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1. EXECUTIVE SUMMARY

Nowadays, the concern with environmental problems and the evolution of technology
have been changing consumers’ daily habits. Ecofriendly products and digital

platforms are the dominant paradigms of this Pedagogical Case Study.

This new concept has been modifying the relationship between consumers and
organizations. For those reasons, it is important to study the consumer behavior and

satisfaction considering market competition and new entrances.

The company in study, The Bam and Boo, has as main objective to be a market leader
of selling sustainable toothbrushes in a convenient way. This product make part of
consumers routine and it should be replaced every three months. For that reason, the
subscription model implemented, helps consumers to not worry about changing their
toothbrush.

Through the reviews of The Bam and Boo Facebook’s page and some qualitative
analytical marketing tools, it was possible to analyze consumer satisfaction and

loyalty to the brand and its market competition.

The study resolution showed that The Bam and Boo might be threatened by growing
competition affecting consumers Loyalty. Dimensions such Logistic, Quality and
Customer Service were the most criticized by consumers. Although, most of them

expressed satisfaction regarding the service quality of the company.

Finally, The study suggests future actions to be taken by The Bam and Boo to solve
these gaps.

Key Words: Satisfaction, Online Reviews, Ecofriendly Products, Toothbrushes
JEL Classification System: M31 Marketing;

M20 Business Economics .



2.RESUMO

Nos dias de hoje, a preocupacdo ambiental e 0 avanco na tecnologia tem obrigado os
consumidores a fazer mudancas no seu dia-a-dia. Produtos sustentaveis e Plataformas

digitais sdo o paradigma dominante deste Caso de Estudo Pedagdgico.

Este novo conceito tem alterado a relagéo entre o consumidor e as organizagoes. Por
essas razdes € importante estudarmos o comportamento dos consumidores e a sua
satisfacdo tendo em consideracdo a entrada de novas marcas concorrentes no

mercado.

A empresa em estudo, The Bam and Boo tem como objetivo ser lider de mercado em
escovas de dentes sustentaveis usando subscricdo como modelo de negdcio. Este
produto faz parte da rotina dos consumidores e deve ser substituido de trés em trés
meses. Por essa razdo, o modelo de subscri¢cdo implementado pela empresa ajuda 0s

consumidores a deixarem de se preocupar em trocar as suas escovas de dentes.

Através dos Comentéarios na pagina do Facebook da empresa e de algumas
ferramentas de marketing foi possivel analisar a satisfacdo e a lealdade dos

consumidores a marca assim como 0S seus concorrentes.

A Resolucdo do Caso mostra que a empresa em estudo pode ser ameagada por novas
marcas concorrentes no mercado, afetando a lealdade dos seus consumidores. A
Logistica, a Qualidade e o Apoio ao Cliente, foram as caracteristicas com piores
comentarios analisados. Contudo, A maior parte dos consumidores estdo satisfeitos

com a qualidade dos servigos prestados pela empresa.

Por fim, Neste estudo estdo também presentes possiveis solucdes para resolver o0s

problemas descritos em cima.

Palavras-Chave: Satisfacdo, Comentarios online, Produtos sustentaveis, Escova de
Dentes
JEL Classification System: M31 Marketing;

M20 Business Economics.
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3. CASE STUDY BACKGROUND

The plastic era has been a problem for the environment. Nowadays the amount of plastic
produced per year is around 350 million tones. (Plastics Europe, 2018; Heidbreder,
Bablok et al., 2019). Of those amount, 250,000 tones ends up in the oceans, where most
of species died thinking they are eating food (Eriksen et al., 2014; Li et al., 2016;
Rochman et al., 2016; Seltenrich, 2015; Sigler, 2014; Heidbreder, et al., 2019).

The massive production of plastic made the planet and human’s health in dangerous. In
2016 the global waste was of 44.7 million tones and more than half is plastic. If the plastic
production will maintain like this it is expected in 2021, 52.2 million tones of waste
(Baldé et al., 2017; Sahajwalla and Gaikwad, 2018).

Nowadays, the change of plastic products for other sustainable products have been seen
as a tendency. Consumers are aware of the problems and they have to change their habits
and behaviors to help the planet. There are already some solutions, implemented by the
government to substitute plastic. Companies can use alternative resources to change their
production, distribution and way of selling for a more sustainable way (Haider et al.,
2018; Heidbreder et al., 2019).

Developed societies are more concerned and have more positive behaviors about the
environment due to the message and prohibitions that government apply. The
responsibility of taking care of the environment problems is not only for governments but
also for companies and consumers (Polonsky,1994; Prothero, 1990; Chuang and Chiu,
2017).

The concept of consumption is changing for people. The consume of sustainable products
has been growing and people look for substitute products. Specially for household
cleaning products and personal care products. For companies, It is a big market

opportunity the creation of ecological substitutes for this kind of products. (Young, 2018).

In this sense, This project pretends to study the relevance of green products for consumer

satisfaction. The market is changing and it is growing in some kinds of products. Some



plastic products, such cotton buds, toothbrushes and straws should already been
eliminated for the planet. They are products used in people’s daily life and ends up in a
landfill on the next day.

The case has three different stages. The analyze the online reviews of the fakebook’s page
of the company from 2017 to February 2019, Interpret what consumers appreciate more

in the company, and Interpret the bam and boo consumers satisfaction.

3.1.GREEN CONSUMERISM

The environmental problems are a subject that has been researched and talked for years.
And it has become a bigger problem year by year (Peattie, 2010; Von der Goltz and
Barnwal, 2018; Lin and Niu, 2017).

The number of consumers that change their traditional purchasing practices to green
practices has been increase. The green consumption, the practice of buying products that

do not hurt the environment, has been developed in many societies. (Perera et al., 2018).

In everyday life, people consume too much heartful products for the environment. So
consumers have a big responsibility in change by small steps. Although, it is difficult for
consumer to change if there are no ecological substitute products. (Holloway et al., 2007;
Watts et al., 2005; Cerri et al., 2018).

The concern about the environment come to a level that the government had to create
laws and restrictions for companies reduce the amount of non sustainable materials.
(Muldoon, 2004; Tseng and Bui, 2017, Lin et al., 2017).

With the implementation of green strategies, consumers become more dedicated to
environmental issues. And green consumption start to be a concept in consumer and
seller’s life. (Health Research Institute, 2010; Lin et al., 2017).

Consumers who are more concerned about environmental issues are consumers who
prefer buying green products than general products (Zahid et al., 2018; Lin and Niu
2017). The major problem of green products is the cost of production that is 20% higher
than other products and most of the population have not possibilities to buy them (Salmela
and Varho, 2006; Lin etal., 2017).



Over the years, consumers mindset changed suddenly. The idea of paying a lot for
ecological products, in a way of substitute traditional products, were not accepted by
consumers. The percentage of money that US people were willing to pay for ecological
products increase in 3 years by 15% (Coddington, 1990; Suchard and Polonsky, 1991;
Laroche et al., 2001).

In Uk, a study for female people showed that more than a half of them are willing to pay
more than 40% for an ecological product to substitute a traditional product. (Myburgh-
Louw and O'Shaughnessy 1994; Laroche et al,. 2001).

The price of ecological products is usually higher than traditional products. Consumer’s
behavior is changing in a positive way. Consumers are willing to pay more for green
consumers. But, sometimes their motive for buying green is not the right. They feel good
for buying green but they forget the real purpose of that action: helping environment
(Chen 2010; Juwaheer et al., 2012.; Kaufmann et al., 2012; Norazah 2013a; ; Laroche et
al,. 2001).

According to an inquiry, social motivation increases consumer desire of purchase green
products (White et al ., 2019).

Plastic material is used for most of the industries. Construction, medicine, Food, Clothes
and other products use plastic in their production. It is used on the manufacturing of a

large quantity of product (Geyer et al ., 2017).

From 1950, It beguns the massive production of plastic products (PlasticsEurope, 2017).
The amount of plastic produced in this year correspond to more than 8.3 billion tones.

(Unenvironment)

Most of those plastic products take millions of years to disappear. They can be very
benefits for consumers when they use it but when the utilization finish they have a
negative impact for the planet (Rochman et al ., 2013). They never disappear completely,
so more than half of those materials ended up in places such landfills, garbage dumps or

in the seas, rivers and forests (Unenvironment, 2018).
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The boom about plastic begun when the marine life and also indirectly our health started
do be affected. (Sul and Costa, 2014; G7, 2015). Most of the plastic products found in the

seas are called “microplastics” (Clark et al., 2016).

Cigarettes buds, drink bottles, bottle capis, food wrappers, grocery bags and straws are
the worst products finding in the seas. Those are composed by chemicals, such oil, natural
gas and carbon. All those chemicals are not renewable, not good for humans health and

for the environment (Unenvironment, 2018).

Half of those products end up in Asia seas, specially China, Indonesia, Philippines,
Thailand and Vietnam. Those countries receive all those garbage in the coast of their

beaches (Unenvironment, 2018).

The Ecosystem of Marine life are shared with more than 80% of plastic. (European
Comission, 2018).

The society has been more concerned about environmental issues and for that reason
green consumerism is an important issue in consideration. (Health Research Institute,
2010; Lin, et al., 2017).

Already in 2010, a survey of 800 consumers, almost 90% of consumers believe that
environmental distributions is a good competitive advantage for companies in the market.
But in that time only consumers with environmental behaviors gain some interest in green

products consumption. (Mei et a.l, 2012; Lin, et al., 2017).

Companies need to be involved with environmental social responsibility. On the
consumer eyes is important to see a brand connected with some eco-friendly activity to
reforce their sales and retain consumers (Porter and Linde, 1995; Corrigan 1996; Hu, and
Wall 2005; Chen et al ., 2006.; Kent 2007; Chen 2010; Russo et al., 2012; Suki, 2015).

A study of 2017 shows that 87% of consumers feel attracted for companies with an
environmental image and values and also, on the same study, 88% of consumers affirmed
that they will be more loyal to companies that support environmental activities. (Butler,
2018).

11



They should change their strategies to a more green approach in order to satisfy their
customers. Green consumers will feel linked to the brand because they share the same
values (Shrivastava and Hart 1994; Wong et al., 1996; Menon and Menon 1997; Millar,
etal., 2012; Suki, 2015).

The use of green marketing strategies helps companies achieve consumers desires and
gain consumer trust (Singh and Pandey 2012; Norazah 2013b; Maniatis 2015; Yang et
al., 2015; Suki, 2015).

The study above also evaluated consumer trust for companies with environmental
activities. 92% of the respondents believe that trust is a consequence of companies using

environmental practices (Butler, 2018).

12



3.2.THE BAM AND BOO

3.2.1. HISTORY

The Bam and Boo is a Portuguese brand and it has been operated since September of
2017. The brand belongs to the company LXMKU — Lisbon Marketing United. The
company already has three small brand: the Bam and Boo, Clementine and Green tailors,

all with the purpose of make a better world.

The company is owned by Fernando Ribeiro and Nuno Catarino. The idea of selling
sustainable products arise from the aggressive production of plastic in the world. Those
amount of plastic is harmful for the environment and in consequence it affects our nature,

humans and animal life.

The aim of the company is to transform small steps and changes to a better world. The
fast using products are the worst for the environment so they decided to substitute those

daily products from products without plastic and vegan materials, such as bamboo plant.
The brand name and logo, Bam and Boo, came from the word bamboo, the material to
used in the production of the toothbrushes. The bam represents a panda. Panda is the
symbol of nature and also is the animal that is more associated to bamboo plants. The boo

is a little 5 years girl that represents the human elements.

Figure 1 The Bam and Boo Logo

BAMI=sMBOO

Currently the company is selling for 40 different countries and the main product of the
company are sustainable toothbrushes. As the toothbrushes were a success, the company
decides to introduce more products such cotton buds, straws, dental floss, travel case and

other accessories for the toothbrushes.
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The products are produced in China because it is where the bamboo is planted in big
scales. The bamboo specie used in the company is called Moso. It is the fastest growing

plant, sustainable, organic, natural material and also antibacterial.

Nowadays, ecological and sustainable products are very trendy. So the company has got
already a lot of competitors selling the same kind of the products. But an important
difference from other companies is the convenience that The Bam and Boo offers to their
customers. The product can be purchased online using a subscription model. The
consumer can subscribe every one, two, three or four months each. After choosing and
purchasing on the website, customers receive an envelope paper with a personal note at

home.

The price of each toothbrush is 4,99€ without delivery costs. The other products can round
between 2,90€ until 8,90€.

3.2.2. MARKETING MIX

Product:

The main product of the company are the toothbrushes. The handle is made of bamboo
and the bristles contain nylon because it was the only option for vegan toothbrushes.
The design is curved and there is two sizes, for kids(small) and for adults(big). The
difference between the adult and the kid toothbrushes are the size of the handle, the
bristles maintain the same size.

For adult toothbrushes the bristles can be soft or medium and there is six different colors

to choose: Blue, Green, Black, Yellow, Natural and Pink.

Price:

The price of the toothbrushes are 4,99€ per unit, independent of the size, color and type

of bristle. There are no additional costs for delivery for any part of the world.
There are some discounts, throughout the year, only valid on the first subscription.

Family discounts that can go since 30% until 50%. Also there are family packs for
couples(27,58€) or a couples with children(37,56€).

14



Place:

The product is sell online, on the website of the company: www.thebamandboo.com.
There are other platforms such facebook and Instagram that command people to the

website to buy the products.

The company sells also for B2B. So there are physical places that sell The Bam and Boo
products. In Portugal, it is possible to buy in Wells, Go Natural, Maria granel, some

pharmacies and in some stores that already sell ecological products.

Promotion:

The company promotion is divided by advertising, Public relations and Sponsorships and

sales promotion.

The communication of The Bam and Boo is mostly invested in social media platforms
such Instagram and Facebook. Those media are important to increase brand awareness
and gain new customers. They used paid publicity, consumers review and also they repost
what The Bam and Boo consumers share on their platforms. They also invest in google
ads and CRM.

Recently, they increase the use of micro influences to share and advertise their products.
Also the presence in some festivals such Nos primavera sound to promote and sell there

products are a type of promotion to increase sales and create brand awareness.
The company give some promotions to their clients. For example, to retain consumers,

once a year they offer a pack to consumers that made the eleven order. To new consumers

they offer free products or discounts in the first toothbrush subscription.

15
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3.2.3. MARKET:

The Bam and Boo is growing all over the years. It is a recent company so it has been

improving all their strategies according to the market and customer’s needs.

The company industry is divided in three different markets: Oral care, considering all the
products related to oral hygiene; Toothbrushes, that includes all the toothbrushes in the
market(electric, bamboo or plastic), and Bamboo, all the products made with bamboo

materials.

The current business model of The Bam and Boo is the subscription model online. The
idea is to give to consumers the convenience they deserve, receiving their toothbrush each

month at home.

Consumers of The Bam and Boo are specially consumers with environmental and animal

concerns. The range of products is for personal hygiene so it covers everyone.

The consume of sustainable products is a trend. Sustainable products gain a competitive
advantage against the traditional products with same functionality. The increase of news
and worries about the problems of the environment made those products the first choice
of consumers. So, to gain some importance in the market is important to be sure if that
products are really sustainable and good for the environment. Consumers need to know
where the product comes from and which materials are used in the process. Also, others

opinions and recommendations help in the process of buying those products.

3.2.4. WEBSITE, INSTAGRAM AND FACEBOOK

The webpage, Facebook and Instagram of the brand are the main tool to reach new

consumers and maintain the existent.

As it was described above, the company only sell online and uses a subscription model.

Consumers can buy the products on the website of the company.

16



Through to Facebook and Instagram of the company, consumers can easily buy and know

more about The Bam and Boo products.

The website of The Bam and Boo was created in 2017. It can be seen by people from
whole world. On the site, consumers can see the range of products, the story of the
company, information about the products before, during and after usage and also to check
and write recommendations. The reviews on the website are the reviews from the

fakebook’s page.
Figure 2 Website of the company

q%usscauae.
 BRUSH.
G

Source: https://thebamandboo.com/

On The Bam and Boo Facebook, people can see other’s opinions about the quality, the
service and other features of the products.

Figure 3 Facebook page of the company
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On Instagram, the company share consumer’s posts, publish some information and

suggestions about environmental issues and also show new products of the company.

Figure 4 Instagram page of the company

‘! BoiresT™

Source: :

3.2.5. COMPETITORS

The market of sustainable toothbrushes is very small, especially in Portugal. It is a market

that has been developed due to the high concern of environment.

In this market the competition is small for now but it is in constant growing. There are
two different types of competition for this product: direct and indirect competitors.

The direct competition are the brands that are on the same position of the bam and boo,
to sell sustainable toothbrushes using a subscription model. Although the competitors of
the bam and boo are all the companies that sell toothbrushes for the same market.

18
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Table 1 Positioning of Competitors

Bamboo Toothbrushes | Normal Toothbrushes
- The pearly white club - Quip
The bamboo brush - Boka
Subscription Model . - Brushbox
society - Morgans
- Blue Rock 8
- Goby
- Humble brush
- Baboo -Oral-B
No Subscription Model | - Georganics - Colgate
- Mabboo - Sensodine
- WOWE

Source: Own Elaboration

Worldwide the top competitors of the bam and boo are The bamboo brush society, The
Pearly White club and Blue Rock. These companies have the aim to sell sustainable
toothbrushes. They sell online and use a subscription model. Although, Blue Rock and

the bamboo brush society also sell their products for retailers.

Babu can also be considered as a competitor of The Bam and Boo. Their business model
is not based on subscription but the company is Portuguese. The main product of the

brand is bamboo toothbrushes but they use retailers to sell their products to the final

consumer.
Table 2 Top Competitors
Subscription . Number . .
Brands Country Model Sizes of Colors Bristles Other products Price p/toothbrush
Average, Extra-soft, Soft,
Babu Portugal No small 3 Medium and 3,99
and kids Firm No
The bamboo Cotton buds, Tongue

Netherlands Both Adult and kid 1 Soft/Medium |cleaner, 4,49 + shipping

brush society Surf wax, Cutlery set

The Pearly . . 3,32+
White Club UK Yes Adult and kid 4 Soft and Medium No shipping out of uk
Blue Rock UK Both Adult and kid 7 Soft/Medium 432+

No shipping out of uk

Source: Own Elaboration

The indirect competitors of the bam and boo are the companies that sell plastic
toothbrushes. Companies such Colgate and Oral B are huge brands in the oral care market.

For now, these brands are not competing in the same position of The Bam and Boo, but

19



in the future, with the environmentally changes in the market, they will be a concern for

the sustainable brands.

Boka and Quip are also two brands that can compete with The Bam and Boo. Those sell
electric toothbrushes made with plastic. Their product is more ecological than the
traditional plastic toothbrushes because it is only necessary to remove one part of the
toothbrush. Although, these brands use a subscription model like The Bam and Boo.

Electric toothbrushes are difficult rivals, because consumers buy them by dentist

recommendations.

The Bam and Boo was one of the first companies of sustainable toothbrushes entering in
the market. Their price is very similar to others but it has no additional shipping costs and

It is possible to order the products from every places.

In this industry is very difficult to be differentiate by the product itself. The prices round
the same numbers and the design are almost the same. The quality can change but it is

not visible when choosing the products.

Figure 5 SWOT Analysis

(S[rcng_:ths \ (\\ eaknesses \
+ Ecological products *  Similar products and
* Selling worldwild prices
via online
+  Subscription Model *  Productnot 100%
*  Efficient Customer sustainable
Service
+ Familiar and Ethical + Delivery time
brand
\ No shipping costs j \ )
(Oppurtunilics Threats
+ Retail position * New entrances —
market Growing market
+ Increase range of
products *  Price competition
+ Internationalization
for markets out of
Europe
\_ VAN Y,

Source: Own Elaboration
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The main competitive advantages are the services provided and the communication the
company offer. The Bam and Boo image shows the relationship between the human life
with nature. A brand with ethical and familiar background. For example, in China, they
have the concern of not using fabrics that exploits people. Also, the materials used do not

prejudice the nature, human and animal life.

So the most important, in this sustainable industry are the real values and beliefs that the

company practice and support.

3.2.6. CONSUMERS

A study of Global web index showed that consumers search mostly for sustainable
household cleaning care and personal care products. The personal care products include
The Bam and Boo products so it is a good to know that it is an industry that consumers

are looking for.

Table 3 Percentage of consumers who search for sustainable products in these categories

% of eco-friendly consumers who search for sustainable products in these categories

Categories % cosumers
Household cleaning products 73%
Personal care products 73%
Food 61%
Electronic Devices 49%
Clothes/shoes/bags 48%
Cars 48%
Tea/coffe/other hot drinks 46%
Childcare products 35%
Furniture 30%
Travel 29%
Alcoholic drinks 21%

source: globalwebindex 13-15 September 2018 -
https://blog.globalwebindex.com/chart-of-the-week/green-
consumerism/
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Also the same study shows that consumers with ages between 22-35 are the consumers
who are willing to pay more for green products. For that reason it is possible to consider

that the target of the bam and boo toothbrushes are mostly people with those ages.

Table 4 Percentage of consumers who are willing to pay more for sustainable products

% of consumers who are willing to pay more for sustainable products

Age % of consumers
16-21 58%
22-35 61%
36-54 55%
55-64 46%

Source: GlobalWeblndex Q2 2018 -
https://blog.globalwebindex.com/chart-of-the-
week/green-consumerism/

The Bam and Boo consumers are people who have concern about environmental
problems and also people that are anti use of animal materials(vegan). The company
target is more women, from generation Y, with children. Generation Y is the generation
that growth with the increase of technology and the importance of the environment.

Although the products of The Bam and Boo can be use for all the ages and gender.

Currently, on the bam and boo, there are 23567 consumers, whereby 15431 are active

consumers.

While the company is Portuguese, Portugal is not the country with most percentage of
subscriptions. United Kingdom has the major clients. UK customers of The Bam and Boo

are 21% of the total of active consumers and Portugal represents only 10%.

The other countries with higher percentage are Ireland and Italy,(8%), and Spain and
France (7%).
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Figure 6 Active consumers by Geographical Area

Customer’s Subscription
by Geographical Area

1%

BEurope M Out of Europe

Source: Own Elaboration

The company sell their products for all of the world, although the company communicates
only for European countries. As there are no shipping costs, it is not profitable for the
company to send too much orders for those countries. There are only few countries out

of Europe that order The Bam and Boo products.
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Figure 7 Active consumers (European Countries)

Active Customers
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3.3. QUESTIONS

1. Developed the 5 forces framework for the oral care industry

2. ldentify and create a perceptual map of the marketing position of the bam and boo

and its competitors.

3. Which strategies the bam and boo should use to retain and attract the Portuguese

consumers?
4. Study the satisfaction of the bam and boo consumers
5. ldentify the main dimensions of the perceived service quality shared online

6. In your opinion, how should the bam and boo react to negative reviews?
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4. PEDAGOGICAL NOTE

4.1.CASE STUDY TARGET

The objective of the presented pedagogical case study is to develop new skills to face
market challenges, evolution of consumers behavior and requirements to fulfill consumer
satisfaction. All this combined with analytical tools and advanced digital solutions.

It is targeted to undergraduate and master students in the areas of Business administration,
Marketing Management and Social Responsibility. It is also convenient for new business
development areas and startups focused in consumer-oriented goals. Also the marketing
departments can profit with new solutions to understand the importance of consumers

opinions and recommendations.

4.2. PEDAGOGICAL OBJECTIVES

The main focus of this master thesis is to understand and study the consumer behavior
and satisfaction of the Bam and Boo based on their reviews. Also, It is important to
consider assumptions such as competition and new entrances to increase their customers
portfolio.

e Develop skills about new Marketing strategies;

e Formulate and implement strategies to consumers acquisition and retention;

e Interpret the concepts in the analysis;

e Understand the impact of consumers reviews to a company;

e Determine how to use the analytical frameworks of marketing;

Create competences to solve problems.
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4.3.LITERATURE REVIEW

4.3.1.GREEN PRODUCTS

Concept

Green products are the environmentally friendly products. A green product start their
operation in green production process until their green communication (Johnstone and
Tan, 2015; Wei et al., 2018).

Nowadays, “green” is a trendy concept mostly because of the conscious that people start
to have and the problems that environment is crossing (Tseng and Hung, 2013; Sdrolia,
and Zarotiadis, 2019). Although green product definition is not well defined due to the
bad utilization of this concept.

In other words, green product should be all the products that use green resources since
the beginning until the end of the process (Hartmann and Apaolaza-lbanez , 2006; Durif,
et al, 2010; Ritter, Borchardt, Vaccaro, Pereira, and Almeida, 2015, Sdrolia, and
Zarotiadis, 2019).

Green products factors

There are many benefits influencing consumer’s product choices. The quality of the
product, packaging, design, features, warranties, social values and marketing
communication (Johnson and Ettlie 2001; Abdul- Muhmin 2002; Sweeney and Soutar
2001; Seri¢ and Gil-Saura, 2012; Suki, 2017).
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Figure 8 Three levels of The bam and Boo Products
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4.3.2.GREEN CONSUMPTION

Concept

Green consumption is a responsible consumption. It is the purchase and use of
sustainable products - products that have in consideration the future generation and the
function of ecosystem (Fisk, 1973; Gupta and Agrawal, 2018).

According to several authors (e.g., Roberts, 1995 ; Sudbury-Riley and Kohlbacher, 2016;
Balderjahn et al., 2013 ; Kim et al., 2012; Gleim et al., 2013 ; Tilikidou et al., 2002;
Gupta and Agrawal, 2018) there are five types of responsible consumption: The social
responsibility, the ethical responsibility, the sustainable responsibility, the green

responsibility and the environmental responsibility.

Social Responsibility incorporate the consumer’s behavior about environmental isssues
with the propose to be an influence on the eyes of the society. (Webster, (1975); Mohr,
Webb, and Harris (2001); Yan and She (2011); Grupta and Agrawal(2018).
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Ethical Responsibility are the human, religious and traditional principles that conduct
consumers to a environmental behavior (Muncy and Vitell, 1992; Grupta and Agrawal,
2018).

Environmental responsibility includes the actions and behaviors with the intention to buy
use or experience products/services that are favorable to the environment (Stern, 2000;
Gupta and Agrawal, 2018).

Sustainable responsibility is the use of products or services that use natural resources in
their process with the objective of protect the environment and future generations (Gupta
and Agrawal, 2018).

Green responsibility encompasses any behavior or intention to buy taking in
consideration the concern of the environment (Haws et al., 2014; Gupta and Agrawal,
2018). Using all three concepts above, environmental responsible consumption or green
consumption is the purchase, acquisition and usage of products that reduces the negative
impact on the environment. In other words, it is a consequence of an environmental

consciousness attitude of consumers. (Larson et al., 2015; Gupta and Agrawal, 2018).

This definition is a simple way to describe green consumption. But the real fact is that
green consumption is very difficult to practice. Moreover, in a realistic way most of the
products are not completely green because of the use of energy, raw materials and other
non-sustainable factors used in the production process (Ottman, 1993; Nair and Menon
2008 ; Nair and Little, 2016).

Determinants of Green consumption

The plastic production is one of the biggest problems in the world. For example, China is
trying to remove all the plastic materials from their final products and also they block the
entrance for plastic products that came from European countries (Schilly, 2018; Uken,
2018; Klein, et al., 2019).

The use of plastic causes a lot of problems, especially for the marine life (Eriksenetal,

2014; Klein et al., 2019). Also, for our health, plastic is a problem because it prejudice
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the atmosphere and it affects the global warming. (Spierling et al., 2018; Miilhaupt, 2013;
Klein et al, 2019).

Consumers use plastic in most of all the products they buy. A main solution is the
replacement of plastic products for green products (BUND, 2018; Pollmer, 2017;
Greenpeace, 2018; Klein et al, 2019).

The market of sustainable brands have been increased globally during the last years. This
growth is due to the social and political pressure and in consequence, companies had to

start to introduce new environmental strategies (Braimah, 2015; Nair and Little, 2016).

Consumers have nowadays much more concern about the environment and that
influences the consumption of green products and the use of green practices (Bamberg,
2003; Fransson and Garling, 1999; Pagiaslis and Krontalis, 2014).

The increase of sustainable brands is a result of the increase on a demand for sustainable
products. Consumer start to search and introduce those products in their daily lifes (Oana,
2014; Kong et al., 2014; Nair and Little, 2016)

The notion of green consumption and the act depends on different contexts. At the society
level the sustainability is different between developed and developing societies (Prakash
2002 ; Nair and Little, 2016).

There are a lot of factors that influence consumer purchase intention through green
products such as Social norms, Environment knowledge, Environment consciousness
and concern and Environmental attitudes and behavior (Diamantopoulos et al., 2003;
Laroche et al., 2001; Chan, 2001; Ramayah et al., 2010; Shao and Unal, 2019).

Social Norms
A factor that influences green consumption is obviously social norms. When there are
rules implemented by the society concerned about the problems of the environment

consumers attitude and behavior will change positively for green products consumption
(Wansink et al., 2017; Lin and Niu, 2017).
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According to some authors, there is a relationship between social norms and attitude that
leads to purchasing intention (Chang, 1998; Shimp and Kavas, 1984; Vallerand et al.,
1992; Tarkiainen and Sundqvist, 2005; Sreen, et al., 2018).

On the other hand, if consumer has a good attitude about the environment and the society
also agreed with this attitude but the consumer has limited resources it may not convert

in green consumer (Sreen et al ., 2018).

Environmental knowledge

In a general way, Knowledge is what individuals know and understand about a concept
(Haryanto, 2014; Hepting et al ., 2008; Laroche and Bergeron, 2001; Lin and Niu, 2017).

Environment knowledge are the perceptions and insights that people have about the
problems of the environment. It plays an important role to environmental attitude and
behavior (Kollmuss and Agyeman, 2002; Lin and Niu, 2017).

Some authors showed that a deep knowledge about environmental problems permit a
positive behavior towards the environment. Also an increased in environmental
knowledge has a positive correlation with environmental attitude and behavior
(Haryanto, 2014; Hsu and Roth, 1998; Lin and Niu, 2017).

There are two different types of environment knowledge: the objective knowledge that
happens when people are conscious about the problems of the environment in an abstract
way and subjective knowledge happens when people act to solve those problems
(Mostafa, 2007; Pagiaslis and Krontalis, 2014).

According to Mostafa (2007) the environmental knowledge is positively correlated with
green purchasing behavior. On the other hand, some authors prefer to say that subjective
knowledge has a positively correlation with green purchasing behavior (Tanner et al.,
2004; Tanner and Kast, 2003; Schan and Holzer, 1990; Tilikidou and Delistavrou, 2006,
Pagiaslis and Krontalis, 2014).

The consumer knowledge about the environment can also be a barrier to purchasing

behavior. If there is no knowledge about the problems of the environment people has no
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intention to buy green products (Schultz, 2002; Simmons and Widmar, 1990; Pagiaslis,
and Krontalis, 2014).

. Te . Y

Environmental consciousness is a set of believes, values and attitudes, on an individual
with the objective of preserving the environment (Abd'Razack et al., 2017; Lin and Niu,
2017).

When an individual born in a specific society instantly follow those values and beliefs
but only if the self of that individual wants to follow that society. This happens when the
culture and the self agreed with each other (Markus and Kitayama, 2010; Komatsu et al.,
2019).

Environmental consciousness and environmental knowledge are a good advantage to
change to an environmental attitude and in consequence influence green consumption and
consumer behavior. Those who shows conscious about the environment also have

characteristics of loyalty and commitment (Law et al., 2017; Lin and Niu, 2017).

Consumers that are conscious about environmental problems are willing to pay a higher

price for green products (Bang et al., 2000; Lin and Niu, 2017).

Envi | Attitud

Attitude is a psychological path that determines the thinking and feelings of an individual

towards a specific thing (Eagly and Chaiken, 2007; Sreen et al., 2018).

Regarding the environment, people can have different attitudes. The attitude of
Acceptation (protection and promotion of environmental problems) or indifference
(conscious about the problems but maintain the same attitude of irrelevance) (Law et al.,
2017; Lin and Niu, 2017).

When environmental attitude is accepted by the individual the consequence should be to
act in protection of the environment - environmental behavior (Milfont and Duckitt,
2010; Lin and Niu, 2017).
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An individual with a positive attitude toward a specific behavior is more probably that he
will perform that behavior (Ajzen, 1991; Sreen et al., 2018). But sometimes a positive
attitude towards the environment can be replaced by individual’s attitude. Some products
are not good for the environmental, but for consumers, the convenience and smaller price
are characteristics that overlap those attitudes (Fan et al., 2012; Jia et al., 2017; Lin and
Niu, 2017).

In conclusion, an individual with a positive attitude and behavior toward the environment
indicates a higher intention to purchase green products than individuals with a negative
attitude (Gadenne et al., 2011; Lin and Niu, 2017).

Green consumer Behaviors

The environmental problems have been changed consumer’s behavior. Nowadays
consumers prefer to use and buy green products than products that prejudice the
environment (Akehurst et al., 2012).

Environmental knowledge is a variable that have a significant influence on environmental
consumer behavior. Consumers with knowledge about the problems of the environment
are more capable of buying environmental products than consumers without knowledge

about the environmental issues (Laroche et al., 2009; Mostafa, 2009).

Usually green consumers pretend to buy products that not injure the environment. The
tendency of consumer’s behavior is to protect the environment (Elkington, 1994). For
that reasons, consumers are more willing to pay a higher price for green products than

traditional products to satisfy their needs (Fraj and Martinez, 2007; Paul and Rana, 2012).

Some authors, believe that attitude, self-efficacy and social pressure influence consumers
behavior (Kaiser and Gutscher, 2003; Maichum et al., 2016; Wu and Chen, 2014). The
intention to buy green products, the capacity of practice a green consumption and the
influence of the society on the decision to buy green products affect consumer”s behavior.
In other words, consumers green attitude, capacity and social norms positively influence

consumer’s behavior about environmental issues.
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To conclude, the definition of green consumer is expressed by their behavior. Green
consumers have positive behavior about environmental issues and use products that not

injure the environment (Samarasinghe, 2012).

Market Segmentation in the green market

The concern about the environment has been growing all over the years. Consumers are
more worried about the environmental problems and for that reason their behavior has

changed to green practices (Brochado et al., 2017).

There are a lot of variables that influence green consumer segmentation: Demographic
characteristics, such as age, gender, education and income; and Psychographics
characteristics, such as knowledge, environmental consciousness and concerns,

environmental behaviors and attitudes (Brochado et al., 2017).

hi bles:

Ecologists believe that there is a specific profile of people that usually purchase green
products. An older, richer female, with a liberal political thinking and owner-occupier
(Gilg etal., 2005 ; Panzone et al., 2016).

Age

The conclusions about the age of green consumers are very different. Some authors
believe that older people is more sensitive to green practices (Roberts, 1996; Straughan
and Roberts, 1999; Ake- hurst et al., 2012). On the other hand, Straughan and Roberts
(1999) ; Akehurst et al., (2012) concluded that the new generation have a more

sustainable attitude.

The variable of age depends of the period that the environment is more problematic. In
other words, people who born, in a period where the environment is a bigger problem,

are more concerned and sensitive to green activities (Straughan and Roberts, 1999).
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Gender

According to Xiao and McCright (2013); Muralidharan and Sheehan (2018) women have
more pro-environmental behaviors and care more about environmental problems than

men.

Some authors believe that women will probably accept, purchase and use green products
than men. Women practice more in an environmental behavior, such as recycling and use
of natural products or products less pollutants. Also women have more concerns about
the environmental risks to health. For those reasons, women are more willing to pay a
price premium for sustainable goods and services than men (Hunter et al., 2004; Blocker
and Eckberg, 1997; Caiazza and Barret, 2003; Daniels et al., 2012; Muralidharan and
Sheehan, 2018).

However, it is not correct to generalized a green consumer profile only based on some

small survey samples (Peattie, 2001; Panzone et al., 2016).

The main results about the influence of gender is that women are more sensitive to green
practices than men (Roberts, 1996; Mainieri et al., 1997; Laroche et al., 2001).

Women believe that their positive impact on environment will influence others decisions

and practices (Straughan and Roberts, 1999).
Income

The environmental products and practices are more expensive than the usual products. So
consumers with higher income have more possibilities to practice green (Straughan and
Roberts, 1999 ; Khare, 2014).

Education:

The variable Education has different possible conclusions. Roberts (1996) concluded that
higher education influences positively the consumer practice green. But Straughan and

Roberts (1999) believe that there is no correlation between education and green practices.
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| hi iables:
Environmental Knowledge

The environmental knowledge has a positive impact on environmental practices.
Consumers with a capacity of recognize all the images, concepts and behaviors related
to the environment are more sensitive about green uses (Laroche et al., 2001; Chan,
1999).

Environmental Consciousness

Higher the level of consciousness about the environment, higher the green consumption.
Consumers who are aware of the problems of the environment tend to change their
behavior and attitude to benefit the environment (Straughan and Roberts, 1999; Kim and
Choi, 2005; Bamberg, 2003).

4.3.3.CONSUMER SATISFACTION

Concept

Consumer Satisfaction is an attitude of good pleasure after purchasing a product or
service. Usually satisfaction happens when consumer use or experience a product or
service and it exceeds or maintain consumer’s expectations (Oliver, 1997; Oliver, 1999;
Fornell, 1992; Gallarza et al., 2011 ; Boonlertvanich, 2019).

Satisfaction definition can be distinguishing from an outcome or process (Swenson and
Wells, 1997; Yazdanifard and Mercy, 2011). As an outcome is the feeling after
experience a product and As a process is an action that contributes to Satisfaction
(Churchill et al., 1982; Yazdanifard and Mercy, 2011).

There are many factors that influence consumer satisfaction on when purchasing. The
product (quality, price), the experience of purchase, the service quality, the store or
institution values, believes and environment, and the excitement before purchase (Yi and
Youjae, 1990 ; Yazdanifard and Mercy, 2011).
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When a consumer feel satisfied with a product/service will probably repeat that purchase
and that creates a long-term satisfaction (Consumer loyalty) (Kotler and Keller, 2013;
Boonlertvanich, 2019). There is a positive correlation between satisfaction trust and

loyalty.

Consumer Trust

Trust is an antecedent of consumer satisfaction. It happens when consumers are confident
with the service provided and other actions that contribute to consumer satisfation
(Sirdeshmukh, 2000; Hung et al., 2019).

The concept of trust is the base of relationships between consumer and institutions (Blau,
1964; Boonlertvanich, 2019).

For a consumer gain some confidence in the business partner is important: to believe that
they are working with a professional competent and also the principles and believes that
the company promised are real (Mayer et al.,1995; Hung et al., 2019). It is easy for a

consumer to trust more on seller, on a physical store than in e-commerce.

The physical and direct contact with the seller is more strong to gain confidence than
behind media (Badrinarayanan et al., 2012; Moody et al., 2014; Hung et al., 2019).

A good interaction with seller and consumer, increases the intention of trust. In
consequence that trust increases the intention to purchase seller’s products. And that
excitement and expectation of buying the products lead to consumer satisfaction (Cyr et
al., 2007; Shin, 2013; Hung et al., 2019).

Consumer satisfaction in the green market

After study the concept and determinants for both consumer satisfaction and green

products, it is important to know if there is and what is the relationship between them.
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The consumer environmental satisfaction describes the expectation perceived by
consumers after purchase use or experience a green product (Anton, 1996; Lemon et al.,
2002; Suki, 2015).

The involvement between consumers and environmental concern is a relationship that has
been increased all over the years (Cronin et al., 2000; Traylor, 1981; Yazdanifard and
Mercy, 2011). The use and purchase of green products and services have a significant
impact on consumer satisfaction. Consumer want to be associated with those eco-friendly
products and companies (Kinnear et al., 1974; Cope and Winward, 1991; Hopfenbeck,
1993; Swenson and Wells, 1997; Yazdanifard, et al., 2011).

4.3.4. SERVICE QUALITY

Concept

The service quality is the performance that consumer received before during and after
purchase (Santos, 2003; Hung et al., 2019).

Many authors studied the importance and relationship of service quality and consumer
trust. They showed there is a positive relationship between service quality and trust
(Elbeltagi and Agag, 2016; Sahadev and Purani, 2008; Ribbink et al., 2004;
Paparoidamis, 2007; Hung et al., 2019).

As presented before trust is the base of the relationship between consumer and the seller.
So if the consumer received a good service probably will be satisfied and he will be loyal

to that brand or institution.

Although, there are other characteristics that help on consumer satisfaction. The product
quality and the price are factors that influence consumer’s satisfaction and repeated
purchase. But according to Babakus et al., (2004); Hung et al.,(2019) Service quality
has a direct influence on consumer satisfaction rather than product quality and price.
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In resume, service quality has a positive influence in consumer’s behavior and in
consumer’s satisfaction (Zeithml et al., 1996; Cronin and Taylor, 1992; Brochado and
Rita, 2018).

4.3.5.0NLINE REVIEWS AND SERVICE QUALITY STUDIES

When consumers are satisfied for experienced a product or service they react with
different behaviors. One of those reactions is the use of word of mouth. (Gee et al., 2008;
Jung and Seock, 2017).

Some authors found that consumer satisfaction has a positive relationship with worth of
mouth (Blodgett et al.,1997; Collier and Bienstock, 2006; Weun, 2004; Jung et al., 2017).

Word of mouth is a type of communication used by consumers to express their opinions
and recommendations about products and services. (Hennig-Thurau and Walsh, 2004;
Jung, et al., 2017).

Consumers express their opinions and recommendations according to their satisfaction,
after purchasing or experience a product/service. When the satisfaction is positive,
probably they will show a positive behavior. On the other hand, a negative consumer

behavior is a result of a non-satisfied consumer (Kau and Loh, 2006; Jung et al., 2017).

Word of mouth can be seen in two different ways: Traditional WOM or electronic WOM.
The traditional WOM is shared in a face-to-face conversation and e-WOM is shared

online by unknown people.

The e-WOM covers a higher number of visualizations than the traditional one (Cheung
and Thadani, 2012; Huete-Alcocer, 2017). This method is both convenient for consumer,
who can visualize others opinions and for companies, whose can analyze their consumer’s

satisfaction.

To analyze consumer satisfaction through online reviews(e-WOM) is important to
understand the quality of the reviews, reviewer’s profile and the product/service industry.
(Chakraborty and Bhat, 2018; Kawaf and Istanbulluoglu, 2019).
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Reviews should be written in an assertive and clear way to the interpretation be the same
for who wrote and who is reading the reviews. Sometimes, what is written on a review

influence future consumer behaviors

The objective of the reviews for consumers is to obtain helpful information about a

product/service they are looking for (Cao et al., 2011; Kawaf et al., 2019).

Reviewer’s profile is also important to see the credibility of reviews. As online reviews
are usually done by anonymous people, consumers can gain trust on reviewers that have
a good background. For example: If a reviewer has a long list of followers, use simple
comments or even shows some know-how about the issue it will influence more the
behavior of consumers who are read those reviews (Cheng and Ho, 2015; Zhang et al.,
2013; Kawaf, et al., 2019).

Furthermore, the industry and products category influence the type of reviews. For
example, hospitality is the industry that consumer search and comment more (Godes
and Mayzlin, 2004; Bigné et al., 2016; Fong et al., 2017; Tan et al., 2018; Kawaf et al.,
2019). In Table 1 is possible to observe that the major studies about consumer satisfaction

and online reviews in 2019 are about hospitality industry.
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Table 5 Online Studies about Consumer Satisfaction and Online Reviews
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4.4, METHODOLOGY

The empirical Research is important to specify all the methods used to the resolution of

this Pedagogical Case Study.

It was used a Qualitative and Quantitative methods to the conclusion of this project.

The Qualitative method was the most important to the concretization of this project. For
the first part of the case, it was important to describe all the internal data of the company.
Through the website of the company, company reports and a small interview to the main
responsible of The Bam and Boo it was possible to have the data in analysis. This data
was useful to develop all the marketing tool analysis, the history and competition of the

company.

Interview

= What was the inspiration focus of the bam and boo?
We want to create not only an innovative brand but also an eco-friendly one. The
Toothbrush was the obviously for us because it is something we use in our everyday life.
Due to this diary recurrence it was the perfect bit. Also, dentists recommend to substitute
toothbrushes every three months and the majority of the traditional toothbrushes are made
of plastic. For that reason The Bam and Boo want to bring more sustainability and

Convenience for those small objects.

= When The Bam and Boo toothbrushes were introduced in the market?
The bam and boo initiated their journey in the market in September of 2017. The founders
of the company are Fernando Ribeiro and Nuno Catarino. Currently we are presented in

more than 40 countries.

=  Where the toothbrushes came from?
The bamboo used in our products is called Moso and it is originated from Asia. It is one
of the most common species of plants and it has a high growth rate. The production

process is all made in China. The producers use handmade in the process.
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= What are the competitive advantages of the Bam and Boo?
The main competitive advantage is the subscription model. The Toothbrushes should be
substitute every three months and the Bam and Boo offers a convenience model for

consumers not be concern about changing their toothbrushes.

The quantitative method was used to collect the information about all the consumers of

the company and also the reviews analyzed.

Nowadays online Reviews are a good strategy for companies to analyzed their customer”s
satisfaction. It was used a qualitative method to analyze the reviews of the company. It
is important to collect the general opinion that people have about the company and its

business.

The data analyzed was from the social media: Facebook - the web reviews that consumer

wrote on Facebook’s page of the company: The Bam and Boo.

People like to know other opinions to change their attitude from a consideration to
purchase products. In such situation, the web reviews are the perfect method to inform

people after purchasing these products (Bulmer and DiMauro, 2009; Utz et al., 2012).

According to Facebook official website an average of 1.56 billion people use Facebook
on their daily routines (Facebook, 2019). Facebook is the social media with more active
people. Due to its biggest audience it became a powerful marketing tool. People use this
platform not only to connect with their friends but also to connect with other companies

and mainly to shop online.

The reviews analyzed on the Facebook of the bam and boo page were posted from July
17 until February 19 and they were stored in an excel sheet. The scores given to the level
of satisfaction are: 1 = very unsatisfied, 2 = unsatisfied, 3 = neutral, 4 = satisfied, 5 = very
satisfied. The classification is analyzed according the number of stars (1 to 5) given on
each review and also by the satisfaction of the review. Also, Each review was analyzed
individually and divided by gender, geographical area and also by feature. The features
chosen, according the reviews, were Idea, Quality, Design, Personalization, Customer

Service, Logistic and Price.
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Table 6 Variables of the analysis of consumer’s reviews

Variable Category Numbero of Reviews Frquency(®a)

Crender Female He o

Male 47 1%

2017 ig 17%

Y edrs 2018 157 T

2019 27 12%

Gieographical Area Byropa #e o
Out of Europe 8 4%

Mumber of 1="Vey Unsatisfied" 7 3%

Mumber of 2="Unsatisfied" 0 0%

Level of Satisfaction Number of 3="Neutral® 5 2%
Number of 4="Satisfied" 25 11%

Mumber of 5="Very Satisfied" 186 83%

Idea 83 22%

Quality 110 29%

Design 23 6%
Features Personalisation 50 1%
Customer Service = 15%
Logistic 53 14%

Price 6 2%

Source: Own Elaboration
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4.5.ANALYTICAL FRAMEWORK PRESENTATION

For this study was necessary to use two different methods: quantitative and qualitative.

The case study has been also supported by marketing tool strategies learnt in the

classroom.

Quantitative method:

Performance and evolution of Oral care industry;

Facebook page the bam and boo — Reviews analysis

Quialitative method:

Extreme analysis of the bam and boo: History, Mission, Vision, Business model,
Market positioning;

Literature review of the case

Consumer’s profile

Suppliers and buyers information;

The bam and boo competitors: product, placement and price;

Company communication and promotion;

Characterization of Portuguese market

Facebook page The Bam and Boo — Reviews analysis

Word Cloud Analysis

There are some marketing tools used for the elaboration of the case study or required in

the solution:

Marketing mix — Product, Price, Placement and Promotion;
SWOT Analysis
Porter’s Five Forces analysis

Positioning Map
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4.6. ACTION PLAN

Session

Objectives

Tasks

Time

12 Session

Introduction of the case

- Distribution of the case

- Defining concepts of consumer
satisfaction and online reviews

- Divide the students in 5 groups

- Each group presents one of the
questions

- Request all stedents to read the case
and to answer all the questions

120 min

2% Session

External Analysis and
Resolution of Question 1 and 2

- Discussion about the market industry
of the company,

- Study the competitors of the company
- Introduction of the 5 forces and
positioning map analysis

- Oral Presentation of group 1 and 2
with resolution of questions 1 and 2
respectively

- Discussion in class about the
questions 1 and 2

120 min

3% Session

Analysis of Portuguese market and
Resolution of guestion 3

- Understand the portuguese market of
oral care

- Analysis of the behavior of portuguese
CONSLMEers

- Oral Presentation of group 3 with
resolution of guestion 3

- Discussion in class about guestion 3

90 min

42 Session

Resolution of guestions 4 and 5 and
Conclusions about the case

- Oral presentation of groups 4 and 5
with resolution of questions 4 and 5
respectively

- Discussion in class about guestions 4
and 5

- Debate the conclusions about the case

120 min
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4.7. CASE STUDY RESOLUTION

Q1 - DEVELOPED THE 5 FORCES FRAMEWORK FOR THE ORAL CARE
INDUSTRY

The 5 forces framework helps to understand how the industry of oral care can affect the
company in study. It helps the company to find the correct strategies to increase
profitability and attractiveness.

Figure 9 Porter’s Five Forces

Threat of New
Entrants:
Moderate

Rivalry Among
Existing
Competitors
High

Bargaining Bargaining
Power Power of Buyers

of Suppliers: High
Low

Source: Own Elaboration
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1- Rivalry Among existing competitors: High

The oral care is an industry with a lot of competition. Nerveless, eco-friendly oral care is
yet smaller. There are few players in the market and have the same business model of the

bam and boo.

The Bam and Boo competitors are all the same brands that sell the same product with the
same business model. Their quality is very similar and the prices vary by country. This
means that these players will fight for gain market share and become market leaders. This

makes the rivalry among existing competitors high with tendency to increase.

2- Bargaining power of Suppliers: Low

The Bam and Boo main supplier is the manufacturer. This manufacturer is based in China
and is responsible for all the production process, from buying raw materials to packaging.
Even though the relationship with this supplier its good and it has been working,
switching to another its easy since there are a lot of available in this market and it has low
switching costs.

Therefore, the overall power of supplier is low and expected to be constant.

3- Bargaining power of buyers: High

The Bam and Boo has two types of consumer: the retailer and the individual consumer.

It is important to have both in consideration to have a deep understand of its power.

The retailers, such as, Wells, have some negotiation power due to its position and
attractiveness in the Portuguese market. The Portuguese consumer prefers to try the
products before buying it, so its strategic to the company to have them available at these
stores. Also, the retailers have low switching costs since there are many players in the

market. Thus, its power is high with tendency to decrease.
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On the other hand, the individual consumer power it’s also high because it has low
switching cost what makes it easy for consumers to transfer from The Bam and Boo to

other brands. Overall, the bargaining power of the buyers is high tendency to increase.

4- Threat of Substitutes — High

The bam and boo company substitutes can be all the oral care products. It can be divided

by direct substitutes and indirect substitutes.

The direct substitutes are all the ecological toothbrushes that final consumers can buy in
the market, such as, The bamboo brush society, the pearly white club, Hydro Phil and

Blue Rock. They all use the same business model and sell bamboo toothbrushes.

The indirect substitutes are the traditional toothbrushes that consumer already uses and
the electric toothbrushes that are more ecological than the traditional but consumers use

more by dentist recommendations.

The market of toothbrushes is very big so there are substitutes of the bam and boo
everywhere. The company should expand and increase their communication to not lose

their consumers to other companies.

Therefore, the threat of substitutes are high and is expected to grow in the future.

5- Threat of New entrants: Moderate

Environmental oral care is an industry that is growing very fast. The environmental
problems have opened the consumer eyes and in this sense companies felt the necessity

of changing and have a more ecological option.

The Bam and Boo is a small company but it was a pioneer in this industry and has been
building the trust of its consumers. Also, The Bam and Boo business model is disruptive
in this market what helps to build barriers to new entrants. Thus, the threats of new

entrants is moderate tendency to increase.
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Q2 - IDENTIFY AND CREATE A PERCEPTUAL MAP OF THE MARKETING
POSITION OF THE BAM AND BOO AND ITS COMPETITORS.

The Bam and Boo is the market leader in Portugal of bamboo toothbrushes. The brand
is recognized by their cute logo that transmits to consumers trust, familiarity and love.

The company business model is subscription to provide convenience to their consumers.
The main focus of the company is to sell eco-friendly toothbrushes in a simple and

accessible way.

Besides The Bam and Boo, there are more players in the market:

The top 3 competitors of The Bam and Boo are in the first quadrant: Blue Rock, The
bamboo brush society and Pearly white club.

In terms of product quality and design those are very similar to The Bam and Boo.

Blue Rock and The bamboo brush society differentiate by not only use subscription
model but also consumers can buy the toothbrushes one time. The convenience for them
is not the main focus so it is not on the same level of The Bam and Boo. According to

sustainability they are very close to the bam and boo.

The pearly white club has exactly the same position of The Bam and Boo. Their focus

is the environmentally friendly products in a convenience way.

On the second quadrant there are also sustainable toothbrushes, with similar designs and
quality functions.

Humble brush sells its products online to final consumer or to retailers. They are the
leader of bamboo toothbrushes in the market. They differ from the bam and boo for their
business model.

Babu is a direct competitor in the Portuguese market. It differs their positioning on the

business model, it only sells for B2B.

Colgate and Oral B are the top brands of oral care products.
They have a completely different positioning of The Bam and Boo. Their model of selling

focus on retailers(B2B) and the toothbrushes are made with plastic. Although, the era of
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plastic is changing consumer minds and companies will also follow this tendency. So

those brands, when changing their product materials, will represent a hard competition.

On the last quadrant, the brands Boka and Quip sell different characteristics of the
product. Their toothbrushes are made with plastic and they are electric. The positioning
of toothbrush is the same about subscription model but they are not made with sustainable
materials. On the other hand, those toothbrushes can be considered more eco-friendly
than the traditional plastic toothbrushes. People only discard one part of the toothbrush.
Consumers maintain the handle part of the toothbrush and substitute the bristles. This

reduce the plastic disposable but not totally.

Through the perceptual map bellow, it is possible to interpret the consumer’s perception
about The Bam and Boo competitors. The position of The Bam and Boo is distinguished

by product sustainability and subscription model.

Figure 10 Positioning map of The Bam and Boo

Eco-friendly

BLue Rock BOO[es "™

The Peattly White

. I cLus
THE BAMBOO @°°B BRUSH SOCIETY
$

No
Subscription

Subscription

OralB:

Plastic

Source: Own Elaboration
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Q3- WHICH STRATEGIES THE BAM AND BOO SHOULD USE TO RETAIN AND
ATTRACT THE PORTUGUESE CONSUMERS?

A Portuguese consumer profile values convenience, proximity retail and promotions.
Portuguese’s like to spend money in brand names mostly by social status. Social status is
an advantage for The Bam and Boo. Environmental products are now a trend and

Portuguese people like to spend money in trendy products.

Consumers in general, value a lot the experience of buying a product. Although,
everyday products such toothbrushes are not the kind of products that usually consumers
have an experience during the purchase. So the experience of buying this kind of products
should be clear, simple and convenient. The Bam and Boo offers on the website all those

characteristics that global consumers appreciate.

Regarding promotions

First, Portuguese consumers when buying online like to know everything about the
product. On The Bam and Boo website they can see clear information of how to buy, use
and recycle the product. On the first page of the website is possible to analyze the steps

for buying and the history of the company.

Second, Portuguese Consumers also like to receive special price coupons. On the first
time of entry on The Bam and Boo website, it is offered a 15% discount in the first

subscription.

Third, it is also possible for consumers who like to offer gifts to their friends and family.

(Examples of packs with products, cards with discounts...)

Forth, the company is Portuguese, so Portuguese consumers like to feel familiarity with
the brands and patriots. They prefer to buy products from Portuguese brands then from

abroad.
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In order to focus on the Portuguese market is important to divide the strategies in before,

during and after purchasing.

Before purchasing

First of all, Portuguese consumers use a lot the social media to meet new brands and
interact with them. The Bam and Boo use paid ads to promote the brand on Instagram
and Facebook. In Portugal there are a lot of smaller influencers and it is a marketing
strategy very used and with positive results. The Bam and Boo should give more

importance to this topic and offer more products to influencers.

Second, Portugal is recognized by their multiple music festivals and Portuguese people
are presented in most of them. The Bam and Boo already made presence in Nos Primavera
Sound but it is a good strategy to be part of other famous festivals such as Lisb-on or Nos
Alive.

Third, some Portuguese do not like to buy online products. Some do not feel secure and
others prefer to have the experience of touch. For those reasons is important to the
company create a temporary space to attract those consumers. A pop up store or a show
room for 4 or 6 months it was a good strategy to implement. Portuguese people love
shopping centers, in particular during the winter, so it was a good opportunity to create
this temporary store in those places. It will attract customers to try and also it will give
awareness to the brand. At the end, consumers with a positive opinion about the products

become confident to subscribe online.

Forth, Credibility and quality of the products are most of the consumers questions. About
the product The Bam and Boo has some information on the blog explaining all the process
of production of the products. Also, selling products in pharmacies and dentists decrease
consumers doubts.

On the other hand, consumers in general believe more in other consumer
recommendations than in specialists. So it will be important for The Bam and Boo invest
more in online recommendations. For example: share online questioners to The Bam and
Boo customers, share consumer posts and also create more spaces for consumers

contribute with their opinion.
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Fifth and last one, Portuguese consumers are very patriot. So it is important to raise
consumer awareness and put this information that it is a Portuguese company in the public

domain.

After Purchasing

Companies should invest not only in strategies before purchasing. It is important to
continue connected to the consumer, in special for a company with a subscription model.
In The Bam and Boo a consumer can cancel the subscription anytime. So to have a
positive retention rate is important to pay attention and provide strategies to keep clients

with high level of satisfaction.

In this part, customer service is very important. Sympathy, respect and efficiency are
essential. Personalization is also a factor that Portuguese people love. They like to feel

they are unique. The Bam and Boo already focus on this point.

The unsatisfied clients, sometimes, like to have all the attention on them. So if a Bam and
Boo consumer cancels a subscription, it is important to know the reasons that made him
take this decision. Also, it is very important to be efficient in the resolution of this
problem. If the problem is about delivery, it could be a solution to offer some product or
discount. If it is about the product itself, to explain how all the product is made and all

the steps for its production can be a strategy to hold again customers attention.

Q.4. STUDY THE SATISFACTION OF THE BAM AND BOO CONSUMERS

The reviews analyzed are from the Facebook of The Bam and Boo page. They were
posted from July 17 until February 19 and they were stored in an excel sheet. The scores
given to the level of satisfaction are: 1 = very unsatisfied, 2 = unsatisfied, 3 =
indifferent/neutral, 4 = satisfied, 5 = very satisfied. The classification is analyzed
according to the number of stars (1 to 5) given on each review and also by the satisfaction

of the review.

53



The analyzed products are used by people on their daily routine so each month figures
out the same input. On the other hand, the first year, 2017, it only has got reviews for the
last 5 months of the year so it is not possible to compare number of reviews per month or

per year.

Number of Reviews

In this study, the number of reviews analyzed were counted since the beginning of
the bam and boo facebook”s page until February 2019. Only 223 reviews were registered
and analysed.

There is a distinct female preference much more higher than from male. Only 21% of 223
reviewers are male against 79% female. The reason for this disparity is that women are
more conscious about the environmental issues than men. They have a more positive
attitude and sensitive behavior with such those sustainable products. (Schahn and Holzer,
1990; Tarrant and Cor- dell, 1997; Lee, 2009). Also, Women like to share more
information and their opinion to others, than men. (Timmers, Fischer, and
Manstead,(2003)).

Figure 11 Number of Reviews by Gender (N=223)

Gender

B Male

Source: Own Elaboration
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Geograhical Area

As the company under review is a Portuguese one, the European countries are more
connected with the brand than the other countries outside of Europe. There are 33

different nationalities in this review analysis.

The country that represents the major number of reviewers is Portugal, 26.5%. Although,

the language more used on this reviews analysis is the English representing 72%.

After Portugal, the other countries with relevance are the United Kingdom (11,2%), Italy
(8,5%) and Romania and Greece in the same position (5.8%). Only 4% are countries

outside Europe (Australia, Brazil, Philippines, Puerto Rico, Tunisia and United States).

Figure 12 Number of Reviews by Geographical Area

Georgraphical Area

4%

Rest ofthe world

mEurope

Source: Own Elaboration

Satisfaction Level
The level of satisfaction given is considered from 1, very unsatisfied, to 5, very satisfied

customer. The level score was given due to the stars that consumers gave or for the type

of commentary.
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People with more specific arguments, that comment most of the features of the product

have a higher level than others.

Figure 13 Number of Reviews by Satisfaction Level

Satisfaction level

Source: Own Elaboration

Satisfaction Level by gender

Usually women are more emotional when written reviews than men. (Hess, Senécal,
Kirouac, Herrera, Philippot, and Kleck; 2000)

When talking about negative reviews, It is not proved which gender write more negative
or positive reviews. But some authors conclude that men have more credibility than
women when writing negative reviews. (Brescoll, and Uhlmann; 2008; Salerno and Peter-
Hagene, 2015).

On the analysis of The Bam and Boo reviews, there are more men commenting negative
reviews than women. According to the positive reviews, there are more women than men.

Although there are more women commenting on The Bam and Boo pages than men.

Figure 14 Number of Reviews by Satisfaction Level and Gender
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Satisfaction Level by Gender

Source: Own Elaboration

Features

The product features were recommend by the consumers of the company.

The idea represents the subscription model that the company uses and also the fact that
the product is ecologic and good for the environment. Reviewers like the idea of buying
an ecological product that helps the environment and also the convenience of receiving

at home every month.

The quality of the products (toothbrushes, cotton buds, straws and dental floss).The
quality is the more commented feature. In terms of hygiene products the quality is a very

important feature.

The design is also important for consumers. The toothbrush have different colors (yellow,
green, black, blue, pink and natural), the bristles can be soft or medium and there are two
different sizes, for kids and adults. There are a different offer of color, model and size for

consumers choose their favorite and appropriate product.
All the products, when buying online, have a little surprise when arriving at consumer’s
home - the envelope where the product is delivered came with a little personalized

message for each customer.

The customer service is online. It is used to help consumers when they need. It can be by

email or Facebook’s chat.

57



Logistic is very important, mainly the time since an online order is placed and ready

until it gets delivered to the client.

The price can be expensive or cheap according to consumer’s opinion. The price is the
more irrelevant feature that people comment. The reason it can be the price not so
different compared to the other brands in the market or also if applicable a good

relationship of price-quality.

Figure 15 Number of Reviews by Feature

Features

Idea
W Quality
W Design
m Personalization
M Customer Service
W Logistic

Price

Source: Own Elaboration

In conclusion most of The Bam and Boo consumers are satisfied with the brand. Most of
the reviews are made by European women. Consumers like to recommend The Bam and
Boo mostly by the quality of the product and the idea of sell eco-friendly products in a
convenience way. Those two features of the product are relevant before purchasing the
product. After purchasing is important to maintain efficiency on features such
Customization, Customer Service and Logistics, because these are what distinguish more

The Bam and Boo from other competitors.

Q5 - IDENTIFY THE MAIN DIMENSIONS OF THE PERCEIVED SERVICE
QUALITY SHARED ONLINE

After analyzing all the quantitative parts of the reviews, it is important to understand what

are the main dimensions that consumers most comment after experience the service

quality of the company. To identify the dimensions, it was used a content analysis of
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words data collected from online reviews on the fakebook’s page of company. A text
cloud analysis software, JasonDavies, was used to identify the words that most appear on
the reviews by theme.

2 13

In general, words with more emphasis on the reviews are “great”, “love”, “good”,
“product”, “service” and “message”.

It is possible to divide these set of words in two different groups. The first group include
attributes related to all the different dimensions of the company service quality (“great”,
“love” and “good”). The second group can be the most important dimensions of the
company service quality for consumers (“product”, “service” and “message”). The
reviews underline are related to positive feedback by most of the consumers who already

had an experience on the Bam and Boo.

A Common Review from a Bam and Boo consumer states
Love my Bamboo. The material is great, friendly customer service contact and Fast Service.

Helping the Environment.

Another consumer shared

Love this product! The Quality is great and the message adds a personal touch.

Figure 16 Concept Map of Reviews
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Idea

2 (13 99 (13

The theme Idea combine the words “love”, “great”,

2 (13

subscription”, “concept” and
“ecofriendly”. This demonstrates that consumers have a positive feedback about the
concept of the company. Consumers related the concepts of convenience (i.e.
“subscription”, “replace”) and sustainability (i.e. “ecofriendly”, “biodegradable”,

“environmental’) which is the main focus of the company.

A consumer commented
“Congratulations for the idea of selling eco-friendly toothbrushes. The product is biodegradable

and the quality is visible. The color and Design are Top.”
Another consumer wrote
“Love the idea of not thinking to replace and the vibe of the company is very positive. The

toothbrush is excellent.”

Figure 17 Concept Map for the Theme Idea
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Quality

The theme Quiality is very important for consumers. It combines concepts such as “great”,
“quality”, “good” and “toothbrush”. These themes emphasize the attributes of the
products, specially toothbrushes. Those represents the positive acceptance of the product
almost as it become essential in the everyday life. A consumer stated with emotion that

“feel good”.

Another consumer commented

“The toothbrush is great. The company is super people oriented and super sweet. Thank you for
your work.”

An additional consumer also exclaimed

“Good Quality! The customer Service is on point. Thank you so much!”

Figure 18 Concept Map for the Theme Quality
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Design

The theme Design is not so relevant for consumers. Adding words such “beautiful”,

2 C6

“love”, “color” and “packaging” are the most introduced by consumers. “Beautiful” is
the word more expressed on the reviews when talking about the design of the products.
The design of the Bam and Boo products is very similar to other brands. So, it is not a
feature very recommended. Although, the consumers who recommend this feature give a

positive feedback.

A Portuguese consumer wrote
“Love the concept! Ecofriendly products! Love the design and the service is five stars”
An English women wrote

“Nice Packaging design! Very personal customer service and the product arrived quickly!”

Figure 19 Concept Map for the Theme Design
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Personalization

Personalization, another theme, it is a competitive advantage for the company.
Consumers describe personalization through concepts such “love”, “nice”, “great”,
“sweet” and “message”. These concepts showed that consumers feel unique and sensitive
in receiving more customize messages on the packaging. A consumer wrote

enthusiastically “personal touch made my day”.

Another consumer exclaimed

“Personal touch made me smile! Quick delivery time! Can’t wait to brush my teeth!”
Also a different consumer state surprised
“Personalized message was a nice surprise. Great customer service. [They] give me another

toothbrush without extra charge”

Figure 20 Concept Map for the Theme Personalization

Source: Own Elaboration
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Customer Service

The theme Customer Service is very important for consumers. The concepts more

99 ¢c 9% ¢¢ 9% ¢¢

associated are “service”, “customer”, “great”, “care” and “amazing”. Consumers value a
lot a carefully and efficient customer service. The reviews emphasize the good
relationship between the consumer and the customer service of the company. Consumers
feel pleasant (“kind and genuine staff”) , enjoyable ( i.e. “friendly staff””) and reliable (

“quick, efficient and kind”) when talking with customer service.

An Italian Consumer said
“Lovely high quality products! The design is so creative and the company staff is amazing, sweet

and efficient. Thanks a lot for creating this.”

And a Romanian Consumer said

“Great Quality! Great Customer Service, they respond very fast! Well done!”

Figure 21 Concept Map for the Theme Customer Service
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Logistic

The last theme analyzed is the Logistic. The Logistic concept includes words such

3

“delivery”, “fast”, “arrived” and “shipping”. All of them indicate the efficiency and the
speed that consumers receive their products. A Consumer state fascinated “extra fast

delivery”.

Another consumer shared

“Innovator and Eco-friendly concept. [The order] arrived in three days!”

Figure 22 Concept Map for the Theme Logistic

Source: Own Elaboration

In Conclusion, those dimensions explain the importance of the service quality to fulfill
consumer satisfaction. The theme idea demonstrates the genius part of the business by
launching in the market the junction of Ecofriendly and Subscription concepts. The

themes quality and design indicate the tangible part of the consumer experience. It is the
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moment that consumer touch, feel and see the physical attributes of the product. The
theme customer service illustrates the positive relationship between the company and the
consumer. The theme logistic express the efficiency of the service. The theme
personalization focusses on the sensitive and emotional part that made consumers feel

anxious for the next arrival.

The Bam and Boo achieved its goals by meeting consumers expectation. It is stated that
consumer satisfaction is consolidated by consumer trust, repeated purchase and consumer

loyalty. This credibility it is proved The Bam and Boo service quality.

Q6 - IN YOUR OPINION, HOW SHOULD THE BAM AND BOO REACT TO
NEGATIVE REVIEWS?

When a company want to achieve consumer loyalty, satisfaction and repurchase intention,
it has to focus on their consumers opinions . Characteristics such priority, comprehension

and respect are the most important for a consumer engage to a brand.

The reviews are an important tool to understand consumer satisfaction. The satisfaction
or unsatisfaction that consumers share are relevant to the revenues of the company.
Consumers are the most important asset of the company.

Consumers truly believe in family, friends and other consumers recommendations so bad

reviews has a negative impact on company sales.

The Bam and Boo company is consumer-oriented, so negative reviews decrease image
and reputation of the brand. Companies should show transparency on the information
given to consumers. A company, as The Bam and Boo, that sell sustainable oral care
products has to be care of which information is given to consumers.

For example: when consumers are buying sustainable products, they want to be certified
that the manufacturing of the product is also eco-friendly.

All the processes around the product have to correspond to the values that company

demonstrate.
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The previous study showed that only 7% of The Bam and Boo reviewers had a negative
opinion about the brand. Their most critics are about the logistic of the company, the
quality of the product and customer service. The company should analyze their critiques

and use them to improve it to not have complaints about the same subject.

About logistics, the company uses an extern service that already exists in the market. It
is very difficult to control some fails such delivery time, what they insert on the package
or even how the product arrives at consumers houses. The company only has the solution

to offer new products or to give some discount to not lose the client.

The Bam and Boo consider customer service one of the most important features to be
care on the company. They prepare the employees to be fast and efficient in the resolution
of problems. But it is also important to create empathy with consumers, that means, the

person who does customer service should be adapted to each consumer.

The last unlikely feature analyzed is the Quality of the product. If the problem is quality,
the company should find what is wrong with the product and improve it according to
consumers critiques. As The Bam and Boo products are handmade, the products have
some particular differences so it is possible to occur some fails.

When this happen The Bam and Boo should offer a new product to consumer. Also, to
not repeat it, the company should look carefully for the product before send It to

consumers.

Sometimes, consumers also like to give some advices to improve the range of products.
For example, for some consumers the medium size of the bristles does not work for them.
So the company should think in create an alternative to this consumers(create harder

bristles).
Negative reviews have to be answered very fast and in a clever and creative way to not

lose consumers to their competitors. The Bam and Boo is in a growing market so the

rivalry is increasing. Unsatisfied consumers will rapidly move to substitutes.
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Figure 23 Concept Map for the Theme Logistic

Unsatisfied Consumers
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4.8. CASE STUDY RESOLUTION SLIDES
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@g Q5. identify the main dimensions of the perceived service quality shared online

L‘%.z@ Q5. identify the main dimensions of the perceived service quality shared online

QUALITY &

“feel good” b -
T B %n_mi rush
#  “The wothbrush is great. The company is super people oriented and super /\;‘;‘“ ”‘% ,

sweet. Thank you for your work.” ~ >

#  “Good Quality! The customer Service is on point. Thank you so much!™ \_ — R Q
VTR ‘ﬁ$‘ "

DESIGN loue@
”e,p, shane 2%, &
> “Love the concept! Ecofriendly products! Love the design and the service \p iy % .\?
is five stan” -2 4 \“Q nice
Era\
»  “Nice Packaging design! Very personal customer service and the produt -Qé'" e &
i S 4

Q"_’j:@ Q5. identify the main dimensions of the perceived service quality shared online

PERSONALISATION

» "personal touch made my day”
# “Personal touch made me smile! Quick delivery time! Can’t wait to brush
my teeth!™

»  “Personalized message was a nice surprise. Great customer service. [They] ‘i\(,
give me another wothbrush without extra charge™ #“'ﬁ—,

"(:b

CUSTOMER SERVICE

» “Lovely high quality products! The design is 5o creative and the company
staff is amazing, sweet and efficient. Thanks a lot for creating this.”

»  “Great Quality! Great Customer Service, they respand very fust! Well
done!”

z o @ Q5. identify the main dimensions of the perceived service quality shared online
W

GQ Q6. In your opinion, Why it is 5o important to the bam and boo know consumer satisfaction?
= <

LOGISTIC \\'a‘\% ;™
D

7 “extra fast delivery™.

> “Ianovator and Eco-friendly concept. [The order] arrived in three days!™ /
\

Unsatisfied Consumers

= D R and Brand

- ion of S ies and Soluti

»  lmprove with recommendations

Wusity WCustomer Senice BLogistc MOMher

Thank you

70




4.9. MANAGEMENT LESSONS

This pedagogical case study emphasizes the importance of consumers to the company
The Bam and Boo. With the large amount of competitors in this sector it is very important
the loyalty and consumers satisfaction. The Bam and Boo is one of the first brands
creating an ecological and convenience toothbrush to consumers. The concern about

consumer opinion and recommendation lead to a best company performance.

With social media, the relationships between consumers and companies have been
replaced and are more important than ever. Also, with fast moving trends consumers
change their habits and attitudes very quickly and companies should have strategies

prepared for those modifications.

New players are entering in the sustainable oral care market so The Bam and Boo has to
be prepared to use strategies to attract and retain their consumers. It is provided an internal
and external analysis to understand where the company is positioned and what to face in

the future. Also, it is presented the forces of the company to confront the competition.

In the study, it is possible understand that Portugal should be the most attractive market
to The Bam and Boo but by the analysis to the active consumers we verify that it is not
the case. The Portuguese market is the main focus for implementation of marketing

strategies of retention and attraction of consumers.

Besides The Bam and Boo has a good reputation by their global consumers, It is important
to continue by giving attention before, during and after consumers purchase. With all the

changes in the market it is difficult for the company to obtain consumers loyalty.

The last examination in the case is the transformation of consumer satisfaction in
consumer loyalty. The reviews of The Bam and Boo fakebook’s page show exactly
consumer’s opinion and experience about the company. The research in analysis
demonstrates the profile of a satisfied consumer of the Bam and Boo and the chances and

improvements that the company has to change the haters mind.
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With the learning of this case study, The Bam and Boo can achieve its success as an
consumer-oriented aim. It is crucial that all the elements of the company act efficiently

and be adapted to each consumer.

72



5.BIBLIOGRAPHY

Abd Razack, N. T., Medayese, S. O., Shaibu, S. I., & Adeleye, B. M. 2017. Habits and
benefits of recycling solid waste among households in Kaduna, North West Nigeria.
Sustainable Cities and Society, 28:297-306.

Abdul-Muhmin, A.G. 2002. Effects of suppliers’ marketing pro- gram variables on
industrial buyers’ relationship satisfaction and commitment. Journal of Business and
Industry Marketing, 17:637-651.

Akehurst, G., Afonso, C., & Gongalves, M. H. 2012. Re-examining green purchase
behavior and the green consumer profile: new evidences. Management Decision,
50:972-988.

Ajzen, 1., 1991. The theory of planned behavior. Organizational Behavior Human
Decision Process, 50 (2): 179-211.

Babakus, E., Bienstock, C.C., Scotter.,V.J.R., 2004. Linking perceived quality and
customer satisfaction to store traffic and revenue growth. Decision Sciences, 35(4):713—
737.

Badrinarayanan, V., Becerra, E.P., Kim, C.H., Madhavaram, S., 2012. Transference and
congruence effects on purchase intentions in online stores of multi-channel retailers:
initial evidence from the U.S. and South Korea. Journal of the Academy of Marketing
Science, 40(4):539-557.

Baldé, C.P., Forti V., Gray, V., Kuehr, R., & Stegmann,P (2017). The Global E-waste
Monitor — 2017, United Nations University (UNU), International Telecommunication
Union (ITU) & International Solid Waste Association (ISWA), Bonn/Geneva/Vienna.

Balderjahn, I., Buerke, A., Kirchgeorg, M., Peyer, M., Seegebarth, B., Wiedmann, K.P.,
2013. Consciousness for sustainable consumption: scale development and new insights
in the economic dimension of consumers’ sustainability. AMS Review, 3(4): 181-192.

Bamberg, S., 2003. How does environmental concern influ- ence specific
environmentally related behaviors? A new answer to an old question. Journal of
Environmental Psychology, 23: 21-32.

Blau, P.M., 1964. Exchange and Power in Social Life. New York: Wiley. Department of
Sociology, University of Chicago, IL, 352.

Blodgett, J.G., Hill, D.J., & Tax, S.S., 1997. The effects of distributive justice, procedural
land interactional justice on post complaint behavior. Journal of Retail, 73 (2):185-210.

Bigné, E., Caplliure, E.M., & Miquel, M.J., 2016. EWOM on travel agency selection.
Special Corporate Communications: An International Journal, 17: 289-299.

73



Bocken, N.M.P., Mugge, R., Bom, C.A., & Lemstra, H., 2018. Pay-per-use business
models as a driver for sustainable consumption: Evidence from the case of HOMIE.
Journal of Cleaner Production, 198: 498 — 510.

Boons, F., & Ludeke-Freund, F., 2013. Business models for sustainable innovation. State-
of-the-art and steps towards a research agenda. Journal of Cleaning Production, 45: 9-
19.

Brochado, A., Teiga, N. & Oliveira-Brochado, F,. 2017. The ecological conscious
consumer behavior: are the activists different? International Journal of Consumer
Studies, 41 (2):138-146.

Bulmer, D., DiMauro, V., 2010. The New Symbiosis of Professional Networks: Social
Media's Impact on Business and Decision-making. Society for New Communications
Research (SNCR) Press. Research Gate,
https://www.researchgate.net/publication/277140405.

Butler, A., 2018. Do Customers Really Care About Your Environmental Impact?
(Accessed 10 August 2019). Retrieved from:
https://www.forbes.com/sites/forbesnycouncil/2018/11/21/do-customers-really-care-
about-your-environmental-impact/#688e3ecc240d

Cao, Q., Duan, W., Gan, Q., 2011. Exploring Determinants of voting for the “helpfulness”
of online user reviews: a text mining approach. Decision Support System, 50 (2): 511—
521.

Cerri, J., Testa, F., and Rizzi, F., 2018. The more | care, the less | will listen to you: How
information, environmental concern and ethical production influence consumers'
attitudes and the purchasing of sustainable products. Journal of Cleaner Production,
175: 343-353.

Chan, R.Y.K., 2001. Determinants of Chinese consumers’ green purchase behavior.
Psychology and Marketing, 18:389-413.

Chang, M.K., 1998. Predicting unethical behavior: a comparison of the theory of reasoned
action of the theory of planned behavior. Journal of Business Ethics, 17 (16): 1825—
1833.

Chakraborty, U., Bhat, S., 2018. The effects of credible online reviews on brand equity
dimensions and its consequence on consumer behavior. Journal of Promotion
Management, 24 (1): 57-82.

Chan, R.Y.K. 2001. Determinants of Chinese Consumer’s Green Purchase Behavior.
Psychololgy & Marketing, 18: 389-413.

Chen, Y.S., 2010. The drivers of green brand equity: green brand image, green
satisfaction, and green trust. Journal of Business Ethics, 93:307-319.

Chen, Y.S, Lai. S.B., & Wen, C.T., 2006. The influence of green innovation performance
on corporate advantage in Taiwan. Journal of Business Ethics, 67:331-339.

74


https://www.forbes.com/sites/forbesnycouncil/2018/11/21/do-customers-really-care-about-your-environmental-impact/#688e3ecc240d
https://www.forbes.com/sites/forbesnycouncil/2018/11/21/do-customers-really-care-about-your-environmental-impact/#688e3ecc240d

Cheng, Y.H., & Ho, H.Y ., 2015. Social influence's impact on reader perceptions of online
reviews. Journal of Business Research, 68 (4): 883-887.

Cheung, C. M., and Thadani, D.R., 2012. The impact of electronic word-of-mouth
communication: a literature analysis and integrative model. Decision Support System,
54: 461-470.

Chuang, L.W. & Chiu, S.P., 2017. Analysis on consumer repeat purchase behavior of
buying green products. International conference on green informatics.

Churchill, Gilbert, A. Jr. & Surprenant, C., 1982. An Investigation into the Determinants
of Customer Satis- faction. Journal of Marketing Research, 19 : 491 -504.

Clark, J.R., Cole, M., Lindeque, P.K., Fileman, E., Blackford, J., Lewis, C., Lenton, T.M.,
Galloway, T.S., 2016. Marine microplastic debris: a targeted plan for understanding and
quantifying interactions with marine life. Frontiers in Ecology Environment, 14 (6):
317-324.

Coddington, W. (1990). It's no fad: environmentalism is now a fact of corporate life.
Marketing News, 7.

Collier, J.E., & Bienstock, C.C., 2006. Measuring service quality in e-retailing. Journal
of Service Research, 8 (3): 260-275.

Corrigan, J., 1996. How a green image can drive lIrish export growth. Greener
Management International, 16:87-95.

Costa, A., Guerreiro, J., Moro, S., and Henriques, R., 2019. Unfolding the characteristics
of incentivized online reviews. Journal of Retailing and Consumer Services, 47:272-
281.

CroninJr, J. J., and Taylor, S. A. (1992). Measuring service quality: A reexamination and
extension. Journal of Marketing, 56 (July), 55-68.

Cronin, J.J., Brady, M.K., Hult, T.M.G., 2000. Assessing the effects of quality, value, and
customer satisfaction on consumer behavioral intentions in service encounters. Journal
of Retailing, 76 (2): 193-218.

Cyr, D., Hassanein, K., Head, M., & Ivanov, A., 2007. The role of social presence in
establishing loyalty in e-service environments. Interacting with Computers, 19:43-56.

Diamantopoulos, A., Schlegelmilch, B.B., Sinkovics, R.R., & Bohlen, G.M., 2003. Can
socio-demographics still play a role in profiling green consumers? A review of the
evidence and an empirical investigation. Journal of Business Research, 56: 465-480.
https://

Durif, F., Boivin, C., & Julien, C., 2010. In search of a green product definition.
Innovative Marketing, 6(1): 25-33.

75



Eagly, A.H., & Chaiken, S., 2007. The advantages of an inclusive definition of attitude.
Social Cognitive Theory, 25 (5):582-602.

Elbeltagi, I., & Agag, G., 2016. E-retailing ethics and its impact on customer satisfaction
and repurchase intention: a cultural and commitment-trust theory perspective. Internet
Research, 26(1):288-310.

Elkington, J., 1994. Towards the sustainable corporation: win-win-win business strategies
for sustainable development. California Management Review, 36: 90-100.

Eriksen, Marcus, Lebreton, Laurent C.M., Carson, Henry S., Thiel, Martin, Moore,
Charles J., Borerro, Jose C., et al., 2014. Plastic pollution in the world’s oceans. More
than 5 trillion plastic pieces weighing over 250, 000 tons afloat at sea. PLOS One, 9 (12):
111-913.

European Commission, 2018. Single-use plastics: New EU rules to reduce marine litter.
(Accessed 10 Auwugust 2019). Retrieved from: https://europa.eu/rapid/press-
release_ MEMO-18-3909_en.htm

Facebook, March 2019, (Accessed 11 June 2019, 19h57). Retrieved from:
https://newsroom.fb.com/company-info/

Fan, Y.W., Fang, Y.H. & Cer, J.Z., 2012. The impacts of environmental knowledge on
green consumption. International Conference on Innovation and Management, 15-18.

Fisk, G., 1973. Criteria for a theory of responsible consumption. Journal of Marketing,
32(2): 24-31.

Fong, L.H.N., Lei, S.S.I., & Law, R., 2017. Asymmetry of hotel ratings on TripAdvisor:
Evidence from single-versus dual-valence reviews. Journal of Hospital Management,
26 (1): 67-82.

Fornell, C.,1992. A national customer satisfaction barometer: the Swedish experience.
Journal of Marketing, 56 (1): 6-21.

Fraj, E., & Martinez, E., 2007. Ecological consumer behavior: An empirical analysis.
International Journal of Consumer Studies, 31(1):26-33.

Fransson, N., & Ga'ling, T., 1999. Environmental concern: Conceptual definitions,
measurement, methods, and research findings. Journal of Environmental Psychology,
19: 369-382.

G7, 2015. Future of the Ocean: Impact of Human Activities on Marine Systems. G7
Science  Academies. (Accessed 20 August 2019). Retrieved  from:
https://royalsociety.org/~/media/news/2015/G7-2015-future-of-the-oceans.pdf.

Gadenne, D., Sharma, B., Kerr, D., & Smith, T., 2011. The influence of consumers'

environmental beliefs and attitudes on energy saving behaviors. Energy Policy, 39(12):
7684-7694.

76


https://europa.eu/rapid/press-release_MEMO-18-3909_en.htm
https://europa.eu/rapid/press-release_MEMO-18-3909_en.htm
https://newsroom.fb.com/company-info/

Gallarza, M.G., Gil-Saura, I., & Holbrook, M.B., 2011. The value of value: further
excursions on the meaning and role of customer value. Journal of Consumer Behavior,
10 (4) :179-191.

Gee, R., Coates, G., & Nicholson, M., 2008. Understanding and profitably managing
customer loyalty. Marketing Intelligence Planning, 26 (4): 359-374.

Geyer, R., Jambeck, J.R., & Law, K.L., 2017. Production, use, and fate of all plastics ever
made. Science Advances, 3: 170-782.

Godes, D., Mayzlin, D., 2004. Using online conversations to study word-of-mouth com-
munication. Journal of the Academy of Marketing Science, 23 (4), 545-560.

Gleim. M.R., Smith, J.S., Andrews, D., & Cronin, J.J., 2013. Against the green: a multi-
method examination of the barriers to green consumption. Journal of Retailing, 89(1):
44-61.

Haider, T.P., Volker, C., Kramm, J., Landfester, K.,& Wurm, F.R., 2018. Plastics of the
future? The impact of biodegradable polymers on the environment and on society.
Angewandte Chemie International Edition, 58 (1): 50-62.

Hajli, N.; Lin, X., Featherman, M., & Wang., Y., 2013. Social word of mouth
How trust develops in the market. International Journal of Market Research, 56 (5).

Haryanto, B., 2014. The influence of ecological knowledge and product attributes in
forming attitude and intention to buy green product. International Journal of Marketing
Studies, 6(2): 83-91.

Hartmann, P., & Apaolaza-lbanez, V. 2006. Green value added. Marketing
Intelligence & Planning, 24(7): 673-680.

Haws, K., Winterich, K.P., & Reczek, R.W., 2014. Seeing the world through GREEN-
tinted glasses: Green consumption values and responses to environmentally friendly
products. Journal of Consumer Psychology 24(3): 336-354.

Health Research Institute, (2010). Build and beyond: The revolution of health care PPPs.
(Accessed 7 May 2019). Retrieved from: http://pwc.blogs.com/files/hri-ppp-paper.pdf

Heidbreder, L.M., Bablok, I., Drews, S., & Menzel, C., 2019. Tackling the plastic
problem: A review on perceptions, behaviors, and interventions. Science of the Total
Environment, 668: 1077-1093.

Hennig-Thurau, T., & Walsh, G., 2004. Electronic word-of-mouth: motives for and
consequences of reading customer articulations on the internet. International Journal of
Electronic Commerce, 8 (2): 51-74.

Hepting, D. H., Peng, L., Maciag, T.J., Gerhard, D., & Maguire, B., 2008. Creating

synergy between usability courses and open source software projects. ACM SIGCSE
Bulletin, 40(2): 120-123.

77



Holloway, L., Kneafsey, M., Venn, L., Cox, R., Dowler, E., & Tuomainen, H., 2007.
Possible food economies: A methodological framework for exploring Food production
— Consumption Relationships. Journal of European Society for Rural Sociology, 47(1):
1-19.

Hsu, S. J., & Roth, R. E., 1998. An assessment of environmental literacy and analysis of
predictors of responsible environmental behavior held by secondary teachers in the
Hualien area of Taiwan. Environmental Education Research, 4(3): 229-249.

Hu, W., & Wall, G., 2005. Environmental management, environmental image and the
competitive tourist attraction. Journal of Sustainable Tourism, 13:617-635.

Jia, F., Soucie, K., Alisat, S., Curtin, D., & Pratt, M., 2017. Are environmental issues
moral issues? Moral identity in relation to protecting the natural world. Journal of
Environmental Psychology, 52:104-113.

Johnson, M.D., Ettlie, J.E., 2001. Technology, customization, and reliability. Journal of
Quality Management, 6:193-210.

Johnstone, M.L., Tan, L.P., 2015. Exploring the gap between consumers' green rhetoric
and purchasing behavior. Journal of Business Ethics, 132 (2): 311-328.

Juwaheer, T.D., Pudaruth, S., & Noyaux, M.M.E., 2012. Analysing the impact of green
marketing strategies on consumer purchasing patterns in Mauritius. World Journal of
Entrepreneurship, Management and Sustainable Development, 8:36-59.

Kaiser, F.G., & Gutscher, H., 2003. The proposition of a general version of the theory of
planned behavior: Predicting ecological behavior. Journal of Applied Social
Psychology,33 (3): 586-603.

Kau, AK., & Loh, EW.Y., 2006. The effects of service recovery on consumer
satisfaction: a comparison between complainants and non-complainants. Journal of
Service Markekting, 20 (2): 101-111.

Kaufmann, H.R., Panni, M.F. AKK., & Orphanidou, Y., 2012. Factors affecting
consumers’ green purchasing behaviour: an integrated conceptual framework. The
AMFITEATRU ECONOMIC Journal, 15:50-69.

Kent. T., 2007. Creative space: design and the retail environment. International Journal
of Retail & Distribution Management, 35:734-745.

Khare, A., 2014. Consumers’ susceptibility to interpersonal influence as a determining
factor of ecologically conscious behaviour. Marketing Intelligence & Planning, 32:2—
20. doi:10.1108/mip-04- 2013-0062

Kim, S.Y ., Yeo, J., Sohn, S.H., Rha, J.Y., Choi, S., Choi, A.Y., & Shin, S., 2012. Toward

a composite measure of green consumption: An exploratory study using a Korean sample.
Journal of Family and Economic Issues, 33(2): 199-214.

78



Kinnear, T.C., Taylor, J.R., & Ahmed, S.A., 1974. Ecologically concerned consumers:
who are they?. Journal of Marketing, 38 :20-4.

Kollmuss, A., & Agyeman, J., 2002. Mind the gap: Why do people act environmentally
and what are the barriers to pro-environmental behavior? Environmental Education
Research, 8(3): 239-260.

Kotler, P., & Keller, K.L., 2013. Marketing Management, 14th ed., Pearson, London.

Laroche, M., Bergeron, J., Barbaro-Forleo, G., 2001. Targeting consumers who are
willing to pay more for environmentally friendly products. Journal of Consumer
Marketing, 18: 503-520.

Law, M.M.S., Hills, P., & Hau, B.C.H., 2017. Engaging employees in sustainable
development—A case study of environmental education and awareness training in Hong
Kong. Business Strategy and the Environment, 26(1):84-97.

Lee, K., 2009. Gender differences in Hong Kong adolescent consumers' green purchasing
behavior. Journal of Consumer Marketing, 26 (2):87-96.

Lemon, K.N., White, T., Winer, R.S., 2002. Dynamic customer relationship management:
incorporating future considerations into the service retention decision. Journal of
Marketing, 66:1-14.

Li, W.C., Tse, H.F., & Fok, L., 2016. Plastic waste in the marine environment; a review
of sources, occurrence and effects. Science of the Total Environment, 566-567, 333—
349.

Lin, S.T., & Niu, H.J.,, 2017. Green consumption: Environmental knowledge,
environmental consciousness, social norms, and purchasing behavior. Business Strategy
Environment, 27:1679-1688.

Maichum, K., Parichatnon, S., & Peng, K.C., 2016. Application of the extended theory
of planned behavior model to investigate purchase intention of green products among
Thai consumers. Sustainability, 8 (10):1077.

Mainieri, T., Barnett, E.G., Valdero, T.R., Unipan, J.B., & Oskamp, S., 1997. Green
buying: the influence of environmental concern on consumer behavior. The Journal of
Social Psychology, 137:189-204.

Maniatis, P., 2015. Investigating factors influencing consumer decision-making while
choosing green products. Journal of Cleaner Production, 1:1-14.

Markus, H.R., & Kitayama, S., 2010. Cultures and selves: a cycle of mutual constitution.
Perspect. Psychology Science, 5:420-430.

Maslowska, E., Malthouse, E.C., & Bernritter, S.F., 2017. Too good to be true: the role

of online reviews’ features in probability to buy. International Journal of Advertising,
36 (1):142 163.

79



Mayer, R.C., Davis, J.H., Schoorman, D.F., 1995. An integrative model of organizational
trust. Academy of Management Review, 20:709-734

Mei, O. J., Ling, K. C., & Piew, T. H., 2012. The antecedents of green pur- chase intention
among Malaysian consumers. Asian Social Science, 8(13):248-263.

Menon, A., Menon, A., 1997. An enviropreneurial marketing strategy: the emergence of
corporate environmentalism as market strategy. Journal of Marketing, 61:51-67.

Milfont, T. L., & Duckitt, J., 2010. The environmental attitudes inventory: A valid and
reliable measure to assess the structure of environmental attitudes. Journal of
Environmental Psychology, 30(1): 80-94.

Millar, M., Mayer, K.J., & Baloglu, S., 2012. Importance of green hotel attributes to
business and leisure travelers. Journal Hospitality Marketing Management, 21:395—
413.

Mohr, L.A., Webb, D.J., & Harris, K.E., 2001. Do consumers expect companies to be
socially responsible? The impact of corporate social responsibility on buying behavior.
Journal of Consumer Affairs, 35(1): 45-72.

Moody, G.D., Galletta, D.F., Lowry, P.B., 2014. When trust and distrust collide online:
the engenderment and role of consumer ambivalence in online consumer behavior.
Electronic Commerce Research and Applications, 13(4):266-282

Mostafa, M.M., 2009. Shades of green: a psychographic segmentation of the green
consumer in Kuwait using self-organizing maps. Expert Systems with Applications,
36:11030-11038.

Mostafa, M. M., 2007. A hierarchical analysis of the green con- sciousness of the
Egyptian consumer. Psychology & Marketing, 24: 445-473.

Muldoon, A., 2004. Where the green is: Examining the paradox of environmentally
conscious consumption. Electronic Green Journal, 1(23): 1-18.

Muncy, J.A., & Vitell, S.J., 1992. Consumer ethics: An investigation of the ethical beliefs
of the final consumer. Journal of Business Research, 24(4): 297-311.

Myburgh-Louw, J. & O'Shaughnessy, N.J., 1994. Consumer perception of misleading
and deceptive claims on the packaging of “green' fast moving consumer goods. AMA
Summer Educators’ Conference Proceedings, American Marketing Association,
Chicago, IL, 5: 344-53.

Nair, S. R., & Menon, C.G., 2008. An environmental market- ing system-a proposed
model based on Indian experience. Business Strategy and the Environment, 17 (8): 467—
479.

Norazah, M.S., 2013a. Young consumer ecological behavior: effects of environmental
knowledge, healthy food, and healthy way of life with the moderation of gender and age.
Management Environment Quality An International Journal, 24:726-737.

80



Norazah, M.S. 2013b. Green awareness effects on consumer’s purchasing decision: some
insights from Malaysia. International Journal Asia Pacific Studies, 9:49-63.

Oliver, R.L. (1997). Satisfaction: A Behavioral Perspective on the Consumer. In M.E.
Sharpe & Armonk, NY (2nd ed.), Routledge.

Oliver, R.L., 1999. Whence consumer loyalty?. Journal of Marketing, 63 (4) : 33-44.

Ottaman, J.A., 1993. Green marketing: Challenges and opportunities. NTC: Business
Books, Chicago.

Peattie, K., 2010. Green consumption: Behavior and norm. Annual Review of
Environment and Resources, 35:195-228.

Perera, C., Auger, P., & Klein, J., 2018. Green Consumption Practices Among Young
Environmentalists: A Practice Theory Perspective. Journal of Business Ethics, 152:843—
864

Plastics Europe, 2017. Plastics — The Facts 2017. (Accessed 10 August 2019). Retrieved
from https:// www.plasticseurope.org/en/resources/publications.

Plastics Europe, 2018. Plastics - the facts 2018: an analysis of European plastics
production, demand and waste data. (Accessed 10 August 2019) Retrieved from
https://www.plasticseurope. org/download_file/force/2387/319.

Prakash, A., 2002. Green marketing, public policy and managerial strategies. Business
Strategy and the Environment, 11: 285-297.

Polonsky, M.J., 1994. An introduction to green marketing. Electronic green journal,
1(2):1-10.

Porter, M.E., van der Linde C. 1995. Green and competitive. Harvard Business Review,
73:120-134.

Prothero, A., 1990. Green Consumerism and the societal marketing concept: Marketing
strategies for the 1990°s. Journal of Marketing Management, 6(2):87-103.

Roberts, J.A., 1995. Profiling levels of socially responsible consumer behavior: a cluster
analytic approach and its implications for marketing. Journal of Marketing Theory and
Practice, 3(4): 97-117.

Roberts, J.A., 1996. Green consumers in the 1990s: profile and implications for
advertising. Journal of Business Research, 36: 217-231.

Ramayah, T., Lee, JW.C., & Mohamad, O., 2010. Green product purchase intention:

some insights from a developing country. Resources Conservation and Recycle,
54:1419-1427.

81



Ribbink, D., van Riel ACR, Liljander, V., & Streukens, S., 2004. Comfort your online
customer: quality, trust and loyalty on the internet. Management Service Quality,
14(6):446-456.

Ritter, Borchardt, M., Vaccaro, G., Pereira, G., & Almeida, F., 2015. Motivations for
promoting the consumption of green products in an emerging country: exploring attitudes
of Brazilian consumers. Journal of Cleaner Production, 106: 507-520.

Rochman, C.M., Browne, M.A., Halpern, B.S., Hentschel, B.T., et al., 2013. Classify
plastic waste as hazardous. Nature 494, 169-171.

Rochman, C.M., Browne, M.A., Underwood, A.J., van Franeker, J.A., Thompson, R.C.,
& Amaral-Zettler, L.A., 2016. The ecological impacts of marine debris: unraveling the
demonstrated evidence from what is perceived. Ecology, 97 (2): 302-312.

Ronald, E., & Goldsmith, 1997 Anton, J., 1996. Customer relationship management:
Making hard decisions with soft numbers, Journal of Leisure Research, 29(3):355-358.

Russo, Spena, T., Carida, A., Colurcio, M., & Melia, M., 2012. Store experience and co-
creation: the case of temporary shop. International Journal of Retail and Distribution
Managemente, 40:21-40.

Sahadev, S., &Purani, K., 2008. Modelling the consequences of e-service quality.
Marketing Intelligence Planing, 26(6):605-620.

Sahajwalla, V., & Gaikwad, V., 2018.The present and future of e-waste plastics recycling.
Science Direct Current Opinion in Green and Sustainable Chemistry, 13:102—-107

Salmela, S., & Varho, V., 2006. Consumers in the green electricity market in Finland.
Energy Policy, 34(18): 3669-3683.

Samarasinghe, D.S.R., 2012. A green segmentation: identifying the green consumer
demographic profile in Sri Lanka. International Journal of Marketing and Technology,
2: 318-331.

Santos, J., 2003. E-service quality: a model of virtual service quality dimensions.
Management Service Quality, 13(3):233-246.

Schahn, J., & Holzer, E., 1990. Studies of individual environmental concern: The role of
knowledge, gender, and background variables. Environment and Behavior, 22:767—786.

Schilly, & Julia, 2018. China will keinen Plastikabfall aus Europa mehr. Mit Jahresende
stoppte China den Import von Altkunststoff. Lander wie Deutsch- land stehen nun vor
einem Problem. In der Standard. Available online at
https://derst{and}ard.at/2000071489042/China- will- keinen- Plastikabfall- aus- Europa-
mehr.

Schultz, P. W., 2002. Knowledge, information, and house hold recycling: Examining the
knowledge-deficit model of behavior change. In T. Dietz & P. C. Stern (Eds.), New tools

82



for environmental protection: Education, information and voluntary measures.
Committee on the Human Dimensions of Global Change, National Research Council.

Seltenrich, N., 2015. New link in the food chain? Marine plastic pollution and seafood
safety. Environmental Health Perspective 123 (2) :A34-A41.

Shimp, T.A., & Kavas, A., 1984. The theory of reasoned action applied to coupon usage.
Journal of Consumer Research, 11(3):795-809.

Shin, D.H., 2013. Consumers’ trust in virtual mall shopping: the role of social presence
and perceived. International Journal of Human-Computer Interaction, 27(6):450-475.

Shrivastava, P., & Hart, S., 1994. Greening organizations-2000. International Journal
of Public Administration, 17:607-635.

Sigler, M., 2014. The effects of plastic pollution on aquatic wildlife: current situations
and future solutions. Water, Air, and Soil Pollution, 225: 2184

Simmons, D., & Widmar, R., 1990. Motivations and barriers to recycling: Toward a
strategy for public education. Journal of Environmental Education, 22: 13-18.

Singh, P.B., & Pandey, K.K., 2012. Green marketing: policies and practices for
sustainable development. Journal of Management, 5:22—30.

Spierling, Sebastian, Kniipffer, Eva, Behnsen, Hannah, Mudersbach, Marina, Krieg,
Hannes, Springer, Sally, et al., 2018. Bio-based plastics - A review of environmental,
social and economic impact assessments. Journal of Cleaner Production, 185:476-491.

Straughan, R.D. & Roberts, J.A., 1999. Environmental segmentation alternatives: a look
at green consumer behavior in the new millennium. Journal of Consumer Marketing,
16: 558-575.

Suchard, H.T., & Polonski, M.J., 1991. A theory of environmental buyer behavior and its
validity: the environmental action-behavior model, in Gilly, M.C. et al. Eds), AMA
Summer Educators' Conference Proceedings, American Marketing Association, Chicago,
IL, 2:187-201.

Sudbury-Riley, L., & Kohlbacher, F., 2016. Ethically minded consumer behavior: Scale
review, development, and validation. Journal of Business Research, 69(8): 2697-2710.

Suki, N.M., 2015. Customer environmental satisfaction and loyalty in the consumption
of green products. International Journal of Sustainable Development & World Ecology,
22(4): 292-301,

Suki, N.M., 2017. Green products usage: structural relationships on customer satisfaction

and loyalty. International Journal of Sustainable Development & World Ecology,
24(1): 88-95.

83



Swenson, M.R., & Wells, W.D., 1997. Useful correlates of pro-environmental behavior,
in Goldberg, M.E., Fish- bein, M., Middlestadt, S.E. (Eds), Social Marketing, Theoretical
and Practical Perspectives, Lawrence Erlbaum, Mahwah, NJ, .91-1009.

Tan, H., Lv, X,, Liu, X., & Gursoy, D., 2018. Evaluation nudge: effect of evaluation mode
of online customer reviews on consumers' preferences. Tourism Management, 65:29—
40.

Tanner, C., & Kast, S. W., 2003. Promoting sustainable consumption: Determinants of
green purchases by Swiss consumers. Psychology & Marketing, 20:883-902.

Tanner, C., Kaiser, F.,, & Kast, S. (2004). Contextual conditions of ecological
consumerism: A food-purchasing survey. Environment and Behavior, 36: 94-111.

Tarkiainen, A., & Sundqvist, S., 2005. Subjective norms, attitudes and intentions of
Finnish consumers in buying organic food. British Food Journal, 107:808-822.

Tilikidou, 1., Adamson, I., & Sarmaniotis, C., 2002. The Measurement Instrument of
Ecologically Conscious Consumer Behavior. MEDIT 1(4): 46-53. Webb DJ, Mohr LA,
Harris KE. 2008. A re-examination of socially responsible consumption and its
measurement. Journal of Business Research ,61(2): 91-98.

Tilikidou, 1., & Delistavrou, A., 2006a. Are Greeks knowledge- able enough about
environmental issues? 10th International Conference of the Economic Society of
Thessaloniki, Thessaloniki, 9-11 Nov. 2006. Thessaloniki: Economic Society of
Thessaloniki, 2006.

Tseng, M. L., & Bui, T. D., 2017. Identifying eco-innovation in industrial symbiosis
under linguistic preferences: A novel hierarchical approach. Journal of Cleaner
Production, 140:1376-1389.

Tseng, S., & Hung, S., 2013. A framework identifying the gaps between customers’
expectations and their perceptions in green products. Journal of Cleaner Production 59:
174-184.

Unenvironment, 2018. Our planet is drowing in plastic pollution. (Accessed 10 August
2019) Retrieved from: https://www.unenvironment.org/interactive/beat-plastic-
pollution/

Utz, S., Kerkhof, P., & van den Bos, J., 2012. Consumers rule: how consumer reviews
in- fluence perceived trustworthiness of online stores. Electronic Commerce Research
and Applications, 11 (1) :49-58.

Vallerand, R.J., Deshaies, P., Cuerrier, J.P., Pelletier, L.G., & Mongeau, C., 1992. Ajzen
and Fishbein's theory of reasoned action as applied to moral behavior: a confirmatory
analysis. Journal of Personality and Social Psychology, 62 (1):98-1009.

Var do Sul, J.A., Costa, M.F., 2014. The present and future of microplastic pollution in
the marine environment. Environmental Pollution, 185:352—-364.

84


https://www.unenvironment.org/interactive/beat-plastic-pollution/
https://www.unenvironment.org/interactive/beat-plastic-pollution/

Von der Goltz, J., & Barnwal, P., 2018. Mines: The local wealth and health effects of
mineral mining in developing countries. Journal of Development Economics.

Watts, D.C., llbery, B., & Maye, D., 2005. Making reconnections in agro-food
geography: alternative systems of food provision. Progress in Human Geography, 29
(1): 22e40.

Wansink, B., Soman, D., & Herbst, K. C., 2017. Larger partitions lead to larger sales:
Divided grocery carts alter purchase norms and increase sales. Journal of Business
Research, 75: 202-209.

Webster, F.E., 1975. Determining the characteristics of the socially conscious consumer.
Journal of Consumer Research, 2(3): 188-196.

Weun, S., Beatty, S.E., & Jones, M.A., 2004. The impact of service failure severity on
service recovery evaluations and post-recovery relationships. Journal of Service
Marketing, 18 (2): 133-146.

White, K., Hardisty, D.J., & Habib, R., 2019. The elusive green consumer. Harvard
Business Review. Retrieved from: https://hbr.org/2019/07/the-elusive-green-consumer.

Wong, V., Turner, W., Stoneman, P., 1996. Marketing strategies and market prospects
for environmentally-friendly consumer products. British Journal Management, 7:263—
281.

Wu, S.1., Chen, J.Y., 2014. A model of green consumption behavior constructed by the
theory of planned behavior. International Journal Marketing Studies, 6 (5):1109.

Yan, J., She, Q., 2011. Developing a trichotomy model to measure socially responsible
behavior in China. International Journal of Market Research, 53(2): 253-274.

Yang, D., Lua, Y., Zhu, W., & Su, C.. 2015. Going green: how different advertising
appeals impact green consumption behavior. Journal of Business Research. 68:2663—
2675.

Yi, Youjae.,1990. A Critical Review of Consumer Satisfaction, in Review of Marketing.
Valerie A. Zeithaml, ed., Chicago: American Marketing Association, 68-123.

Young, K., 2018. The rise of Green Consumerism: What do Brands Need to Know?.
Global Web Index. Access in: 8, August 2019; Retrieved from:
https://blog.globalwebindex.com/chart-of-the-week/green-consumerism/

Zhang, L., Ma, B., & Cartwright, D.K., 2013. The impact of online user reviews on
cameras sales. European Journal of Marketing, 47 (7) :6 (-6).

85


https://hbr.org/2019/07/the-elusive-green-consumer
https://blog.globalwebindex.com/chart-of-the-week/green-consumerism/

86



	ACKNOWLEDGEMNTS
	1. EXECUTIVE SUMMARY
	2. RESUMO
	3. CASE STUDY BACKGROUND
	3.1.GREEN CONSUMERISM
	3.2.THE BAM AND BOO
	3.2.1. HISTORY
	3.2.2. MARKETING MIX
	3.2.3. MARKET:
	3.2.4. WEBSITE, INSTAGRAM AND FACEBOOK
	3.2.5. COMPETITORS
	3.2.6. CONSUMERS

	3.3. QUESTIONS

	4. PEDAGOGICAL NOTE
	4.1.CASE STUDY TARGET
	4.2. PEDAGOGICAL OBJECTIVES
	4.3.LITERATURE REVIEW
	4.3.1.GREEN PRODUCTS
	Concept
	Green products factors

	4.3.2.GREEN CONSUMPTION
	Concept
	Determinants of Green consumption
	Social Norms
	Market Segmentation in the green market

	4.3.3.CONSUMER SATISFACTION
	Concept
	Consumer Trust
	Consumer satisfaction in the green market

	4.3.4. SERVICE QUALITY
	Concept

	4.3.5.ONLINE REVIEWS AND SERVICE QUALITY STUDIES

	4.4. METHODOLOGY
	4.5.ANALYTICAL FRAMEWORK PRESENTATION
	4.6. ACTION PLAN
	4.7. CASE STUDY RESOLUTION
	4.8. CASE STUDY RESOLUTION SLIDES
	4.9. MANAGEMENT LESSONS

	5.BIBLIOGRAPHY

