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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






Resumo

O objetivo desta tese ¢ o de fomentar a investigacdo de principios
genericamente validos (ou “boas praticas”) 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-acdo na Beesweet — uma microempresa
portuguesa que se dedica a comercializagao de mel premium — com recurso ao método
Plan — Do — Check — Act (PDCA) pelo periodo 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 automagao, disponibilizando contetidos apelativos de elevada
qualidade, melhorando o customer’s journey através da erradicagao de pontos criticos e
tendo como foco a sustentabilidade. Consequentemente, a dimensao constitui uma das
maiores vantagens, dado que permite adaptarem-se facilmente as tendéncias de
consumo em curso e a maioria dos mais recentes programas e software de marketing

disponibiliza frequentemente solugdes acessiveis para microempresas.

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

Stewardship de Clientes; Satisfacao 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 4% 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 5%,

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:

Context
and
Purpose

Evaluating
action

Diagnosing

Evaluating
action

Cycle 3

Taking
Diagnosing action

Evaluating Cycle 2 Planning
action action

_ . Taking

Planning
action

Cycle 1

Taking
action

Planning
action

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, SM.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 1.1. Creating 2 articles per month
traffic to the website by focusing on the 5 highest-ranked April to
10% within 8 months keywords until date
. . ) December
1.2. Actively participate in the
blogosphere
2. Decrease website bounce 2.1. Decrease loading time
rate by 10% within 6 2.2. Target keywords with high- February to
months value traffic July
2.3. Improve content readability
3. Update the English and  3.1. Create the English/French
French version of the version of new pages January to
website in the next 2 3.2. Update and correct errors of February
months existing English/French pages
4. Increase B2C sales by 4.1. Conduct a customer analysis
15% in 2021 utilizing the 4.2. Promote cross-selling of January to
digital channels of the additional products December
organization 4.3. Invest in branded content

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).

Language Lissirs B + Users a
20,495 20,495
plpt 10346 I 0.5
Z prbr 5453 I 655 %
3 enu 2455 I 11.99%
4.  engh he i 3.06%
E M T4 a3
6 frefe 146 [0.71%
the-thee 112 | 0.55%
B eses . 102 | 0.50%
o op 102 | 0.50%
100 ppl 102 | 0.50%

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
29



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)
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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).
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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, 2020Db).

The brand core values are:

e DPassion: keep the legacy (and bees’) alive;
e Teamwork: one company, one brand, one vision;
e Optimization: a quest for continuous improvements;

e 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 N° 5

35



(Pereira, 2019) — and, as such, each nectar was given a name and number linked to the

feelings it is able to invoke.

W10 SEASALT
L}
BELSWEET"

Figure 4 - “Gota” and Sensation Nectar 375g Flasks

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
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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.

X
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Producers Beesweet

Figure 6 - Beesweet B2C Segment

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).
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Figure 7 - Beesweet B2B Segment

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
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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 -74 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
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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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Figure 9 - “Healthy Eating” Trend in Western Europe (adapted from Bumbac, 2019)
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Figure 8 - “Healthy Eating” Trend in Eastern Europe (adapted from Bumbac, 2019)

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:
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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%!, 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

! Population variance is regarded as a negligible variable since: %A(2005,2015)= - 1% and
9%A(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
tirst pitched - Startup Pirates at Coimbra. In this analysis, the personas the company

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

Woman Men
25 — 45 years old; 30 to 50 years old;
Medium-high educational level; High educational level;
Highly concerned over health; 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.dtzia”, “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.dazia”

The company “meia.dtizia” 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.dtzia” has stores in 16 countries and retailers

in 3 more - reaching a total of 19 countries (meia.dtzia, 2021).

51



Figure 10 - “meia.dGzia” 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 Internacionalizagdo 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 Artisanal;
o Vegetarian; o Family-based;
o Biological; o Among other;

o Superfood;
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 - 1t 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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Bom dia..

Fod a primeira vez que encomensded na
Beesweet & fod com extremo agrado que vi o
o cuidado que dedicam na apresentagio

embrulho simples em pape] reciclsdo, com o
[Liaailiadiiy do oo I!'ll 0 TAara ILII uEn
emcanto.

Origado,

Aencinsamente, PS5

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 (Vlacic 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 & Folstad, 2018; Nair & Johnson, 2018).

Beesweet a <@ - Beesweet u <@ . Bessweet a

& Menu Principal Fazer receita o

Receitas Beesweet Repetir Quiz
& Cologue o avental Joana! 8 kiwnu Principel
BEESWEET Estas sdo para i Produtos Beesweet
Qld Joana! Vamos a issol
Em que poderemos ser uteis? & Menu Principal

Produtos Beaswest Vamos a issa!

Tenkho té
i Uma questso 0 que [he apetece preparar?

Receitas Beeswaet
B ™ . Ver Produtos
Mais Opgdes Escolha a sua preferéncia:

—— —
Ver Produtos FAQ ' Sopa Vegetariana Carne & Marisco ® Menu Principal
. p— i |

0 & ¢ O b DOQ LY O b BDOQ Y ~ (=]

Figure 14 - Excerpts from Beesweet Chatbot
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https://www.facebook.com/www.beesweet.pt

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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RN

: BEEESWEET®
Thank you for going green!

Four positive impact:

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.
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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 (Ntucleo
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 Noticias (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 a mulher que marcou a sua vida”). The campaign
began on the Mundial Health Breast Day (October 15%) and ended in the National
Cancer Prevention Day (October 30%), during which Beesweet:

e Educated and brought awareness to breast cancer through content
creation in their website and all of their social media;
e 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 as Mulheres?” - 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
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Figure 16 - Pink October Campaign
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Figure 17 - Customers Adhesion to Pink October

Campaign

Another content that was well received by the public was the Instagram story
post published on Saturday the 19t. 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.
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Figure 18 - Excerpts of the Instagram Story for Pink October
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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.
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https://youtu.be/lDu2nskEiQo

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:
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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 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.
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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

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 bioldgico”; “mel Portugués”; and even more specific “mel de

menta” or “mel de limao”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).

-
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Figure 22 - Products in Home Page Before Update
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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:

@

MISSAO
EMPRESARIAL

MISSAD
AMBIENTAL

MISSAD
SOCIAL

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).

Paixio:

Trabalho de Equipa: Optimizacao:

Figure 24 - Beesweet New Values

Organico e Etico:
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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.

COMTACTOS

1
-

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
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https://beesweet.pt/campanha-outubro-rosa-2020
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https://beesweet.pt/4-receitas-de-beleza-com-cera-de-abelha

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 (Seri¢ & Mikuli¢, 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 isnow 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 10% 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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Appendix:

Client Questionnaire:

BEESWEETY

Questionario Beesweet

Este questionario & de livre resposta e nao devera demorar mais de 3

min a completar.

Privacidade:

Os dados adquiridos neste questiondrio serfo somente processados

para esta para andlise de mercado.

As suas respostas serio guardados e em nenhuma sitvagio serdo

distribuidos com terceiros.
*Required

Informacao sobre o consumidor:

Sexa: *

) Femining

() Masculing

) Outro

() Prefiro ndo dizer

Idade: *

() =20 anos
) 21-35anos
() 36-50 anos
() 51-65anos
() 66=anos

Mext

e aeesssss——— Page 1 of 4

Questionario Beesweet

*Required

Como descobriu a Beasweat? *

Recomendada por um amibgo/familiar
Goagle

Loja Gourmet

Marketplace (ex: Dott, Amazon,...)
Facebook

Instagram

Finterest

Other;

O00oO0OO0O00

Segue a Beesweet em alguma rede social?

) Sim
(O Nio

Se gim, qual?

[ Facebook

[ Instagram

] Pinterest

(] Linkedin

(] Google My Business
] Youtube

[ Tumbir

Back Mext

aesssse— Page 2 of 4
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O que o atrai nesses produtas? *

Costuma comprar comida gourmet/ premium? * Imagem

Qualidade

Serem Bioldgicos
Serem Portugueses
Serem Inovadores
Serem Artesanais
Alguma razho especifica? Salde e Berm-estar
Como Oferta

Other:

Your answer

000000000

‘Gue produtos Beesweet costuma comprar? *
O qubo provivel & recomendar Beesweat a um familiar ou amigo? *

MelS Néctar

Pélen 1 2 3 4 5 & 7 8 9 10
Prépolis
Cera de Abelha
Geleia Real

Wunca O O OO O 0O OO O O Multissimo provavel

Chocolates Sugestbes de melhoramento:
Packs

Bee's Wrap

Velas

Sabonetes Back e Page 4 of 4
Livros sobre Abelhas

Other:

Your answer

O0000OO0O0O0OO0ODOO0OO0O

[ qualidade

[ Serem Bioldgicos
[C] Serem Portugueses
[ Serem Inovadores
[[] Serem Artesanais
[ Saide e Bern-estar
[ Como Oferta
] other
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Pink October:

CAMPANHA OUTUBRO ROSA 2020

S8

BRE
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- e

Vem ai uma Onda Rosa...

Beesweet - Um Viva as
Mulheres

Este ano 8 Beeswest junta-se & Liga Portuguesa Contra o Cancro da Mama para promover a
causa Outubro Rosat

Em Porugal, este & o 2° tipo de cancro mais frequente assim como o 2° que mais mortes
ocasiona. Estima-se que ¥ da populacio coma o risco de desenvolver esta patologia alé aos
75 anos; contudo, se detetado numa fase inkcial, hé cerca de 90% de hipdteses de ter um bom
prognostico.

A Beasweet, sociedade fundada e gerida por mulheres, associa-se a esta causa através da;

" UNL:!}E'-Si'iS- de infosmiacio sobre a prevencao do cancro da mama;

+ Dpagdo de 1€ & Liga Portuguesa Condra o Cancro por cada Gota Beelove vendida;

Mesta periodo particularmenta dificll, a Baaswest esta empeanhada am sublinhar a importancia
das relaghes, vivencias @ memdrias das mulheres que nos influenciaram,

Junte-se a nds no Facebook e diga obrigada & mulher gue marcou @ sua vida!

Wi Goka Bisslons Diga Oiorigada. 7
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a =
BEESWEET &%% LOUA, EEESWEET, WOWMGAD, ANDSEARDMSTA, cowmacTo, EN, am.e g

FAS BOCAS DIMUNDD  BENEFICIOS COMEL  RECETAS,
CAMPANHA QUTUBRO ROSA 2020 . RECEITAS

% am VENCER
EO ¥ & VIVER
LIGA PORTUGUESA

CONTRA, G CANCHO

Vem ai uma Onda Rosa...

More than Honey - Um Viva as
Mulheres

Este ang o Baoswel junia-se 8 Ligs Poruguess Contra o Cancn da Mama pam promoyer § ciusd Owtubeo Rosal

Eim Portugal, feiin 6 0 F Bpo e £ANcro M requenls itim eoma o 2 que miis maries ocrisnn. ESma-s qul
s i popUiBGED coma © sco do deserroiver ssta patologia atd aos T anos; contuda, a8 deletado ruma fase inecal, ha
corca 00 D0%. B hpolases o by LT bom progrdatios

A Booswool, sociedade fundaca o genda por mulhorns, 0550cka-50 0 050 causa atravis da

a Conim o Canono por o Gotn: Besslown vomckin,

Mty pawricdo prSculirmente G, 3 Baoswist aeth smpanhacs am sublinfur & Mportinci das relectes, welncis o
mormdring das rolhenes QU Nos mluencEaTEm.

Sunfe-se a s no Faosbook @ dige cbrigads & mulber que marcow & sua wicda/

RAATEHY: f o 3 @ in

sase W2020 ==
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DE MULHERES PARA MULHERES - DUTUBRD ROSA 2030

O Outubro Rosa & na Beesweet, com uma
campanha feita de mulheres e para
mulheres!

Crinda i & i, & Bosswest § Lrma irmprss gonds inenamanta por muless oom o

CATIBgEY i BEASS B Tl DOIT) ) STRARS. LI00- 8 K30 500 4 Ligl Portuguaed Co

M

dignnie o mele e Disubes, & Beassant sprin 16 do vaslor da Ciols W ndcrvn B et

conira

i Canin da MM

Tl 0T Seradahinly il EOSACHA D 8 (ROMCED i PO £ T T
& PuapadcAt QAN A ARG, M RMNGENICT (ARICTE 30 T

TRFTAL O A e AT

o o e

viaTarial

T G

i e G G 3 i fer s Sragicca

CTLATST £ PO DO T DD M Tere O e, e ) el RO O
GG AT PG NG, T e 11 noves conom Dor i, mormenclc: por ol 4 mclheres. com st

oo e Lige: Poruguess. Cons
St B e S0

A aqups Desrwes! acraSita e @ o de
L et L T T PR O PO

Durirstd o e So Ouhutyt. & Sesdwinl proridwe i Girfpirts

A e (R S, LS G OO, (M [
Dicagkc da 8 b Liga Porfuguess Conira o Cances [LPOC] por coda Gota K. 88 Deslcve
werdda
Comaciencislirachc da populschc pam a prevenclo do cancro da mama;

A& divulgasia dewly cooma em fodan o redes socisi da empreas.

Prisrs calsbrar o Dby

. 3 i P! vonti-an 2 praceds, do roes, derdc destagun i
Ipariifee Sl Sk

A0 i Fi ol S AT P O SO () i S 00 0 WL B Bl

mesnrianciy 16 & ¢

PAATILHA: £ & & @

Faklica e Prreaciade Livi: tha Pachirrasitord Ohuital Tierii & Siwailiirinii

e ViSA @B

= f 5 B inw

#3520 e

Pl e
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Christmas Catalogue:

--':":.. IE“
el il .

BEESWEET®

CATALOGO DE
NATAL

CHRISTMAS
CATALOGUE

MORE THN HONEY... ol
' PORQUESSOMOS MAIS QUE MEDSS
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O CONCEITO

A Basiwedl ergulba-ia da dar
uma em@presa ariesanal & familiar
que comercializa mel 100% natwral.
orginico ¢ portuguén.

A% Suas Qerentes acreditam na
forgs do negdcie comn wm mator
capar de criar impacia paiitive na
comunidade & no plasmena.

A INOVACAD

Com base na heranga do Avd,
inipiradas por ele, as
fundadoras Ana Pais & Carla
Fereira criaram um produto
dnice gue deneminam de ndetar
aromatizado. ESte. CONSIStLeE Na
sombinagde de mel com plantas
aromdticas, capar de direcionar
cada sabor 3 sugestoes
gasirondamicas distintan,
proparcionands uma
experidncia degustativa
singular,

as fundadaras tém coma mate a
paiche pelas abalhas, pals mel @
pels inovashe

UM MEGGCID SUSTEMTAVEL

A misnho B
LT TTIETS
1.* & Missho Empresarial

d.* & Mikiba Social: pramoghe
da importdncia das abelhas no
mundo

3" A Misida Ambiental:
promocdo da produgdo
bigléagics ¢ da polinizagha
Aatural dai abeIhas ALfavés da
parcerias Entre pequenos
apiculicres ¢ agricultares

sweat engloba 3

THE COMNCERPT

Besiweal prides itaelf in Baing an
artisamal and family-run business mdguirida a
that comercializes 100% natural, |
arganic and Partuguess haney
The managers believe in the
pawer af business a5 & metar
capable af ereating positive
impact in the community and in
the planet

THE INNOVATION

In aceardancs with the
Crandfather legacy, and inspired
by him, the founders aAna Pals and
Carla Paraire cionted & unigue
product which they titled
aromatic nectar, 1t is bBern fram
the combination af hamey with
aromatic herbs, capable of
channeling sach flavour o distinct
gastianomical suggestions
resulting in unigue tasting
experignced

The founders have as a maxim the
paiiion fra bess, for honey, and
for inmovation

A SUSTAINABLE BUSIMESS

Beesweel mission encompasses 3
moments

1.* Carporane Missien

2." Gocial Mission: promation of
the impartance of beed o the
world

3.* Enviranmental Mission:
pramation af bislagical
production and of matural
pollinstion of bees by means of
parthrerships betwoen small
beekeepers and farmers.

matarial

Makdria-prima

partugue
fripeitam &% melhoies sespect the mast

Raw materials
produteres scguired Tram lecal,
ocais, 100% 100% national

. que producers, that

praticas de susiainable practices

sustentabilidade

Embalagens feitas de Packaging made af

reciclado & recycled and
recicldveis. recyciable matarials

’y

PREMIOS | PRIZES

GREEMWILL .

FOR A& GREDN G100

N2

- Prémia de Prestigia da CorparateliveWine

2020/2021 - Retalhista do Ano do Setor do
Corparatelivewire Prestige Award
2030/2021 -Aetailer af the Year in Ehe Honay

Sector

- Eurapearm Business Award 201% Vencedara
Macional « Empresaria do Ano em Portugal |
Eurcpean Business Award 2019 National Winner -

Packaging af the Wa

j=

rld 201% - Embalagem de

bembant « minipacks recenhecidas pele design |
Packaging of the Warld 2015

Bonbons and

minipack package recognized for its design

Serralves 2014 - 3* Lug

s imddstrias Criativas UMICER & Fundaclo

ar na categoria de

Castranmemia, Turisme & Patrimbnioe | UNICER

Emtrapraneur af The Year

- Green Will 2016 - Certificado de
Sustentabilidade | Green Will 2016 -
Certification

Sustaimability

Chivas The Yenture 2005 « Top & | Chias The
Wenture I015 - Top &

= Packaging of the Warld 2015 - Embalagem Gota
reconhecida comao uma das mais banitas do
munda | Packaging of the Warld 3815 - Drog
package recognized has one of the most beautifu
in the world

ocms °
THE YENTURE PACKAGING = 51

Criative Industries and S5erralves Fundation 2014
ird place in the category Gastronomy. Turism and
Portuguess Heritage

- QAT Yauth Business 2004 - 1% Lugar | DAZ Youlh
Busimess 2014 - Ist Place

- Gtartup A% 15AAC CaimBra 2014 - 1" Lugar |
Startup Pirats ISAAC Coimbra 20014 « 1st Place

- Tagte 18 3004 Tap 10 Empretst Inavaderss am
Portugal | Taste it 2014 - Top 10 Innovative
Companies in Portugal

s
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DAS ABELHAS

M. 2 BEEPOLEN BIO 175gr

M. 3 BEEPURE BID A ¥-1)
Mel B hgice Certificado

Ingradientléd Mmal multileis [F BIG.-05%]
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BEE PRUPOLIS EM SPRAY - 33ml

BEE PROPOLIS [N SPRAY
Imgredientes: propolis; sguindces; poejo; mel de
sucalipte

= lig: 4 T

PRUPOLIS PURD - 20gr
"URE PROFPOLIS
Frapalii Bislagice Cartificads |
reified drga F F

Ingredientes: propolis [PT-BI0.05)

BEEFAVD - 375gr

Mel Bioldgico Certificado &m Favo de M
e Ak

el |

Ingredientes: mel multifiora [PT-BIG-05): cera de abelha

QUADED INTEIRD DE FAVO DE MEL - 35xl12em
WHOLE HONEYCOME BOARD
Mel Biglégice Certificade em Fave de Mel |

GELEIA REAL PURA - 25gr
PURE ROVAL JELLY

Ingredientes:geleia real pura
radi pure roya

Noia: pars garantir & qualidade do praduta, & Gel#ia
Real Purs £4 & enviada am dias dreis de 2" @ S*-dfaiia
[para evitar ficar em trdnsital
J ar t quality, Pure Bay

3 BE workdays from Mond to T rsda
prevent f ™t ] ira

CERA DE ABELHA BID - 250gr
BEEEZWAX BID

Cara de Abalha Bicldgica Caitificada

Ingredientes: cera de abelha [PT-BIO-05)
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M. 1 CITRUS

Héctar de Limia |

- 40gr

ingreadiontas: mel multifara (PT-BIQ-05); plantas
aromaticas red LE t 2l har F

M. 5 WINTER - 40gr
Méctar de Monta | Mint Ha

Ingrediantes: me multifars (PT-MS-05); plantas
arcmiricas Ml il & PT.-B

M. 10 SEASALT - 40gr

Méetar Salgada | Sa

Ingredientes: mel multifloral [PT-BID-08); alga fava do
mag & Nor da aal radis 3 L b v, mlgai

ik

W, 25 CHRISTMAS - 40gr
Hactar do Canela | ARAmen Hest
Ingredienter: mel multifiors (PT-BID-0%]; plantas

aramdticas | Ingiediants

N. 66 BEELOVE - 4Dgr

Hectar de Chocalate |

inmgroedientes: mel multifiera [BT-BIG-O5); cacau 11%

[manteiga de cacau) |

M. B2 FIRE A0gr
Néciar Picante | w Mot

Ingredientes: mel multifora (PT-BI10-05]; malagueta
vermelha | gir ent tif 1 v LF
B E
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o T

Emis,~ Pipin + Rl | oy + Kty ey | ety L« i Uiy . Corms - Bl biwsinka i - St - S Bal et - Db — i e |

o5

NUMEROLOGIA | NUMEROLOGY

a M. 1 CITRUS N. 25 CHRISTMAS
':iﬂ. Parlaiche @ Independdncia | MNostalgia & Cumplicidade |
Perfection and Independency Nastalgia and Complhicity

' N. 5 WINTER M. 66 BEELOVE

Fragcura @ Libarty | Amar Incandicienal |
Freshness and Liberey Unconditional Love

; M. 10 SEASALT M. BB FIRE

| Equilibric & Harmania |
i H

Abunddneis ¢ SUcesss |
i Harmony A Success

bundance and

% ob mb ih .
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N. 25 CHRISTMAS - 375gr

Méctar de Camala |

Ingredisnies

argamaticas |

N. 66 BEELOVE - 375gr

Héctar de Choacalate |

ingrediantas

mael multifara

{manteiga de cacaul

Ingredientes
wermelha |

mel multifigrs [PT-BI0-05); plantas

{PT-BIO0-05); cacau 1%

M. &8 FIRE 175gr

Mectar P

mal m
|

cante | F ¥

ultifigrs [PT-BIC-05); malagueta

H. 1 CITRUS - 375gr
Néctar d@ Limshe | i M

ingredientei: mal multilera (PT-BIG-058]; plantas
aromaticas | t Tl r

M. § WINTER - 375gr
Méerar de Menta | Mino M

ingredientes: mal multilera (PT-B10-05]; plancas
aromaticas | t multif g T

M. 10 SEASALT - 375gr
Méctar Salgade | MaEcta

ngredientes: mel multiforal (PT-BI0-06); alga fava do

far @ Ner d@ skl | Ingrad i

ERICAQ DE AUTOR- BRANCA | AUTHOR EDITIGN WHITE

ITSg0
H. 1 Cikrus
M. 25 Christmas
M- 66 Fire

3T5gr
M. 5 Winter
M. 10 Seasalt
M- A8 Beelove

Base de madeira branca | Whits
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W2 CHRIS Thas 4
Itt-l.-;rsgr' 7

98 Seasa, ;
BEge
ESweere

GOTA | DROP v

& PACHACNG OF Tl WOMLD

M., 25 CHRISTMAS - ;II‘Z-(,'IEr

Méctar de Canesls |

Imgredisntes: mel multifiors [PT-BID-0%]; plantas
afamaticas | L ¥ T

M. 10 SEASALT - 300gr

Néctar Salgads |

mgredientes: mel multiforal (PT-BI$:-05); alga fava do
mar & fler de sal |

W SLALE

L L)
REESWEET

a PACHATNG OF THE WORLD

M. &6 BEELOVE I00gr
Méetar de Chacelate k

Ingredientes: mel multifiora (PT-BIC05); cacau 11%
imarnte -{_].I d¢ cacsu] | t . g

BEEBLUE - 300gr
Méctar de Mirtila | i

ingredientes; mel de Aaragda de bagas (PT-BID-05)
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GOTA BEESWEET EM CERAMICA
COM COLHER |

ESWEET DROP WITH

SPOCGHN

Péga Aitass

mal, faiva b mda |

Autaia Autlh
Marta Barata: Studio, Shop and School

Ma formas de gots de mael, sslie pate
inteiramente feite & mio ¢ corcado cam
uma colher de mel embutida, para
perfaits daosagem

A capacidade de preservacsdo do barra
gEimitird gque & Mel perMmaneéca &#m

temperatura & ar

Fode armazenar cerca de 400gr

Atimas candigbes, protegends.-o 43 luz,
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BEE'S WRAF - TAMANHO GRANDE |
BEE'S WRAP BIG SIZE

33erm £ ISem

BEE'S WRAP - TAMAMNHO MEDIO |
BEE'S WRAP - MEDIUM SIZE

2%cm = ZTem

Tecido impermedvel, sustentdvel, Waterproof, sustainakble
biodegradavel ¢ ergénico para biodegradable and crganic textile
alimentas., caking fer Taed

Mirsho de susieniabilidade: certificado tiainability Mitsian

pale Clabal Organic Textile Sramdard. the Clabal Seganie T

wax, arganic

Ingredientes: cora de sbelha, algodic
ergdnica, resina do drvare & dlec

argdnico de |ojoba

rganic jojoba

SABONETE DE MEL E CERA DE ABELHA - 100gr
HONEY AMD BEESWAX SOAP

Em parceria com | Joint project with
amer Luse

Ingredientes: azeite; dgua; dleo de coco; olec de palma:
Glec de ricine: cera de abelha; ¢lec de améndons doces;
dlen de girassal; hidréxide de sadio; dles essencial de

il ylang-yiang | Ingredients: olive oil; water; coconut ol
palm ail; castor & L+ W K rel @ ds ail;

suniflower ail; sodium hydrodide, ylamg:y LEER LT

VELA AROMATICA DE MEL E CERA DE ABELHA

ARCOMATIC HONEY AND BEESWAX CAMDLE
1TxScm

Ingreadiaonted: cora dé abelha; parafing 56-58 refinada;
Gleo essencial aroma de mal | Ing Wi

reflined parsaffin S&-58;. honey ar

s axsential all
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MASCARA ARTESANAL BEESWEET |
BEESWEET ARTISAMAL MASK

Mascara Téxtil Social Reutilizavel [inclui

filtras) | Routak ia

MASCARA ARTESANAL
ABELHA BOMBUS |
BEOMBUS BEE ARTISANAL MASK

Mascaras Téxtil Sacial Redtilizavel [inclui

filtros) | Reusable Socid 1 Mank
acludes fiters
As mascaras Beesweet o inteiramente & RHTR A T E

feitas & mbsa - camtribuinds tante pars & 1 f . sk .
salvagio das abelhas como para a bBoe's salvation and 1a che T Y

sconamia circular ilar & VoY % E:L

AmDas 35 MASCATAS permitem a Both ma a \
-
tiE t fiilte (1] mte r

fubilituigho de filtres A 48y interier,

incluidas na sus squisicho icluded in the mask sacqguisition b"‘ “‘.
gt gl
Podem for lavadad @ rautilizdveis Cam be washed and reutilised as " {
conforme verificado através do relatdrio varifia 't Mg ITEVE to§ T h *

CITEVE n® T2/2020
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Bombons de chocolate negre Belga
rechesdos com 3 nécia
decaradok cam

Beesweet o

s

geod de aure
COMELLiviE

- H. 5 Winter (Menta]
M. 25 Chrisimas (Canela]
M.BE Fire [Picants)]

A Besbombom possul 3 bombons de
cadh dabord, Mo Mini-Beat
sabores slo & escolh

Bam, &4 2

@ 00 COmSUMEdar

CATIONS

E PACHALIRE G T e

BEEBOMBOM - 100gr
? Bombons | B

MIM] -BEEBOMBOM - 22gr
2 Bombons |

Ingredientes: chacolate
CHACAU; AQUECAFr, MAER

negro [(pasta

de

1#igh de cHEAU;

emulsienante [lecitina de soja; arama
natural de baunilhalj: néctar

sematizade; locos de aure

camestiveis
coragdo); pode conter vestiglos de
avas &y frufios secos | [ -] |

DEDICATOGRIA PERSONALIZADA
ESCRITA A MAOD |
NRITTEN

DEDICATION
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ENCOMENDE ATRAVES DE
ORDER THROUGH

/15 W BEES &
@:‘ l:@ WWWW BEESWEET PT
»
@1‘-- ¥ + 351 256 064 £30

#1@'& BEESWEET(RREESWEET PT
l&- +351 917 473 083

BEESWEET®

RUA DO CHAD DE ALEM N® 2 -
3720-053 LOUREIRD
OLIVEIRA DE AZEMELS, PORTUGAL

f © in ¥
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Website (Before vs After):

Homepage:

(nY,
N

ENYED CRATUITO PARA TODO O

LMD ENVIO GRATUNTO PARA TODOD O

BAINDO!

)Y AN Ry \

RECEBA GRATIS UMM EBDOK DE RECEITAS DE SMOOTHIES
A Linkia ks CANAL woREcs
et

BECERA GRATIS Und EBGOK O RECEITAS DE Sa00THIES

NOVALINHA PARACANAL HoRECA [ -

LU
BEESWEET"

p

Foct L it el L R [ — R e ————

s o o Tl

5 oo B 555 Moo T
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Mission and Values Page:

Do

o -

']

4

MESSAD SOCIAL BEESWELD

PORQUE QUE A
BEESWEET E UMA
EMPRESA SOCIAL?
MISSAD & VALORES
A o restha engioha 3 momennod
GOSTARIA DE il
RECEBER A e e
BEESWEET MA&, AL i S S Mg e
SUAESCOLA? -
O QUE PODE FAZER?
Flame!

Vabires B st

*;.J iﬁ-m: 2;'15;;-? l."-}

Vi esey . - ‘

;Vu‘ .‘113 e :'

v .%'1{4 ,ﬁi[&ﬂ;}'.‘ PORGUE E QUE A BEESWEET E UMA EMPRESA 5OCIAL?
s "|"_ -

GRPTAR O BECTROE & BNETRVTNT Pah LA ESCO0LA
TG

ComniriBus purs e1£3 Lo

Cioniribisa para exta causa!

F a3 O g BN fed para

WA P 5000 10 D03 S 307 & 180 D57
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O QUE FAZEMOS? *PEQUENOS GESTOS..

F‘-—’—,‘_— '"'ll - 'ﬂn.l-’:\:_’-? -m.-.r:mn”, .

i i s gt

gﬁ*ﬁ#é:%;'; ;;LT:“ff =
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= g e v

R
BEESWEET® More than

& p— . )

U P e R e

: e il

i i S gl |
L e v S W S - -

BEAD e B
515 Moo -
= P B
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Contact Us page (after):

%% R —— - s

COMTALCTE-NOS
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= B n v &
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Recognition and Awards page:
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Innovation Page (Before):

BEESWEE -%% L, W e, A R, GO, |....‘4 2 5,000,000
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e s bl nEe

Chier Sar nodso parceinaT

A PACKAGING OF THE WORLD
RECOMHECEU A IMAGEM E

DESIGN BEESWEET COMO R,
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BONITAS DO MUNDD!
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Innovation Page (After):
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A PACKAGING OF THE WORLD
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Personalization Page (Before & After):

6 = o L]
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By oty parsnmalon o peadiabiu Wetinwent. domplotimanti w gom el Imagine poder personalizar os produlos Beesweet,
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Articles Made:
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T problemas poderemas enfrentar nam mundo sem
abelhas?
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BEEESWEET
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