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For any organization to sustain a highly effective business environment, it is essential for the company to effectively prepare its marketing strategies to conform to the prevailing consumer behaviour in a specific market (Teece, 2010). This current paper provides an in-depth analysis of the marketing strategies employed by the Eco store brand. Globally, Eco-store is recognized as a sustainable and eco-friendly household cleaning brand based in New Zealand. Over the past few years, the company has experienced success with annual turnovers hitting way over 30 million dollars. From a small startup, the Eco store brand currently has branches in Hong Kong, Australia, Korea, United States, and Korea. In the United States, the brand has implemented the delivery of mail-order sales that has subsequently worked to its advantage. 
In Australia, it is important to note that over 200 stores are fully stocked with the company’s goods and products, an indication of international success. Notably, the company positions its products as safe from hazardous chemicals. Eco store employs a stricter research procedure from the beginning to the end ensuring that they evaluate and mitigate the harmful products from their collections (Soo, 2011). The company's brands include hair care products, baby products and household cleaning products all manufactured from naturally obtained resources. In this sense, the company has made it a priority to engage in the production of alternative products to particularly replace the chemically-laced household cleaning products in the market. Eco store positions itself in the market a
Eco-store has primarily focused on the manufacture of products that are devoid of toxic chemicals for their consumers. This is usually done in accordance with the desire to ensure that the company goods remain at par with the mainstream brands in the same industry. It is important to note that the health first objective employed by the company is very instrumental in ensuring that safer goods and products are delivered to the market (Kennedy, Kapitan & Soo, 2016). 
Consumer behaviour theories are essential in understanding the driving factors behind a customer's decision to buy. The consumer behaviour theories also explain the buying patterns of the consumers to consequently help company marketers in predicting how and when the consumers are bound to make purchases. These theories help in identifying the motivating factors as well as highlight the strategies applied by companies to effectively manipulate consumer behaviour (Foxall, 1993). 
The psychological theory of consumer behaviour
Psychological factors particularly revolve around a consumer’s attitudes and perceptions regarding a particular brand in the market. This theory also involves the ability of a consumer to understand brand information (Kassarjian, 1971). Ideally, based on this theory of consumer behaviour, the motivating factor for consumers to make purchases from a particular brand specifically revolves around their personality and held beliefs regarding the specific brand. In essence, brand perception can either make or break a purchase intention by a potential customer. In a sense, having negative brand perceptions by consumers regarding a specific brand might lead to reduced sales and purchases. Eco-store uses a majority of the raw substances that are believed to be free from hazardous chemicals in the manufacture of the products (Kennedy, Kapitan & Soo, 2016). 
The company has been a leading firm in the campaign against increased carbon concentration on the environment. Eco-store uses plant and mineral sourced raw materials to manufacture its products as an alternative to the petrochemical ingredients. For this reason, most consumers believe that the company’s products are therefore safe and healthy in the surrounding compared to the products from the other competitors. 
Information drawn from a research study indicates that a majority of the consumers stated that they had positive perceptions regarding the company’s products because of their minimal impact on the environment and the enhanced certainty that the products are appropriate for septic tanks (Berger, 2016). In this sense, because of the positive perception among the consumers, the company has established itself as a rising brand that is keen on environmental protection and management. 
Because of the company’s strategies to use raw organic materials, consumers have continued to hold high positive beliefs regarding the company’s efforts to protect the environment and health of its customers. For instance, most customers felt that their skin diseases improved over time after using the company’s products. Eco-store claims that, that the consumer’s health is extremely important and that is why the scientists evaluate and minimize the impact of the products on the consumer’s health through constant innovation, from sourcing raw materials to end use (Eco stores, 2016). The company’s focus on health has been its singular marketing strategy. Arguably, this seems like a commitment to the consumers that their products are safe. The company observably enjoys a substantial consumer base. As part of the sustainable marketing plan, Eco-store is engaged in building and maintaining a positive relationship with its consumers. 
Challenges in the green marketing strategy
Because of the company’s focus on the protection of the environment, a number of consumers want to associate with the company and its environmentally-friendly products. Observably, this has led to widespread confusion among the consumers regarding the products. In particular, where one often finds erosion credibility of green products. In this view, to sustain consumer confidence in green products marketers such as Eco-stores always need to be much more transparent and also refrain from going against any law that relates to ethical business practices (Mishra & Sharma, 2010). 
Need for standardization 
It is argued that companies focused on green campaign marketing strategies are not usually able to provide authentication and standards that reflect on their claims. There exists no definite yardstick from which to measure or rather certify that the products are organic. Eco-store Company has not been able to certify that their products are completely free and safe from hazardous chemicals. In a sense, it is noted that the company lacks standard quality control for labelling and licensing for the products (Parsons Soo & Berth, 2013). Similarly, even though, consumers are gradually becoming aware of the beneficial impacts associated with green products, a majority of the people are not aware of the impacts of the deteriorating environment. With this marketing strategy, the company has observably failed to reach large masses with the advocacy programs.
The production process for these products is usually rigorous and takes months to develop consequently making the production process costly. To ensure that the end products are safe and authentic, the company has to follow environmental and efficacy standards. The overall production process for the products is costlier and may cut on the profits realized by the company. Additionally, the company brand is also not focused on maximizing profits but rather wants to digress from the capitalist model of consumerism. In a for-profit organization, the main aim is always to make money to pay your own salary. I wanted to do something different. So, I thought, let’s see if I can disrupt and find a new way of funding a not-for-profit organization. Right from the beginning, we set up this idea that you have a business that is completely capitalist but can make a difference in the best possible way – that is deeply embedded in ethics, which can also access money and profits so a percentage goes to fund a foundation (Eco-Stores, 2016). 

Eco-store has advanced its marketing strategies as human nature focusing on the interdependency with people and earth (Balzarova & Castka, 2018). The promotional messages advanced by the company particularly focus on the protection of animals and the environment. Eco-man, an animated promotional video has been used as an illustration of the company’s usage of safe materials and its engagement in the protection of the environment instead of the poisonous and harmful chemicals. 
As part of the marketing strategies, Eco-stores uses a three-tiered promotional strategy that involves inspiring, informing and enabling (Everything Marketing, 2016). The promotional messages implemented by the brand are observably educational and informative to provide the consumers with very accurate information regarding the products. In essence, the consumers, therefore, find the brand’s goods and products more appealing, particularly, those who are eco-friendly. It is asserted that the use of pull strategy to advertise makes the brand create a lasting mental print in the minds of the consumers. Chapman-Smith (2013) argued that effective consumer demand is usually created through informative counselling and effective social branding which Eco-store has perfected. the brand’s rise in New Zealand arguably coincides with its clear and clean positioning to engage constantly in the production of healthy products using non-harming chemicals for the consumers and the environment (Eco store, 2015; Rands, 2013). 





The theory of Reasoned Action
The theory of reasoned action has also been incorporated by the marketers at Eco-stores. This theory takes note of the pre-existing consumer attitudes before making purchases. In the understanding of consumer behaviour, the core of the theory posits that most consumers are only inclined towards specific behaviour when there is an equally specific result expected (Ha, 1998). Ideally, this argument holds that consumers may buy from specific brands with the intention to either create or receive a particular outcome. It is believed that rational consumers hold the ability to chose to act in their best interest, beginning from the time a consumer makes a decision to purchase until such a time when the action is completed. Eco-stores marketers seem to have mastered this idea and have consequently incorporated it into the company's marketing practices. 
The theory of reasoned action states that before consumers decide to make any purchases, they must associate the intended action with a positive result and the positive result has to be specific (Belleau et al., 2007). Eco-Stores utilizes this theory effectively. In the understanding that a majority of the consumers are pro-environment, the firm has placed so much effort in offering non-toxic cleaning and body care products to their customers. It is essential to note that the customers do not only believe and hope that the products are safe but are also keen to promote and support environmental protection efforts. With the team of scientists engaging in extensive research works, the consumers believe that the company products are safe and can offer fast relief to their skin problems. Similarly, in view of this, Eco-Stores has not only strived to ensure that the quality of their products is maintained but have also placed enhanced effort to ensure that their products present little or no impact on their environment (Mishra & Sharma, 2010). 

To maintain the safety of their products. The company compares their materials to that of its competitors, ensuring that the level of safety is maintained from the perspective of health and environmental guidelines. The product sold by a firm is usually considered one of the most essential components in a marketing plan. Offering efficient products enable companies to maximize the satisfaction level of their customers (Mishra & Sharma, 2010). Eco-Stores has observably specialized in a wide range of projects ranging from dishwashing products, body care products, home spa, baby care products and hair care products. It is essential to understand that these products are not only unique to the company but are also of higher quality in contrast to the rest of the competitors within the same market segment. Additionally, as a market differentiation strategy, Eco-Store also offers specialized products to their customers such as bath towels, bath towels and bath mats. As observed by Parsons et al.  (2013), to maintain the high levels of consumer satisfaction in the market, Eco-Store engages in the provision of customized goods and products to their customers. 
Eco-Stores packages its products in environmentally packaging. These packaging materials can always be recycled to consequently reduce the negative environmental impact. A majority of the company’s loyal customers have lauded the company for its continued engagement in the reduction of carbon footprint. It is important to note that Eco-store remains the first company to take the initial step of converting bottles into renewable plastics, representing a sustainable step in the creation of a sustainable future. In making the decision to buy from Eco-Stores, eco-friendly consumers believe they are supporting a just cause in the protection against environmental degradation. Sustainable production, packaging and distribution are key measures undertaken by the firm as part of their strategies to motivate their customers to continue supporting them through this mission. 
Comparison of the company’s marketing strategies
A review of Eco-store’s marketing strategies reveals a substantial advantage in the loyal customer base in contrast to its close rivals such as Pure Earth and Nature Direct. It is noted that even though several brands are coming into the market with claims about the provision of safe products, only a few of these products are genuinely natural and can be considered safe for human and home usage. 
Recommendations
To compete effectively in the market, the company, (Eco-Stores), should sustain the affordable and low pricing strategy. Arguably, this is an effective strategy to maintain the old customers allied to the company. Similarly, engaging in ventures with other organizations that sell similar items can help in reducing the threats posed by the rival firms in the same industry. Entering into partnerships with other organizations that also support eco-friendly products seems to be a better strategy to help the company in supporting its public brand image. 
Since its launch, because of its strategies, Eco stores has grown over the years with the sole intention of generating finds for not-for-profit purposes. The firm's main intent is to build an urban eco-village, a project that has continued to receive tremendous support from the consumers. Observably, the use of recyclable material for packaging has substantially reduced the physical environmental wastes. Similarly, recent innovations such as the use of 100 carbon capture Pak are indicative of the company's commitments towards a sustainable future. As evidenced in this report the theory of reasoned action and the psychoanalytic theories are the key theories that influence consumer behaviour at Eco-Stores. 
the reasoned action theory posits that because consumers have the ability to stop engaging in a particular action, their decisions to engage in any kind of observable behaviour are usually influenced by various factors. Based on this theory, the decision by a significant number of consumers to support the company's products is the sole belief that this support would help in the fight against environmental degradation. Similarly, the psychoanalytic theory states that consumers ability to identify and associate with a particular brand is usually motivated. The theory highlights that consumers are rational thinkers whose purchase decisions are largely influenced by their conscious motives. In line with this theory, it can be noted that consumers at Eco-stores are particularly motivated to engage with the company due to the belief that the products are safe and present no risks to them at all. In this sense, the safety of the products is considered the underlying motivation for the purchase of the products. 
Consumers are usually aware of the motivating factors within their conscious mind hence the increased engagement with the company. Because Eco-Stores has positioned itself as an eco-friendly company, it should therefore stop the use of chemicals that are still used by the company if they are to achieve a superior quality (Safer for you and our world, 2021).






References
Chapman Smith, B. (2013). Ecostore Head Green, Keen and seeing Red. [online] nzherald.co.nz Available at: http://www.nzherald.co.nz/business/news/article. 
Kassarjian, H. H. (1971). Personality and consumer behaviour: A review. Journal of marketing Research, 8(4), 409-418.
Ha, C. L. (1998). The theory of reasoned action applied to brand loyalty. Journal of Product & Brand Management.
Belleau, B. D., Summers, T. A., Xu, Y., & Pinel, R. (2007). Theory of reasoned action: Purchase intention of young consumers. Clothing and Textiles Research Journal, 25(3), 244-257.
Teece, D. J. (2010). Business models, business strategy and innovation. Long range planning, 43(2-3), 172-194.
Soo, S. (2011). " In Ecostore We Trust": uncovering the symbolic meanings of sustainable products & their use in building consumers’ self-image (Doctoral dissertation, Auckland University of Technology).
Kennedy, A. M., Kapitan, S., & Soo, S. (2016). Eco-warriors: Shifting sustainable retail strategy via authentic retail brand image. Australasian Marketing Journal (AMJ), 24(2), 125-134.
Foxall, G. R. (1993). Consumer behaviour. European Journal of Marketing, 27(8), 46-57.
Mishra, P., & Sharma, P. (2010). Green marketing in India: Emerging opportunities and challenges. Journal of Engineering, Science and Management Education, 3(1), 9-14.
Berger, A. A. (2016). A psychoanalytic approach to marketing. In Marketing and American Consumer Culture (pp. 25-35). Palgrave Macmillan, Cham.
Balzarova, M., & Castka, P. (2018). ecostore–the Carbon CaptureTM Pak decision.
Parsons, A. G., Soo, S., & Berth, N. (2013). Is Perception as Good as Reality?. Communicating Sustainability for the Green Economy, 25.
Safer for you and our world. (2021). Retrieved 5 May 2021, from https://ecostore.com/au/safer-for-you-and-our-world/

