research surmised similar ideas as Blaikie in 2007 and Creswell in 2008; they
conclude that qualitative data serves as an interpretivism purpose. They explain that it
obtains non-numerical data with an in-depth understanding of the participant’s opinions.
By contrast, Ritchie and Lewis, 2008 state that qualitative data is most relevant to the
‘Inductive Approach’ because it refers to the findings of the theory. If this research relies
on only this conclusion, it would not be convincing, because the aims of this study do not
focus on finding a new theory. However, qualitative data represents a significant aspect of

this approach.

Positioning this research as an ‘Abduction Approach’, Blaikie (2007) explains that the
aims of the ‘Abduction Approach’ are to explore unexpected information which tends to
create a new theory rather than testing or replicating the current theory. Moreover, gaining
qualitative data and quantitative data are required. Another meaning is that ‘Abduction
Approach’ consists of both ‘Induction’ and ‘Deduction’ (Blaikie, 2007).
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This study uses ‘Mixed Methods’ which integrate both qualitative and quantitative data
collection and analysis; as suggested by the Agency for Healthcare Research and Quality
HRQ(2013). HRO (2013) pinpointed five reasons for the use of integration that can
validate the findings for both qualitative and quantitative data sources. Qualitative data is
used to explore the quantitative findings and to develop the survey instruments whereas the
qualitative data is used to augment the quantitative outcomes of the study and involves
community-based stakeholders (Wisdom and Creswell, 2013).

This study incorporates all five of the reasons; for example, this study uses a student
survey, interviews with a select group of CMU students, and interviews with the staff at
CMU staff during the ‘Problem Identification” phase to reflect upon the findings and to

increase the validity of the findings.

Then, it uses the findings from the CMU stakeholder interviews to explore the possibility
of building a new recycling network, sharing knowledge and experiences in order to

increase the success of future recycling projects at CMU.

According to a brief from HRQ in 2013, there are several advantages for using both
qualitative and quantitative data collection and analysis. For instance, both the findings
from the student survey and the student interviews showed that the students used Social
Media, in particular, Facebook every day and intensively. Moreover, the students believed
that by participating in some online activities through the use of Facebook, it could help to

raise their awareness about recycling.

Further examples of the advantages of using the ‘Mixed method’ is that it can aid the
researcher to collect comprehensive data. Then the findings can demonstrate the differing
perspectives of the participants and the stakeholders, which is explained in ‘The Findings
Chapter’ and ‘The Conclusion and Recommendations Chapter’.

However, there are three limitations for the integration, which are that it is complicated,

time-consuming and relies on teams of researchers or experts (HRQ, 2013).

To summarize this section, it can be stated that this study requires both qualitative and

guantitative data to serve different purposes and support the research aims and objectives.
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The reasons why this research utilises both methods will be expanded in the next section,

research strategy.

3.4. Research strategy (traditional research, action research,

commercial marketing and social marketing)

This section consists of two main sub-sections which are the descriptions and differences
of traditional research and action research, and commercial marketing strategy and social
marketing strategy showed in 3.4.1 and 3.4.2, accordingly. Then, as a consequence of

action research, section 3.5 will describe characteristics of three types of reflection.
3.4.1. Traditional research and action research

Fundamentally, it can be said that there are two types of research strategy - traditional
research and action research (McNiff, 2002; Bradbury, 2015). Their characteristics are
different in many aspects such as the aims, the methods, the benefits, and the action
outcomes. For example, traditional research benefits by focusing on serving ‘the academic
community’, while the benefits of action research are directly relevant to stakeholders such
as ‘groups, organisations, and communities’ which are involved with the problem-solving’
(Bradbury, 2015, p.2). These characteristics lead to applying different methods in
conducting this study which is from the aspect of action research. This section
demonstrates the subtype of traditional research such as surveys, experiments and case
studies, and then explains the specific characteristic of action research, accordingly. There
are eight research strategies which are Experiment, Survey, Archival and Documentary
research, Case study, Ethnography, Grounded theory, Narrative Inquiry, and Action
Research. (Saunders et al., 2016).

It can be said that this study uses an ‘Action Research strategy’ and it plays a significant
role in identifying community issues, seeking possible solutions, testing them, and
improving on them, while traditional research aims to prove some theories and shows the
conclusions (McNiff, 2002; Bradbury, 2015). Because of applying the action research, this
study underlines the recycling issues in universities in Thailand, especially in the strategies
to encourage university students to conduct, or conduct more, recycling. It gathers data

from target audiences and the stakeholders and then shows a list of possible solutions, then
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tests it and evaluates it in order to gain more understanding of the real situations with real
people. Moreover, instead of proving theories, this study suggests an array of theories and
various approaches in order to understand the facts in a real place and then it shows the

potential solutions and practical suggestions.

Secondly, to conduct action research can show the progress of the researcher’s work or
show understanding of a researcher as a practitioner. For instance, this study describes how
to apply the information from reality and also describes why the experiment outcomes or
the results from the implementations can be radical and practical, or why the
implementation should be added with some factors for further study. Additionally, this
study shows the development of learning by reflexing the researcher’s belief, and the
beliefs may be changed after the practice from the research field (McNiff, 2002). To
maintain the professional level of the researcher, the action research in this study assists
the researcher in their work. Also, it enables participants to learn about the changes in
people and situations for making changes for a better life which is suitable for promoting
recycling practice (McNiff, 2002).

Next, there are similar aspects between traditional research and action research; for
instance, both of them can gather data by quantitative and qualitative data collection and
analysis (Bradbury, 2015). However, action research can be done and shown by using ‘new
practice, new learning, new forms of knowledge/practice’ and sometimes requires
publication and feedback, while traditional research likely requires ‘publication’ or
feedback from academic communities in some journals (Bradbury, 2015, p.2). So, both

qualitative and quantitative data collection are selected for this research, as mentioned.

Lastly, Bradbury (2015) concludes that even though action research has weaknesses such
as ignoring objectivity, recycling bin design or recycling posters, it pinpoints the objects
and firm conclusions which are dominant in traditional research. However, traditional
research can have misleading information, according to Bradbury (2015). This research
provides alternatives or possibilities for problem-solving while not identifying which one

IS right or wrong.
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Topic

Action research

Traditional research

Aims

To identify community issues,
To seek or explore the possibility
for solutions,

To test it,

To improve it,

and refers to a set of theories

To prove a theory

Methods

Qualitative data collection,

Quantitative data collection

Qualitative data collection,

Quantitative data collection

Benefits

Relevant to stakeholders such as
‘groups, organisations,
communities’ who are involved

with problem-solving.’

To serve ‘academic community.’

Outcomes for researcher

To learn the new practice, a new
way of learning, new forms of
knowledge/practice’,

To reflect the study itself and
sometimes it requires publication

and feedbacks.

For publication and requires
feedback from the academic

community

because it focuses on subjects,

believes and reality

Strengths To provide alternative solutions To pinpoint objects and provide
or possibilities for problem- definite conclusions
solving

weaknesses To ignore objects (mostly) Can be misleading because it

shows only limited conclusions

(sometimes)

Table 3.1: The comparisons between action research and traditional research

Source: Adapted from McNiff, 2002; Bradbury, 2015

Table 3.1 above shows the comparisons between action research and traditional research.

On one side, the research type is only either from traditional or action research. Another

approach is that of Saunders et al. (2016) who divides research into eight groups which are:

Experiment, Survey, Archival research, Case study, Ethnography, Action research,

Grounded theory, and Narrative Inquiry. While, Bryman and Bell (2007) categorised

research strategies for real-world social research into three main groups which are

experiments, surveys, and case studies. This study is categorized as action research, not a

case study. Although, there are similarities between a case study and action research such

as paying attention to contribute to serving the academic community, gathering data from

gaining an in-depth understanding of the real-life phenomenon (Anderson, 2006).
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However, there are differences between case studies and action research, the former
focuses on ‘How’ and ‘Why’ questions, while the latter additionally underlines ‘How to’
questions (Blichfeldt and Anderson, 2006). Moreover, a researcher from a case study plays
a role as an observer, while an active participant can be found in action research, such as a
member of an organisation or a facilitator (Saunder, lewis, and Thornhill, 2016). In this
study, the researcher represented herself as a former student aiming to find out the

alternative solutions for the improvement.
3.4.2. Marketing strategy vs Social marketing strategy

There is some confusion between social marketing and commercial marketing. There are
similarities which are: target audiences are a priority; and they are in various segments of
society (Lee and Kaotler, 2016). Next, they have to perceive benefits to perform the
behaviour (Bagozzi, 1987). For both social and commercial marketing research is required
to find out ‘specific needs, desires, beliefs, and attitudes of target adopters’ to create
powerful strategies and then ‘the results are measured and used for improvement’ (Lee and
Kotler, p.19, 2016). Lastly, Lee and Kotler (2016) added that the 4Ps strategy is

recommended.

However, other characteristics are different; hence social marketing strategies were
adopted as a critical strategy for this study. Therefore, to begin with, the definitions or
distinction of social marketing becomes an essential explanation; these are extracts of the

identification of social marketing:

‘...the application of commercial marketing technologies to the analysis, planning,
execution, and evaluation of programmes designed to influence the voluntary
behaviour of target audiences in order to improve their personal welfare and that of

their society’ (Andreason, 1995);

‘...the systematic application of marketing concepts and techniques to achieve

specific behavioural goals relevant to a social goal’- Gordon et al. (2006);

‘...it is important to acknowledge that social marketing is about more than
changing individual behaviour. We believe it should also apply to shift attitudes,

perceptions, values and social norms as well as influencing environments, systems
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policies, products and services, and even in informing how markets are managed
and regulated’- French and Gordon (2015);

‘...the difference (such as CSR-Corporate Social Responsibility) is that such
initiatives, although seeming in appearance to tick the social marketing boxes, in
reality, are very different as their end aim is enlightened self-interest as they aim to

harness social values to meet corporate and marketing aims’ (Fourali, p.7, 2017).

There is another debate which is the difference between social marketing and commercial
marketing regarding timescales, according to Eagle et al. (2013). They explain that the
latter shows clear timescale, while the former may not. An example of commercial
marketing is the exchange between consumers and producers, such as purchasing a product
with money. In contrast, an example of social marketing is the exchange between recycling
and non-recycling. However, in order to reduce carbon dioxide emission, it may take a

more extended period or even a period beyond their lifetime (Eagle et al., 2013).

Topic Commercial marketing Social marketing
Goal and objectives - Selling goods and services to - Influencing behaviour which
get more profit contributes good things to

individuals and the community
- ‘Behavioural objective’ is
crucial, but Knowledge
objective’ and ‘Belief objective’

probably added

Target segments - Selecting the segments which - Selecting the segments based on
give the highest volume of sales | various criteria such as people
and profits who have similar needs,

behaviour, barriers or lifestyle

Competition - Other organisation who sell - Current or preferred behaviour,
similar products and services desired benefits, some companies
which sell or promote compete

for behaviour

Task - Less complex tasks - More complicated tasks

Main Sponsors - Private sectors - Government sectors, Private

sectors, and NGOs

Table 3.2: The main differences between commercial marketing and social marketing
Source: Adapted from the conclusion of ‘Social Marketing:
Changing Behaviours for Good’ (Lee and Kotler, 2016).
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In 2016, Lee and Kaotler identified the differences between social marketing and
commercial marketing so that the necessary conclusions can be seen in table 3.2. In
general, commercial marketing aims to sell products and services with the highest sales
and profits, while social marketing pinpoints behavioural change and aims to offer a better
life to individuals and the community (Lee and Kotler, 2016). Therefore, the process from
social marketing application shows more complexity, and the main sponsors come from
government sectors, according to Lee and Kotler (2016). However, based on table 3.2,
other main parties are missing, which are private sectors and NGOs, they play a crucial
role in the application of social marketing. So, these actors were added. For example, in
Thailand, Toyota and Thailand Environment Institution Foundation (T.E.I) has encouraged
local people to perform the ‘3Rs’ and supported them to maintain the new behaviour by
establishing the ‘3Rs Learning Centre’ in many villages in Thailand for decades, according
to Toyota projects (2019) and TEI (2019).

Based on the table, their competitors are different because social marketers have to deal
with current behaviour, while commercial marketers use their strategies to compete with

their rivals, who are selling similar products and services.

Even though the definitions of social marketing are still changing, for this study, it is
rational to take a set of these concepts in order to develop positive change in recycling
behaviour at Thai universities. Additionally, a university likely has a social responsibility
to encourage students to do good for the community rather than only providing knowledge
from the core education modules. So, this study significantly applies theories which refer
to social marketing concepts and mentions theories such as ‘multi-faceted approach for
social change’ and underlines the complexity of the levels which are ‘individual,
microsystem, mesosystem, exosystem, macrosystem and chronosystems levels’ (French
and Gordon, p.5, 2015).

Additionally, this study analyzes the traditional marketing concept-4Ps (Product, Price,
Place, and Promotion) or 7Ps (-people, processes, and physical evidence) to understand
behavioural change versus the new concept of social marketing by adopting psychology
and sociology such as ‘stakeholder theory, diffusion theory and social network theory”
(Kotler and Zaltman, 1971; Kotler and Lee, 2016; Peattie and Peattie, 2003; Eagle et al.,
2013).
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The social marketing aspect consists of ‘Problem identification, planning, purpose,
situation analysis/market research, setting the objectives, targeting groups and obstacles,
customer proposition, marketing mix, implementation, resources, monitoring and

evaluation (process and outcomes)’ (Fourali, 2015).

Problem
identification

Action planning

Action taking

Evaluation

Reporting
Learning

YA "AYA
ZO=m=-AEM=HRK
\UAWA WA

Figure 3.4: Steps of action research
Source: Fourali (2016)

Action research analyses from various sources such as Lewin, (1946), Kemmis and
McTaggart (1988), Susman (1983), Fourali (2016) conclude that the similarity among
them is that action research starts with problem identification. Then, as a consequence,
action planning and action-taking are the main steps. After that, evaluation and reporting
and learning steps are crucial steps that should be followed. Moreover, reflection
significantly exists as a continuous spiral for each step, Fourali (2016).

When comparing the characteristics of action research and social marketing research, it can
be said that the similarities are that social marketing begins with problem identification and
scanning its environment (such as political, social, and culture). It continues to analyse its
strengths, weaknesses, opportunities, and threats, then plans to take action and evaluate the
outcomes. Lastly, action research focuses on the action taking and evaluation (Lewin
(1946); Kemmis and Mc Taggart (1988).
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The steps of a social marketing plan and its adoption in this study

11 steps
for social MK
adoption
(Fourali, 2015)

Ten steps
for social MK plan
(Lee and Kotler,
2016)

Five steps (phases)
for action research
Fourali (2015) concluded
Lewin (1946), Kemmis and
McTagfart (1988)
and Susman (1983)

The presentation in
this study
(Some chapters overlap)

1. Problem
Identification

1. The social issue,
Background, Purpose,
and Focus

1. Problem Identification
(including Preparation)

Chapter 1 (Aims and
Objectives)
Chapter 2 (Background),

2. Planning

2. Action Planning

Chapter 3 (Research
philosophy and type of
data)

Chapter 4 (Research
Design)
3. Purpose/Mission Chapter 4 (Research
Design)
4. Situation 2. Situation Analysis Chapter 4 (Research
Analysis/Market Design)
Research Chapter 5 (Findings
(PESTEL+SWOQOT) (from primary data

collection such
interviews)

5. Objectives/Aims

4. Behaviour
Objective and Target
Goals

Chapter 1 (Aims and
objectives)

Chapter 4 (Research
Design/Goals of the
project)

6. Target Groups and
Obstacles

3. Target Audiences
5. Target Audience
Barriers, Benefits,
and Motivators (the
competition and other
influencers)

Chapter 4 (Research
Design for the project)
Chapter 5 (Findings
(from primary data
collection such as survey
and interviews)

7. The Customer
Proposition

6. Positioning
Statement

Chapter 4 (Research
Design for the project)

8. The Marketing Mix
(4Ps)

7. The Marketing Mix
(4Ps)

Chapter 4 (Research
Design for the project)

9. Implementation

10. Plan for
Implementation and
Sustaining behaviour

3. Action Taking

Chapter 5 (Project
implementation)

10. Resources

9. Budget

Chapter 4 (Research
Design for the project)

11. Monitoring and
Evaluation (Process
and Outcomes)

8. Plan for
Monitoring and
Evaluation

4. Evaluation
5. Reporting and Learning

Chapter 5 (Findings
from the project
implementation)
Chapter 5 (Evaluation
and Analysis of the
project outcomes)
Chapter 6 (Conclusion
and Recommendation)

Table 3.3: The comparison of the relevant topics among the steps of social MK plan,
social Mk adoption, action research and the presentation of this study
Source: Adapted from Fourali (2015) and Lee and Kotler (2016).
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This study aims to follow the critical points of action research and social marketing
strategy by presenting the topics mentioned in each critical step, McTaggart, (1988);
Susman, (1983); and Fourali, (2016). See figure 3.3.

However, it is possible to surmise that action research highlights that every step can be
adjusted and swapped in order to increase the percentage of success in instances of solving
problems in a social marketing strategy. Next, there is a difference in perspective between
them which is that action research reflects the reality or critical dimensions while possibly
not showing positive outcomes. While, the social marketing strategy study is expected to
show the successful implementation and outcomes (Denzin and Lincoln, 1994). Although
action research pinpoints the process which reflects the previous steps, it eventually aims
to offer some solutions for fixing the problems, which is the same as the social marketing
strategy (Fourali, 2016). McNiff (p. 77, 2013) supported the ideas of action research that
should consist of ‘observe, describe, plan, act, reflect, evaluate, and modify’, but he argued

that the process should not always be ‘sequential or necessary rational’.

This study primarily aims to offer alternatives to the solution of recycling issues in C.M.U
by the implementation of both concepts, so the next section explains the recycling project
by using the eleven steps approach of social marketing and reflecting upon each step.

3.5. Ethical consideration and quality of research design

It is said that other essential factors should be considered concerning ‘ethical issues,
quality of research design, and roles of researchers’ (Saunders, Lewis and Thornhill, 2015).
Firstly, this section, section 3.5.1, describes ‘ethical issues’ and then moves to ‘quality of
research design’ (section 3.5.2) which consists of generalisation, reliability, and validity,
including how to establish or minimise disadvantages for a better study. Finally, it explains
how to be a researcher as either an insider or an outsider, ‘roles of researchers’ for dealing

with internal and external circumstances academically.
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3.5.1. Ethical issues

Ethics are essential for each study because it likely represents a standard of study for a
research topic, accessibility, data collection, data maintaining, data analysing until the data
reporting step (Saunders, Lewis and Thornhill, 2015). Furthermore, the concern of ethics
can develop trust and assist a researcher’s study to gain credibility when a researcher
practises it with participants and their organisations, according to Saunders and colleagues
(2015). For this study, the researcher had been granted a ‘Research Ethics Approval’ at
London Metropolitan University since the 30th of July in the year 2016. Then, attempting
to conduct the study carefully, the researcher introduced the consent form to Executive
teams aiming to ensure that the results were confidential and anonymous, and also
followed ethical regulations (Cameron and Price, 2009). Moreover, the researcher
explained that the interviewees have the right not to comment, according to Cameron and
Price (2009). Appling codes instead of their names when the interview process was
running or recording to avoid the ‘closeness of the data’ and try to ‘secure the data’ where
applicable (Bazeley and Jackson, 2013, p.6). Next, the researcher always asked for
permission before recording the data and the researcher used two mobile phones to record
the interviews by herself and kept it confidential (Saunders, Lewis and Thornhill, 2015).
Due to using the Thai language during interviews, the results were translated by the
researcher, and then the transcriptions were made anonymous to again secure
confidentiality (Bryman and Bell, 2007).

What is more, the researcher focused on ‘theoretical transparency’ and explained it to the
interviewees (Silverman, 2010, p.282). Furthermore, the researcher always respected
participants and their schedules and ensured the results would not show any sensitive data
which could harm them (Brydon-Miller and Greenwood, 2006). The researcher also
protected participants by reporting the results with codes to avoid identifying the individual
participants. Lastly, the researcher allowed the participants to read their data so that they
can verify its validity (Saunders, Lewis and Thornhill, 2015).

3.5.2. Quality of research design (Generalisation, Reliability, Validity,

and Triangulation)

It is believed that the quality of research design mainly consists of generalisation,

reliability, validity, and triangulation, which is presented in 3.6.2. (Saunders, Lewis and
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Thornhill, 2015). So, this section will further explain the application of generalisation,
reliability and validity. Finally, it will describe the adoption of triangulation and give the

reasons why it is essential in the next sections.
3.5.2.1. Generalisation

Generalisation is often mentioned in quantitative data as a form of benefit because it is
believed that when gaining a large number of participants by using a survey, it can show
participants’ general information, unlike qualitative data collection. So Welman, Kruger
and Mitchell (p.80, 2005) suggested that generalisation, ‘one dimension of validity’,
should apply to other situations effectively like other experiments. In practice, quantitative
data from student surveys, in particular, surveys on Facebook tend to show generalisations
in the results and show the students lifestyles and their behaviours in the use of social
media. Therefore, a researcher needs to ensure that applying a Facebook Page for a project
Is a suitable tool for collecting data.

As mentioned, this study is a combination of quantitative and qualitative data collection
and analysis. The results of the interviews are not representative of a large number of
participants and may show a weak point of generalisation, but it is still useful and provides
new and unique data (Frankfort-Nachmaias and Nachmias, 1992: Silverman, 2010).

3.5.2.2. Reliability

Reliability is mainly referred to as one of the essential factors of research, because if each
research shows the same results from different researchers, then it is reliable (Saunders,
Lewis and Thornhill, 2015). However, Silverman (2013) argued that if each study showed
the same information from different researchers at different times, then it is only slightly
reliable. So, this study can maximise reliability by extending the questions to gain more
understandable answers when the researcher plays an observer’s role and notices that some
questions require more explanation (Silverman, 2013). Next, note-taking while the
interviewees express something which may show their uncertainty, or if they have some
unusual body language was adopted Bryman (1988) and Silverman (2013). Another point
of view from positivists is that they believe that the reliability of qualitative data is not the

primary concern because the field of social science is based on reality, Silverman, (2011).
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However, it can be ‘replicated’, but it will not be seen as the same results because ‘The

world is always changing’ (Marshall and Rossman, 1989, p.147).

It is believed that reliability from quantitative data may be applied rather than qualitative
data, however, to pay attention to validity, or something that involves approaching the right

data, qualitative data is preferable, Welman, Kruger and Mitchell (2005).
3.5.2.3. Validity

Not only generalisation and reliability but also validity is included in qualitative data
collection. Reliability from quantitative data may be applied rather than qualitative data,
however, to pay attention to validity, or something that involves approaching the right data,
qualitative data is preferable (Welman, Kruger and Mitchell, 2005). Conversely, validity is
sometimes mentioned as a weakness of qualitative data because it is difficult to measure
the errors from the results of the interviews compared to the results in terms of numbers
from quantitative data collection, Frankfort Nachmias and Nachmias (1992). However,
measurement of attitude or behaviour is relevant to multi-dimensions and also complicated,
and it is most relevant to a researcher to get full access to the valid data, Welman, Kruger
and Mitchell (2005). Moreover, validity is an essential topic for this study because
exploring target audiences’ and the stakeholders’ opinions tend to demonstrate the
potential critical success factors to solving problems (Welman, Kruger and Mitchell,
2005).

3.5.2.4. Triangulation

Another essential factor for providing excellent methods in data collection in this study is
called ‘triangulation’. Triangulation is a typical method for business research and is used
by implementing several methods to gather data to reflect accurate data or represent more
validity and reliability, Crowther and Lancaster (2009; Farquhar (2012). In this study, to
apply reflection and triangulation the taking of field notes and the taking of photos during
the data collection process was implemented. Furthermore, informal conversation and
observation were also adopted to reflect reality; for example, the C.M.U report and pieces
of other theses, which were relevant to the topic, were also included. The informal
conversation was mostly applied with some C.M.U staff members, students and former

students when the researcher had the opportunity to have dinner or coffee with the target
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audience (Coughlan and Coghlan, 2002), and the observation was examining waste in
general bins, recycling bins and bins at locations mentioned by participants. Moreover,
triangulation can be described as four angles which are from types of data collection,
investigator or researcher, theoretical, and method (Denzin, 1978; Jick, 1979; Wang and
Duffy, 2009; Farquhar, 2012). (See Table 3.4.)

Type Description

Data Data gathering from different sources, possibly at different times on the same object

Investigator Gathering and interpretation of data by more than one researcher with the same
objectives

Theoretical Interpretation of data with a single data set by using more than one theoretical
perspective

Method Use of multiple techniques with the same method or different methods with the same
object

Table 3.4: Types of triangulation
Source: Adapted from Denzin (1978), Jick (1979),
Wang and Duffy (2009) and Farquhar (2012).

This research applied all aspects of triangulation. First, the data section, this study gathered
data by using different sources with the same objective, such as collecting both primary
and secondary data about recycling strategies. Then for the investigator section, the
researcher submitted a template of the questions to the participants and the executives in
advance in order to gain reflections and permission. Moreover, the researcher sent the
transcripts back to the participants so they could double-check their opinions. Also, there
were several groups of lecturers from three campuses which gave peer’ reviews on the
questionnaire and identified the types of questions which were unclear, and then the
researcher added more explanation before the questionnaire was conducted. Then, for a
theoretical perspective, this study utilised various theoretical perspectives, from
psychology, management, and marketing aspects. Lastly, this study used multiple methods
for data collection, which were interviews, a focus group, questionnaire, observation and

others.

3.5.2.3. Roles of researchers

To increase the credibility of a study, a researcher must consider the roles of an outsider
and an insider, concerning the collection of data from the target organisation. For example,

a researcher can gain the benefit of accessibility if they are perceived as an insider
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(Saunders, Lewis and Thornhill, 2015). Furthermore, an insider already understands the
complexity of the target organization, which can save time, Saunders, Lewis and Thornhill
(2015). However, Tietze (2012) states that the benefit of being an outsider is that it can
overcome obstacles if emotions are involved while conducting the study. Contrarily, Tietze
(2012) says that an insider can easily see the impact of the research design and can create a
better report dealing with the view of the organisation and create a clearer picture of the
organisation than an outsider (Tietze, 2012). For this situation, the researcher took some
advantages with the selection of the university because the researcher is a former C.M.U
student, and has secure interpersonal connections with some lecturers. As an insider, the
researcher aimed to help the university improve their projects. The secure interpersonal
connections allowed the researcher to be introduced to participants and allowed for trust to
be gained rapidly. However, it may have some disadvantages, such as being closed to

emotions if unexpected results exist (Tietze, 2012).

3.6. Conclusion

This chapter stated that this study is in the category of ‘Epistemology’ which is from both a
Positivism and Interpretivism approach because it is believed that a positivist uses
quantitative data collection from the target audience and the stakeholders to examine

general information from the target audience.

This study collected data on the students’ socio-demographics and their lifestyles on social
media engagement to select specific marketing communication channels. Then, this study
utilised the data to make an effective marketing plan to raise the students’ awareness of
recycling topics. Conversably, Qualitative data collection was adopted to explore how to

use social media and other crucial tools to promote recycling behaviour.

For the type of theory development, this research is categorised into ‘Abduction’ because it
consists of discovering and testing alternative options, aiming to improve the findings, then

offering a set of recommendations to the readers.

In terms of social marketing categorisation, it explained that it was not an adoption of a
traditional marketing strategy, but it was a social marketing implementation because it was

not for promoting goods and services which focuses on marketing to make more profit.
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Additionally, the outcome from traditional marketing is mostly measured over a short
period, whereas this study aims to promote a behavioural change which takes more time
and uses more complicated factors, therefore, making traditional marketing obsolete for
this study.

The main sponsors of social marketing are usually agents in the government sector, while
agents in the private sectors are the main actors for traditional marketing. However, this
study offers a new concept that university teams from either government campuses or

private campuses can adopt the set of recommendations.

For the plan and implementation processes, this study combined ‘the Five Steps of an
Action Research’ and the use of triangulation technique to increase validity and reliability.
This study gathered data from different sources at different times on the same object to

reflect the concept of data from a triangulation perspective.

It used interpretation of the data from more than one previous research with the same target
audience by collecting comments from other researchers and the university lecturers on the

design of the set of questions for the research participants and the styles of data analysis.

Then, it used multiple techniques with the same object to reflect reality, such as
questionnaires, the focus group, interviews, and observations. Then the researcher used
multiple roles to present herself at the same time to gain trust and also avoid the closeness
of emotions to research participants.

Relevant models and theories were selected from Psychology, Management, and Social
Marketing, and this study planned to integrate them for the adoption because it was
believed that people had different needs and they needed different approaches and tools.

Nevertheless, after analysing the data from the target audience and the stakeholders, this
study presented only direct stated factors, enabling the university teams to have the whole
picture of their environment and their target audience. So, for any future projects, this
study aims that the teams would have more effective tools, and their projects would gain

more significant success.
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Chapter 4: Research Design

4.1. Introduction

Chapter 1 and 2 presented information regarding global, international and local levels of
waste and recycling management, including the background and trends. The information
was gathered to present the aim of this study to create an understanding of the topics and
learn from the experience of other research, case studies and projects. This study discovers
that Climate Change causes severe issues and that the impacts have been felt worldwide.
Moreover, at the international and local levels, to reduce GHG appears to be difficult if
residents resist changing their behaviour and their activities which increase GHG. In
practice, there are a lot of barriers, such as insufficient funds and data, which the
policymakers should tackle. The central recommendations from the W.H.O are that
policymakers should encourage people to reduce waste, to increase recycling, and to
improve waste collection systems as a global trend (Worldbank, 2015).

Similarly, this research aims to explore critical success factors for promoting recycling
among C.M.U students, so that it would help the university and community to reduce
waste and increase recycling. Moreover, the findings and the suggestions chapter will
present a summary on how to adopt a practical social marketing project and how to
improve waste collection systems. So, this chapter is essential because it explains the type
of data collection and how to implement it and analyse it. It will help social marketers and

policymakers to make and implement plans.

Chapter 1 presented the research aims and objectives. Chapter 2 and 3 presented the
background of governments, policymakers and communities involved in waste
management and recycling on a global, international and local level. Next, the philosophy
of research and the characteristics of action research are described in the content from
chapter 2 and 3, and it is significantly linked to chapter 1. Subsequently, this chapter
underlines the design methodology and implementation procedures. Then, it presents the

findings in chapter 5. Finally, the conclusion and recommendations will be presented in
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Chapter 1: Chapter 2: A literature Chapter 4: Chapter 5: Findings
Aims and objectives review Research design Chapter 6: Conclusion
Chapter 3: Research and Recommendation
methods
- Understanding, \ (presentedSecondary

collecting,
presenting, learning
secondary data from
global, international
and local levels on
waste management
and recycling topics,
such as their
background, global
trend ‘Climate
change.’

data
Quantitative data and
qualitative data

- Gathering,
learning, and
understanding
similar findings on
recycling issues for
universities

\ (presented)

e Secondary data
Quantitative data and
qualitative data

- Providing the
relevant regulations
on waste
management and
recycling in
Thailand

\ (presented)

e Secondary data
Quantitative data and
qualitative data

- Exploring primary
data and secondary
data from the target
audiences and
university
stakeholders

\ (presented)

e Secondary data
Quantitative data and
qualitative data

Planning for data gathering
Primary data/ Quantitative
data and qualitative data

- 400 survey sets for CMU
students

- 12 semi-structured
interviews for CMU
students

- 15 semi-structured
interviews for university
staff, five government
sectors, five private sectors,
and 5 NGOs

- One focus group for
residents

- observation and informal
conversation with CMU
students

-Examining ongoing
Thai university
recycling projects in
terms of problems
and possible
solutions and
receiving

\ (presented)

e Secondary data
Quantitative data and
qualitative data

Primary data/ Qualitative
data

- semi-structured interviews
for CMU students

- semi-structured interviews
for CMU stakeholders
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suggestions from the
stakeholders;

- Analysing
recycling knowledge
and best practice
across the world and
derive lessons for
this project.

- Understanding
attitudes and
behaviour, including
the lifestyles of
university students

Chapter 5: Findings for
Problem identification
phase

- Planning the new
recycling project by
applying the
collected data and
creating it for
university students.
-Testing, analysis
and evaluating it at
CMU

e  Primary data/
Quantitative data/
Qualitative data

- A recycling project/
CMU Recycling
Ambassador contest on
Facebook Page

- Recycling message
analysis from the contest

- A satisfaction survey after
the project

- Informal conversation

- Observation

Primary data secondary
data quantitative data
e Qualitative
data

Chapter 5: Findings for
the Action planning
phase, Action taking
phase, and Evaluation
phase

- Drawing
conclusions from the
findings

- offering
suggestions for
university
management teams
and others

Chapter 6:
Conclusion and
recommendation

Table 4.1: The Framework of this study for each chapter,
types of research design and types of data gathering

Chapter 6. See table 4.1. So, this chapter explains the research design and presents the

reasons for selecting the data collection methods and the criteria of each method.

According to the research aims and objectives, this study mainly aims to discover ‘Why’

and ‘How’ this research was necessary, then it focusses on ‘How to’ encourage the

students to do or do more recycling practices by offering alternative social marketing

strategies to the management teams. This study began in January 2017 and concluded in

January 2018. Before data collection commenced, the researcher had to gain official

permission from C.M.U according to the appropriate regulations and rules governing

government universities. See the C.M.U letters of permission in Appendix A. After the

preparation phase; the researcher began to carry out the study. The framework of this study

was divided into several phases and is presented in table 4.1
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Chapter 4 consists of seven sections. Section 4.1 shows the introduction, and it explains
that the main topic is the details of the research design and the steps of the data collection.
As mentioned, this research uses an action research methodology. The steps of action
research consist of preparation, problem identification, action planning, action taking,
evaluation, and the reporting and learning phases. So, section 4.2 demonstrates the research
design. Section 4.3 shows details of the design at the beginning, which is at the preparation
and the problem identification phases. It identifies the target audience for the data
collection, the duration of the process, the goal for each target audience group and their
codes. Section 4.4 demonstrates the research design and the plan for the research action
planning and action taking phases, and also explains how to run a recycling project at
C.M.U via a Facebook page and via two university boards. Then, section 4.5 shows the
research design for the evaluation phase. Next, section 4.6 explains the data analysis
methods, which are software analysis methods (excel and SPSS), and the conventional
analysis (content or thematic analysis method). Lastly, section, 4.7, shows the summary of
chapter 4. Finally, chapter 5 demonstrates the findings of this study.
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4.2. Overall design

NND

ur'sulg e uoneledss
a1sem ay} BuinIesqo -
S31IS UIg 8y} Je SaW09IN0
BurjaAoal mau pue
JInoIAeYag Mau au 0}
SJUBPNIS pue SI9BIUN|OA
'S191NJ08] ‘swiea)
Juswabeuew NAD Yum
UOITESISAUOD [BULIOU] -
Aanins

3y} pue uonnadwod

3y} WoJy JUsU0d
annelfenb BuisAjeue
pue Bunas|o) -
:Bunoy

=

JUBJU0D
annelend
:Buinissgqo

woJy pue uonadwod

ay) woJy abessawl
BuijoAaas ayr Buniojdx3 -
Aanins uonoeysiyes ayl 40
SaW09IN0 8y} Buluiwexs -
:Buluueld

_ uonoayjey _

ABojopoyisIN 40 MalA akaspiig V (T a4nbi4

w1y >oeqpasy Buinizdey -

109/04d

ay1 ajowoud 03 luwnje
JUBPNIS pUe N9 JUBPNIS
'S194N)03]| ‘SAAINIBXD
NIND Bunssx -

SIUSPNIS pue SJBIUN|OA

SJ933UNJOA UYHM
Bunssw Bulwiolsurerg -

:Bunoy _”v

pUE 300qa9e- UO saIBajess

BuijoAoas jenusrod
Bundope pue BuiAinuapy -
:Buluueld

slapjoyaels

pue ‘sjuapnis ‘Yeis NIND Buimainiai -
Aanuns Juspnis ay}

BuisAeue pue ‘6u1109]j02 ‘Buienljpq -
S138]UN|OA SJUBPNIS BunINIday -
SJUBUNDOP [BIDI0 JBYI0 pue

suodal NND BuisAeue pue Bundso) -
SUELNS

pue ‘s1a1n109| ‘swies) Juswabeuew
NIAID YHUM UOISSNISIP [ewlIou] -
:Bunoy

JUBJU0I
aAleNend

:Buiniasqo

uonJsley

pue swie |oIessay)
510108} |NJSS800NS [e1IUS10d
Buryeas pue sjuspms

:BuiniasqO

sIsAjeue
JUBIOD
aAnelend

S var
10 8d0o3s ay) uo syuswaaibe
Burysijgelss pue buluigaq -

_ uonaaY _ :Apns ay1 01 Joid $sa20y

NIND Buowe unoineysq
BuioAoau Jo ainjrey
Jo sasned ay) Burojdx3 -

:Buluueld

8T0¢2/TO/TE-LTOC/CT/IT
aseyd uonenfens

LT0¢/ZT/ST-LT0¢/60/T0

aseyd Buise) pue buiuue|d uonoy

L10¢/EV/LE

LT0¢/80/0€-LT0¢/¥70/10
aseyd Uonealiusp| wajqoid

-LT02/T0/T0
aseyd uonesedald

120



The process of fieldwork is divided into four main phases. The first phase (section 4.3.)
will begin with ‘Preparation phase’ and lead to ‘Problem identification phase’. Action
planning and taking phase’ is categorised as the second phase presented in section 4.4.
Lastly, ‘Evaluation phase’ is presented in section 4.5. Next, section 4.6 will identify the
methods of data analysis which are via the method of survey, interviews, and focus group

interviews.

The process of fieldwork was based on the suggestion from Andreason (1995), it presents a
continuous cycle and reflection. The preparation is the first step of the study, and then it is
followed by the problem identification. After that, action planning and adoption are
utilised. Then, evaluation, reporting and learning take place, suggested by Fourali (2016).
After completion of the project, the conclusion and recommendation will be presented to
the C.M.U management teams. This study implemented informal discussion with the
people who were relevant to these tasks, then collection and analyzation ofC.M.U
documentation occurred to gain more information and to observe other qualitative data
before making the next plan. Then, it gives reflection back to the problem identification
phase. These actions are examples for the first cycle of the preparation phase and problem
identification phase. It can be said that all the process follows the research aims and
objectives (presented in chapter 1) such as drawing conclusions from the findings to create
social marketing strategies for C.M.U and offering suggestions for the C.M.U teams. See

figure 4.1. Further information will be presented in section 4.2-4.7.

4.3. Preparation and Problem identification phase

Method/Activity Time Target Audience/Goal
1. Preparation January — March Target audiences
2017 C.M.U Vice-Chancellor and the staff
Goals

e To introduce the researcher and the
aims of the research
e  To gain permission for the data

collection

Table 4.2: The target audiences and goals for the preparation phase
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At the ‘Preparation phase’, owing to C.M.U being a government university, this study took
place from January 2017 until January 2018 with official permission letters and the study
had to follow the university rules and standard practice such as supporting C.M.U
development plan with ethical consideration and also having the same direction of the
existing activities. So, between January 2017 and March 2017, the study began by the
researcher, introducing herself as a former student and a researcher to gain permission and
trust to conduct the research. Then, the executives introduced the researcher to discuss with
the waste and recycling management teams and the student development team. The
discussion was to identify the research framework and inform the teams that this study
aimed to help the teams to discover key success factors and barriers. The topic was raising
C.M.U students awareness and promoting C.M.U students to change their behaviour to
improve recycling. Also, to encourage students to separate proper waste, to reduce the
amount of waste and also to develop themselves to engage with social activities to help
their community. Also, the researcher explained the aims of the research. The expectancy
of this step was to get permission in advance to collect the data and to discover any
sensitive issues which the researcher would have to avoid. Finally, the research framework
was accepted, and an official permission letter was received. See the permission letter in
Appendix A. After gaining permission; the researcher could directly contact each division
to collect the data by showing the permission letter and make appointments for interviews
in advance. Table 4.2. presents the goals and the target audience. The researcher
introduced herself as a former C.M.U student to gain trust and presented herself as an

insider of the C.M.U community.

For the problem identification phase, although C.M.U students are the primary target
audience for this study, there were many groups of participants serving different purposes
such as C.M.U staff and C.M.U stakeholders. See figure 4.2. The next sections 4.3.1- 4.3.6
will present the aims and describes each group of participants, who were C.M.U students,
C.M.U staff, local authorities, representatives from the private sector, NGOs, and local

residents
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Research participants

-

CMU CMU Stakeholders

Section 4.3.1

I

21-50
Student
Volunteers

400 students
for the survey

12 students for
the interviews

Section 4.3.2 Section 4.3.3-4.3.6

10

CMU Staff 5 Authorities
members

5 Private
sectors

5 Residents

v v

Recycling Project on Facebook

I

Conclusion

Figure 4.2: The expected participants in preparation and

problem identification phases
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4.3.1. CMU students

Section 4.3.1 consists of two main topics which are 4.3.1.1(Target audiences, the method
of data collection and the aims) and 4.3.1.2 (Codes of participants and procedures). Then,
section 4.3.2- 4.3.6 will demonstrate other participants with the method of data collection

and aims. Then, the codes of each group will be presented.

This section also shows social marketing application at step 6: Target Groups and

Obstacles which aims:

e To classify the findings and compare them to relevant models and theories, and also
give arguments of human behavioural change from a psychological aspect, a
management aspect and a social marketing aspect aiming to demonstrate the
essential recycling behavioural change factors.

e To investigate previous recycling experience at homes and schools and to present
the recycling practices or the recycling behaviour at C.M.U in order to seek the
critical success factors and the barriers.

e To explore students’ needs and desires in order to find out the success factors for
promoting recycling among C.M.U students.

e To discover current recycling obstacles or barriers from the participants perspective
in order to improve recycling behaviour.

e To understand and to categorise the target groups perspectives for seeking suitable
recycling messages and the most effective communication channels in terms of
other recycling key success factors such as influencers and powerful media.

e To derive an attractive offer that gives incentives to maintain or change student
behaviour.

e To conclude influences and maintain why it would work in light of the analysis.
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4.3.1.1. Target audience, the method of data collection and the aims (at Problem

identification phase)

Method/Activity

Time

Target Audience/Goal

1. Volunteer Recruitment

April-July 2017

Target audiences
21-50 students (1-3 students per
each faculty)

Goals

To run the activities
To communicate with the
researcher and their peers
To report the feedback to the
researcher

2. Survey (Questionnaires)

August 2017

Target audiences

400 university students
Goals

To examine the student
background’s information
To practise the volunteers for
running the activities
To collect the data and analyse it

for the stage of the interviews

3. Semi-structured Interviews

(University Stakeholders)

September-October
2017

Target audience

Ten students

Ten staff (both academic and non-
academic staffs)

Five government officers

Five recycling business owners
Ten others such as activist, NGO,

and householders

Goals
To find out successful recycling
factors and its barriers
To explore effective recycling
strategies
To examine the logistic of

recyclable items after disposal
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e To collect the data and analyse it
for the stage of implementation
e To seek opportunities for

promoting recycling practice

Table 4.3: The target audiences and goals for the problem identification phase

Table 4.3 shows the main participants in C.M.U from ‘the problem identification phase’, it
was the primary data collection before ‘the project implementation phase’ or ‘Acting
phase’ General speaking, this phase consists of three principal methods which are
‘“Volunteer recruitment’, ‘Survey (Questionnaires)’, and ‘Semi-structured interviews’. For
the C.M.U stakeholders, it distinguishes each group. The objectives of the tasks for
volunteers, following the rules of social marketing strategy, are designed into three tasks-
easy; medium; hard with a form of SMART- Specific, Measurable, Attainable, Relevant,
and Time-Base, according to Fourali in 2016. The goals of the volunteer recruitment are
for running the activities; secondly, it is for communicational mediators between the
researcher and the participants. Lastly, it is for getting feedback from the research actions
in order to improve or revise the process. The goal of the student survey was to examine
the students’ background information.

Moreover, An initiation and practise session was implemented to get the participants ready
to run the activities. Another aim is the data collection, both qualitative and quantitative,
and to invite them to participate in the semi-structured interview. For the interview
method, the goals for this process are to discover recycling success factors and its barriers,
to explore effective recycling strategies from the people who ran the project and to gain
credit for their success. Moreover, the goal is to examine the logistics of recyclable items
after their disposal. The last goal for this step is to seek opportunities for promoting
recycling practice.

4.3.1.2. Codes of participants and procedures

This section consists of three main topics as students participated in three groups:
volunteers, survey respondents, and student interviewees, presented in group 1, group 2,

and group 3, respectively.
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Group 1. Codes of student volunteers and procedures

Using volunteers for this study is influenced by Cialdini et al. (1984) in ‘The door-in-the
Face Technique in Reciprocal Concessions’, which indicates that when students have been
given three tasks- easy; medium; hard, there is a high potential for students to agree to a
collaboration on the easy task. In the medium task, some students agreed if they were
asked by the same person due to social pressure (Cialdini et al., 1984). Moreover, to
persuade students to do the tasks successfully may involve other factors such as a kind of
incentive as well as other factors which are mentioned in the Literature review in chapter 2.
The second crucial point for using student volunteers is to apply motivation theory from
chapter 2. It would be used with teams of volunteers by presenting the target and the
rewards as techniques and marketing tools, combining the theory from a management
aspect. Moreover, volunteers can communicate with their friends by using their language,
and they can observe their friend’s responses immediately in order to assist the researcher

to adjust the project rules.

The procedures on how to recruit the volunteers, started by introducing the research aims,
the framework of the Facebook page to lecturers from several faculties by announcing it as
volunteer requirements on the Facebook page, ‘CMU London Recycling Project” and by
inviting some students and encouraging them to invite their friends (the Facebook Page:

CMU London Recycling Project, 2019). The steps are presented below:

e To inform the university staff of the goals, the objectives and the rewards of
the project, and the maximum number of volunteers per course or faculty
(three volunteers maximum), and the name of the Facebook Page, the ‘CMU

London Recycling Project’.

e For the interview recruitment, if some students were interested in volunteer
jobs, they were able to contact the researcher in two ways. One way was to
send their names and contact details into the private chat (Facebook Page
inbox) in order to arrange an interview date via Messenger (on the Facebook
Page). Another way was to reply directly in the comments section on the
Student Recruitment Facebook Page and then send the name and contact
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details to make the interview appointment via messenger on the Facebook

Page;

e Toannounce on the Facebook Page on the 19th July 2017 explaining the goals
and objectives and to allow C.M.U students to send their details into the
private conversation box;

e To invite some students directly, who were known to the researcher from the
pilot study, via a private Facebook account, and eventually, interview them

by using messenger on the Facebook page.

No. Volunteer Target of
Coding Course/Faculty (21) volunteers
(21-63)
1 V011-VO13 Humanities 1-3
2 V021-V023 Education 1-3
3 V031-V033 Fine Art 1-3
4 V041-V043 Social Sciences 1-3
5 VV051-V053 Science 1-3
6 V061-V063 Engineering 1-3
7 V071-V073 Medicine 1-3
8 V081-V083 Agriculture 1-3
9 V091-V093 Dentistry 1-3
10 V101-V103 Pharmacy 1-3
11 V111-V113 Associated Medical Sciences 1-3
12 V121-V123 Nursing 1-3
13 V131-V133 Aggro-industry 1-3
14 V141-V143 Veterinary Medicine 1-3
15 V151-V153 Business Administration 1-3
16 V161-V163 Economics 1-3
17 V171-V173 Architecture 1-3
18 V181-V183 Mass Communication 1-3
19 V191-V193 Political Science and Public 1-3
Administration
20 V201-v203 Law 1-3
21 V211-V213 Art, Media, and Technology 1-3
Total 21-63

Table 4.4: Codes of student volunteers
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The volunteer Time Goal Rewards/Prizes
task
1. Easy task September The delivery of 20 The Recycling T-shirt
2017 sets of survey
questionnaires per
each faculty
2. Medium October To invite 20 The Recycling Certificate as
task 2017 friends to engage a university recycling volunteer
with the Facebook
activity
3. Hard task October- To encourage e The certificate of the
December students to volunteer winners
2017 participate in the e  Cash (£111/5,000b.)
Recycling for a team
Ambassador
Competition at
least 3 participants

Table 4.5: The volunteer tasks, goals and rewards

Each volunteer code consists of three-part: The first digit is “V’ for Volunteer. Then,
numbers 01, 02, until 21 represent the codes of each faculty (according to the university
system). The last part runs from 1 to 3: the expected numbers of volunteers between one
and three people. Although C.M.U provided 20 faculties and one college, however, in the
system, it shows 01, 02, until 21 (C.M.U, 2019). See table 4.4. The volunteer tasks, goals
and rewards were based on an informal conversation with students and observation from
the primary rewards for university participation in volunteering, which consisted of t-

shirts, certificates of participation and cash. See table 4.5.

Group 2. Codes of student survey participants and procedures

The quota sampling was selected, and the code of each participation consists of five digits,
‘S’ is the first digit representing C.M.U students. The first couple of numbers represent the

university code from the university system, and then the last two digits show numbers 1, 2,

3,...20 as numbers of the twenty respondents per one faculty. See table 4.6.

129



No. Code Faculty (21) Target of
participants
(420)
01 S0101, Humanities 20
S0102,..,50120
02 S0201-S0220 Education 20
03 S0301-S0320 Fine Art 20
04 S0401-S0420 Social Sciences 20
05 S0501-S0520 Science 20
06 S0601-S0620 Engineering 20
07 S0701-S0720 Medicine 20
08 S0801-S0820 Agriculture 20
09 S0901-S0920 Dentistry 20
10 S1001-S1020 Pharmacy 20
11 S1101-S1120 Associated Medical Sciences 20
12 S1201-S1220 Nursing 20
13 S1301-S1320 Argo-industry 20
14 S1401-S1420 Veterinary Medicine 20
15 1S501-51520 Business Administration 20
16 S51601-S1620 Economics 20
17 S1701-S1720 Architecture 20
18 S1801-S1820 Maas Communication 20
19 S1901-S1920 Political Science and Public 20
Administration
20 S52001-S2020 Law 20
21 $2101-S2120 Art, Media, and Technology 20
Total 420

Table 4.6. The code of survey participants

The Questionnaires: CMU London Recycling Project on Facebook Page

Part/Section

Aims

Opening section

- To provide background information of the study, the researcher, the
research aims.
- To ensure the participants about confidentiality and other standards of

research procedure.

Part 1 (Question 1-9): Socio-

demographical Section or the

- To examine and understand their general backgrounds which are
genders, ages, educational levels, faculties or courses, religions, family

houses’ locations (which part of Thailand), the locations of their
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student/ participation parent’s house (municipality area, non-municipality area or others),

background section. current students’ accommodation types, income or their spending per
month.

Part 2 (Question 10-13): - To identify the use of social media by the students. For example, they

Student lifestyle on Social will give information on how long they have experience using social

media Section. media.

- To demonstrate types of popular social media, and the devices they

used to access social media.

Part 3 (question no. 14-20): -To show students lifestyles on Facebook usage; it begins with the
Use of Facebook Section frequency of Facebook usage, followed by the duration, the purposes,

advantages, disadvantages and others.

Part 4: Recommendation - To gather their opinions on how to use Facebook to promote recycling
Section in CMU effectively

(Filling the gap about expected recycling activities on Facebook)

Closing Section - To thank the respondent for his/her participation

- To invite them to engage with the activities on the Facebook Page,

namely the ‘<CMU London Recycling Project’.

Table 4.7: The contents and aims of the questionnaire survey

The C.M.U student survey or questionnaires are mainly categorised as a type of
quantitative data collection. However, in the last section of this survey, participants were
able to give more information in the context of qualitative data. The survey focuses on
their socio-demographical data and their lifestyles on social media usage, in particular the
use of Facebook (adapted from Zhang (2011); Kongrach (2011); Hemmin (2013); Acar
(2014); Ainin et al. (2015); Phuangphae (2015); Manasijevic (2016)). There were Six
sections, it began with an opening section and ended with a closing section. Part 1 aimed to
explore the socio-demographic of students. Part 2 and part 3 mainly focused on student
lifestyle on social media and use of Facebook, for example; they will give information on
how long they have experience using social media. Then, the information would be
adopted for the process of the research planning and taking (implementation) phase. This
information would ensure that the Facebook Page for this project would be useful. In the
last section, participants could give further recommendations on how to encourage them to
engage with activities to improve recycling at C.M.U. In general, the purpose of the data
gathering is to understand the bigger picture and to design recycling activities which meet

students needs.
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Furthermore, another essential purpose was to invite some students to give their in-depth
point of view or to provide qualitative data by using semi-structured interviews. Moreover,
information from the survey and interviews were used in the recycling project’s design on
the Facebook Page (at the implementation and evaluation stages), in order to meet
expectations or to achieve their needs. See table 4.7. The list of survey question can be

seen in Appendix B.

A survey is mostly one of quantitative data collection, which fundamentally consists of
three core characteristics (experiment, quasi-experiment, and non-experiment) (Welman,
Kruger and Mitchell, 2005). It can be defined into two types which are structured interview
and self-completion questionnaire (Bryman, 2012). Bryman (2012) state that a structured
interview is divided into a face-to-face and a telephone interview, while, the self-
completion questionnaire consists of three groups; supervised, postal, and Internet
questionnaires. So, this study utilised a self-completion questionnaire, delivered and

collected by volunteers at C.M.U.

For the design, method and reasons, the questionnaire was selected to gain primary data
(both qualitative and quantitative data) from the university students for the following

reasons::

1. The university students are numerous and are the main recycling target, and then
to gain a significant number of them with a self-completion questionnaire is inexpensive,
compared to face to face or telephone interviews. Moreover, it can be produced in a short
period, and it is easy to deliver itself to the next step directly (Jankowicz, 2005; Crother
and Lancaster, 2009);

2. The respondent's identities are secured because there is less contact with the
researcher, as the questionnaires are delivered by volunteer students who are supervised by
the researcher. Which can enable more trust amongst the students to answer the questions
honestly, and then the students can trust the survey (Blau, 1964; Thibaut, 1959).

4. Also, it can provide perceptions or opinions directly and quickly which is
suitable for this study, and it is widely used in classrooms, airline companies, hotels and
restaurants (Mc. Daniel and Gate, 2013).

5. It represents the socio-demographic of the respondents such as gender, age, their
lifestyle, and their opinions which tends to link to the conceptual research framework of
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the research. (Welman, Kruger and Mitchell, 2005). What is more, when it shows the
general background, it assists the researcher and volunteers to approach and invite the

students for interviews.

6. This study employs self-completion questionnaire with a supervised method to
gain a high rate of respondents, and then, the researcher does not get involved with the
time management and the schedules like other participants’ groups (Frankfort-Nachmaias
and Nachmias, 1992).

7. The data can be easily demonstrated in a variety of forms such as graphs, tables,
mean, and median, so it is convenient for data analyses with excel or SPPS software.
Therefore, the results may be convincing for people who are in favour of statistic results
(McDaniel and Gates, 2013);

9. Besides, according to marketing and management perspectives, a survey can be
representative of all students in the university if the study concerns essential factors for
minimising the weaknesses of the methods for the data collection methods (McDaniel and
Gates, 2013; Bryman, 2012). This study also implemented a large number of participants

for reliability and generalisation purposes.

The gain students opinions the survey and questionnaire consists of various types of
questions such as multiple-choice, filling the gap, scoring the degree of agreement or
disagreement. Then, the results of the quantitative data are analysed by SPSS software and
demonstrated in term of frequency, percentages, Mean, and standard of deviation of the
respondents. The content from filling the gap is presented as a list of comments. The Thai
language was used in the genuine survey, and then it was translated into English. See the

guestionnaire and survey (both genuine and translated version) in appendix B.

For the sampling section, quota sampling plays a crucial role to discover the generalisation
of student’s socio-demographic data and student’s lifestyle on social media. Moreover,
Welman, Kruger and Mitchell (2005) stated that to ask questions with a whole group of
numerous people is costly and impossible, so using a percentage of the whole population
as samples are used. What is more, from the business point of view, applying a marketing
survey with some samples is appropriate because it can build the whole picture of the

whole population (Crowther and Lancaster (2009).

133



The number of students who were waste generators and who used existing recycling bins at
the canteens, varied, because some students got their food from their student
accommodation canteens, street markets or department stores. However, the number could
be estimated by counting the students at the entrance of the canteen for a week, but some
students may visit the canteens more than once per week. So, in this case, the study asks
the students directly if they recycle. To sum up, 20 participants for each faculty would be
the appropriate target for the volunteer’s task. Then calculating students population in 2015
which was at 35,504, from 21 faculties including undergrads, postgrads and international
students (13,566 males and 21,938 females) from 21 faculties and one college, then the
entire set of the survey would be four hundred respondents approximately. Gomm (2008)
supported this estimation and gave an example of the sample sizes which could provide
better accuracy from Krejcie and Morgan (1970, p.608) which consists of the correlation of
population size and required sample size. For example, if ten thousand students are
generating the waste at the university canteens for one month, called population size, the
required sample size should be three hundred and seventy students (Krejcie and Morgan
(1970). Also, if the population size is at one million or more, the required sample size
should be selected at three hundred and eighty-four. (See table 4.8). Also, when calculating
the sample size to be used the acceptable margin of error is a maximum of a per cent
(Saunders et al., 2012). Therefore, if the population is at 10,000, 370 accounts for 5%.
(Saunders et al., 2012).

Based on the reasons above, four hundred and twenty sets of the survey were delivered.
After the completion of the questionnaire process, the researcher and volunteers invited
some respondents to partake in the interview process in order to gain more validity and

support the triangular method.

This study considered the advantages and disadvantages of using a significant number of
participants and how to gain the correct number of samplings. It is not easy to give the
exact right answer on how many students should complete the questionnaire. However, the
researcher attempts to conduct the research carefully and follow the fundamental
recommendations from several academic sources. For example, Bryman (2012) states that
when probability sampling is selected, it can give sampling errors even though it is well

planned. It is suggested that the sampling should ask people who are ‘a representative

134



sample of all students in the university’ (Bryman, 2012, p.187). Besides, not only the

representative group but also the number of representatives are the key factors.

Population size Required sample size
10 10
100 80
1000 278
10,000 370
50,000 357
1,000,000 or more 384

Table 4.8: The example of the required sample size
Source: Adapted from Krejcie and Morgan (1970).

Each method has both advantages and disadvantages; however, this research also concerns
other essential factors such as time and cost (Bryman, 2012). So, this research may be
suitable with stratified random sampling because the study should ask the questions to the
students of each faculty to show the generalisation of each faculty (Bryman, 2012). The
second reason which may be suitable for the study is that the study should have a second
stratifying criterion, which is male and female students, or gender criterion Bryman, 2012.
However, the disadvantages are that it is costly and time-consuming because the students
study in different buildings, at different locations, and on a different campus.

Moreover, this study does not require simple random sampling or systemic sampling
because it is difficult to access data which comprises of the student number from each
faculty, then to run the number randomly or systemically in order to select the
representative. It is also time-consuming and inconvenient. The last type of probability is
multi-stage cluster sampling which is not selected for this study. Other reasons are that the
students live and study in different locations, some of them live in student accommaodation,
again it is time-consuming approaching them and visiting each location to represent a

generalisation.
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Therefore, due to the many reasons stated above, the method of non-probability is selected.
First, according to three types of non-probability sampling- convenience sampling;
snowball sampling; and quota sampling, this study employs convenience sampling due to
accessibility (Bryman, 2012). Also, Easterby-Smith and colleague (2005) add another type
which is called ‘purposive sampling’, this concept can be seen in marketing research
supermarkets (Easterby-Smith, Thorpe and Jackson, 2005, p.218). The respondents are
filtered by appearance, such as gender and asked about their purchasing or their
perceptions of products. Similarly, university students can be distinguished because some
of them wear specific uniforms, such as engineer students and medical students. In this
study, the questionnaires were delivered to the students who visit the university canteens
for buying their meals as they were easily approachable. Second, it is convenient for both
the questionnaire delivery volunteers and the respondents or participants because the
students can finish the questionnaire at the canteen table and return them in the canteens.
Third, it is shown to procure a high rate of response compared to a telephone interview or
postal interview (Frankfort-Nachmaias and Nachmias, 1992 and Easterby-Smith, Thorpe
and Jackson, 2005). Fourth, the students are the genuine waste generators at the canteen,
which is the main target of the recycling project at the university. Fifth, permission was
granted to run the project at the canteen. Lastly, it is claimed that both snowball sampling
and quota sampling rarely represent a generalisation because the participants are invited, or
they participated because of their friends, or they come from only one faculty, this results
in their answers not providing a full range of personal opinions. However, this study set a
target number of participants from each faculty to minimise the bias from this issue. This
study will present the data analysis in the findings section. The next section, group 3, will
present the consequences after the survey process, which leads to the semi-structured

interviews.

Group 3. student interviewees and procedures

The number of participants in The number of participants in
the survey interviews
29,193 349 12
CMU Students _— Participants EEE—— Participants
(Undergrads) (Student Survey) (Interviews)

Figure 4.3: The number of student participants for this study
(The number of the total undergrads based on the student statistics of CMU on 7 September 2017).
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This study consists of various data collection techniques, which the previous section
already explained. So this section presents the design, method and reasons for the
interviews to serve the specific purpose of the research. Then, in section 4.3.2- 4.3.5it
identifies the interview questions amongst the target audience; C.M.U staff and other

stakeholders.

According to the C.M.U student population in 2017, information from 349 out of 29,193
C.M.U undergrads was collected via the survey. Then, 12 students were willing to provide
their in-depth opinions at the diagnostic phase. So, section 4.3.1 shows the design, method
and reasons. The next sections (4.3.2-4.3.4) will give more details about how the

interviews were conducted.

According to the question design format, the interviews began with student interviews and

was then followed by interviews with the staff and the other stakeholders, respectively.

For design method and student interviews, this section focuses on the student opinions
which show their needs or desires, possibly playing critical roles for improving recycling
promotion in C.M.U, in particular the recycling project in this study. It also demonstrates
the recycling obstacles from the students’ perspectives which are useful for waste and
recycling management teams to consider in order to reduce the barriers. A further
contribution is for exploring the powerful social marketing strategies among C.M.U

students.

This section also presents social marketing application at step 6: Target Groups and

Obstacles which aims:

e To classify the findings and compare them to the relevant models and theories, and
also give arguments of human behavioural change from a psychological aspect, a
management aspect and a marketing aspect aiming to demonstrate the essential
recycling behavioural change factors.

e To investigate their previous recycling experience at homes and schools and to
present recycling practices or recycling behaviour at C.M.U in order to seek the

critical success factors and barriers.
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e To explore students’ needs and desires in order to discover recycling success
factors for promoting recycling among CMU students.

e To discover current recycling obstacles or barriers from participant perspectives in
order to improve recycling behaviour.

e To understand and to categorise the target groups perspectives for seeking suitable
recycling messages and the most effective communication channels in terms of
other critical recycling success factors such as influencers and powerful media.

e To draw a conclusion on literature reviews reflection, previous studies and
findings.

e The aim is to derive an attractive offer that gives an incentive to maintain or change
behaviour. The researcher needs to determine the offer in the context of adverse
influences (i.e. what could work against it; summary of influences) and argue why
it would work in the light of the analysis.

e To derive an attractive offer that gives an incentive to maintain or change student
behaviour.

e To make a set of conclusions to show potential influencers and reasons why they

were selected as a priority in this study.

The interviewees had been informed that they had chances to receive exclusive gifts, T-
shirts with the recycling project logo on, after the interview as an incentive. They were
informed that they had the right to answer or not answer the questions at all times. Then
the researcher introduced herself as a researcher and a former student of C.M.U and the
purpose of the study. Next, the researcher showed them the formal university permission
letter for the data collection. Additionally, the researcher also built trust and informed them
that the information of their identities would be confidential according to standard research
protection. As a result of the data protection process, participants coding is represented in
the form of four digits representing the campus name and the number of participants.

Due to the different backgrounds of the students, the results show a wide range of opinions
possibly based on their experience in different faculties and different student
accommodation buildings. According to Sriplakich (2015), who conducted research at
C.M.U and explored that there were differences between students who came from Medical
backgrounds and students who came from Social Science backgrounds. For instance, the
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former group had higher environmental consciousness and environmental awareness than
the latter group. However, this study aims to reflect that fact from a different angle;
interviewees might have different attitudes because of individual and environmental factors
even if they come from the same faculty. Based on the information, even if they came from
different cities, studied and lived in a different environment, they would perform recycling
or engage with recycling activities if the C.M.U campaign serves their needs. This study
aims to explore the need for improving the C.M.U campaign (organised by the central
office and the student development division). However, if each faculty wants to explore the
dominant strategies for themselves, they should research with students who come from the

same faculty.

Students and Campus’s location Coding Code No. of expected
participants
SS=Student, Saun Sak Campus SS01, Ss02,..., SS10 2-10
SM=Student, Mae Hae Campus SMO1, SM02,..., SM10 2-10
SH= Student, Saun Dok Hospital Campus SHO1, SH02,..., SH10 2-10
Total 6-30

Table 4.9: The details of the participants’ coding

For the coding system, each interviewee that participated in the survey received an
invitation which was on the last page of the survey, and they were also invited to partake in
volunteering activities during the thirty-minute face-to-face interview. The participants
were all undergrad C.M.U students who were studying between one and four years at
C.M.U. Also, they had been informed that they had a chance to receive T-shirts with the
recycling project logo after the interview. The researcher gave them the t-shirts at the end
of the interview. Their codes consist of their campus name and specific number, for
example, the first two characters, namely ‘SS’ represents ‘Student from Saun Sak
Campus’. The last two digits show the specific number in the ranking of the interviews.
The study expected to gain six to thirty students from all three campuses because
volunteers from each campus would invite their friends to participate at a rate of at least

two students per campus. See the codes in Table 4.10.
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The content in the interview section consists of seven parts. See table 4.9. First, the
researcher introduced herself as a researcher and as a former student of C.M.U, and for the
study. Then, the researcher showed them the formal university permission letter for the
data collection. Additionally, the researcher also built trust and ensured them that the
information of their identities would be confidential following standard research practise.
They were informed that they had the right to answer or not answer the questions at all
times. Next, the ‘Student backgrounds section’ shows what they were studying and how
long they had been in C.M.U.

Part Aims

Opening section - To provide background information of the study, the
researcher, and the research aims.
- To ensure the participants about confidentiality and other

standards of research procedure.

Partl: Student backgrounds - To examine student backgrounds such as their courses
Part 2: Previous recycling experience - To learn about previous recycling experience in their homes
(at homes or schools) and schools.

- To seek powerful social marketing strategies from their

previous experience

Part 3: Current recycling experience (at | - To learn and understand their recycling behaviour

CMU)
Part 4: The vital success factors and - To discover students’ needs in order to find out successful
barriers for promoting recycling recycling factors and its barriers to promoting recycling
practice at CMU among CMU students.
Part 5: Recycling activities at CMU - To find out their proposition and critical influencers on
(such as projects or campaigns) recycling activities for the adoption
- To explore critical social marketing tools or other tools for
the implementation
Further suggestion - To extend their other opinions to improve recycling practice
Closing Section - To thank the interviewees for the participation

Table 4.10: The contents and aims of the questionnaire survey

Next, they were asked to tell their previous recycling experiences, such as their recycling

experience at home and school and give examples of the successful activities that

influenced them to recycle. Next, they described their current recycling experiences such

as recycling behaviour at the student accommodation and their faculties or canteens, and

also explain what most influenced them. Moreover, they provided their opinions on the
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reasons why some students failed to perform recycling at C.M.U, and what types of
barriers existed. Then, they had the opportunity to give their ideas about activities which
they thought would increase their recycling practice. Next, they gave further
recommendation on how to improve recycling at C.M.U. Finally, the researcher closed the
interview and thanked them for participation. See table 4.10 it demonstrates the contents
and aims of the questionnaire survey. The list of interview questions can be seen in

Appendix C.

Overall, the codes and procedures for gathering data from the students have already been
presented. The next section (4.3.2.) will explain the research design for carrying out the

interviews from the staff at C.M.U.

4.3.2. CMU staff

Section 4.3.1 presented details from the students who were the target audience. This
section presents the details of the university staff. So, section 4.3.3-4.3.6 will describe the
details from C.M.U stakeholders aiming to discover recycling success factors and their
barriers. Also to explore effective recycling strategies, to examine the logistic of recyclable
items after disposal, to collect the data and analyse it for the stage of implementation, and
to seek the opportunities for promoting recycling practice. The primary type of data
collection for stakeholders was semi-structured interviews, while a focus group interview
was used for the data collection for the resident group. It seems the aims for participants
were similar, but each group had specific aims. So, generally speaking, the interviews with
C.M.U staff and stakeholders aim to:

. explore effective recycling strategies and their barriers

. examine the logistic of recyclable items after disposal

. collect data and analyse it for the stage of implementation
. seek opportunities for promoting recycling practice

Fundamentally, there are five characteristics of interviews, which are conversations and
storytelling; individual semi-structured interviews; depth interview; group interviews; and
focus group (Crother and Lancaster, 2009). These types provide both advantages and

disadvantages; however, this study aims to select the most suitable methods and also
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considers the objectives, the research questions, the researcher’s skill, cost, time,
availability, ethical issues, reliability, validity, generalizability, triangulation and others
(Bryman, 1989; Crother and Lancaster, 2009; Silverman, 2010; Marshall and Rossman,
2011; Bazeley and Jackson, 2013; Silverman, 2013). So, this study selected individual
semi-structured interviews for most participants, especially university staff and the
recycling stakeholders for many reasons.

First, individual semi-structured interviews can show their personal opinions, contain new
information, and their peers cannot interfere with the interview process (Crother and
Lancaster, 2009). Moreover, it is flexible because it can be adjusted if participants have a
limit of time, in particular executive people, or people that need more explanation of some
of the individual questions. (Silverman, 2013). Next, the researcher can explain the topic
during the introduction part of the interview, and it provides the opportunity to ask more
questions rather than relying on a questionnaire, and it creates a comfortable environment
which can help the interview to flow. (Frankfort-Nachmaias and Nachmias, 1992; Crother
and Lancaster, 2009).

However, in-depth interviews are not selected because they are time-consuming, and the
staff or recycling business owners are likely busy. Moreover, from a psychology
perspective, in-depth interview is used for exploring cases which are relevant to sensitive
issues like ‘psychological research and examination’ (Crother and Lancaster, 2009, p.148).
Neither group interviews nor focus groups are chosen because both of them may not
deliver individual opinions and they may not be suitable for the participants because it is
difficult to invite them to provide their time all at once in a group, especially people from
the private sectors. Even though there is a benefit for some marketing research or
management studies to apply group interviews and focus groups on gaining conclusion of
aa products perception, the feedback may have the potential to be influenced by the

participants, especially if an influential person is leading the answers.

However, there are some disadvantages to conducting face-to-face semi-structured
interviews. For instance, they are time-consuming, high cost and possibly give bias
answers, (Frankfort-Nachmaias and Nachmias, 1992). Despite the disadvantages, it can be
said that semi-structured interviews are suitable for exploring the facts or peoples
behaviour, which is ‘dynamic” when trying to understand ‘subjective data’ from

participants, and for gathering data from a holistic approach such as interviews and
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observation. What is more, it gives a high rate of response, compared to other methods
such as telephone interviews (Welman, Kruger and Mitchell, 2005, p.7 and p.8). Another
recommendation from Smith and colleagues (2002) is that conducting face-to-face
interviews may be organised with a low cost, especially ‘Asian students who study in the
UK’ and select an online interview, such as skype, instead of a face-to-face interview. It is
also suggested from a marketing perspective that online interviews are used with high-level
people such as doctors and top business directors who are busy (Mcdaniel, Jr. and Gates,
2013, p.193). Based on Thai culture, the online interview is not selected because most Thai
people rarely participate in online interviews with outsiders. Thai people mostly go online
for distant business meetings or to interact with their friends. Traditionally, Thai people
such as business owners or university staff are accustomed to being interviewed in the
traditional face-to-face method because it is formal, practical and acceptable, and they can
provide their opinions freely and privately. Besides, after the interviews, they can build a
friendship or a new network as a culture, according to Crowther and Lancaster (2009).
Another reason is trust; the interviewer had a relationship with the people suggesting
others to partake in the interview process, which enabled a higher level of trust to be

gained.

For the sample size of the interview, according to Saunders et al. (2012), it is suggested
that participants for semi-structured interviews should be between five and twenty-five. So,
this study set up a minimum quota of five. However, if a participant recommends adding

more participants, they were added due to the relevance of the task.

Type of study Minimum sample size
Semi-structured interviews 5-25
In-depth interviews 5-25
Grounded theory (Epistemological approach) 20-35
Considering a homogeneous population 4-12
Considering a heterogeneous population 12-30

Table 4.11: Minimum non-probability sample size
Source: Adapted from Saunders (2012).

This study utilises the semi-structured interview which is one of the non-probability

samplings which consists of incidental sampling, quota sampling, snowball sampling,
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purposive sampling, self-selection sampling and convenience sampling (Welman, Kruger
and Mitchell, 2005).

First, snowball and purposive sampling are selected because the information is collected
from colleagues who can provide rich information or expand upon their interests (Marshall
and Rossman, 2011). Second, Welman et al. (2005, p.69) gave the example of suitable
snowball sampling which is useful for collecting data from people with academic
qualifications’, for example, an executive director of a company may refer people from the
same academic background at ‘Oxford University’ because they have shared some
experiences. Third, it provided credibility as the group of people are involved in the same
topic or the same issue (Marshall and Rossman, 2011). Fourth, only a few participants are
likely representative of the population if the field of the study relies only on a few experts
such as recycling business owners (Welman, Kruger and Mitchell, 2005). Fifth, snowball
sampling assists in approaching a specific network and enables the quick movement from
the first interviewee to the next, or onto other interviewees and eventually gains more
participants in a shorter period (Blaikie, 2010). For instance, Thai recycling business
owners are mostly limited, and the dominant organisation in Thailand has been expanding
around Thailand. So, snowball sampling is the most suitable one; furthermore, the group of
recycling business owners may provide different information which can help explore new
issues because they work in different parts of Thailand. LastlyBryman (2011) and
Cameron and Price (2009) conclude that snowball sampling is a typical method in social

research.

However, Bryman (2011) underlines the disadvantage of snowball sampling; it may not
represent a variety of information, and it has a high potential not to show reflective
opinions. Moreover, it is arguable that the snowball method which is one of the qualitative
data collection methods can be based in the region of non-reliability because it is not
confirmed that the same answers will be delivered with the same questions at different
times because people may have a new experience and change their thoughts all the time
(Hammersley, 1992). Moreover, some interviewees may provide well-planned answers to
show the positive sides rather than the realities, for example, some interviewees may be
reluctant to show genuine political opinions because of trying to avoid conflict
(Hammersley, 1992). Furthermore, the staff may feel insecure if they state that they are

interested in encouraging university students to do recycling, but some of the management
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team’s members do not support the ideas. Even though it is hard to give the same

information from different researchers at different times and provide more reliability in an

experiment’s result, this study maximises reliability by:

Introducing the consent forms and explaining that the result is definitely
confidential and also follows ethical regulations (Cameron and Price, 2009).
Moreover, Cameron and Price (2009) expand that the researcher should explain that
the interviewee has the rights not to comment.

. Applying code instead of names during the interview to avoid the ‘closeness of the
data’ and try to ‘secure the data’ (Bazeley and Jackson, 2013, p.6)

. Focusing on ‘theoretical transparency’ and explaining it to interviewees
(Silverman, 2010, p.282).
Extending the questions to gain more understandable answers when the researcher
plays an observer’s role and notices that some questions require more explanation
(Silverman, 2013).
Taking notes when the interviewees express something which maybe show
uncertainty or if they have some unusual body language (Bryman, 1988; Silverman,
2013).

Hence, this section consists of four primary topics which are 4.3.2.1(Participants, roles,
and the research aims.), 4.3.2.2 (Codes of C.M.U staff and procedures) and 4.3.2.3

(Content of interview questions and aims), and 4.3.2.4 (Documentation).

4.3.2.1. Participants (CMU staff), roles, and research aims.

Participants/CMU Team (expected
numbers of participants)

Participant roles in
CMU

Aims

1. Executives

- Policymakers

- Understanding the existing university
development plan and the
implementation of waste and recycling

topics
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- Learning their attitudes and expectation
for CMU students on waste
minimization and recycling practice with

their tools and limitations

2. Student development division

team

- Promoting waste

reduction

- Running waste and

recycling activities

- Investigating the previous and existing
activities relevant to promote recycling
practises or waste segregation and

reduction among students

- Finding out the critical success factors
and barriers to recycling

3. Waste and recycling

management team

- Operating CMU

recycling bank

- Managing waste and

recycling bins

- Transporting all waste
from each area to 40
designated spots in
CMU

- Examining the critical successful

recycling bank and barriers

- Understanding the process of the waste

and recyclable items collection

4. Marketing and management

lecturers

- Providing management
and marketing lessons
for CMU students

- Learning powerful strategies from the
academic staff

- Gaining suggestion from them to
increase the successful results for the

recycling project on Facebook

Total (10-13)

Four groups of

participants

- To discover the critical success factors
and the barriers

Table 4.12: The participants (CMU staff and their roles) and the goals for the data collection

This section presents the type of participants who were from four groups. Then, it shows

the roles and aims of each group. According to the C.M.U organisation’s framework from

the university website in 2019 (mentioned in chapter 2) and from the informal

conversations after the researcher introduced herself as a formal C.M.U student and a

researcher, this study selected to collect data from various groups of staff because each

group had different responsibilities and different roles. However, all of their opinions are

crucial as environmental factors of the target audiences. Moreover, they were insiders, and

they tended to know possible solutions and how to fix the problems. Furthermore, they
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were close to the students, and they knew some key strategies to deal with the students. So,
these participants were categorised into four main groups which were Executives, Waste
and Recycling Management Team Members, Student Development Division Team and

Marketing and Management Lecturers, as shown in Table 4.12.

4.3.2.2. Codes of CMU staff and procedures

Group (expected participants) Roles Codes Type of data collection

1. Executives (1-3) Policy makers CMU1, CMU2, Semi-structured interview
CMU3

2. Student development Social marketers SDO01, SD02, SD03 | Semi-structured interview

division team (3)

3. Waste and recycling Recycling bank WRO01, WR02, Semi-structured interview
management team (1-2) operator

4. Marketing and Lecturers MKO01, MKO02,..., Semi-structured interview
management lecturers (5) MKO05

Table 4.13: Codes of CMU staff

Before conducting the interview process, the researcher gained permission from executives
and head of each department or division, according to the university regulations. Semi-
structured interviews were carried out for 30 minutes per interviewee, approximately. The
list of questions was introduced to them in advance, and the interview scheduling relied on
their available time. During the interviews, two voice recorders (from mobile phones) and
note-taking were used. Initially, only purposive sampling was adopted; however, due to the

suggestions of some interviewees snowball sampling was adopted.

For the coding, each code consists of two primary sources which were their roles and the
specific number of participants. Types of data collection and their codes, as shown in table

4.13. The list of interview questions can be seen in Appendix C.
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4.3.2.3. Content of interview question and aims

Part

Aims

Opening section

- To provide background information of the study, the
researcher, the research aims.
- To ensure the participants about confidentiality and other

standards of the research procedure.

Partl: Participants’ backgrounds

section

- To understand participant backgrounds such as their roles

Part 2: Key successful factors to
promote recycling and its barriers from

previous projects section

- To learn about their previous waste and recycling
management experience
- To seek powerful social marketing strategies and limitations

from their previous experience

Part 3: Upcoming projects and

expected strategies and tools section

- To understand and learn the preparation process for the next

projects

Part 4: Further suggestion section

- To extend their other opinions to improve recycling

practice among CMU students

Closing Section

- To thank the interviewees for the participation

Table 4:14: Content of interview question and aims

In general, the interview questions for the C.M.U staff were designed to find out critical
recycling success factors and its barriers from their perspectives and to learn and
understand the barriers. Moreover, the results tended to show reflexibility between the
students and the staff. They were categorised into six main sections which are ‘Opening
section’, ‘Participants’ backgrounds section’, ‘Key success factors to promote recycling
and its barriers from previous projects section’, ‘Upcoming projects and expected
strategies and tools section’, and ‘Further suggestion section’ following the aims of the
research. ‘Closing section’ was the last section. See table 4.14. The details can be seen in
appendix section D, E, F and G for ‘Executives’, ‘Student development division team’,
‘Waste and recycling management team’, and ‘Marketing and management lecturers’,

accordingly.
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4.3.2.4. Types of available documentation and contents

Auvailable documents at CMU Contents
e CMU report (2015) e  Statistics of waste proportion at some student flats
e Recycling bank report e  Statistics of recycling bank accounts
e Thesis (Sriplakich, 2015) e The survey and interviews to find out the environmental

awareness and the environmental consciousness of waste

management

e Recycling posters e The recycling bank poster at the parking area near the

central canteen

e The recycling instruction posters at canteens

Table 4.15: Summary of available documents at CMU on waste and recycling topics

For gathering the relevant documentation as a prime tool, it can be said that there was a
lack of data on this topic for many reasons. For example, there was no record on the
university system showing that this topic was in thigh demand of C.M.U research students.
Also based on visiting the university libraries, from informal conversations with librarians
and lecturers, and access to the university database, and viewing the student thesis
sections.from. One of the reasons was that there were some activities relevant to promoting
recycling among students such as video clips, waste segregation posters, recycling logos
and recycling strategy competitions. Nevertheless, they did not upload the documents into
public sources because they were student assignments in classes. However, based on
observation in the main buildings such as the central canteen, faculties and the library,
there were recycling instruction posters produced by two faculties in different formats. It
can be probably stated that there was no standard for recycling promotional posters and for
design or placement of recycling bins.

Moreover, it was found that there were C.M.U reports and a Recycling bank report, and a
thesis indicating that each faculty promotes recycling based on their perspectives, but there
were not any similar patterns. What is more, the statistic collection of waste at some
student accommodation had been conducted. Also, recycling activities at the recycling
bank was found to be in decline. Based on informal conversations with staff and students
and from observation at C.M.U, the majority of recyclers at the bins were cleaning
workers. See table 4.15 for a summary of the existing documentation. So, due to the

available evidence, informal conversation and observation, it is possible to say that C.M.U
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is in the early stage of recycling promotion. It was discovered that all types of waste were
mixed in both general waste and recycling bins, based on conversations with students,
staff, and the researcher’s observations. Another critical factor identified from the informal
discussions with executives, the staff, and students was that they thought that recycling did
not occur because they felt it was useless. The fact was that it was a norm to see the waste
collectors taking all types of waste bags together at the same time and mixing the items in
the same small truck and small lorries for daily waste transportation. Some students
provided their opinion and stated that there was no significant impact from whether they
recycled or not; however, some students recycled and traded items from their activities.
Informal conversations, also identified that some students thought that recycling was the
responsibility of cleaning workers and the workers earned a significant amount of money
from waste separation. Overall, it is possible to say that no hard evidence exists to show a
clear picture of successful recycling promotion and standard practice (Sriplakich, 2015).
Further research on how to find out practical and powerful strategies to improve the
recycling practice at C.M.U was essential (Sriplakich, 2015). It concludes that there were
many issues on recycling improvement topics with limitations, so this study carefully
selected only the vital points and explored their perspectives and needs from several
methods such as survey questionnaires, face-to-face interviews, observation and others.

The list of questions can be seen in the Appendix section.
This section (4.3.2) has already mentioned the critical topic of data collection of C.M.U

staff, so the next sections (4.3.3-4.3.6) will show coding and the other essential factors of
C.M.U stakeholders.

4.3.3 Authorities (CMU stakeholder)

Code of participants/their projects No. of expected
participants
GOV1: ‘Branches Recycling Bank’ project 1
(Government officer or authority at Maehia city/Chiang Mai)

GOV2: The waste fee management project (Sticker 1
Implementation) (at Muang city/Lamphun)

GOV3: ‘No Public Bins’ project (at Thungsaliam city /Sukhothai) 1
GOV4: ‘Zero waste city’ project (at Hadsiew/ Sukhothai) 1
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GOV5: The multi-projects for waste and recycling management 1
(3Rs concept implementation) (at Padang city/Lamphun)
Total 5

Table 4.16: The codes of the participants

The previous sections (section 4.3.1 and 4.3.2) demonstrated the research design and
procedures for data collection from the target audience and C.M.U staff. This section
(4.3.3) shows the research design and procedures for data collection from local government
officers, who had successfully run waste and recycling management projects in the North
of Thailand. All of the participants had won many local and international low carbon city
competitions or zero-waste society competitions. Also, their villages had become learning
centres for other cities, according to the Promotion of Low Carbon City (PLCC). Including
projects from the Municipalities in Celebration of His Majesty the King’s 84" Birthday,
which are supported by the National Municipal League of Thailand (NMITL) (NMITL,
2016). PLCC and NMITL projects received grants from the EU (European Union) with a
budget of US 275,000 approximately (NMILT, 2016). The whole project had been
organised over four years and ended in December 2015 and was based on four aims: City
of waste minimisation, City of trees, City of energy efficiency, and City of sustainable
consumption (NMILT, 2016). All authorities or government officers were from
government offices which were the City-municipality, Town-municipality, Subdistrict-
municipality or Subdistrict-admirative organisation (Ratchakitcha, 2018). See figure 4.3.
The participants were selected from the city of waste minimisation competition section
(NMITL, 2016).
Moreover, one city from the five cities won the Cleanest Province in Thailand Award in
2017 (Bangkok Today, 2019). It seems the authorities are outsiders of the C.M.U, but they
are insiders of the community, so this study considers them due to several reasons. For
example, it is noted that at least five local government officers are successful at
encouraging their residents to do recycling using various strategies. At this point, it is
essential to learn about the useful tools and the influences of these experts. The aims of this
section are:

e To discover the success factors from the participants to promote recycling projects

for C.M.U effectively.
e To learn the barriers from the participants' experience to reduce the failure of the
C.M.U recycling project.
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e To share the participants' experience with the C.M.U teams who are responsible for
waste and recycling management.

e To seek opportunities to build a network between the C.M.U teams and the
participants.

e To learn the process of how to create new sustainable behaviour (in particular

recycling).

So, purposive sampling was adopted, and semi-structured, face-to-face interviews were
conducted at the participant’s workplaces for approximately thirty minutes. Five
participants were from three provinces from the North of Thailand (Chiang Mai, Lamphun,
and Sukhothai) with different recycling projects (‘Branches Recycling Bank’ project, The
waste fee management project (Sticker Implementation), ‘No Public Bins’ project, ‘Zero
waste city’ project, and The multi-projects for waste and recycling management (3Rs
concept implementation)). See table 4.16 and see figure 4.4 The codes of participants are
GOV 1, GOV2, GOV3, GOV4, and GOV5.
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THAILAND

Figure 4.4: Map of Thailand and the cities of the participants
Source: Adapted from Nation Online Projects, 2018.

Further reasons why these projects and authorities were selected was because they had
some shared similarities, such as people and environmental issues. In general, Chiang Mai
has faced health problems from air pollution; any strategies which successfully solve this
problem should be widely shared. Next, Maehia municipal (from the area of GOV1) is one

of the education sources for students and institutions, in particular, C.M.U students,
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according to an informal conversation with the staff. The C.M.U management teams can
build networks and invite experts (GOV1-5) from these cities or villages to encourage the
students to raise their recycling awareness. On the one hand, the C.M.U team may invite
the government officers to provide their experience for C.M.U staff and students.

On the other hand, CMU can expand opportunities and take the members to visit the city to
increase their confidence and self-belief that they can run recycling projects. These
activities can increase the success factors for other C.M.U projects. Lastly, building a

network could help all participants to increase the success of their projects.

The content of the interviews with C.M.U staff was divided into seven sections. It began
with the opening section and ended with the closing section. However, in the main body of
the interview, there were some differences among C.M.U staff and other stakeholders
because the design of the question did not only give opportunities for the interviewees to
share their recommendations, but also allowed them to show the stakeholder requirements
for C.M.U to support their next projects. It is believed that it opened opportunities to build

a network. The list of interview question can be seen in Appendix C.

4.3.4 Private sectors (CMU stakeholder)

Section 4.3.1-4.3.3 covered the research design for data collection from C.M.U students,
the staff, and the authorities, accordingly. Section 4.3.4 shows the details of the design for
the private sector which consists of two main groups, recycling business owners doing
recycling business with C.M.U members, and PTT the private company who provided
recycling bins in the C.M.U areas. The next section (4.3.5) will provide the research design

of non-profit organisations, and section 4.3.6 will show the research design of residents.

Code of participants No. of expected

participants

PTT1: A marketing manager of PTT (a private company which has 1
successfully adopted social marketing strategies by encouraging

customers to recycle their waste at gas stations around Thailand)

RS01, RSO2...RS05: The recycling show owners who have 5
supported recycling behaviour for students and other customers
Total 6

Table 4.17: Codes of the participants and the expected number of the participants
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Due to their expertise, purposive sampling and snowball sampling were used for the data
collection. A face-to-face and semi-structured interview were adopted. Each interview was
expected to take thirty minutes per participant. The expected number of participants was
between 5-6 people to gain useful opinions for the C.M.U projects’ improvement, such as a
recycling bank in C.M.U and recycling trading for C.M.U students and staff. The list of
questions can be seen in Appendix C. Their codes are ‘RS01, RS02,..., RS05’ for recycling
shop owners, and ‘PTT1’ is for a marketing manager of the private company. See table

4.17. The list of interview questions can be seen in Appendix C.

4.3.5 Non-profit organisation sector (CMU stakeholders)

This section (4.3.5) shows the design of data collection for non-profit organisations, which
was a semi-structured interview. However, section 4.3.6 will explain the design of the data
collection, ‘a focus group’, of which the participants were from a village which won the

competition of 3Rs project. Then, section 4.3.7 will give a summary of the design.

Code of participants No. of expected
participants
NGO1, NGO2,..., NGO5: Participants who worked at NGO: their 5

roles were dealing with social marketing adoption

Table 4.18: Codes of the participants and the expected number of the participants

The NGO participants in this study worked at the Thai Environment Institute Foundation
(TEI). Purposive sampling and snowball sampling were used for data collection because
for many years; they were responsible for promoting many 3Rs projects and recycling
projects around Thailand. The expected number of participants was around five people, so
their codes were NGO1, NGO2, ..., NGO5. See table 4.18. The aims were gaining key
success factors and potentially learning the barriers from real-life situations. Lastly, their
perspectives, social marketing strategies, and suggestions would be useful and practical for
C.M.U because they had worked with many international organisations dealing with a
variety of participants in Thailand for decades. The list of interview questions can be seen

in Appendix C.
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4.3.6 Residents (CMU stakeholder)

This section explains the reasons why a focused interview was adopted for data collection.
Moreover, the resident's opinions tend to be influenced by the projects’ participants rather
than the policymakers and project operators such as the authorities. It is useful for the
researcher and C.M.U teams because the researcher and the team will see real examples
from the field and some useful strategies which will possibly be selected to promote the
project for this study and the projects for the university. After that, the codes of
participants are presented. The next section, 4.3.7, will present the research design for the
problem identification phase, and a summary of chapter 4. Then, 4.4 will demonstrate the
design for the planning and implementation phase with a focus on ‘the project

implementation and the Facebook Page’.

Code of participants in the focus group interview No. of expected
participants

RES1, RES2,..., RES5: Residents who worked for ‘3Rs Learning 5
Centre at Sukhothai province’ and their roles were heads of villages

and volunteers

Table 4.19: Codes of the participants and the expected number of the participants

This research expected to gain opinions from five residents the codes adopted were RES1,
RES2, ..., RESS5 respectively. The first reason that a focus group interview was selected
instead of a group interview is that it was recommended by a government officer.
Secondly, according to Saunders et al. (2016), group interviews and focus group interviews
are likely recommended methods for qualitative data collection because they encourage
participants to give their opinions to the research questions with flexible question
structures. However, Saunders et al. (2016) provide the possible weaknesses of both
methods. Which are results in a group tend to show a similar direction, but sometimes their
comments may be different if the research is conducted with individual interviews. Also,
Saunders et al. (2016) distinguish that the difference between a group interview and a
focus group is that in the former, the researcher plays the critical role of asking all the
questions to all the participants. The latter is mainly organised by a modulator, while a
researcher attends the interviews and adds more questions if needed.

What is more, from a marketing perspective (McDaniel JR and Gates, 2013), describe that

a focused interview should fundamentally consist of around eight participants and take one
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and a half hours; this method is also commonly used for marketing research. They expand
that if the number of participants is more than eight, each interviewee will give comments
for only six minutes per discussion which gives less information. As a result, these
concepts are similar to this study, so a focus group was selected. Other reasons why a focus
group was selected are that when eight participants, including one modulator, were in the
interviews, then residents could give their opinions freely because they have known each
other for a long time. The atmosphere of focus groups could make them express
themselves better than individual interviews. Next, it was suitable because the modulator
had known all the participants’ roles, so the modulator was able to organise the topics and
participants in the correct order. The list of questions during the focus group interview will
be shown in Appendix C.

Also, this section shows the three steps of a social marketing application which are step 6,
7, and 8 (The Target Group and Obstacles, The Customer Proposition, and The Marketing
Mix). Although the residents are not C.M.U students, their roles are that of parents of
C.M.U students, so there are several reasons why the possible strategies can be adopted.
For example, generally speaking, these strategies focus on success factors and barriers
from real situations. Moreover, the recycling projects from this city has already shown
success. Clarifying the key reasons can be seen from the following paragraph.

The reasons why residents are chosen as C.M.U stakeholders are:

e As aresult of the residents playing a significant role in recycling at home, so
seeking how they think and why they do it is essential because the key factors can
be adopted for C.M.U.

e Itis believed that children may be influenced by their family and tend to perform
recycling when they are at C.M.U. For instance, children tend to follow their
parents in their daily behaviour, such as recycling at home. Moreover, these
children may play an essential role as a recycling initiator for C.M.U recycling
projects, therefore seeking key success factors from their children may help C.M.U

to understand individual factors and environmental factors.
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e Itis essential to focus on government sectors, but the findings may not wholly
show individual factors from residents who were recyclers, so reflecting both sides
should be explored to understand reality. The study can be done by asking about
other essential factors and barriers from the residents’ perspectives.

e The data collection method for the residents consists of not only a focus group
technique but also an observation technique to follow the triangulation concept and

increase the validity of data collection.

4.3.7. Summary of the design of the problem identification phase

Overall, section 4.3.1-4.3.6 have already shown the research designs for the problem
identification phase. The expected research participants were divided into six groups who
are C.M.U students, C.M.U staff, government sectors, private sectors, non-profit
organisations, and residents. This section summarises the data collection techniques, which
consists of survey questionnaires, semi-structured interviews, the focus group, observation,
informal conversations and others. The quota sampling, purposive sampling and snowball
sampling play a significant role for both the qualitative data and quantitative data
collection. The main aims for the design are to explore the critical recycling success factors
and their barriers. Moreover, network building should be adopted to learn and share
knowledge and skills. After the problem identification phase, it leads on to the planning
and action taking phase, which can be seen in the next section (4.4.).

4.4. Action Planning and Action taking phase

Section 4.3 showed the design and procedures of the ‘Problem Identification phase’. So,
this section (4.4) underlines two key phases, namely ‘the Action planning phase’ and ‘the
Action taking phase’. The Action planning phase consists of a brainstorming session with
C.M.U staff, meetings with executives, and a workshop with student volunteers to improve
the research planning for the research project the- ‘C.M.U London Recycling Project’ on a
Facebook Page. Then, the Action taking phase consists of three groups of people who
engaged with activities on the Facebook page, and with the recycling ambassador
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competitions such as student volunteers and their friends. Then, identifying and adopting

social marketing strategies from the project via Facebook and the C.M.U board were

chosen for the next action planning and taking phase. Finally, a satisfaction survey was

conducted for the Evaluation phase, which can be seen in section 4.5.

Methods/Activities

Participants (Codes)

Aims/Goals

Group 1: at ‘the action planning.’

1.1. A brainstorming
session with CMU staff
and CMU former
students

e 5 participants from 5

faculties and 6
participants from
CMU former

students

To gain their opinion as a
reflection to improve the

plan and the activities

1.2. Meeting with
executives and the
CMU team

e Three executives,

five members from
the management
team of student
accommodation, and
two student leaders
from the CMU
student

accommodation club

To gain their opinion as a
reflection to improve the
plan and the activities

To promote the Facebook

activities

1.3. Workshop with
student volunteers

e 18 student volunteers

(V021, V022, V023,
V031, V041, V042,
V051, V111, V112,
V113, V131, V132,
V133, V151, V152,
V181, V191, V201)

To provide the recycling
knowledge and the rules of
the Facebook activities

To gain their opinion as a
reflection to improve the

plan and the activities

phase.’

Group 2; at ‘the action taking

2.1. Participating in the
first activity (Like
clicking, sharing three
posts, and giving the
comments)

2.1. Attending for the
‘Recycling Ambassador
Competition’ on the

Facebook Page

e At least 20- 60

students from 3
campuses were
expected due to the

task of the volunteers

e Atleast one

participant from each
faculty (21

To provide the activity and
rewards for building the
trust

To introduce the
participants to access the
Facebook Page and prepare
themselves for the next

activities
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e 2.3. Engaging on the
Facebook Page for like
clicking, post sharing,

and commenting

ambassadors in total

for the competition)

Students and their
peers (200-4,000
participants such as
Facebook users
engaging the
activities by like
clicking, sharing,
and posting
comments,
calculating from 10-
200 likes per 1

ambassador)

To explore their recycling
messages to reflex their
attitudes

To share their opinions
towards their peers and gain
the feedbacks

To test the findings from the
research planning phase

To summarise the critical
success factors and its
barriers from the activities
To expect to raise their
recycling attitudes and

behaviour.

Table 4.20: Participant, their codes, and the aims or goals of the activities

The sample size at the action planning and taking phase and the goals can be seen in table
4.17. The period was between August and December 2017. The participants can be
categorised into two main groups which are group 1- the participants at ‘the action

planning’ and group 2- the participants at ‘the action taking phase’.

For group 1, there was a brainstorming session with five C.M.U staff members from
five faculties and six C.M.U former students to gain their creative opinions as a
reflection to improve the plan, and the activities were adopted, according to (Herring et
al., 2009). The reasons were that they played significant roles as lecturers, and friends
of the researcher, and consultants of the researcher, so they assisted the researcher to
introduce herself to the team of executives and also invited their students to work and
gain new knowledge with the researcher as volunteers. They helped the researcher gain
access to the university teams, so they acted as an essential tool to unlock ‘the
unfreezing stage’, according to Lewin (1951) and a force-field from Hayes (2014),
mentioned in chapter 2 in the section of the management aspect. According to the
informal conversations, they supported the researcher and the research aims because
they thought that the project was beneficial; it encouraged the students to engage with
the activities for the community, and the students could gain new knowledge, skills and
other types of development. Then, meetings were conducted with three executives, five

staff members from the student accommodation management team, and two student
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leaders from the student accommodation club to gain their opinions as a reflection to
improve the plan and the activities were adopted because the meeting was beneficial
for both the researcher and the team. The meeting was organised at the male student
accommodation building no.3 in October 2017 for two hours. The executives had
known the research aims, and then they introduced their team to set up new activities to
promote recycling at the student accommodation. They also invited the researcher to
help them to establish new projects for the students. Besides, sharing some key success
factors and any barriers from their experience of previous recycling projects, such as a
proper duration for the competition, volunteering, types and amount of rewards for the
student winners, was utilised (Schwartz, 1977; Cialdini, 1984; French, 2011).
Furthermore, promoting the Facebook activities to the teams was adopted because they
were responsible for promoting recycling at the student accommodation, and their roles
were supporting the students to segregate the waste properly and reduce the total
amount of waste to show the student development. Two student leaders in the meeting
were invited by the student accommodation team to increase their knowledge and learn
the new trends from the research activities and the meeting. Then the researcher
presented the activities to them to gain better student engagement in the Facebook Page
activities. The last group of participants were volunteers, who worked with the
researcher to invite their friends to engage with activities on three tasks, according to
Cialdini, 1984. Eighteen volunteers were involved from eight faculties, and their codes
are V021, V022, V023, V031, V041, V042, V051, V111, V112, V113, V131, V132,
V133, V151, V152, V181, V191, V201. The coding system has already been
mentioned in ‘the research design’ section for the student volunteers. Next, workshops
were organized to provide recycling knowledge, and the rules of the Facebook
activities were organised to ensure that they could encourage their peers to perform
recycling in real life and take part in the competition on the Facebook Page.
Workshops took place at the library, the canteen, and the meeting room on three
campuses. Each workshop was carried out for thirty minutes per campus between
August and September 2017, and then they had short discussions online with the
researcher in the message section on the Facebook Page, as it was more convenient and
saved time. Their feedback helped the researcher to improve the plan and the activities
based on their needs, such as matching with their free time and avoiding their

examination periods.
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For group 2, at ‘the action taking phase’, There were three sub-groups of
participants who were from the first activity (like, clicking, sharing three posts, and
giving comments), taking part in the ‘Recycling Ambassador Competition’ on the
Facebook Page, engaging on the Facebook Page for ‘liking’ clicking, post sharing,
and commenting. For the first activity, at least 20-60 students from 3 campuses
were expected to participate. At least one participant from each faculty (21
ambassadors in total for the competition) was the goal of the competition. Finally,
the target for the students and their peers was 200-4,000 participants. They were the
Facebook users engaging in the activities by ‘liking’ clicking, sharing, and posting
comments, calculated from 10-200 likes per ambassador, based on informal
conversations with the student leaders and volunteers who used Facebook accounts
to promote some activities such as the student volunteer clubs. The aims for these
participants mainly focused on providing the activity and rewards for building trust,
introducing the participants on how to access the Facebook Page and prepare
themselves for the activities. Also to ensure the recycling message reflected their
attitudes, that they shared their opinions with their peers and gave their feedback,
testing the findings from the research planning phase, summarising the critical
success factors and barriers from the activities, and expecting to raise recycling

attitudes and behaviour.

Overall, this section explained the design and the procedures for the research at the
‘planning’ and ‘action taking’ phases. So, the next section will demonstrate the design and
the procedures for the research at the evaluation phase. Moreover, it will show the

contribution and reflection from the reporting and learning phase.

4.5. Evaluation phase

After 'the action planning and the action taking phases', the evaluation phase took place. It
started in December 2017 and is aimed to conclude the new findings and create marketing
strategies to encourage the target groups to do recycling. Moreover, it offers suggestions
for university teams and others. The process for this phase mainly examined the outcomes
of the satisfaction survey, discussed the recycling message from the competition and the
Facebook comments, and observed the student behavioural change on recycling practice. It
collected and analysed both qualitative content and quantitative data from the contest and

the survey. Informal conversations with C.M.U management teams, lecturers, volunteers
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and students about the new behaviour and new recycling outcomes at the bin sites were
included. Moreover, observing the waste separation at the bins in C.M.U was utilised. The
observation at the containers by the researcher finished in December 2017 due to the
limitations such as the permission duration (ended in December 2017) and the student
examination period (starting in January 2018). The satisfaction survey was conducted upon
completion of the competition, and once the rewards were delivered to the participants. See
the survey template in Appendix D.

Opening part Aims

Part 1: Socio-demographical e To examine socio-demographical information of
participants’ or respondents’ background.

information of participants/ e Toinvestigate the public relation of the Facebook Page

Respondent Background

Part 2: Participant Satisfaction on e To explore their satisfaction with the recycling project

the Recycling Project e To learn the suitability of the project, such as information
about the activities and the competition. The rules and the
duration of the contest.

e To explore their feelings or attitudes after the activity
engagement

e To examine the types of rewards which they expected or
desired

e To discover powerful strategies to encourage them to
perform recycling and maintain the behaviour for the

long-term.

Part 3: e to gain their further opinions for the improvement such as
for the project and the survey

Closing part e To thank the interviewees for the participation

Table 4:21: Contents of the satisfaction survey

The survey, namely 'CMU London Recycling Project on Facebook Page 2017, is divided
into five parts. The beginning part aims to guarantee to participants that all information
would be used for academic purposes, and it would be kept confidential as per standard
research protection. Moreover, the researcher gave them the contact details of the
researcher in case they had further comments. Part 1 aims to examine the socio-
demographical information of participants’ or the respondents' background and to
investigate the type of public relations implemented in the project. Part 2 aims to explore
their satisfaction with the recycling project, and part 3 was for their recommendations to
improve the activities. Lastly, in the closing section, the researcher thanked them for their
participation and for giving useful information for the improvement of activities. The
survey question design consists of many types of questions such as multiple-choice

questions, scaled-response questions (levels of satisfaction such as satisfied, neutral, or
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dissatisfied), and recording their comments. See the survey template in Appendix x. Two
hundred sets of satisfaction surveys were delivered to the students who participated in the
activities. The code began with 001 until 200. The list of survey questions can be seen in

Appendix C.

4.6. Method of data analysis

As mentioned, the data collected for this study was a combination of qualitative and
quantitative data, so the methods of data analysis consist of a variety of presentations. For
the results of the survey design, they show generalisations such as the percentage of
respondents, frequency of respondents or mean of respondents. Excel and SPSS Software
were selected to analyse the data. For the first part, the questionnaires implemented
multiple-choice selection, filling the gaps, and scoring their opinions. First error checking
was conducted by scanning for missing answers. If any participant did not answer, the
researcher would present the solution as 'unspecified', ‘'missing’ or ‘0" in the tables
(Saunders et al., 2016). Then, the data would be transformed to be analysed by using the
software- Excel and SPSS and presented in the form of frequency or percentage in tables
(Saunders et al., 2016).

Furthermore, some questions allowed the participants to give more than one answer, which
the results are presented in a group of tables. However, the results from the opinions
section were grouped and displayed in terms of thematic analysis. For the results from
interviews and focus groups and others, several themes were utilised influenced by
previous theories such as Cialdini (1984), Lee and Kotler (2016), and Fourali (2015).
While Hiseh and Shannon (2005) and Forman and Damschroder (2007) stated that
qualitative data should not be analysed and presented in statistical techniques, it is argued
that the results could be coded and counted (Spencer et al. (2008) and Saunders et al.
(2016). The reasons why the thematic analysis was selected was because the participants’
comments show the social realities and thematic analysis was used as a standard method
for qualitative analysis (Braun and Clarke (2006) and Spencer et al. (2008)). Bryman and
Bell (2007) suggested that qualitative data should be analysed using two options, either an
inductive option or deductive option. So from an interpretive standing point, the results
show the summary of alternative social marketing strategies for encouraging C.M.U
students to recycle. However, if the research position is at an abduction (already mentioned

in chapter 3), the analysis aims to explore unexpected information which tends to create a
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new theory rather than testing or replicating the current approach. Moreover, gaining
qualitative data and quantitative data are required (Blaikie, 2007). Then, it follows the
suggestions from a philosophical position, Braun and Clarke (2006), which provides an
orderly and logical way to treat the qualitative data — develop and explain the patterns or

relationships based on previous theories (Saunders et al., 2016.

For the procedure of thematic analysis, there are four main steps: '‘becoming familiar with
your data; coding your data; searching for themes and recognising relationships, refining
themes and testing propositions, and evaluation' (Sauder et al., p.508, 2016). The details

can be explained as follow;
e Becoming familiar with your data;

The researcher followed this suggestion by reading and re-reading the transcription and

looking for the meaning of the contents, drawing a set of possible critical factors

e Coding your data

Coding or labelling the data was utilised because the materials were very complicated and
relevant to multidimensions. As mentioned in chapter 2, this research focuses on three
main areas which are a psychological aspect, management aspect, and social marketing
aspect. So, the theme shows not only three sets of points, but also the labelling of the codes
for participants. Coding helps the researcher to group the ideas and links them to the next

stages.
e Searching for themes and recognising relationships

After grouping the data in term of codes, then it can be said that the study presents three
categorisations which are the findings of the psychological aspect, management aspect, and
social marketing aspect. Then, in each element, such as the psychological aspect, the
results were grouped and presented to show the relationships between previous theories
and existing findings. For example, there were various critical factors from a combination
of approaches. It possibly indicates the arguments with new findings as evidence. This step
was time-consuming because rearranging and revising were adopted to make the set of

themes understandable.
¢ Refining themes and testing propositions

For this stage, the researcher had to select only relevant contents and deleted the non-
relevant data and any repeating comments from participants. Testing the schemes can be
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shown in different ways, not only proving the theories, but reflexivity and alternative
explanation can be applied (Miles et al., 2014). Reflexive objectives were used in this
process, for example, comparing the comments from the students and the university staff
or the opinions from residents mirrored the outcomes from the authorities (Brinkmann and
Kvale, 2015). What is more, observation and note-taking were included and compared to

the interviews.
e Evaluation

Both the inductive and deductive position can use thematic analysis as a fundamental
approach (Sauder et al., 2016). Moreover, a combination of induction and deduction is
widely used for thematic analysis, so the researcher believed that this analysis would help
the researcher to see the systemic procedure, flexibility and accessibility (Sauder et al.,
2016).

4.7. Conclusion

Group of participants/ (expected) codes (expected) No. Types of data collection
e At the preparation and problem 21-50 Informal conversation
identification phase (Qualitative data)

e January 2017- September 2017

1. C.M.U volunteers

2. C.M.U students 400 A survey (Quantitative and
Qualitative data)

3. C.M.U students 12 Interviews (Qualitative data)
3. C.M.U staff 5 (staff from | Interviews (Qualitative data)
(C.M.U1-3, SDO1-3, WR01-2, MK01- | Management
05) teams)

5 (lecturers)
4. Authorities (GOV1-5) 5 Interviews (Qualitative data)
5. Private sectors (RS01-4, PTT1) 5 Interviews (Qualitative data)
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6. NGO (NGO01-5) 5 Interviews (Qualitative data)

7. Residents (RES1-5) and 5 The focus group + Observation

Visiting 3R centres (Qualitative data)

e At the research planning and acting 20-60 Testing the findings (the

phases recycling competition on
Facebook and 2 C.M.U boards)/
e October 2017- December 2017 (Qualitative data)

1. Recycling Ambassador

2. The ambassadors’ friends 200-4000 Testing the findings (the
recycling project on Facebook
and 2 C.M.U boards)
(Qualitative and quantitative
data)

e At the evaluation phase 200 The satisfaction survey
(Quantitative and Qualitative
*  December 2017- January 2018 data) and observation (from the

1. C.M.U students content of the competitors)

2. Ambassadors

Table 4.19: Conclusion of expected participants

This chapter demonstrated that the study uses ‘the Five steps of action research’,
recommended by Fourali (2016). See table 4.19. However, for the design of the
presentation, it will present the steps via preparation, problem identification, research

planning and taking, evaluation, and learning and reporting of the results.

From the preparation step until the reporting step, learning steps were used for all steps to
ensure the improvement of the steps. This action research was conducted from January
2017 to January 2018. There were different research participants, but the primary target

audience for raising recycling awareness were undergrad students at CMU.

For the preparation step, to access the university to conduct the study, official permission
from the Vice-Chancellor had to be gained due to the government university rules and
other rules. Then the researcher was required to describe the research aims and objectives
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to gain further permission and recommendations from the university teams. The researcher
had to follow the university’s directions which were to support the university’s mission,

vision, and the university’s development plan.

Informal conversation and observation were used to collect the data from the teams. For
the secondary data collection or documentation, this study planned to use university reports
and theses, to update CMU on the current waste and recycling situation.

It was discovered that the teams had struggled with reaching recycling objectives and
identified many barriers. Moreover, most students did not recycle at the source due to
many factors. While the staff believed that the students performed recycling for each
university event, it was unclear if the recycling behaviour was sustainable. So, through
these processes, the researcher learnt and understood the real situation, then a plan was

adapted to meet the mutual aims between the researcher and the university.

For the stakeholders’ data collection plan, the researcher submitted letters to gain access to
each organisation in advance, and it was found that all the request letters sent took
significant time for approval. Furthermore, the data collection had to be changed many
times to suit the availability of each participant. Although the study was designed to collect
data from 5 participants from each group which were CMU policymakers, CMU operators,
CMU lecturers, government sectors, private sectors, NGOs, residents, and others, the total
amount of actual participants would need to be adjusted again during the running process.
See table 4.9.

After the preparation phase, the next step was the problem identification step; the
researcher planned to collect data from each group from April 2017 until August 2017. The
researcher had to approach each faculty at CMU to introduce herself and invited some
lecturers to introduce the study and the project to their students for the recruitment of

student volunteers to run the activities.
Online communication, in particular, on Facebook and LINE, were adopted to save time

after the researcher was introduced to the participants. It was estimated that 21-50 student

volunteers would participate in the project. Four-hundred survey respondents from 21
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faculties were in the plan. Then, twelve student interviewees were projected for semi-

structured interviews and other CMU staff and CMU stakeholders.

At the research planning and research taking phases or steps, volunteers had three tasks that
they had to complete to achieve the outlined goals each varying in complexity. For the easy
task, they had to deliver and collect 20 sets of the survey to each faculty. The medium task
was designed for testing online engagement, so the volunteers had to invite twenty friends
to select the post on the Facebook Page and share it to their Facebook. The hard task was
designed for spreading students’ words to promote recycling behaviour as recycling
ambassadors to at least three teams from each volunteer. So, it was estimated that between
two hundred and four thousands student participants were engaging with the promotion,

which tended to have recycling attitudes and improve recycling behaviours. See table 4.19.

Due to the permission restrictions, this study only utilised one other type of medium to
promote the project, which was university notice boards. However, LINE, student Facebook
accounts, library boards and kitchen boards are applicable as innovative tools for promoting

activities and raising the awareness, created by students.

For the research evaluation step, two hundred sets of a satisfaction survey after the
conclusion of the recycling ambassador competition were collected and analysed. This task
was not included in the three tasks for the responsibility of the volunteers’, but they did

deliver and collect the survey for the researcher.

It can be said that this study was carried out at CMU and other provinces by collecting both
qualitative and quantitative data. A quota sampling technique was designed for the data
collection for the first survey, but a convenience sampling technique was adopted for the
data collection at the end of the project. For the interview method and the focus group
method, purposive sampling and snowballing sampling were utilised to analyse the findings
from CMU staff and CMU stakeholders.

The research planning for the data analysis was achieved by using excel and SPSS for the
guantitative data analysis. At the same time, the thematic system was utilised to group the
qualitative data and then present the findings by interpretation and explanation on how to

promote recycling among students
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Chapter 5: Research Findings

5.1. Introduction

Chapter 4 presented the research design, the procedures addressing the research questions
and the research objectives. Moreover, it explained how to implement the ‘CMU London
Recycling Project’ on the Facebook page to test the findings.

As a consequence, chapter 5 illustrates the results of the research design. Section 5.2
consists of the results from the Preparation and the Problem Identification Phase. Section
5.3 demonstrates the findings from the Research Planning and Research taking. Section
5.4 reveals the results of the Research Evaluation Phase. Finally, section 5.5 presents a

summary of this chapter.

This study utilises a comparison between the five steps of action research (Problem
identification, Action planning, Action taking, Evaluation, and Report learning) and the
eleven steps of the application of social marketing strategies of Fourali (2016). Every
chapter displays the reporting and learning steps, while the contributions demonstrate what
the researcher ascertained from the actions implemented in this study.

5.2. The findings at ‘The Preparation and The Problem

Identification Phases’

Section 5.2 consists of six sections, 5.2.1, to 5.2.6. presenting the results from the
Volunteer Recruitment, the Student Questionnaire, the Semi-Structured Interviews of the
students, CMU staff and other CMU stakeholders, and the results of the Residents’ Focus
Group.

169



5.2.1. Volunteer Recruitment and Contributions

Target of
Volunteer Course/Faculty (21) volunteers Updated Codes Gender Actual
Coding (21-63) Volunteers
(18)
VO011- Humanities 1-3 - - 0
V013
V021-V023 | Education 1-3 V021, V022, 1M, 2F 3
V023
V031-V033 | Fine Art 1-3 V031 M 1
VV041-V043 | Social Sciences 1-3 V041, V042 2F 2
V051-V053 | Science 1-3 V051 1M 1
V061-V063 | Engineering 1-3 - - 0
V071-V073 | Medicine 1-3 - - 0
V081-V083 | Agriculture 1-3 - - 0
V091-V093 | Dentistry 1-3 - - 0
V101-V103 | Pharmacy 1-3 - - 0
V111-V113 | Associated Medical 1-3 V111, V112, 2M, 1F 3
Sciences V113
V121-V123 | Nursing 1-3 - - 0
V131-V133 | Aggro-industry 1-3 V131, V132, 1M, 2F 3
V133
V141-V143 | Veterinary Medicine 1-3 - - 0
V151-V153 | Business 1-3 V151, V152 2F 2
Administration
V161-V163 | Economics 1-3 - - 0
V171-V173 | Architecture 1-3 - - 0
V181-V183 | Mass 1-3 V181 1F 1
Communication
V191-Vv193 | Political Science and 1-3 V191 M 1
Public
Administration
V201-V203 | Law 1-3 V201 M 1
V211-V213 | Art, Media, and 1-3 - 0
Technology
Total 21-63 - 8M, 10F 18

Table 5.1. The Number of VVolunteers
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Table 5.1 demonstrates that eighteen volunteers were invited to work on the recycling

project. The election to utilise volunteers for this study was influenced by Cialdini et al.

(1984), from ‘The door-in-the Face Technique in Reciprocal Concessions’. Eighteen

students from ten faculties were selected as volunteers. Altogether there were three

students from The Faculty of Education, one student from The Faculty of Fine Art, two

students from The Faculty of Social Sciences, one student from The Faculty of Science,

three students from The Faculty of Associated Medical Sciences, three students from The

Faculty of Aggro-industry, two students from The Faculty of Business Administration, one

student from The Faculty of Mass Communication, one student from The Faculty of

Political Science and Public Administration, and one student from The Faculty of Law.

Recycling
Ambassador
Competition at

least 3 participants

Cash (£111/5,000b. per a

winner)

The volunteer Time Goal Rewards/Prizes Results
task
1. Easy task September The delivery of 20 | The Recycling T-shirt All 18 volunteers
2017 sets of survey achieved the goal
questionnaires per
faculty
2. Medium October To invite 20 The Recycling Certificate as Seven volunteers
task 2017 friends to engage a university recycling volunteer | from 3 faculties
with the Facebook achieved the goal
activity (V051,V111,V11
2,V113,V131,V13
2,V133)
3. Hard task October- To encourage The certificate of the volunteer Three volunteers
December students to winners achieved the goal
2017 participate in the (\V051, V111, and

V131)

Table 5.2: The Outcomes for the VVolunteer Tasks
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Examples of rewards The feedback from students

1. A T-shirt with a logo V051, V111, V131, and V132 commented that their
friends loved the t-shirt logo on the front and that
Recyeiing 5 ,“ they felt comfortable with the Thai language and the
Uy, baby elephant on the back of the t-shirt. Their

Ambassador

friends projected that they would participate in the

< next activity in order to gain other rewards.

ront Back

Moreover, they commented that the t-shirts were
suitable to wear during other activities and some

even wore the t-shirts on their team holidays.

2. The Certificate

Volunteer ) .
Cemﬁ’c ate qfﬂlecognition Most of the volunteers said that the certificate was a
s confio s gt i esaidlon functional tool that could potentially help them on
Sirinad Chandee theil’ career path

whe s given te e an cutsanding Chiany . Mot univerity sudent by froely

giving the gencrews gift of time, talent. and. @ volunteer in bebedfof

the CMU London Recycling Project 2017
3. The Student fund award and the certificate All the winners said that they were delighted to
y | receive the student fund award as it could help to
Congratu'atlons- support their other needs.
Recycling

Student Award = £111 /5,000b.

Table 5.3: Examples of the Rewards and the Feedback

Based on the informal interviews and tasks, the volunteers delivered the survey forms to
their roommates who were studying on different courses, and then returned the survey
forms to the researcher. In total, 394 students from twenty-one faculties completed the
questionnaire. Also, the volunteers provided useful feedback; such as their availability
(V021, V022, V041, V051, and V131) and their exam schedule to avoid any scheduling
issues and to ensure a sufficient number of students participated. Then, some volunteers
(V051, V111, V131), and (V132) commented that their friends loved the t-shirt logo on the
front and that they felt comfortable with the Thai language and the baby elephant on the
back of the t-shirt. Their friends projected that they would participate in the next activity in
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order to gain other rewards. The next useful feedback was that their friends participated in
the first activity for, multiple reasons (selecting three posts and sharing the posts to get
some rewards such as key rings with London logos). For example, seven volunteers from
three faculties (V051, VO11 and VO13) enjoyed delivering the awards to their friends,
they were happy, and their friends were happy. They told the researcher that their friends
tried to win the first activity because it was easy to become one of the winners. The
keyrings, which was one of the rewards, were used as their motorcycle key holder.
Moreover, they commented that the t-shirts were suitable to wear during other activities
and some even wore the t-shirts on their team holidays. Furthermore, most of the
volunteers said that they were delighted to receive the student fund award as it could help
to support their other needs. See table 5.3 above.

Also, some volunteers informed the researcher about the reasons why some students were
not interested in becoming volunteers. According to informal conversations, some students
had the intention to engage with the questionnaires, filling, delivering or collecting them;
however, they did not want to have too much responsibility. Some students suggested that
they only wanted to participate in compulsory university activities such as ‘volunteering’

to gain university credits or improve their university scores.

Furthermore, in December of 2017 once the ambassador competition ended the researcher
allocated additional tasks to the volunteers without setting a fixed time frame such as quota
sampling, setting targets and rewards for delivering and collecting the satisfaction survey.
It was discovered that compared to the task with a fixed time frame and set goals, it took
longer to be completed, and the principal respondents were from one faculty. The survey
without a fixed time frame response rate was not as high as the rate from the easier task

that included incentives.

At the evaluation phase, two hundred sets of the satisfaction survey were delivered, and
one hundred and twenty-four sets were returned for data analysis. The response rate for the
survey without a fixed time frame was 81% (124/200), compared to the response rate from
the easier task which was 93.80% (394/420), (the details are presented in the next section,
results of the survey). Cialdini et al. (1984), stated that giving incentives to students to
finish tasks was a potent tool; however, this study discovered that incentives and their

availability possibly influenced the task and the outcome
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5.2.2. Student Questionnaire Survey and the Contributions to this Study

One of the research objectives is to investigate the backgrounds of the students, primarily
their interests, lifestyle, and their perspectives for promoting recycling practices in the
university (mentioned in chapter 1: the research aims and chapter 3: the research design).
By investigating the background of the students, it can be determined if their lifestyle or
their culture was a determining factor. The method of delivering the questionnaire to the
students at CMU was via the student volunteers, and it was determined to be a successful
method. Section 5.2.2.1 presents the response rates of the survey, the source, and
discoveries made by the researcher. Section 5.2.2.2 explains in detail the results, including

an analysis of why the delivery method was successful.

Student Questionnaire Results at the Problem Identification Phase

1. Gender
Valid Per]
Gender Frequency| Per cent centl Cumulative Per cent]
\VValid 0 (Unspecified) 2 0.5 0.5 0.5
1 (Male) 143 36.3 36.3 36.8
2 (Female) 249 63.2 63.2 100.0
Total 394 100.0 100.0

Table 5.4: Frequency of Genders

Table 5.4 demonstrates that three hundred and ninety-four university students at CMU
(Chiang Mai University) were surveyed for two weeks, and the completed questionnaires
were delivered and collected by volunteers from three campuses (Main campus /Saun Sak
campus; Saun Dok campus; Mae Hea campus). There were slightly more females in the
sample at a rate of sixty-three per cent approximately or 249 female students from a total
of 394 students, while the number of male students was one hundred and forty-three or
thirty-six per cent approximately. Also, two students did not specify their gender. See
table 5.4 above.
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2. Age

Cumulative Per
Age Frequency |Per cent| Valid Per cent cent
\Valid 0 (Unspecified) 1 3 3 3
1(<18vy) 1 3 3 5
2(18-21y)) 295 74.9 74.9 75.4
3(22-25y)) 96 24.4 24.4 99.7
4 (>25y.) 1 3 3 100.0
Total 394 100.0 100.0

Table 5.5: Frequency of the Age of the Students

Table 5.5 demonstrates that the highest age range of the participants was between eighteen
and twenty-one years old at a rate of 74.9 %. The second-highest student age range was at
24.4% or ninety-six students from a total of three hundred and ninety-four. The last three
categories had one participant per group, which were the age ranges above twenty-five,
under eighteen, and in the category of unspecified, representing a rate of 0.3 %. See Table

5.5 above.

3. Educational Level

|[Educational Level Frequency | Per cent | Valid Per cent Cumulative Per cent

\Valid 0 (Unspecific) 6 1.5 1.5 1.5
1 (1%t year) 55 14.0 14.0 15.5
2 (2" year) 42 10.7 10.7 26.1
3 (3 year) 137 34.8 34.8 60.9
4 (4" Year) 154 39.1 39.1 100.0
Total 394 100.0 100.0

Table 5.6: Frequency of Educational Levels

Table 5.6 demonstrates that the highest number of participants was in the fourth-year
student group at 39.1% or 154 students out of 394 students. The second-highest number of
participants was in the third-year student group at 34.8% or one hundred and thirty-seven
students. The third and fourth highest number of participants were from the first-year

student group and the second-year student group at 14.0% and 10.7% or fifty-five students
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and forty-two students, respectively. Six students did not identify their educational level,

representing a rate of 1.5%. See table 5.6 above.

4. The Faculties or the Courses of the Students

[Faculty Frequency | Percent | Valid Per cent| Cumulative Per cent

\Valid 1 21 5.3 5.3 5.3
10 20 5.1 5.1 10.4
11 17 4.3 4.3 14.7
12 20 5.1 5.1 19.8
13 19 4.8 4.8 24.6
14 20 5.1 5.1 29.7
15 20 5.1 5.1 34.8
16 19 4.8 4.8 39.6
17 5 1.3 1.3 40.9
18 20 5.1 5.1 45.9
19 19 4.8 4.8 50.8
2 20 5.1 5.1 55.8
20 20 5.1 5.1 60.9
21 20 5.1 5.1 66.0
3 20 5.1 5.1 71.1
4 20 5.1 5.1 76.1
5 20 5.1 5.1 81.2
6 19 4.8 4.8 86.0
7 20 5.1 5.1 91.1
8 20 5.1 5.1 96.2
9 15 3.8 3.8 100.0
Total 394 100.0 100.0

Table 5.7: Frequency of Faculties
(1= Humanities, 2= Education, 3= Fine Arts, 4= Social Sciences, 5= Science, 6= Engineering, 7=

Medicine, 8= Agriculture, 9= Dentistry, 10= Pharmacy, 11= Associated Medical Sciences, 12= Nursing,
13= Argo-industry, 14= Veterinary Medicine, 15= Business Administration, 16= Economics, 17=
Architecture, 18= Mass Communication, 19= Political Science and Public Administration, 20= Law, 21=

Art, Media and Technology)
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Table 5.7 demonstrates that the participants were from twenty-one faculties, with The
Faculty of Humanities accounting for twenty-one students. There were twenty students
from each of the Faculties of Education, Fine Arts, Social Sciences, Science, Medicine,
Agriculture Pharmacy, Nursing, Veterinary, Medicine, Business Administration, Mass
Communication, Law, and Art, Media and Technology. The faculties of Engineering,
Argo-industry, Economics, Political Science and Public Administration accounted for
nineteen participants each. While the faculties of Dentistry, Associated Medical Sciences,

Architecture had seventeen, fifteen, and five students, respectively. See table 5.7 above.

5. Religion

|Religion Frequency Per cent Valid Per cent | Cumulative Per cent

Valid 0 (No religion) 1 3 3 3
1 (Buddhism) 374 94.9 94.9 95.2
2 (Muslim) 6 1.5 15 96.7
3 (Christian) 11 2.8 2.8 99.5
4 (Others) 2 5 5 100.0,
Total 394 100.0 100.0

Table 5.8: The Frequency of the Types of Religion

Table 5.8 demonstrates that the dominant religion was Buddhism represented at 94.9% or
three hundred and seventy-four students from three hundred and ninety-four. Christian,
Muslim and others, are shown at eleven, six, and two students (2.8%, 1.5%, and 0.5%)
respectively. Also, there was one student or 0.3% who did identify as having a religion.
See table 5.8 above.
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. Location

The residential areas of the
families of the students Frequency [Per cent| Valid Per cent | Cumulative Per cent
\Valid 1 (North, West)
314 79.7 79.7 79.7
2 (North East)
15 3.8 3.8 83.5
3 (Central, East)
48 12.2 12.2 95.7
4 (South)
17 4.3 4.3 100.0
Total 394 100.0 100.0

Table 5.9: The Frequency of the Residential Areas of the Families of the Students

Table 5.9. demonstrates that the majority of participants came from the North and the West

of Thailand at three hundred and fourteen students or 79.7%. Meanwhile, Central, East,
South, and the North East of Thailand is represented at 12.2%, 4.3%, and 3.8% or forty-

eight, seventeen, and fifteen students, respectively. See Table 5.9 above.

7. The Location (Municipality/Non-Municipality) of the Students’ Families

The Location of the Students’ Families | Frequency | Per cent | Valid Per cent |Cumulative Per cent

\Valid 0 (Unspecified) 13 3.3 3.3 3.3
1 (Municipality) 210 53.3 53.3 56.6
2 (Non-municipality) 171 43.4 43.4 100.0
Total 394 100.0 100.0

Table 5.10: The Frequency of the Locations of the Students’ Families

Table 5.10 demonstrates that the number of students’ families that are located in a

municipality was represented at two hundred and ten families or 53.3%. The number of

students’ families that are located in a non-municipality was represented at 43.3%. Also,

there were thirteen participants or 3.3% who did not know or did not specify their families

location. See table 5.10 above.
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8. Type of Accommodation

Cumulative Per
Type of Accommodation Frequency | Per cent | Valid Per cent cent
\Valid 0 (Unspecified) 2 .5 .5 5
1 (alone) 128 32.5 32.5 33.0
2 (with 1 student) 174 44.2 44.2 77.2
3 (with >1student) 53 135 135 90.6
4 (with family/ relatives) 37 94 9.4 100.0,
Total 394 100.0 100.0

Table 5.11: The Frequency of the Type of Accommodation

Table 5.11 demonstrates the number of participants that lived with one roommate was
represented at 44.2% or one hundred and seventy-four out of three hundred and ninety-four
participants. Living alone was second in the ranking represented at 32.5% or one hundred
and twenty-eight students. Living with more than one roommate and living with their
family or relatives was represented at 13.5% and 9.4%, respectively. Also, there were two

students or 0.5% who did not specify the type of accommodation. See Table 5.11 above.

9. Students’ Monthly Income or Spending

The frequency of the

Students’ Monthly

Spending or Income |Frequency Per cent \Valid Per cent Cumulative Per cent

\VValid 1 <£66.67p 19 4.8 4.8 4.8]
2 (£66.67p-£111) 127 32.2 32.2 37.1
3 (>£111-£222) 188 47.7 47.7 84.8]
4 (>£222) 60 15.2 15.2 100.0
Total 394 100.0 100.0

Table 5.12. The Frequency of the Students’ Monthly Spending or Income
(1= under 3,000 b/£66.67, 2= 3,000-5,000 b./£66.67-£111.11, 3= >5,000- 10,000 b/£111.11-£222.22, 4=

>10,000 b/E 222.22) (Exchange rate 45 b.=£1)

Table 5.12 demonstrates that one hundred and eighty-eight students or 47.7% spent
between £111.11 and £222.22 per month. One hundred and twenty-seven students or
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32.2% spent between £66.67 and £111.11 per month. Sixty students or 15.2% spent over
£222.22 per month. While the number of students that spent under £66.7 per month was
represented at 4.8% or nineteen students, see table 5.12 above.

The significance of the findings to the contribution of this study is that questions 1-9
present that the information collected came from both males and females whose ages were
between eighteen years old and twenty-one years old. They were mainly studying in CMU
in the third and the fourth academic year. All respondents were studying undergrad
courses, and the principal religion was Buddhism. Almost eighty per cent of participants
previously lived in the North and the West regions of Thailand and where equally located
in the municipality and non-municipality areas. At the time of being respondents, over
seventy per cent of participants either lived alone or lived with one roommate, and they

spent between sixty-six pounds to two hundred and twenty-two pounds per month.

There are two critical points identified by the survey, which are useful for this study. First,
the findings represent the general population of CMU students. Second, the survey was
helpful to comprehend the sample population. These facts were applied to the design of the
recycling project. For example, the findings indicated that the activity on social media
should be attractive for all genders.

Moreover, it should not only focus on Buddhism because religions were varied. Next, due
to their diversity, the activity should not have any impact on the location of their family
home or the authorities (municipality or non-municipality areas) at their family homes.
Also, the social media recycling activity should make use of a word-of-mouth strategy, and
it would have a higher success rate if each faculty or course competes with each other,
even if they share similar backgrounds. Next, to encourage participants to engage with
recycling activities effectively, the activity should be designed by themselves and their
roommates. Moreover, to increase the number of participants, the amount of money
offered as an incentive for participation should appear valuable, and it should be calculated

according to their monthly spending.
The first part of the findings provides the socio-demographical information, whereas the

next part provides their lifestyles or their interests on social media platforms which are the

next critical factors implemented in the design of the recycling project.
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Part 2: Student Lifestyle on Social Media

Questions 10-13 of the questionnaire demonstrate the students use and experience in using

social media platforms. First, it provides information about how long they have been using

social media platforms. Second, it identifies which social media platforms are the most

popular. Finally, it identifies the types of electronic devices used to access social media

platforms. This information is presented below in Tables 5.13-5.41.

10. Experience Using Social Media Platforms

Cumulative Per
Experience Frequency | Per cent | Valid Per cent cent
\Valid 1- less than 2 years 2 0.5 0.5 0.5
2-4 years 37 94 9.4 9.9
More than 4 years 355 90.1 90.1 100.0
Total 394 100.0 100.0

Table 5.13: The Frequency of the Number of Years Experience Using Social Media Platforms

Table 5.13 demonstrates that 90.1% of participants had more than four years of experience

using social media platforms. 9.4% of participants had between two years and three years

of experience using social media platforms, and 0.5% of participants had less than two

years of experience using social media platforms. See table 5.13 above.

11. Types of Devices Utilised to Access Social Media Platforms

Cumulative Per
Cell Phone Frequency | Per cent | Valid Per cent cent
\Valid Not used 4 1.0 1.0 1.0
Used 390, 99.0 99.0 100.0,
Total 394 100.0 100.0

Table 5.14. The Frequency and Percentage of Social Media Use via a Cell Phone

99% of the students accessed social media platforms via cell phone, while only 1% or four

out of three hundred and ninety-four students did not use a cell phone to access social

media platforms via cell phone. See table 5.14 above.

I-Pad/Tablet |Frequency |Per cent  |valid Per cent [Cumulative Per cent
\Valid Not Used  |287 72.8 72.8 72.8

Used 107 27.2 27.2 100.0
Total 394 100.0 100.0

Table 5.15 The Frequency and Percentage of Social Media Use via an I-pad/Tablet
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Table 5.15 demonstrates that 72.8% of students accessed social media platforms via an I-
Pad/ Tablet while, 27.2% did not access social media platforms via an 1-Pad/Tablet. See
table 5.15 above.

[Notebook/Laptop

Computer Frequency | Per cent | Valid Per cent | Cumulative Per cent

\Valid Not Used 75 19.0 19.0 19.0
Used 319 81.0 81.0 100.0

Total 394 100.0 100.0

Table 5.16: The Frequency and Percentage of Social Media Use via a Notebook/Laptop Computer

Table 5.16 demonstrates that 81.0% of students accessed social media platforms via a
notebook/laptop computer, while and 19% did not access social media platforms via a
notebook/laptop computer. See table 5.16 above.

Desktop Computer / Cumulative Per

Other Frequency | Per cent [ Valid Per cent cent

\Valid Not Used 199 50.5 50.5 50.5
Used 195 49.5 49.5 100.0,

Total 394 100.0 100.0

Table 5.17: The Frequency and Percentage of Social Media Use via a Desktop Computer / Other

Table 5.17 demonstrates that one hundred and ninety-five students or 49.5% accessed
social media platforms via a desktop computer, while one hundred and ninety-nine
students or 50.5% did not use a desktop computer to access social media platforms. See
table5.17 above.

According to the findings, the primary device used to access social media platforms was a
cell phone at three hundred and nineteen students. Second, in the ranking was a computer
at one hundred and ninety-five students, and third was an I-Pad/ Tablet at one hundred and

seven students.
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12. Types of Social Media Platforms

Cumulative Per
Facebook Frequency | Per cent | Valid Per cent cent
\Valid Not Used 4 1.0 1.0 1.0
Used 390 99.0 99.0 100.0
Total 394 100.0 100.0

Table 5.18: The Frequency of the Use of Facebook

Table 5.18 demonstrates that 99% of students used Facebook, while four students or 1%
did not use Facebook. See Table 5.18 above.

Cumulative Per
Twitter Frequency | Per cent | Valid Per cent cent
\Valid Not Used 160 40.6 40.6 40.6
Used 234 59.4 59.4 100.0j
Total 394 100.0 100.0

Table 5.19: The Frequency of the Use of Twitter

Table 5.19 demonstrates that 59.4% of students used Twitter, while the one hundred and

sixty students or 40.6% did not use Twitter. See Table 5.19 above.

Cumulative Per
Instagram Frequency | Per cent | Valid Per cent cent
\VValid Not Used 50 12.7 12.7 12.7,
Used 344 87.3 87.3 100.0
Total 394 100.0 100.0

Table 5.20: The Frequency of the Use of Instagram

Table 5.20 demonstrates that 87.3% of students used Instagram, while fifty students or
12.7% did not use Instagram. See Table 5.20 above.

Cumulative Per
YouTube Frequency |Per cent [Valid Per cent [cent
\VValid NotUsed |22 5.6 5.6 5.6
Used 372 94.4 94.4 100.0
Total 394 100.0 100.0

Table 5.21: The Frequency of the Use of YouTube
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Table 5.21 demonstrates that there was a significant difference between the number of
students that used YouTube compared to those that did not use Youtube at 94.4% and
5.6% respectively. See Table 5.21 above.

|Google+ Frequency | Per cent | Valid Per cent [Cumulative Per cent
\Valid Not Used 186 47.2 47.2) 47.2)

Used 208 52.8 52.8 100.0
Total 394 100.0 100.0

Table 5.22: The Frequency of the Use of Google+

not use Google+. See Table 5.22 above.

Table 5.22 demonstrates that 52.8% of students used Google+, while 47.2% of students did

\WhatsApp Frequency | Per cent | Valid Per cent | Cumulative Per cent
\Valid Not Used 359 91.1 91.1 91.1

Used 35 8.9 8.9 100.0
Total 394 100.0 100.0

Table 5.23: The Frequency of the Use of WhatsApp

Table 5.23 demonstrates that 91.1% of students used WhatsApp, while 8.9% did not use
WhatsApp. See Table 5.23 above.

LINE Frequency| Per cent] Valid Per cent] Cumulative Per cent
\Valid Not Used 9 2.3 2.3 2.3

Used 385 97.7 97.7 100.0
Total 394 100.0 100.0

Table 5.24. The Frequency of the Use of LINE

Table 5.24 demonstrates that three hundred and eighty-five students or 97.7% used LINE,
while nine students or 2.3% did not use LINE. See table 5.24 above.

Skype |Frequency Per cent  |Valid Per cent |Cumulative Per cent
\Valid NotUsed 327 83.0 83.0 83.0

Used 67 17.0 17.0 100.0
Total 394 100.0 100.0

Table 5.25: The Frequency of the Use of Skype
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Table 5.25 demonstrates that sixty-seven students or 17% used Skype, while three hundred

and twenty-seven students or 83% did not use Skype. See table 5.25 above.

Other Social Media Platforms Frequency | Per cent [Valid Per cent [Cumulative Per cent
\Valid Not Used 388 98.5 98.5 98.5
Used (KaKao, QQ) 6 1.5 1.5 100.0
Total 394 100.0 100.0,
Table 5.26 The Frequency of the Use of Other Social Media Platforms
o Table 5.26 demonstrates that there were two other social media platforms used by a

small percentage of students. The platforms were KaKao and QQ. Six students or 1.5%
used these other social media platforms, while three hundred and eighty-eight students or
98.5% did not use them. See table 5.26 above.

Social Media Platform

Types and the

|Frequency of Use Frequency | Per cent | Valid Per cent | Cumulative Per cent

\VValid  Unidentified 18 4.6 4.6 4.6
Facebook 197, 50.0 50.0 54.6
Twitter 36 9.1 9.1 63.7,
Instagram 41 10.4 10.4 74.1
YouTube 39 9.9 9.9 84.0
Google+ 4 1.0 1.0 85.0
WhatsApp 1 3 3 85.3
Line 57 14.5 14.5 99.7
Other 1 3 3 100.0

Total 394 100.0, 100.0

Table 5.27: Social Media Platform Types and the Frequency of Use

Table 5.27 demonstrates that Facebook was the primary social media platform used by
students at 50%. The second most used social media platform was LINE at 14.5%.

Instagram, YouTube, Twitter, Google+, WhatsApp, and Others were used at 10.4%, 9.9%,

9.1%, 1.0%, 0.3% and 0.3% respectively. While 4.6% of students did not indicate the

social media platform that they used. See Table 5.27 above.

The significance of the findings to the contribution of this study is that 90% of participants
had four years or more experience using social media platforms, and they accessed social
media platforms via their cell phones almost 100% of the time. Accessing social media

platforms via a computer or an I-Pad/Tablet was utilised as a second and third option,

185



respectively. Most of the students used Facebook, LINE, Instagram and YouTube.
Facebook was identified as the most popular social media platform at a rate of 50% of
participants, followed by LINE at a rate of 14.5%. While Instagram, YouTube and Twitter

were used at a rate of 10% or less.

According to the findings, it can be determined that social media use has become part of
routine life for the students and that a social media platform should be implemented to
conduct the recycling project. Also, due to Facebook having the highest percentage of
users, it can be determined that Facebook should be the social media platform utilised as a
communication channel and that it could be a compelling and innovative marketing tool.
Facebook has a cell phone app, and most of the students use their cell phones to access
social media. Lastly, the recycling activity on Facebook could also be adapted and applied

via LINE, Instagram, YouTube or Twitter.

Part 3: The Students Use of Facebook

Part 3 demonstrates the student’s lifestyle on Facebook determined from questions 14-20
in the questionnaire. First, the frequency of Facebook usage followed by the duration and

finally, the purpose and other reasons for using Facebook will be demonstrated below.

14. The Frequency of Facebook Use Per Week

Frequency of Facebook

Use Per week Frequency Per cent Valid Per cent Cumulative Per cent

\VValid 1 day 8 2.0 2.0 2.0
2-3 day 13 3.3 3.3 5.3
4-6 day 24 6.1 6.1 114
everyday 350 88.6 88.6 100.0

Total 395 100.0 100.0

Table 5.28: The Frequency of Facebook Use Per Week

Table 5.28 demonstrates that Three hundred and fifty students or 88.6% used Facebook
every day of the week, 6.1% used Facebook between four to six days per week, while 2%
used Facebook one day per week. See table 5.28 above.

15. The Frequency of Facebook Use Per Day
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Times for the use of Facebook Valid Per

Per Day Frequency | Per cent cent Cumulative Per cent

Valid  1-2times 38 9.6 9.7 9.7,
3-4 times 47 11.9 12.0 21.6
5-6 times 78 19.7 19.8 41.5
More than 6 times or
all time 230 58.2 58.5 100.0
Total 393 99.5 100.0

Missing 0 2 5

Total 395 100.0

Table 5.29: The frequency of Facebook Use Per Day

Table 5.29 demonstrates that two hundred and thirty students or 58.2% used Facebook
more than six times per day. Seventy-eight students or 19.7% used Facebook between five
to six times daily. Forty-seven students or 11.9% used Facebook between three to four
times daily. Thirty-eight students or 9.6% used Facebook between one to two times daily,
while two students or 0.5% did not identify their daily Facebook usage. See Table 5.29

above.

16. The Frequency of The Time Spent on Facebook

Responses
The Time of Day of Facebook usage N Per cent Per cent of Cases
Time Early morning 211 21.1%, 53.8%
During classes 172 17.2% 43.9%
Lunch time 252 25.3% 64.3%
After school till bedtime 363 36.4% 92.6%
Total 998 100.0% 254.6%

Table 5.30: The Frequency of The Time Spent on Facebook
(allowed to select more than one answer)

Table 5.30 demonstrates that students used Facebook throughout the day. The most
frequent time is after school until bedtime at three hundred sixty-three students or 36.4%.
The time of day with the least activity on Facebook is during class time, with one hundred

seventy-two students or 17.2%. See Table 5.30 above.
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17. The Duration of Facebook Usage Per Day

IDuration of Facebook Usage

Frequency Per cent |Valid Per cent |Cumulative Per cent
Valid less than 1 hr. 69 17.5 17.6 17.6
1-2 hrs. 93 235 23.7 41.3
2-3 hrs. 68 17.2 17.3 58.7
More than 3 hrs. 162 41.0 41.3 100.0
Total 392 99.2 100.0
Missing 3 .8
Total 395 100.0

Table 5.31: The Frequency of the Duration of Facebook Usage Per Day

Table 5.31 demonstrates that one hundred sixty-two students or 41% use Facebook for

more than 3 hours per day. Sixty-eight students or 17.2 use Facebook for between two to

three hours per day. Ninety-three students or 23.5% use Facebook between one to two

hours per day, and sixty-nine students or 17.5% use Facebook for less than one hour per

day. While three students or 0.8% did not give any information about their daily Facebook
use. See Table 5.31 above.

18. The purpose of Facebook Usage

Responses Per cent of
|Purpose N Per cent Cases
Post a picture or message 219 16.1% 55.4%
Check in 131 9.6% 33.2%
Play games 75 5.5% 19.0%
Follow news 310 22.8% 78.5%
Contact friends 331 24.4% 83.8%
Used for public relations 99 7.3% 25.1%
Purchase goods and services 89 6.6% 22.5%
Find new friends 50 3.7% 12.7%
It is popular/ a new trend 30 2.2% 7.6%
Other 24 1.8% 6.1%
Total 1358 100.0% 343.8%

Table 5.32: The Frequency of the Purposes of Facebook Usage
(allowed to select more than one answer)
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Table 5.32 demonstrates that the students' primary purpose for using Facebook is for
contacting their friends at 24.4% or for reading the news at 22.8%. However, there was
another purpose which was posting a picture or a message accounting for 16.1%. Checking
into places represents 9.6%, followed by public relations, purchasing goods and services,
and playing games at 7.3%, 6.6%, and 5.5% respectively. While finding new friends,
following a new trend, or other purposes is at 3.7%, 2.1%, and 1.8% accordingly. See
Table 5.32 above.

19. The Benefits of Facebook Usage

Responses Per cent of
|Frequency of the Benefits N Per cent Cases
IBenefits/ Education Support 35 7.0% 9.4%
Advantages Following the latest news 154 30.7% 41.5%

Exploring new social network communities 25 5.0% 6.7%

Making new social network friends 22 4.4% 5.9%

Convenient when communicating with friends or

others 227 45.2% 61.2%

Conducting online business 5 1.0% 1.3%

Entertainment 34 6.8% 9.2%
Total 502 100.0% 135.3%

Table 5.33:: The Frequency of The Benefits of Using Facebook
(allowed to select more than one answer)

Table 5.33 demonstrates that the highest percentage of respondents, 45.2% thought that

Facebook was beneficial because it was convenient when communicating with friends or

other people. Second in the ranking, is for following the latest news, accounting for 30.7%.

7% and 6.8%. of the respondents thought that Facebook was beneficial for education

support and entertainment, respectively While, making new friends, meeting new

communities, and conducting online business accounted for 5.0%, 4.4% and 1.0%

respectively. See Table 5.33 above.
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20. The Disadvantages of Facebook Usage

Responses Per
cent of
Types of Disadvantages of Facebook Usage Per cent Cases
|Disadvantages Risky information sharing 52 12.7% | 15.5%
Cyberbullying 22 54%| 6.5%
Addiction 141 34.3% | 42.0%
Less social interaction in real life 25 6.1% | 7.4%
Less privacy 63 15.3% | 18.8%
(LjJ_nwant_ed/ False information/ 108 26.3% | 32.1%

istraction

Total 411 100.0%| 1223
%

Table 5.34: The Frequency of the Types of Disadvantages of Facebook Usage

Despite Facebook having many benefits, the respondents identified multiple disadvantages
to the use of Facebook. Table 5.34 demonstrates that the highest percentage of students at
34.3% identified Facebook addiction as a disadvantage. Distraction from unwanted
information sharing is second in the ranking at 26.3%. Other disadvantages include less
privacy at 15.3%, risky information sharing at 12.7%, less social interaction in real life at
6.1%, and cyberbullying at 5.4%. See Table 5.34 above.

Part 4: Qualitative Data

Group | % Students Comments from Question 19- What are the Benefits of Using Facebook?

1 45.2 | Communicating with Friends or Others Easily, Conveniently, and/or speedily

e ‘Itis very easy to talk to friends via Facebook because everybody has their
own Facebook accounts’ (S0101)

e  ‘Facebook is for communicating among friends or groups’ (S0102);

e ‘Using Facebook is convenient for chatting with friends’ (S0103);

e ‘A use of Facebook is easy and convenient’ (S0212);

e ‘Itis good for communication, and it is the place where people can express
their opinions’ (S0218);

e “To talk to friends at ease’ (S0304);

e ‘Facebook is a place which everybody uses, so it makes communication
easier with one App (Facebook Application)’ (S0307);

e ‘I cantalk to my friends easily on Facebook’ (S0614);

e ‘Facebook is a channel making people contact each other easier’ (S0702);

e ‘Facebook makes communication easier because people can use it instead of
phoning’ (SS0806);
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‘It is a network using for contacting people who are distance’ (S0809);
‘Using Facebook is easy and free of charge’ (S1618);

‘It is accessible, and the system is well designed for all ages” (S1813);

‘It is the online network which connects people around the world and gives
them more convenience’ (S1814);

“To contact with friends and family easily’ (52015);

“To talk and send my files to friends easily’ (S2104).

30.7

Following the Latest News

Facebook is good for updating the news because it is faster than TV’
(S0502);

‘Using Facebook is good for updating the news of my friends’ (S0509);
‘It makes me do not miss the news’ (S0703);

‘There is always updating news’ (S1004);

“To update news without watching TV’ (S1017);

‘It is good for updating news speedy’ (S1601);

‘It is good for updating news and replacing newspapers/press’ (51819);
‘It can update news and provide information’ (S2004);

‘It is a source for searching news of the world’ (52014).

7.0

Education Support

‘It helps me to talk to my friends for our homework’ (S1107);

‘It is good because it uses to follow coursework and exams’ (S1111);

“To talk within groups about homework’ (S1815);

“To send my files and photos for my study/ multipurpose’ (S1802);

‘It can send my files to everywhere’ (S1904);

‘It is good for sending my homework, and it is for organising my group
work’ (S2103);

‘It is good for sending CV and photos for some job applications’ (S2104).

6.8

Entertainment

‘It is good for playing games’ (S0405);

‘For entertaining’ (S0420);

“To make the free time more value’ (S0610);

‘Entertainment’ (S0611);

“To search attractive females’ (50612);

‘It makes me feel relaxed’ (S1102);

‘There are some interesting Facebook pages which serve my interests’
(S1816);

‘Fun’ (S1907).
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5 5 Making New Social Network Friends
e ‘It can build social network friends easily” (S0320)

e  ‘To make more new friends’ (S1911)

6 4.3 Exploring New Social Network Friends

e  ‘To open opportunities for making new friends’ (S1109)

7 1 Conducting Online Business
e ‘Itis good for online business’ (S0316).
Total 100 | 100% = 141 respondent (or 34.3 % of 411 respondents)

Table 5.35: Students Comments from Question 19- What are the Benefits of Using Facebook?

Table 3.35 demonstrates the student's answers to question 19- What are the Benefits of
Using Facebook? In the form of original sentences and categorised into seven groups. See
Table 3.35 above.

e Group 1 (45.2%)- Communicating with Friends or Others Easily, Conveniently,
and/or Speedily

45.2% of students identified the primary benefit of using Facebook as ‘Communicating
with Friends or Others Easily, Conveniently, and/or speedily’. See Table 5.35 above.

e Group 2 (30.7%)- Following the Latest News

30.7% of students identified the primary benefit of using Facebook as ‘Following the
Latest News’. See Table 5.35 above.

e Group 3 (7.0%)- Education Support

7% of students identified the primary benefit of using Facebook as ‘Education Support’.
See Table 5.35 above.

e Group 4 (6.8%)- Entertainment

6.8% of students identified the primary benefit of using Facebook as ‘Entertainment’. See
Table 5.35 above.
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e Group 5 and group 6 - Making New Social Network Friends (5.0%) and

Exploring New Social Network Communities (4.3%)

5.0% of students identified the primary benefit of using Facebook as ‘Making New Social

Network Friends’, while 4.3% of students identified the primary benefit of using Facebook

as ‘Exploring New Social Network Communities’. See Table 5.35 above.

e Group 7 (1%)- Conducting Online Business

1% of students identified the primary benefit of using Facebook as ‘Conducting Online

Business’. See Table 5.35 above.

Table 3.36 demonstrates the students’ answers to question 20-What the Negative Aspects of

using Facebook are? In the form of original sentences and categorised into six groups. See
Table 3.36 below.

Group % Students Comments from Question 20-What the Negative Aspects of using Facebook?
1 34.3 | Addiction
e ‘Itis an addiction because of playing games’ (0103);
e ‘It wastes people time such as work or study time (when they are addicted)’
(0302);
e  ‘Students may interfere with their study time when they are often on
Facebook’ (0404);
e ‘It makes people too much addiction’ (0501);
e  ‘People spend time too much on it, so they do not want to do anything” (0612);
e ‘Itisaddictive and wastes time’ (0702);
e ‘It makes people addicted and spend time too much on it” (0711);
e ‘Itistough not to use it, and it wastes time’ (1008).
2 26.3 | Unwanted/ False Information Distraction
e  “There are spreading violence and unaccepted sexual behaviours without
censoring’ (0102);
e ‘Sometimes, it uploads too much advertisement’ (0209);
e ‘Itinserts advertisement that makes me feel upset’ (0712);
e ‘It often spreads false information which creates misunderstanding among
massive people’ (0713);
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e ‘It shows sexual harassment posts’ (0715);
e ‘It can build false information easily’ (1001);

e ‘It contains too much false information without any filtration” (1006).

3 15.31 | Less Privacy

e  “There is less privacy’ (0111);

e  ‘There is no privacy (0220);

e  ‘Itis for publicity and not privacy’ (0819).

4 12.7 | Risky Information Sharing

e ‘Itisrisky for approaching people’s private information” (0112);

e ‘It may be a fraud when people share their information too much’ (0320);

e  “‘When people show their lives to strangers, they may face several frauds’
(0511);

e  “There are online hackers, so Facebook users may be lost their property if they

are less beware of it’ (0710).

5 6.1 | Less Social Interaction in Real Life

e ‘It makes people pay attention to other people in the social world rather than
people in reality’ (0505);

e ‘People frequently talk on Facebook, and then they less meet or talk in their
real lives’ (0801).

6 5.4 | Cyberbullying
e ‘Everybody can post everything without thinking, and it causes some problems
with people lives’ (0104).

e ‘There are some pages destroying people reputations’ (0915).

Total

Table 5.36: Students Comments from Question 20-What the Negative Aspects of using Facebook?

Group 1: Addiction(34.3%)
34.3% of students identified the primary negative aspect of using Facebook as ‘Addiction’.
See Table 3.36 above.

Group 2: Unwanted/ False Information Distraction (26.3%)

26.3% of students identified the primary negative aspect of using Facebook as ‘Unwanted/

False Information Distraction’. See Table 3.36 above.
Group 3: Less Privacy (15.31%)

15.31% of students identified the primary negative aspect of using Facebook as ‘Less

Privacy’. See Table 3.36 above.
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Group 4: Risky Information Sharing (12.7%)

12.7% of students identified the primary negative aspect of using Facebook as ‘Risky
Information Sharing]. See examples such as participants no.0710 and no.0511 in Table
3.36 above.

Group 5: Less Social Interaction in Real Life (6.1%) and group 6: Cyberbullying
(5.4%)

6.1% of students identified the primary negative aspect of using Facebook as ‘Less Social
Interaction in Real Life’, while 5.4% of students identified the primary negative aspect of
using Facebook as ‘Cyberbullying’. See examples such as n0.0801 and no.0915 in Table
3.36 above.

The significance of the findings from part 1 and part 2 to the contribution of this study is
that it demonstrates that students use Facebook in their daily lives, and with a high
tendency to use Facebook for prolonged periods. Part 3 demonstrates that students are
addicted to Facebook, with some students using it for more than three hours per day.
Communicating with friends is identified as the main primary purpose for using Facebook.
Also, due to the in-depth nature of this study, the central primary negative aspect of
Facebook Use is identified as addiction.

Findings from previous studies and existing statistics show some similarities and some
differences. According to the study, The Study of Teenagers’ Behaviours in Using Social
Networking Sites (SNSs) in Thailand: A Case study of Facebook’ from Kongrach (2011),
it concluded that 400 students were addicted to Facebook for multiple reasons, such as
photo and video sharing, searching for friends, sending messages, playing games,
expressing their opinions, and sharing their likelihood. Similarly, this study significantly
demonstrated that participants used Facebook for contacting friends, following the news,

posting pictures or messages. See Table 5.37 below.

Comparison of Findings in
Thailand

The results from a previous
study (in 2011)

The results from
this study (2017)

No. of participants

400

394

Educational level

Undergrads and above

Undergrads

ages

19-21

18-21 (74.9%)

Experienced on Facebook

One year

More than four years (90.1%)
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Frequency of the use per week | 1-5 times weekly everyday

No. of hours daily 1-3 hours. 1-3 hours (40.7%)
Over 3 hours (41.0%)

Table 5.37: The comparison of the research findings in Thailand in 2011 and
the findings from this study in 2017.
Source: Adapted from Kongrach (2011)
However, the participants from the previous study used Facebook for 1-3 hours daily and
had one year worth of using a Facebook account. In this study, the addiction becomes
profoundly significant because the participants used Facebook for 1-4 hours daily at 40.7
%, and 41% used it over 4 hours daily. Also, they had experience using a Facebook

account for over four yearsSee Table 5.37 above.

The statistics on Facebook usage | No. of No. of No. of No. of users

in Thailand users users users in 2017
in 2011 in 2013 in 2015 (millions)
(millions) (millions) (millions)

Source: Zocial Inc. (2011) 13.27

Source: Zocial Inc. (2013) 18

Source: Bangkok Post (2018) 37

Source: Bangkok Post (2018) 49

Table5.38: The comparison of the statistics on Facebook usage in Thailand
every two years, from 2011 until 2017.

This study references the statistics on Facebook usage in 2011 in Chapter 2. In 2011
Thailand had 13.27 million Facebook users, (Zocial Inc, 2011). However, the number of
Facebook users dramatically increases in 2015 and 2017 at 37 and 49 million, respectively
(Zocial Inc, 2013 and Bangkok Post, 2018). This study was, therefore, this study was
conducted during a period of a dramatic increase in Facebook usage and Facebook
addiction. The number of users in 2017 is almost four-fold the number of users in 2011
(Bangkok Post, 2018). See Table 5.38 above.

Therefore it can be concluded that Facebook is the primary tool to be adopted in the
process of this study and will likely have a high engagement rate amongst students.
However, conducting the process of this study on Facebook should be combined with
students’ purpose for using Facebook in the first place.
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The recommendations, process and the implementation of the recycling activity on

Facebook is explored in the next section of this study part 5.

Part 5: Recommendations, Process and the Implementation of the Recycling Activity
on Facebook

Questions 21-28 in the questionnaire explored how to use Facebook to promote recycling
effectively. Students’ opinions on how to use Facebook to promote recycling in their
university are demonstrated by a scoring system. The scoring system is 2; -1; 0; +1; +2
representing ‘strongly disagree’, ‘disagree’, ‘I don’t know’, ‘agree’, ‘strongly agree’
accordingly.

The researcher then converted the scoring system for questions 21-28 to 0.01 to 5.00
instead of -2 to +2. See table 5.39 below.

The Range of the Scores
Strongly agree  4.51-5.00

Agree 4.50-3.51
Do not know 3.50-2.51
Disagree 1.51-2.50

Strongly disagree 0.01-1.51

Table 5.39: Students Opinion Scores from questions 21-28

Furthermore, it has two parts, rating the score of agreement or disagreement and providing
their opinions by filling in the gap. They are demonstrated by manual grouping and in a

group of tables. Table 5.40 below demonstrates the answers provided for questions 21-25.

1. Can Facebook deliver knowledge and entertainment? 0 1- 2-2+ 1+
2. Can we exchange our opinions and feelings via Facebook? 2+ 1+ 0 - 2-
3. Can Facebook change people thought and behaviour? 2+ 1+ 0 - 2-

4. Is Facebook beneficial for delivering messages between university students
, such as student news and student activities? 2+ 1+ 0 - 2
5. Is Facebook useful for encouraging students to start doing some activities?

such as promoting students to do recycling in a university? 2+ 1+ 0 - 2-

The scores meaning: (-2) =Strongly disagree, (-1) =Disagree, (0) =Don’t know,
(+1) = Agree, (+2) = Strongly agree.
Table 5.40: Answers Provided for Questions 21-25

197



N
Statistics/Student rating on agreement or disagreement to Missi q
Juse Facebook for promoting student activities, such as ISSIn Std.
recycling. Valid g Mean [Deviation
1. Facebook can deliver knowledge and entertainment. 383 12 4.38 .746
2. We can exchange our opinions and feelings via Facebook 382 13 4.33 706
3. Facebook can change people thought and behaviour 382 13 3.85 975
4. Facebook is beneficial for delivering messages between
Juniversity students such as student news and student activities 382 13 4.45 718
5. Facebook is useful for encouraging students to start doing
some activities such as promoting students to do recycling in a 382 13 385 941
Juniversity '
Total 395 0 4.0359| .92633

Table 5.41: Statistics/Student rating on agreement or disagreement t
0 use Facebook for promoting student activities, such as recycling.

Table 5.41 demonstrates that the overall students’ opinion score fell into the category of
‘Agree’ (score 4.50-3.51), for promoting recycling activities via Facebook, while also
providing both entertainment and knowledge. Also, it demonstrates that promoting
recycling activities via Facebook is useful for exchanging ideas and feelings among the
users, changing attitudes and behaviours, promoting student activities, for encouraging
students to become interested in activities and it is a useful tool for public relations. For
example, the statistics demonstrate that three hundred and eighty-two of the participants
agreed that Facebook could be a useful tool for promoting recycling showing the mean
score at the top of the group at 4.45. They also expressed that using Facebook can provide
both entertainment and knowledge at the same time, and it can help when exchanging ideas
and expressing feelings which accounted for 4.38 and 4.33, respectively. Moreover, they
agreed that using Facebook can change their attitudes and behaviours on recycling issues at
3.85. See table 5.41 above.

Questions 26-33 of the survey demonstrate the students’ perspectives on the types of
communication tools that are powerful and effective for promoting recycling, and a blank
area for students’ to further elaborate on their perspective was provided. The questions

were ‘selection and filling the gaps’, and are grouped and presented in table 5.42 below.
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Frequency of the Communication Channels for Responses

Promoting Recycling N Per cent | Per cent of Cases
Posters on university buildings’ and student

) 182 23.0% 50.4%

accommodation’s boards
University Websites 64 8.1% 17.7%
Facebook 249 31.4% 69.0%
Other social Medias 135 17.0% 37.4%
Recycling clubs 66 8.3% 18.3%
Recycling volunteers and Recycling ambassadors 84 10.6% 23.3%
Others (See Below) 13 1.6% 3.6%

Total 793 100.0% 219.7%

*Qthers = increasing bins, placing recycling signposts near the bins, volunteers stand near recycling bins,
exchanging recycling practice for some credits or a score, exchanging recyclable items with money at the
university, providing a new module of recycling and delivering recycling flyers.

Table 5.42: The Frequency of the Possible Channels for Recycling Promotion
(allowed to select more than one answer)

Table 5.42 demonstrates students’ opinions on the various channels for promoting
recycling, such as via university websites, social media, student volunteers, student
ambassadors, student clubs, placing posters at university buildings or the student
accommodation and other means. The first, the second, and the third most powerful
channels were Facebook, Posters on the University and Accommodation Boards, and Other
Social Media represented at 31.4%, 23.0%, and 17.0%, respectively. See Table 5.42 above.
There were 788 comments for why the most powerful channel was Facebook and 193
comments for why Posters on the University and Accommodation Boards could be a useful
tool. They agreed their selections were accessible for public relations, delivering messages
rapidly and also for ease of access shown at 29.7% and 46.6% respectively. Facebook was
identified as exciting and popular amongst the target audience at 29.3%, and that students’

used Facebook frequently at 22.1%.

The qualitative data from the questionnaire is presented in the Recommendation section of
this study. It demonstrates the reasons why students’ believe that Facebook or other online
sites would be a powerful marketing tool to promote recycling activities. The students’

comments are presented using ‘The Thematic Method’ and are presented in six groups.
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73.3 per cent of respondents believed that they preferred using Facebook and Posters on

University Boards as a marketing tool to promote recycling activities.

Group

%

Suitable Marketing Channels for Promoting Recycling Activities and
Examples of Respondents’ Comments

31.4

Facebook is suitable for promoting recycling activities

‘Facebook is interesting and good for sharing when activities or projects are
running’. (51206)

‘Facebook is accessible and shareable’ (S1217).

‘Everyone can see Facebook content all the times’ (S1302).

‘It directly communicates to the right targets’ (S1401).

‘Most students use social media, in particular, Facebook to update news’
(S1618).

‘It is the most popular’ (S1911).

23.0

Posters on the university boards

‘Students easily follow recycling issues on boards without any access to social
media’ (S0502).

‘It can be seen frequently’ (S0501).

‘It mostly is seen by many people who walk pass by the boards’ (S1502).
‘Because it is a place where students walk pass by the most’ (S1804).

‘It is a real place where can show real practice immediately’ (S1812).

18.9

Student volunteers, student ambassadors and student clubs (10.6%+8.3%)

‘To use people such as volunteers and ambassadors is interesting and fun’
(S1111)

‘Using people, in particular students, to promote recycling is good because it is
good for people who have the same goal and it is easy to achieve it (S0509)
‘Recycling club members are good for leading other students to engage with
recycling activities’ (S1102).

“‘Students can create student engagement’ (S1412).

“Students will follow student leaders’ (51218).

‘Student club members can invite more students to participate in’ (51615).
‘Students can have physical contact with recycling club members who have a
strong commitment, but it may cause high budget” (S1807).

‘Students are the best motivators, and they can encourage their friends to do
something straight away’ (S2004).

‘Student volunteers and student ambassadors can provide understandable
information to students’ (51404);

‘Student leaders can build up good attitudes to students’ (S1412);
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‘Using student volunteers is good for students who do not know how to do
recycling’ (S1615);

‘Student ambassadors are student representatives who are better for underlining
the important points’ (S1702);

‘Student volunteers and student ambassadors are modal of students, and they
can build up a good attitude for recycling’ (S2005);

‘Using both students ambassadors and volunteers is good because it is
accessible’ (52019);

‘It will be good because volunteers and ambassadors will spread a variety of
information which expected that should much greater than information via
internet’ (S2104);

‘Student volunteer and ambassadors can approach students easily’ (S1220);

‘It is excellent because the student ambassador and volunteers are good for
helping other students and better give some instructions’ (S1807).

‘A new recycling club is good for meeting new friends’ (1302);

‘Participating in a new recycling club is an opportunity to meet new friends’
(1415);

‘A new recycling club is interesting in particular doing some activities with new
friends’ (1505).

‘Student clubs are good to promote recycling because it is a real organisation,
which is realistic, opposing online promotion’ (S1608).

“To use a club to promote recycling is good because it will have original
recycling club members who are responsible for specific duty’ (52019).
‘Using students ambassador and student volunteers are good to make a
brainstorm, and it is also good for innovative ideas’ (S1216).

‘To set up interesting activities and combine with good public relation, such as
recycling ambassadors, can make students interested in’ (S1611).

‘Recycling ambassador’s technique is one way of encouragement, and it does
not force students to do activities, but students are free and happy to join them’
(S0209);

“Young people feel bored when they are told to do something by adults;
however, they accept student leaders, especially motivating them for a positive
attitude’ (51108);

“‘Student leaders are inspirational for other students’ (S0210);

“To use students to tell students should give a better outcome rather than the
outcome from students who be told by lecturers’ (S1614);

‘Friends tell friends and should make much better access, and it is also better
than general announcements’ (S1802):

‘Friends easily invite friends to do something’ (S1816);
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e  “Students lead students successfully because they are in the same generation
and understand each other easily’ (S0103).

e ‘It is a recommendation from one person to one person, which makes followers
feel they are important’ (S0812).

e ‘To begin with, one student is at least better than nothing, then it will be
increasing to 2, 3, 4, and so on’ (S0505).

4 17 Other social media (YouTube and Instagram)

e  ‘Other social media such as YouTube can post a video to convey messages
interestingly’ (S1618).

e  ‘YouTube is good for making interesting stories and promote recycling clearer
and easier’ (S2014).

e ‘Participating in recycling activities is good for reminding students to be
followed and make students apply it for real practice’ (S1504).

5 8.1 | University websites
e  ‘Using university websites is suitable tools for people who do not walk by the

university boards, but they can see the recycling promotion on websites’
(51602).

e  ‘Itis better than just using public relation such as websites because this way is
at least showing some people doing recycling in real life’ (S0505).

e  ‘Itis trustworthy because it is an official website’ (1870).

6 1.6 | Others such as recycling instruction, recycling bins, recycling flyers
e  “To place recycling instruction near the bin sites in CMU is recommended’
(S1608).

e ‘Expecting to see correct examples of recycling at bin sites because it will lead
students to discard various waste properly’ (S0110).

e  “To place recycling symbols or recycling instruction on each bin is
recommended because student usually read the signs before throwing rubbish
away’ (S0118).

e “Using flyers may be sent to everybody’ (S0306).

Total | 100 | (793 participants)

Table 5.43: Suitable Marketing Channels for Promoting Recycling Activities and
Examples of Respondents’ Comments

Table 5.43 demonstrates the comments from the respondents and identifies both online and
offline methods for promoting recycling activities. In the first group, the comments
identify that Facebook would be the most powerful marketing tool to promote recycling
activities. The second group identify posters placed on boards around the university as a
useful marketing tool to promote recycling activities. The third group identify that student
ambassadors conveying ideas to other students would be a useful marketing tool to
promote recycling activities because they can relate to people of the same age.
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The fourth group identify other online channels such as Youtube and Instagram as a useful
marketing tool to promote recycling activities because the message can be portrayed

entertainingly.

The fifth group identify university websites as a useful marketing tool to promote recycling
activities because the university website is a reliable and authoritative source of

information,

The last group identify recycling instruction posters, recycling bins and recycling flyers as
a useful marketing tool to promote recycling activities because they could promote
behavioural change in the students.

Group 1: Facebook is Suitable for Promoting Recycling Activities
Most of the participants identified that Facebook is an accessible and exciting website and
that it can be utilised to communicate with a target audience directly. See Table 5.43

above.

Group 2: Posters on the University Boards

Some participants identified that posters placed around the university campus would be
easily seen by the students, and could be a source of reinforcement as they would be seen
often. See Table 5.43 above.

Group 3: Promoting Recycling Behaviour by Student Ambassadors, Student

Volunteers, and in Student Clubs

Some participants identified that using student ambassadors, student volunteers, and
student clubs because they are student-driven, can spread a message rapidly through
personal contact and students feel comfortable speaking with other students rather than a
person of authority. See Table 5.43 above. Conversely, there were students, that identified
that they were not interested in using volunteering and clubs as a marketing tool to

promote recycling activities.

e (S0106) stated: ‘I disagree with using recycling volunteers because students

may be very busy.’

203



e (S0515) stated: ‘I do not believe using volunteers or ambassadors will work
because if people do not want to do something, then they will do nothing.’
e (S0106) stated: ‘To use recycling clubs may not be widely effective because it

will work only amongst the club members’

Group 4: Other Social Media Platforms (YouTube and Instagram)

Even though the statistics of the selection of Facebook and university boards are the
dominant selection with 31.4% and 23.0%, respectively, if accumulated the statistics of the
minor groups are significant. The students gave interesting opinions which consist of
agreements and disagreements on the channels to use as marketing tools. Some students
stated that not only using Facebook and posters but also implementing other social media
platforms, such as YouTube and Instagram, show a high tendency for successfully

promoting recycling. See table 5.43 above.

According to the survey results, one hundred and thirty-four students from three hundred
and ninety-five students or 49.3% identified other social media platforms such as YouTube
and Instagram as potential marketing tools because it was popular among students, and the
platforms provide direct communication with the target audience. Furthermore, the
students identified that using other social media platforms can deliver a message quickly
and provide ease of access.

It was also identified that there is a gap in only using Facebook to promote recycling
activities because some students do not use Facebook. Also, using other social media
platforms was recommended as a marketing tool to help to reduce the amount of paper that
would be used in other marketing tools such as posters placed around the university

campus.
e (S1603) stated: ‘It is good for some people who do not use Facebook sites’

e (S2015) stated:‘It can make better visualisation than reading recycling instructions

on paper’.
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Group 5: University websites

The qualitative data identified that some students thought university websites to promote

recycling activities, would be a useful tool.

e (S1804) stated: “CMU students must access the university website frequently’ They
added that ‘Everybody not only students but also university staff will see it on the
website, and they will help the university to look clean”.

According to the results of the survey, using a university website, an alternative strategy,
and as a marketing tool, could not be ignored. A university website is a marketing tool that
allows easy content creation as it is updated by the IT department, and it is used regularly
by the students. However, one student provided an argument against using a university

website.

e (S1803) stated: I disagree with using a university website because students will not

follow the universities advice.”

Group 6: Others

The qualitative data also identified that other strategies could be implemented to promote

recycling activities such as:

o recycling flyer delivery

increasing recycling bins

e placing more bins in strategic locations

e providing instructions on how to dispose of recyclable items into the correct bins
e using students near the bins to monitor activity

e exchanging scores or credits for recycling

e buying recyclable items from students.

These strategies would allow for the outcomes and results to be collected and monitored
easily. See table 5.43.

Several comments identified that that competition with rewards such as credits or scores
could motivate students to change their behaviour.
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(S1505) stated: ‘Each department should give students some credits or some scores
on participating recycling activities either in compulsory modules or optional
modules.’

(S1506) stated: ‘“To provide other options when students collect plastic bottles,

except exchanging with money.’

(S1813) “To set up competitions for getting awards, to give a reduction, to deliver
free products, to exchange something, to offer an additional product or to promote
recycled products should be applied or to promote students to exchange recyclable
items with new products or to use social for sharing how to recycle used products
or transform used products into valuable products for communities.’

(S0103) stated: ‘Organising recycling events to promote recycling practice will be a

powerful tool.’

The qualitative data also identified that waste and recycling management in CMU should

be improved to support a change in recycling behaviour amongst students.

(S0612) stated: ‘It is worthless when some people do recycling and finally bin
collectors put various waste together again which does not support recycling, so it
will be better if people transform recyclable items into another form of value
products’

(S0909) stated: ‘People separate waste, but eventually, bin collectors put them
together, so why people have to do recycling? To separate various types of waste
should be the responsibility of the government, it is not a job for residents because
they paid taxes already. Where are the taxes going? ‘It is challenging to see waste
bins, so to solve this problem could provide sufficient bins and make it available. It

is a daydream for promoting recycling while it is scarce for bins.’

The significance of the findings to the contribution of the action research in this study

identifies that the most useful marketing tool to promote recycling activities and encourage

students to change their behaviour is a social media platform. In particular, Facebook

should be the most useful marketing tool to promote recycling activities and encourage

students to change their behaviour due to the high percentage of users and because of the

amount of time spent on the platform.
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The Students or Participants Backgrounds Section

The participants were 394 students who were males, females and unspecified at 36.3%,
32.6% and 0.5% respectively. The highest frequency of age range was between 18-21
years old at 74.9%. There were two main groups from the third-year students and the
fourth-year students, which accounted for 34.8% and 39.1% respectively. They came from
21 faculties, with 20 participants in17 out of 21 groups. The prominent religion of the
participants was Buddhism at 94.9%. The participants significantly came from the North
and the West of Thailand at 79.7%. Also, their family homes were located both in the
municipal area and non-municipal areas equally. They lived in accommodation with one
other student or stayed alone at 44.2% and 32.5% respectively. Furthermore, 47.7% spent
between £111.1- £222.2 per month.

The Students or Participants Lifestyle on Social Media Platforms Section

The highest frequency of students had over four years of experience using social media
platforms such as Facebook, Twitter, Instagram, YouTube, Google+, WhatsApp, LINE,
and Skype. The primary method used for accessing social media platforms was via cell

phone at 99%.

The Students or Participants Lifestyles on Facebook Section

The highest frequency of students accessed Facebook every day and at least six times daily
at 86% of overall participants. They identified the purpose of using Facebook was for
keeping in touch with friends, updating on the lasted news, and posting a photo or message
at 24.4%, 22.8% and 16.1% respectively. However, they identified disadvantages to using
Facebook, such as addiction identified at 34.3%, followed by unwanted information

distraction at 26.3% and risky information sharing at 12.7%.

The Recommendation Section

The participants of this study shared agreement that Facebook could be utilised as a
marketing tool to promote recycling activities in their university. Furthermore, they agreed

that utilising Facebook could lead to a positive change in student attitudes and behaviour
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and result in a higher activity participation rate than other marketing tools. Moreover, they
believed that Facebook allowed them to express their ideas and opinions and provided a

source of entertainment.

The highest frequency of students suggested that Facebook could be a practical and
powerful marketing tool to promote recycling practices at their university at 31.4%. Other
methods for promoting recycling practices were suggested by the participants such as
placing recycling posters on boards around the university campus, using other social media
platforms and utilising volunteers, ambassadors and organisers to lead and facilitate

recycling activities at 23%, 17%, and 10.6% respectively.

The findings from the student survey provide the researcher with new and valuable
information. As a result of this analyses, the researcher will combine the information from
the student survey with the information from the university staff and the university
stakeholder interviews in order to design and promote activities that encourage recycling.

There are multiple reasons why this study selected student volunteers and Facebook as a

prime marketing strategy to implement the recycling activity.

According to the results from guestion 8 of the survey, 57.7% of participants identified that
they lived with one or more person. While, participants identified that they lived alone or
lived with their family or relatives, at 32.5% and 9.5% respectively. They engaged with
their friends during study time from Monday to Friday as well as during workshops at
weekends. Also, it was identified that students tended to actively participate in an activity
if their friends requested them to participate. It can be inferred that friends are a primary

influencer amongst all surveyed genders and of those aged between 18 and 21 years old.

Second, respondents identified that they frequently used social media platforms such as
Facebook, LINE, and YouTube at 99%, 97.7% and 94.4% respectively, while Instagram
was used at only 87.3 % of overall participants. Moreover, it was identified that the
highest frequency of use amongst the social media platforms was on Facebook at 50%,
followed by LINE at 14.5%, and other social media platforms at 15%.

Furthermore, it was identified that Facebook as a marketing tool, has multiple benefits over

other marketing tools such as ease of access, the ability to display graphs and statistics, and
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provides privacy to each user. Facebooks functions and features provide security to the
students, and therefore it can be inferred that utilising Facebook to conduct a recycling
activity would result in a higher rate of participation than other marketing tools.

Another feature of Facebook is that announcements and advertisements can be displayed
quickly and effortlessly. Also, Facebook is a global social media platform with users
spread all over the globe, and registration to access Facebook is possible without providing
a phone number. Facebook is vastly different from the social media platform LINE, which
97.7% of participants identified they used frequently. LINE requires users to register and
link an account to a phone number. LINE has a high frequency of use in Thailand;
however, it is used less frequently in other countries. Also, the features and functions of
LINE are different from Facebook. Therefore, this study selected to utilise Facebook as the

primary social media platform to promote recycling activities.

After selecting and utilising volunteering and Facebook as a priority, this study aimed to
explore other success factors and the barriers to recycling by interviewing a select group of

students.

The strategies for implementing the recycling activity on a Facebook page will be
combined with the opinions from the university staff and the university stakeholders and
then applied to the recycling project to increase the success of the marketing strategy. The

results from the interviews are displayed in the next section.

5.2.3. Findings of the Student Interviews

This section consists of three main parts which are the findings from a psychological
aspect, a management aspect, and a social marketing aspect, presented in 5.2.3.1, 5.2.3.2,
and 5.2.3.3 respectively. The findings demonstrate that integrating key recycling factors
could help students to perform recycling. Moreover, this section presents the details of the
target audience and the students’ s and the barriers from a social marketing step. The
conclusion from this section will be combined with the findings from the student
questionnaire, interviews of the university staff and the university stakeholders to form the

research design at the research planning and research action phase.
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The aims of this section are:

e To learn current recycling practices among students, including their previous
recycling experience at home and school;

e To compare and pinpoint the models and theories of human behavioural change
with the findings, aiming to demonstrate essential recycling behavioural change
factors;

e To seek social marketing strategies from the students’ perspective;

e Todraw a conclusion on literature reviews reflection, previous study and findings.

In order to provide literature reviews compared to the findings, this study focuses on the
psychological, management, and marketing aspects. The first section begins with the
psychological aspect such as personal factors- beliefs, attitudes, and intentions and others.
Then, the second part is relevant to the management aspect, such as recycling facilities and
the CMU recycling bank. Then, powerful tools such as recycling activities, recycling
projects, and social media platforms will play crucial roles as social marketing strategy
involvement. Finally, social marketing section will explain how to create the project to

meet the students’ needs.

No. Campus Faculty Code of Gender Year of
Participant Study
1 Saun Sak Social Science SS01 F 4
2 Saun Sak Science SS02 F 4
3 Saun Sak Engineering SS03 M 2
4 Saun Sak Mass Communication SS04 F 3
5 Saun Sak Business Administration SS05 F 4
6 Saun Sak Science SS06 F 4
7 Saun Sak Art, Media, and Technology SS07 F 1
8 Saun Sak Social Science SS08 F 1
9 Mae Hea Aggro-industry SMO01 M 4
10 Mae Hea Aggro-industry SMO02 F 4
11 Saun Dok | Associated Medical Science SHO1 M 3
Hospital
12 Saun Dok | Associated Medical Science SHO02 F 3
Hospital
Total | 3 campuses 7 faculties 12 participants M=3, | Y1=2,Y2=1,
F=9 Y3=3, Y4=6

Table 5.44: Codes of the Participants and their Recycling Background
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Data were collected from twelve students (three males and nine females) (interviewees)
who were undergrads from seven faculties. Their faculties were Social Science, Science,
Engineering, Mass Communication, Business Administration, Art, Media, and
Technology, Aggro-industry, and Associated Medical Science. They had between one year

and four years of recycling experience at CMU. See table 5.44 above.

5.2.3.1. Psychology aspect

Based on the findings, many factors are indicating that promoting students to perform
recycling could integrate the critical factors from various models and theories. The

contents from the interview are categorised into five groups, presented below.

o Beliefs, Attitudes, Intentions (Fishbein and Ajzen, 1975; Ajzen, 1985)

Compared to the theory of reasoned action (TRA) and the Theory of Planned Behaviour
(TPB) (Fishbein and Ajzen (1975) and Ajzen in (1985), discovered that some participants
had negative attitudes about waste collection.and they did not want to recycle their waste.
Some students believed that different kinds of waste would be mixed after waste
collection. See examples of evidence from table 5.45. In reality, according to observation
and informal interviews with waste lorry drivers and a member of staff, there were
cleaning workers recycling plastic bottles at the bins. Then, the waste collectors transferred
the waste bags from the temporary waste stations to designated waste stations. After that,
the local government workers or subcontractors would collect the waste and separated it
again in the lorry while they were transporting it to other waste stations in the city.
However, there was another waste collection type, which was collecting all the waste
together and taking it to the new energy plant on the CMU campus. Unfortunately,
numerous students did not know about the new process. So, it is suggested that the teams
should provide further information on the proper process of waste collection to increase

recycling behaviour.
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No.

Key Factor

Evidence from the Interviews

Beliefs, Attitudes, Intentions
(Fishbein and Ajzen, 1975;
Ajzen, 1985),

‘It is believed that general waste, recycling waste and wet waste
will be mixed and go to the same lorry for the same elimination
process’ (SS06).

‘In general, students think whether they recycle or not, the

rubbish will go to the same waste bag’ (SS03).

‘My family do not recycle because whatever we separate waste
or not, the waste collectors always take all the waste bags
together. It will go into the same lorry and go through the same

waste elimination process’ (SS02).

Feeling Guilty and Thinking
of the Consequences and Peer

Pressure and Social Rules

‘If T have recyclable items such as plastic bottles, I do recycle. I
personally do recycle for others, such as waste pickers. They
work in poor conditions because they have to put their hands
into wet rubbish (food waste) to find recyclable items. | feel
sorry for them. Why don’t we help them by separating the items
when we see recycling bins? Since | have seen the poor waste
pickers and their difficulties, | feel that recycling is a little thing
I can do for them. If | can do it, | definitely do it. When | feel
this way, it changes my habits forever’. (SS03)

‘They (students who do not recycle) make the cleaning workers
have much tougher jobs’. (SH02)

‘When my friends do not recycle, I tell them the bad
consequences if we do not recycle, for example, they will the

waste bin collectors’ time.” (SS01)

‘If my friends do not recycle, I tell them that they are getting
waste pickers in trouble because the waste pickers will take
longer time to separate the items. If we separate the items
properly, they can do their jobs easier’. (SS02)

Habits and Facilities
(Triandis, 1977)

‘I recycle in my daily life; for example, | separate plastic bottles
and bags from other items. Recycling has been my habit since |
was young. | recycle, but some of my friends do not. They may
not have recycling experience. However, we can tell and show

them how to recycle at the bins’. (SS01)

Norm, Intention and Facilities
(Triandis, 1977)

‘(Our family members) We have put everything into one waste

bag for a long time. People in my village do the same” (SS08).
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‘Students think recycling is not important because we see our

friends disposing of mixed rubbish as the norm.”. (SH02)

‘There is no recycling bin in my flat. If I see a recycling bin, I

will recycle’. (SS04)

‘I do not recycle at my flat because of no recycling bins;
however, | do recycle when I study at CMU because there are
recycling bins’. (SM02)

5 Unpleasant odours
+Agreement + Facilities
(Cognitive dissonance from
Festinger (1957) +
Commitment and consistency
from Cialdini (1984) +
Facilitating Conditions
Triandis (1977)

‘My flat provides three bags for food waste, general waste and
plastic bottles’. I live with a friend. We have a mutual agreement
that we need to recycle because we do not like to have

unpleasant odours in our room’. (SS04)

‘My school provided recycling bins, in particular bins for plastic
bottles, so we disposed of the bottles into the different sports
teams’ bins’... ‘Then, we sold the bottles and took the money to
support our sports teams. There were recycling shop staff
visiting the school and exchanging the recyclers for money’.
(SS01)

Table 5.45: The summary of relevant key recycling factors from student interviews

e Feeling Guilty and Thinking of the Consequences and Peer Pressure

Based on the findings, feeling sorry for waste pickers and thinking of the consequences

play a significant role as a recycling influencer. The examples from the student

perspectives can be seen in table 5.45. It can be said that based on the interviews students

encouraging their friends to recycle while explaining the consequences and putting

pressure on their friends to perform recycling could work.

Moreover, these techniques could have a higher frequency of outcome if students told

students, compared to the social pressure received from other groups of people. In this

instance, Cialdini (1984) explained a similar concept in his book, he stated that a person

could jump a long queue of people for photocopying if that person explained the reason

why they were in a hurry, and if they explained the positive outcomes of receiving

permission from the people to jump the queue.
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e Habits and Facilities (Triandis, 1977)

Triandis (1977) used the Theory of Interpersonal Behaviour (T1B) to explain that people’s
behaviour was likely influenced by their habits and frequency of previous behaviour.
Similarly, the findings show that some students did not recycle because they did not have
recycling habits influenced by their families. However, the interviewee (SS01) believed
that their friends could recycle if recycling bins were introduced. See table 5.45. There was
an interviewee (SM02) that stated that their recycling behaviour depended on not only their
previous experience but also on incentives and the availability of recycling bins. These
factors can be found in the Theory of Interpersonal Behaviour; however, the three factors
have to be combined to create the recycling behavioural change.

¢ Norm, Intention and Facilities (Triandis, 1977)

When people mixed all types of waste, it can be said that they possibly thought that it was
the perceived norm. These people did not recycle due to the perceived norm and are not
categorised in the same group who did not recycle because of their perception that waste

was mixed during the collection process. The interviewee said:

‘We dispose of everything, food waste and general waste, into one waste bag and
leave it outside our house and then the waste collectors will pick it up in a couple of

days. It was common practice’ (SS04).

See further examples from table 5.45. However, another interviewee (SS03) had the
opposite practice and said,

‘We separate plastic bottles and put the bottles into a bag and leave it near the bin

outside the gate. We think it is a common practice’.

These findings seem to be matched to the findings of Cialdini et al. (1988), which describe
different types of norms, namely descriptive norm and injunctive norm. So, educating

these people could fix this problem.

e Unpleasant Odours +Agreement + Facilities (Cognitive Dissonance from
Festinger (1957) + Commitment and Consistency from Cialdini (1984) +
Facilitating Conditions Triandis (1977)
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When students have support from recycling facilities, they perform recycling (Triandis,
1977). Based on the interviews, two students needed at least three factors to perform
recycling which was the availability of recycling bins, agreement or commitment, and
avoidance of unpleasant odours. Similarly, the interviewee’s reasons could be relevant to
other critical recycling success factors from several models or theories such as avoidance
of unwanted smell from a ‘physiological and psychological influencer’ (Koob et al., 1992)
and ‘Cognitive dissonance’ (Festinger, 1957). Fourali (2016) explained that people would
perform some activities in order to get rid of unwanted and adverse effects of pre-existing

needs.

e Facility (providing recycling bins) + Incentives+ Competition Activity+

Affection (entertainment)+ Stakeholders

‘My school provided recycling bins, in particular bins for plastic bottles, so we
disposed of the bottles into the different sports teams’ bins’... ‘Then, we sold the
bottles and took the money to support our sports teams. There were recycling shop staff

visiting the school and exchanging the recyclable items for money’ (SS01)

5.2.3.2 Management Aspect

According to the interviews, all participants said that they had seen various types of
recycling bins in different locations throughout the CMU campus during their time
studying and travelling around the campus. However, all the participants stated no bins are
available in the classrooms, so some students disposed of their rubbish on the tables. Most
interviewees stated that they needed more recycling bins and other tools to improve
recycling practice. The findings can be categorised into two main topics; they are bin
issues and recycling bank issues. For each topic, the interviewees also offered possible
solutions. It was discovered that the CMU Management Team could help students to

perform recycling if the barriers can be eliminated.
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Figure 5.1: Key Recycling Factors on Waste Bins Issues from a Management Aspect

The findings consist of two key topics which are case A, ‘Absence of Recycling Bins’ and
case B, ‘Recycling Bins Provided’. In the instance of case A, the interviewees identified
where they wanted to use recycling bins and also gave possible solutions if CMU faced a
lack of budget. In the instance of case B, the findings show how recycling behaviour
improved if bins already existed. Overall, most interviewees required more recycling bins,
a standard bin system, more frequency of waste collections, proper bin locations, and

recycling promotion. See figure 5.1.
Case A. ‘No recycling Bins.’
The interviewees provided their perspective on the recycling barriers, and they also
pointed out that they needed recycling bins in their classrooms, facilities, canteens,

and the sports area (tennis courts). These are the comments and overall perceptions

of the interviewees.;
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‘We do not recycle if there are no recycling bins. However, we recycle at

our faculties because there are recycling bins’ (SH02);

‘Increasing the number of recycling bins can promote recycling. I hope that
CMU will provide recycling bins in my classrooms because many students
are disposing of plastic water bottles and paper sheets in classes. Moreover,

there are no recycling bins in my faculty’s buildings’ (SS04);

‘I really want to see recycling bins in playing fields and tennis courts. There
are no recycling bins, including in toilet areas. In fact, waste bins are in
huge demand. The frequency of the bin collection is not sufficient. People
often see the (general) bins containing too much rubbish, and the rubbish is
overflowing. In particular, the general bins in front of the 7/11 shops
(convenience store) are filled with rubbish quickly because some students

take rubbish from the tennis courts to the bins at the supermarket.” (SS01).

There was one participant who gave possible solutions for the management team

they stated:

‘I think CMU should move general bins out and replace them with

recycling bins if the budget is limited’. (SHO02).

Case B. Recycling Bins Provided, but more Recycling Bins Needed

Most interviewees believed that recycling bins played a significant role in
recycling, so they gave examples and possible solutions that they needed to use
more recycling bins in some areas such as their faculties at Ung-Kaew lake. Then,

they provided possible solutions. They stated:

‘There is a lack of recycling bins. I think if there is an increase in recycling

bins, it will encourage students to recycle better’. (SHO1);

‘We recycle when there are recycling bins because we cannot recycle

without recycling bins. If CMU has a limited budget for recycling bins, |
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recommend that recycling bins should be placed at Ung-Kaew lake (the
greatest public lake in CMU) because there is only one recycling bin there.’
(SS04);

‘It is common to see general bins in CMU; however, I expect CMU to
provide more recycling bins. The main location that | expect to see more

recycling bins is at the canteen in my faculty.” (SS02);

“There is no doubt that increasing recycling bins is a suitable strategy for
promoting recycling. I first saw recycling bins at the central canteen, then |
found them at my faculty, but there is a lack of recycling bins overall.

General bins are commonly seen in many spots at CMU.” (SS06).

Also, a participant provided a crucial strategy to increase the opportunities for students to
recycle. They stated that the recycling bin location needs to be right next to them; they

elaborated further and stated:

‘If recycling bins are placed too far from the student sitting areas’ this
results in inconvenience, and there are many students that only use the

general bins that are near them for all their waste items. (SS02).

As a result of independent management systems, each faculty provided general and
recycling bins according to their independent faculty plan. As a consequence, students did
not know the limitation of the system; hence they asked for evidence of the investment

from the waste and recycling facilities. They stated:

‘I know that CMU is a large university, and there are numerous buildings.
However, | wish | could see CMU equally improve the recycling facilities

among faculties. We need a standard bin system’. (SS05);
‘Recycling bins with three colours at the central canteen are well recognised

and stand out. However, the bins in other places are in a variety of colours

and sizes, so it is complicated for us to separate the waste properly’. (SS03);
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‘Some faculties provide recycling bins, while others do not. I think CMU
should place recycling bins in all faculties. If there is a recycling bin placed
in my faculty’s building, I would definitely recycle. Moreover, I think CMU
should use the same bin system everywhere. For example, when | see a
yellow bin, I always think of a certain type of rubbish. The standard system
will make recycling easier because I will not stop and check the colour of

each bin before disposal of waste items.' (SS04);

‘I think CMU should use different colours and different types of general
bins and recycling bins. Specific colour bins will help students to remember

and recycle the types of waste better’. (SM02);

‘It is widely seen that my friends dispose of mixed recyclable items into
both general bins and recycling bins. | feel I want to recycle for them, but it
is difficult to distinguish the different types of bins with non-systemic
colour bins’(SS02).

One participant advised on how to gain the students’ attention to the recycling bins such as
using a specific symbol or a particular flag combining the use of social media to

distinguish the obstacle and limit confusion, they stated:

‘Colours can help students to distinguish between the different types of
recycling bins. However, we should use red with a symbol such as a human
skull to remind students about hazardous items. Moreover, a red flag could
be used near the bin because most students get confused about the
differences between metal cans (hazardous containers) and drink cans’
(SHO1).

There were other solutions provided by the interviewees (SHO5 and SS01) on how CMU

could improve recycling by promoting students to recycle frequently. They stated:

‘Most students will recycle for the first time or the first period because they

are excited about the new bins. However, when they get used to, they do not
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want to because recycling is not interesting. So, I think that CMU should

promote them to use the bins frequently’ (SS05);

‘Although we have proper recycling bins, CMU should use social media

such as Facebook or university boards to remind students.” (SHO1).

The interviewees (SS03 and SM02) pointed out that CMU should promote recycling; they
also provided examples which are relevant to proper waste collection and the route of

recyclable items. They stated:

“The smelly bins should not exist. CMU should collect the waste more frequently to

improve recycling practice’ (SS03);

‘We do not want to see them (bin collectors) put a mixture of rubbish into the same
bag after we recycle it. Actually, we expect to see the use of recyclable items’.
(SMO02);

The strategy of using a ‘Recycling Bank’ whereby recyclable items are exchanged for cash
was not seen favourably by all students. Students have differing views, opinions and
perspectives. Some students were interested in the CMU recycling bank; however, they
expected to see extra support provided, and they also needed reinforcement to keep a
positive attitude and continue to use the recycling bank. Based on informal conversations
with some students and a recycling bank operator, a majority of students were not
interested in the recycling bank for multiple reasons. Student members were declining
continuously (this issue will be mentioned in the staff interview section). Three
interviewees explained the barriers and also offered solutions on the strategy of having a

‘Recycling Bank’, they stated;

‘When I studied at secondary school, I recycled because my school had a recycling
bank and it was very convenient. So, CMU should improve a recycling bank for

improved sustainability’. (SS04);

My school had a recycling bank, and every student was able to exchange plastic

bottles for cash at all times. I think the recycling bank was excellent because
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whoever took plastic bottles there, they got some money back straight away. There
was a group Of students and staff running the bank every Wednesday. The students
received money from the school for working in the recycling bank. However, the
recycling bank in CMU is different for several reasons. For example, when we
were children, money from recycling was very enticing. We exchanged ten plastic
bottles for 1 baht (45 baht = 1 pound) and 1 baht for children was a significant

amount. However, it is not enticing for young adults (SS04)

‘I think students need support. Although there is a recycling bank operating every
Wednesday (in the main campus), it is not enough. Our campus is far from the
main campus, and we would like to have a university mobile service which collects
our recyclable items for the recycling bank. For practical and reasonable operation,
the mobile service would exchange the items for money at our campus.
Alternatively, the mobile service could transfer the money into the students’

accounts at the main campus later’. (SMO1).

‘The CMU recycling bank has many competitors. There are recycling projects
serving students to exchange recyclable items with other items such as chicken’s
eggs. The weak point of the bank is that it is not recognised amongst students.
However, most recycling activities also have limitations because they run activities
locally. Unfortunately, some students do not know about them. So, promoting the
recycling bank and the recycling activities should serve all faculties to gain better

recycling practice’. (SS01)

Overall, based on the findings, creating a creative marketing strategy and increasing

student engagement, for example, cooperating with student clubs to run recycling activities

or building a network with recycling business owners or other stakeholders could improve

the recycling bank system and lead to an increase in recycling behaviour amongst students
at CMU

Comparing the findings to the model ‘Three Steps of Change’ (Lewin,1951), it could be

said that CMU could adopt a new policy and a new marketing strategy to encourage the

target audience and improve upon the current situation. Based on the findings, to promote

recycling activity, to increase the use of the ‘Recycling Bank’ and to push the target
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audience to change their behaviour requires powerful alternative strategies. For example,
launch a new policy to encourage students to be volunteers at the ”Recycling Bank’ and
providing them with rewards such as certificates of volunteering. Also, promoting the
recycling bank in a new way is needed such as using student clubs as recycling station
points to provide better accessibility, then the bank transfers the items from the clubs to the
main campus. For public relations, the bank could use online channels to promote the
process and the operation times and gain feedback to improve the service. Online
marketing could be performed by student volunteers, for instance. Alternatively,
stakeholders could help in the process by making appointments with recycling business
owners to collect the items for each campus and calculating the monetary value based on
the real recycling market.

5.2.3.3 Social Management Aspect

Student Proposal

Student Development

«— Division

| !

les of Examples of Training
Examples of Examples o Courses
Collaboration in Events Competlt_lons
- Waste separation - For new students
- “The CMU Cultural competition - For students who are
i g - Recycled product interested in this topic.
Trekking Event desi ..
- A freshman day’ esign competition - For turn students to be
- *A road cleaning day’ - Recycling ambassador ambassadors and leaders
competition
Other Tools

- Rewards or giving more incentives
- Media and social media
- Recycling messages
- Other influencers such as friends
- Competitors

l

Recycling

Figure 5.2: Student Proposals or the Desired Student Outcome

222



According to the interviews, students thought that recycling activities could raise
awareness about recycling. In CMU, raising student awareness was the responsibility of
the staff of the Student Quality Development division. The students’ opinions were
presented as ‘Student Proposals or the Desired Student Outcome’ according to a social

marketing aspect.

All participants emphasised that CMU could organise some activities to raise recycling
awareness; the activities could improve recycling practises. There were three core forms of
activities suggested, which were ‘Collaboration’, ‘Competition’, and ‘Training courses’.
Below is an explanation of the suggested activities with the students' comments to provide
clarity. ‘Collaboration’ activities are categorised as ‘Type 1’ ‘Competition’ is categorised
as ‘Type 2. “Training Courses’ are categorised as ‘Type 3’ and “Other Tools’ is

categorised as ‘Type 4.

Section 5.2.3.4 Summary

Type 1: Collaboration

Four participants were sharing their ideas on how to raise recycling awareness by using a
collaboration strategy. For instance, the participant (SS04) focused on the CMU annual
event, namely ‘The CMU Cultural Trekking Event’ and concluded that CMU should
promote and encourage all of the event participants to collect their waste during the
activity. The activity should be organised every year and become the norm.;(SS04) further
stated:

‘CMU should launch a recycling campaign every semester as a norm at the
university. For example, at ‘A Welcoming New Students Day’ or ‘A Freshman
Day’. When new students see the recycling project, they may invite more friends to
join the activity. The current existing example of waste management in CMU s
from volunteering at the annual university event, welcoming new students or ‘The
CMU Cultural Trekking Event’, this September. Other recycling activities should
imitate it because when students collect the waste and recyclable items along the
way from the university to the destination, it is fun and enjoyable. CMU should run

the activities continuously because they are essential. However, | always see all
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theses university activities running temporarily. What is more, the recycling
activities could be promoted among the students via student councils, societies and
clubs on their Facebook Page.” (SS04)

They thought that all faculties could set up ‘A Road Cleaning Day’ for students. They said
that many students had left much waste behind after the events, and CMU could change

this norm. They stated:

‘Improving collaboration among faculties for waste collection on public streets at
CMU may be a good strategy. Due to their participation, some participants will be
more aware and not dispose of rubbish randomly. Moreover, the activity will
change some students’ attitudes. CMU should run the activities every year as a new
university norm. The senior students will happily work with new students on waste

management’. (SS06);

‘Promoting recycling at CMU should be organised every year. There is no
recycling activity at present, so | think we could have a big cleaning day to do good

for our community like the activity of the faculty of Engineering’. (SS03);

‘Having a big cleaning day at CMU and providing recycling bins for the separation

of waste should be implemented to raise student awareness’. (SS05).

Type 2: Competition

All interviewees suggested competition activities, such as waste separation competitions
and recycled product design competitions, and recycling ambassador competitions, as
essential tools to raise student awareness and promote recycling practice amongst students.
Also, they thought that competitions could improve their faculty’s reputation and also

strengthen unity. They further illiterate and stated,

‘I think that CMU could encourage students to participate in recycling competitions
because most students love participating in activities. They want to be winners for
their group or their faculty. The competitions should be organised and have a long

term duration. They can change student habits’. (SS01);
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‘We love engaging in competitions because we want our faculty to have the pride
of being the best team of the year. The competition can have a big impact on
students, so it should be repeated annually for all faculties because university
students love competitions. The competitors should take photos before and after the
recycling practice has been completed and post the photos on social media such as
Facebook’. (SS03).

‘CMU should use competitions and find winners, based upon proper waste

segregation over a limited amount of time’. (SS04);

‘CMU should promote recycling among faculties, student clubs, or student flats to
compete with each other on how to recycle their waste. This strategy will
encourage students to do more recycling. Students should organise the activities by
themselves because they can set up a brainstorm meeting and find out how to run

the competitions successfully’ (SM02);

‘Promoting recycling in the CMU community could be achieved by encouraging
students to participate in motivational and innovative recycling competitions, such
as a recycled product design competition, and this could increase student

awareness’ (SMO1);

‘A recycled products competition could be an effective strategy because showing
recycling in real life is more understandable and less likely to be boring in the eyes
of the students. This strategy is better than giving students recycling knowledge
through the means of a formal and traditional course format. Moreover, having
competitions will increase the opportunities for bonding to occur between students

and their faculties, and it is also about raising the faculties reputation’. (SS05)

Moreover, they believed that using famous students as student representatives to promote

recycling on social media would be the most powerful strategy. They stated:

‘We have ‘The CMU Star Competition’ every year, but this year we call it ‘CMU
Ambassador Competition’. The winners will be measured by scores from Facebook
voting and from answering challenging questions on stage. | think that CMU
should use the winners of the Ambassador Competition to promote recycling
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among students because they are good-looking, and most students love imitating

and acting upon their ideas.” (SS05).

‘In my opinion, competition is an exciting strategy because most students imitate
popular student’s behaviour. Famous students have many followers on social media
platforms such as Facebook or Instagram. Recycling ambassadors should have
excellent communication skills. They should come from all faculties. However, to
change student behaviour will not happen overnight; it needs time and needs to be
reinforced frequently. It is not just about posting their photos and messages once
and then disappearing because students might forget. The activities should be

repeated over a long period. (SS04)

Type 3: Training course

The participants emphasised that training courses are a powerful tool to change student
behaviour because the courses could demonstrate real recycling practice, and then students
who have passed the course could become leaders.

‘CMU should provide a recycling training course for new students. The guest

speakers should be academic staff members. The recycling message should be the

advantages and disadvantages of recycling’. (SM02);

‘I attended a recycling training course when | was a new student. It has been
established now for three years. This year, the outcome showed that 90% of
participants were able to segregate waste properly. The training course was
compelling because my recycling awareness was completely increased. Moreover,
the speaker changed my beliefs on which types of waste should be in the same bags
and sent to the same landfills’ (SH02);

‘I think CMU should open recycling training courses for students who are
interested in this topic. After the training course, the students should play the role
of leaders. Their responsibilities are the delivery of recycling information and
increasing recycling understanding’. (SS02).
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Overall, comparing the findings of this study to relevant theories such as Maslow’s theory
and the study case from Texas, the results of this study discovered that some students tend
to do something to fulfil their needs and desires by engaging with some recycling activities
where there is a definite link with Maslow’s theory. All participants agreed that promoting
recycling among themselves could improve recycling practice and that cooperation,
competition and training courses are prime tools to raise recycling awareness.

Moreover, according to the results of the CMU student survey and the interviews, there is a
significant link to critical factors outlined by Triandis (1977). The results found that
generally, most young people seem to love the excitement of attending activities which

were combined with social media posts and sharing of media from the event.

In competition, students, that share the same goal, would cooperate in order to achieve this

goal and tended to change their behaviour in order to win the competition (Cialdini, 1984).

Also, from the ‘Don’t Mess with Texas’ which was a campaign among young people,
encouraging the cleaning of public roads and competitions amongst the various groups
with the posting of photos on Facebook, Twitter, or Instagram, it is evident that the
competition aspect was one of the critical success factors (Don’t Mess with Texas, 2018).
Moreover, some students had the opinion that to promote recycling, there should be a focus
on other sources such as training courses, as sharing skills amongst peers tend to be

another critical influencer

Type 4: Other Tools

It can be said that critical tools such as financial rewards, media and social media could
help students to perform recycling easier. For Example, some students identified that they
could use financial rewards to support their study. Comparing the findings to Maslow’s
theory (1954), it could be said that the students focus and desire is on their basic needs and
self-esteem due to their financial situations. However, they still want to be accepted as
members of the groups. Other reward tools and incentives such as certificates, clothing and
key rings could be used for recreational purposes and could also support them to achieve
other goals, such as gain better employment after their graduation. So, this section consists
of numerous topics; and it explains the types of rewards, then gives examples of the

student's favoured media and social media platforms. Next, it provides examples of
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powerful recycling messages and then, it references other influencers, such as their peers.

Finally, the competitors themselves will be mentioned.

¢ Rewards and messages

Eleven out of twelve interviewees stated that rewards are powerful tools if the rewards
meet their needs. One interviewee argued that disincentive could be adopted to change
student behaviour. Based on the interviews, the rewards can be categorised into tangible
and intangible assets. For instance, school scores, school credits, student funds are tangible
assets. Feeling happy or feeling proud and pride are examples of intangible assets.
However, there was one participant who argued that disincentive or punishment could be

adopted and stated,;

‘Alternatively, I think if a student does not recycle, the student should get

punishment; and have their scores reduced or removed.’ (SS04).

Based on the findings, from the student's shared opinions, it pinpoints that student funds
were more attractive than other incentives ( food and entertainment coupons, student
scores, student certificates and tangible credits). These are the comments and opinions to

support this position:

‘The awards for recycling contests should be student funds which are given to the

winning team because the winners can manage the money themselves'. (SS03);

‘Student funds or valuable items such as cell phones are recommended for the

recycling competition'. (SMO01);

"The awards should be cinema tickets, a discount coupon for a meal or something
relevant to entertainment. The prizes should be provided to everyone in the winning
teams. Also, giving t-shirts, with a recycling slogan or a logo, is a good reward for
the winners because the slogan will remind the students to recycle and can become
standard practice. If they wear those t-shirts, but they do not recycle, they may feel
guilty'. (SS06);
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‘There is a compulsory module for activity participation, and this is categorised as
'GE'". For new students, they have to join an activity in CMU for one hour to pass
this module. I think that promoting recycling through the GE model would be a
good idea. Innovative, creative and practical recycling models should be the criteria
for approval’. (SMO1);

‘The awards should be key rings for our room key or our motorbike key, reusable
shopping bags and T-shirts’. (SM02)

The study explores that all participants prefer online channels (such as websites and social
media) to promote recycling rather than traditional channels (such as television, radio, and
university press). Flyers were rejected because they were boring. What is more, few
students believed that using university boards would be more effective than flyers. On the
contrary, all of them believe that using social media platforms such as Facebook works
significantly better because they use it in their daily life. This correlates with the findings

of this study that discovered that Facebook Addiction was prevalent amongst students.

The findings are supported by the evidence from Blair (2017), She states that digital and
social media platforms were a new trend for the 21st century for social marketing
promotion, which was useful not only for the users but also for researchers for testing,
refining and evaluating the behavioural interventions'. Besides, to spread a new social
norm or behavioural change would rapidly succeed because the digital world can create a
significant impact on numerous users, in particular from friends, families, famous actors
too strangers (Centola, 2013). Similarly, in Thailand, it was purported in 2017 (Coconut,
2018) that Thai people are in the top ten of the rankings of Facebook users in the

An instance of, a well-known social marketing campaign in Thailand, was a marathon
campaign which used Facebook as a vital and dominant tool for promoting the marathon
campaign. As a result of the successful marketing campaign on Facebook, 1.1-billion-baht
was donated to 11 government hospitals and simultaneously promoted running for a
healthy lifestyle of Thai people. This campaign had tremendous and phenomenal success
(Bangkok post, 2017; ChannelNewAsia (Facebook), 2017; nation multimedia, 2017).

These are the comments and opinions on Facebook as a marketing tool:
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'‘Nowadays, online sites have a big impact on students, reward messages pop up on
the first page of the official university website, and Facebook significantly
recommends and directs students attention'. (SHO1).

'Promoting recycling on Facebook should be selected because students can share
interesting information about the advantages of recycling to their friends and tell

them to recycle. They can help some people such as waste collectors’ (SM02);

‘| think that the Like and Share functions on Facebook can stimulate students,

especially when students think the content provides them benefits. (SS02);

'‘Good recycling activities should be introduced during lunchtime. The activity
schedule should be displayed on the university boards in advance. Alternatively,
the recycling activity posters can be placed on the canteen tables in order to remind
students’. (SS07);

'CMU should produce interesting videos for promoting recycling. A student may
change their behaviour as a result of the video. For example, the video content
should explain the different types of waste and the advantages and disadvantages of
recycling’. (SS08);

'students frequently access the university website and Facebook pages. In
particular, The Registration Department’s Web Page, to check on their examination
schedule and their scores, so using these channels could help to promote recycling.’
(SS04).

The participants (SHO02) stated that issues of climate change and the time needed for plastic

waste to decompose are not exciting or even interesting topics. They stated:

‘Climate change issues have been continuously mentioned for a long time now, but
I think it is not interesting at all. These issues are boring, and the topics do not
affect our lives. When people say plastic needs 500 years to be decomposed, it is

too long for our lives because the human life span is shorter than that.’
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Although using the LINE application on mobile phones for Thai people is popular, it has
some feature limitations (Thailand Redcat, 2017). LINE recently provided 'Sharing' and
'Like' functions; however, these functions are not as practical as Facebook or Facebook
pages for promoting a project in public, according to informal conversation and interviews.

However, the combined use of LINE and Facebook could be a better solution.

e Potential Motivator (Recycling influencers)

According to the interviews, the majority of participants stated that students are the most
potent recycling influencers to raise recycling awareness in order to create recycling
behavioural change. However, a minority of participants argued that university staff should
also play a vital role at the same time as the student influencers. Their comments and

opinions are stated below:

"The student leaders should play an important role in promoting recycling in CMU
because most students follow the student leaders' recommendations. Moreover,
recycling practice is good behaviour and very useful, and no one can resist the
chance to participate and follow the student leaders. It does not harm anyone. The
budget should come from the executive team'. (SM02);

‘The students from the student council or the student union are the most significant
influencers. They will work as collaborators amongst student clubs. However,
lecturers should participate and provide the consultation and be a positive role

model as consultants. (SS05);

'l think my friends are the most powerful communication tool because they are
suitable to warn their friends about whether to do or not to do something. When we
are amongst our group, especially when we are close friends, we can naturally talk
about everything, and we can even talk one on one. For instance, they can warn

their friends immediately when their friends do not recycle at the bin sites.". (SM02)

'l think to use students to tell students is an effective strategy because students
accept their friends. However, the disadvantage is that the students, who are
selected as recycling ambassadors, have to spend their time to promote recycling
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campaigns such as recycling parades or recycling practice demonstrations. It may
interfere with their study time’ (SHO1).

According to Cialdini (1984), he emphasised that people are most likely to agree if their
friends introduce something among the group because they feel the same as each other and
feel that they have shared something in common. Therefore, there is no doubt why all
participants underscored that they prefer their friends to deliver recycling messages and

introduce them to recycling practices.

However, according to the management aspect, if a leader sets a goal and sets the rules and
then uses essential tools to change behaviour, it can have positive results and could be an

excellent alternative strategy. Similarly, the findings support this premise:

"To promote recycling in CMU must begin by everyone, including executives.
Executives should perform recycling as the norm. Then, they can play a key role in

delivering powerful recycling messages to students and other staff’. (SHO1);

'l think to promote recycling in CMU should start at the executives because they
can set a new rule to manage the behaviour of the people in CMU. Another strategy
is that every faculty should add recycling activities as a compulsory module’.
(SHO5).

‘Lecturers should have the role of providing recycling knowledge and recycling
experience during their lectures. Each faculty could organise recycling events. As a

consequence, the feedback should be summited to executives. (SHO1).

e Competition

Kotler and Lee (2016) suggest that target audiences have three critical areas or obstacles;
hindering the behavioural change of the target audience.
¢ Needs more than one issue from a campaign to change their behaviour,

e Need to do it is a habit or part of their daily life routine
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e Resistance from other people who deliver messages countering the desired
behaviour change, for example, people addicted to smoking as a target audience

and advertisements from cigarette companies.

It could be said that from the results of the findings, the critical areas or obstacles;

hindering behavioural change amongst the students are:

e Students’ habits such as ignorance about recycling, laziness, careless and others

e Their peers who tell them not to recycle or even discourage them from
recycling.students may have the intention to separate recyclables at the recycling
bins, but their friends discourage them and state, 'No matter where you dispose of
it, it will not be recycled'.
Media such as tv shows and movies which portray scenes of actors who do not
participate in recycling activities harms the behaviour of the target audience of this

study.
This section has already presented the potential influencers on recycling behaviour, so, the

next section will present the evidence regarding other key recycling factors and the barriers
from the CMU staff and stakeholders.

5.2.4. The Findings from the Interviews of CMU Staff and Stakeholders

No. Code Gender Organisation Role

1 CMU1 M CMU/ Executive Policymaker

2 CMU2 F CMU/ Executive Policymaker

3 SD01 F CMU/ Student Development Social Marketing Campaigner
Division

4 SD02 F CMU/ Student Development Social Marketing Campaigner
Division

5 SDO03 M CMU/ Student Development Social Marketing Campaigner
Division

6 WRO01 M CMU/Waste Management Recycling Bank Operator

7 RSO1 F Private sector/ Recycling shop | Recycling Training Course
at Phitsanulok Leader

8 RS02 F Private sector/ Recycling shop | Recycling Training Course
owner at Phitsanulok Leader

9 RSO3 F Private sector/ Recycling shop | Recycling Training Course
owner at Chiang Mai Leader

10 RS04 F Private sector/ Recycling shop | Recycling Training Course
owner at Chiang Mai Leader

11 RS05 F Private sector/ Recycling shop | Recycling Training Course
owner at Chiang Mai Leader
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12 PTT1 M Private sector/The Petroleum Retail Marketing Manager of

company in Bangkok PTT Gas Station
Total 12 M=4 6 CMU staff members and 2 Policymakers,
interviewees | F=8 Six stakeholders 3 SMK Campaigner, one

Recycling Bank Operator, five
Recycling Shop Owners,
One Marketing Manager

Table 5.46: Summary of The Findings from the Interviews of CMU Staff and Stakeholders

There were two executives, three staff from the student development division, one staff
member from the recycling bank, five recycling owners and one interviewee from a private
company. Their codes are CMU1-2, SD01-3, WRO01, RS01-05, and PTT1, respectively.
See table 5.45.

According to the interviews of the two CMU policymakers (CMU1 and CMU2), CMU is
in the early stages of promoting recycling. It needs more research and development. They
stated that promoting recycling was pertinent to many factors, such as legal, politics,
culture, environment, facilities, and stakeholder involvement. Moreover, the findings show
that CMU students had unpredictable recycling behaviour. They concluded that promoting
recycling was essential. These are the comments and overall perceptions from the CMU

executives:

‘Dealing with waste and recycling at CMU is complicated, we are working on it.
We work with executive teams, the waste and recycling management team, student
development division team, research teams, and other teams. Last year, we won the
environmental competition, and we are recognised as a ‘Smart City’ of Thailand.
This year, we have received government funding for a ‘Waste to Energy’ project.
We currently recycle food waste and use it as fuel for our plant. We also upgraded
our vehicles from Biogas to Natural Gas Vehicles (NGV).” (CMU1);

‘In 2016, CMU implemented the annual development plan, namely ‘Green and
Clean Campus’. In 2017, we were working on the new annual plan- ‘CMU
Development Plan no.11’. For the implementation and evaluation of this plan, we
still need massive improvements. For example, each faculty does not use the same
standard recycling bin, and this causes several problems. We discovered that there
were mixtures of waste in both recycling and general bins. There were three
faculties (Faculty of Engineering, Economics, and Business and Management)

attempting to promote recycling such as conducting research, producing‘recycling
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instruction posters, and using public relation. Nevertheless, the students failed to
perform recycling. Instead of giving negative feedback regarding recycling failures,

we developed the plan to protect these issues from happening again’. (CMU?2);

‘By law, CMU has no right to transport the waste between campuses. So, we have
to use government services. The waste collectors mixed all types of waste in the
same container during transportation. As a result, students think that waste
separation is not needed. We have waste separation systems. The first system is in
Saun Dok Hospital Campus dealing with hazardous waste (such as radioactive and
chemical waste), infectious waste and general waste. The second system is in Mae
Hae Campus, focusing on food waste and general waste. For recycling waste, we
have been working on it; we are building a recycling plant to separate the waste. If
we cannot transport the waste by ourselves, we also have another plan. We need to

promote recycling among students and staff.” (CMU1)

‘Research on recycling topics are in high demand. Last year, the government
granted two million baht to CMU for recycling research. We have spent 70,000
baht on a pilot study investigating CMU staff recycling behaviours. The research
aimed to find out how to improve recycling issues. We placed three-colour
recycling bins without publishing recycling instructions. Then, we discovered that
recycling was adopted by two out of sixteen divisions. The key success factors for
this experiment were habits and incentives. People usually separated glass bottles
for sale at home, and they also recycled several items at their offices. Now, we
removed the bins from the office because we plan to use the bins for the next data
collection at the student flats. We think we have to promote recycling among the
students and focus on raising recycling awareness. Nevertheless, we have not
started it yet. We also do not yet have the conclusion for the bin design and the total
number of new recycling bins. We have to accept that our students are not very
disciplined. If we do not provide sufficient bins, instead of keeping their rubbish

until finding a bin, they tend to dump the rubbish in public areas.” (CMU?2).

For the Recycling bank issues, from the previous section, the student interviewees stated
that the CMU recycling bank needed improvement. The findings in this section present

CMU staff and stakeholders’ opinions from different perspectives. For example, the
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interviewee (WRO04) thought that the bank could continue operating recycling activities,
while another interviewee (CMU2) argued that it could be taken over by students. These
are the comments and overall perceptions of CMU staff and stakeholders.

“The CMU recycling bank is not a long-term operation; the operation will be

terminated when the recycling plant is ready’. (CMUL);

‘I personally think that the recycling bank is not useful because there are many
students who do not know about it. What is more, the money from recycling
exchanges is not always an effective tool. Promoting recycling behaviour should
use the concept of ‘doing something good from good people’ and ‘recycling

behaviour gives a better quality of life’’. (MKO04);

‘The bank is useful for CMU waste reduction because we have to deal with four to
six tonnes of waste daily. It has been established since 2009, funded by the
National Economic and Social Development. The project was closed in 2015, then
CMU operated the bank aiming to support recycling behaviour. The bank runs only
Wednesday from 9 am to 12 noon at the main campus. We need five staff
minimum. There are insufficient staff and facilities for the operation. Recently, the
student members are decreasing due to a lack of promotion; however, our main

customers are cleaning workers.” (WRO01);

‘I wish the student council would establish a recycling bank themselves. The
recycling bank system at Mahidol university is brilliant because the student council
earns a profit of approximately one million baht. The students use the money for

other student activities’. (CMU2);

‘In my opinion, CMU students should play a crucial role in recycling activities, and
the staff should be consultants and financial supporters. However, we should not

expect too much of them because the activities possibly interfere with their study.’

(WRO1).

Several possible solutions were discovered on how to improve the bank or increase

recycling behaviour. For instance, recycling business owners could work with CMU to
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improve it. Recycling trade could be more convenient and accessible. Other benefits of the
bank could be giving opportunities to students to learn how to operate it and how to
encourage their friend to recycle. These are the opinions from five interviewees (RS01,
RS02, RS03, RS04, and RS05) who are recycling shop owners:

‘I do not have a website or Facebook, but our working time is every day from 8 am.

until 5 pm. Most CMU staff and students visit my shop at the weekends’ (RS05);

‘My recycling shop uses Facebook as a key tool. There are a great number of CMU
students that are customers. The students ask me to buy and collect the recyclable
items at their student flats. Furthermore, the students buy used items from my shop

and sell the items back to me when their activities are over’ (RS03);

I use LINE and websites for checking and updating the prices of recyclables.
Student universities visit my shop not only for the trade but also for attending

recycling training courses’ (RS02);

‘I work with several schools and universities to encourage their students to recycle.
For example, the students turn plastic bottles into points at my shop to win prizes.
(RS01);

‘I would like to have a recycling shop at CMU because it is a golden opportunity
for both of us. For instance, | will provide a basic recycling training course on how
to gain benefits for creating a marketing plan to promote recycling in CMU areas.
Besides, some students can gain experience when working part-time with us.
(RS04)

The comments, and overall perceptions of The Retail Marketing Manager of a PTT gas

station, are as follows;

‘Our recommendations for the university is to exchange recyclable items for food
coupons which can be used in CMU supermarkets. If the university does not have
the potential to manage this process, recyclable items can be sent to our recycling

projects, to be exchanged for money to buy stationery and sports equipment for
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poorer students. The name of our recycling project is “YakLakYim’ or ‘Recycling
for smiles’, which launched in May of the year 2017. In the beginning, we provided
recycling bins to our dealers with no charges. We have 14,000 dealers running gas
stations, while we own only 130 stations. For additional recycling projects, gas
station dealers have to pay for the bins. We believe that the money from recycling
Is not very much, but the impact is very vast. We do not use the money to change
peoples behaviour, but we create the project and simply implement marketing
strategies. For our new projects, we will have other value-added strategies such as
‘vending machines for recycling’, customers will be able to bring items for
recycling trade. We believe that when people take action together; the results have
a significant impact on the community. Sustainability does not come from only the
customers; it comes from everybody. The world will be a better place because we

can create a small change together’. (PTT1);

The interviewee (PTT1) also offered comments and opinions on various opportunities and
stated;

‘Everybody should build a recycling network. We can have a plan together for the
flow of the recycling process. The university could maybe raise recycling
awareness among students, and then the station will offer the next step. We have
known that there are several companies in Thailand dealing with recycling
business. We need collaboration with the government and the private sector and the
university because young people are the future of the country. Universities have a
responsibility to change students’ attitudes to make our community better at
sustainability. We should share our skills and knowledge. We should not run
everything for the whole process. The process of recycling will flow perfectly and
be sustainable. Recently, our partners are 7/11(convenient stores), Amazon (coffee
shops) and KFC (Kentucky Fried Chicken shops). For our next step, we will focus
on every consumer. We will launch new projects consistently. We expect
customers to take recyclable items to our stations. As a consequence, customers

will perform recycling at home’ (PTT1).

For the recycling promotion from the Student Quality Development division, the findings

show that the staff had similar opinions as to the students. They believed that a recycling
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bin standard for all areas could increase recycling. They promoted recycling practice for
new students, though a parade and flyers. They also visited each faculty to explain how to
separate the waste at the yearly CMU Trekking Event, but they only had a window of five
minutes to speak to the students directly.

These are the comments and opinions stated by the Social Marketing Campaigners at

CMU/ Student Development Division;

‘I personally say that recycling bins with lids are not practical because students
have to open the lid to dispose of waste. It is not convenient, and the covers are not
clean. | believe that if we have a standard bin system, recycling will be increased
up to 80 per cent’. (SD03)

‘We are waiting for a new standard bin system for all areas. If we have a new bin
system, we will begin to promote students to recycle. We think that students do not
recycle because we cannot see the standard bins. Students maybe get confused on

how to recycle at the source.” (SD02).

‘We introduce new students on how to separate waste properly for five minutes per
faculty; we focus on waste separation at the CMU Trekking Event every
September. We use a roadshow or a parade to get their attention and raise their
awareness. We have done public relations for one month. Our parade organises on
Monday and Tuesday evenings on the main public roads and during lunchtimes on
Wednesday at the central canteen. We use mascots representing each type of
recycling bin and use megaphones to get the students’ attention. We use flyers for
the recycling instructions. We give them free keyrings; the keyrings are

multicoloured and are the same colours as the recycling bins.” (SDO01)

This team had to use competition and online channels to gain student engagement;

however, they do not adopt students’ direct ideas. The team had a Facebook Page, but they
only occasionally used it. They thought that the student council uses online sources to help
them to gain student participation. They thought that the students’ promoted recycling very

well, but the students’ still need support.
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‘We used to organise a sticker of recycling instruction competition, but the labels of
the winners were not practical. We used online votes to measure the outcomes. We
do not use that design.” (SD02)

‘We have our Facebook page for talking to students from the student council. The
student council helps us to recruit volunteers for the waste separation at the CMU
trekking event.” (SD02)

The participant believed that a new rule, punishment, and incentives and advanced
technology would stimulate some students to recycle. However, there was another
student group who organised and participated in events without the need for

incentives. They stated:

‘In my opinion, if CMU staff recycle as a norm, it will be a standard for CMU. I
believe that if CMU has a rule and a punishment, recycling will be increased. CMU
should use technology to get the students attention, for example, if a student
disposes of waste in a wrong bin, the machines at the container should give

feedback with electronic voices.” (SDO1)

‘For volunteers at the event, we give them free lunch boxes. Some students
participated in volunteer jobs because they can accumulate credits, and then they
can apply for student loans. Some students help the university without any rewards.
At the yearly CMU Trekking event, we have forty volunteers for dealing with
waste during the event. After the event, they gain the benefits from plastic bottles

trade. They use that money for other activities.” (SD02).

After the event, they used informal observation to check the results of their waste
collection activity. They stated that there was no precise data available. The participant
(SDO03) stated:

‘We do not have any data indicating that we increase recycling behaviour after we

promote the students’ to recycle. We think that one of the barriers is that we do not

have a standard bin system.” (SD01)
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‘We have placed recycling bins at a central canteen for two years; they are various
colours. However, we use only blue and yellow bins at the bus stations. We
randomly look into the containers, and we found that there was a mix of waste.
Students’ recycle at the event very well; however, they fail to recycle at CMU.’
(SD03)

‘We do not collect data for the waste weight or types of waste before and after the

event. We randomly observe the waste on public roads.” (SD02)

All of the student development team believed that students were good at promoting

recycling, but students need support and CMU would work with them.

‘I think students are innovative and creative, but they do not have much time to
promote recycling by themselves. If they promote recycling, recycling will be
increased, but they do not have a budget to do that. CMU should be their

consultants and support them to encourage recycling. (SD01)

Overall, the findings showed that the team promoted recycling only during special events
because they thought that they would run a project once students had a new bin standard
system. The critical success of projects in their experience was mainly from student

engagement at the student council.

This section has presented the findings from the CMU staff and the CMU recycling
stakeholders. The next section will present the findings from seven CMU lecturers, six
authorities, six residents and three people from non-profit organisations. Their perspectives

have an emphasis on other critical successful recycling factors.
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5.2.5. Findings from the Interviews of the Marketing and Management

Lecturers
No. Code Gender | Organisation Role
1 MKO01 M Marketing Department Lecturer
2 MKO02 M Marketing Department Lecturer
3 MKO03 F Marketing Department Lecturer
4 MKO04 F Marketing Department Lecturer
5 MKO04 F Marketing Department Lecturer
6 MKO05 F Marketing Department Lecturer
7 MKO06 M Marketing Department Lecturer
8 MMO1 F Management Department Lecturer
Total | Eight M=3 Marketing and Management Eight
interviewees F=5 Department lecturers

Table 5.47: The summary of the interviewees from
CMU Marketing and Management lecturers

Section 5.2.4 presented the findings from the interviews of CMU Executives, the CMU
management teams, and the CMU stakeholders (private sector). The findings primarily
focused on the CMU plan and the implementation of the CMU plan. The participants
mainly underlined the obstacles to recycling, while the private sectors offered collaboration
as an alternative. So, this section, 5.2.5, presents a summary of the findings from the
interviews of six Marketing Lecturers (MKO01, MKO02,.., MK06) and one Management
Lecturer (MMOL). See table 5.47 above.

In general, they shared their skills and knowledge on how to encourage the students’ to
perform recycling at CMU. Also, they stated that the obstacles could be fixed. Due to their
backgrounds, the findings tend to show a variety of possible solutions.

Their opinions can be categorised into four main parts which are policy, the psychological

and social marketing strategy, stakeholder engagement, and student participation. See
figure 5.10.
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Similarly, the four key recycling factors are the same as the three aspects of this study
(Psychology, Management, and Social marketing aspects). Although, there are similar
findings between the Lecturers and the findings of student survey and the findings from the
student interviews; the lecturers added several critical success factors and also provided
useful examples based upon their experience. So, section 5.2.5 consists of policy,
psychological and social marketing strategy, stakeholder engagement, and student
participation presented in section 5.2.5.1, 5.2.5.2, 5.254.3, and 5.2.5.4., respectively.

5.2.5.1 Policy

All participants (MKO01-05 and MMO1) stated that changing people’s behaviour was
complicated, took a long time, and they thought that critical success factors should focus
on the students’ perspective. In practice, they believed that changing students’ behaviour
could begin with a small change in a small group, and then when the student’s got used to
it, everything would then be more natural. All interviewees shared their perspective, gave
good examples and offered possible solutions for the CMU teams. The management
lecturer (MMOL1) supported the points and gave useful examples from using a strategy
called ‘KAIZEN’ which is influenced by Japanese culture. (MMO1) stated,;

‘Our team and | have implemented the strategy- ‘KAIZEN’ with CMU staff to
change small things. The target audience is administrators. It is believed that proper
strategic management can change their behaviour. The project aims to focus on
energy saving in our workplace. ‘Suggestion’ and ‘Small Improvement’ are
essential parts of our project. The strategy focuses on small change because it is
believed that small change is easy and practical to achieve. We are soon going to
complete this project; however, we have found that focusing on small changes can
result in significant impacts. So, | think that projects promoting recycling should
adopt this idea’. (MMO1)
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Figure 5.3: Summary of the Findingsfrom the Lecturers’ Perspective
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The marketing lecturer (MKO01) shared their experience on a case from the marketing

department and stated,

‘Concerning previous and good marketing outcomes, in the year 2012, we assigned
our students to do recycling research. They facilitated a short project for just one
month. They identified recycling problems and collected data for two weeks and
spent one-week planning strategies for dealing with the recycling problems. Then,
they evaluated the results, and the results were brilliant. After the implementation
of the strategy, it was found that there was a dramatic change. Before the study
commenced, we did nothing to improve recycling at the recycling bins. For
example, there were no instructors at the recycling bins; we only provided the
recycling bins. However, we used cleaning workers standing next to the recycling
bins helping students to separate waste individually. After the project, our students
performed recycling very well, and we did not need to use any cleaning workers
next to the bins.” (MKO01)

Next, six out of the seven participants stated that CMU should implement a new policy
combined with social marketing strategies. One participant emphasised that using only
policy with students would not show any success but adopting an excellent social
marketing strategy would be better. The marketing lecturer (MKO02) referred to a past
successful CMU project and emphasised that using a policy with the stakeholders is a

crucial tool; however, using simple steps is a crucial tool with students. They stated:

‘The example of a past successful CMU campaign from the central department was ‘the
banning of styrofoam food containers’. All shops in CMU were not allowed to use any
styrofoam food containers’. Their alternatives were food containers made of
biodegradables such as sugar cane fibres or transparent plastic bags. However, | think that
promoting recycling amongst young people would not need to rely on launching new

policies, and | think that students will insist on recycling themselves’.(MK02)
These are the other supporting ideas provided by the lecturers, which describes why

implementing a policy was an excellent recommendation; and some interviewees gave

examples from their experience from previous projects:
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‘Changing students’ habits is difficult and time-consuming. It depends on the
environment. The effective strategies should consist of 50 per cent policy
implementation and 50 per cent incentive and social marketing implementation. To
discover the primary influencers that result in change, it should focus on the needs
of the students’. We should ask the students directly.” (MK03)

“To promote recycling at CMU needs to first focus on setting a new policy, and
then each faculty needs to provide standard recycling bins. Then, it should be
followed by using a grand recycling event opening as an initiative and as a way to
promote the new policy. The outcomes and results should be measure and collected
carefully. Besides, the people who should play an important role are the executives,
the lecturers, and the students. Lecturers and other staff would be the initiators, and
then the behaviour would expand to the students. Another strategy is that recycling

should be a compulsory module that affects the student semester score’. (MKO05)

‘I think that to provide recycling bins at CMU first came from the policy of this
faculty. There are two recycling systems. The first one is separating food waste.
The second system is the separation of general waste and recycling waste. It is
believed that the outcome is almost 100 per cent for food waste recycling.
However, the results from the other system are not at 100 per cent. The success
factors are that the process is simple, understandable and practical. | do not know
the recycling campaigns of the students from the CMU Waste and Recycling
Management Teams. However, here (business school), there is sufficient recycling
information, recycling instructions, and available recycling bins. Moreover, we
have a second process to make complete recycling by using cleaning workers to
double-check on the outcome, and if there is an incomplete outcome, they will fix it
immediately. I do not know where the recyclable items go because there is a team

for dealing with it. Students never get involved in this process’. (MK02)

Several interviewees gave examples from previous CMU projects. They suggested that
CMU should run each project for a long-term period, then the students would recycle as a
habit. Additionally, they thought that the concept of each project had to match the students’
lifestyle. Moreover, CMU could show the results of the implementation of the projects.

These are the comments that support their claims:
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‘The motorcycle helmet-wearing campaign at CMU shows that students need a
policy, and there needs to be a high frequency of implementation and evaluation.
We assigned security guards to check on each rider at the university gates. The rule
was that if a student was not wearing a helmet at the gate, she or he must not get
permission to enter into the CMU campus areas. We expected students to perform
this behaviour at 100 per cent; however, we found that the outcome did not reach
the target. We needed to continue the implementation long-term. Besides, there was
no data collection during the campaign. | think that if a key tool from this campaign
was applied to a recycling campaign; it would be better if the results displayed the

percentage of change, for example.” (MKO04)

‘The outcome of the motorcycle helmet wearing campaign will be better if security
guards at the gate of CMU checked on each student rider seriously. However, it
was found that a few student riders are taking their helmets off after passing
through the university gates. | think to implement a strict policy for promoting them
to change their behaviour would help, if it runs over a long-term period, then
students will do it as a habit’ (MKO03)

5.2.5.2. Psychological Aspect and Social Marketing Strategy

The marketing lecturers (MK02, MKO03, MKO04, and MKO06) underlined that psychology
models and theories and other essential tools (such as students engagement and incentives)

should play a key role:

‘I have seen recycling bins in this Business school for between two and three years.
Students may not recycle properly. | think that campaigns to promote them to do
more recycling should consider psychology aspects such as motivation or incentive
involvement’. (MKO06)

“They (students) have their own beliefs that all waste goes to the same elimination

process, for example, the waste (both recycling and general waste) will be mixed in
the same lorry’. (MKO04)
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‘I have seen recycling bins for ten years when the bins were first installed, it
seemed students did recycle, but there was an increase in the opposite behaviour
once they get familiar with the bins. I think they need to be motivated’. (MK03)

‘An effective strategy may be assigning student volunteers to stand next to the
recycling bins and also give recycling guidance to students who do not know how
to separate the waste at the bins. Moreover, the volunteers should get benefits from

the task by receiving scores’. (MK02)

The interviewees (MK04, MKO03, and MK05) thought that promoting students to do good
things for the community was more important than focusing on other incentives such as

money from recycling trades.

“To promote recycling, practices should be used as a concept of doing something
good from good people such as ‘Recycling makes life better’. | personally say that
recycling trade at a recycling bank may not be a good promotion. CMU should
promote recycling at student flats. A social marketing strategy should be adopted,
such as a concept of donation or as a moral model. Then, students who recycle will
feel good to do good things. CMU should provide sufficient recycling bins in order

to offer them much more convenience’. (MK04)

‘The recycling messages for a training course should provide the importance of
why we do recycling, which will make them have pride in what they are doing for
the community when they (student volunteers) are standing next to recycling bins
for mentoring other students. The action may result in a reduction of the Climate
Change Effect and of Waste Reduction’. (MKO03)

‘The recycling messages for encouraging students could underline other benefits
beyond that of exchanging recycling items for money. We should focus on
sustainability for the future. We should encourage the students to do good things
for the future. For example, we could reduce the use of natural resources if we
recycle. Global warming issues are too far from their daily life, but climate change

does have the potential to impact them. Another essential factor for recycling is an

248



ethical issue because they will know the benefits and outcomes of recycling’.

(MKO5)

The participant (MKO04) added their opinion, which was similar to the Psychological
concept of Cialdini (1984) that states that in order for a message to be powerful and have

an impact it should tell the people the reasons they should do something:

‘The university should provide information explaining to students what happens
after the waste collection; for example, there is a process of separating different
types of waste. To demonstrate where the waste is going is recommended, if the

university needs students to feel recycling is beneficial’ (MK04)

5.2.5.3. Stakeholder Engagement

Most participants thought that CMU should use the staff to promote recycling online, in
particular, through social media to lead students to change their behaviour. One marketing

lecturer stated:

‘The potential strategy could be using Deans of each faculty to promote recycling
behaviour by posting photos on the official faculty Facebook, other social media
platforms or on the university website. Then, the student community would spread
recycling practice’.

(MKO5)

Many participants stated that using recycling competitions among faculties in order to help
CMU compete in the green campus competition was recommended, but each activity
should present the results and the outcomes. Most participants said that if CMU teams need
cooperation, they were ready to share knowledge and skills.

These are the comments that support their claims:

‘CMU is capable of competing in green campus competitions because we have a
better environment and other essential factors, unfortunately, the management at
CMU does not perform very well. However, at the faculty level, recycling

promotion is excellent and has satisfactory results. If the central CMU management
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teams need us as a corporative team, we will always help them. In fact, we have

already helped them on many projects.” (MMO1)

“The award from engagement in the recycling activity engagement is the chance to
visit foreign countries where the residents perform recycling very well. This reward
is exceptionally appealing. Other rewards are visiting other universities where we
have MOU agreements already. Moreover, we also have an agreement with foreign
countries. We are always welcome. | believed that knowledge and skill sharing is

essential. We need a network to run this process. (MKO03)

5.2.5.4. Student Participation and Other Tools

The interviewees stated that student engagement was significant, but the strategy should be
combined with training courses and incentives. The participant (MK01 and MKO05) added
that clear recycling instruction could increase recycling practice.

These are the comments that support their claims:

‘I have seen green and yellow bins for six years, but | have only seen the four-
colour bin system for three to four years in this faculty. However, there is still
confusion on how to separate the waste. For example, if the waste is a plastic cup
from a drink, both the staff team and the student team are confused where they
should dispose of the plastic cup as it is an unwanted drink and a plastic recyclable.
If we see a cup is a recyclable item and we put it into a recycling bin, the other
recyclable items will be contaminated. So, we decide to put the items into a general
bin. So, to fix this problem, a recycling training course should be provided to us. |
think that an effective strategy may be assigning student volunteers to stand next to
the recycling bins and also give recycling guidance. Moreover, the volunteers
should get benefits from doing the task, such as receiving a score towards their
overall grade. (MKO02)

‘I have seen recycling bins since I started working here. Students who are recyclers

try to perform recycling in CMU. However, students probably get confused on how

to separate waste properly. For example, at a bin site, they attempt to recycle, even

though there is a mix of both recycling and non-recycling items in the bins such as
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plastic straws. However, in Japan, the recycling formation is obvious because it
demonstrates to people where each type of waste are going too. Such as this waste
is for combustion, and non-combustion and this bin is for metal cans and paper. In
Japan, they not only show information in terms of basic recycling instruction but
also present the results and numbers of recyclable items. Japan performs recycling
very well, but visitors probably get confused the first time and finally they get used
to it’. (MKO1)

‘I have seen recycling bins for four to five years, but there are some excellent
cooperative students. However, if they are in a hurry, they commonly dispose of
their waste into general bins. However, they would regularly dispose of plastic
bottles into recycling bins. One of the excellent strategies is that CMU should make

short and clear recycling instruction for them. (MKO05)

‘In our faculty, after separating recyclable items, cleaning workers can earn money
from it freely. We have never changed it because we do not want to interfere with

their (cleaning workers’) income’. (MMO1)

‘(If using students instead of cleaning workers to deal with recyclable items and
taking money from the activity), cleaning workers (who are responsible for this
jobs) will not be against the change, but the worry is there is a lack of people who

are available for dealing with recyclable waste.” (MK04)

Most participants gave examples of how to run recycling activities and who would play a

key role. They stated:

‘To promote recycling, we should start at powerful student organisations such as
the student council, the student society, and student clubs because they have their
own Facebook pages. For example, the Mor Chor Team (CMU team) this Facebook

account is a powerful tool for communication’. (MKO01)

“These young people tend to follow their friends or senior students rather than
lecturers. ‘Friends tell friends’ or ‘Senior students tell junior students’ should be
critical tools. Student councils should get guidelines from management. They will
possibly run the activities better than CMU staft”. (MKO06)
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‘The recommendation is to set up a ‘Marketing Plan Competition’ and take the

strategy and implement it. The students probably can run some activities and get
support from university staff. Students could set up competitions (‘Marketing Plan
Competitions’ or ‘Recycling Campaign Competition) for short-term
implementation. For a long-term plan, CMU should have a system to support the
marketing plans; for example, an organisation should continue promoting the

campaign and expanding upon it’. (MK02)

‘In the Marketing department, we had a competition for promoting video clips ‘Not
littering on roads’. We encouraged them to deliver the message among themselves.
However, we did not see any real improvement or progress in the practice of not
littering. We selected the best quality video. The winners got excellent marks. We
have not evaluated the outcome of the competition yet. I think students who

participated in activities have a raised awareness’. (MK03)

‘My advice is to utilise recycling competitions among faculties in order to help
CMU compete in the green campus competition. If we can reduce workers who are
dealing with waste, the university will decrease the spending on waste
management. The benefits are both tangible and intangible assets, but to make it

sustainable, the university should run the activities frequently’. (MK04)

“The competitions should run continuously, and it should begin with small projects
as initiatives at some faculties and then expand the size of the activities. To
implement a policy may be helpful, but the main organisers should be students
because students know students behaviour’. (MK06)

The participants (MKO01 and MKO03) also gave useful information that was about the trend

of the use of social media platforms and the suitable time for promoting recycling.

Generally speaking, they thought that students would switch from Facebook to Instagram,

based on their experience, they stated

‘For the past 4-5 years, students have changed their interests. They have
progressively shifted from being Facebook users to LINE users. It is noticeable that
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there is no interest in reading any university notices on boards. The dominant
communication channel is online. There is a decrease of Facebook content reading
(from their faculty Facebook), but when there is a crucial issue posted on the
faculty Facebook page, some students will tag their specific friends’ names for
them to read. (MKO01)

“The competition should run at the beginning of the first semester at the student
orientation days because there are a lot of new students and tremendous waste
generation. This activity should operate every year for all students. To change

student behaviour activities should frequently be repeatedly’. (MKO03)

Overall, when comparing the findings to relevant models or theories, it can be said that
most individual factors (university students’ desire and its barriers) and microsystems
(their friends and staff in CMU or influencers) were partially discovered by the survey and
from the interviews of the target audience which consisted of 394 respondents and 12

interviewees, accordingly.

Therefore, the interviews of 13 university staff (seven academic staff and six non-academic
staff) focused on other dimensions which are macrosystems (PESTLE and Culture),
exosystems (sponsors, media, project or campaign, public, competitors), microsystems
(students’ influencers), mesosystems (connection among dimensions) and Chrono systems

(time which indicates that is changing all the times) (Bronfenfremmer, 1979).

It can be said that the findings from the academic staff tend to involve the Macrosystem
and the Meso system rather than Individuals (Bronfenbrenner, 1979). Also, Fourali (2016)
also provide other types of factors for social marketers which are called upstream level
(such as national policy), midstream level (such as campaign support), and downstream
(such as tactical support). Compared to the interviews of the CMU executives, the results
reflect the university goals and the university policy for waste and recycling management

as representatives of macrosystem or upstream level.

Next, at the midstream level section, the results from previous successful recycling
campaigns in CMU will be shown as potential success factors for the next recycling

campaign or project. Then, the tactical support or downstream section can be found from
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the opinions from academic staff who lecture marketing and management modules at CMU

in terms of social marketing strategies.

e Upstream level (such as national policy, university goals, and the university policy
for waste and recycling management and other macroenvironmental factors such as
economy, politics and culture)

e Midstream level (such as campaign support, previous successful recycling
campaign factors, current recycling activities (the recycling bank) and its barriers)

e Downstream level (such as tactical support from previous activities, essential

marketing strategy from lecturers’ perspectives)

They explained that they had seen recycling bins in CMU for at least 3 to 10 years. The
recycling bins were a variety of colours and designs and given different names such as wet
waste bins, dried waste bins, and yellow bins. Then they expanded on the why the students
did not recycle and explained that it was due to some perceived barriers such as no
excitement about the recycling bins, confusion in the recycling information, a lack of
recycling knowledge and understanding, inconvenience, and also no benefit is received

from recycling.

5.2.6. Findings of the Interviews of Residents, Government Authority

Representatives and Members of a Non-Profit Organisation

No. | Code | Gender Organisation Roles
1 GOV1 | F Hae-Hia City Municipality/ Authority of the Project ‘Branches
Chiang Mai Recycling Bank’
2 GOV2 | F Muang Lamphun Authority of the Project
Municipality/ ‘The Waste Fee Management’
Lamphun
3 GOV3 | M Thungsaliam City Authority of the Project
Municipality/ ‘No Public Bins’
Sukhothai
4 GOV4 | F Hadsiew City Municipality/ | Authority of the Project
Sukhothai ‘Zero Waste City’ and Modulator of the
Focus Group
5 GOV5 | F Padang City Municipality/ Authority of the Multi-Projects for Waste
Lamphun and Recycling Management (3Rs concept
The Thailand Winner for Implementation)
International Cleanliness
Province 2017
6 GOV6 | M Hadsiew City Municipality/ Authority of the Project
Sukhothai ‘Zero Waste City’ and Assistant Modulator
of the Focus Group
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7 RES1 | M Hadsiew City/ Sukhothai Headman from the Village A/leader of the
3Rs Centre and other Social MK Projects
such as Banning Smoking and Low
Carbon City

8 RES2 | M Hadsiew City/ Sukhothai Headman from Village B/ Leader of 3Rs
Project

9 RES3 | M Hadsiew City/ Sukhothai Headman from Village C/ CEO of Village
Funds

10 RES4 | M Hadsiew City/ Sukhothai A volunteer from Village D/ Rice Farmer

11 RES5 | F Hadsiew City/ Sukhothai A volunteer from Village E/ Business
Owner

12 RES6 | F Hadsiew City/ Sukhothai A volunteer from Village F

Tota | 2 Gov. | 3F5M | 6 Authorities from 3 (5 Projects)

I 6 Res. Provinces (4 Headmen and 2 Volunteers)

6 Residents from Hadsiew
City

Table 5.48: The Participants of the Interviews and Focus Group Interviews
and their Position and Roles within the Government or Organisation

This section presents the findings from the interviews and the focus group interviews of six

residents and six authority representatives at the Problem Identification Phase. Three

females and five males participated in this process. The backgrounds of the twelve

participants and their roles can be seen in table 5.48 above. The crucial success factors for

recycling and the barriers are categorised into three main aspects which are; psychology,

management, and the social marketing aspects presented in sections 5.2.6.1, 5.2.6.2, and

5.2.6.3, respectively. Section 5.2.7 will demonstrate the findings from the interviews of

Non-Government Organisations (NGO). Then, section 5.3 will present the findings from

the Research Planning and Research Taking phase. Then, section 5.4 will demonstrate the

findings in the evaluation phase. Finally, section 5.5 will present a summary of the

findings.

5.2.6.1. Psychological Aspect

Model and Theory Key factors

Example

A. Health Models (HBM+DHM) | Unhealthy

GOV4, GOV5

B. Social Cognitive Theory Visiting Other Cities to Learn
(Bandura in 1977 and 1986) and | how to Recycle waste
Social Proof (Cialdini, 1984)

GOV4, GOV5, RES1

C. The Rossiter-Percy Resident Involvement
Motivational \Model (Rossiter

and Percy, 1997) and Knowledge

RES01, GOV4
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D. Morality and Positive Volunteering RES01, RES6, RES03

Attitudes Toward Behaviour

E. Commitment, Respect, Commitment GOV4, GOV5, RES1, RES2
Consistency and the Interpersonal
Theory of Behaviour from
Triandis (1977) and Cialdini
(1984)

F. Social Norm (Cialdini, Reno Changing the Norm to Reduce RES2, RES6, GOV1, GOV5
and Kallgren, 1991) Waste

G. The Social Marketing Using Peer Pressure and GOV1, GOV2, GOV3
Value/Cost Exchange Matrix Punishment with Residents who
+Social Pressure (French, 2011) do not want to pay the Waste

Collection Fees

H. Incentives More Income RES4, RES5, GOV5

Table 5: 49: Conclusion of Relevant Models and Theories

A. The Health Belief Model (HBM) from Donovan and Henley (2010) and The
Determinants of Health Model from Dahlgren and Whitehead (1991)

According to the interviews, the projects were most relevant to health problems, and the
authorities fixed the causes of health problems by promoting recycling. The findings can
be categorised and matched with several models and theories. See table 5.49 above.

The researcher selected two models, (‘the Health Belief Model’ (HBM) from Donovan and
Henley (2010) and ‘Determinants of Health Model’ from Dahlgren and Whitehead (1991)
because there is significant evidence to demonstrate that the participants identified ‘the
residents’ psychological characteristics and demographics, susceptibility, the severity of
health issues, benefits and barriers’ and the tools for fixing the problems. The participant

(GOV4) provided examples and stated:

‘Our residents had been in poor health for a long time. For example, farmers were
in poor health due to using pesticides for their rice fields. If we can use compost or
biofertilizer made with food waste to replace the chemicals, our life would be
better.” (GOV4)
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B. Social Cognitive Theory (Bandura in 1977 and 1986), Social Proof (Cialdini, 1984)
and Leadership Skills

According to the interviews, once the residents were ready to change their behaviour, the
authorities supported them to visit several model cities to learn how to run projects and
promote recycling. As a consequence, when the residents had the project running
successfully, they planned to set up another project. What is more, other city members
visited their communities and repeated the process, which created a feeling of
achievement, and therefore the residents continued and maintained the positive behaviour.
It can be said that these behaviours are most likely linked to ‘Social Cognitive Theory’
(Bandura (1977 and 1986)) and ‘Social Proof” from Cialdini (1984) and ‘Resident
Engagement’ (Rossiter and Percy, 1997). Both the government officer and the resident
explained the process they went through and stated:

‘For our preparation stage, we visited other cities which have similarities with our
city to learn powerful strategies, such as Bann Tungsri in Phare. The city was
awarded the top city model for zero-waste minimisation. They focused on a ‘No
Public Waste Bins Project’. We then adjusted some of their useful strategies for our
city. We also replicated their concept, ‘community engagement', as the primary
strategy. We agreed to support the village headmen as the project leader. We

positioned ourselves as supporters of the projects, not the facilitators.” (GOV4)

“We visited cities which had won the waste and recycling management
competition. They selected the staff from the residents that demonstrated leadership
skills, and they found that the residents ran the city project, and the local
municipality cooperated as a consultant. We were astonished, and we were
impressed because those people ran the project perfectly. So, we thought that we
could do it ourselves.' (RES1)
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C. The Rossiter-Percy Motivational Model (Rossiter and Percy, 1997), Commitment,

Skills, Positive Attitudes, Experiences and Knowledge

Another critical factor which is relevant to resident involvement is likely to explain the
situation because all residents are impacted by the poor conditions. Rossiter and Percy
(1997) presented that if the target audience has a high level of involvement with both
negative and positive motivation, it most likely demonstrates that these factors play
dominant roles more than information delivery.
‘I have been working on waste and recycling management for 12 years (since
2006). My first project was the ‘Ban Na Yu Chum Chon Na Mong/ Lovely Home
LovelyCommunity’. We used a standard evaluation process from the Health
Department. The residents had to have a brainstorming meeting and concluded

what the issues were that they wanted to improve.” (GOVY)

“There was no conflict among us because we all experienced bad and adverse

conditions, so we all agreed to fight and overcome the difficulties.” (RES1)

Although Rossiter and Percy (1997) did not focus on message delivery as an essential
factor, another interviewee (GOV4) argued that she thought it was essential to deliver
knowledge to the residents on how to recycle and what the processes should include. She
stated:

‘At the first stage, we had to make our residents understand the aims and the
direction that the project required. The municipality had a responsibility to provide

relevant knowledge such as how to recycle.' (GOV4)
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D. Morality and Positive Attitudes Toward Behaviour (A Moral Norm from Pomazal
and Jaccard (1976), Schwartz and Tessler (1972), Fishbein's and Ajzen's Theory of
Reasoned Action (1975) and Power of Leaders

Based on the findings of the interviews, volunteering, good attitudes, and working as a
group account for prime success factors. These can be categorised into numerous models
and theories such as cases of blood donation and organ donation performed as a moral
norm from Pomazal and Jaccard (1976) and Schwartz and Tessler (1972), respectively.
Next, positive attitudes can lead to the performance of new behaviour from the Fishbein's
and Ajzen's Theory of Reasoned Action (1975). Interestingly, there is a definite connection
between recycling prediction and moral norms which can be found from the study from
Allen et al. (1994). The findings show that they promoted recycling and did not expect to
get any payment:

‘We promoted recycling without any payment. We did not feel we needed extra
money to run the project. We think we have firm intentions and good cooperation.
We did not feel like we lost anything. We think we all gained multiple benefits’
(RES1)

‘I am a volunteer for many clubs. My family and I love being volunteers because
we believe we are doing the proper and right thing. We are responsible for our
community. We plan to reduce the number of waste collection spots to reduce the
amount of carbon dioxide emissions. We believe that we should use fewer waste
bags. We want everyone to dump rubbish in the morning to help the system work
better.” (RES6)

‘I am the CEO of the community funds; the objective is to provide study funds for
our children. So, I invite our children to help us to collect rubbish on public roads
every month. This strategy is compelling. We can see them improving their
understanding and awareness. We believe that if children engage with activities and

have positive attitudes, they will recycle ' (RES3)
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However, due to Thai culture, on some occasions, volunteers received additional

incentives:

‘The recycling bank was completely run by volunteers who do not receive any
salary; however, we provided them with fertiliser when they requested.' (GOV1)

E. Commitment, Respect, Consistency and the Interpersonal Theory of Behaviour
from Triandis (1977) and Cialdini (1984)

Based on the findings of the interviews, it was discovered that after the residents
participated, they displayed essential success factors consistent with the Interpersonal
Theory of Behaviour from Triandis (1977), Commitment, and Social Proof from Cialdini
(1984) and various other essential success factors. Furthermore, it discovered that
commitment and affection play crucial roles in the project. According to Triandis (1977),
people can create new behaviour if they have positive feelings such as affection for
something, then they will have an intention, and then this leads to producing a behavioural
change. From the findings, it was determined that the residents love and respect the late
king (The King 1X) and they desired to do the right thing to remember and honour him on

his birthday. These are the statements made;

‘We started the project three years ago (in 2013), then the following year, we all
agreed to commit to running the project to honour our King (Rama 9 The Great).
We were very proud to present our love to the Great King Rama 1X by doing

something good for the community'. (RES1)

‘When we agreed that we would collect rubbish every Sunday morning, we
expected every household to bring the bags in only on a Sunday morning, there
were a few residents who were reluctant to follow our rules, and then they dumped
rubbish on Saturday night. Now, they have changed their behaviour. I think that it
is because of many factors such as repeating our commitment and because of our

consistency of reminding them about the rules.” (RES2)
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‘One technique is that we tackle several objections by following ‘Ten Tummanoon/
The Ten Rules from our Agreement)'; waste Management and Carbon Emission
Reduction Projects were also included. We use tri-cycles to collect recycling waste
instead of motorcycles or cars. We can reduce carbon emissions from each activity.
We frequently grow more trees, and we replaced the standard light bulbs with

halogen bulbs (energy saving bulbs) to save electricity.” (GOVS)

F. Social Norm (Cialdini, Reno and Kallgren,1991)

Based on the findings, there was evidence showing that people illegally dumped rubbish or
litter after they had seen a place that was already full of rubbish. The illegal dumping
increased consistently. However, people stopped dumping rubbish when the rubbish had
been removed from that area. This case study, illegal dumping in the city, existed on the

bank of the river at the local school. The interviewees explained;

‘While the school disposed of waste at the rear gate, it was noticeable there were

several residents that imitated that behaviour. (RES6)

‘Some of the staff members illegally dumped rubbish at the school's rear door.
Consequently, some residents followed the school member’s behaviour because
they started dumping their rubbish in the same area. We had to remove all the

rubbish from that area and then there was no rubbish’ (RES2)

Based on the interviews, the reasons why people did not dump rubbish again could be
based on many answers; however, at least some experiments and conclusions from
Cialdini, Reno and Kallgren (1991) may help to identify possible factors. There was a

norm found amongst the residents, which is categorised as a social norm:

‘Residents in Machia burnt unwanted dry leaves and tree branches as a social norm.

Their habits have been changed because of our project implementation.” (GOV1)
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G. The Social Marketing Value/Cost Exchange Matrix and Resident Engagement

Based on the findings, Thongsaliam village used punishment to prevent unwanted
behaviour. They set up a new rule (500 Baht for illegal dumping in their city) and planned
to use that money to support their activities in the city. After the new rule was
implemented, the interviewee (GOV3) said that they helped each other to monitor illegal
dumping. As a result, they found only one case which was caused by an outsider. Then,
illegal dumping disappeared. It can be said that the disincentive technique is still an option
from The Social Marketing Value/Cost Exchange Matrix (French, 2011).

However, the findings refer to not only punishment but also other factors such as attitude,
beliefs, knowledge and volunteering/morality. For instance, the interviewee stated that
their project was run with several groups using multiple-techniques identifying the critical
factors as the Theory of Reasoned Action (TRA). So, this study will explain the findings in

terms of the TRA, motivational model and knowledge in the following section;

‘We pointed out the solution where we arranged specific areas for depositing leaves
and branches at a bank. Next, when we produced fertiliser from the dry pieces of
wood and other parts, residents benefited from using the fertiliser. On the other
hand, if residents burnt unwanted leaves and branches, they must pay a fine’.
(GOV1)

H. Incentive

The findings display similar factors which can be found from the comments of RES1
underlining that he and his family changed their behaviour because they felt they gained
benefits and did not lose anything. Then, they recommended that their peers changed their
behaviour. Other examples for changing behaviour because of the gain of benefits was
from RES4, RESS.

‘We use unwanted vegetables to feed earthworms; the earthworms produce urine
and stools. We use the urine as our rice bio-fertiliser. | can earn more money in

various ways. For example, | can sell earthworm stools at our local market and here
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(3Rs Learning Centre). It costs twenty baht per kilogram. | can earn four thousand

baht from one order.

What is more, an earthworm can be sold. However, | often give visitors earthworm stools

for free. | feel happy, and | am doing good for the community.” (RES4)

‘I am the owner of a hotpot restaurant. In the past year, I kept fermented pork and
beef in single-use plastic bags in the fridge and disposed of the plastic bags every
day. Recently, I have used plastic containers instead of plastic bags. | have found
that | saved money. My husband added that we generated less waste after the
change. Feeling this way is excellent, we introduced other shop owners to reusable

plastic boxes to save money and gain more profit from their business.' (RES5)

‘As the consequence of focusing on environmental issues and running the activities
which encouraged them to recycle, they separate general waste, food waste and
recycling into different bins. Then they earned money from recycling trade and
gained benefits from the compost which came from food waste. They also reuse the
products by creating new things from recyclable items. For the hazardous waste,
they paid for the transportation of hazardous waste that was taken to Chiang Mai.’
(GOV5)

5.2.6.2. Management Aspect (Bottom-up and Decentalisation)

According to the types of management identified in five previous case studies, it was clear
that a bottom-up system had been adopted because their management systems used models
from the four cities, ‘Khon Kaen, Nakorn Ratchasima, Samui and Klaeng’, of the UN
development programme (UNDP report (2016) and NMITL (2016)). Moreover, according
to the Country Report in 2018, waste management had been transferred from the Ministry
of National Resources and Environment to the Ministry of Interior. Then, decentralisation
was adopted at a local level, and the new management system was regulated by the ‘Act on
the Maintenance of the Cleanliness and Orderliness of the Country, B.E.2560 (A.E.2017)
(Royal Thai Government Gazette, 2017).
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To reduce health problems and the overall amount of waste, municipalities had to select
useful tools to encourage residents to change their behaviour or their lifestyle. According
to the management aspect, the findings seem to be similar to the three Steps of Change’
(Lewin, 1951), ‘The Five Types of Intervention Cluster; (French, 2011), and Resident
Involvement from ‘The Rossiter-Percy Motivational Model (Rossiter and Percy, 1997)’. In
order to initiate change, effort should be put into the driving force and into reducing the
obstacles from the restraining force. These are a summary of their techniques; it consists of
several tools such as control, inform, design, educate, support and other techniques,
according to the Five Types of Intervention Cluster (French, 2011). It can be said that the
authorities integrated several models and theories and residents participated in all the steps.
See the explanation below;

A. Control (Agreements/Commitments+ Incentives+ Resident Engagement)

At the first stage, ‘control’ is not only the first concept for change, based on the findings,
but the government officers also used resident engagement to make mutual agreements
combined with incentives. All authorities (GOV1-GOV6) underlined that they invited
residents to participate in their projects. They used several meetings to gain residents’
opinions on how to fix the problems. They also adopted decentralisation techniques to
transfer the power to the leaders of the resident teams. Then, they explained that the
benefits of the change could be many types of incentives. Then, many residents
participated in the process. Moreover, representatives at each meeting had a responsibility

to deliver the message to other residents. See the explanation below;

‘When we had to solve the air pollution problem, we invited residents to be on the

committee. We gave them information on the health issues, and then we consulted

with them on how we can run the recycling bank. Then, the bank was organised by
volunteers. They can receive rewards such as fertiliser and visit a learning centre

where the city has used fertiliser for their rice fields and vegetables’. (GOV1)

‘The prime success factor of the project is residential engagement which consists of
leaders from both government departments and residents. They are from seventeen
groups such as Community Committees, The Housewives Club, volunteers from

the Environment Club, volunteers from the Health Club, and government officers
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from the Environmental Department of the City-Municipality. We set up leaders of
the groups, and then we had a brainstorming meeting every month to seek possible
solutions to solve our problems. Next, we made a plan to set up the budgets and
submitted it to the central government to provide the estimated budgets. The

development plan became the official agreement in 2014.” (GOV?2)

‘For the project of waste minimisation, we have established new rules for waste and
recycling management. In reality, it was impossible to have all the residents attend
the meetings. As a result, we appointed representatives to attend the meeting and

then deliver the message back to the other residents.” (GOV4)

‘The residents had to have a brainstorming meeting and concluded what the issues
were that they wanted to improve. However, the direction of the development from
residents had to match our aims. We had five crucial factors such as cleanliness,
environment, safe vegetables for the community, such as basic Thai vegetables and
herbs for a daily meal. After we encouraged the residents to follow the 3Rs policy,
we also provided our office for recycling trade and the residents could keep the
money in their own bank accounts from selling the items’. (GOVS5)

B. Inform (Inform+ Feedback for Alternative Solutions)

After the residents had been informed by the volunteers, letters, and through local radio,

they were asked to give other solutions if they did not agree;

‘We wanted to reduce the waste collection spots from eleven to eight. When we
delivered a new message that we needed to change the behaviour for greater
sustainability, some residents argued that they did not recycle or minimise their
waste. We solved the problems by asking them for alternative scenarios on how to
fix it. We assigned representatives to write reports on the information such as the
addresses of the people who disagreed with the behavioural change and asked for
other solutions. As an additional tool, we utilised the local radio for public
relations.” (GOV4)
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The participant (GOV3) also shared his experience on how to deal with the limitations
because, in reality, there were no perfect tools. He explained the facts to the residents, and

then the residents accepted the limitations;

‘We had several brain-storming meetings with some resident leaders from five
subcommunities about the pressures from banning dumpsites and the limited
facilities, and then we concluded a solution. However, we still faced obstacles; for
example, some residents had different needs. One of their disagreements was that
they asked for a four-recycling bin system for communal areas instead of using
designated waste bins with the labels of their addresses. However, we explained the
reasons why there were limited options available, as we had only one lorry for the
waste collection. We were unable to pick up different types of waste at different
times in one location. So, the residents had to recycle the items by themselves

before our waste collection.” (GOV3)

C. Incoraboration (Codesigning+ Testing = Design Improvement)

All the authorities designed the process of the projects with their residents, and then they
tested the design by conducting pilot studies. Next, they improved the strategies and
implemented the strategies to larger groups. The participant (GOV3) shared his experience

and stated:

‘To regulate them (residents) for a behavioural change was risky as they might be
against the closing of the dumpsites in the area. We had to set up new waste
collection fees and new collection times. The residents could feel it was
inconvenient and expensive. So, we offered them the new waste collection fees,
which were based on four options. If they could generate less general waste, then
they would pay less. They had paid the collection fee at 20 baht as a flat rate for
decades, but for the new policy, they could select from four options -10, 20, 30 and
40 baht, based on the volume of total waste. We started the pilot study in five
villages, and now we have implemented the project for all eleven of the villages.
The evaluation is quite good because we have reduced the total waste from eight
tonnes to six tonnes annually within just two years of the implementation of this

project.” (GOV1)
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D. Educate (Education+ Knowledge and Skill Sharing + Networking)

The participant (GOV4) explained that after providing training courses to residents, the
residents implemented the projects and became experts. They supported the residents to

share knowledge and skills and built the network;

‘We invited the leaders of the schools for training and meetings. There are several
schools or institutions around Thailand visiting our city as a Low Carbon City of the
country. Now we encourage students to be mentors because of our project exhibition
located in the temple which is near the school. The visitors are from various departments
such as other municipalities and Military departments and clubs. We now have a powerful

network after the success of the project.” (GOV4)

E. Support (such as Data, Technology, Funds and Others)

When the authorities and residents had reached agreement on how to run their projects,
they had to deal with other obstacles such as a lack of data, technology and funds. They
gained support from their communities and other stakeholders such as local schools,
temples, fire stations, private companies, NGOs, and others. The participants (GOV1 and
GOV4) stated:

‘We use the local temple to run the recycling bank. Everyone can go to the temple

and drop off the leaves and branches.” (GOV1)

‘Our city is one of the Low Carbon City models of Thailand. We work with
NMITL (the National Municipal League of Thailand), Mahidol University, TGO
(Thailand Greenhouse Gas Management Organisation/ Public Organisation) and
Tree World Company (a Private Company in Thailand). Now our network is
expanding’. (GOV4)

‘All Buddhist monks in our villages have reduced plastic waste from their
performance of religious activities for decades now. Moreover, a lot of media and
social media have shared this behaviour. This public relations campaign helped us

to spread distinctive behaviour’ (GOVY)
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According to the findings, after the projects had finished, residents maintained the new
behaviour and earned more income which can be called ‘a sustainable change’. Moreover,
they were starting new projects, and new supporters were coming in to help with the
projects. For example, GOV4 said that this city was going to have its own waste separation

plant. She explained;

‘Next, for our new project, we plan to build a waste separation station; we
submitted our proposal for government funds. The plant costs six million baht.
Now, the first step of our proposal has been approved. Our plan will solve not only
the problem of solid waste but also water waste. The plant will use a belt separator
for the waste separation. We will collect plastic bags and compress them into cube
shapes for trading.” (GOV4)

As a result of the recycling and ‘3R’ practice, the residents gained more income in many
ways. For example, many authorities visited their cities aiming to gain knowledge and
skills, then they opened a ‘3R’ learning centre and also gave opportunities to their residents
to sell local products at the learning centre.

When authorities and residents started implementing the projects, there were several
interventions. They fixed the problems by using many techniques such as changing the
waste collection times to be more convenient and described the limitations of why they
could not provide some facilities. Moreover, they asked hesitant residents to offer

alternatives or asked volunteers to collect feedback.

5.2.6.3. Social Marketing Aspect

According to the findings, there is much useful information, but this study selected only
some dominant examples. This table aims to explain how to prepare a social marketing
plan for a project. As mentioned, each step is not necessary to be run in a particular order.
According to Fourali (2016), the findings from five case studies of waste minimisation
could be summarised in terms of the Eleven Steps of the application of Social Marketing.
See table 5.50.
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Steps of SM

Findings

Examples of the Findings

1. Problem ldentification

- An excess of waste (GOV1,
GOV2, GOV3, GOV4, and
GOV5)

- Dumpsite closing (GOV3)

- Waste collection fee imbalance
(GOV2)

- Harmful conditions or health
issues (GOV1, GOV4, GOV5)

- ‘In Chiang Mali, air pollution
was one of the serious health
issues. Residents in Maehia burnt
unwanted dry leaves and tree
branch as a social norm (GOV1)
- ‘Some residents were not
willing to pay the waste
collection fees’ (GOV?2)

- ‘In the past, we eliminated our
waste by using the open-dump
method in 19 rai from 32 rai.
Now, all dumpsites are closed.’
(GOV3)

- “‘Our residents had been in poor
health condition for a long time.
For example, farmers were
unhealthily caused by using
pesticides for their rice fields. If
we can use compost or
biofertilizer, made by food waste,
replacing the chemicals, our life
would be better.' (GOV4)

- ‘Our problems are an increase
in waste from local markets,
school vans and fabric production
and Dengue virus spreading’
(GOV5)

2. Planning

- Integrated multi-approach
- Promoting 3Rs

‘For the city of waste
minimisation, we selected the
strategy which promotes
residents to manage their waste
by themselves. We separated
different types of waste, for food
waste, residents run the project at
the temples for making several
products.” (GOV4)

3. Purpose/Mission

- To reduce air pollution
- To raise awareness
- To offer behavioural change (A
change of social norms)
- To be community sustainability
- To have a better life

- ‘The strategy for raising
recycling awareness, | use 3R
(reduce, reuse, recycle) strategy.
| described them by using several
examples from their daily life.’
(GOV4)

4. Situation Analysis/MK
research

- PESTLE/SWOT Analysis

Example of SWOT

Strength
- A high degree of resident
participation (GOV4 and GOV5)

Weakness
- Lack of space for recycling
bank (GOV1)
- A failure of the waste collection
fee system

Opportunity
- A high degree of stakeholder
engagement (GOV4 and GOV5)

P- Government assigned to
reduce the total waste at 5 per
cent per month (GOV1-5), the

government assigned to close the
dumpsite in the city (GOV3),
E- If this city had to send the
waste outside, the waste
collection fee would be increased
(GOV3), If this city cannot
collect the waste fee, the
management was in a crisis.
(GOV2)

S- Residents had to change their
habits (and norms) and had to
work together to engage with 3R
implementation (GOV4 and
GOVS5). Most Thai people
respect the Late King, and they
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Threat
- Crop and waste burning is a
social norm in other provinces in
Thailand (GOV1),
- Weak waste collection fee
systems can be found in many
villages in Thailand. (GOV2)

want to do a good thing for the
country and the King.

T- We use new technology such
as an App (Application on a
mobile phone) to calculate the
outcome for the case of tree
dimension measurement from the
project precisely conveniently
(GOV4)

L- Legal was utilised, but
residents added their new
regulations and commitments
such as a five hundred-bath fine
for illegal dumping (GOV4)
E- Environment needed to be
improved such as ‘No Crop
Burning’ (GOV1)

R- Religion- Most residents were
Buddhists and residents respect
Buddhist monk and tend to
follow the monk behaviour
C- Cultures- Thai people have
several Thai traditional festivals
which create more waste.

5. Objective

SMART objective

-To reduce carbon dioxide
emission within one year and
three years from the Zero Waste
City’s project
- To reduce total waste at least
5% per month

6. Target group+ Obstacles

- Target groups- residents
- Obstacles- Lacks knowledge,
understanding, skills, confidence,
resident’s participation and funds

- Providing -training courses,
meetings, visiting other cities,
training to be mentors
- Inviting residents to be
representatives
- purposing supports and funds
from several outsource

7. Customer proposition

- To pay the fee at the lowest rate
- To gain incentives rather than
disincentives

- Their waste collection fees did
not increase
- Residents got new products for

- To have a better life use and sale
- To have more convenience - They were healthier and lived
longer
8. MK mix (4Ps) - Product, Promotion, Price, and - Product

Place

1. Change behaviour
2. Augmented level- Proud of
themselves and highly
satisfaction
3. Actual level- waste reduction
and few health problems
4. Core level- Healthier

9. Implementation

- Stage 1 and stage 2

Stage 1- Planning, recruitment
(representatives), setting up
committees
Stage 2- Local radios, meetings
and door-to-door communication

10 Resource

- Funds

- Budget from Municipality
(GOV1-5) (NMITL, 2015)
- Sponsor from others such as
German, Toyota, TEI (Thailand
Environment Institute
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organisation), Three World

company, Bike clubs and others
(GOV4 and GOV5)
- According to the interview,

11. Monitoring and Evaluation
(Process and Outcome)

- Clear behavioural change
- To have a better life
- Measurable method

evaluation from a pilot study;
‘We did a pilot study for three
sub-cities for one year, we
discovered that the total amount
of waste had reduced from 12 to
5.6 tonnes. We reduced green gas
emission at three hundred and ten
tonnes. We save spending from
480,000 to 280,000 baht for
waste management
implementation.” (GOV4)
- Evidence from behavioural
change measured from the
increasing of hazardous waste
dumping, according to the
interview
- After the implementation, the
projects reduced carbon dioxide
emission 765.6 tonnes from the
baseline between 2013-2014
(The National Municipal League

of Thailand, NMITL, 2015)

Table 5.50: Examples of Social Marketing Adoption

Source: Adapted from Fourali (2016).

It can be said that CMU teams should apply The Eleven Steps for promoting their next
projects by learning the essential tools from Table 5.50. Moreover, this study will adopt

this table for the project and will show the process and results in the findings of the

research planning and action taking phase.
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5.2.7. The Findings of the NGO Interviews
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Figure 5.4: The Dimensions of Social Marketing
Source: Adapted from Bronfenbrenner (1979) and Fourali (2016).

The findings from the NGO interviews can be categorised according to Bronfenbrenner
(1979) and Fourali (2016) into four main topics which are the macrosystem, exosystem,

microsystem, and others, See figure 5.4.

For the macro system, the participant NGO1-3 stated that although Thailand had several
commitments on climate change issues, the organisations which had the responsibility of

tackling the issues implemented the policy ineffectively. They thought that the government
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did not correctly use a robust and powerful approach. They also advised that the
government could have justification for working with other stakeholders. As a result, the
country development plan did not show a clear direction. The participant (NGO1)

suggested that the government had to launch new laws to manage the people:

‘At the international level, I think that we have to implement specific laws to
control them on waste management issues. There are no laws on recycling practice.
As a result, Thai people feel free to do whatever they want. Nowadays, waste and
recycling management has become the responsibility of each local municipality.
Most people think that they have paid the waste collection fees and then the
authorities are responsible for these jobs. This system makes people have no
awareness of waste minimisation. Furthermore, they think that it is not their
responsibility.' (NGOL1)

She mentioned that recycling awareness could be found in only people who worked in

environment fields:

‘Thai people ignore recycling and the impacts on the environment because they do
not feel close to this issue. However, speaking to environmental people, their
mindsets are certainly relevant to environmental issues. Of course, recycling

awareness is  embodied in their mindsets.' (NGO1)

For the exosystem, all participants said that raising peoples' awareness was essential. They
gave examples from their experiences and explained how to run a project among Thai
people. The participant (NGO1) compared previous successful projects to the existing

projects:

‘A long time ago, the most effective waste management campaign in Thailand was
from TA-WI-SED (Magic Eye) on several media platforms, in particular TV.
Unluckily, at present, there is no TV campaign at all. The government does not
encourage the residents through media campaigns on this topic. | think using proper
media campaigns on this issue is essential. If they do it, the media campaign will
strengthen the local authorities in the implementation.’ (NGO1)
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While NGO1 referred to the previous example, NGO2 and NGO3 described the trend of

the marketing strategy, the sponsors, and the existing projects:

‘We work as a consultant for each project because we are an NGO, but we
can run each project if there is an organisation that has a plan. We not only work
with local government departments but also the private sector. Recently, promoting
people to do a good thing is a new trend because private sectors use the
sustainability concept to replace traditional CSR (Corporation Social
Responsibility). In the past, a company might have a forestation project for CSR,
but the company has shifted to implement doing something for the community for
sustainability, such as changing peoples behaviour. The company aims to promote
their reputation in this way as a recognised brand and activity. For example, PTT is
well-recognised as a green forest project. SCG has an excellent reputation for the

project of waste to energy.' (NGO2)

For the microsystem, they focused on families and schools. They believed that school rules
regulated students to perform recycling. Recycling activities is a powerful tool to raise
students’ recycling awareness. The participant (NGO1) thought that most schools did not
promote recycling because school staff did not feel recycling was necessary, then she said

that promoting recycling would be a new trend.:

‘Educating children should be adopted when they are very young such as at
kindergarten. It is found that most teachers are not interested in this topic, then
schools will not focus on this issue. At the university level with young adults, they
are rarely interested in the environment, and their favourite topics and interests are
about technology. Most universities do not realise they are producing students with
no environmental interest. If universities do not stand up to change their policies,
these consequences will affect university students. The students will finish the
course without awareness. Recently, a few Thai universities have launched waste
and recycling campaigns, such as being green universities. We hope to see a better

future from their campaigns.' (NGO1).

For the microsystem, they explained how to run activities for various groups. They

categorised target audiences through several criteria, such as types of houses, age,
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educational level, and gender. They explained that they worked as consultants and used a
flexible approach to encourage residents to change their behaviour. Their team consisted of
only four people, but they were responsible for many projects around Thailand. One of the
reasons why they could implement their strategies effectively was that they asked the
residents' needs, and then they invited residents to engage with every step of the activities.
Also, they shared how to maintain new behaviour over the long-term. See the explanation

below;

‘In the elderly community, we will expand new participants who are members of
the new generation. We set up some activities for different ages to build their
network. We also implemented this strategy for schools, temples, and other
Bangkok Metropolitan departments.” (NGO?2)

‘We found that kids are new groups. We recruited children to be volunteers
promoting the residents to take part in recycling topics via the local radio. Child
volunteers play important roles as junior DJs. Finally, their parents performed
recycling’. (NGO3)

At the individual level, all participants stated that women tended to participate in the
activities more than men. They believed that incentives and disincentives were critical

tools to gain their corporation and maintain their behaviour:

‘We have found that female groups are more powerful than male groups. Based on
our experience, we often encourage women to participate in our operations. We use
games and competitions to promote recycling. Our prizes are t-shirts, caps, and
school stationery'. (NGO2)

‘I am sure that if the recyclable items are in high demand, it can change people's
behaviour. In some countries, they charge customers if the customers use single
plastic bags; this strategy can change peoples behaviour. I believe that incentives
maintain peoples behaviour, but when they perform a new behaviour for a long

time, we can withdraw the incentives.” (NGO1)
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For the chronosystem, they stated that changing peoples behaviour is time-consuming, so
each project should run for at least one year. They underlined that evaluating the results
could be done in many ways, such as checking the percentage of waste contamination or

number of recyclable items. Then, they gave recommendations to CMU:

‘If CMU implements a recycling project, the results will show better validity when
the project is adopted in the student flats or a closed system. However, it is
challenging for CMU to measure the weight of recycling and general waste around
the university because it is not a closed system. Not only can students and the staff
access the university, but so can visitors, recycling business owners and other
stakeholders. In the student flats, the outcome can be checked by the percentage of
waste contamination. For example, by checking the recyclable items which remain
in general waste bins before and after the campaign is completed. However, we

cannot use this method for just a one-month campaign implementation’. (NGO1)

‘For a “Waste to Energy' project, we begin with encouraging people to separate
waste properly, which is the initial strategy. We evaluate the outcomes of each
project when it runs for one year. We expect to change their behaviour for
sustainability. We frequently check the results and feedback after the project
implementation. If a community has shown a permanent change, we will invite
other cities to learn how to run the project successfully. Then, their difference
becomes long-term behaviour.' (NGO2).

The next section, 5.3, will show the findings from the research planning and action taking
phase. Then, section 5.4 will demonstrate the findings from the evaluation phase, and

Section 5.5 will present a summary of the findings.

5.3. The findings at ‘The Research Planning’ and ‘The Research

Implementation’ Phases

In CMU, many people generated waste, such as the staff, students, food sellers, and
visitors. However, in this study, the target audience was the students at CMU. So, this

study focuses on raising recycling awareness and behavioural change for the short and
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long-term initiative and for doing a good thing for the community. As mentioned, to
implement some strategies from other countries is possible, but it should be customised
and linked with a conceptual framework for practical strategies. This study is action
research involving several stages and multiple stakeholders, and this research considers
and builds upon a previous pilot study involving numerous university students from four
universities in Thailand (McNiff, 2013 and Fourali, 2015).

So, it can be said that the researcher adopted the previous findings and the experience from
the pilot study and developed a new project and tested it at CMU. During the research
planning and research action taking phases, it can be said that there were many factors
which were limitations, in particular the time constraints of the permission, the project, and
the student semester. So, the findings tend to present initiatives and short-term behaviour.
However, it is suggested that in subsequent or future projects vital factors such as the
different types of activities at different times and in different places, and support factors
such as funds or sponsors from CMU teams and CMU stakeholders should be taken into

consideration.

Due to the limitations, the main recycling activity on the Facebook page was conducted
from 19" July in the year 2017 until 3rd December in the year 2017. The timeframe of the

research at the research implementation phase is displayed in Table 5.51 below.

03/07/17 CMU Opening Day of the first semester

19/07/17 Facebook Opening Day in the UK

01/11/17- The Recycling London CMU Ambassador contest in Thailand
01/12/17

03/12/17 Rewarding the winners at CMU

15/01/18 The end of the first semester

Table 5.51: The Timeframe of the Research at The Research Implementation Phase

This section demonstrates the findings from the Research Planning and the Research
Implementation Phases in section 5.3.1-5.3.3, respectively. Section 5.3.1 describes the
results for the Planning and The Research Implementation Phases in terms of SWOT, 4Ps
and other vital factors. Then, section 5.3.2 presents the student ambassadors’ recycling

messages during the contest. Also, it demonstrates the reflexivity and the learning process.
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The findings identify many key recycling success factors which are categorised into seven
groups, based on the psychological aspect such as ‘Norms’, ‘Emotions’, and ‘Incentives.
Section 5.3.3 demonstrates the Recycling Ambassadors and their friends ‘engagement in

the contest on the Facebook Page.

Furthermore, it presents the results and the consequences of the findings from the Problem
Identification Phase, in particular from ‘The Student Survey and the ‘Student Interviews
and the interviews and the focus group interviews of the Stakeholders’.Additionally, it
demonstrates how to adopt social marketing strategies to promote recycling among CMU
students. Section 5.4 will present the results from ‘The Evaluation Phase’ which possibly
demonstrates the adoption of innovative and practical social marketing strategies.

5.3.1 Planning Phase Results in terms of SWOT, 4Ps and other Key

Factors.

According to the social marketing aspect, there are three main dimensions to consider
which are the microsystem, exosystem, and the macrosystem (Bronfenbrener (1979) and
Fourali (2016). The first dimension refers to small communities such as families, schools
and friends. Secondly, an exosystem refers to a relationship between microsystems, such as
can be seen between a family and a school in terms of social service and communication
channels. For example, there are competitors, sponsors, projects, and media (Fourali,
2016). Thirdly, a macro system refers to cultural values and laws. In a Thai context, this
means taking into consideration the university recycling stakeholder involvement and
adapting the social marketing strategy accordingly. Similarly, the study will collect data or
participants’ opinions not only from university students but also from the stakeholders. As
mentioned, changing people’s behaviours is complex, and it cannot be done without the
collaboration of the stakeholders, for example, to make recycling a norm it requires
recyclers, bins or bags, waste collectors, waste management teams, marketers and

recycling market, social service, and media.
Table 5.52 displays a summary of the critical factors identified from the interviews and

focus group interviews and from the social marketing plan, based on the SWOT, 4Ps and

other factors. See Table 5.52 below.
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Factors of the project

Example

1. SWOT

S-strengths

CMU students loved engaging with fun activities with their friends.

They used social media, especially Facebook and LINE, to talk to each other
and share their opinions daily.

They preferred incentives when they spend time on each activity.

They tended to follow their friends’ or their idols’ suggestions.

They loved convenience, creativity, innovation and technology.

W- weaknesses
Student recycling behaviour seems to be difficult to be changed.

Students seem to ignore formal and traditional recycling promotion.

O- opportunities
CMU focused on ‘a green and clean university’ plan and attempted to find
effective strategies and tools to raise student’s awareness.

There were many competitions to strengthen their unity.

T- threats

There were so many student activities all year, but there were no disincentives
for students who generated too much waste after each activity.

CMU teams made unstable decisions on recycling bin improvement.

Each faculty provided different recycling bins and recycling instruction poster.
A lack of collaboration between the CMU office teams and each faculty

There was no consistent recycling promotion.

2. Social marketing
objectives for this

project

An increase in recycling behaviour, maintaining recycling behaviour (Behaviour
objectives)

An increase of recycling understanding, knowledge and skills (Knowledge
objectives)

Feeling happy when attending recycling activities, feeling more confident of
performing recycling, sharing a positive attitude to their friends (Belief

objectives)

3. Target audiences

Students who used Facebook regularly

Students who loved to strengthen unity by engaging with the contest and the
activities

Students who loved to share positive attitudes and their knowledge and skills on
recycling topics

Students who were able to communicate recycling messages creatively and

innovatively and gained massive attention and positive impacts

4.Target goals

Target audiences
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Students and their peers (200-4,000 engagements such as Like, Love, Share, and
posting comments)

Goals

To test alternative social marketing strategies

To observe students’ behaviours during the activities and the competitions

5. 4Ps and others

Product: (core, actual, and augmented levels), price, place, and promotion

The project offered the recycling ambassador contest, which consisted of
innovative and creative social marketing strategies to increase awareness and
tended to increase recycling behaviour.

Students who participated in the contest had to create recycling messages to tell
their friends how to recycle and why they had to recycle. Then, they had to share
their messages with their friends and families to gain Likes, Love, and Shares.
The winners were measured by most Likes, Love, Shares, and Comments
(numbers of engagement). Additionally, there were other rewards for innovative
or creative competitors who did not gain the most Likes or Shares but won the
committees’ hearts.

The contest offered tangible incentives (such as stationery, reusable bags, t-
shirts with unique logos, certificates, and student funds) and moral incentives.
(such as feeling good to be a green person, feeling happy to recycle and willing
to share their positive attitudes, and feeling more confident when maintaining
recycling behaviour)

Students that competed in the contest had to spend their time to promote their
recycling messages and perform recycling behaviour for one month. Then, they
would put effort into promoting their idea using both traditional and new
communication channels by placing recycling contest posters on their faculty’s
libraries’, student kitchens’, study rooms’ boards. (This strategy aimed to allow
the students to create their communication channels and gain more confidence to
do good things for CMU)

The researcher helped them to promote their ideas by placing recycling contest
posters on the university boards (according to the official permission), informing
the executives, the management teams and the student leaders in several
meetings, and visiting several student clubs to inform and invite them to engage
with the activities.

For the online platforms such as Facebook, LINE, and others, each student
competitor had to share their recycling ideas from the Facebook page to their
personal Facebook accounts, then their families and friends shared the messages
to their peers to gain the most Likes, Love, and Shares back to the student
competitors. Students used other social media to spread their recycling messages
such as LINE and Instagram. Then, other people who supported their ideas

would click Like, Love, and Share on the Facebook page.
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The researcher helped the ambassador competitors to gain more engagement by

posting their ideas with their numbers.

6. Results Twenty-six ambassador groups were participating in the contest. The students
(Source: The were from the faculties of Engineering (2), Science (3), Education (1), Argo-
Facebook page- ‘CMU | industry (3), and Associated Medical Science (17). All ambassador groups
London Recycling gained massive public impressions and received engagement from137,710
Project’) people. They showed that they delivered their messages and gained 70,299
engagements within one month (Like, Love, Share, and Comment). In total,
19,891 Likes, 502,686 Shares, and 122 Comments were collated by the end of
the contest according to the findings from the Facebook page on 1st December
2017.

Table 5.52: The Social Marketing Plan including SWOT, 4Ps and other Vital Factors
Source: The Facebook page- ‘CMU London Recycling Project’ (2017)

This research discovered that the Facebook Page tends to reflect the students’ perspectives
which can be categorised into eight main vital factors. The factors will be identified in the

next section.

5.3.2 The Student Ambassadors’ Recycling Messages During the Contest

Group Example

1: Emotions such as love, fun or | ‘Dumping waste into the recycling bin is better than being
being disappointed played dumped.” (Ambassador no. 3)

critical roles for recycling
(Triandis, 1977) and Maslow ‘Putting the right waste into the right bin like giving your
(1954)). heart to the right person.” (Ambassador no.14.)

‘Being a hero by putting the right rubbish to the right bin.’

(Ambassador no. 1)

‘Angels always recycle. How about you? Do you recycle?
(Ambassador no. 23)

‘Flawless performing, using right bins’. (Ambassador no.
11)

‘T'wish | had a Harry Potter hat and magic so that | can turn

more CMU students in to waste separation fans.’
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(Ambassador no. 6)

2: For the self-concept, (norms
Triandis (1977) and Cialdini
(1991).

‘For a student flat with no waste sorting, you can put plastic
bottles into separate bags and put it by the waste bin.’

(Ambassador no.5).

3: Morality, knowledge and
skills were essential for

recycling.

‘Although recycling bins are colourful, good people know
how to select the right recycling bin. Quality people recycle

because they want to do a good thing.” (Ambassador no. 25)

‘Doing a good thing and sharing it. Pay attention when
recycling—checking the right waste for the right bin’.
(Ambassador no. 24)

‘Proper recycling with high speed makes the world better’
(Ambassador no. 22)

4: Incentives or Benefits of
recycling- creating a pleasant
environment, making the world
better (Cialdini, 1991), Beliefs

about outcomes, Triandis, 1977)

‘Please put the paper into the recycling bin. So, it can be
transformed into something that can be used again’.
(Ambassador no. 7)

‘Better waste management starts with separating your waste

into proper bins.’(Ambassador no. 8)

‘Sorting your waste for better love and care for the

environment.’(Ambassador no. 17)

‘We cannot stop sorting waste for a good cause.’
(Ambassador no. 19)

‘Waste sorting for better care for the environment.’
(Ambassador no.15)

‘Reuse the cardboard box to save raw materials’
(Ambassador no.16)

5: For Intervention, providing
information was an essential
tool. (French and Gordon, 2011)

‘I am sorting my waste by putting straw and lid into
‘General’ bin, and plastic cup into ‘Recycling’ bin’.

(Ambassador no.9)

‘What to put in colour-code bins: blue — non-recyclable
items; green — food and garden waste; yellow — recyclable

items; red — all other rubbish’ (Ambassador no.12)
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‘Let us finish all drinks and put empty bottles into the
recycling bin separated from other waste bins’ (Ambassador
no.2)

‘General waste bin is for only non-recyclable waste such as

plastic bags, instant noodle packages.” (Ambassador no.4)

6: Changing negative attitudes
such as recycling is too tricky,
and it is an inconvenience
(Fishbein and Ajzen (1975) and
Ajzen (1985)

‘Recycling is effortless like dumping your banana peel into

the compost bin.” (Ambassador no.10)

“You can simply put the right item to the right bin’
(Ambassador no.13)

‘Everybody can put rubbish into the recycling bin.’
(Ambassador no.18)

7: Consciousness,
unconsciousness, intentions,
norms, roles (Triandis, 1977)
and (Fishbein and Ajzen (1975)
and Ajzen (1985))

‘Please reuse and cycle paper’ (Ambassador no.20)
‘Everyone has recycling awareness, consciousness and

intentions’ (Ambassador no.20)

8: Recycling even feel tired and
sleepy (Fast and slow actions
from Kahneman, 2011)

‘Although | finish my project very late and | was exhausted,

I still recycle properly.” (Ambassador no.21)

Table 5.53: The Categorisation of the Recycling Messages from 26 Ambassadors

Based on the student ambassadors’ recycling messages during the contest, the findings

demonstrated the key factors which were categorised into eight groups. They are

‘Emotions’, ‘The Self-Concept’, ‘Morality, Knowledge and Skills’, ‘Incentives or

Benefits’, ‘Intervention and Information’, ‘Attitudes and Inconvenience’, ‘Consciousness,

Unconsciousness, Intention, Norm, and Role’, and ‘Fast and Slow Actions’.

Table 5.53 below presents examples of the perspectives of the student ambassador

recycling contestants. Twenty-six teams expressed their positive attitudes towards

recycling and also led their peers to believe that recycling could be a new norm for them to

help the CMU community.
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After the completion of the competition, further data was collected to check on the
feedback from the participants and their peers. Although the survey respondents seemed to
provide feedback that leant in a positive direction, they also provided recommendations on
how to improve any future recycling projects or activities. It can be said that the winning
teams received various incentives not only categorised as tangible assets but also as
intangible assets such as feeling happy and feeling confident to continue recycling
behaviour. The rewards for each of the winners and the statistics of the engagement are

presented in the following section.
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5.3.3. The Recycling Ambassadors and their Friends’ Engagement in the

Contest
A |B |C D E F G H | J
1 |1 |06 |68 36 104 2 106 3173 Cap no. 4 (1)
2 |4 |05 |231 276 498 2 500 4025 Reusable bags no.10 (4),
no.9 (2)
3 1 06 |73 34 107 2 109 2563 Notebook no.7(1)
4 |4 |05 |10000 | 21325 | 31325 |4 31329 | 15203 | The winners
10,000 b.
5 4 13 | 62 56 118 1 119 1704 Reusable bag no.10 (1)
6 3 11 | 7100 24128 | 31228 | 47 31275 | 25168 | The winners
5,000 b. + T-shirt (20)
7 |3 |11 |78 58 136 1 137 2038 Cap no.5 (1)
8 [3 [11 [41 14 55 1 56 686 T-shirt no. 6 (1)
9 |3 11 | 112 225 337 8 345 3555 Bags no.8,9 and 10
10 | 3 11 | 88 109 197 2 199 2765 Bag no. 10 and 9
11 | 1+ | 11 191 234 425 1 426 4734 The winners
2+ 5000 b.
3+
4
12 | 3 11 115 83 198 1 199 7460 The winners
1000 b.
13 | 3 11 | 76 41 117 11 128 3187 Cap no.5 (1)
14 | 2 02 566 2791 | 3357 8 3365 | 18941 | Capno.5(2) +
t-shirt
154 |05 [35 16 51 1 52 1751 | T-shirtno. 6 (2)
16 |4 |13 |12 9 21 1 22 738 Notebook no.7
17 | 3 11 | 314 654 968 1 969 15517 | Cap no.5+t-shirt
18 |4 [11 [225 42 267 14 [ 261 |4704 | Bagno.10 (2)+
t-shirt (1)
19 |4 |11 | 178 37 215 1 216 5357 The winners
3000 b.
20 | 4 11 | 83 23 106 3 109 2678 T-shirt no. 10 (3)
21 | 4 13 | 6 3 9 1 10 359 T-shirt no. 10 (1)
22 | 4 13 | 6 1 7 1 10 361 T-shirt no. 10 (1)
23 | 4 11 |51 24 75 1 76 3045 T-shirt no. 10 (1)
24 | 4 11 | 78 54 132 1 133 4203 T-shirt no. 10 (3) +bag
nol0 (1)

285



2514 113 |11 2 13 1 14 419 T-shirt no. 10(1)

26 | 2 11 91 20 111 3 114 3376 T-shirt no. 10 (3)
Tot | 19891 | 50286 | 70177 122 70299 | 13771
al 0

The Key for Table 5.54: A=Number, B=Year, C= Faculty Code, D= Likes & Love, E=Shares, F= Total
Likes, Love & Shares, G= Number of Comments, H= Number of Engagements,
I= Number of Views J= Reward Received

Table 5.54: The Recycling Ambassadors and their Friends’ Engagement in the Contest

Twenty-six ambassador groups were participating in the contest. The students were from
faculties of Engineering (2), Science (3), Education (1), Argo-industry (3), and Associated
Medical Science (17). All of the ambassador groups gained massive public impressions
and received views from 137,710 people. They demonstrated that they delivered their
messages and gained 70,299 engagements within one month (Like, Love, Share, and
Comment). In total, 19,891 Likes, 502,686 Shares, and 122 Comments were collated by
the end of the contest according to the findings from the Facebook page on 1 December
2017.

Most of the contestants received their rewards at a ceremony on 3rd December in the year
2017 at the registration building no. 5 in front of the university display boards. The
contestants had been studying at CMU for between one year and four years. Fourteen out
of the twenty-six groups were from the fourth-year students. All students who engaged
with this activity received certificates. Five ambassador groups received student funds of
between 1,000-10,000 baht and as well as winner certificates: they were contestant’s
number 4, 6, 11, 12, and 19. Other rewards consisted of t-shirts, reusable bags, caps, and
notebooks. It was discovered that in each group, there were at least two additional students
(such as photographers and scriptwriters) who were not present during the ceremony or
present in the photos memorialising the event. However, they had significantly helped their
friends to compete with the other groups. So, these students also received certificates
indicating that they were CMU London Recycling Ambassadors. After the end of the
reward ceremony, photos were taken to memorialise the event, and the contestants
completed satisfaction survey forms. Moreover, they delivered the forms to their friends,

and the forms were collected by volunteers. See table 5.54.
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Overall, this section has described the recycling ambassador competition and the
ambassador contestants characteristics. The qualitative data and quantitative data were
collected by adopting several techniques such as observation and recycling message
analysis during the contest. The photos of each contestant team from the Facebook Page
and the atmosphere of the activities on the day of the ceremony are displayed in Appendix
E. Section 5.4 will demonstrate the results from ‘The Satisfaction survey’ at the Evaluation
Phase which were collected after the award ceremony.

5.4. The Findings at ‘The Evaluation Phase’

Section 5.4 is categorised into two sections which are section 5.4.1 and section 5.4.2.
Section 5.4.2 presents the findings from the satisfaction survey, which collected both
qualitative and quantitative data from the recycling ambassador contestants and their
friends’. Section 5.4.2 describes the findings from the informal interviews and observation

during the contest.

5.4.1. The findings from the Satisfaction Survey

Part Types of the data Respondent information
1. Socio-demographical | - 135 respondents (68.1 % females and 31.9% males)
information of the - They were from the faculties of Associated Medical Science,

ambassadors and their | Aggro-Industry, Education, Science, Engineering and Pharmacy
teams - 54.3% of respondents had been told by their friends to participate
in the project.

- 27.6% of respondents had known about the project by sharing on
Facebook

- 11.1% of respondents had been told by volunteers

- 7% of respondents had been told by the posters on the university
boards

- 7% of respondents had been told by their lecturers

2. Participation The suitability of the project section

Satisfaction - One month duration for liking clicking and sharing for both of the
activities was the most suitability, while they thought that the
information about the activities and the communication channels was

below average.

The value of the project section
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- It discovered that they preferred different types and amounts of
rewards to the aims, objectives, and the content on the project.

- After the end of the project, they were satisfied at the highest level
because they thought they had gained better knowledge and
understanding, and it led them to apply the recycling behaviour into
their daily lives better.

- They felt that their awareness had been increased when they
participated in the activities. They thought that the project made
them think of the benefits of recycling and gave them more
understanding on how to recycle correctly.

- 88.9% of respondents would participate in similar projects in the
future. They mainly thought that the activities provided advantages
of recycling and the project was creative and exciting at 21.5% and

14.8% accordingly.

3. Recommendations They suggested that:

- The project would promote more students to engage activities;
- They gave other sources for public relation such as other CMU
Facebook Pages;

- They thought that the project could be better if the rules could be

implemented intensively and showed more fairness.

Table 5.55: The Summary of the Satisfaction Survey

The survey consists of three parts; the first part aims to examine the socio-demographics of
the Facebook Page’s participants. Also, it aims to investigate the feedback on the use of the
Facebook Page to promote recycling activities and recycling behavioural change,
mentioned in chapter 4, the design of the data collection at the evaluation phase. The
findings demonstrated that there were 135 respondents: there were females at 68.1% and
males at 31.9%. The majority were from the third-year students and the fourth-year
students representing 54.1%. Ninety-six students (73.8%) were from the faculty of
Associated Medical Science which was the major group of respondents, while students
from the faculties of Aggro-Industry, Education, Science, Engineering and Pharmacy
represented at 10.8%. 6.9%, 4.6%, 3.1% and 0.8%, accordingly. One hundred and twenty-
two had never volunteered in a project before, while, only seven people were previous
volunteers in other projects. Regarding the information on the discovery of the Facebook
Page and the recycling promotion, the findings showed that 54.3% of respondents had been
told by their friends to participate in the project. 27.6% of respondents discovered the

project because of posts shared on Facebook. While 7% of respondents had been
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introduced to the project by posters on the university display boards.. 11.1% of respondents

were informed about the project by lecturers and volunteers

Part 2 of the satisfaction survey aimed to examine the levels of satisfaction of the project.
For the suitability of the project section, the respondents felt that one-month duration for
liking, clicking and sharing both activities was the most suitability amount of time.
However, they thought that the information provided about the activities and the

communication channels was below average.

For the value of the project section, it discovered that they preferred different types and
amounts of rewards to the aims, objectives, and the content of the project. However, upon
completion of the project, they were satisfied at the highest level because they thought they
gained better knowledge and understanding, and it led them to apply the recycling
behaviour into their daily lives better. Moreover, they felt that their awareness had been
increased when they participated in the activities. They thought that the project made them
think of the benefits of recycling, and it provided them with more understanding of how to
recycle correctly. Besides, 88.9% of the respondents said that they would participate in
similar projects in the future. They mainly thought that the activities provided the
advantages of recycling, and the project was creative and interesting at 21.5% and 14.8%

accordingly.

For Part 3 of the satisfaction survey, the participants suggested that the project should have
promoted more students to engage in the activities. They provided other possible sources
for spreading public relations messages such as other CMU Facebook Pages. They thought
that the project would have been better if the rules were implemented intensively and if

more fairness was displayed

5.4.2 The Findings from Information Conversations and Observation

Based on the informal conversations and observations during the contest, the findings
demonstrate that the participants attended the activities in groups, and they helped each
other to compete with the other competitors with positive feelings, creative ideas, and new

information. They demonstrated the accessibility of the recycling bins, and then they
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created recycling instructions using simple language and then demonstrated correct
recycling behaviour. They informed their friends that recycling was easy and could be
performed in various ways in many different places. After they presented themselves as
recycling ambassadors for one month, there was an increase of recycling behaviour
measured by the amount of paper and plastic bottles at the specific recycling bins at two of
the student flats in Saun Dok Hospital campus. Although at the two student flats, there
was no official data of the weight of the recyclable items before and after the contest due to
the limitations of this research. The researcher gathered the data by using observation and
informal conversations with cleaning workers and student volunteers every week for one
month, and the results demonstrated that positive recycling behaviours were increasing
weekly. However, it can be said that an evaluation of the results regarding recycling
behaviour improvement could be performed if the activity had a long term duration which

could provide a higher rate of validity.

5.5. Conclusion

The findings consist of 3 key groups which are the findings from ‘the Problem
Identification phase’, ‘the Research Planning and Research Taking phase’, and ‘the

Evaluation phase’.

At ‘the Problem Identification phase’, it covered that three student volunteers achieved the
three goals or three tasks. Seven student volunteers achieved both ‘Easy task’ and
‘Medium task’. While there were all student volunteers (eighteen people) achieved ‘Easy
task’. The study found that students loved the given prizes; for example, they loved the
logo, ‘the baby elephant on the back of the t-shirt. They would wear the t-shirts as a team
to engage with other activities, and they had positive attitudes towards the activity and
waited to join the next activities. Next attractive incentives for them were the certificates
for the volunteering and winners because they would use these documents to present
themselves as green people for their job application. Also, the winners of the ‘Hard task’
stated that receiving the student fund as the top award supported their other needs.

There were 394 students given their information on the survey. The participants were 63.2
% females, 36.3% males, and 0.5% unspecified. They were undergrad studying at 21

faculties. The major range of age of the respondents was 18-21 years old at 74.9%. The

290



dominant of religion was Buddhism representing at 94.9%. Most of the participants came
from the north of Thailand and lived with flatmates. They mostly received monthly income
from their families between 3000-10,000 bath or 66.7-222.2 pound. Their experience
online using social media platforms was over four years. Almost 100% used Facebook and
YouTube as daily social media platforms. So, there was a high tendency to select social
media, in particular, Facebook, for one of the powerful marketing tools among these young
people. Most of the participants used Facebook more than six times daily on their mobile
phones because their devices were mainly used for chatting with friends, posting their
photos, and following the news. Other marketing channels for promoting them to engage
with recycling promotion were posters on university boards at their faculties and their
student flats, recycling volunteers/ambassadors/recycling clubs, other social media, (such
as Instagram, LINE, and YouTube), university websites, and others representing at 23%,
18.9%, 17%, 8.1%, and 1.6%. Based on the findings from the students, this study selected
the Facebook Page, student volunteers, student ambassadors, and university boards as
priority tools.

For the findings of 12 student interviews, they were nine females and three males from 7
faculties. This study discovered that further key recycling factors from psychology aspect
were ‘Belief, Attitudes, and Intention’, ‘Feeling Guilty, Thinking of the Consequences of
Peer Pressure and Social Rules’, ‘Habits and Recycling Facilities’, ‘Norm’, ‘Unpleasant
Odours, Agreement, Commitment and Consistency’. According to the findings, one of the
recycling barriers was the absence of recycling bins which could be fixed by the CMU
waste and recycling management teams. The additional recycling key was ‘Standard of
recycling bins’, ‘More frequency of bin collection’, ‘Right bin locations’, ‘Promotion with
stakeholder engagement’. All student interviewees believed that ‘More incentives’ and
‘Interesting recycling activities such as competitions and training courses’ highly likely
raised their recycling awareness which tended to lead them to perform recycling. Also,
their influencers were their friends, and social Media played the significant roles of social

marketing tools.

According to the findings from CMU staff interviews and stakeholders, all interviewees
underlined that promoting a recycling behaviour was a complicated task, and it needed a
rigid policy, a strong commitment, consistency and stakeholder engagement. They were

13 CMU staff members and 18 CMU stakeholders, who were responsible for dealing with
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waste and recycling issues in their workplaces. Two CMU executives accepted that the
recycling barriers at CMU were an unstable policy, a lack of data and a lack of experts.
Moreover, six municipalities explained that private sectors and NGO were the main
initiators and sponsors for recycling promotion at local levels such as villages. The study
explored that building a recycling network likely helped the university teams to increase
recycling rates in real practice. It was suggested that a visit to a 3R recycling centre could
be beneficial to share knowledge or experiences among experts and new members.

Further suggestions from the six private sectors, CMU could improve recycling rates by
reorganising the recycling bank or opening an opportunity for stakeholders to set up a new
system of recycling bank which provided more job experience for the students. However,
three NGO members mentioned that if some communities did not have space for recycling
bank operation, but they surely increased recycling behaviour by using volunteers and
recycling buyers to exchange the items for trading at designated areas. Additionally, five
residents mentioned that recycling behaviour could be built if there were influential
residents’ unity and participation, constant government support, other powerful
stakeholders’ support, having attitudes towards recycling by economic involvement, the
leadership of main actors, and sustainable incentives such as more income and improved
reputation. Authorities underlined that health issues were the main reasons for stimulating
most residents to cooperate with authorities to fix the negative impacts. Even though CMU
students did not face similar problems as the residents due to the short time they are living
at the campus, it was still suggested that promoting students to increase their recycling
behaviour could help improve the GHG emissions and the amount of waste generated.
Recycling improvements can be achieved by focusing on developing the students to be
good people to help the university and the community to take care of the environment and
eventually leading the university to have a reputation for being a green and clean

university.

At the research planning and taking phase, the findings were conducted from the Facebook
Page engagement, student volunteers, recycling ambassador competition, use of university
boards, informal conversation, meetings, observation, documentation, and others. There
were 26 recycling ambassador teams, 30 males and 55 females, delivering their recycling
messages online and offline in the competition of the project. They gained public interests
and massive responses representing at 70,299 clicking times (Like, Love, Share, Comment

and others), and 137,710 seen by their friends and families within one month. Their
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recycling messages were relevant to some key factors such as ‘Attitudes and habits’,
‘Consciousness and unconsciousness’, ‘Emotions’, ‘Norms’, ‘Self-concept’, ‘Knowledge
and skills’, ‘Incentives’, ‘Morality’, and others. The further findings at the evaluation
phase showed that 135 satisfaction survey’s respondents believed that their recycling
attitudes and behaviours significantly increased by engaging with the project. The
respondents with 88.9 % would participate in similar projects in the future because the
innovative promotion had a strong impact on them. They said that the strategies were
practical and brought them happiness. However, they underlined that their awareness and

behaviour would be sustainable if the university teams continue to promote it.
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Chapter 6: Conclusion and Recommendations

This section consists of three sections which are the Summary of the Findings, the
Recommendations and Areas of Consideration presented in section 6.1, 6.2 and 6.3,

respectively.

6.1. Summary of the Findings

This study aims to offer alternative recycling success factors to the university teams and
other teams to increase recycling behaviour and reduce the amount of waste and
promote target audiences to do good things for the community. It can be said that there
is a lack of research exploring crucial recycling factors and barriers, in particular in a
university in Thailand. To learn from other cases, studies from universities overseas
may be possible; however, the factors may not be practical because of differences in
cultures. This study took place at CMU from April to December in the year 2017. The
recycling project conducted the activities between November and December in the year
2017 on a designated Facebook Page. A summary of this research is presented below.
In the beginning section, this study presented three main essential areas of concern
which are 1. Climate Change and the Paris Agreement, 2. Waste and Recycling

Management, and 3. Social Marketing Adoption at CMU.

At the global level, this research demonstrated that the negative impacts of Climate
Change had caused many problems around the world, and everyone should pay
attention to reducing GHG emissions, especially during large group activities.

Then, this study presented that Thailand had signed an agreement and had committed to
reducing GHG emissions during the years 2012 to 2050.

Also, this study identified that the government implemented a new policy which aimed
to intensively reduce GHG emission by at least 20 per cent by the year 2030 as well as
promote green technologies (ONEP, 2015).

This study identified that at the local level, the government had set targets for each
municipality to reduce GHG emissions by 5 per cent from the baseline of the total

emissions from 2016.
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This study also identified that in order to reach this target, a countrywide master plan
was required and was implemented to be followed from the year 2016 to 2021 which
promotes all the stakeholders to perform waste reduction at the source and to implement
the 3Rs strategy (UNDP, 2016). It can be said that the government would not meet this
target easily if there are many barriers such as a lack of law for recycling, a lack of
budget, lack of technology, and a lack of data and data sharing. As a consequence, this
study aims to share knowledge and skills so that the teams can come together and work
towards a collective goal for the sake of the environment and to reduce GHG emissions

and have an impact on the effects of Climate Change.

As a result, at a university level, each university has to explore alternative strategies to
handle waste and identify their recycling problems which require the university
management teams to work together with other university teams to overcome the
difficulties. Practically, they need support from other teams to reach the goal of
increasing recycling behaviour amongst students. However, the teams at CMU have
different individual goals; for example, the Student Quality Development Team needs
to produce quality students with high exam scores. In contrast, the Management Team
needs to reduce the amount of waste generated by the students.

First, this study aims to share new knowledge and skills to each team at CMU and also
to deliver to the university teams evidence from the findings of this research on how to
encourage students to adopt the 3Rs strategy or to perform recycling which was
collected from six authority representatives, six private sector representatives, six
residents, and three NGO representatives. Also, this research categorises new
knowledge, and the process of learning into three aspects which are psychology,
management, and social marketing aspect because it was apparent during this research
that management teams and governments integrate many models and theories in their
projects especially from these three aspects.them.

This study also aims to offer potential social marketing strategies on how to fix the
problems with recycling and waste management at CMU, which incorporate aspects of

psychology and management theory.
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After gathering data, both qualitative and quantitative data, this study tested the
strategies for improving recycling behaviour amongst students with a target audience
that were students at CMU, which is located in the north of Thailand.

Then, it summarised the critical success factors and barriers from the study so that the
teams can adopt and implement the benefits from the findings of this study to improve

future projects.

At the problem identification phase, this study discovered that CMU university had a
plan which aimed to focus on ‘a green and clean university project’. However, in
practice, most students did not separate waste correctly at recycling bins. This study
discovered that cleaning workers played a crucial role in recycling the items and sold
the items to recycling businesses. According to the students’ perspective, most students
did not recycle due to many barriers. For example, they Believed that the waste
collectors would mix all the items into one truck during the collection process. The
negative belief of the students was indeed found to be substantiated during this study.

This study identified that some students recycled at home but failed to perform
recycling at CMU due to a lack of recycling bins and other inconveniences. The results
identified that students had the intention to recycle, but they were confused about how
to separate waste correctly into different bins, and therefore the students had got used to

not recycling, and this was the norm.

This study identified that all the student participants believed that raising recycling
awareness could be a powerful tool to remind them to recycle. It was identified that if
students attended recycling activities, it would result in increased recycling behaviour.
However, this research identified that at CMU many other competitors are vying for the
attention of students such as other activities, inviting them to participate and providing
them incentives that were more appealing than activities focusing on recycling.
According to the findings of this research at the problem identification phase, it was
identified that each student event never had a ‘zero-waste’ goal, so students did not feel
recycling or waste reduction was crucial. So, from the findings of this research, the
university teams should set up a new policy and standard practice to remind students to
reduce their waste or follow the 3Rs policy.
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Based on the findings from the authorities and residents’ interviews in this research,
recycling projects are required to be conducted for between one year and three years in
order to gain success. Stakeholders (especially the private sector) played a crucial role
in supporting the success of the projects, for example, by providing training courses and

by providing sponsorship.

From the findings of this research, the main characteristics of residents and success
factors on why they engaged with projects were identified. There were many reasons
why they had changed the behaviour; for example, they gained incentives from
recycling trade, they wanted to improve their communities, and pay respect to the late
King amongst others. Most residents engaged with the projects from the beginning until
the end of the projects and they developed a strong commitment to maintaining the new
behaviour. Also, to improve health was identified as a critical success factor during this
research and was a crucial reason for high engagement rate amongst the residents
surveyed during this research.

This research also identified that maintaining market dominance and business position
were the primary motivations for the Private Sectors engagement in recycling activities.
However, this led to the promotion of sustainability and an overall positive effect on the
community. The recycling business owners interviewed during this research provided
recycling training courses for everyone because they wanted to offer extra services to
gain more customers. They offered to help the university teams to improve the recycling
bank in various ways, including opening a new recycling bank and using students to
work part-time jobs. They thought that students could gain more experience in the

practice of recycling and help to promote awareness amongst other students.

Next, this research identified that NGO’s, worked with many organisations, and it was
identified found that private companies were the main social actors, not the government.
The NGO’s interviewed in this research suggested that CMU could launch a new policy
with a focus on the 3R’s policy. Overall, the similarities of the success factors from the
authorities, residents, private sectors and NGO were identified during this research as 1.
Resident or Target Audience Engagement 2. Commitment 3. Sufficient Funds; 4.
Planning 5. A Strong Network. Therefore the researcher encourages CMU to focus, on

these five factors in order to gain a higher success rate in future projects.
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Second, this research does not provide only new knowledge but also presents a new
methodology. This study is an action research study; therefore, the data was not
gathered to prove a model or a theory. This research began with the preparation phase
and problem identification phase; it utilised many data collection techniques such as

questionnaires, interviews, and observations to reflect the findings and the facts.

This research presents the critical success factors from the 3R’s project to the teams in
order to make recycling more effective. New knowledge was discovered, such as new
norms or new rules. This research presents the findings and reflections on possible

solutions to the teams at CMU.

The presentation of this research includes many forms about the target audience, such as
the general characteristics of the target audience, their socio-demographic factors and
lifestyles in term of percentages. Also, for the qualitative data analysis section of this
research, the results are presented utilising many themes on how to run the project
successfully. The themes’ summarise and present essential tools and information for

teams at CMU to implement and improve upon future recycling projects.

Third, the research presents the findings with a variety of solutions because people have
different needs, and the teams at CMU have to use different tools to promote recycling.
For example, students needed two main topics which were recycling facility
improvement and activities. For recycling bin improvement, the management team was
dominantly responsible for this job. While running the activities to raise student

awareness was in the student quality development team.

From the students’ perspectives, this research identified that some students would need
a recycling bin standard in all areas. Other students identified that they needed real
practice and training courses. Also, some students identified that they would recycle if
they had a better attitude and belief about the benefits of recycling. While other students
identified that they would recycle if student stars, celebrities or their friends told them to

recycle.

These examples are presented in the findings of this research so that the teams at CMU
are aware of critical factors for the success of future projects and merely ignoring these

factors would more than likely result in further failure of recycling projects. For
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example, to enable future projects to be effective, management teams and the student

quality development team should collaborate and share barriers and potential solutions.

Furthermore, this research identified that collaboration amongst departments is a crucial
success factor that the teams at CMU should implement. For example, if the central
team needed to set up a standard recycling poster, they could work with the marketing
and management lectures to produce attractive slogans (adopting the psychology aspect,
management and social marketing aspects and others) to gain student attention and

improve the success of the posters.

Fourth, this research tested the findings and implemented a recycling project conducted
utilising a Facebook Page and the university display boards at CMU, and the results
offer newfound knowledge and contributions to the success of future projects at CMU.
It was identified that there is a lack of new knowledge contribution between authorities
(from the five municipality representatives interviewed in this research) and experts
(from a marketing manager from a private company, four recycling business owners
from the north of Thailand, and three members of NGO organisations interviewed in
this research). It can be said that there is a lack of reflective presentation between target
audiences and social marketing campaigners who are residents, social marketing
campaigners, the CMU teams and CMU students. The new practical advice is that

practitioners and experts have shared value and should collaborate.

This research identified that this new way of collaborating, engaging with Thai
stakeholders and realising that they have shared value was beneficial for the university
teams because it increases the possibility of a change in a community by sharing their

understanding with a reflective presentation.

Overall, this study adopted many aspects and presented reflective findings aiming to
offer alternative social marketing strategies to the CMU teams. Also, the new
knowledge is creative, innovative and practical for other teams who face similar

problems and are trying to discover possible solutions.
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6.2. Recommendations

Based on the findings from this research, this section provides recommendations to

various groups below.

6.2.1. Policymakers

Based on the findings, it is suggested that CMU should have various strategies to
promote the reduction of waste or recycling practice. Implementing new policies and

goals, with a strong commitment to sustainability.

Firstly, CMU should create a new policy for promoting itself as ‘The Zero Waste
University’, ‘CMU loves the 3Rs (Reduce: Reuse: Recycle)” Scheme. Setting goals to
encourage CMU students to build environmental awareness and engage in the activities
is advised. Also, Inviting students to help CMU to achieve the university’ s goals and
preparing to attend the green campus competition. Making students see the
consequences of their actions such as ‘Going green together aiming to win ‘the
University Green Campus Competition’’. Also, setting a goal to reduce plastic usage by
50% within one year and evaluate the results from each faculty or each student
accommodation building and provide monthly feedback. Then, rewarding the faculties
or accommodation buildings when the residents reach the goal and identifying the

winners as model sites and as a template to share with others.

Punishment can be adopted in some cases such as reducing students’ scores if they
leave rubbish in classes, canteens or on public roads. All students can inform or give
feedback to CMU via online resources and then equally reward them as a representative
of anti-social behaviour via online platforms.

CMU should promote students’ ethical behaviour via online channels and university
notice boards to make them feel proud of themselves and their achievements. Budgeting
for the projects and stakeholder involvement are vital to run or promote activities.
However, if CMU struggles with insufficient funds, CMU can co-work with other
stakeholders such as private companies to arrange the activities or run co-projects. They
can run CSR in CMU, and they can build their relationships with students who will be

their potential customers.
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Working with NGO’s to update the community activities is another prime strategy and
sending some students to attend the activities is important because students can have
real-life experience and then adopt some strategies for CMU. For government sector
involvement, CMU should build networking opportunities with authorities for green
project visits and publish the schedules online to gain support from outsiders such as
CMU alumni.

6.2.2 Waste and Recycling Management Team

CMU should have a new rule for the waste collection fees for each student flat and
faculty based on weight or volume of waste produced. If the residents can reduce waste,

their flats will be the model for sustainability.

However, if residents in a flat generate waste at higher rates, another rule may be to
adopt a penalty. For example, if it is found that there is poor management in a student
flat such as dumping rubbish on public roads in the surrounding area, then the
university will charge an extra collection fee. CMU should take the money from the
penalty to invest in facilities such as adding more recycling bins.

Improving facilities is crucial. Based on the findings, there are several arguments on
types, design, and the number of bins to promote recycling. In some villages, ‘No
Public Bins’ can reduce problems of illegal dumping. On the other hand, some people
throw away rubbish on public roads if they cannot find bins. These arguments still exist;
however, based on the findings, it can be said that placing recycling bins can increase
recycling rates only for people who regularly recycle. Nevertheless, recycling will
increase more if they can see clear waste segregation instruction posters near the bins or

adopting incentive strategies to promote them to take part in some competitions.

The same standard of recycling bins should be implemented in all areas in CMU, in
particular for those students who love short message reading and throw away rubbish
for convenience reasons. However, it is not always necessary to use the four colour bin
system for general, recycling, biodegradable, and hazardous waste like European
countries, because their waste composition is different from Thailand and CMU. For
example, CMU should provide bins for plastic because it can show the amount of

plastic waste to students and reflects their waste generation. Innovative coffee cup bins
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should be placed at canteens because some students get confused when they have to
throw away the unwanted drink and the containers into the recycling bins, they are
worried their waste will contaminate the paper waste in the same bins. So, CMU should
provide at least two bins; one is for unwanted ice and drinks; another is for cups or

bottles, which is not the same place as paper. The paper needs separate paper bins.

Improving the recycling bank is a crucial priority because some students do not
recognise it, and some students feel that the price of trading recyclables is not attractive
enough. Learning from study cases from NGO interviews is practical and essential
because while the recycling bank system was working very well in some organisations,
it did not exist in many villages. There is no right or wrong whether to maintain the
recycling bank system, but if CMU wants to use this bank to encourage students to
increase recycling behaviour, then this study offers three choices which are 1: Re-
organising it, 2: Opening opportunities for outsiders to establish their business and use
CMU university students to run the shop as part-time employees, and 3: Encouraging
the student council or student clubs to run the shop and giving them support such as

mentoring

6.2.3. CMU Student Quality Development Team

Creating new norms are significant because there are many study cases from the
villages showing that a ‘new norm’ can reduce waste significantly. Taking this into
account, CMU should set up a scheme of waste reduction for all activities. Creating new
behaviour and reminding students by using a strong and clear goal of waste reduction,
such as “We Commit to being a Zero Waste Uni.’. Then, adopting this commitment into
practice during the main CMU annual events such as ‘The Annual CMU Trekking’,
‘CMU Ambassador competition’, ‘The Big Cleaning Day’. Reporting the amount of
waste after each activity, demonstrating the waste route, and calculating the amount of
GHG reduction in comparison to previous levels all contribute to making a new
standard of environmental care.

Establishing new competitions to provide both education and fun to raise student
awareness are recommended because it can leave a lasting impression and lead students
to adopt sustainable behaviour. A ‘Recycling Ambassador Competition” among
faculties, a “Waste Reduction Competition’ between male and female students at their

accommodation, and a ‘3R’s Competition’ among campuses are some examples.
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Using social media to spread the message and gain more positive engagement. Based on
the findings, students love competitions because they enjoy the competitive spirit, and
they can demonstrate unity and build or maintain relationships among their fellow

students.

Reducing negative beliefs and creating new positive attitudes on waste and recycling
and applying technology to gain student engagement by providing essential information
and then linked to positive feedback which is close to their daily lives. For example,
presenting CMU waste transportation routes and opening online resources for students
to engage with, such as using a mobile application to inform the waste collection team if

bins are overflown.

Building a new mobile application for staff and students to check the locations of each
type of recycling bin, the capacity, and the schedule of the collection is recommended.
Providing them with an online coin, reward or score when they visit the bins and
dispose of waste, so they can collect the scores to buy selected products such as
reusable water bottles or reusable school bags at co-op shops or other convenience
stores in CMU.

Also, providing opportunities to students to post their messages daily on social media to
tell their friends why they should recycle, and also advertising the winners of
competitions online so that they can be the recycling ambassadors of the week and
providing significant rewards to the winners aiming to build initiative and maintain their

behaviour.

6.2.4. Lecturers

Deans of each faculty should stand as new ‘green people’ to encourage students to
protect the environment and take up a new norm, then posting their stories on how to
become green people via online sources to encourage students who use online platforms

daily.

Lecturers should provide advice to students on how to become green people in a

modern world such as ‘Using reusable bags instead of single-use plastic bags’ or ‘Waste

303



segregation at the source which is essential for their generation’. Moreover, lecturers
should give a warning if it is found that some students leave rubbish in classes after
their lectures. Lecturers should assign students to undertake projects or surveys on
recycling topics such as finding out potential essential factors to promote recycling in

their faculties and implement it in real practice.

6.2.5. Students

CMU University should provide innovative education or training courses to students or
student volunteers because these people can be mentors or leaders. Then, they will lead
their groups to start recycling, and the university can improve student confidence,
knowledge and skills by taking them to learn techniques from villages who won green

competitions.

Promoting the 3R’s, waste reduction and recycling practice by student leaders, CMU
ambassadors, CMU competition winners, or other people who influence students is
recommended. Some students like to follow their friends, and students easily imitate the
behaviour of people whom they admire. In general, CMU 3R advocates do not only

have to be students, but also lecturers and other staff can be advocates of the 3R scheme

Furthermore, in CMU, volunteers or student ambassadors can help the university by
standing next to the bins to tell their friends how to separate proper waste. They should
also visit students at canteens to invite other students to increase recycling by giving
examples of the benefits of food waste, running the vehicles in CMU. Some students
may feel guilty if they know that their waste will go to a landfill in Chiang Mai and
release GHG into the environment.

Student council, student society, and student clubs should promote recycling on their
Facebook page such as ‘Mor Chor Team’ Facebook page and use their language to
explain why students should change their behaviour, such as competing with other
students’ universities to become one of the green universities of the world. ‘Friends tell
friends’ or ‘Senior students tell junior students’ strategies should be included because
students love being a part of a larger group and following their friends and their idols

such as CMU ambassadors or winners from the CMU beauty contest.
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They can use the money from recycling trade to support various charities because it can
make students feel proud of themselves. For instance, they can donate the money to
remote schools in Chiang Mai to buy school materials or sports equipment to make
CMU students proud to help their environment and community. Alternatively, each
student club should provide recycling bins and use the money from recycling to support

their activities and encourage students to maintain their behaviour.

Giving feedback or showing the results after recycling or waste reduction on the student
social media channel is a prime tool. This strategy tends to stimulate them to continue
improving upon the practice. For example, it is recommended that the percentage of
recycling rates each month for each student flat is published. Also, showing the progress
via both student flat notice boards and online sources should be adopted because some

people use online options regularly to answer their enquiries or post exciting news.

6.3. Areas of Consideration

It can be said that three research limitations or issues were identified found during this

study which are time, people and budget.

Firstly, the study was conducted over a short period of approximately two months on
the Facebook page in 2017. It is improbable to say that the validity of the findings at the
evaluation stage was high.

It would be better to evaluate the students' behaviour over an extended period. So, it can

be said that this study might present behavioural change induced by using initiatives.

Secondly, this study was mainly organised by the researcher as an individual. Although
volunteers helped the researcher to collect the survey, the researcher to spend much
time on other activities from their regular life, it is recommended for future research that

a team is utilised not an individual.

The last important consideration is regarding the budget. This study did not use any

government funds, so the project and the rewards might not serve the majority of the
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students’ needs. Therefore, it is recommended that further research could incorporate

more substantial funding

Finally, the researcher recommends the following topics for future research:

Collect the data of waste composition for all faculties and the student flats;
Collect the data on recycling rates for all areas;
Promote students to recycle by using different social marketing tools;

Find the key factors to encourage students to be recycling initiators and mentors.
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Appendix

Appendix A: Copy of Research Permit at

Chiang Mai University (CMU) Y2 at the preparation phase

English version

Department: Office of Chiang Mai University,

Student Quality Development. and Student Affairs .......... Tel. 43047

Document: 6592(6.4)/922

Date: 27 October 2017

Subject: Permission Request to introduce campaign “Using Social Market Strategy to Promote Recycling

in a Thai University.”

To President of Chiang Mai University

Request Summary: Miss Sariya Kruayim (DBA Student London University UK) has requested to have
permission to interview CMU lecturers and administrators, also run a contest under the research
campaign “Using Social Market Strategy to Promote Recycling in a Thai University” starting on October

17, 2017.

Request Details:

1. Permission to interview ten selected lecturers and administrators assigned to the Waste Management

Program at CMU.

2. Permission to collect data on how CMU collect and manage wastes within the student campus.
3. Permission to launch CMU London Recycling Project via Facebook to find the best presenter for the
recycling program (Recycling Ambassador). Miss Sariya will send an executive summary report to

Faculty once all research work at CMU is complete.

Kindly acknowledge the facts and proceed accordingly
Regards

(Miss Sukanya Intachai)
Administrator

Student

(Mr. Attapon Kienkum)

Head of Student Affairs (Mrs. Atchara Sriplakich)
Director of Student Quality
Development, and

Affairs Division

Notification

Approved
(30 October 2017)

(Associate Professor Amnat Yousukh, M.D.)
Vice President
(Student Quality Development, Student Affairs,
and Arts and Culture Division)

Acting for President of Chiang Mai University
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Appendix A: Copy of Research Permit at

Chiang Mai University (CMU) 2/2 at the Preparation phase

English version

Document 6596(1)/1075
Registration office
Chiang Mai University
239 Haukaw Rd. Suthep D.
Muang Chiangmai 50200

26 April 2017

Subject: Research Permit at CMU RB Building 3 and 5
To Miss Sariya Kruayim

Reference: Permission request to perform research work at CMU Building 3 and 5

This letter is in response to the permission request to perform research work at CMU Building 3
and Building 5 during business hours and/or outside business hours, from May 2017 to December 2017.

The registration office has reviewed and approved this request. So, you have permission to
perform your research work at CMU Building 3 and 5 during the requested timeframe. Please contact the
following building administrators If you need any assistance: Mr Sompong Chaicana Tel. 061-3658757
and Mr Wanlop Khawpunya Tel. 089-7597161.

Regards

(Dr. Ronachai Pratanaphon)

Deputy director

Registration office

Tel. 053-948911
Fax. 053-948945
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Appendix A: Copy of Research Permit at

Chiang Mai University (CMU) % at the Preparation phase

Thai version
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Appendix A: Copy of Research Permit at

Chiang Mai University (CMU) 2/2 at the Preparation Phase

Thai version
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Appendix B: The Student Questionnaire Form used a

the Problem Identification Phase

English version

Questionnaire
CMU London Recycling Project on Facebook Page

This questionnaire is for serving academic purposes, aiming to examine university
student at CMU (Chiang Mai University/Thailand) about their backgrounds, lifestyles
or behaviours on use of Facebook, and recycling activities on Facebook. It is also a part
of DBA (Doctor of Business Administration) practice at London Metropolitan
University, London, UK. All information given is confidential, and it will be applied for
improving future research designs, waste and recycling education and recycling
activities in some universities. Moreover, it can be implemented as a promotion of
recycling practice as a social norm.

It is divided into four sections, which are:

Part 1: Socio-demographic Section

Part 2: Student lifestyle on Social media Section

Part 3: Use of Facebook Section

Part 4: Recommendation Section (about recycling activities on Facebook)

Thank you for taking the time to complete this question. If you have any inquiries,
please feel free to contact;

Sariya Kruayim
E-mail: sariya.kr@yahoo.com or sak1245@my.londonmet.ac.uk
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Please complete the questionnaire by ticking, crossing or filling the answers for
each question, according to your opinions.

Part 1:
Socio-demographical information of participants/ Respondent Background

1. What is your gender? a. Male b.Female c. Unspecific

2. How old are you? a. Under 18y. b. 18-21y.
c. 22-25y. d. over25y.

3. What year are you studying at CMU?

a. First-year undergraduate  b. Second-year undergraduate
c. Third-year undergraduate d. Fourth-year undergraduate and others

4.You are a student in a faculty of

5. What is your religion?  a. Buddhism b. Islam c. Christian d.
Others

6. Where is your hometown located? a. North/West  b. North East
c. Central/East  d. South/Others

7. Which area is your hometown categorised in?
a. Municipal area  b. Non-municipal area

8. Who do you live with when studying at CMU?
a. Only me b. A roommate c. More than one roommate d. Others

9. How much do you spend per month? (1 pound = 45 baths)
a. under £67/3,000b. b. £67-111/3,000-5,000 b.
c. £112-222/5,001-10,000 b. d. Over £222/10,000 b.

Part 2: Student lifestyle on Social media Section

10. How long have you used Social Media such as Facebook, Instagram, LINE or
other?
a. Less than 1 year b.1-2y. Cc. Between 2 -4vy. d. Over4y.

11. What kind(s) is/ are of your device, using Social Media? (select one or more than
one)

a. Cell phone b. Ipad/Tablet c. Notebook/Laptop ~ d. Desktop or
others

12. What types of Socia Media which you are currently using? (select one or more than
one)

Facebook Twitter Instagram Youtube Google+ Whatapp LINE Skype Or

13. From Q. 12., Which social Media do you use the most?
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Part 3: The Use of Facebook Section
14. How often do you use Facebook per week?
a. 1-day b. 2-3 days C. 4-6days  d. Everyday

15. How many times do you use Facebook per day?
a. 1-2times Db. 3-4times  c.5-6times  d. over 6 times or all-day

16. What time do you usually use Facebook? (one or more than one answers)
a. The morning before study time b. During study time
c. Lunch time d. After school until bedtime

17. How many hours do you spend on Facebook?

a. Less than 1 h. b. 1-2 h. c. Between 2 h. and 3 h. d. Over 3
h.
18. What are your purposes for using Facebook (one or more than one answers)?

a. Posting content and photo  b. Checking-in c. Playing games

d. Reading News or Following celebrities/peers/friends and others

e. Chatting with friends f. Advertising g. Buying some

product

h. Finding new friends I. Updating new trend J. Others

19. What are the benefits when using Facebook?

20. What are the negative points when using Facebook?

Part 4: Recommendation Section (about recycling activities on Facebook)
(-2)-Strongly disagree, (-1) Disagree, (0) Don’t know, (+1) Agree, (+2) Strongly
agree

Do you think?
1. Facebook delivers knowledge and entertainment 2 -1 0 +1 +2

2. We can exchange our opinions and feelings via Facebook -2 -1 0 +1 +2
3. Facebook can change people thought and behaviour 2 -1 0 +1 2
4. Facebook IS beneficial for delivering messages between university students such
as student news } student activities 2 -1 0 +1 +2
5. Facebook is useful for encouraging students to start doing some activities such as
promoting students to do recycling in a university 2 -1 0 +1 +2
Please give your opinions on how to effectively promote recycling knowledge,
understanding, and practice at CMU such as separating and throwing different

waste/items into different recycling bins, properly. Alternatively, please give reasons
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what else the university should do for promoting recycling. (one or more than one

answers)

1. To increase the recycling posters in studying building and accommodation buildings
because

2. To promote recycling on the university website because

3. To promote recycling on the University Facebook or Student Union Facebook
because

4. To promote recycling on other Social Medias such as Youtube, Instagram
because

5. To promote recycling on Television Channels, Cinemas, Movies, VDO and Songs
because

6. To run recycling activities such as setting up Recycling Society
because

7. To recruit recycling volunteers and recycling ambassadors for introduce or promote
recycling to their friends because

Thank you for your cooperation.
If you have more information, please be participated in the interview (20-30 mins).
You are invited to participate in recycling activities on Facebook-
“CMU London Recycling Project”.

Please follow us; you will gain recycling understanding and entertaining by joining
some innovative recycling activities between October and December 2017.
There are a lot of trendy London souvenirs and student funds at
Facebook Page: CMU London Recycling Project
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Appendix C: Interview guide used at

the Problem Identification Phase

Questions for Students

Please describe your recycling practice at home or at school?
What made you recycle or not recycle?
How many years have you been studying at CMU?

When did you remember that CMU providing Recycling bins?

o B~ W D P

Please describe the colours or the characteristics of recycling bins at CMU, do

you think it is practical? Why?

6. Do you think you or your CMU friends recycle? Why?

7. In your opinion, how to promote recycling among students at CMU effectively?
Why?

8. In your opinion, what are the recycling barriers?

9. What are influencers for the students on recycling- your friends, families,
academic staff, waste and recycling management teams, or the leaders of the
university? How and why?

10. If CMU promotes recycling practice, what activities should be used?

11. What are the effective practical awards for the students on recycling activities?

12. Do you have any further recommendation? Please...

Questions for Executives and staff from Waste and Recycling Management

1. How many years have your work in CMU or work for waste and recycling
management?

2. What is your role for CMU Waste and Recycling Management?

3. From your opinion, could you describe CMU waste and recycling management such
as environmental factors, barriers, and solutions?

3. What is the plan for dealing with waste and recycling issues in CMU?

4. What strategies do you use for encouraging students and staff to recycle in CMU?
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Questions for a staff member of CMU Recycling Bank

1. Please describe a brief CMU Recycling Bank history.
2. Please explain the process of the recycling bank

3. What are the benefits of CMU Recycling Bank?

4. What are the obstacles of the bank?

Questions for Academic University Staffs (at Marketing Department and Management

Department)

. How many years have you been working at CMU?

. When did you remember that CMU providing Recycling bins?

. Please describe the colours or the bin, do you think it is practical?
. Do you think students do recycling? Why?

. In your opinion, how to promote recycling at CMU effectively?

. From your point of view, what are successful recycling factors?

. What are the recycling barriers?

coO N O O b W N P

. Do you think that disincentive or incentive strategy could be implemented as a
marketing tool or marketing motivation?

9. Do you think social marketing strategies could be applied? How?

10. What are influencers for the students on recycling-their peers, families, academic
staff, waste and recycling management team, or the leaders of the university?

11. If CMU promotes recycling practice, what activities should be used?

12. What are the effective practical awards for the students on recycling activities?
13. How do the leaders and staff promote recycling to students?

14. How do students promote recycling for students?

15. How could other organisations be a partnership?

16. Do you have any further recommendation? Please...

Questions for Government sectors (Authorities)

1. Please introduce yourself and your role for the project

2. Please describe how you run the project. Please give examples.

3. From your perspective, what are key success factors for the project?

4. What are the barriers when you ran the project, and how did you deal with them?
5. What are your next projects or plans? How will you manage the projects or plans?
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6. Do you have any requirement for CMU to support your next project? Please describe.
7. Do you have any recommendation for the CMU management team to promote

recycling and waste minimisation? Please explain.

Questions for Residents in the focus group

1. Please introduce yourself and your role for the project

2. Please describe how your behaviour has changed, and why?

3. From your perspective, what are key success factors for the project?

4. What are the barriers when you run the project or when you had to change your
behaviour, and how did you deal with them?

5. What are your next projects or plans? How will you manage the projects or plans?

Questions for Recycling shop owners

1. How many years have you run this recycling business?

2. How many workers do you have?

3. Please tell your working time

4. 1s your business influenced by the external environment such as Politics, Economic
and Social factors?

5. Please describe your business, your position and your competitors

6. Please identify the characteristics of your customers

7. Are the school students and staff or university students and staff your customers?
8. What kinds of recycling activities which students or the staff run with your shop?
Please describe

9. Please explain the types of recyclable items which you sell and buy

10. How do your customers contact you to sell the products?

11. What strategies do you implement for your business?

12. Could you give information describing why people should separate the items
properly?

13. Do you have any plan to increase customers or market share from the university?

14. Do you have any suggestion for universities and students for recycling’s trading?
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Questions for the PTT manager

1. Please describe your company backgrounds and the recycling projects at PTT stations
2. Could you please tell the recycling projects ‘objectives and feedback on recycling
activities?

3. Please kindly share the marketing strategies towards customer behavioural change

4. Please give the information about your new recycling plans.

5. Do you have any suggestion for CMU to promote recycling?
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Appendix D: Photos of the adoption of social marketing tools

and the strategies at the Research Taking Phase

1. The posters for introducing the competition and persuading the students to
participate in the activities.

CMU London Recyeling Project: é}é COPMP-QILI z‘fom! I

ZrpBd CMU London Recycling Ambassador Competition

wanereldgiuanunReiue:
il UL U sarr'ty of Eart Lodon

Figure 1.1A
1,1. COMPETITION.
You are invited for CMU recycling ambassador competition aiming to encourage your
friends to perform recycling at sources. Please send your recycling messages and photos
to engage with the competition. The winners will receive student funds such as 10,000
baht, 5000 baht, and others. The end of the application is on 25 November 2017. Please
follow us and find more details at CMU London Recycling Project!

EEEREF " CompeTITION!I FHEZIRNEE

uatiiutﬁnumha vote Wfimiiluringalsifiang v‘iﬁﬂm‘mﬁunmqsum’mmi
fasnaain LIKE LOVE HAHA Wol win SHARE Tamunhinaaims
E3CMU Condon Recycing Project

1.2. COMPETITION.

Please vote your friends for the recycling ambassador competition by clicking ‘LIKE,
LOVE, HAHA, WOW or SHARE’ on the Facebook Page: ‘CMU London Recycling
Project’. The vote will be closed on 30 November 2017.
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2. Three examples of online recycling messages from the recycling ambassador
contestants.

[ . - e CMU London Recycling Project
CMU London Recycling Project -

CMU London Recycling Project ‘ X

Figure 2.3A

2.1.°I basically have my food all. But if it is too much, I will dump the food waste at the
specific bin because it will be recycled for bio-fertiliser’. Mild, UEL/ UK.

2.2. ‘Let us dispose of used plastic bottles at the recycling bin because we can reduce
the waste which will be sent to landfill sites or combustion. We will help our
community to reduce the pollutions’. Mild, UEL/ UK.

2.3.‘T always separate used cartridge tanks for hazardous bins because this packaging
contains toxic chemicals and they have to go to the specific bins because they will be
eliminated by a different method’. Mild, UEL/ UK.

3. Recycling promotions on two university boards at RB Building used for
promoting the recycling ambassador competition at Building three and five on the
campus of CMU

Figure 3A: Recycling posters on CMU boards
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4. The meetings with the CMU staff team and the student club members at Student
flat no. three in the campus of CMU to promote the online project, ‘CMU London
Recycling Project.’

Figure 4.1A: The CMU staff team  Figure 4.2A: The student club members

5. The twenty-six Recycling Ambassador teams and their recycling messages
and ‘CMU London Recycling Ambassador Competition’, on the Facebook Page

CMU Condon Recycling Ambassador Competition [—l

5.1. ‘Being a hero by putting the right rubbish to the right bin.” (Ambassador no. 1)

5.2. ‘Let us finish all drinks and put empty bottles into the recycling bin separated from
other waste bins.” (Ambassador no.2)

5.3.‘Dumping waste into the recycling bin is better than being dumped.’ (Ambassador
no. 3)

5 CMU London Recycling Ambas:

sador Compatition
e

J

MU London Recylivg Avebaszador Coraptition

q‘ CMU London Recycling Ambassador Compatition

o P —— it i infu e lidedmiusanye: P §
sl nawsnsin asusmdineigey seviidouimso T sy Tﬁ:m:uminh"!‘"wpﬁm g dmnndas wnaoei

i, 9 ¢, a arinD 2, masendorrms

5.4. ‘General waste bin is for only non-recyclable waste such as plastic bags, instant
noodle packages.” (Ambassador no.4)

5.5. ‘“For a student flat with no waste sorting, you can put plastic bottles into separate
bags and put it by the waste bin.” (Ambassador no.5)

5.6. ‘I wish I had a Harry Potter hat and magic so that I can turn more CMU students in
to waste separation fans.” (Ambassador no. 6)
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5.7. ‘Please put the paper into the recycling bin. So, it can be transformed into
something that can be used again.” (Ambassador no. 7)

5.8. ‘Better waste management starts with separating your waste into proper
bins.’(Ambassador no. 8)

5.9 ‘I am sorting my waste by putting straw and lid into ‘General’ bin, and plastic cup
into ‘Recycling’ bin.” (Ambassador no.9)

5.10. ‘Recycling is effortless like dumping your banana peel into the compost bin.’
(Ambassador no.10)

wg Ambassador Compefition 1 3 CMU Londow Recycling Atabassador Corapatition

| amel e luioi
apsRnuBNEEzY udindneni

4,7 3, ansnaiamsoms

5.11. ‘Flawless performing, using right bins.” (Ambassador no. 11)

5.12. “What to put in colour-code bins: blue — non-recyclable items; green — food and
garden waste; yellow — recyclable items; red — all other rubbish.” (Ambassador no.12)

5.13. “You can simply put the right item to the right bin.” (Ambassador no.13)
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5.14. ‘Putting the right waste into the right bin like giving your heart to the right
person.” (Ambassador no.14.)

5.15.“Waste sorting for better care for the environment.” (Ambassador no.15)

5.16. ‘Reuse the cardboard box to save raw materials.” (Ambassador no.16)

CMU London Receling Ansbassador Compefition
> e

Lidr laseuduasls

CMU Loudon Recycling Ambassador Competition 1 9
Afidusn lumsSuiiazeusiadeanld :

l wiauazag, 94, anzinadanisunnd

Tanazidndangnes 1 8
Snhinsdudangnau fAvliiqmo wafiiSadiin

#m-:wnwv‘ﬁnzﬁqnim

dor Conpatition

am, Ginfin uaels, D 4, anmedansung

5.17.“Sorting your waste for better love and care for the environment.’(Ambassador no.
17)

5.18.°Everybody can put rubbish into the recycling bin.”(Ambassador no.18)

5.19.“We cannot stop sorting waste for a good cause.” (Ambassador no. 19)

2 O CMU London Recycling Ambassador Compefition

%

CMU London Recycling Ambassador Competition
e, C5F

a o & . -

MgNdwnmalan
3 ' & a o
ﬂ‘lilﬂlﬂﬂﬂ'li!lﬂ‘dﬂl‘“

iy, D 4, novzgaamnainyas

d%u,jﬁnwyﬂ#,nmﬂm‘mmnnniv 5 M \1520
5.20. ‘Although I am dumped, I recycle my waste correctly.” (Ambassador no.20)

5.21.*Although I finish my project very late, and | was exhausted, I still recycle
properly.” (Ambassador no.21)
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5.22. ‘Proper recycling with high speed makes the world better.” (Ambassador no. 22)
5.23.°Angels always recycle. How about you? Do you recycle?.” (Ambassador no. 23)

5.24. ‘Doing a good thing and sharing it. Pay attention when recycling—checking the
right waste for the right bin.” (Ambassador no. 24)

2 5 CMU Condon Recucling Awbassador Compeition
‘

2 é CMU Londsen Recycling Ambassador Competil

nszenniluse
und oo
dwlasune

hppzateiivaned udtnaudbivaialausin
#iawe:Wigndrmgnilianadnuusa:

5.25. ‘Although recycling bins are colourful, good people know how to select the right
recycling bin. Quality people recycle because they want to do a good thing.’
(Ambassador no. 25)

5.26. ‘Please study hard on paper sheets to pass exams, then recycle the paper at the
bins.” (Ambassador no. 26)
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6. The winners of the student volunteer competition and their prizes (5,000 b.x3 teams)

7.2: The winner no. 11 (5,000 b.), the winner no.19 (3,000 b.), and the winner no.12
(1,000 b.)
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8. The winners and their peers at the end of the project
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Appendix E: Student Questionnaire Form used at

the Evaluation Phase

English version

Questionnaire Form
University Student Satisfaction on

CMU London Recycling Project on Facebook Page 2017

(CMU-Chiang Mai University)

This questionnaire aims to collect your opinions in terms of satisfaction

information in order to improve the recycling activities at CMU.

There are three parts which are;

Part 1: Socio-demographical information of participants/ Respondent
Background;

Part 2: Participant Satisfaction on the Recycling Project;

Part 3: Recommendations.

It is also academic research. All information from this survey is confidential, and
it will be used for academic purposes. Thank you for your corporation. If you have any
queries on any aspect of this survey, please feel free to contact at 099 253 4293 or leave
a message at CMU London Recycling Project (Facebook Page)

Sariya Kruayim

E-mail: sariya.kr@yahoo.com or sak1245@my.londonmet.ac.uk
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Please complete the questionnaire by ticking the appropriate box(es) for each

question, according to your opinions.

Part 1: Socio-demographical information of participants/ Respondent Background

1. What is your gender?
U 1) Male U 2) female L3)Unspecific

2. What year of your degree are you in at CMU (Chiang Mai University)?
U 1) First-year undergraduate U 2) Second-year undergraduate
Q 3) Third-year undergraduate U 4) Fourth-year undergraduate and

others

3. You are a student in what Faculty?

4. What is your role in this project?
U 1) Recycling Facebook Page (RFP) Volunteer ( if ‘yes’ script question
no.5)
4 2) Non- RFP Volunteer

5. How do you know this Facebook Page?
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Part 2: Participant Satisfaction on the Recycling Project

Please indicate your answers by v in the box(es) below, according to your opinions

+2 +1 0 -1 -2
How would you rate? Strongly | Agree Don’t Disagree | Strongly
Agree know Disagree

1. The suitability of the project

1) This Recycling project provides a plenty of
information about the activities and the

competition.

2) The rules of the competition are clear and fair.

3) The duration of the competition is suitable -
one month for ‘Like and Share Clicking’ for the
first activity.

4) The duration of the competition is suitable -
one month for ‘Like and Share Clicking’ for the

second activity.

2.The value of the project

1) Do you understand the aims and objectives of

the project?

2) Does the content on the project meet your

interest?

3) Do the awards such as London souvenirs and
study funds meet your satisfaction?
3. After the end of the project;

1) Have you gain better knowledge and

understanding about recycling?

2) Do you feel you have better recycling

awareness?

3) Have you done recycling as an ambassador in

front of your peers?

4) Have you introduced or recommend

‘Recycling’ to your peers better?

5) Do you think you are confident to apply the
knowledge, understanding, and experience from

the activity engagement into your diary life?

4. Readiness of the project

1) This project raises recycling awareness.
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+2 +1 0 -1 -2
How would you rate? Strongly | Agree Don’t Disagree | Strongly

Agree know Disagree

2) This project provides the benefits of doing

recycling which is interesting

3) This project motivates people to think of

recycling as an important practice in diary lives.

4) The benefits from this activity engagement can

be applied into the real life.

5) | am satisfied when participating this project by

my peer suggestion.

6) 1 am happy and agree with the award given by

this project

Part 3: Recommendations

Please feel free to give useful information in order to improve the Recycling activities
at CMU.

1. Will you participate in any activity which is similar to this project? Please give the

reasons.



© Thank you for taking the time to complete this survey
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