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ABSTRACT 
 

The client for the thesis was Eco Vidre Barcelona, a Spanish startup com-
pany that makes glass straws. The goal was to find out how much demand 
there would be for the product, what consumers think about the idea. This 
was carried out by creating a consumer opinion survey.  
 
The theory focused on sustainable business, and how the current customer 
trend of ecological consumption impacts companies and their strategies. 
The environmental impact of plastic, ocean plastic, single-use plastic and 
plastic straws and their alternatives were additionally covered.  
 
The thesis was carried out as a business development project due to the 
client preference of adding marketing material and product information in 
the survey. The survey was created based on the client requirements and 
was implemented using a customized Typeform survey template, and the 
respondents were gathered mainly from Barcelona Facebook groups by 
sharing the survey link. 
 
The survey data was analysed and, based on the results, guidance was 
given to help Eco Vidre Barcelona in their future business decisions and 
strategy. The client gained insight on the market and received positive re-
actions as well as objections that help shape their future strategy. The cli-
ent also gained new customers and received ideas on which businesses to 
contact to advance their B2B sales.  
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 PREFACE 

There is increasing concern about the environmental impact of plastic 
among consumers. To meet the demand for ecological alternatives, many 
companies are adapting their products to be more ecological, while new 
companies are founded to target the environmentally conscious consum-
ers. (UNEP, 2018, p. 13) 
 
The need to reduce plastic waste has reached the point where legislation 
is being put in place. Single-use plastic items, such as plates, cutlery and 
straws, will be banned in the EU from 2021. The member states will be 
required to draft plans to encourage the use of products suitable for mul-
tiple use, as well as re-using and recycling. (European Parliament, 2018) 
 
The client of the thesis is Eco Vidre Barcelona, that wants to respond to the 
inevitable demand for alternatives to single-use plastic. By offering glass 
straws as an alternative to single-use plastic straws, the company can con-
tribute in reducing unnecessary plastic waste. Being friends with the 
founder, the author has had the privilege to follow the process from an 
idea to starting up a business. This sparked an idea to help the company to 
find out more about the market and demand for glass straws.   
 
In the general theory base for the thesis, the focus is on sustainable busi-
ness, and how the current customer trend of ecological consumption im-
pacts companies and their strategies. Being a successful company no 
longer means only making profit. A business model combining a for-profit 
company with social mission can be the reason a company succeeds. A 
product can become more than just a product, it can be a part of a story 
and part of a movement. (Mycoskie, 2011, p. 19-20) 
 
In the case of Eco Vidre Barcelona, the movement of eco-conscious con-
sumers and their demand for sustainability from businesses are an im-
portant part of the strategy. It is increasingly possible to make a business 
out of making a difference because people are starting to look for some-
thing more than just products – a meaning. (Mycoskie, 2011, p. 19-20) 
 
Additionally, the environmental impact of plastic and particularly single-
use plastic and alternatives are topics covered in the theory. The focus is 
on ocean plastic as this is where plastic straws cause most of the harm to 
the environment. Plastic is the main form of marine litter found, and it’s 
increasingly polluting the oceans. According to an estimation, if the use of 
plastic will not decline, by 2050 the oceans could contain more plastic than 
fish by weight. (European Parliament, 2018) 
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The consequences of plastics in the environment to communities, humans, 
and animals are huge. This thesis will address the actions that govern-
ments, businesses and individuals are taking and can take to change the 
production and consumption of plastic. 

 Research question and methodology 

As with all newly founded companies, it is first very important to under-
stand the market and demand for the product. Eco Vidre Barcelona 
needed to find out what people’s opinions on glass straws are, and to de-
termine the best route to market. These were the initial research questions 
that the project was based on. The goal of the project was to gain customer 
insight to support the decision making and direction of the company going 
forward.  
 
The thesis was carried out as a business development project, and the re-
search was conducted through a survey. Generic steps of market research 
and theory about surveys was covered briefly before the survey planning 
process was explained in detail. The survey was additionally used as a mar-
keting tool and product information was included, so for this reason, the 
survey was not created following the standard market research process in 
all aspects.  
 
A custom Typeform online survey was created and the link was shared in 
international Barcelona expat groups on Facebook to receive responses 
from a wide range of people. After the data was collected, it was analysed 
with the help of Excel pivot tables and graphs. 
 
In the conclusion of the thesis, the market demand was evaluated based 
on the research results gathered from the analysis of the survey responses. 
Eco Vidre Barcelona was given suggestions on how to continue building 
their company.  

 Client introduction 

The client of this thesis, Eco Vidre Barcelona, is not yet an official registered 
company but is operating under a registered name with the founder work-
ing on the project as a freelancer. The project started as a hobby of its 
German founder living in Barcelona, Spain at the end of 2018. The founder 
noticed that there is a potential market for a company that offers an alter-
native to single-use plastic straws. Especially considering the upcoming 
bans of most common single-use plastic products in the European Union 
in the next years, the client considered it a good moment to get an alter-
native product to the market. 
 
The straws are made from German glass that can be easily recycled with 
regular household glass waste. It is bought in long tubes from a local 
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company in Barcelona, and the rest of the steps to a final product are com-
pleted by the founder by hand. The tubes are cut into the correct length 
and each end of the straw are burnt by the founder in their own kitchen.  
 
The straws are already on sale at a local online reseller of ecological, zero 
waste products. In addition to targeting the consumer market, the straws 
have also been offered and sold to a few select bars and hotels in Barce-
lona. The company is in the early stages of planning the direction and strat-
egy for the business and the survey results are iaimed to be used as a basis 
for the business plan and the direction to take.  
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 SUSTAINABLE BUSINESS 

Sustainable business can be defined as business that operates in the inter-
est of all current and future stakeholders in a manner that ensures the 
long-term health and survival of the business and its associated economic, 
social, and environmental systems. A sustainable business is concerned 
about its contribution to social justice, environmental quality, and eco-
nomic prosperity, which is referred to as the triple bottom line, originally 
by Elkington (1997). Rethinking business in terms of its triple bottom line 
impact and performance is critical in establishing the foundation for sus-
tainable business. This requires companies to stop thinking about business 
only in terms of financial profit. While profit is necessary, the sustainable 
business applies a broader view of the business, its responsibilities, and its 
performance. (Landrum & Edwards, 2009, p. 4-8) 
 

 
Photo 1. The triple bottom line of sustainable business. (Landrum & Ed-
wards, 2009, p. 9) 
 
The first dimension of a sustainable business is its social impact. It ensures 
that the business’s entire operations across the supply chain are socially 
responsible and ethical, and that its employees are treated well. Sustaina-
ble business also needs to ensure that it is engaged with suppliers that 
share similar values.  Social impact of a business additionally refers to re-
spect of individuals and other businesses locally and around the world, 
meaning that reasonable efforts should be made to ensure its policies, 
practices, products and other aspects of the business are not offensive or 
disrespectful to clients in the global market. (Landrum & Edwards, 2009, p. 
10-11) 
 
The second dimension of a sustainable business is economic impact. A sus-
tainable business considers its own economic impact on the communities 
in which it operates, such as local job creation, wages and other indicators 
that the business has positively contributed to local economic growth 
while maintaining corporate profitability. A sustainable business also 
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makes sure their suppliers are engaged with companies that share similar 
values and practices across the supply chain. (Landrum & Edwards, 2009, 
p. 26)  
 
The third dimension of a sustainable business is its contribution to preserv-
ing environmental quality, or environmental impact. Sustainable compa-
nies can reduce environmental costs while simultaneously improving com-
pany performance and profitability. The business that focuses exclusively 
on its environmental impact, rather than focusing on the triple bottom line 
emphasis of a sustainable business, can be referred to as a green business. 
(Landrum & Edwards, 2009, p. 14) 

 Green business 

There are two different varieties of environmentally responsible busi-
nesses. A typical green business is a business that didn’t start that way but 
implemented green strategies after it was established due to advantages 
related to cost, innovation and marketing, as well as considering the ethi-
cal perspective. (Isaak, 2002, p. 82) 
 
According to Isaak (2002), the other variety of green business is a green-
green business that is designed to be green from the beginning through 
their products and processes. The intention of a green-green business is to 
transform the industrial sector it operates in towards a model of sustaina-
ble development. These businesses realised that there is a growing market 
for products that are loyal to the principle of sustaining the environment, 
its resources and biodiversity to future generations. This kind of business 
does not only have concern about making money, but also a mission of 
being socially conscious and transform politically.  

 The current state of sustainable business 

Even just fifty years ago, the relationship between business and healthy 
environment didn’t seem urgent, because natural resources seemed un-
limited. Today, given current business practices and rapid rate at which the 
environment is deteriorating, it may not survive the growing global econ-
omy unless business will fundamentally change. Companies are designed 
to chase economic growth and it has been done at the expense of the en-
vironment. The resources are already scarce, and the environment is no 
longer supporting life, but has become a repository for waste. (Hawken, 
2002, p. 3-5; McDonough & Braungart, 2002, p.43).  
 
It is no longer optional for businesses to consider the effects of climate 
change or stakeholders’ opinions about the company sustainability (Esty & 
Andrew, 2006, p. 12). Today, most companies have a sustainability pro-
gram (Dauvergne & Lister, 2013, p. 6), and the recent growth in interest in 
sustainable business practices stems from changing societal expectations 
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and a growing awareness that sustainability creates a win–win situation 
for business and the environment. (Landrum & Edwards, 2009, p. 5) 
 
Implementing sustainable business practices can improve company image 
and reputation, reduce costs, control supply chains, and help boost the lo-
cal economy, all of which can lead to improved business and stronger and 
healthier local communities. These factors can set the company apart from 
its competitors and can become a source of competitive advantage and 
increase the credibility and influence of the company. Sustainable ap-
proach can generate business value in reputation, sales, profits and most 
importantly from the business perspective, boost growth. (Landrum & Ed-
wards, 2009, p. 5; Dauvergne & Lister, 2013, p. 2&10) 
 
Government is influencing company behaviour, and regulators worldwide 
can no longer ignore pollution. (Esty & Andrew, 2006, p. 8-9) Many busi-
nesses work toward sustainability independently, but there is also a grow-
ing infrastructure of principles and standards to help guide and provide 
direction to companies. Adoption of these principles and standards is vol-
untary, allowing businesses the flexibility to choose among the many op-
tions available. (Landrum & Edwards, 2009, p. 98) Partnerships between 
companies and NGOs are also common, because environmentalists recog-
nise the potential for faster and wider change. (Dauvergne & Lister, 2013, 
p. 21)  
 
Because sustainability is a company-wide philosophy and a way of think-
ing, coordination is required between the various parts of the business. 
The contribution of each area of the business is critical to the overall suc-
cess of becoming a sustainable business. (Landrum & Edwards, 2009, p. 5) 
 
Companies are looking for various ways to become more sustainable 
through eco-efficiency. These programs can be grouped into four areas: 
conserving energy and managing carbon, reducing and recycling materials 
and packaging, minimizing water use, and reducing toxics and waste. (Dau-
vergne & Lister, 2013, p. 57) 
 

 
Photo 2. Sustainable businesses eco-efficiency areas. (Dauvergne & Lister, 
2013, p. 58)  
 



7 
 

 
 

Whether it is a matter of cutting the amount of toxic waste created or 
emitted, the quantity of raw materials used, or the product size itself, re-
duction is central to eco-efficiency. (McDonough & Braungart, 2002, p.53) 
 
Sustainable companies seek ways to become more energy efficient and re-
duce their carbon footprint. The generation and consumption of electricity 
creates emissions of carbon dioxide (CO2), or carbon emissions, which is 
one type of greenhouse gas that contributes to climate change.  
 
Reducing carbon emissions is appealing to businesses partly because of a 
possible future carbon tax, which is government regulated added tax 
based on the amount of carbon emitted. The growing carbon trade market 
is also an incentive for companies to reduce their emissions. Carbon trade 
allows companies to trade credits for carbon emissions. The government 
determines the maximum emissions permitted and businesses with emis-
sions higher than this amount will be required to purchase carbon credits 
from businesses with emissions below the cap. (Landrum & Edwards, 2009, 
p. 16-17)  
 
To reduce their carbon footprint, companies can analyse and determine 
their highest emission areas and find more sustainable options. High en-
ergy consumption can be balanced with renewable energy, products se-
lected with less packaging, employees incentivized to commute with public 
transport, and environmentally friendly alternatives used for supply 
transport. Companies may also build or select their offices and manufac-
turing facilities based on the environmental impact of the design, construc-
tion and life of the building. Based on the highest emission areas found, 
the company can draft a carbon reduction strategy, which is a detailed plan 
of measurable specific goals with specific actions that will be taken and 
deadlines for achievement. (Landrum & Edwards, 2009, p. 14-19)  
 
Strategies to downsize packaging through redesign, material reduction, 
and by increasing recycling are gaining importance. Reducing the input of 
materials that go into each product as well as using better or more appro-
priate materials to improve recyclability and reduce toxicity are key to ma-
terial efficiency. (Dauvergne & Lister, 2013, p. 66-67)  
 
Recycling programs are often part of a sustainable business’s efforts to re-
duce waste (Landrum & Edwards, 2009, p. 14). Sustainable business prac-
tices help companies to work more directly with suppliers to improve the 
quality and security of supply, driving waste out of the supply chain. Im-
proving product design and production processes can turn waste streams 
into profit streams. (Dauvergne & Lister, 2013, p. 11-13) Waste adds un-
necessary costs for treatment or disposal without adding any product 
value. (Dauvergne & Lister, 2013, p. 67)  
 
Companies also often seek to lower their water usage or find ways to reuse 
it. Additionally, many sustainable businesses create a green procurement 
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policy to give preferential purchasing to products and services that are 
most environmentally friendly. (Landrum & Edwards, 2009, p. 15) 
 
Through eco-efficiency, businesses can minimize the environmental im-
pact of each unit of production and maximize overall profit and growth 
potential. (Dauvergne & Lister, 2013, p. 57) Multinational corporations 
play a powerful role in global environmentalism, many not just responding 
to but also actively shaping governments, environmental groups, and con-
sumer interests and expectations. (Dauvergne & Lister, 2013, p. 32-33)  

 The challenges of sustainable business 

Businesses are still far from sustainability that deals with the core environ-
mental issues of conducting business, and some companies may be using 
sustainability strategies to justify growth and the continuous use of re-
sources. (Hawken, 2002, p. 31) It can be argued that sustainable business 
is still fundamentally aiming for sustainability of big business, not sustain-
ability of people and the environment. (Dauvergne & Lister, 2013, p. 2) 
 
Sustainability is a challenge, when the world economy relies on mass retail 
and growing consumerism. (Dauvergne & Lister, 2013, p. 159) Scientific 
data demonstrates that business causes loss of resources, toxic contami-
nation and has negative impact on communities, but the current commer-
cial culture still believes that invention of new technologies can offset the 
hazards of the past, and that issues can be resolved through development, 
invention and growth. With growing consumption, there is a final limit of 
how much the environment can be exploited without causing irreversible 
damage. (Hawken, 2002, p. 3 & 32) 
 
One challenge is also the way environmental issues are often presented to 
businesses as one more cost or regulation. The way the economy is orga-
nized today, businesses are concerned that doing the right thing might put 
them out of business. Companies still believe that if they do not continue 
to grow, they will destroy themselves. (Hawken, 2002, p. 9) 
 
Regulations force companies to comply under threat of punishment, but 
they rarely reward companies for taking initiatives. Since regulations often 
require solutions that vaguely fit all purposes, rather than a deeper design, 
they do not directly encourage creative problem-solving. Regulation can 
also put environmentalists and industries against each other. (McDonough 
& Braungart, 2002, p.61) 
 
The process of becoming a sustainable business is complex, and even small 
changes to products and processes require great efforts. (Dauvergne & Lis-
ter, 2013, p.22) An UN-Accenture study on sustainability (2014, p. 3) that 
1000 CEOs of large corporations participated in, suggests that the global 
economy is not on track to meet the needs of a growing population within 
environmental and resource constraints. Business is failing to take care of 



9 
 

 
 

the planet and society and is not doing enough to tackle sustainability chal-
lenges.  
 
‘Greening’ traditional businesses appears to have had only a marginal ef-
fect in moving society towards sustainability. (Isaak, 2002, p. 86) Energy 
consumption and resulting greenhouse gas emissions have also been in-
creasing, despite energy efficiency improvements and an increased use of 
renewable energy in certain areas. As the efficiency of using a resource or 
making a product increases, the resulting savings are then directed toward 
more consumption, effectively cancelling out the gains from efficiency. 
(Dauvergne & Lister, 2013, p. 159) 
 
Even with the sustainability efforts, if consumption continues to increase, 
the total environmental impacts are going to increase even as the per-unit 
energy, material, water, and waste impacts of producing, consuming, and 
disposing of goods are declining. (Dauvergne, Lister, 2013, p.23)  

 The future of sustainable business 

“The ultimate purpose of business is not, or should not be, simply to make 
money. The promise of business is to increase the general well-being of 
humankind through service, a creative invention and ethical philosophy.” 
(Hawken, 2002, p. 1-2) 
 
There is no ecological capacity to fulfil material consumerism needs, and 
the only real choice is to work for change. (Jackson, 2009, p. 203) As a strat-
egy, sustainability requires leadership and top-level commitment, strong 
values and ethics in the company culture, and incorporation through all 
business activities. Sustainability must be an essential part of the core 
competencies and competitive position of the company and engage all 
stakeholders. (Landrum & Edwards, 2009, p. 103)  
 
Companies that actively work towards sustainability, should be rewarded 
for moving to a more circular model of design and production, incentivizing 
other companies to do the same. The private sector must innovate, adopt-
ing business models that reflect responsibility for the environmental im-
pact of their products. (UNEP, 2018, p. 9) 
 
The route to a sustainable economy, developed from Jackson (2009) by 
Bocken, Short, Rana & Evans (2014), might be a system to minimise con-
sumption, or to implement institutional quotas on energy, goods and wa-
ter. Alternatively, it could be a system designed to maximise societal and 
environmental benefit, rather than prioritising economic growth. A route 
to sustainable economy could also be a closed-loop system where nothing 
is wasted or discarded into the environment and is instead reused, re-
paired and remade as opposed to recycling. System that emphasises func-
tionality and experience, rather than product ownership in one option, as 
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well as a system built on collaboration and sharing, instead of aggressive 
competition. 
 
These types of changes require a fundamental shift in the purpose of busi-
ness and almost every aspect of how it is conducted. A change like this can 
happen through business model innovation, re-conceptualizing the pur-
pose of business and its value creation logic, and rethinking perceptions of 
value. With business model redesign, it is possible for businesses to better 
integrate sustainability into their business and for new start-ups to design 
and pursue sustainable business from the beginning. Business model inno-
vation is increasingly recognised as a key to delivering greater social and 
environmental sustainability in the industrial world. (Bocken, Short, Rana 
& Evans, 2014) Business is the main cause of the problem and it must be a 
part of the solution (Hawken, 2002, p. 17). 
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 ECO CONSUMERISM 

All the main environmental concerns are either caused by, or contribute 
to, the increasing consumption of goods and services. (McDonough & 
Braungart, 2002, p.50). Change can be expressed through the way we live, 
the things we buy, how we travel, where we invest our money, or how we 
spend our free time. Change can be achieved through our work, and it can 
be influenced by the way we vote and the democratic pressure we put on 
our leaders. It can be expressed through grass-roots activism and commu-
nity engagement. It is an important consideration to pursue individual fru-
gality and voluntary simplicity. (Jackson, 2009, p. 2014) 
 
A green consumer is concerned about the environment and therefore only 
purchases or prefers to purchase products that are environmentally 
friendly with little to no packaging. It is important that products are made 
from natural ingredients and that the production caused minimal amount 
of pollution and harm to the environment. (Sarkar, 2012) Ecological con-
sumers are turning down plastic straws and cutlery, cleaning beaches and 
coastlines, and carefully considering their purchase habits in supermarket 
aisles. (UNEP, 2018, p. 13) 
 
Consumers are increasingly exercising their power, and they are looking 
beyond just the product on the shelf into all parts of the production chain. 
They are paying more attention to all aspects of the supply chain; from 
production, delivery, through to disposal. They are actively learning, be-
coming more aware of environmental issues, and are not afraid to ques-
tion a brand’s sustainability claims or the role brands have. (Global Web 
Index, 2018)  
 
There are clear signs that consumers are expecting more from companies, 
including transparency and honesty. They expect greater impact on global 
and local challenges, and more responsibility on handling natural re-
sources and the environment in general. Consumers are valuing compa-
nies based on their sustainability strategies and the way they enhance 
health, livelihoods and boost community wellbeing. (The UN – Accenture 
Study, 2014, p. 3-4) According to a Global Web Index (2018), 61% of con-
sumers surveyed said they’re likely to switch to a brand that is more envi-
ronmentally friendly than their current brand. Consumers genuinely care, 
and they are expecting more from brands than ever before. 
 
The new age of environmentally aware consumers is empowered by new 
technologies and increasingly driving business to approach sustainability, 
helped by the virality of campaigns and messages on social media. Con-
sumers are expecting sustainability to be integrated into the products and 
services that they consume, and to connect with the brand identity. It’s 
important for businesses to understand consumer views to accelerate the 
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process to address environmental challenges. (The UN – Accenture Study, 
2014, p.3; Global Web Index, 2018)  
 
Consumers must not only be actors but drivers for the behaviour change. 
Ultimately, individuals must act as both consumer and informed citizen by 
demanding sustainable products and take on more reasonable consump-
tion habits. Informed consumers can play a decisive role in promoting 
more sustainable production of plastic products. (UNEP, 2018, p. 13)  
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 ENVIRONMENTAL IMPACT OF PLASTIC 

Plastic is everywhere. It’s an important material in most of our daily lives 
and helps to tackle various challenges in our society from packaging to 
medical innovation. (European Commission, 2018a) Imagining a world 
without plastic seems impossible today, when its production has sur-
passed almost every other material since the 1950s. (UNEP, 2018, p. 5) 
 
This is understandable considering plastic is cheap, lightweight and easy to 
make. These factors have led to a twentyfold increase in the global pro-
duction of plastic over the past century, and there is no end in sight. (UNEP, 
2018, p. 3; European Commission, 2018a)  
 
Most of the plastic that is produced, is designed to be thrown away after 
being used only once. (UNEP, 2018, p. 5) Only a fraction of plastic is reused 
and recycled, particularly in comparison with other materials such as pa-
per, glass or metals. (European Commission, 2018a) 
 
According to UNEP (2018, p. 5), only around 9% of the estimated 9 billion 
tonnes of plastic ever produced in the world has been recycled, meaning 
that majority of plastic ends up in landfills, dumps or in the environment.  
 
The amount of plastic waste generated today is already more than we can 
handle (UNEP, 2018, p. 3) and in Europe alone, 25.8 million tonnes of plas-
tic waste is generated every year. (Plastics Europe, 2018) There is an urgent 
need to change the way we manufacture, use and manage plastics. (UNEP, 
2018, p. 3)  
 
Governments around the world have become increasingly aware of the 
scale of the crisis. More than 60 countries have introduced policies to bat-
tle plastic pollution (UNEP, 2018, p. 6). There are signs of improvement due 
to these policies - in Europe, plastic waste recycling has increased by al-
most 80% in the past 10 years and for the first time, more plastic waste 
was recycled than landfilled in 2016. (Plastics Europe, 2018, p.32-33). 
 
To further reduce the amount of plastic waste that is generated, govern-
ments need to take on stronger policies to create a more circular model of 
design and production of plastics. By improving waste management sys-
tems and introducing financial incentives to change the habits of consum-
ers, retailers and manufacturers, plastic can be at least partially considered 
as a resource instead of a burden. (UNEP, 2018, p. 6) 

 Marine plastic 

The ocean has been long used to dispose materials regarded as waste. 
Since the large-scale production of plastics began in the 1950’s, an increas-
ing proportion of solid waste in the ocean has consisted of it. Estimations 
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say that plastic represents up to 80% of all marine litter found. (Kershaw, 
Turra & Galgani, 2019, p. 2)  
 
The results of today’s single-use, disposable plastic culture can be seen on 
sea shores and oceans everywhere. The amount of marine litter continues 
to increase, and 5 to 13 million tonnes of plastics — up to 4 % of global 
plastics production — end up in the oceans globally every year. This is a 
result of the mismanagement of domestic waste in coastal areas. (UN 
GEO6, 2019, s.176; European Commission, 2018a)  
 
Although the greatest accumulation of marine litter is in coastal environ-
ments, plastic is distributed worldwide in the ocean. (UN GEO6, 2019, p. 
188) Plastic debris is transported by marine currents and it can be washed 
up on land, degrade into microplastics or form dense areas of marine litter 
trapped in ocean gyres. (European Commission, 2018b) Marine litter has 
been found in all ocean depths (UN GEO6, 2019, s.176) and plastic debris 
occurs even in Arctic sea ice (Jambeck et al., 2015) and has been found in 
significant quantities from the most remote islands. (Lavers, Dicks, Dicks & 
Finger, 2019) 
 
Plastics in the marine environment are an increasing concern because of 
their persistence and effects on the oceans, biodiversity, wildlife, and po-
tentially even humans. (Jambeck et al., 2015) The main problem is that 
most plastics do not biodegrade, and once in the ocean, plastic items ex-
posed to waves and sunlight begin to fragment into small particles known 
as microplastics that can persist for decades, or even centuries. For this 
reason, the same characteristics that make plastic a popular material (du-
rability, light-weight, low cost) also mean that it will stay in the ocean and 
contributes to its role as a significant environmental threat. (Lavers et al., 
2019) 
 
Weathering of plastic debris causes fragmentation into microplastics that 
even small marine animals can ingest. (Jambeck et al., 2015) Plastic parti-
cles are increasingly being found in the digestive systems of various marine 
species – such as sea turtles, seals, whales, birds, fish and shellfish, when 
they mistake it for food. (European Commission, 2018b) Ingestion of plas-
tic particles can prevent animals from digesting normal food and there is 
also evidence that the toxic chemicals added during the manufacture of 
plastic transfer to animal tissue, eventually entering the human food chain. 
(UNEP, 2018, p. 5) There is also well-documented evidence of physical dam-
age to marine organisms from entanglement to marine litter (UN GEO6, 
2019, s.177) 
 
Plastic litter in the oceans also causes economic losses for sectors and com-
munities dependent on the ocean, including losses for tourism, fisheries 
and shipping. (European Parliament, 2018) The cost of cleaning up plastic 
waste from coasts and beaches only in Europe is estimated to be around 
630 million euros yearly. Studies suggest that the total economic damage 
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to the world’s marine ecosystem caused by plastic amounts to at least $13 
billion every year. The economic, health and environmental reasons to act 
are clear. (UNEP, 2018, p. 5) 
 
If drastic steps aren’t taken, the numbers and challenges will only grow, 
with the quantity of waste entering the ocean predicted to increase ten-
fold by 2025. Because removing the significant quantities of plastic already 
in the ocean is extremely difficult, prevention of new items entering the 
ocean is critically important. Significant investment in strategies designed 
to limit plastic production and consumption (for example widespread bans 
on single-use items), and effective waste management that prevents entry 
of plastic items into the ocean at the source is the way forward. (Lavers et 
al., 2019) 
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 SINGLE-USE PLASTIC AND ALTERNATIVES 

 Single-use plastic  

It is estimated that 50% of all plastic is single-use. (Plastic Oceans, 2018) 
The growing use of plastics for a wide range of short-lived applications 
gives rise to large quantities of plastic waste, and therefore single-use plas-
tic items are a major contributor to plastic leakage to the environment. 
They can be difficult to recycle and are often used away from home and 
littered. (European Commission, 2018a) 
 
Single-use plastics are among the most commonly found items on beaches 
and coasts. In order of magnitude, these items are cigarette butts, plastic 
drinking bottles, plastic bottle caps, food wrappers, plastic grocery bags, 
plastic lids, straws and stirrers, other types of plastic bags, and foam take-
away containers. (UNEP, 2018, p. 5) 
 
Plastic has an average useful lifetime of 12 minutes (Plastic Oceans, 2018), 
and luckily, many countries are starting to encourage the use of products 
suitable for multiple use, as well as re-using and recycling. (European Par-
liament, 2018) 
 
Strategies to phase out single-use plastics have recently started to appear 
in several countries. (UNEP, 2018, p. 7-8) For example, single-use plastic 
items such as plates, cutlery, straws, balloon sticks or cotton buds, will be 
banned in the EU from 2021. (European Parliament, 2018) 
 
Replacing the most common single use plastic items with innovative alter-
natives that have higher added-value is an economic opportunity, and it 
can even create local jobs. (European Commission, 2018a) 
 
Businesses cannot afford to ignore the issue either, and many industries 
are coming up with plans to phase out single-use plastics, use more recy-
cled plastic in their packaging and work on more effective recycling. Prod-
ucts should also be designed to be as durable as possible to increase the 
number of times they can be reused. Many large corporations are already 
voluntarily banning single-use plastic items. (UNEP, 2018, p. 9) 
 
Tackling one of the biggest environmental challenges of our time will re-
quire governments to regulate, businesses to innovate and individuals to 
act. (UN Environment, 2018, p. 3) Adequate social awareness of the plastic 
crisis is vital for reduction strategies to work. (UNEP, 2018, p. 7-8)  

 Plastic straws  

There are estimated 8.3 billion plastic straws on the coastlines around the 
world (Borenstein, 2019) and they are among the most found plastic items 
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in beach clean-ups. Based on recent data from Ocean Conservancy (2019), 
plastic straws and stirrers were the 4th most found item on the coastal 
clean-ups in the Barcelona area, after other pieces of plastic, foam and cig-
arette butts. 
 
Most plastic straws can’t be recycled because they are too lightweight to 
make it through mechanical recycling sorters, so they end up in landfills 
and waterways, from where it can eventually reach the oceans. (Lev-Tov, 
2018) The issue of straws and marine animals got more attention after a 
2015 viral video was showing rescuers removing a straw from a sea turtle's 
nose in graphic detail. (Borenstein, 2019)  
 
Straws make up about 4 percent of the plastic trash by piece, and only 
0.025 percent by weight. (Borenstein, 2019) This is a fraction of the total 
amount, but even so, straws have been a focus in the media as corpora-
tions, restaurant chains and cafe outlets have pledged to ban or phase 
them out completely as a part of their environmental campaigns. (Gibbens, 
2019)  
 
This is in part because straws are very easy to do without, and it rarely 
requires a significant change in behaviour. (Gibbens, 2019) Some environ-
mentalists and government leaders also consider them as gateway plas-
tics, meaning that banning something as simple as plastic straws can help 
open conversations and prompt bigger questions about use, and misuse, 
of single-use plastics. (Toloken, 2018) 

 Eco-friendly plastic straw alternatives 

While not using a straw would be best in many cases, some people prefer 
them or need them, like those with disabilities or sensitive teeth or gums 
(Lev-Tov, 2018). Dentists also recommend them for protecting your teeth 
against decay and staining (Denham, 2018). Eco-friendly straws such as 
glass, metal, bamboo, silicone and compostable straws can replace plastic 
straws to avoid unnecessary waste. 
 
From the reusable straw options, the glass straws are recyclable and can 
be recycled endlessly without loss in quality (GPI, n.d.). It’s easy to see the 
cleanliness due to the transparency of the glass and it can be used for both 
hot and cold drinks. The risk of breaking is the main disadvantage of the 
material. (HALM, 2019) 
 
Metal and steel straws are a recyclable, durable option. A disadvantage of 
metal as a material is that it conducts heat efficiently, which means that it 
can feel too hot or cold depending on the temperature of the drink and it 
can be more difficult to ensure cleanliness. (Ho, 2018)  
 
Bamboo is one of the world’s fastest growing plants which means it is a 
sustainable solution for straw manufacturing (FMI, 2019). However, it can 
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be difficult to clean, leave a side taste and has a limited lifetime (HALM, 
2019). 
 
Silicone straws are soft and flexible, and for this reason may be more suit-
able option for children and people with disabilities. However, it is plastic, 
and recycling can be as complicated as with traditional plastic. (HALM, 
2019) 
 
The main disposable alternatives to plastic straws are made from paper or 
biodegradable plastic. The bio-polymers like PLA, that biodegradable 
straws are made of, can have a negative impact on the environment too. 
The majority don’t break down as litter on land or in the ocean, requiring 
industrial composting, and if they end up in the existing mainstream plas-
tics recycling stream they can contaminate loads, leading to more waste. 
(Denham, 2018)  
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 DEVELOPMENT PROJECT  

 Market research  

Market research is a way of investigating and answering questions about 
human behaviour and preferences. It is the systematic gathering and in-
terpretation of information about individuals or organizations using the 
statistical and analytical methods and techniques to gain insight or support 
decision making. (Esomar, 2007, p. 38) 
 
The market research process starts with defining the objective of the re-
search, the research problem or questions. Research questions are im-
portant in the research process, as they can guide literature research, help 
decide the research method to be used and what data to collect and from 
whom. It can also guide the data analysis and help writing up the findings 
and providing a clear sense of purpose for the readers of the research. 
(Bell, Bryman & Harley, 2019) 
 
The next step is to choose the research design, which includes the selec-
tion of research method, sampling strategy and target population, as well 
as a possible incentive plan for completion. Research method is a tech-
nique for collecting data. It can involve questionnaires, structured inter-
view schedules or observation or a combination of these. (Bell et al., 2019)  
 
One of the most common ways to classify the research methods is to de-
scribe them as qualitative and quantitative research. Quantitative research 
usually consists of large samples and structured questionnaires, whereas 
qualitative research consists of relatively unstructured interviews or dis-
cussion groups where it is possible to explore and follow up ideas. (Esomar, 
2007, p. 39) Sampling is defined as selecting a representative sample of 
wider population, that can give an estimate of the true results. (Showkat 
& Parveen, 2017) 
 
Third step of the market research process is to design the selected re-
search tool depending on the research method. After the questionnaire 
has been created, the next step is data is collection, visualization and anal-
ysis. The results and conclusions are lastly presented in a report. (My mar-
ket research methods, 2019) 

6.1.1 Reliability and validity 

Reliability in business research means repeatability over time. Research 
study is required to be transparent and clear so that the reader can either 
undertake the same method themselves and produce the same results, or 
at least the method is clear enough to make the reader confident that the 
results weren’t tampered with in any way. Validity broadly means that the 
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research method selected must actually measure what you think it 
measures without bias. (Greener, 2008) 

6.1.2 Survey 

Developing a questionnaire is one of the important steps in the process of 
conducting a survey. In addition to selecting the most appropriate method 
for gathering data from the potential participants in the sample group, it 
is also necessary to identify the right questions to ask. (Weathington, 2012) 
 
There are two main question types. The first type is the closed-response 
question that requires the person to select a response choice from a set of 
options. The second is an open-ended question that asks participants to 
generate their own response to the question. (Weathington, 2012)  
 
The challenging part of creating a survey is writing questions that sample 
the opinions, attitudes, beliefs, or behaviours that are to be measured. The 
order of questions, and the options within the questions can also play a 
significant role in how the participant answers the question and subse-
quent questions. (Weathington, 2012) 

 Background information 

Eco Vidre Barcelona is currently the only local seller in Barcelona offering 
glass straws to the market, but there are numerous companies that man-
ufacture and sell glass straws in different countries. Multiple other reusa-
ble plastic straw alternatives are also available on the market, including 
metal, bamboo and paper to name a few. It’s important to note, that since 
most companies offer an online shop, many consumers have an easy ac-
cess to different kinds of reusable straws even if there is no local company 
offering them. 
 
The client is slowly developing the business and for consumer B2C market, 
the straws are sold through a local online reseller that offers various eco-
logical and reusable products. The idea of selling the straws to consumers 
through Eco Vidre Barcelona’s own online shop is being planned but not 
yet decided on due to uncertainty of the market approach and focus to 
take between B2C and B2B.  
 
The reusable and disposable straw demand is on the rise in Barcelona on 
the B2B sector as well. The founder is a part of government supported ini-
tiative to offer plastic straw alternatives to local bars, cafes and restau-
rants. The Eco Vidre glass straws are a part of this initiative, along with 
other sustainable straw alternatives suitable for restaurant use.  
 
The straws have been offered to various restaurants, bars and cafes with 
some success and a lot of interest. Currently Eco Vidre Barcelona has their 
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straws in a few locations in the Barcelona central area, and the main plan 
of action is to wait for their feedback on the use of the product in a restau-
rant environment over a longer period of time.  
 
While the restaurants take the time to evaluate the products, Eco Vidre 
Barcelona wanted to find out more about the market they are entering, 
and the consumer opinions regarding glass straws.  

 Method and goals 

In this thesis, survey was selected as the method because a it enables ex-
tracting information from a larger sample of individuals. (Showkat, Par-
veen, 2017) The aim was to get a wide overview of opinions from different 
people with different backgrounds, and this was done best with an online 
survey. The target group was young international adults in the Barcelona 
area and the sample size was set to a minimum of 200 responses.  
 
The standard market research process was decided not to be fully fol-
lowed, and some criteria regarding reliability and validity had to be aban-
doned, as the client wanted to use the survey as a marketing and promo-
tion tool as well. The survey had the Eco Vidre Barcelona brand logo, pho-
tos of the product, brief product information between questions, and in 
the end of the survey, the respondents could select to get more infor-
mation about how to buy the glass straws. The survey completion was also 
incentivized by offering a chance to enter in a raffle to win the product.  
 
The goal of the research was to find out how people perceive the idea of 
glass straws, and to answer questions about product demand and route to 
market, as well as customer preferences on where and how they would 
use the product.  
 
The collected information from the survey was analysed and used as a 
guidance for planning the future direction of Eco Vidre Barcelona.  

 Survey process 

The process started with identifying the purpose of the survey, which was 
done in close collaboration with Eco Vidre Barcelona. Multiple meetings 
were arranged to discuss the goal of the survey, and the plan evolved 
through conversations about the possible direction to take. The client had 
been interested in researching multiple different areas for her business, 
and all of these areas were weighed in to determine the most relevant ap-
proach.  
 
The discussion started with comparing the possibilities to focus on B2B or 
B2C markets, as well as differences that need to be considered in each sce-
nario. The decision to focus on B2C was agreed on because consumers are 
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likely to be easier to reach than businesses. The client wanted to find out 
whether glass straws are interesting to consumers in general.  
 
Additionally, Eco Vidre Barcelona was interested in finding out opinions 
about the company logo and name. Questions about pricing were dis-
cussed as well, because at the time, the client was trying to determine the 
price that consumers would be willing to pay. Getting sustainable packag-
ing ideas were an additional point of interest that was considered to be 
included in the survey. These ideas were decided against partially or com-
pletely, and the main focus was put on finding out about consumer behav-
iour and attitudes regarding plastic, straws and alternatives. 
 
The survey was created in English as the target was to reach young inter-
national adults mainly through Facebook expat groups. There was discus-
sion to create a Spanish version to get a more representative sample of 
responses, but due to time constraints, this was not possible.  
 
Discussions between keeping the survey purely scientific and combining it 
with marketing took place on multiple occasions. The client wanted to add 
a brief product introduction and facts about plastic pollution between the 
survey questions. The concern of biased results due to promoting the 
product and sustainability in the survey was discussed.  
 
One potential solution was to compromise and create two surveys, one 
with and one without marketing influence. This would have ensured that 
some unbiased results are collected, while giving Eco Vidre the opportunity 
to promote their brand. This turned out to be too complex to execute, and 
after weighing in the options together with the client, the decision was to 
create only one survey with a combination of research and marketing. The 
survey results cannot therefore be used as a generalization of the public 
opinion and critical approach must be taken when analysing the data col-
lected.  
 
The opinion survey was created based on the agreed requirements and it 
was implemented using a customized Typeform survey that was selected 
because it is more visual than most survey tools and allows to add the com-
pany logo and photos with the questions. The Pro extension was used to 
get more questions, answers and options to create the survey the way it’s 
most useful and functional for the intended purpose.  
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Photo 3. Screenshot of the Eco Vidre Barcelona Survey landing page. 
 
The survey was created with Eco Vidre Barcelona logo on the front page 
and made visual by colours and photos of the straws being used in various 
locations in Barcelona. The attention of the respondents was caught from 
the beginning by stating the fact, that by 2050 there may be more plastic 
than fish in the ocean. The respondents were afterwards asked how con-
cerned they are about the environmental impact of plastic on scale 1-5.  
 
After easing in the respondents to the topic of the survey, they were asked 
how important it is for them to find alternatives to single-use plastic. This 
question was selected to understand how many of the respondents are 
already aware of the issue and taking action to reduce plastic waste.  
 
Generic information about the respondent’s habits of using plastic straws 
were asked next. At this point, a Typeform feature called Logic Jump was 
introduced. With this feature, the survey can be programmed to skip or 
redirect the respondents to another question based on the response they 
give. This way it’s possible to gain more insight with additional questions 
without having to ask them from all respondents. It shortens the time each 
respondent needs to spend on the survey as well as allows more detailed 
questions because they are not visible to everyone.  
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Photo 4. Screenshot of the logic jump map example of the survey ques-
tions. 
 
This feature was used with respondents who said they don’t use straws at 
all, and the respondents that selected this answer were asked whether 
they would use straws if they had an ecological option. The respondents 
who still answered no, skipped to the question “Would you like to see res-
taurants, bars and coffee shops using glass straws with their drinks?” at 
close to the end of the survey automatically, because the responses from 
respondents not using straws at all would not be useful in the following 
questions. The ones who answered yes, continued the survey with the rest 
of the respondents. 
 
Next, the respondents were asked to select two most important features 
of an alternative to plastic straws from six options or to select “other” and 
write their own feature. The options were durability, environmental foot-
print, made in Barcelona, design, hand-crafted and easy to clean. They 
were randomized to appear in different order for each respondent to avoid 
the first options being selected more often just because they come up first.  
 
The brief product introduction section was presented after this. The plac-
ing was purposely chosen to be after the respondents had selected the 
important features in a straw alternative to minimize the amount of bias 
and ensure that the responses are not considered only regarding Eco Vidre 
straws. 
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Photo 5. Screenshot of the debated product introduction section within 
the survey. 
 
The next question was “Would you be interested in buying glass straws?” 
and the logic jumps were decided to be used heavily based on the answers 
to find out about objections and reasoning behind purchase decisions.  
 
Everyone who answered “Yes, depending on price” were asked a question 
about the price they would be willing to pay for a set of 4 glass straws. 
People who answered “Maybe, I need to do some research” were asked 
what kind of information they would need to make their decision. The re-
spondents who said they are more interested in other alternatives, were 
asked what alternatives they are more interested in and why. Lastly, the 
respondents who said they would not be interested, were asked why that 
is.  
 
To include a bit of B2B insight in the survey, the respondents were asked 
whether they would like to see restaurants, bars and cafes using glass 
straws in their drinks. To benefit marketing, the first option was worded 
“Yes, I would be more likely to choose a place that uses ecological options” 
on purpose. The wording may cause the results to be inconclusive due to 
the response not being specific to glass straws, but it serves as a good point 
to make to potential new B2B customers. The respondents were addition-
ally given the “other” option to write their own response to make sure all 
opinions are heard.  
 
The respondents who answered yes or maybe, were asked an additional 
question “do you know a perfect place for this in Barcelona?” to gain in-
sight on places that the respondents would like to see the straws used at. 
This information can be beneficial in determining the next potential B2B 
customers to target. 
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The basic demographic questions were placed at the end of the survey and 
the questions covered age, gender, native country, country of residence, 
employment status and education level.  
 
After the basic questions, an optional free text field was given to the re-
spondents leave any possible suggestions or comments. To incentivize the 
survey and ensure a better completion rate, everyone who wanted to 
leave their contact details were added to a raffle to win a set of 4 glass 
straws. Everyone who left their email address, were additionally asked if 
they would like to be contacted to find out how to buy the glass straws, or 
to only participate in the survey. 
  

 
Photo 6. Screenshot of the raffle participation question. 
 
After the survey was completed, it was shared on different Facebook 
groups by sharing the survey link. The client shared the survey on their Eco 
Vidre Barcelona Facebook- and Instagram page as well.  
 
The results were exported to Excel and by using pivot tables as the main 
tool, every question was visualized with a graph to help with the analysing 
process. 
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 RESULTS AND ANALYSIS 

 
Figure 1. Concern about environmental impact of plastic on a scale 1-5. 
 
In the first question, the 224 respondents were asked how concerned they 
are about the environmental impact of plastic. From scale 1-5, where 1 is 
not at all concerned and 5 is very concerned, 70,5% of the respondents 
answered that they are very concerned. 21,9% of respondents answered 
4, which can be considered being moderately concerned. 6,7% of respond-
ents answered 3, which can be considered indifferent. Only 0,4% of re-
spondents have answered 1 and 2, not at all, and not concerned.  
 
In total, 92,4% of respondents are concerned about the environmental im-
pact of plastic. Only 0,9% of respondents are not concerned. This is a great 
statistic but may be influenced by the topic of the survey. People inter-
ested in answering a survey about reusable straws are likely to be more 
concerned about the environmental impact of plastic than an average per-
son. The quote in the beginning of the survey stating that in 2050 there 
may be more plastic than fish in the ocean may skew the results towards 
more concern as well.  
 

 
Figure 2. Importance of finding alternatives to single-use plastic. 
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In the second question, the respondents were asked how important it is 
for them to find alternatives to single-use plastic. 224 respondents an-
swered to this question, and to 55,4% of them, it’s very important and they 
are already using alternatives. 39,3% of respondents have answered that 
it’s important and that they are considering to use alternatives. 4,5% of 
respondents haven’t thought about it, and for 0,9%, it is not at all im-
portant. 
 
It was surprising to see such a positive response. Over half of respondents 
are already using alternatives, and close to all others are considering it. It 
clearly shows that environmental impact of plastic is a very common con-
cern, and that people are taking action to reduce plastic waste already. 
This response may be more positive than the general opinion due to the 
topic of the survey, but overall it is still a promising trend.  
 

 
Figure 3. Usage of plastic straws. 
 
In the third question, all 224 respondents were asked if they use plastic 
straws. 41,1% of respondents do not use straws at all. 40,6% use them at 
restaurants, bars or cafes. 9,8% of respondents don’t use plastic straws but 
are using an alternative. 4,0% use plastic straws both at home and at res-
taurants, and 2,2% use them only at home.  
 
Many respondents are not using straws at all, and the very low percentage 
of home users was not expected. This is good indication that many people 
are already reducing their use of unnecessary plastic in their personal lives, 
but the result also clearly shows that there is market for replacing plastic 
straws in restaurants. People are still using them in public places, and in 
many occasions it’s not as easy to avoid. A follow-up question about rea-
sons of not using plastic straws could have expanded on the reasoning be-
hind the answers and given more data to base these assumptions on.   
 
2,2% of respondents answered “Other” and were given an option to add a 
free text answer. The respondents mention that they try to not use straws 
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and asking for drinks without straws in bars and restaurants. Some re-
spondents are considering to use alternatives like steel.  
 

 
Figure 4. Willingness to start using straws if ecological option was availa-
ble. 
 
The fourth question was only visible to the respondents, who answered 
“No, I don’t use straws at all”. The 92 respondents redirected to this ques-
tion were asked whether they would start using straws if they had an eco-
logical option. 59,8% of the respondents say they would start using straws, 
and 40,2% would not. This is valuable information considering the con-
sumer market potential.  
 
Every respondent who would not start using straws even if they had an 
ecological option were redirected to question “Would you like to see res-
taurants, bars and coffee shops using glass straws with their drinks?”. 
 

 
Figure 5. Likeliness of using straws more often if an ecological option was 
available. 
 
The fifth question “Would you be likely to use straws more often if you had 
an ecological option” was asked from all respondents, except the ones not 
using straws at all. Out of 132 respondents, 80,3% answered that they 
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would be likely to use straws more often, while only 19,7% said they would 
not.  
 
This question could have been more informative if the response options 
were expanded instead of offering only a yes and no option. It is still useful 
to know, that most people would like to use straws more if they had an 
ecological option, because it means there can be more demand than for 
plastic straws in general.  
 

 
Figure 6. The most important features in a plastic straw alternative. 
 
In the sixth question, the respondents had to select two of the most im-
portant features in a plastic straw alternative. 35,3% out of the 187 re-
spondents considered the ease of cleaning one of the most important fea-
tures in an alternative to plastic straws. 28,9% found environmental foot-
print important, and durability came close third with 26,7% of the re-
sponses. Design was important to 4% of the respondents, while only 1,1% 
considered it important that the straws are made in Barcelona or hand-
crafted.  
 
2,9% of respondents selected “Other” and were given a free text answer 
option. Most were concerned of the safety of the straw, and some would 
base their decision on price, availability and whether the straw changes 
the flavour of their drink. Comfort of use, including for people with disabil-
ities, was also mentioned.  
 
The low importance of options “made in Barcelona” and “handcrafted” 
was not expected and is good insight to have. Eco Vidre is hand-crafting 
the straws in Barcelona, and it was expected to be a more important fac-
tor. Based on the results it’s clear that efforts should be focused on pro-
moting ease of cleaning, durability and the environmental impact of the 
glass straws.  
 

1,1%

1,1%

2,9%

4,0%

26,7%

28,9%

35,3%

Hand-crafted

Made in Barcelona

Other

Design

Durability

Environmental footprint

Easy to clean

What would you consider the most important in 
an alternative to plastic straws?

Answered by 187 out of 224 respondents
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Figure 7. Interest in buying glass straws. 
 
In the seventh question, the respondents were asked if they would be in-
terested in buying glass straws. The majority, 62,6%, of the 187 respond-
ents would be interested. Out of the respondents interested, 40,1% con-
sider price to be a determining factor. 17,6% of respondents are not sure 
and answered “Maybe, I need to do some research”. 9,3% are interested 
in other alternatives and 10,4% are not interested at all.  
 
Respondents, who answered “Yes, depending on the price” were redi-
rected to question seven “How much would you be willing to pay for a set 
of 4 glass straws?”.  
 
Respondents, who answered “Maybe, I need to do some research” were 
asked “What kind of information would you need to make your decision?” 
with an optional free text field. A total of 22 respondents answered this 
question, and many mentioned more than one determining factor. 63,6 % 
would like to know how easily the straw breaks, and 22,7% were con-
cerned of safety in general. 40,9% of the respondents think that price is 
very important factor in the decision-making process. 13,6 % were inter-
ested in finding out how easy the straw is to clean, and the same number 
of respondents found possibility to carry the straw with them important. 
One respondent also mentioned that design plays a role in their decision, 
and another stated that the most ecological straw alternative would be 
their choice.   
 
Respondents, who answered “No, I’m interested in other alternatives” 
were asked “Which alternatives are you more interested in and why?” with 
an optional free text field. 16 respondents answered to this question, and 
some were interested in more than one alternative. Half of them were in-
terested in bamboo, steel got interest from 31,3%, paper and biodegrada-
ble 12,5 % and one respondent was additionally interested in wheat/pasta 
straws.  
 
Respondents, who answered “No, not interested” were asked “Why are 
you not interested in buying glass straws?” with an optional free text field. 

10,4%

9,3%

17,6%

40,1%

22,5%

No - Not interested

No - I'm interested in other alternatives

Maybe - I need to do some research

Yes - Depending on the price

Yes - Absolutely!

Would you be interested in buying glass straws?

Answered by 187 out of 224 respondents
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This question was answered by 16 respondents, out of which 62,5 % said 
they are not interested because they don’t use straws at home. 31,3% 
avoid using straws in general or are using them too rarely to justify the 
purchase. One respondent said they already have a metal straw.  
 

 
Figure 8. Fair amount to pay for a set of glass straws. 
 
The eighth question was only asked from respondents that answered “Yes, 
depending on price” when asked if they were interested in buying glass 
straws. 63% of the 73 respondents would be willing to pay less than 10 
euros, and 32,9% consider less than 15 euros a fair price. Only 2,7% would 
be willing to pay more than 15 euros. 1,4% were not sure and answered 
“Other”.  
 
This question would have given more informative results if all respondents 
were asked the question instead, and better wording in this case could 
have been “What do you think would be a fair price for a set of 4 glass 
straws”. As it is, the price that the respondents would be willing to pay is 
lower than expected, but this information is not very reliable as only price 
sensitive respondents were asked for their opinion. 
 

1.4%

2.7%

32.9%

63.0%

Other

More than 15 euros

Less than 15 euros

Less than 10 euros

How much would you be willing to pay for a set 
of 4 glass straws?

Answered by 73 out of 224 respondents
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Figure 9. Likeliness of carrying glass straws. 
 
For the ninth question, the respondents were given a scale from 1-5 of how 
likely they would be to carry their own glass straws with them. The 168 
responses were scattered quite equally on all scale levels. The highest per-
centage of 27,4% selected 3, which as the middle option can be considered 
as the respondent being unsure or indifferent. 22,6% would not be at all 
likely to carry straws with them, while 19,6% say they would be very likely 
to do so. 2 and 4 got 15,5% and 14,9% of the responses.  
 
Respondents, who answered 1-3, were redirected to a question "What 
concerns do you have about carrying your own straws?" with an optional 
free text field. This question was answered by 80 respondents and many 
of them listed more than one concern. The most significant, and specifi-
cally glass related concern was the risk of breaking, as it was mentioned by 
33% of the respondents. Many, 17,9%, were also stating that they are not 
using straws often enough in general and can manage without them. 17% 
were concerned about possibly forgetting or losing them, 16% mentioned 
cleanliness and hygiene reasons, and 14,2% said that they don’t have space 
to carry them.  
 
 

22,6%

15,5%

27,4%

14,9%

19,6%

1 - Not at all likely 2 3 4 5 - Very likely

How likely would you be to carry your own glass 
straws with you?

Answered by 168 out of 224 respondents
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Figure 10. Interest in seeing ecological options in restaurants. 
 
In the tenth question, over half of the 224 respondents, 53,6%, said they 
would be more likely to choose a restaurant, a bar or a coffee shop that 
uses ecological options. 30,4% of respondents think it’s a nice addition. In 
total, 84% would like to see glass straws in restaurants.  
 
8,9% of the respondents haven’t thought about it, and only 3,1% doesn’t 
think it matters. 4% of respondents selected the option “other” and were 
given a free text response option. Most of the respondents were con-
cerned about the glass breaking, and some would prefer other alternative 
materials. Some would not use a straw that was not disposable due to hy-
giene reasons and a few don’t think we need to use straws at all. 
 
The amount of people who would like to see straws in restaurants was a 
positive surprise and based on the result it’s clear that there is market po-
tential to offer glass straws to restaurants. However, this result could be 
partly due to the wording of the response options, where glass straws 
aren’t specifically mentioned in the most positive option “yes, I would be 
more likely to choose a place that uses ecological options”. This can lead 
the respondent to select this option, and only mean that they would like 
to see ecological options in general, not necessarily glass straws.  
 
All respondents, except the ones responding “No, I don’t think it matters” 
were asked if they know a perfect place for glass straws in Barcelona. A 
total of 104 respondents answered the question, but out of these, 34,6% 
answered no, or that they haven’t been to Barcelona. 65,4 % gave a rec-
ommendation or responded that they would like to see them in any bar or 
restaurant. Most respondents recommended beach bars, cocktail bars, 
higher end hotels or vegan restaurants and gave specific names of restau-
rants, bars and cafes. All these recommendations were given to Eco Vidre 
Barcelona for consideration.  
  

3,1%

4,0%

8,9%

30,4%

53,6%

No - I don’t think it matters

Other

Maybe – I haven’t thought about it

Yes – It’s a nice addition

Yes – I would be more likely to choose a place 
that uses ecological options

Would you like to see restaurants, bars and 
coffee shops using glass straws with their drinks?

Answered by 224 out of 224 respondents
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Figure 11. Gender of the respondents. 
 
79,9% of 224 respondents were female, 18,8% male and 1,3% preferred 
not to answer. This was an expected result as more women are likely to 
use straws in general and therefore the topic of the survey is more appeal-
ing. Further analysis based on gender was not possible to be reliably con-
ducted due to the amount of responses from men was so low. It would not 
be a representative enough sample to draw conclusions from.  
 

Figure 12. Age range of the respondents. 
 
52,2% of the 224 respondents were between 25 and 34 years old. 23,2% 
were between 35 and 44 and 11,6% between 19 and 24. This means that 
in total, 87% of the respondents were 44 or younger. This was expected 
due to the data collection method being an online survey distributed on 
Facebook groups with members that are mostly young international 
adults. Additionally, it may indicate that younger people are more likely to 
be interested in sustainable alternatives and using straws in general. 
 

79,9%

18,8%

1,3%

What is your gender?

Answered by 224 out of 224 respondenrs

Female

Male

I prefer not to answer

0,9%

0,9%

0,9%

3,6%

6,7%

11,6%

23,2%

52,2%

65 or older

I prefer not to answer

18 or younger

55 - 64

45 - 54

19 - 24

35 - 44

25 - 34

Answered by 224 out of 224 respondents

What is your age range?
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Further analysis on responses per age group were not informative and did 
not generate any significant variance. The largest age group 25-34 was 
over half of the total responses and therefore the rest of the age groups 
had too few responses to be reliably analysed and compared. 
 
Only 11,2% of respondents were over 45 or older and 0,9% were 18 or 
younger, and 0,9% preferred not to answer.  
 

 
Figure 13. Native country of the respondents. 
 
The 224 respondents were from all over the world, with 58 different coun-
tries represented. Most respondents were from the United Kingdom with 
13,8% of the total. 8,5% of the respondents were from the United States, 
and 8% from Germany. Only 4% of respondents were originally from Spain, 
which is surprising, but considering that the survey was conducted in Eng-
lish and shared mainly in expat groups, it’s a logical result. The high pro-
portion of Germans is likely due to the founder being German.  
 

 
Figure 14. The current place of residence of the respondents. 

3,1%

3,1%

4,0%

4,0%

4,0%

4,5%

4,9%

8,0%

8,5%

13,8%

42,0%

Finland

Italy

Mexico

Sweden

Spain

Poland

France

Germany

United States of America

United Kingdom

Other

Answered by 224 out of 224 respondents

What country are you from?

70,7%

15,3%

1,4%

12,6%

Barcelona city Barcelona
surroundings

Elsewhere in Spain In another country

Answered by 224 out of 224 respondents

Where do you currently live?
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70,7% of the 224 respondents live in the city of Barcelona, 15,3% in the 
surrounding area and 1,4% elsewhere in Spain. 12,6% live in another coun-
try. The aim was to only target people living in Spain, and this should have 
been made clear when sharing the survey to avoid people from other 
countries responding.  
 

 
Figure 15. Employment status of the respondents. 224 respondents. 
 
53,6% of the 224 respondents are employed full-time, 18,3% are self-em-
ployed and 6,7% employed part-time. 12,9% are students, 4,9% unem-
ployed, 1,8% retired and 1,8% preferred not to answer. This result was very 
close to what was expected.  
 

Figure 16. The highest level of education completed.  
 
The highest level of education that most of the 224 respondents have com-
pleted was a bachelor’s degree with 43,3% of respondents. 37,9% of re-
spondents had completed a master’s degree and 1,8% a doctoral degree. 

1,8%

1,8%
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4,9%

18,3%

6,7%

53,6%

I prefer not to answer

Retired
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Unemployed

Self-employed

Employed part-time

Employed full-time

Answered by 224 out of 224 respondents
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2,23%
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37,95%
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13,39%
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I prefer not to answer

Doctoral Degree

Master's Degree

Bachelor's Degree

High School Degree

Less than High School

Answered by 224 out of 224 respondents

What is the highest level of education you have 
completed?
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13,39% of respondents have a high school degree, 1,3% have less than high 
school and 2,2% preferred not to answer this question.  
 
In total, 83% of the respondents have completed a bachelor’s degree or 
higher, which could mean that most international people living in Barce-
lona area are educated in general. It may also indicate that people with 
higher education are more likely to be interested in sustainable alterna-
tives for straws. This needs to be taken as speculation, however, as there 
is not enough data to support this conclusion. 
 
After the about me-section, the respondents were asked if they have com-
ments or suggestions to Eco Vidre Barcelona. Majority wished good luck 
and considered glass straws a good initiative. Many recommended to tar-
get the restaurant market, but some expressed concerns about the hy-
giene of reusable straws in a restaurant environment. Respondents were 
also concerned about glass as a material and would like to know more 
about durability. Some were suggesting that other materials could be a 
better option because of the risk of breaking. Part of the respondents 
would also like to know more about the recycling and manufacturing of 
glass straws, and some considered straws unnecessary altogether. All the 
comments were passed on to Eco Vidre Barcelona for review and consid-
eration.  
 
In the end of the survey, all 224 respondents were asked if they want to 
participate in a raffle to win a set of 4 Eco Vidre Barcelona glass straws by 
leaving their email address, and 65,5% of the respondents did.  

 

 
Figure 17. Respondent willingness to find out how to buy glass straws. 

 
The respondents who left their email address, were asked if they would be 
interested in finding out how to buy glass straws. Almost half of the re-
spondents (47,6%) gave a positive response. 52,4% of the respondents 
wanted to only participate in the raffle.  
 

52,4%

47,6%

Do you want to be contacted about how to buy 
glass straws?

Answered by 147 out of 224 respondents

No - I only want to
participate in the raffle

Yes - Let me know!
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Out of the total of 224 respondents to the survey, 31,3% were interested 
in buying the glass straws and agreed to receive marketing material. This 
was a great success for Eco Vidre Barcelona and meant that the survey di-
rectly created potential customers and sales opportunities. 

 Reflection 

Considering that the survey was additionally used as a marketing tool, 
there are certain considerations regarding the reliability and validity of the 
results. The use of product information and photos in the survey may have 
impacted the answers of the respondents and caused a distorted view of 
the actual consumer opinions and willingness to buy. The results are not 
objective when collected together with product and brand promotion, and 
therefore cannot be treated as the general opinion of the public.  
 
The respondents may have felt more compelled to give positive responses 
because of the brand visibility, and the photos and product information 
can create a demand that normally would not occur. Additionally, the re-
sults could appear to be more positive, because the survey was filled in 
more likely by people that already had interest in reusable straws and the 
environment in general. 
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 CONCLUSION 

The goal of the thesis was to find out consumer opinions about glass straws 
through a survey, and to explore whether there would be demand for the 
product. The goal was also to gather information to guide Eco Vidre Barce-
lona in their future decision making. All these goals were met, and the sur-
vey generated valuable information and insight for Eco Vidre Barcelona to 
continue building the company.  
 
With the help of the gathered and analysed information, Eco Vidre Barce-
lona is able to make more informed decisions about the target market to 
focus on. Knowing the most common objections and concerns that con-
sumers may have will help when making marketing plans and developing 
company strategy in general. Through the comment sections of the survey, 
the client received detailed information and ideas that the company can 
take into consideration. The most concrete benefit to Eco Vidre Barcelona 
was receiving the contact details of interested customers to send market-
ing material and potentially sell the straws. The restaurant, bar and café 
recommendations to offer glass straws that the respondents shared was 
valuable insight as well.  
 
Based on the survey results, the author concluded suggestions for the fu-
ture of Eco Vidre Barcelona. B2B is clearly the main target market, as most 
consumers said they are only using straws at restaurants, bars or cafes. 
Majority of the respondents also claimed that they would be more likely 
to select a restaurant that used ecological alternatives, which can be 
brought up in conversations with B2B customers as a convincing argument.  
 
The respondents mentioned that they would be likely to use straws more 
often if they had an ecological option, and therefore consumer market is 
not an impossible option to consider either. Especially since one third of 
respondents were interested in finding out how to buy the straws, there 
seems to be significant interest in the consumer market as well.  
 
Marketing focus should be on demonstrating durability and hygiene of the 
straws, as well as environmental impact of the glass used in the straws. 
These were the main concerns raised by the respondents consistently 
throughout the survey. There is potential to convince consumers on the 
benefits of glass compared to competing alternative materials, as the re-
spondents in the survey seem to be very hesitant on only these key issues 
that are relatively easy to overcome with good marketing and promotion, 
considering glass straws are one of the easiest alternative materials to 
keep clean and are not nearly as fragile as is commonly thought.  
 
B2C customers were above all not convinced about carrying glass straws 
with them, and if this market is targeted, it would be important to find 
ecological packaging solution that is easy to carry in a bag without having 



41 
 

 
 

to worry about the glass breaking. Emphasis on cleaning the straws on the 
go is also an important focus area.  
 
The target consumer group is likely 20-40-year-old highly educated 
women. This is speculation, considering that the survey response method 
was online in expat groups, where most members are likely to be within 
this demographic.  Therefore, it is not possible to draw a conclusion, but 
this was the main group that showed interested in the survey.  The biggest 
competition based on responses was straws made out of bamboo.  
 
The thesis process overall was very successful, and the author learned a 
lot, both while researching for the theory of the thesis and while creating 
the survey. The main challenge was to compromise with the client about 
including marketing material in the survey. It can be problematic from an 
ethical point of view to create a survey with an agenda behind it without 
clearly stating it’s promoting a brand at the same time.  
 
Analysing the results was a surprisingly long process and the author 
learned a lot about how to better ask and formulate questions to get cer-
tain type of answers. Especially the difficulty in filtering and sorting 
through free text responses was partially unexpected and would have 
been a problem if there were any more responses. The author had also 
never used a survey platform before and had a lot of challenge in creating 
the survey with the intuitive Typeform platform with logic jumps and ad-
ditional hidden questions. It was fun and functional at the same time. 
 
The collaboration with Eco Vidre Barcelona was an overall success and it 
benefited the company as well as the professional development of the au-
thor. It was a challenging and long process but there were direct gains from 
the results and it reached the set goals.  
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Appendix 1 
SURVEY COVER LETTERS 
 
On Facebook groups: 
 
“Hi everyone! My friend is starting up a glass straw company in Barcelona and I’m writing 
my thesis to find out what people think about the idea.  
 
It would be really helpful if you could answer a quick survey. It’s only around 5 minutes 
and you can win a pack of glass straws! :)” 
 
On Eco Vidre Barcelona Facebook page: 
 
“Hola queridos, mi amiga Siiri de Finlandia escribe su tesis sobre Eco Vidre y nuestras 
pajitas de vidrio en general. Seria de gran ayuda si podran colaborar en esta pequena 
enquesta que dura como 5min (hasta ahora solo en ingles posible). Podras ganar 4 paji-
tas nuestras! :) 
 
Hello :) My friend Siiri is writing her thesis about Eco Vidre glass straws. It would be really 
helpful if you could answer this quick survey. It’s only about 5 min and you can win a 
pack of our glass straws! :)” 
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Appendix 2 
SURVEY QUESTIONS 
   
Opinion survey for Eco Vidre Barcelona 
 

A. “By 2050, there may be more plastic than fish in the ocean… 

Eco Vidre Barcelona produces handmade glass straws to encourage a world with-

out plastic - and to drink with style!  

 
1. How concerned are you about the environmental impact of plastic? * 

Scale from 1-5 

Not at all concerned – Very concerned 

 

2. How important is it for you to find alternatives to single-use plastic? * 

a. Very important - I'm already using alternatives 

b. Important - I'm considering to use alternatives 

c. I haven't thought about it 

d. Not at all important 

 
3. Do you use plastic straws? * 

a. Yes – At home and at restaurants, bars or coffee shops 

b. Yes - At restaurants, bars or coffee shops 

c. Yes - At home 

d. No - I use an alternative already 

e. No - I don't use straws at all (Move to question 4) 

 

4. Would you start using straws if you had an ecological option? * 

a. Yes (move to B) 

b. No (Move to question 13) 

 

5. Would you be likely to use straws more often if you had an ecological option? * 

a. Yes 

b. No 

 

B. Product information 

 

Eco Vidre glass straws 

Very resistant laboratory glass from Germany  

Easy to clean in the dishwasher or by hand with a brush (included) 

BPA Free – Pure taste  

For hot and cold drinks (-40ºC - 200ºC)  

 

6. What features would you consider important in an alternative for plastic 

straws? * 

a. Design 
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b. Environmental footprint 

c. Durability 

d. Made in Barcelona 

e. Easy to clean 

f. Hand-crafted 

 
7. Would you be interested in buying glass straws? * 

a. Yes - Absolutely! 
b. Yes - Depending on the price (Move to question 8) 
c. Maybe - I need to do some research (Move to question 9) 
d. No - I'm more interested in other alternatives (Move to question 10) 
e. No - Not interested (Move to question 11) 
f. Other 

 
8. How much would you be willing to pay for a set of 4 glass straws? * 

a. More than 15 euros 

b. Less than 15 euros 

c. Less than 10 euros 

d. Other 

 

9. What kind of information would you need to make your decision? (optional) 

Free text answer field 

 

10. Which alternatives are you more interested in and why? (optional) 

Free text answer field 

 

11. Why are you not interested in buying glass straws? (optional) 
Free text answer field 

 

12. How likely would you carry your own glass straws with you? * 

Scale 1-5 

Not at all likely – Very likely 

 

13. What concerns do you have about carrying your own straws? (optional) 

Free text answer field 

 

14. Would you like to see restaurants, bars and coffee shops using glass straws 

with their drinks? * 

a. Yes – I would be more likely to choose a place that uses ecological op-

tions 

b. Yes – It’s a nice addition  

c. Maybe – I haven’t thought about it  

d. No - I don’t think it matters (jump to 13) 

e. Other 
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15. Do you know a perfect place in Barcelona for this? (optional) 

Free text answer field 

 
16. About you* 

The information you provide will remain confidential. 

 

16a. What is your age range? 
 18 or younger 
 19 – 24 
 25 – 34 
 35 – 44 
 45 – 54 
 55 – 64 
 65 or older 
 I prefer not to answer 

 
16b. What's your gender? 

 Male 
 Female 
 I prefer not to answer 

 
16c. What country are you from? 

 Drop-down selection 
 

16d. Where do you currently live? 
 Barcelona city 
 Barcelona surroundings 
 Elsewhere in Spain 
 In another country 

 
16e. What is your current employment status? 

 Employed full-time 
 Employed part-time 
 Self-employed 
 Unemployed 
 Student 
 Retired 
 I prefer not to answer 

 
16f. What is the highest level of education you have completed? 

 Less than High School 
 High School Degree 
 Bachelor's Degree 
 Master's Degree 
 Doctoral Degree 
 I prefer not to answer 
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17. Do you have any comments or suggestions to Eco Vidre Barcelona? The stage is 

yours! 

Free text answer field 

 

18. If you want to participate in a raffle to win a pack of four Eco Vidre glass straws, 

please enter your email address here so we can tell you if you won! 

It is not used for any other purpose without your permission. 
E-mail address field 
 

19. If you’re also interested in buying the Eco Vidre Barcelona glass straws, please 
confirm if we can use your email address to let you know how! 
Yes - Let me know! 
No - I only want to participate in the raffle 
 

Thank you for taking the time to respond to this survey! 
 


