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Abstract 

The purpose of this thesis is to stimulate the search for generally valid principles 

(or “good practices”) that luxury micro-enterprises could follow to ensure costumer’s 

stewardship and enhance costumer’s welfare. To achieve this, an action research case 

study was performed at Beesweet - a premium honey Portuguese micro-enterprise –

through a Plan – Do – Check – Act method in the duration of five months. The results 

outline, that in order to ensure customer stewardship and welfare, luxury micro-

enterprises need to tap on opportunities provided by digital marketing and 

automation, provide high quality engaging content, and enhance customer journey by 

eradicating pain points and focus on sustainability.  Accordingly, size represent one of 

the biggest advantages, since they are highly adaptable to ongoing consumer trends 

and most of state of art marketing programs and software frequently offer affordable 

solutions for micro-scale businesses.  

 

 

 

Keywords: Digital Marketing; Luxury Segment; Case Study; Customer’s 

Stewardship; Customer’s Welfare 
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Resumo 

O objetivo desta tese é o de fomentar a investigação de princípios 

genericamente válidos (ou “boas práticas”) que as microempresas de luxo podem 

adotar a fim de garantir a stewardship de clientes e fomentar o seu bem-estar. Para tal, 

efetuei um estudo de caso de pesquisa-ação na Beesweet – uma microempresa 

portuguesa que se dedica à comercialização de mel premium – com recurso ao método 

Plan – Do – Check – Act (PDCA) pelo período de 5 meses. Os resultados demonstram 

que, de modo a garantir o bem-estar e stewardship dos clientes, as microempresas de 

luxo necessitam de aproveitar as oportunidades proporcionadas pelo marketing 

digital e pela automação, disponibilizando conteúdos apelativos de elevada 

qualidade, melhorando o customer’s journey através da erradicação de pontos críticos e 

tendo como foco a sustentabilidade. Consequentemente, a dimensão constitui uma das 

maiores vantagens, dado que permite adaptarem-se facilmente às tendências de 

consumo em curso e a maioria dos mais recentes programas e software de marketing 

disponibiliza frequentemente soluções acessíveis para microempresas. 

 

 

 

Palavras-chave: Marketing Digital; Segmento do Luxo; Estudo de Caso; 

Stewardship de Clientes; Satisfação do Cliente 
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1. Introduction 

The mystique of luxury has always been an alluring concept, capable of 

fascinating people regardless of social strata. Nevertheless, and especially for micro-

enterprises, just being categorized as a “luxury brand” is not enough to gain 

customer’s appraisal and purchase intention, there is still a need to prove the brand’s 

value while facing several limitations born from the company’s size (for example, the 

lack of monetary and/or human resources).  

While working for Beesweet, a micro-enterprise luxury food brand, the 

question on how to ensure and enhance costumer’s satisfaction and stewardship while 

bound to the many restrictions present in the brand’s size class arose, leading to the 

development of the research question: How are luxury micro-enterprises ensuring 

customer stewardship and take initiatives that enhance their customer’s welfare?  

In this context, and after due diligence with the responsible entities and the 

thesis advisor, the application of digital marketing emerged as the answer. During the 

5-month internship at the premium honey company, various e-marketing actions were 

created and applied, centred on literature reviews and successful examples of similar 

brands. Although this marketing branch is just one of many that could be applied to 

this study, it allowed for a share of information at a level and speed never seen before, 

with a relatively lower cost when compared to other traditional marketing methods, a 

precious combination given the company restrictions.  

 The remaining of the thesis is structured as follows. The next section presents 

the methodological methods employed (action research, PDCA and case study), their 

definition and function, reason for being selected and intertwined. In the third section, 

the company´s history and its products are presented, as well as an internal and 

external analysis of the organizational environment.  The 4th section consists of the 

digital marketing actions taken or planned, as well as the literature review for each 

process and images/graphs to support comprehension. The penultimate part, the 5th, 

exposes the adaptations made (or suggested) to the company existing social media and 
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website. The final section outlines the main conclusions, in addition to the limitations 

faced and suggestions for future investigations. Finally, since this thesis addresses 

actions taken or drafted for Beesweet, the appendix should be considered a valued ally 

to visualize the changes made and work created.  
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2. Methodology 

In this section, the methodology method, and limitations for the realization of 

this study will be explored. Since the internship objective consisted in the elaboration 

of a digital marketing plan for a micro-enterprise, where the need to be both researcher 

and practitioner blended together, it was surmised that the best practice to follow 

would be the action research method (Avison et al., 1999). 

Action research employs synergistic actions in the fields of both practice and 

research, applying the theoretical constructs to the practical operations in view of 

creating real, relevant value to the environment and/or organization it is being applied 

to. It focuses on a mean-ends analysis, first and foremost understanding the situation 

and knowing why it occurs so that the actions taken are planned accordingly, with the 

knowledge obtained being shared throughout the organisation to serve as backing to 

future decision-making (Tripp, 2005; Werkman & Boonstra, 2001).  

Although the knowledge obtained in such a study is situation-specific and is 

only valid to the degree that is appropriate, useful and applicable in the context it was 

explored, the results, although not generalizable, allow for the identification of “good 

practices” which are interchangeable between similar situations. In addition, it is 

believed that the application of this method across different situations of similar 

organizations could lead to the progressive development of generally valid principles 

(Jefferson, 2014). Following this line of reasoning, the present study aim is to answer 

the research question: How are luxury micro-enterprises ensuring customer 

stewardship and take initiatives that enhance their customer’s welfare?  

Using the case study of Beesweet, the literature review and actions analysed in 

this thesis will serve as both an addiction to similar constructs surrounding micro-

enterprises, digital marketing, customer’s satisfaction, and others, as well as a starting 

point in producing generally valid principles to further the study surrounding the 

scope of the research question. 
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A case study perspective is useful when there is a need to understand complex 

social phenomena, allowing the researcher to retain meaningful and holistic 

characteristics of real-life events (Yin, 2003). As defined by Creswell (2013), it is a 

qualitative research method in which “the investigator explores a real-life, 

contemporary bounded system (a case) or multiple bounded systems (cases) over time, 

through detailed, in-depth data collection involving multiple sourced of information 

(…)”, often both qualitative and quantitative in order to fully comprehend the 

subtleties of the case. It focuses on identifying what is happening and why, while also 

considering the effects and implications of different situations in 

planned/implemented actions (Saunders et al., 2019).  

Case studies, much like action research, are generalizable to theoretical 

propositions, and a single case study method, such as the one applied to this research 

paper, help to expand and generalize theories (Yin, 2003). Unfortunately, it possesses 

a drawback which referred to by Flyvbjerg (2011) as the Paradox of Case Study 

Research: a research method widely used over a long period of time, and in many 

fields of study, and which, nevertheless, has been so criticised in numerous works 

because of “misunderstandings” of the model’s ability to generate reliable, theoretical 

and generalizable contributions to knowledge (critics largely based on the fact that it 

is an interpretative, qualitative research method). While this type of criticism is still 

found nowadays, the increasing recognition of the advantages qualitative and mixed-

method research possess has diluted its presence (e.g., Bansal & Corley, 2011; Lincoln 

et al., 2018). 

Similar to how the case study method was applied in the action research, a 

continuously improving model of PDCA also underwent the same pathway. In 

accordance with its concept, the problem (or research question) is explored in a cyclical 

progress until a satisfactory conclusion is achieved. For this, a participative and 

collaborative approach between the researcher and the organizational members is 

essential for every step in order to: diagnosing the present situation, determine what 

actions can be and will be taken by the members and, once again, diagnose/evaluate 
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how those actions have contributed in the path to the solution (Saunders et al., 2019). 

The following figure represents the process of a PDCA research: 

 

 

Figure 1 - Adaptation from The Cycles of the Action Research Spiral according to Saunders et al. 

(2019) 

 

 Originally, a full cycle would be completed providing a steady foundation for 

the research question and a basis where further studies/cycles could be developed, 

either at Beesweet or in similar organizations. However, a few setbacks (which are 

clarified in the chapters ahead) resulted in an imperfect diagnosis of the actual 

situation surrounding the company, as well as a lack of possibilities to evaluate the 

result of every marketing action taken.  
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In essence, the process of action research is interactive and emergent, fully 

dependent on its environment and, as such, it focusses on creating solutions to real 

organizational problems (referee to the research question presented above) which, in 

this paper, will be aided by a case study and PDCA method. 
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3. Beesweet 

3.1.  The Company  

Beesweet – More Than Honey, Lda. is a Portuguese luxury micro-enterprise that 

sells flavoured honey. It’s one of the most revolutionary honey businesses in the world, 

going beyond traditional flavours – such as the ones honey simply acquires from the 

pollen of different flowers – to explore a known but rarely pursued concept: the adding 

of flavouring agents to raw honey products. 

It all began after the two cousins and co-founders – Ana Pais and Carla Pereira 

– started searching for new job opportunities. In this period they discovered that the 

beauty of honey was “lost in time, with big jars and unappealing labels” and, at the 

same time, observed how other food products were innovating and succeeding with 

new flavours (Pereira, 2019).  

The honey legacy was already present in the family from their beekeeping 

grandfather Augusto, who liked to make his honey unique by adding aromatic herbs 

to it, which gave it new flavours. Taking his recipes and tips, they explored the 

business for over a year: participating in entrepreneurship contests, making business 

and financial plans, adjusting their product flavours based on the opinion of diverse 

chefs and later, testing them against the market and consumers (Beesweet, 2020a). In 

August 2014, the Beesweet was created.  

The brand leaves its mark in the world by being an artisanal family business 

with an 100% natural and organic production – from the honey extraction to the raw 

materials used in given the honey its distinctive flavours.  

 

3.2.  7’S Model  

Structure 

Beesweet is a micro-company owned and managed by two cousins – Ana Pais 

and Carla Pereira. Therefore, it’s a very decentralized decision-making structure 
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where the workload is divided between them and where most communication is 

implicit – as expected of a family-based artisanal business. 

 

Strategy 

Beesweet vision has evolved and grown with the company and, nowadays, 

encompasses the promotion of healthier food and lifestyles with a focus on a sugarless 

life, the medical and cosmetic benefits of honey and its derivatives, and the importance 

of bees to the world – statements explored and endorsed in almost every article and 

post made by the brand.  

The company 2019 and 2020 strategy are, in its foundation, focused on the 

internationalization of the company while, for 2021, although nothing is defined yet, 

the owners proclaim they are inclined to focus on the company digitalization with paid 

marketing and increased presence in retailers’ digital stores (such as Dott and 

Amazon). This decision comes from both their understanding of the importance of this 

step in an increasingly digitalized world and from the fact that, even during the 

pandemic, the brands online sales triplicated.  

In 2019, the company was able to survey a few markets and participate in 2 

international fair markets connected to gastronomy and packaging innovation – one 

in Canada and one in Washington, USA. In the year after, although they had been one 

of the few selected to go to an international fair in China, the uncertainty around the 

soon-to-be pandemic led it to be postponed with no defined date until today. 

Afterwards, the constant unpredictability of how the pandemic would evolve drove 

both entrepreneurs to try and find ways to improve sales with what they had and what 

they knew would not be affected by the virus – the digital sales and marketing realm 

- a prologue to what 2021 goals would entail. 

In terms of Beesweet specific objectives, 2019’s present the characteristics of 

SMART goals, considered an essential tool for success for businesses from all shapes 

and sizes. The author of this tool, George Doran, explains in the journal article “There’s 

a SMART Way to Write Management’s Goals and Objectives” how creating goals that 
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are Specific, Measurable, Achievable, Relevant and Time-Bound (that is, S.M.A.R.T.) 

and subdividing them into smaller tasks and activities would vastly increase a 

business chances success (1981). It is imperative that the company keeps using this 

mode of defining goals, as such, the following table contains 4 possibilities of goals 

and tasks for this year using the SMART method: 

SMART Goals Tasks Timeframe 

1. Improve the organic 

traffic to the website by 

10% within 8 months 

1.1. Creating 2 articles per month 

focusing on the 5 highest-ranked 

keywords until date 

1.2. Actively participate in the 

blogosphere 

April to 

December 

2. Decrease website bounce 

rate by 10% within 6 

months 

2.1. Decrease loading time  

2.2. Target keywords with high-

value traffic 

2.3. Improve content readability  

February to 

July 

3. Update the English and 

French version of the 

website in the next 2 

months 

3.1. Create the English/French 

version of new pages  

3.2. Update and correct errors of 

existing English/French pages 

January to 

February 

4. Increase B2C sales by 

15% in 2021 utilizing the 

digital channels of the 

organization 

4.1. Conduct a customer analysis 

4.2. Promote cross-selling of 

additional products 

4.3. Invest in branded content 

January to 

December 

Table 1 - Suggestions for the SMART Goals of 2021 

 

Although most of the marketing and economics literature on search engines is 

focused on paid traffic, numbers show that the majority of traffic received by websites 

come from organic links and unpaid clicks (Jerath et al., 2014). For this reason, the first 

SMART Goal intention is to increase the website’s organic traffic, i.e. free traffic/clicks 

which originate from a search engine voluntary recommendation (Chen et al., 2019), 

through a pair of tasks. The first one, content creation or blogging, is commonly 

recognized by authors as one of the primary steps to take in order to achieve this goal. 

Clients search for and value unique and personalized content, and blogging offers 
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companies the ability to provide just that while being free of charge (Singh et al., 2008). 

However, for it to work and attract customers, it needs to be persona-optimized and 

focused on the brand market niche, hence, the highlight on the foundation of the 

content created being the 5 highest-ranked website keywords. In a similar context, an 

active participation in the blogosphere can also aid in achieving the desired outcome. 

This digital age term referrers to the collection of all blogs on the internet, where pages 

link, comment and refer to each other, creating a network of densely interconnected 

conversations (Herring et al., 2005) which, in a company case, translates to the 

opportunity of providing real and valuable insights in its areas of expertise and, 

hopefully, get users to start referring and linking the brand in their blogs or context 

related pages, attracting more prospects. Jonathan Schwartz, Chief Operating Officer 

(COO) of Sun Microsystems, highlights one of the major benefits of blogging as the 

ability to “participate in the communities you want to cultivate” (2005). In the case of 

Beesweet, active participation in knowledge-sharing blogs such as Quora, Reddit and 

Yahoo Answers could work both for the short-term goal of increasing its organic 

traffic, as well as for a long-term goal of cultivating the organic honey/flavoured 

honey/honey as a super-food and other communities.  

For the second SMART Goal, the objective is to decrease the website bounce 

rate, that is, the percentage of all sessions in which users only viewed a single page  

(Sculley et al., 2009). For an e-commerce website, the average bounce rate falls within 

20%-40%, while in content websites this “normal” escalates to 40%-60% (Patel, 2020a). 

Given that Beesweet website also possesses a content/blog section which is expected 

to grow due to the SMART Goal mentioned beforehand, an estimation of a good 

bounce rate average could be set on the 30%-50% plateau, however, and according to 

Google Analytics, the brand’s average is of 71% (data average from 01/01/20 to 

01/01/21). The first task to achieve this goal is decreasing page loading time which, in 

Beesweet case, takes an average of 5,68 seconds to load – a meaningful increase from 

the 2 seconds expectancy shoppers have. Longer loading times affect not only the 

bounce rate (up to 40% if it takes longer than 3 seconds) but also conversions, customer 
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satisfaction and revenue per shopper with each second delay “costing” the company, 

respectively, 7%, 16% and 4,3% (Aberdeen Group & Gomez, 2011). The second and 

third task are interconnected, with the first improving how customers are targeted in 

accordance with the pain points Beesweet can solve and, the second, helping to 

captivate the audience in what the brand has to show/offer.  

Keywords correspond to the search words people use when looking for a 

particular content or web page (Kohli et al., 2012), and high-value ones, as per their 

name, bring a greater value to the brand. By searching for and targeting high-value 

keywords which are in line with the articles and products of the brand, it increases the 

prospect of users finding exactly what they are searching for. However, even if users 

choose the website, it still needs to seem appealing for them to stay, with clear, easily 

understandable, and trustworthy content. In his book, Odden advises how to achieve 

this with, for example, a systematic approach to titling and labelling (while bearing in 

mind that readers should quickly understand each topic in a few words), through the 

use of links, images, charts and quotes from experts, inter alia (2012), with an 

additional expert also referring the use of bullet points, bold keywords and a 

conclusion sub-header (when applicable) (Patel, 2020b). 

 

 

 

Figure 2 - Google Analytics Table Print: Website Audience by Language (data from 01/01/2020 to 

01/01/2021) 
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On point 3, the improvements are focused on the increase of international brand 

awareness and sales. Google Analytics data (Fig. 2) shows English and French as, 

respectively, the second and third most used languages of users who visited the 

website, after Portuguese. However, both versions need to be updated due to the 

creation of new pages (e.g., Awards and Recognitions) and the incongruences between 

the Portuguese and the English/French translations (Fig. 3). It is expected that by 

following through with these rectifications the website SEO will increase, as well as its 

perceived quality and trustworthiness, accomplishing the previously defined goals. 
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Figure 3 - Product Page Print: comparison of products labels in, respectively, Portuguese, French 

and English 

 

The last SMART Goal, increasing B2C sales, will also gain from accomplishing 

the previous goals, but its objectives are not without meaning. Conducting a customer 

analysis will allow the company to better understand its target market buying 

behaviour and create a proper stimulation to the purchase decisions. According to 
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Hollensen, consumers (B2C) decision making is a dynamic process of interaction 

between the buyer and the environment and in which companies can play an active 

role, manipulating different variables (e.g., its marketing mix) to increase the value of 

its products in the consumer’s mind (2010). Apart from better understanding its target 

market and redesigning its marketing strategies, Beesweet will also be able to re-

evaluate different markets potential, possibly discovering unexplored opportunities 

or abandoning those which are no longer beneficial. The second task, cross-selling, is 

already coming into place with the brand having created new product packs 

(designated as “wellness packs”) in 2021 but it can improve with, for example, 

suggesting complementary products in the check-out stage and creating content to 

demonstrate how different brand products can supplement each other. Overall, these 

tasks are expected to, among others, lower customer’s acquisition costs, increase the 

retention rate and the lifetime value, resulting in an increase of sales (Campbell & 

Cunningham, 1983; Kamakura, 2007). Lastly, branded content is a “refurbished” 

marketing communication concept, with its fundamental aspects adapted to the digital 

age. The Branded Content Marketing Association (BCMA) report defines this concept 

as “any manifestation associated with a particular brand in the eye of the beholder”, 

with its creation commonly being wholly or partly created and/or funded by the brand 

(Asmussen et al., 2016). Different types of branded content will elicit different results 

(i.e. influencer marketing vs blogs vs podcasts), however, an IPG Media Lab & Forbes 

study still showed a positive variation for the use of branded content: 43% for unaided 

brand recall, 59% for aided brand recall and 9% for intent/consideration (2016). 

On a final note, to ensure the efficiency of the SMART goals defined, especially 

in such uncertain times as the one’s companies are going through during this 

pandemic, a certain level of flexibility and adaptability also needs to be implemented. 

For that reason, the goals should be reviewed monthly, enabling Beesweet to either 

adjust the timeframe or to re-evaluate the path adopted to achieve them, both in cases 

where the progress is worse or better than expected. 
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Skills & Staff 

In light of the company workforce size, the Skills and Staff aspects can be 

analysed together. Accordingly, the CEO, Ana Pais, has a background in tourism 

management and 6 years of experience pertaining to that area; Carla Pereira, the 

company CFO, spent 4 years in quality control at the administrative level. It is relevant 

to acknowledge that, although these are their official positions in the company, they 

take care of everything - from production to packaging to marketing. 

Over the years, both employees have tried to enrich their skills through 

participation in an array of online courses, entrepreneurship programs, consultation 

with mentors and coaches. Due to the firm growth and necessity for further expertise 

in marketing, they employ finalists from the Marketing Master on UCP as interns – 

providing them with the opportunity to apply their knowledge and contribute to the 

company strategic goals.  

As a final note, the company also employs workers in part or full-time to help 

with production and stock during periods of great demand (as is the case with 

Christmas, for example). 

 

Styles 

In term of the leadership style, Beesweet follows a democratic leadership where 

responsibility is distributed among employees and each member aids in the decision-

making process (Gastil, 1994).  This was the implicit chosen style given the company’s 

micro-size and environmental instability - which makes continuous adaptations 

essential to “stay afloat” and, as such, a need to listen to the voice of experience in each 

area (Ferreira, 2006).    

 

Systems 

Production Systems 

Most of the company production is made in its headquarters but there are a few 

products partly or completely outsourced. Starting with co-production, these evolve 
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all the goods in which some of the raw materials are from Beesweet (such as the 

aromatized honey, pollen or beeswax) and manufacture is outsourced, such as: 

Beebonbons; 70% Dark-chocolate Sur Del Lago with Beepollen; Aromatic Honey and 

Beeswax Candle; and Honey and Beeswax Soap). Concerning fully outsourced goods, 

Beesweet doesn’t participate in its production but still sells them as they complement 

the brand’s image; these are: Ceramic “Gota” with Spoon; Honey Wooden Spoon; 

Masks; Bee’s Wraps; Beehive; and Bee Propolis Spray. 

 

Marketing Systems 

Being an e-commerce company, its website is one of the most important 

systems. In it, customers can buy Beesweet products, see the brands history, recipes, 

latest news, selling locations (retailers), among others. 

Additionally, the brand also possesses a newsletter and 6 active social media 

accounts: Facebook, Instagram, LinkedIn, Twitter, Tumbler and YouTube. The first 

three are the main focus while YouTube is more focused on the complete recorded 

videos of fairs, competitions and even television apparitions. Twitter and Tumbler 

have started to be consistently updated with new posts, but still don’t possess the same 

significance for the brand. 

 

Financial Systems 

Throughout the years, Beesweet has had a steadily increase of sales which have 

doubled in a span of just 5 years. It’s EBIT, although exhibiting both highs and lows, 

has maintained a positive average. 
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Graph 1 - Beesweet EBIT (2015-2019) 

 

 

Graph 2 - Beesweet Sales by Geographic Region and Total (2015-2019) 

 

One of the reasons the years 2018 and 2019 had a low and negative EBIT even 

though there was an increase in Total Sales was due to a Norte 2020 candidacy - the 

SI2E (System of Incentives to Entrepreneurship and Employment) - which, as the name 
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implies, is meant to promote entrepreneurship and employment in small and micro-

sized enterprises. This system of support, like many others, requires the fulfilment of 

certain obligations throughout its duration and, in this specific case, Beesweet had to 

have a certain level of investments made. These investments counterbalanced the 

company’s gains, leading to the EBIT results, however, they also helped to: buy raw 

materials for new products, buy new equipment, hire a consultant to design a business 

plan for the year, acquire different product certifications, invest in production 

improvements, take the company to international fairs and competitions, among 

others. All of this paved the way to an increased level of brand equity and to the 

acquisition of various awards and recognitions but, in terms of the ROI, results can 

only be expected in the medium/ long term.  

For 2020, although there were still no official financial documents, an analysis 

of the website e-commerce section led to an understanding that, in terms of online sales 

volume, these doubled when compared to 2019 and increased almost 4x more when 

compared to 2018. Still, a negative profit margin is expected due to the drastic decrease 

in retailers’ acquisitions which, although in a number fundamentally smaller than final 

consumers, comprised exceedingly higher invoices (according to Ana Pais: 300€ sales 

vs 20€ sales). 

 

Shared Values 

Beesweet defined 3 missions that complement the business as well as each 

other: the company mission, the social mission, and the environmental mission.  

Its company mission is to “establish ourselves as the leading supplier of 

premium honey in the world, always preserving its pure principals as we grow”.  

Its social mission is meant to highlight bees’ importance in the sustainability of 

life in the world. In order to accomplish that, Beesweet founders sponsor seminars in 

a panoply of institutions (universities, schools, kindergartens, associations,…) and 

throughout the world, in order to raise awareness for the current issue of bees’ 

declining population levels globally (European Parliament, 2019). 

https://beesweet.pt/reconhecimentos-beesweet
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Lastly, its environmental mission focus on the continuous positive impact cycle 

the company and its products have in Nature – business as a force of good. The 

company only works with beekeepers that use sustainable production methods and 

promotes partnerships between beekeepers and small-scale farmers in order to: 

endorse natural polymerization, avoid artificial feeding in periods of grace and keep 

the bees protected. Furthermore, bees’ help protect crops against pests and, due to 

polymerization, increase the quantity and quality of harvests. The company itself 

focuses on further decreasing its ecological footprint by using recycled and recyclable 

materials on its packages. 

Using the missions as an outline, the company defined a sustainability goal to 

achieve by 2022: the reduction of packages, labels and jars in the honey commerce, 

while maintaining the same levels of quality and differentiation expected of Beesweet 

products (Beesweet, 2020b). 

The brand core values are: 

• Passion: keep the legacy (and bees´) alive; 

• Teamwork: one company, one brand, one vision; 

• Optimization: a quest for continuous improvements; 

• Biological and ethical: a focus point. 

 

3.3.  Marketing Mix  

Product  

As its slogan suggests, Beesweet is “More Than Honey”, a broadcast of the 

brands desire to convey feeling and sensations beyond what ordinary honey and its 

by-products are able to.  

Beesweet core products are its flavoured honeys, which range from a spectrum 

of lighter/fresher nectars – blueberries, lemon, mint and salty aftertastes – to 

heavier/warmer nectars – cinnamon, chocolate and spicy undertones. This product 

segment was created based on a statement of principles – honey as a Chanel Nº 5 
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(Pereira, 2019) – and, as such, each nectar was given a name and number linked to the 

feelings it is able to invoke.  

 

N. 1 Citrus is the lemon flavour and its number was chosen both because it was 

the first created – the leader – and because it symbolizes the eternal pursuit for love 

and romance – precisely what the owner’s Ana and Carla were after when they 

decided to take on their legacy. N. 5 Winter - the mint flavour – leaves a fresh aftertaste 

on the palate and its number represents freedom with creative vibes. In juxtapose to 

Winter, there is the Summer flavour – N. 10 Seasalt, a salty relish. In numerology, 10 

means perfection and it is associated with the Wheel of Fortune. N. 25 Christmas, the 

cinnamon nectar, is aimed at the festive season and its name and number convey just 

that. Also, the number 25 represents nostalgia and harmony. N. 66 Beelove, the 

chocolate delice, is for the couples as its taste and number manifests unconditional 

love and self-fulfilment. N. 88 Fire - the spicy honey – was presented in a Chinese fair 

and its number was chosen as a bridge between the company and the East, where it is 

a symbol of good omen. Last but not least, Beeblue – the blueberries bliss, the only one 

without a number given its production rarity (Beesweet, 2015). 

These flavours are sold in B2B and/or B2C segments in four sizes: 40g, 150g 

(both in glass jars), 300g and 1300g (PET packages). All flavours are sold in the 40g, 

150g and 1300g packages except for Beeblue which, given its seasonal appearance, is 

Figure 4 - “Gota” and Sensation Nectar 375g Flasks 
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only present in the “Gota” format – 300g. The “Gota” package is reserved for the more 

unique flavours which are blueberries, cinnamon, chocolate and salty. The 1300g 

packages, unlike its precedents, are only available for B2B, more specifically, the hotel 

and restaurant (Horeca) segment. 

The 40g and 150g can also be acquired in packs. In terms of the 40g, there are 

two types of packs: the Minipack Seduction (N. 1 Citrus, N. 25 Christmas and N. 88 

Fire) and the Minipack Desire (N. 5 Winter, N. 10 Seasalt and N. 66 Beelove). The 150g 

are sold in Author Editions where the package is made from wood painted in either 

white or black with the flavours N. 1 Citrus, N. 5 Winter and N. 88 Fire.  

At its core, the product benefits of the honey line Sensations and “Gota” is that 

it is a flavoured raw honey that can complement any diet. Its actual benefits are that it 

is a 100% BIO flavoured honey that, given its natural added components, has an 

increased nutritional value (example: “Gota” Beeblue, a combination of nectar with 

various berries, has a higher antioxidant and antibacterial content than other honeys, 

as verified by Dr. Duarte Torres of the Porto Faculty of Nutrition and Food Science) 

(Beesweet, n.d.). 

In a world where honey is mass-produced, Beesweet stands out by its Unique 

Selling Proposition: being the only one in the world with such a panoply of flavours 

made of 100% natural raw materials, and by its “Gota” package, which allows for an 

easy serving with maximum harnessing of the product and was considered one of the 

most beautiful in the world by Packaging of the World (Marcas Portuguesas, n.d.). Its 

augmented benefits are also found in its meaningful branding (explained above) and 

in the brand partnerships with various chefs which created recipes using Beesweet 

nectars - shared in the different brand channels - promoting and facilitating cooking 

with the honey.   

Apart from the nectars, the company also commercializes honey by-products 

and products made from raw materials acquired from the act of beekeeping.  We can 

divide these few products into 3 categories: From the Bees, Beestyle and Bonbon & Co. 
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Bonbon & Co. products came from a partnership with a master chocolatier which 

gave origin to Beebonbons and Sul Del Lago Venezuelan Dark Chocolate 70% with 

Beepollen BIO. Beebonbons are dark chocolate bonbons filled with one of three 

Beesweet nectars: mint, cinnamon or spicy. To top it off, the Belgian chocolate is 

sprinkled with eatable gold flecks and set on a package deemed beautiful by Packaging 

of The World (Lin, 2016). These chocolate delices are sold in boxes of 9 (3 bonbons for 

each flavour) or in boxes of 2 (where the consumer can choose the flavours).  

From the Bees products come directly from the beehive to the consumer and 

consist of: royal jelly, 100% natural honey (no flavours), honeycombs (a full-frame or 

a 150g piece), pure beeswax and propolis (pure or spray form).   

The last category, Beestyle, consist mostly of honey by-products that promote a 

sustainable lifestyle. This is the only non-food product line of the company. This 

category last addition supports bee’s lives while still protecting people from Covid-19: 

Beesweet and Bombus Bee artisanal and hand-made masks. This category also 

possesses other day-to-day products such as a honey and wax soap, a fragrant honey 

and wax candle, a honey pot in the shape of the awarded “Gota” design, a 

characteristic honey wood spoon and Bee’s Wraps (an organic wrapping paper that 

was created as a natural and sustainable substitute for cling film).  

As of the end of 2020 – beginnings of 2021, the brands original 150g flavoured 

nectar jars were given a size increase to 375g (now in circulation), the honeycomb jar 

design was altered and new “wellness” packs (combination of different products) 

were added following costumers apparent interest in them. 
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Figure 5 - Showcase Images for the New Sizes (own draft) 

 

Place 

In order to fully explore the market, Beesweet employs a dual distribution 

strategy with B2C and B2B segments. 

 

 

 

 

 

 

Its B2C distribution channel begins with the national producers that supply the 

company with raw materials (such as honey and aromatic plants) for manufacturing 

and/or packaging. In the middle tier, Beesweet transforms the raw materials, packs the 

final products, advertises and, at last, sells them to the consumer at the end of the 

channel. The company doesn’t possess any brick-and-mortar stores; thus, all their B2C 

sales are made online through their website (https://beesweet.pt/loja). 

Producers Final 
Consumer 

Beesweet 

Figure 6 - Beesweet B2C Segment 

https://beesweet.pt/loja
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For their B2B channel, the company uses retailers to proliferate and facilitate 

the distribution of the product; however, there is a selective strategy for choosing 

where and who can sell their products. Since the company prides itself on selling 

premium products, only outlets that possess such an image and are frequented by 

clients looking for gourmet foods are chosen.  

Currently, Beesweet retailers belong to the grocery, hotel (which can serve the 

brand honey for breakfast, incorporate it in their foods, offer it as a welcoming touch 

to clients and/or sell it in the souvenir shop), restaurant (who also incorporate the 

honey in their meals) and event planning sector (who use Beesweet in the events they 

organize). For deliveries to both retailers and final consumers, Beesweet trusts 

specialized transportation companies, with their usual delivery period (after payment 

confirmation) being of 3-5 days for the Portuguese mainland, 5-8 days for Madeira and 

Azores Islands and 7-20 days for other destinations (Beesweet, 2021).  

 

Price  

The company pricing strategy has been stable over the years, representing the 

brands wish to be perceived as a premium brand in the honey and aromatized honey 

sector. To further back up that threshold, it employs a premium pricing strategy where 

it proposedly establishes higher prices as a mean to make the products appear of 

greater quality and exclusivity by the target market. As the CEO, Ana Pais, explained 

in a 2016 interview: 

We don’t want to enter the market in a price competition. (…) We know 

that the people who want to buy honey, just honey, go to the 

Consumer 
Final Producers Beesweet Retailers 

Consumer 

Figure 7 - Beesweet B2B Segment 
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supermarket (…). But those who want more than honey, those that want 

to experience a different product, that want to surprise family and 

friends when they visit them at home, those come to Beesweet. (Sousa, 

2016) 

In combination with this strategy two more are applied: a bundle pricing 

strategy for the Minipacks (and as of 2021, “wellness” packs) and a product line pricing 

strategy that can be found in Gota Beeblue by virtue of its seasonal production and 

wild berries flavour notes. 

In the B2B segment and during fairs, Beesweet’s premium pricing strategy, 

although still active, has slights variations to allow for a greater competitive presence. 

In the example of fairs, prices decrease slightly in an attempt to create interest and 

stimulate demand.  

 

Promotion  

Beesweet’s promotional strategy is composed of a set of non-written rules 

executed through specific communication tools. Starting with the workforce, Ana Pais 

and Carla Pereira have become experts in the area after many years of product 

developments and giving talks on the importance of bees to the world. Thanks to that, 

they make it a rule to go to the stores, fairs and events in order to promote Beesweet, 

usually using the tactic of degustation to entice both clients and retailers. 

The brand’s preferred methods of communication are through digital 

marketing and word-of-mouth. With regards to the first point, the company promotes 

its products through their website, their social media and marketplaces (such as 

WikiFarmer and El Corte Ingles). It relies mostly on organic traffic hence the new focus 

in content marketing, clarified in the chapters ahead. Its social media communication 

is comprised of daily publications on Instagram, Facebook, Twitter, Tumbler and 

LinkedIn. These publications follow a stern pattern: product advertising, news (about 

the brand, about honey and bees, about a social cause, et al.) and a recipe that uses 

Beesweet’s nectar. The company also possesses an Excel database with its customer’s 
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information which it uses to periodically update them through a newsletter. However, 

this database design has certain room for improvement as limited by the power of the 

tools employed. Concerning the second point, word-of-mouth is the most efficient 

form of communication and the company highlights any positive feedback posted on 

any of the social channels and/or on its website. It is an unspoken rule to always 

answer or like any commentary given to any of the posts to make the customer feel 

heard and appreciated. 

Regarding the merchandise, the brand possesses product exhibitors which 

highlight its story, mission and contain recipes suggestions for the different nectars. 

These are given to retailers as a mean to attract customer attention and aid, more 

effectively, in the creation of a connection between them and Beesweet.  

Last but not least, public relations and image. These are very important to the 

brand, hence its social and environmental missions (see 7’S Model – Shared Values). 

Each time the brand gives a sensitizing talk on bees, promotes a partnership between 

small beekeepers and farmers, creates a new product with the intent of promoting 

honey benefits, among others, it publishes an article and spreads the news on social 

media, thus solidifying its values and “green” image. 

 

3.4.  External Analysis 

PEST Analysis (Macroenvironment) 

Political Factors: 

1. EU political stability, common currency and single market 

Positive Impact: these aspects translate into a number of benefits, allowing for a 

simpler exchange process between the company and the client and fomenting 

international trade. The EU common currency includes 19 European countries, 

and, in these, there is no need for exchange rates or alternative pricing strategies 

to deal with political instability and/or rapid fluctuations of the exchange rate 

(European Commission, 2019). The European single market, which eliminates 
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internal borders and other regulatory obstacles to free movement of goods, 

extends to 23 EU countries plus the European Economic Area members 

(Norway, Iceland and Liechtenstein) and Switzerland (which possesses its own 

agreement with the EU to be allowed in the single market) – making the process 

of international honey/nectar trade much faster and easier (European Union, 

n.d.). 

 

2. Brexit 

Negative Impact: the UK has left the EU but what it will mean for both is still 

slightly uncertain until a deal/no-deal agreement is reached. Nevertheless, it can 

be expected an increase in tariffs & customs and a depreciation of the GBP 

accompanied by a cut-back from customers, dampening the company 

internationalization plan (Eghbal, 2019). Additionally, since the UK is one of the 

biggest importers of honey in Europe (CBI - Ministry of Foreign Affairs, 2015), 

the decrease in competition won’t be as noticeable as the decrease in demand, 

further accentuating the adverse impact. 

 

Economic Factors: 

1. Economic Instability – Pandemic Effects 

Negative Impact: the pandemic has drastically altered past forecast for the world 

economy, deeply affecting the EU in a time where it is still vulnerable to shocks 

– forcing it to enter the deepest economic recession in its history. Although the 

European Commission forecast is of a rebound in 2021, it is under many benign 

assumptions which, even in the best-case scenario, suggest only a gradual “U-

shape” recovery and with much asymmetry across the Member States 

(European Commission, 2020a). 
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 Real GDP Unemployment Rate 

 2019 2020 2021 2019 2020 2021 

Portugal 2.2 - 6.8 5.8 6.5 9.7 7.4 

Euro Area 1.2 - 7.7 6.3 7.5 9.6 8.6 

EU 1.5 - 7.4 6.1 6.7 9.0 7.9 

Table 2 - Adapted from European Economic Forecast: Spring 2020, by European Commission, 2020 

 

2. Luxury is not “recession-proof” 

Negative Impact: Considering the results seen in the 2008 Financial Crisis 

combined with the fact that this pandemic led to restrictions that forced people 

to stay at home and be conscious of social distancing, there is an expectation 

that the impact felt in the premium/luxury food market will be even larger than 

the one felt in 2008 (Thukral et al., 2020). 

 

3. FEDER (Portugal 2020) 

Positive Impact: FEDER (European Regional Development Fund) is one of the 

five funds granted to Portugal from the European Commission to aid in 

achieving the goals set for Portugal 2020. It aims to reinforce social and 

economic cohesion in the EU by correcting disparities between regions through 

a set of key priority areas: support for SME’s, digital agenda, I&R and low-

carbon economy (European Commission, 2014). 

 

Social-Cultural Factors: 

1. Sustainable and BIO-agriculture 

Positive Impact: Earth Overshoot Day (the day where humanity consumed all 

the resources Earth could provide for a year) has been happening higher in the 

calendar with each passing year, compromising the planet capacity to yield 

resources in the future – including food (Earth Overshoot Day, 2020). To 

counter it, people, enterprises and nations have begun to highly value products 

that are sustainable and biological, with numerous measures being employed 



45 

 

to ensure the much-needed transition (for example: The European Green Deal 

– Initiative “From Farm to Fork”).  

Improvements can already be seen in the EU from 2012 to 2018, where both the 

sales from biological products and hectares used for bio-agriculture increased 

by 78,9% and 33,7%, respectively. Nevertheless, there is still plenty of room for 

improvement since only 7,5% (13,4M hectares) of the whole European 

agricultural area is used for biological production (European Parlement, 2020). 

 

2. “Healthy Eating”: a trend destined to last 

Positive Impact: according to a 2018 L.E.K’s Consulting report, there has been a 

shift of attitudes and preferences towards healthy food with 63% of consumers 

wanting to eat healthy most or all of the time and 93% wanting that at least 

some times. After analysis, L.E.K arrived at 3 main conclusions regarding this 

trend: customers are progressively paying more attention to specific food 

attributes that make them (in terms of health and wellness) and the 

environment (in terms of ethical and natural) better; they want their food to 

have an increasingly wide array of benefits; and, lastly, they are willing to pay 

more for food that delivers those claims (Steingoltz et al., 2018).   

In Europe, specifically, the evolution of this trend can be observed in the figures 

below: 
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3. Covid-19 Effect 

Positive Impact: according to a 2020 analysis, before the pandemic outbreak, 

families first and second food preferences were meat and pastries, with the 

reasons for such preferences being first, cost, and secondly, health. After the 

outbreak, however, preferences changed and the top preferred foods became 

fruits and vegetables, with quality overtaking cost as the most important reason 

(Celik & Dane, 2020). This is due to the increased vulnerability felt by 

consumers which, as a mean to fight it, have shaped their eating habits to 

maximize their health and boost their immunity. According to a FMCG Gurus 

report (2020), as a result of Covid-19: 

Figure 8 - “Healthy Eating” Trend in Eastern Europe (adapted from Bumbac, 2019) 

Figure 9 - “Healthy Eating” Trend in Western Europe (adapted from Bumbac, 2019) 
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i) 60% of consumers across the globe are more conscious about 

their health; 

ii) 35% have turned to food that boosts immune health; 

iii) 73% will make greater attempts to eat and drink healthier in the 

future. 

 

4. Shopping habits in a pandemic environment 

Positive Impact: besides the eating habits, the shopping habits of consumers have 

also been affected due to the many quarantine restrictions imposed and their 

own wish for safety - 59% of consumers are now more willing to buy online and 

52% have become less brand-conscious (FMCG GURUS, 2020). This second 

characteristic is driven by two main causes: firstly, since these are times of great 

uncertainty, consumers have paid more attention than ever to the guidelines 

and practices of the brands to make sure that they have their best interests at 

heart and are acting responsibly; secondly, the support for local retailers has 

increased drastically, with people viewing shopping at local SME’s as a social 

responsibility to help their community (PayPal, 2020).  

The first characteristic will be analysed in the point below. 

 

Technological Factors: 

1. Digital Evolution  

Positive Impact: before e-commerce, SME’s faced many challenges in their B2C 

transactions, especially with communication and information technologies 

(Bodini & Zanoli, 2011). Nowadays, this commercial technology helps to 

decrease the bridge between company and client in a quicker and cheaper way, 

allowing SME’s the opportunity to go against big enterprises. In the same line 

of thought, the touch-free payment options (such as MB Way, PayPal and 

contactless cards) should also be positively highlighted given how popular they 

have become (PayPal, 2020). These quick payment methods (especially the first 
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two) allow the client to pay through simpler methods and without “leaving the 

sofa” and, the company, to receive payment confirmation live and move on to 

shipping – completing the whole process much faster.   

 

3.5. Microenvironment  

The Market 

Beesweet is a gourmet/premium food brand with a global mission. Thereafter, 

it becomes relevant to not only evaluate the national honey and luxury market, but the 

international market as well.  

The EU is the second biggest world producer of honey after China but it is still 

only 60% self-sufficient, with imports having to cover a majority of domestic 

consumption (European Commission, 2020b). In Portugal, until 2014, the honey 

Commercial Balance was overall positive, but that changed in 2015 due to various 

factors, among them: the twofold increase of national honey consumption in a span of 

10 years (2005 to 2015), which undermined the internal market supply capabilities. 

Since then, Portugal’s foreign honey trade maintained a negative value (Cabo et al., 

2018). Current evidence (2009 to 2019) reveals a worsening situation for the 

Commercial Balance with the country’s honey consumption showing a prominent 

growth of 57%1, but a production increase of only 46% (INE, 2021a, 2021b). 

 In terms of willingness to pay, Portuguese families spend an average of 

20€/year for honey and are willing to spend up to 79% more on honeys with recognized 

quality – emphasising the market’s understanding of the benefits honeys provide 

(Rede Rural Nacional, 2018). This willingness, however, has been affected by the 

spread of fake honey in the EU, primarily in major honey-producing countries such as 

in the case of Portugal. This problem was defined as a predominant cause for the honey 

price exponential decrease of 50% in between the periods of 2014 to 2016 (Committee 

 
1 Population variance is regarded as a negligible variable since: %Δ(2005,2015)= - 1% and 

%Δ(2009,2019)= - 3%  
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on Agriculture and Rural Development, 2018) and, although the European Parliament 

has defined measures to counteract this, the crisis still stands in 2020 (Milevska, 2020) 

with the latest analysis reporting 1/5 of the honey imported as fake (European 

Parliament, 2018).  

According to an article on “The Changing Behaviours of Luxury 

Consumption”: “Luxury is no longer the embrace of the Kings and Queens of France 

but the mass marketing phenomenon of everyday life” (Yeoman, 2011). This quote 

correlates to the transformation of the concept of luxury, where once it meant superior 

monetary value meant for the rich and unattainable to most, now pervades as a 

commercial mainstream notion where authenticity, experiences and notions of 

fulfilment reign. Nowadays, people are placing a higher value on material comforts 

and personal fulfilment through experiences than past generations did, searching for 

and willingly spending more if it will bring them feelings of pleasure and 

accomplishment. Brands, for their part, advocate this change by enticing clients to get 

a "taste" of the upgraded, premium versions and capturing them with the promise of 

exclusive experiences (Yeoman & Mcmahon-Beattie, 2018). This change in mentality 

can be attributed to various factors, but the most remarkable has been stated in 

Gilovich studies, which exposed that people’s happiness is more strongly bond to 

experiences than physical goods. By his understanding, in the beginning, the level of 

happiness felt is for both is comparable, over time satisfaction with past experiences 

(positive or negative) will increase while satisfaction with goods will decrease (2014; 

2003). Adding to this reasoning the affluence of the middle classes, growing in both 

size and income (Kharas & Gertz, 2010), translates to more people being able to meet 

their basic needs and moving on to “enjoy life” and indulge in luxuries. 

Despite the recent positive evolutions, nothing could have prepared the luxury 

food industry for the pandemic that would shake the world. As explained in the 

Economic Factors of the PEST Analysis, luxury is not “recession-proof” and the 

combination of financially uncertain times with the pandemic social restrictions has 

made the premium food sectors one of the most affected among the luxury industry. 
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Although a rebound of the sector is expected given the luxury sector striking 

characteristic of emotional buying (in contrast with the usual rational buying of other 

industries) (Maldonado, 2018; Page, 2021; Wang et al., 2010), many SME’s will not be 

able to survive the extreme downfall due to the lack of funds and recognition. 

 

Consumers 

A customer analysis was elaborated in 2014 for the event where Beesweet was 

first pitched - Startup Pirates at Coimbra. In this analysis, the personas the company 

identified as the representatives of their target market were as follows: 

Woman 

25 – 45 years old; 

Medium-high educational level; 

Highly concerned over health; 

Men 

30 to 50 years old; 

High educational level; 

With an acquired taste for good food 

and beverages; 

Connoisseurs of gourmet goods; 

Like to invite friends and family to their homes and serve them quality 

products; 

An exclusive public, with a shopping habit for selected, authentic and high-

quality products with a limited production; 

Demanding palates with low price sensitivity; 

Lack time and, as such, want a personalized and exclusive service. 

Table 3 - Beesweet Personas (2014) 

 

 Apart from these, the company also identified tourists and the Restauration and 

Hotel businesses (Horeca) as prone to buy Beesweet products (Beesweet, 2014). 

 

Competitors  

Although Beesweet is “one-of-a-kind” in Portugal and a rarity in the world 

market, it is not the only brand that sells gourmet honey or premium alternatives, 

hence, it still faces a threat of substitution. Its main competitors, according to the 

company, are in the Portuguese market: “meia.dúzia”, “Casa da Prisca” and 
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“Melmequer”. There were two other – “Aquae Flaviae” and “BeeRural” - but they 

closed in 2020 (possibly due to the pandemic).  International competition is also a 

hazard, though it still composes a small part of the business with no country 

possessing a prominent commercial relation with the brand. Thus, the analysis will 

only include the biggest national threats. 

 

1. “meia.dúzia” 

The company “meia.dúzia” is the only one of the competitors to present both a 

direct and indirect substitute to Beesweet nectars, and, thereafter, it is considered 

the biggest threat.  

Created in 2012, it adapted a conventional product (jam) to the modern market 

through flavour and packaging innovation. They were successful and have grown 

since then, becoming a well-renowned national brand and expanding their 

products array from just jams to chutneys, flavoured honeys, chocolate spreads, 

teas and liquors, which can be brought individually or in set-packs of 3 or 6.  

The company distinguishes itself from national and international competitors 

in two ways: firstly, its unique package in the shape of a painting tube (as seen in 

the picture below); and secondly, its exquisite product flavours that are achieved 

by means of 100% Portuguese raw-materials and are emphasised with different 

notes of berries and aromatic herbs. Each of its products are also connected to a 

colour that is meant to represent it – much like Beesweet represents its nectars 

through numbers. Currently, “meia.dúzia” has stores in 16 countries and retailers 

in 3 more – reaching a total of 19 countries (meia.dúzia, 2021). 



52 

 

 

 

 

 

 

 

 

 

Figure 10 - “meia.dúzia” Products 

 

2. “Casa da Prisca” 

With origins remoting back to 1917, “Casa da Prisca” (house of Prisca) is a 

family-run Portuguese business that, over the years, has become available in 40 

countries. Having started with charcuterie, the brand has now expanded to other 

products, including a grand variety of flavoured honeys – both direct and indirect 

substitutes. In addition to this, they possess an array of other products such as 

sweets, olive oils, vinegars, cheeses and sweet sardines – selling them both 

individually and in packs (Casa da Prisca, 2018). 

“Casa da Prisca” is one of the most renowned Portuguese brands, but its 

objective is linked to the international market: a gradual increase of exportation. In 

2015, during an interview, the company revealed it had achieved 20% exports and 

set a goal for 2020 of 50% exports and double the sales - a target ruined by the 

pandemic (Casa Da Prisca: “O Futuro é Sermos Uma Empresa Marcadamente 

Exportadora e a Internacionalização Foi a Aposta Declarada” - Sisab, 2015).  
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Figure 11 - “Casa Prisca” Products 

 

3. “Melmequer” 

A family-born business, “Melmequer” was funded in 2017 by three associates 

that shared a love for apiculture and wanted to create honey of renowned qualities. 

In just under 2 years, they received the Great Taste Awards/ Best Taste of Portugal 

for two of their products and were nominated for the “7 Maravilhas Doces de 

Portugal” (7 Sweet Wonders of Portugal), emphasizing the brand’s successful path. 

The company nectars consist of a blend of multiflowered honeys with a 

combination of different dry nuts, such as walnuts, almonds and hazelnuts. In 

addition, “Melmequer” also sells rosemary honey, honey jelly and pollen 

(Melmequer, 2021).  

 

 

 

 

 

 

 

Figure 12 - “Melmequer” Products 
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3.6.  SWOT Analysis  

Strengths 

• 100% Natural and artisanal honey; 

• Unprecedented flavoured nectars in the UE and of extreme rarity worldwide; 

•  A great panoply of flavours; 

• The possibility to personalize product labels; 

o Beesweet commits itself to do the design free-of-charge; 

• Commitment to small beekeepers of biological honey; 

• Recycled and ecological packaging;  

• Packaging designs (“Gota” and Beebonbons). 

 

Weaknesses 

• The low number of workers, which translates to skills gaps (e.g., marketing, 

networking and e-commerce); 

• Limited financial capacity to undergo marketing investments; 

• Low notoriety of the brand; 

• Inefficient and incomprehensively database; 

• The website takes 5,68 seconds to charge and is too extensive. 

 

Opportunities 

• Possibility to increase international partnerships;  

• Highlight connection to popular trends such as: 

o Local; 

o Vegetarian; 

o Biological; 

o Superfood; 

o Artisanal; 

o Family-based; 

o Among other;  

• Improve their digital marketing (website, social media and campaigns); 

• Improve their digital presence (marketplaces and SEO); 
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• Increase presence in professional fairs and competitions (national and 

international); 

• Improve their circular economy; 

• Increase number of seminars given. 

 

Threats  

• Worldwide financial crisis due to the pandemic; 

• The brand can become outdated due to the lack of knowledge to keep up with 

new technologies; 

• Increasingly decrease of bee’s population; 

• Constant deforestation and destruction of bee’s natural habitats and food;  

• The high number of direct and indirect substitute goods; 

• The market is used to simpler honey – difficulty in changing people’s mentality 

and habits; 

• The increasing relevance of price. 
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4. Improvements 

4.1. More than Honey… a Brand Image 

Although the brand image is widely overlooked by small businesses owners, 

many studies consider it to be fundamental, claiming that products are often avoided 

or purchased not because of their functional qualities, but because of how they are 

viewed as “symbols” that impact the buyer’s self-esteem and status (Levy, 1958; Wang 

& Yang, 2010). Gardner and Levy’s definition is often referred to in studies due to how 

complete it is. They proposed that products had a physical nature as well as a 

psychological and social one and that the assortment of attitudes, feelings and ideas 

customers had about brands – their perceived “image” of the brand – were crucial for 

the purchase decision (1955). This concept is particularly apparent in the food industry 

where empirical studies show a decline in the importance of product quality as a 

competitive tool due, in large, to imitation and the gradual erosion of quality over the 

years by leading brands in their quest for lower cost/ higher mark-ups (Anselmsson et 

al., 2014). 

A practical and notorious example of this concept is the 2013 taste test 

comparison study on Coca-Cola and Pepsi: after drinking the samples participants 

were asked a set of questions to help determine how brand imaged affected their 

perception of the product. During the blind test (samples were not identified), people 

perceived Pepsi to be slighter better than Coca-Cola with a higher caffeine and 

sweetness level, however, in the open test (samples were identified), Coca-Cola was 

exceedingly more liked and perceived as having higher sweetness and caffeine when 

compared to the Pepsi drink (Ramanjaneyalu et al., 2013). 

According to a paper on the effect of brand image on customer willingness to 

pay a price premium for food brands, the major determinants of said price premium 

are the product uniqueness, home country origin, corporate social responsibility and 

social/brand image (Anselmsson et al., 2014). Beesweet already possesses all (as seen 

throughout the document) except a strong brand image. Although achieving it in just 
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under 5 months it’s not something a micro-sized company with scarce monetary funds 

can achieve, the definition of a well-structured plan can surely aid in its path to 

fulfilment. After studying various files from the company, it was clear that the first 

step in achieving this was centred around the customer, by determining its customer 

journey, positive and negative touchpoints and defining the personas. In order to 

analyse the target market and determine the answer for the points made before, an 

interview of 15-20 customers from various backgrounds and from two sectors - 1st time 

and regular buyers – was needed. The plan was to contact them through a phone call 

and engage the customers in a semi-structured open-ended questions interview meant 

to last no longer than 5 minutes. However, a few setbacks led to this being an 

impossibility, therefore, and to still conduct the analysis, this phone-call survey was 

adapted into a google form (see appendix). The original adaptation of the 

questionnaire contained a mix of both closed-ended and open-ended questions which 

were defined while considering the wording, neutrality and direction the interview 

was meant to take. This was, in turn, expected to provide meaningful interpretable 

data from where an analyse and, later, a conclusion could be attained. By opinion of 

the owner, it was transformed into a fully close-ended questionnaire to increase the 

chances of clients completing it and, later, facilitate its analysis.  

 

 “More than Honey… A New Beginning” 

The lack of representative information of the target market, although 

problematic, does not impede the building of a brand image, as such, one of the first 

actions taken was giving emphasis to a central part of the brand - the slogan “More 

than Honey…” - by using it as a title in posts and “completing it” with the post topic. 

An example of this can be seen in the figures below in 3 different moments and topics: 
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Figure 13 - Instagram Stories Examples of the Use of the Slogan as an Enhancer of Brand Image 

 

From left to right, “More than Honey (MTH)…A desire to charm”, “MTH… A 

health benefit” and “MTH… For a healthier Christmas” which are connected, 

respectively, to a client review, a brief 7 points list on the benefits of honey in health 

and a Christmas dessert recipe with honey as a substitute for sugar. The intended 

outcome of the consistent use of this tactic overtime is an increase of brand recognition, 

awareness, credibility and equity (Ansary & Nik Hashin, 2017). It also helps to 

highlight the different contents and actions of the brand, calling to attention just how 

exactly they go beyond/are more than just a brand that sells honey.  

 

4.2. Chatbot 

According to a study published in the Harvard Business Review, firms which 

responded to their customer’s queries within an hour were nearly 7x more likely to 
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qualify the lead than those that took 2 hours, and over 60x more likely than those who 

took 24 hours or longer ( Oldroyd et al., 2011). Although from an insider point of view, 

it is understandable that a micro-size company, due to size constraints, faces 

difficulties in answering within the hour, customers have that expectation and 

preference (Vlačić et al., 2021). In addition, in a study of 6.000 consumers worldwide, 

it was concluded that 9 out of 10 people preferer to use messaging to talk to businesses 

(Lardinois, 2016).  

Given these distinct preferences of the market, a Chatbot was designed for 

Beesweet’s Facebook page through means of Chatfuel – a leading messaging bot 

creating platform. A Chatbot (derived from “chat robot”) is a computer program that 

autonomously communicates through means of a natural language (e.g., English, 

Portuguese, and so forth), mimicking human behaviour to engage users in a textual or 

aural conversation. It provides an interactive experience, capable of responding to 

customers queries instantly and with various degrees of content personalization, 

providing answers (text, audio, images, and other) at any time and place (Bae 

Brandtzaeg & Følstad, 2018; Nair & Johnson, 2018). 

 Figure 14 - Excerpts from Beesweet Chatbot 

https://www.facebook.com/www.beesweet.pt
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Chatbot in Website  

The idea to apply a website focused Chatbot was also suggested but, in the end, 

it was not followed through. The main idea was to use the Chatbot to enhance the 

customer’s journey, providing them with answers, guiding them more easily to the 

pages of interest and suggesting products and recipes based on the information 

provided. This would consist of new territory, likely achievable by using a plugin 

connecting the program to the website. In any case, this would need to be “threaded 

on” lightly due to the website being already CPU intensive (“heavy” to load). 

   

4.3. “Thank You” Card  

Beesweet possesses a natural advantage when dealing with the market 

competition. In addition to belonging to a niche market – selling naturally flavoured 

nectars – its products are also designated as “green products”, a steadily increasing 

trend that has shown great development in the past few years. Green Products are 

generally known as environmentally friendly or ecological products and, per its 

designations, are defined as goods that will not pollute the environment or deplore 

Earth’s natural resources, that can be conserved or recycled (Shamdasani et al., 1993; 

Tan & Lau, 2010).  

Currently, and more than ever, consumers are conscious of how their everyday 

actions affect the environment and, in the interest of addressing this concern, are 

actively changing their purchase intentions to “greener” products (Naidu et al., 2020) 

to satisfy their self-fulfilment and social relationships/psychological needs (Rakowski, 

2010) (the two more important needs according to the Maslow Pyramid) (McLeod, 

2020). With that in mind, and in light of the brand mission and values, a marketing 

opportunity arises with its focus on emphasizing the fulfilment of those needs: a 

“thank you” card with a QR code that enables the buyer (or receiver) of the gift to 

know just how they contributed to society and nature with that purchase. 
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Figure 15 – Design Example of the “Thank You” Card 

 

After reading the QR code, the customer would be able to see a PDF where their 

purchase impact would be “humanized” by: showing the beekeeper photo and basic 

information (name, town, number of beehives…) and just how their purchase would 

contribute to him, to the local economy and to the local farmers which depend on the 

bees to have juicier and bigger harvests with a longer shelf life – improving the market 

value for organic and local food (Klatt et al., 2014). It would end with the possibility to 

know more about the positive impact the consumer elicited and how to improve it by 

checking its Mission and Values page (https://beesweet.pt/missao-beesweet). 

This surprising touchpoint is meant to help create a pleasing connection to the 

brand in the customer mind, with the element of awe used as a tool to heighten and 

increase the positive feeling - as supported by different studies, unexpected 

pleasures/wins outweigh expected pleasures (Mellers et al., 1999; Ritov et al., 1997). In 

addition, the clean way in which the customer’s purchase is translated into positive 

outcomes for the parties involved will be conducive to achieving a higher level of 

authenticity, credibility, and relevance, paving the way to the acquisition of positive 

word-of-mouth and a brand advocate. 

 

https://beesweet.pt/missao-beesweet
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4.4. Marketing Campaigns  

Pink October 

Pink October (or Breast Cancer Awareness Month) is an international health 

campaign that is meant to increase global awareness of breast cancer. It began in the 

US, in the decade of 1990 and, since then, it has grown exponentially, increasing the 

breadth of its enlightenment and having the participation of several organizations 

around the world (Rogers, 2020).  

In Portugal, this movement has been orchestrated by the “Liga Portuguesa 

Contra o Cancro” (Portuguese Anti-Cancer League) for the past 6 years (Núcleo 

Regional do Norte, 2020) but 2020 was Beesweet’s first time participating. Taking into 

account the pandemic effect on the oncological patients which, according to a report 

by RTP Notícias (2020), meant that more than 90% were still waiting for a diagnosis 

and understanding that ~99% of breast cancer patients were female (Ly et al., 2013), 

the company decided to focus its campaign on the relation between women and 

highlight their importance with the theme “Say thank you to the woman who marked 

your life” (originally: “Diga obrigada à mulher que marcou a sua vida”). The campaign 

began on the Mundial Health Breast Day (October 15th) and ended in the National 

Cancer Prevention Day (October 30th), during which Beesweet: 

• Educated and brought awareness to breast cancer through content 

creation in their website and all of their social media; 

• Committed to donate 1€ to the Portuguese Anti-Cancer League for each 

“Gota” N. 66 Beelove sold (see appendix). 

 

One of the ways the company brought awareness to Pink October was through 

a promotional video posted on the first day of the campaign – “More than Honey… 

Um Viva às Mulheres2” - which went on to become one of the brand posts with the 

highest degrees of interaction from the public.  

             

 
2 Translation: A Hurrah to Women 

https://fb.watch/5mxPbThJhv/


63 

 

 

 

Another content that was well received by the public was the Instagram story 

post published on Saturday the 19th. The story was created as a quiz, inciting viewers 

to test their knowledge of breast cancer and educating them afterwards on which one 

of the options was right and why, resulting in almost 4x more interaction from the 

public. 

Figure 18 - Excerpts of the Instagram Story for Pink October 

 

Figure 16 - Pink October Campaign Figure 17 - Customers Adhesion to Pink October 

Campaign 
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According to the Facebook Business data, in its 16 days of duration, the 

campaign resulted in an increase of 386% of Beesweet Facebook Coverage and an 

increase of almost 20% of its Instagram Coverage. 

 

M80 - “Orgulho nos Nossos” 

On the 18th of December of 2020, just around Christmas time, a conversation 

between Ana Pais and Margarida Moura (radio presenter) aired in M80 in the show 

“Orgulho nos Nossos” (Proud of our Own). This conversation, promoting and 

explaining just what is Beesweet, aired on one of the three major radios of Portugal at 

17h45, a time where many workers are starting to get home and are tuned to the radio. 

This marketing campaign was completely free, earning the company many listeners 

through the radio and, later on, through the brand social media where the soundtrack 

was accompanied by a video highlighting the audio main points and facilitating the 

understanding of the flow of conversation. This visual aid is a fundamental part of the 

marketing strategy since, according to the literature, visual social media content is 

likely to generate 94% more views, increase information recall by 4x and is seen as 40% 

more favourable by consumers than plain textual content (Harman, 2017). 

 

Christmas Catalogue 2021 

 A digital product catalogue has many benefits, including maximum 

widespread with the minimum cost (since there are no printing or mailing costs and it 

can swiftly be shared as a link or a pdf), high data accuracy (since any product can be 

updated instantly) and the use of “digital enhancers” – QR Codes, video demos, and 

more – which facilitate browsing between information, improve product presentation 

and help sustain the customer interest and attention. Although the traditional, paper-

based catalogues also possess some advantages, the virtual version can no longer be 

considered a degradation of the “real” nowadays and should rather be seen as a 

mechanism with the potential to create new richness (Latzko-Toth & Proulx, 2006) and, 

possibly, enhance the user experience.  

https://youtu.be/lDu2nskEiQo
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A practical application of the “digital enhancers” can be seen in the figure 

below, where the QR Code directs to the brand’s website and the social media icons 

and website act as hyperlinks:  

 

 

 

 

 

 

 

 

 

 

Figure 19 - Christmas Catalogue Contact Page 

 

One of the aspects highly valued by customers on their online shopping is a 

high-quality image of the product accompanied by a detailed description. When these 

criteria’s are met, there is a proven increase of the brand credibility, the buyer’s 

attention and the conversion rate (Di et al., 2014; Fogg et al., 2003). However, the 

majority of the brand’s product photos were either outdated (the product had suffered 

a prominent design alteration) or of low-quality. Adding to that, only 3 of the brands 

36 products present in the catalogue had a quality photo with any kind of 

background/context – and it was one not pertaining to Christmas. As such, a solution 

had to be found in the form of a photo editing program: Photoshop.  

Figures 20 and 21 exemplify how editing with a high-quality versus a low-

quality product image can affect the final image quality and diminish its realistic 

appearance: 
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Figure 20 - Editing Using a High-Quality Product Image 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 21 - Editing Using a Low-Quality Product Image 

 

Since the Christmas Catalogue (see appendix) was made in a digital platform, 

it will keep being editable for the foreseeable future, allowing Beesweet to adapt it 

each year in accordance with the changes made in the products or in the product 

catalogue. 
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Valentine’s Day  

With the one-year anniversary of the Covid-19 pandemic, people more than 

ever feel the loss of loved ones. Since Valentine’s Day is, above all, a day to celebrate 

love, the 2021 campaign focused on the different kinds of love, connecting each 

Sensation Nectar to a type of love according to its numerology meaning: 

• N. 1 Citrus (Perfection and Independence): self-love 

• N. 5 Winter (Freshness and Liberty): love for friends 

• N. 10 Seasalt (Equilibrium and Harmony): love for pets and nature 

• N. 25 Christmas (Nostalgia and Complicity): love for family 

• N. 66 Beelove (Unconditional Love): love between parents and children 

• N. 88 Fire (Abundance and Success): love for a better half 

 

Unlike the videos made before, these followed the best publication size for 

Instagram (1080x1080) - the only social media platform that the company has which 

distortions/cuts the video size – ensuring that the videos would be properly visualized 

by every client in any social media. Exactly three days before the first day of the 

campaign, a trailer was published showing a glimpse of what was to come and inciting 

customers to stay tuned to future reveals. After the publication of each video, a story 

was posted asking clients how they had “showed their love” for the topic of the day 

(self-love, friends…) during these trying times and, in the following days, the product 

of the video would be marked with a respective recipe.  

https://www.youtube.com/watch?v=29xRLnukcIQ
https://www.youtube.com/watch?v=2TErGpHpoL4
https://www.youtube.com/watch?v=zERwFruweYc
https://youtu.be/7auaKPOjkPc
https://youtu.be/ASVVr735JDM
https://youtu.be/B1L9haYvZP0
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5. Adaptation of Existing Digital Marketing Communication Channels 

Given the highly digital nature of the brand, its respective digital 

communication channels are of the highest importance – allowing a continuous build 

and advertising of Beesweet with, in the largest part, little to no monetary investments.   

  

5.1. Website 

Due to influence brought on by the digital age, consumers have now a need for 

instant gratification, mainly due to our decrease in attention span - which has fallen to 

just 8 seconds (McSpadden, 2015) - and to the internet-wise tolerance time to wait for 

information being of just ~2 seconds (Nah, 2004). Expectations born from habit have 

also affected how long a person devotes to a website before forming an opinion which, 

nowadays, is almost instantly. As explained by Diona Kidd, senior internet marketing 

consultant at Knowmad: “Not only are users expecting to see results quickly, and 

become disappointed when they don’t, but page speed also immediately affects their 

professional opinion of you” (2019). Initially, the brand’s page had a long loading time 

and needed clients to complete an image recognition CAPTCHA to get access to the 

website - a big hurdle, especially if the person doesn’t know the brand and is “just 

browsing”. And although the latter problem was solved after contacting the company 

in which the website was hosted, the former required outsourcing and, as such, was 

left as an option for the future when resources allowed it. 

Another factor that should be addressed with some haste is the appearance of 

the brand in the first search page when certain keywords are used, for example: “mel 

com sabores”; “mel biológico”; “mel Português”; and even more specific “mel de 

menta” or “mel de limão”3, among other.   

 
3 Respectively: flavoured honey; biological honey; Portuguese honey; mint honey; lemon honey.  
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Homepage 

The homepage of a brand’s website can be titled as the brands face, the first 

thing most potential customers will look at when searching for a brand. In here the 

updates were few, mostly connected to facilitating the understanding of what the 

company has to offer and showcasing a cleaner look by: updating the products in 

highlight, putting together information of the same type and resizing images so they 

would all have the same size and shape (see appendix). 

Figure 22 - Products in Home Page Before Update 

Figure 23 - Products in Home Page After Update 

 

Mission and Values 

The Mission and Values page underwent many alterations, mainly, in the 

design aspect and the flow of the text. The main textual alteration made was the 

mission and values themselves, where one was adapted to follow a more logical path 

and, the later, created from scratch for the company. Starting with the mission 

evolution, all the information used already existed, however, it was confusing to read 
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and separated throughout the page with no apparent connection. By analysing what 

was written, the idea for a redesigned mission was formed: 

 

 

 

 

 

 

 
 

 

 

Graph 3 - Beesweet New Mission Graph 

 

 As represented in the graph above, Beesweet is sustained by three pillars, each 

representing one of its commitments: to itself (Company Mission), to the community 

(Social Mission) and to the bees, beekeepers and farmers (Environmental Mission). Its 

values, as introduced in the Shared Values chapter, were created in light of this. When 

the company participated in the radio show “Orgulho nos Nossos”, only 3 of the 10-

minute conversation with the host could be used and this was one of the aspects 

selected to be played on the radio, with Margarida Moura (the host) showing great 

interest in it (see appendix). 

Figure 24 - Beesweet New Values 
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Contact Us 

The Contact Us page was undoubtedly the one which underwent the biggest 

alterations, from eliminating a sub-page altogether to adding a new way of contacting 

the brand. 

Figure 25 - Excerpt from Beesweet’s Contact Us Page 

 

The figure above represents the addiction made to the Contact Us page which, 

previously, only possessed contact forms as a method to directly contact the company. 

With a few written lines of code (HTML), an interested client can from now on simply 

click on the email/ phone number and it will instantly open to write a new mail/ start 

a call (see appendix). 

 

Recognition and Awards 

The creation of this page fulfilled two purposes: providing a cleaner look to the 

Innovation page (which was saturated with information) and facilitating the view of 

the prizes and recognitions awarded to the company - 26 in the past 8 years, with 

quality, innovation and entrepreneurship being the most common. According to the 

literature, third-party endorsements are found to yield a favourable customer 

perception of product uniqueness, quality and increase the manufacturer esteem 

(Azevedo & Braga de Aguiar, 2020; Dean, 1999). Additionally, consumers have shown 

to be sceptics and suspicious towards a brand’s communication of its corporate social 

initiatives (Lii & Lee, 2012), however, these negative effects are dampened if the 

brand’s “green” and social intentions are recognized by a third-party, which are 
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considered unbiased (Vieira & Du, 2012) and, as such, provide credibility and 

trustworthiness (see appendix). 

 

Others 

Other pages (Recipes; History; About us; Personalization; Restaurants & 

Hotels) improvements happened mostly at the written level, with some having been 

fully reworked with even some adjustments to the HTML code in them. Apart from it, 

there was also a need to create images that better matched the topics spoken on 

articles/pages and to accompany the new packs created, accomplished by using 

Photoshop. Lastly, the creation of articles for the brand’s website, not only to present 

a background for events (such as “Pink October”), but also to educate on the 

importance of bees to the world (such as “Grateful for Bees: What Would We Do 

Without Them”) and to solve clients pain points (example: “4 Beauty Recipes with 

Beeswax”). This last one was written due to the new DIY (Do It Yourself) wellness and 

beauty trend which emerged during quarantine (Chiquoine, 2020; Gerstell et al., 2020), 

combining a common customer pain point/trend with a Beesweet solution. 

Figure 26 - Photoshopped Image Created for a New Pack 

 

https://beesweet.pt/campanha-outubro-rosa-2020
https://beesweet.pt/gratidao-as-abelhas-o-que-seriamos-nos-sem-elas
https://beesweet.pt/gratidao-as-abelhas-o-que-seriamos-nos-sem-elas
https://beesweet.pt/4-receitas-de-beleza-com-cera-de-abelha
https://beesweet.pt/4-receitas-de-beleza-com-cera-de-abelha
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5.2. Instagram 

According to Instagram itself, in terms of its luxury global consumers, 58% use 

the app to stay up to date on trends and 49% follow brands to feel more connected to 

them (Instagram for Business, n.d.). After an analytical comparison between Instagram 

and Facebook (the two biggest social networks of Beesweet), it has been found that the 

engagement rate of the first is 10x higher (Elliott, 2015), with brands on Instagram able 

to reach 100% of their followers whereas, on Facebook, they could only reach around 

6%. Adding to that, Instagram organic marketing reach has grown 115% since 2012, 

while Facebook’s decreased by 62% (Selfstartr, 2015). What results from this 

divergence is that 72% of Instagram users have admitted to buying a product they saw 

on the platform (Keyes, 2017), with 1/3 of them (ages 16-45) having bought directly 

from the app (Leighton, 2019) and 75% taken action (example: visit a website, contact 

the brand, among others) after seeing an ad post in there (Instagram for Business, 

2016). 

One of the first decisions made to improve the usage of this marketing tool was 

pertaining to the Stories. In this, there were 3 categories of enhancements: 

1. Design-wise; 2. Content-wise; 3. Highlights.

Firstly, the usage of common designs and a relatively set colour palette. 

According to various authors, colour is the visual component people remember the 

most, a cue able to increase brand recognition by 80% and influencing between 62%-

90% of a person’s initial predisposition towards a product and/or brand (Singh, 2006). 

By combining this with the second most remembered cue - symbols and shapes 

(Kuleshevich et al., 2016) – and building on a consistent communication approach 

then, according to literature, there should be an increase of brand equity, particularly 

on perceived quality, brand image and brand trust (Šerić & Mikulić, 2020). These 

design cues were also applied in the daily posts, resulting in a clean and alluring 

Instagram Feed: 
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Figure 27 - Beesweet Instagram Feed 

 

In terms of published content, day-to-day publications were enriched with 

texts, specific Instagram call-to-action buttons (such as product tag, "view more" and 

surveys) and gifs. For the recipe posts, a recipe story template was created with 

ingredients, preparation instructions and cooking tips (see figure 27). These recipes 

were always healthy or modified to become a healthier version of the original 

(example: switching sugar for honey) to keep in line with the company vision of 

promoting a healthy (sugarless) lifestyle. 
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Figure 28 - Beesweet Recipe Story Example 

 

The last enhanced category, Instagram Highlights, relates to the option to save 

the stories (which normally would disappear in a span of 24h) - enabling customers to 

view them at any time. Although Beesweet already possessed highlights of a few 

themes (e.g., Events, Contests, Points of Sale), two additional ones had the potential to 

greatly improve the brand’s standing and engagement and had not yet been used: a 

recipe and reviews highlight. Starting with the first, “content is king” (Bill Gates, 1996, 

as cited in Congdon, 2017), therefore, selling a vision should be considered as 

important as selling the product. According to Jaiden Vu, founder and CEO of Ventura 

Cosmetics (an e-commerce company able to gather a considerable audience in social 

media before launching the product), “As a business, your job is to sell a vision, not 

just a product. You sell that vision right, and the product will sell itself” (Wertz, 2019).  

Beesweet has a vision, which is now greatly communicated through stories with 

the recipes instruction and the recipes highlight to go along with the recipe post, 

allowing viewers to entertain the possibility of making healthier food and following a 

healthier lifestyle by using the brand products. 
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Client reviews importance for e-commerce has been acknowledged by many 

authors. Often referred to as electronic word-of-mouth (eWOM), it is considered one 

of the most influential information sources online (Abubakar & Ilkan, 2016) with a 2013 

study exposing that 85,27% of people would very often read online reviews before 

completing a purchase (Lackermair et al., 2013). More recent evidence shows that 

eWOM, like traditional word-of-mouth, possess an indirect positive impact on sales 

via brand goodwill (Feng & Liu, 2018), thereafter, highlighting reviews and putting 

them in a clear view of clients eyes will increase the brand’s chances of fulfilling a sale. 

   

5.3. Facebook  

Facebook improvements, although not as grand as Instagram, still went a long 

way to improve the aesthetic and facilitate the comprehension of what each product 

entailed. The first improvement was the rewrite of the descriptions and names of the 

products which were written in the 3 languages of the website and would appear as 

follows: [pt:] Product Name (PN) in Portuguese] [en:] PN in English] [fr:] PN in 

French]. The descriptions, mirroring those of the website, appeared extremely lengthy 

and wordy for the small space granted to them by Facebook and, for this reason, had 

to be reduced to the parts that mattered the most. 

The most prolonged improvement, taking almost 4 months to finish, was 

correlated to the social media trade requirements (labelled as the Advertising Policies, 

Commercial Terms and Community Standards) which needed to be “in the green” for 

each product for them to appear on Facebook and Instagram marketplace. For every 

single item, Facebook analysed the description and banned them from being presented 

if any of the words used had a connotation that could relate them to any of the 

Prohibited or Restricted Content. However, the program did not flag which words or 

phrases in specific had triggered the ban, making correcting the problem a “trial and 

error” situation - hence, the long period for resolving the different issues. Furthermore, 

some of the reasons provided on why products were flagged were incorrect; for 
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example, one of the most common bans happened because of the (scientifically 

proved) health properties of honey which were mention in some of the descriptions, 

but even with the proper in-text citation the page algorithm still flagged many for 

considering them a promotion of “medical products and/or services”. 

Lastly, the creation of the Beesweet Chatbot for Messenger, explained in detail 

in chapter 4, topic 4.2. 

 

5.4. Other Social Media  

The LinkedIn improvement came in the form of using its “Alt Text” feature, 

which aids in improving the post SEO and makes images accessible for members using 

a voice-over screen (commonly utilized by visually impaired individuals). 

For Twitter, although Beesweet possessed an account, it was not used. Returning 

to posting in it in both Portuguese and English, as well as updating the store banner 

and description comprises the bulk of the improvements made in the social media. 

Pinterest, although not explored in detail during the internship, possesses many 

redeeming qualities which could improve the brand’s online presence. A Cowen and 

Company survey discover that among the top five social media (Instagram, Facebook, 

Pinterest, Snapchat and Twitter), Pinterest had the highest rate of users who saw it as 

a platform to discover and buy products (more than 3x higher than Facebook and 

Instagram values) (Lipsman, 2019). It was awarded the N. 1 position by Prophet in the 

surveys “Engages with me in new and creative ways” and “Makes me feel inspired”, 

and 10th place in 2019’s Brand Relevance Index (2019). With nearly 460 million active 

users (Tankovska, 2021), the brand is a concoction of uncharted potential, a blend 

between a social media and a search engine that is not always credited for its ability to 

influence people’s decisions but which, even still, has had an effect discussed and 

remarked by many. 
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6. Conclusion 

This thesis objective was to open a new field of thought surrounding luxury 

micro-enterprises and customer’s stewardship and welfare, while simultaneously 

being the first to explore it and provide a foundation from where other researchers and 

practitioners could progress. Through the intertwining of different research methods, 

more specifically, an action research, a PDCA and case study of a luxury micro-

enterprise – Beesweet – the first stage to develop “good practices”/generally valid 

principles for the topic at hand is created, in conjunction with the answer for the 

pressing research question: How are luxury micro-enterprises ensuring customer 

stewardship and take initiatives that enhance their customer’s welfare? 

Building upon the experience and the activities performed, customer 

stewardship and satisfaction in the case of luxury micro-organizations is achieved 

through a set of client-oriented actions. Firstly, understanding the customer’s journey, 

making it more fluid and solving the pain points. Automatization plays a major role 

in the first two; as explained before, a chatbot can decrease response time and a “well-

oiled” website, who is easy to understand and fast to open, can go a long way in 

retaining leads. Relying on technology also creates an improvement loop since brands 

can use a variety of programs to deeper analyse customer’s behaviour and, later, adapt 

their content or brand image to better fit the target market (for example, through 

means of content creation software). In this aspect, size becomes one of the biggest 

advantages of micro-enterprises since they are highly adaptable to ongoing trends and 

most of state of art marketing programs and software are frequently free (or have 

affordable solutions) for small-scale businesses.  

By understanding the target market pain points, luxury brands can create more 

precise marketing plans that display their advantages – how they have/are a solution 

to the client needs. It is worth noting that, especially for companies in the luxury sector 

- which is characterized by emotional buying - these solutions must be accompanied 
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by high-quality design/images/content so as to align the brand’s perceived image to 

the sector’s peculiarities. 

Digital marketing is proven to be advantageous given its high distribution of 

content at low costs. Adding to it the constant increase of the digital population, it is 

now an essential requirement of micro-enterprises. For a greater widespread of a 

brand’s name, a multichannel (social media and blogs) conduct should be taken into 

consideration. Among other benefits, it also enables the spread of reviews (eWOM), 

which both literature and real-life experiment have proven to increase brand’s 

goodwill and chances of completing sales. 

 As a final point, humans are creatures of emotion, as such, and particularly for 

small-scale brands, a human essence can present as the deciding factor for substitute 

goods. This humanization of brands is proven throughout the thesis to capture 

customers attention and increase satisfaction either by: going “hand-in-hand” with the 

customer’s principles (e.g., sustainable/green brands) or “celebrating” important 

moments alongside the customer (for example: Pink October and Valentine’s Day 

campaigns). In simpler terms, customers like to feel connected to brands and what they 

represent, and this connection increases the more alike a brand’s values, vision and 

actions are with their own perception of “good” (as clarified in the “Thank You Card” 

section).  

 

6.1. Limitations of Research 

In light of its development, this thesis is also subject to certain limitations. Given 

that the recommendations are based on the results of a single case study affected by 

new normal context caused by Covid-19 pandemic, they should be seen as “good 

practices” and followed with caution. In addition, the short-term duration of the 

internship (5 months) affected the depth of analysis possible within the available 

resources, which made viewing substantial changes in customer behaviour 

unachievable. 
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6.2. Suggestions for Future Research 

This thesis represents the first step towards the assimilation of generally valid 

principles that luxury micro-enterprises could follow in their quest to enhance 

customer’s welfare and ensure their stewardship. Accordingly, future research could 

analyse how different marketing actions impacted the company and the behaviour of 

customers. The answer to the research question and definition of generally valid 

principles will perpetually be subjective, dependent on an assortment of innumerable 

variables, but with increasing research, in-depth analysis and a record of actions and 

results, it should produce a discernible pattern that could be applied. 
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