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Facilitating most population engagement with the
circular economy: Challenges for academics and (as)
social media influencers.

ABSTRACT

The lack of consumer engagement with the Circular Economy (CE) hinders the use of
recycled materials in products manufactured by the B2B companies (e.g., recycled pet bottles
in industrial adhesives). Such an institutional void gives space to the rise of a type of network
activity: knowledge brokerage, which is a process of knowledge exchange facilitation.

This multiple case study contributes with a practical description of brokerage activities
in this context. It investigated how companies could interact with academics through
knowledge exchange translated into campaigns to engage most consumers with CE. The
network approach, under the knowledge brokerage perspective, was the main theoretical
foundation of this work.

Findings indicate doubts that prevent companies from developing better green
marketing campaigns. Academics could help to fill these gaps. Regarding campaign
management, academics could identify the different groups of consumers, the delivery
channels, campaign duration, and disclosure days/times that most engage each consumer
group.

Campaigns require educational materials. Academics could identify the amount of
information and the presentation format in printed materials. However, engaging most of the
population requires a better use of social media. Academics must investigate the posts that
could change each group of people&#39;s behaviors (including consumers with a lower
educational level and less purchasing power).

Companies plan to financially support academics who elucidate these doubts or those
who succeed in using social media to induce consumers to review their postures. Such support
could increase the research funds for the projects managed by the researchers we have
named “academic influencers.”

Key words: Circular Economy; Consumers’ engagement; Green Marketing; Social
media; Institutional voids.



1. INTRODUCTION

CE has a variety of meanings and strategies (Kirchherr et al., 2017). It embraces
practices to reduce waste and pollution by reducing, recycling, reusing existing products, and
regenerating natural resources (Bucur, 2023). Govindan & Hasanagic (2018) summarize CE as
the economy of the loops—returns of goods or their parts to a new consumption cycle in the
same or another supply chain. According to the literature, there is a considerable convergence
on the importance of CE to promote sustainable development through initiatives such as
reuse and recycling at the pace of economic growth, reducing the impact on natural resources
(Genovese & Pansera, 2021; Kirchherr et al., 2017).

Despite the broad dissemination of CE concepts and procedures, scholars warn about
the complexities triggered by the attempts to adopt a circular business model, considering
constraints such as technological lock-ins, inter-organizational imbalances in the pace of
change, and cultural limitations related to the levels of society engagement in materials
reverse flow practices (Korhonen et al., 2018; Lieder et al., 2018). The lack of consumer
interest and awareness of environmental issues, side by side with a hesitant company culture
of promoting reuse, return, recycling, and similar closed-loop campaigns, are mentioned as
the main barriers to the Circular Economy's successful implementation (Kirchherr et al., 2018;
Lieder et al., 2018). It is also essential to mention that many countries lack regulatory frames
for CE (Mangla et al., 2018), and governance voids are increasingly indicated as a critical
aspect of CE adoption (Chiappetta Jabbour et al., 2020; Guarnieri et al., 2023). This problem
occurs in Brazil, where the governmental leadership in CE implementation is at a low level
compared to the developed economies of the European Union countries, regardless of the
existence of public and private incipient networks of collaborations for CE institutionalization
(Cramer, 2022).

Circularity may also be hindered by inadequate understanding of waste management
and disposal (Jangre et al., 2022; Mathew et al., 2023; Thukral et al., 2023) and reckless or
negligent attitudes from authorities and consumers (Agrawal et al., 2023; Dixit & Badgaiyan,
2016). Excessive consumption or purchasing are unpleasant habits or behaviors (Ananda et
al., 2023). Some educators or the educational system seem to contribute to the lack of
knowledge or the perpetuation of poor habits. Studies indicate that citizens cannot always
access information that could change their habits since educators prefer to spread their
knowledge primarily through conferences or seminars (Leal et al., 2024). Such preference
indicates the strong attachment of academics to institutional theoretical underpinnings to
address studies on CE (Greene et al., 2024).



Cultural and routine aspects implied in the shift from linear to circular loops of
materials require time and evolving strategies from the business to capture the effective
action of the consumers (Lieder et al., 2018). Studies linked CE challenges fulfillment with
practical changes in the companies and consumers (Merli et al., 2018). Bucur (2023) argues
that the adequate transition to a CE cannot be carried out without fundamental societal
changes. Consumer awareness and engagement can lead businesses to adopt CE (Bocken et
al.,, 2022). The consumers' role — awareness, proactive behavior, and sound education to
sustainability in practice - is essential (Bocken et al., 2022; Lieder et al., 2018). Thus,
consumers must know how their purchasing decisions impact the environment, mainly at the
product's end of life. Social norms, culture, and attitudes towards the life cycle extension of
products are among the drivers of the CE (Mondal et al., 2023).

Institutionalism looks at the ways organizations adapt to societal norms — mainly top-
down pressures - to provide macrolevel reactions that usually end up in isomorphic answers
that try to legitimize business conduct without fully considering consumers’ constraints,
expectations, and shared cognitions (Alonso-Almeida et al., 2020; Elzinga et al., 2020).
Therefore, in both the organizational and academic world, it is necessary to shift the focus
from institutional organization processes to action orientation for sustainable development
education (Sinakou, Donche, & Van Petegem, 2022). Bottom-up perspectives on societal
networks for collaborative learning (Pinyol Alberich & Hartley, 2023) have arisen as
alternatives to traditional theoretical focus in CE research. The change in focus aimed to
overcome the absence of regulatory guidelines (Chiappetta Jabbour et al., 2020) and
institutional approaches since the previous focus did not pay attention to pluralism
(Greenwood et al., 2011) inherent to complex realities as CE (Alonso-Almeida et al., 2020;
Stal, 2015). Knowledge brokerage is “a process of facilitating knowledge transfer and
exchange” (Partidario & Sheate, 2013: 28), has been increasingly applied to research in the
fields of healthcare and sustainability (Chew et al., 2022). The better the knowledge transfer,
the more significant the change will be.

A better education results in knowledge that can improve attitudes and behaviors
favoring CE. Education is, therefore, a central leverage point towards a sustainable circular
economy (Mies & Gold, 2021). Marketing campaigns can be used to educate consumers. The
relationships between marketing, waste management, commercialization, recycling,
sustainable development, and CE have significantly improved, showing the importance of
marketing campaigns in CE (Aguilar-Morales et al., 2023). Findings indicate that
environmental awareness is associated with higher purchase intention (De Silva et al., 2021),
higher return intentions (Ratay & Mohnen, 2022), improvements in biowaste and residual
waste sorting by individuals (Crome et al., 2023), or the intention and the willingness to pay
a premium price for sustainable fashion products (Dangelico et al., 2022) or to purchase
recovered products (Ayati et al., 2022). Companies and organizations can also benefit from
increasing consumer awareness and engagement. Digitalizing waste recycling through
informal waste sectors maximized pick-up time and enhanced efficiency with a lower cost of



operating trucks by up to 75% (Maiurova et al.,, 2022). Retaining material value through
recycling can be promoted by illustrating the economic benefits of the CE, better sharing of
waste-related data, and increasing dialogue and cooperation between key players
(Salmenpera et al., 2021).

Green marketing campaigns should dedicate particular attention to non-academic
consumers (the most significant population). These campaigns must engage the different
stakeholders in green education or create networks concerned with sustainable consumption
(Prieto-Sandoval et al., 2022). Changes in the educational system (Barros et al., 2023) could
also improve green marketing by promoting knowledge exchange. Digital education seems
the best alternative to educating most of the population. However, digital education appears
to be in its infancy. The literature only presents strategies to involve consumers in campaigns
for returns and recycling, such as gamification and micro-influencer activism in social media
(Cruz & Rosado da Cruz, 2023). Pioneering firms are disclosing environmental information
through social media such as Twitter (currently X) (L’Abate et al., 2024) and LinkedIn (Tsironis
et al.,, 2022).

Social pressure can help change consumers' habits (Islam et al., 2021; Yadav et al.,
2022). More engaged consumers result from adequate information dissemination on their
rights and responsibilities regarding environmental issues. This type of initiative can boost
self-will regarding the consumption of more durable and recycled products, raising increasing
sensitivity among citizens committed to the importance of green product consumption. Social
pressure is based on social media platforms, digital apps, and other ways to connect
consumers, and it is moved by the commitment to a cleaner society (Bucur, 2023). Posts on
these platforms can spread content that induces society to review its behavior. A benefits
analysis of digitization indicates that it enhances resident engagement in waste management
(Jiang et al., 2021). A combination of education and social pressure may also be helpful. Such
a combination contributed to better biowaste and residual waste sorting by individuals
(Crome et al., 2023).

In sum, the fundamental problem to be addressed relies on aware and engaged
consumers with the CE, thus benefiting the environment, the population, and the companies.
However, most consumers' lack of knowledge and poor habits and behaviors may hinder
achieving such benefits. This problem could be addressed through well-orchestrated green
marketing campaigns, improvements in the educational systems (to boost the connection
between business and consumers), and social pressure (facilitated by the mediation of social
platforms). Solving this problem points to better cooperation between companies and
educators to increase consumer awareness and engagement with CE. Success in this
cooperation can induce positive environmental behavior change and care of consumers (van
Bueren et al., 2023) or promote community and consumer engagement in circular practices
(Souza Piao et al., 2023). This collaboration can also help firms design strategies to inform
consumers effectively and promote circular products and services (Shevchenko et al., 2023).



Thus, our research question is: How can companies and academics collaborate to improve
consumer engagement with the circular economy?

To adequately address this question, a multiple case study was carried out under the
lens of network theory, with eight Brazilian small and medium B2B firms struggling to
implement CE activities such as return and recycling. Section 2 presents the literature review
that sets out the existing knowledge to underpin a better understanding of the problem.
Section 3 presents the research methodology. Section 4 shows how companies and academics
can collaborate to improve consumer awareness and engagement (with the CE). Discussions,
conclusions, limitations, and suggestions for future research are presented in Section 5.



2. LITERATURE REVIEW

Barriers and levers to effective engagement of citizens in CE described in this literature
review are strongly supported by the network approach (Lim et al., 2024; Ratsimandresy &
Miemczyk, 2023). This perspective emphasize knowledge flows (Asgari & Asgari, 2023) and
learning for CE implementation in pluralistic ways (Pinyol Alberich & Hartley, 2023) as
theoretical bases for behavioral change (Greene et al., 2024). Seminal early studies that
brought resource-based view and inter-organizational relationship in the supply chain as ways
to trigger sustainability (Gold et al., 2010; Seuring & Miiller, 2008), providing pioneer insights
to the incorporation of sustainable practices, as reverse logistics, cannot be dismissed.
Nevertheless, the advancement of the forms of collaborations and technological (digital)
resources in current society leads to the imperative of new approaches adoption to the supply
chain contexts (Ratsimandresy & Miemczyk, 2023).

Therefore, we seek to advance to new looks that delve into more detailed aspects of
collaboration as ways in which networks actors can act as brokers to effectively engage
persons in education and dissemination of CE in and outside the organizations. Under this
perspective, knowledge brokerage arises as a relevant expression of network theory and
theory of change (Chew et al., 2022). Brokerage, in this context, is a type of activity that
emerged in the last 15 years with the aim to promote social intervention that facilitate
dialogue and intellectual exchange between individuals in their diverse social structures
(Partidario & Sheate, 2013). Knowledge brokers create synergies between groups (Long et al.,
2013). They facilitate knowledge flows that otherwise would remain blocked by institutional
voids that hinder circular economy practices adoption by the majority of the consumers.

2.1. Barriers to Consumer Engagement

Poor consumers’ knowledge, inadequate consumers’ behavior, and educational
failures, all from the consumer side, can produce setbacks in CE initiatives from business.
Govindan & Hasanagic (2018) already highlighted the need for education about the circular
economy, the importance of changing society’s attitude concerning remanufactured
products, and the urgency in shifting from the traditional linear to the circular model in the
economy.

2.1.1. Poor consumers’ knowledge

Poor consumers’ knowledge and abilities to manage waste and effectively
engagement with CE practices have been overlooked in academic literature (Hobson et al.,
2021). The gaps involve lack of knowledge and reckless attitudes. Such elements hinder
consumers from taking ownership of CE practices. Thukral et al. (2023) identified the need for
more general awareness about e-waste management and disposal. Customer awareness is



also highlighted as a barrier to effective e-waste management in developing economies
(Jangre et al., 2022). These findings suggest that lack of knowledge can block actions by
consumers interested in contributing to CE. This knowledge dearth constitutes a problem. In
Malaysia, for instance, many consumers are willing to recycle but need more knowledge and
information on the disposal and recycling channels (Mathew et al., 2023). In Brazil, less than
12% of the potentially recyclable materials are collected, in contrast with 43% of Italy, and
40% of France (Conke, 2018).

It is also essential to observe that practical knowledge on CE is a gap also among
technology students in diverse countries. Findings indicate that American engineering
students do not have a good understanding of climate change science. This means that
engineering students do not know what relevant actions — as correct waste management -
must be taken to address climate change (Milovanovic et al., 2022). Thus, there is compelling
evidence from a range of different contexts that poor understanding on basic environmental
issues like waste recycling is a barrier to promote CE. Gonella et al. (2024) concluded that
limited cognition hinders people from engaging in the CE of Brazilian firms. The appropriate
communication of eco-friendly benefits of products, in nowadays and future perspective of
its use, thus, is becoming a relevant activity for circular business (Lopes et al., 2024).
Therefore, related education, incentives and communication programs should be incentived.

2.1.2. Inadequate consumers’ behavior

Inadequate consumers’ habits and practices can also negatively influence CE (since a
significant portion of excessive consumption occurs in homes). To curb the overconsumption,
it is necessary to understand consumers' purchasing habits. The relationships between
consumers' behavior and the context of food consumption (as the main category of
purchased products) are complex because they depend on lifestyle, habits, culture, and food
package presentation. Other variables, such as innovation and infrastructure, must also be
considered to achieve suitable solutions to avoid wastage. Businesses need to formulate
strategies that help consumers minimize food waste in their homes and give priority to
products with more simple and ecologically designed packages (Testa et al., 2020). The
success of these strategies can provide retailers with a strategic competitive advantage
(Ananda et al., 2023). Furthermore, food consumption is related to the consumers' ethics of
life. Such an ethic depends on the level of awareness of the consumers regarding the
importance of avoiding wastage and taking it as morally unacceptable (Lehtokunnas et al.,
2022).



The misalignment between purchasing and consumption can negatively impact
companies along the supply chain. On the other hand, this exact misalignment contributes to
increasing company revenues. The analysis of this dichotomy suggests that changing
consumer habits may not be in the financial interests of companies. Furthermore, the
problem of overconsumption may differ between nations. Thus, producers and marketers
should better understand consumers' needs to influence their purchase intention toward
food consumption to avoid overconsumption (Winterstein et al., 2024). Nonetheless, not
many studies address consumers’ knowledge of products and package returns, which is
essential to improving educational awareness campaigns (Sousa et al., 2021).

Poor consumer habits also affect (re)manufactured products. When per capita income
increases, the propensity to accept products containing recycled materials typically decreases
(Neves & Marques, 2022). Although relevant, little is known about the causes of rejection of
specific products or habits. There is not much research on the relationships between
cognitive-affective traits of consumers’ personalities and proneness to adopt habits in favor
of CE, and investigation on demographic profile and willingness to adopt responsible
consumption actions is understudied as well (Kutaula et al., 2022). A recent review in Brazil
on how the CE can promote social inclusion has found that reuse and reduce activities are the
most cited in surveys, and that strategies of reverse logistics and recycling are the most
common involving consumers and communities (Souza Piao et al., 2023).

Scholars emphasize the need for sustainable supply chain development, including
rejecting linear production systems or supply chains (Kelleci & Yildiz, 2021; Machado et al.,
2019). Kunamaneni et al. (2019) list some factors that make consumers more reluctant to act
within circular thinking: the attachment to products' aesthetic design and the brands, and the
lack of widespread knowledge on reusing rather than recycling. Furthermore, there are voids
in governmental regulation of recycling (e.g., products that can undergo reverse logistics). A
global review of consumer behavior towards e-waste identified that consumers' disposal and
recycling behaviors are the two principal areas of research interest. In contrast, reuse and
repair behavior were investigated to a lesser extent (Islam et al.,, 2021). Vidal-Ayuso,
Akhmedova, and Jaca (2023) reinforce such findings, observing that the post-purchase phase

relating to "use," "recycle," and "upcycle" was still found to be obscure in academic literature.
These findings suggest that consumer habits (however derived) may constitute a barrier to

CE.



2.1.3. Educational failures

Many academics worldwide have focused on sustainability and CE (Hankammer et al.,
2019; Kirchherr et al., 2018), as indicated in the previous section, but their efforts are often
communicated within the academic community rather than widespread disseminated. For
instance, Portuguese teachers prefer to increase students' sustainable development
education through conferences, seminars, or research projects (Sinakou et al.,, 2022).
Assuming that such practices could be adopted more often, it is questionable whether change
in dissemination practice towards social media channels favored by consumers might better
contribute for improving the knowledge of the non-academic population. There is an
increasing understanding that academics (Sinakou, Donche, & van Petegem, 2022) and higher
education institutions need to adopt action-oriented to sustainable development.

Whilst educational systems have to update their curricula to meet emerging labor
market needs, the long durations of academic in incompatible with the fast pace of
technological changes that underpin a successful transition to a CE (Spada et al., 2022). An
analysis of curricula, teaching, and learning renewals promoted in higher education programs
identified critical differences between the expected and the actual learning outcomes (Leal
Filho et al., 2018). Findings showed that education providers desire to approach sustainability
from an integrative perspective. However, this approach typically demands more
administrative resources to develop formal and hidden curriculum mechanisms. As a result,
intra- and inter-cultural learning characteristics are increasingly necessary to fulfill
educational structural voids (Gutierrez-Bucheli et al., 2022).

Therefore, according to Zhang et al., 2024, there is a need for more effective results
concerning education for sustainability — curriculum, practices, and higher education
initiatives. Initiatives to educate the entire academic staff (students, teachers, administrative
professionals) using learning by doing and active learning strategies for sustainability have
reached some European universities of Greece, Italy, and Portugal (Bacelar-Nicolau et al.,
2023), but the context of Latin American universities is different. According to (Leal Filho et
al., 2021), the Latin American universities resent from financial investments, need more
efforts in developing appropriate resources and materials, and lack awareness and support
from their administrations. This scenario suggests the existence of elements that prevent
educational institutions from adapting more quickly to the demands and challenges of the CE.



2.2. Levers to engagement

Levers that can be used to improve consumer awareness and engagement with the CE
are presented in the literature. These levers were organized into green marketing,
improvements in education, and social pressure, separately described as follows.

2.2.1. Green marketing

Green marketing effectively informs and influences consumers to stimulate their
interests, desires, and actions. Green marketing campaigns are an opportunity to influence
producers' and consumers' decision-making processes in a positive way (Prieto-Sandoval et
al.,, 2022). Green self identity performace is an inductor for consumers to buy circular
products. “Consumers with a strong green self-identity and moral-based personal norm
would always perceive higher green value from their circular products.” (Sajjad et al., 2024:
4). Actions aimed at influencing consumers can be based on the marketing mix. The marketing
mix paradigm encapsulates the most efficient marketing actions (Leonidou et al., 2013). These
actions are divided into seven elements (also known as the 7Ps of marketing) which include
place, price, product, promotion, people, physical evidence, and process. Nudges are any
aspect of the decision-making environment that changes people's behavior predictably
without prohibiting options or changing their economic incentives (Thaler & Sunstein, 2008),
which are also relevant to this context. According to Novela et al. (2018), a green marketing
mix based on the 7Ps approach positively affects customer satisfaction. Adaptations in the
7Ps of the marketing mix and nudges have been found in the beauty sector to support the
communication of circularity to consumers through simplicity, transparency, and
effectiveness. Success in this adaptation can contribute to filling the "intention-behavior" gap
issue in the circular economy transition (Rainatto et al., 2024).

Di lorio et al. (2023) suggested that European consumers are incited to seek more
information and change their behavior in favor of CE when in contact with “green” clues. Such
conclusion highlight the positive effect of nudges on inducing more beneficial decisions for
society and the environment (Rainatto et al., 2024). Thus, nudges constitute one standard
marketing tool for persuasive communication (O’Shaughnessy & O’Shaughnessy, 2004).
Nevertheless, it is also relevant to plan strategies of consumer engagement through social
media because pro-environmental consumption behavior cannot last in the void of further
stimulus and reliable information, for instance, about labels and packages of products (Di lorio
et al.,, 2023). Some scholars believe it can induce environmental awareness changes
(Warmington-Lundstrom & Laurenti, 2020) to drive sustainable consumption behavior
(Torma et al., 2018) or close the gap between the intention to recycle and actual action
towards recycling (Flygansveer et al., 2021). To provide such benefits, nudges aim to (i) make
information more straightforward for consumers, (ii) promote changes that induce better
choices where consumers act on impulse, (iii) create better policies, and (iv) use social norms
to influence human behavior (Lehner et al.,, 2016). Therefore, firms can improve their



consumers' environmental awareness by developing a green marketing strategy focusing on
education or creating an environmentally aware community of consumers (Prieto-Sandoval
et al., 2022).

2.2.2. Improvements in education

Attitude and knowledge are the most influential elements in consumer decision-
making regarding buying choices (Vidal-Ayuso et al., 2023). Attitudes, behaviors, and
knowledge can be improved by education which has emerged as a central leverage point for
the transformation towards a sustainable circular economy (Mies & Gold, 2021). Several
benefits of a good education are presented in the literature. Climate change debates in higher
education has helped individuals find new, environmentally friendly ways to address their
hedonic choices (Tolppanen et al., 2022). Farmer field school training significantly increases
the adoption rate of environment-friendly irrigation and fertilization technologies (Cai et al.,
2022), while educational knowledge positively affects energy consumption in agricultural
greenhouses in Iran (Behroozeh et al., 2022).

However, such benefits may vary among the academic courses. Gonella et al. (2024)
investigated people awareness on CE principles in Brazil through the Theory of Behavioral
Choice. They found that social influence, influence of the peers, familiy and social media
celebrities are positive levers of CE practices. The management of social media as Instagram,
forinstance, to educate consumers about the features and ways to sustainably use and return
products, is blossoming among firms that understand and prioritize the role of consumers in
circular business models (Gomes et al., 2023). Another fruitful strategy is the adoption of
online marketing influencers as they easily inspire and catch followers committed to their
messages, and enable firms to measure the interaction results through digital signs as “likes”
(Mindrova et al., 2019).

Awareness training could be based on scientific facts, packaging information based on
labeling schemes ("eco-labeling") and nudging for sustainable behavior. Such elements can
support consumers' sustainable buying behavior (Otto et al., 2021). Higher education
institutions can help companies to improve the knowledge of their supply chain partners.
However, some changes in the educational institutions' focus (e.g., expertise and
dissemination) will be needed (Leal Filho et al., 2018). Online learning methods have become
important by providing online education (Baptista et al., 2021), which requires producing and
sharing of digital artifacts as videos and podcasts. A model to evaluate the effectiveness of
audiovisual products was tested on environmental awareness actions. Results enabled the
identification of the aspects that increase awareness campaigns' effectiveness. The model
also provides information on the effects of a particular stimulus on subjects. Such
achievement can improve campaign planning and the creative and production team's actions
(Romero-Luis et al., 2023). Despite the importance of the topic, the literature lacks a better
understanding of companies' use of online education.



2.2.3. Social pressure

Subjective aspects can influence the effectiveness of marketing actions. The perceived
importance of subjective norms can be changed through peer pressure (Lakshmi et al., 2022).
Offers or actions may also influence consumer behavior (Lehner et al., 2016). Social pressure
significantly impacts the CE readiness of the ready-made garments sector in a developing
country (Islam et al., 2021). Self-image concerns, perceived adverse effects, and salvage value
can induce consumers to contribute to e-waste recycling (Yadav et al., 2022). These social
levers are part of the cultural dimension. Findings indicate that the consumers’ involvement
in the production-consumption loop, their social and spatial relations, and the institutions and
policies that govern their economic activities can change their habits (Beaurain et al., 2023).
Norms, values, and ethical concerns are part of social consumer backgrounds that can be
influenced by suitable business models that encourage dematerialization, product life
extension, and sufficiency (Gomes et al., 2023).

Social digital pressures are related to the extensive use of communication apps among
users who use communication apps extensively (Herrero et al., 2023). Social media platforms
can spread content and messages that induce consumers to review their behaviors. A survey
carried out by Farida et al. (2023) in Indonesia on post-consumption behavior related to
plastic (PET) bottles has shown that digital social media is more effective in reaching
consumers with information to deliver back the bottles (more than 57% of scope) than TV
advertisings (11%) and even than schools campaigns (9%). Higher education institutions can
help companies to improve the knowledge of their supply chain partners acting as a type of
institutional social pressure.

Table 1 presents the summary of barriers and levers presented in the literature.



Table 1

Barriers and levers presented in the literature.

Code Group Summary
Barriers | Poor consumers’ Low awareness about e-waste management and disposal or climate
knowledge change.
Inadequate consumers’ Inadequate consumer habits and practices related to purchasing or
behavior consuming goods and foods.
Low propensity to accept products containing recycled materials or
non-perfect appearance.
Educational failures Educators communicate only on academic forums.
Courses not aligned with the labor market needs (content and
duration).
Universities resent financial investments, which prevent the
improvement of their offers.
Levers Green marketing Green marketing can stimulate consumers' interests, desires, and

actions toward CE.

The 7Ps of marketing, the nudges, and social media can influence
people's behavior or social norms.

Improvements in
education

Education can help individuals adopt new environmentally friendly
ways of life and work.

Social media and its influencers can improve he consumers” education.

Firms can help to educate consumers using scientific facts, packaging
information and nudging.

Social pressure

Subjective aspects and offers can influence consumer behavior.
Social pressure on individuals can impact the CE readiness.

Social media platforms can spread content and messages that induce
consumers to review their behaviors.




3. RESEARCH METHODOLOGY

To investigate how companies and academics can collaborate to improve consumer
awareness and engagement with the circular economy, we initially analyzed previous studies
that could support the research theoretically. The exploratory multiple case study method
was selected with B2B companies that reuse materials in manufacturing new products. As
theoretical approaches, we have combined (i) the social network (Ratsimandresy &
Miemczyk, 2023); (ii) CE learning as a type of civic policy learning engaging individuals and
collective actors (Pinyol Alberich & Hartley, 2023), (iii) and circularity brokerage as an
emerging set of activities (Ciulli et al., 2020) that envisages closing the holes that hinder the
adequate adoption and dissemination of CE activities in a network of actors.

The strengths of case studies lie in their rich descriptions and investigations of new
phenomena (Ridder, 2017). The method allows us to address the “what” and “how” questions
- thus expanding knowledge about the topic under analysis (Meredith, 1998). The case study
allows for a detailed examination of company phenomena. They offer flexibility in the design
phase (Merriam & Tisdell, 2015; Yin, 2009), and enable to articulate a large amount of
enlightening data of enlightening data (Yin, 2009). The method's definition guided the
selection of the investigated cases, interviews, data collection, and data analysis. Figure 1
presents the adopted research steps.

Figure 1 — Research steps
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3.1 Study design

In order to define the main constructs of this study, there were carried out a literature
review in two steps. The first one — exploratory — was performed in August 2023, and
considered the following key expressions: circular economy, consumer engagement,
awareness, reuse, recycling, and remanufacturing. This research, in Web of Science (Wos) and
Scopus data bases, focused on the last three years and gathered only scientific journals with
a percentile above 87.5% (according to Scopus). There were found 503 articles — amount
reduced to 201 after the reading of the titles and abstracts in the perspective of fitting the
research question. Coding the findings from these 201 articles suggested the existence of
opposing forces - constraints and levers for improving CE and engaging practices with the CE.
The literature review also suggested that improvements in CE require simultaneously
reducing barriers and increasing CE levers.

Further analyses of the coded literature indicated the possibility of cooperation
between academics and company executives for improving CE. However, the literature is
practically silent about this possible cooperation. In the attempt of refining the review,
stressing the subject of study, another strategy of review was adopted — confirmatory - using
the full statement consumer engagement in circular economy, and the expressions social
media influence and circular economy. This step, performed in December 2023, captured
articles scheduled for publication in 2024 (preprints and online available studies) besides
papers from 2021 to 2023. For the statement, 86 results were found in WoS, and 83 in Scopus
— from which 9 were deemed suitable to the research question, and one was repeated,
resulting 8 useful records. For the last search, there were found 68 results in WoS, and 31 in
Scopus —with 5 records considered elegible. This second review ratified the scarcity of specific
studies about cooperation between academics and companies. The outcomes of these
reviews are represented in Figure 2 and are described in subsections 2.1 to 2.2.



Step 1 — Exploratory review process
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Figure 2 — Literature review: exploratory and confirmatory steps

The opposing forces seem to be constraints and leverages to CE improvement and CE
practices adoption by consumers, at the same time. Improvements in the CE require
simultaneously reducing the barriers while increasing the CE levers. These opposing forces

are presented in Figure 3.
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Fig. 3. Descriptive research design

Analyzing the barriers and levers suggests reflections on the traditional way of
engaging consumers with CE. On one hand, the lack of knowledge could be mitigated through
formal education. However, some elements seem to limit formal education efficiency. First,
the content taught in formal education does not seem engaging. In addition, the number of
consumers engaged with CE by formal education is negligible. Only students and former
students have access to the knowledge taught by educators. Despite their small number,
these students can act as brokers to CE dissemination (Ciulli et al., 2020), and may help to
spread the knowledge to other consumers. Consumers that were convinced on the practical
benefits of CE by engaged students were labeled in this study as "conscious consumers”.
Regardless the educators and students efforts, the number of conscious consumers is also
minimal (considering the size of the population). Such a possibility suggests that the
traditional way of engaging consumers with CE may not be efficient, as already found by
Asgari & Asgari (2023). According them, traditional ways to convince individuals to adopt
circular habits fail because circularity is a property of the system not of the individuals.
Circularity implementation requires breaking the usual vision of CE as steered by formal
institutions only, and shift this vision for the perspective of knowledge flows (Alonso-Mufioz
et al., 2021). Figure 4 represents how academics help to engage consumers with CE.
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Fig. 4. How academics help to engage consumers with CE.

3.2. Cases: selection and description

Eight case studies were conducted with medium-sized B2B companies that recycle PET
bottles or metals in Brazil. The criteria for selecting the companies for this research were
based on the need to reuse materials in new products. All the selected companies use
recycled items to reduce the use of virgin materials in their products. The choice for middle-
sized companies aimed to understand the reality of companies that cannot invest in large
green marketing campaigns.

In the beginning of the study, there were identified 31 Brazilian middle-sized
companies in the LinkedIn social network. These companies were invited to participate in the
investigation (through e-mail). Two weeks after the invitation, eight companies agreed to
participate in the study anonymously. It means that the companies did not allow us to
mention their brands, products, or the names of the interviewed professionals.

Before the interviews, a draft of the manuscript was sent to the interviewees
(Merriam & Tisdell, 2015; Yin, 2009). This draft presented the introduction section, the
literature review, the research question, and the semi-structured questions of the case study.
This document was sent to the companies' general managers. Some days later, the companies
indicated their marketing managers as respondents (due to the focus on green marketing).

Table 2 presents the codes of the participating companies. As arranged, the specific
details were omitted to protect privacy and confidentiality. So, letters and numbers were used
in the study to indicate the respondents of each company.



Characterization of companies and interviewees.

Table 2

Code | Company Interviewee

M1 Manufacturer of plastic containers Marketing manager with 14 years of
for kitchens and bathrooms. These experience (4 years in the company and
containers use PET to reduce the ten years in other similar companies)
amount of virgin materials.

M2 Manufacturer of metallic Marketing manager with 17 years of
components for the home experience (6 years in the company and
appliances industry. The company 11 years in other similar companies).
uses recycled metals due to its
production process.

M3 Manufacturer of plastic containers Marketing manager with seven years of
for warehouses and transport of experience in the company.
parts. These containers use PET to
reduce the amount of virgin
materials.

M4 | Manufacturer of polymeric Marketing manager with 9 years of
materials. The company uses PET to | experience (5 years in the company and
reduce the amount of virgin four years in other companies)
materials (in their products).

M5 Manufacturer of repair parts. The Marketing manager with 20 years of
company uses recycled metals due experience in the company.
to its production process.

M6 Manufacturer of metallic Marketing manager with 12 years of
components for the auto industry. experience (7 years in the company and
The company uses recycled metals seven years in the steel companies).
due to its production process.

M7 Manufacturer of brushes for Marketing manager with 13 years of
household cleaning. The company experience (9 years in the company and
uses PET to reduce the amount of four years in other similar companies)
virgin materials.

M8 Manufacturer of plastic containers Marketing manager with five years of

for the food industry. These
containers use PET to reduce the
amount of virgin materials.

experience in the company.




The units of analysis are the marketing departments of the selected companies. In
these departments, we investigated how academics could help companies to improve their
green marketing actions or campaigns. We also explored what the interviewed managers
suggest academics could do to enhance their contribution to CE. These questions were based
on the following constructs: marketing, education, and social pressure. The questions
employed in the interviews are available in Appendix 1.

3.3. Data collection

Three types of sources were used to gather information: (i) semi-structured interviews
with marketing managers; (ii) secondary data (i.e., documents and reports about the recycled
materials); and (iii) direct observation of the company and its partners in the supply chain.
The open questions proposed to the interviewees aimed to induce reflections on the
requested data. Such reflections help to improve the information gathered (Merriam &
Tisdell, 2015; Yin, 2009).

The questions proposed to interviewees were previously checked by three market
specialists (pilot testing). These specialists analyzed if the questions were easy to understand
and if the questions were related to the investigation objectives. All analyses were performed
through online meetings (since these meetings facilitate contact with busy professionals).
Visits were also made to four partners in the supply chain of the selected companies. These
companies were suggested by the specialists participating in the pilot test.

Interviews started with open-ended questions (Yin, 2009). Depending on the answers
provided by the interviewed managers, new and more specific questions were presented to
them. All questions proposed were based on the two groups of constructs (barriers and
levers) and complemented with secondary materials (company documents, websites, and
social network data).

Eight interviews were conducted, with an average duration of 1.5 hours each. All
interviews were digitally transcribed immediately after the meeting, and notes and
impressions that emerged during data collection were also documented. The interviews took
place from September 2023 to January 2024.



3.4. Data analysis

The research team performed the thematic analysis. This analysis aimed to check the
information gathered in the interviews (Bardin, 2011; Braun & Clarke, 2006). In the first step,
the researchers interpreted the interviewees' responses. Following Yin's (2009)
recommendations, the relevant information was codified manually (after each interview was
finished). The following process was applied in his codification: (i) textual data evaluation; (ii)
selection of themes that allow the gathering, interpretation, and comparison of similar
findings in the different interviews; and alignment of themes with the constructs under
analysis (to improve the analysis of results); (iii) coding and identification of inductive themes
that resulted from the data generated, and of themes deduced from the literature review;
and (iv) validation with the interviewed managers. All managers interviewed approved the
codification performed by the researchers.

Once approved, the information gathered in each case and between cases was
organized into group findings (Gioia et al., 2013). Three groups emerged from this analysis:
campaign management, materials, and posts. After that, a check of the data was performed.
This check verified if the research objectives have been met (Yin, 2009). The check conducted
by the researchers also sought to ensure that it would be possible to explain identifications,
evidence, and support for the study's conclusions. In the next step, triangulations were
performed using secondary data (to validate and justify the findings). The research rigor was
assured by considering various sources of evidence (e.g., interviews, secondary data, and
observation notes). Finally, a database was structured to store the interview transcripts,
notes, and secondary documents. The managers interviewed also approved the analysis
performed by the researchers.



4. FINDINGS

Findings indicate that companies are aware of their limitations regarding their active
role in promoting CE in their B2B field. The managers recognize that consumer lack of
knowledge on product returns and recycling, which leads to inappropriate behavior
concerning the waste destination, is somehow their responsibility — assuming that there is a
void with respect of effective communication with both their direct consumers
(intermmediary companies) and the final consumers of B2C firms. The answers reveal that it
is necessary to narrow down strategies to capture consumer engagement in CE. Overall
campaign management and means to monitor and measure the effectiveness of such
campaigns must consider the types of adequate materials to be produced (content, size) and
the social media details (social network choice according to the demographic profile of
targeted consumers).

4.1. Campaign management

The first group of findings suggests that academics could help companies better
understand successful green marketing campaign management. To this end, academics must
increase their interaction with companies, which is detailed as follows.

The managers indicated by the companies helped us to better understand the B2B
green marketers' challenges and how these marketers can interact with academics. Even not
having contact with the final consumer, the B2B companies want to know how their customer
(the B2C companies - companies that sell to the final consumers) may improve sustainability
in the whole supply chain. Such an understanding also aims to enhance the efforts of the B2B
and B2C companies in the definition of environmental and social governance (ESG) goals and
materiality.

The findings suggest that B2B and B2C companies are interested in knowing the
aspects considered in successful campaigns in the environmental area. Among the proposed
focuses for academic studies are the target audience, delivery channels, types of content,
influencers' profiles, performance indicators, duration of campaigns, days and times of
dissemination, targets to be measures (KPIs), budgets, etc. The interviewees also suggested
that non-scientific information available in the internet be considered in these studies. As
found, these sources can indicate the best campaign options used by other companies. The
results of these surveys can help to build a knowledge base that improves companies' future
campaigns. Some comments are reproduced below.



"Academics have an admirable research capacity. Imagine using this capability
to investigate successful campaigns. (M3)."

"Understanding best practices must come from analyzing the campaigns run
by companies. (M6)."

"Company professionals only have a little time to research the best digital
campaign options or innovations. (M1)."

Changing how companies manage their relationships with academics would help
educators improve their teaching and research tasks. This change takes work to be
implemented and could help to remove the educational inertia characteristic of the majority
of higher education programs, that are focused on theoretical information. The findings
reveal that managers recognize that their B2B companies must interact more with the
academic environment, considering that the distance between them can be attributed to the
secrecy surrounding marketing campaigns. Professionals also agree that this distance harms
both parties. According to some managers (M1, M4, and M6), less interaction between
companies and academics can reduce companies' in-house innovation capacity. This distance
could be reduced if companies proposed or evaluated research on consumer engagement
through green marketing campaigns. As declared, reducing the distance would constitute a
win-win relationship. Companies would benefit from updating their human resources and
involving some academics on the problems currently experienced by their companies.
Academics could strengthen their ties with the companies and simultaneously improve their
tasks:

“We must accept our guilt in the distancing. We also must think about the
losses that distancing can cause us. (M1).”

“If there is no cooperation, neither party will obtain better results in their
activities. (M4).”

“We could support academics in their research or in assembling educational
materials. This support will benefit both parties. (M6).”



4.2. Campaign materials

The second group of findings revealed problems with the materials released by the
companies (in campaigns). Academics can cooperate with companies developing better
engaging materials. Success in this cooperation will allow academics to produce and sell
content for the green marketing campaigns.

Educational materials support a green marketing campaign for B2B and B2C
companies. As a green marketing action, the B2B companies try to contribute to their partners
in the supply chain and with final customers (the B2C companies) in producing materials as
electronic folders or e-books, that present a greater volume of information compared to an
advertisement in the media or in social networks. Some interviewees stated that they needed
help regarding how to prepare educational pieces. It was also found that the preparation of
educational materials needs some clarification: content that must offer depth, planned
amount of information per published material, presentation format, time for the consumer
to consume the material etc. Another issue related to the campaign pieces preparation is the
need for tested and approved instructions for producing content aimed at consumers with
respect the specific companies’ profiles or sector of activity. Interviewees understand that
academics can help elucidate these doubts:

"We need to improve the production of specific materials. Generic things do
not work. (M2)."

"Academics are a group that knows how to produce educational material. But
we learn little from them. (M7)."

B2B companies prefer a very transactional way when interacting with academics:
purchasing an educational product rather than interacting with academics to develop new
pieces. This position of the managers increases the distance between the company and most
academics. On the other hand, such perspective opens space for academics to sell their
materials to companies (which can strengthen the relationship between the parties).
However, companies understand that academics also have their share of blame for this
distancing. As ascertained, academics do not have deliverables aligned with the companies’
demands. Furthermore, most academics are little known by business managers. Some
interviewees confessed that they did not know which academics could produce or sell
material that meet the demands of their organization. The interviewees also declared that
they did not know the media where academics would publish their work:

“Instead of creating an interaction program, it would be easier to justify
purchasing material from a recognized academic. (M3)”

“I do not know where to find an academic to help us create materials suited to
our needs. (M4).”



4.3. Campaign posts

The third group of results indicates that companies want to use social networks to induce
consumers to adopt a more environmentally conscious stance. This focus opens up space for
academics to become influencers. However, success in this influence demands a better
understanding of content and formats that can be successfully used in social networks.

All marketing professionals agree that the pressure exerted through social media can
induce the population to adopt positions more aligned with the CE. Nevertheless, these
professionals indicated some questions that academics could answer. For example, which
content and formats are most suitable for exerting this pressure on social networks
(considering the consumers' profile or the company's sector of activity)? In terms of the
profile of the audience, these professionals would like to understand how to influence the
behaviors of people with a lower educational level and less purchasing power. This focus
considers that most of the population comprises this demographic profile. Therefore,
improving people's posture with this profile can significantly boost CE:

“If there is one thing that works on a large scale, it is the pressure exerted by
social networks. (M5).”

“l would like to see a study on using social pressure to change the habits of less
favored sections of the population. (M8).”

Here again, companies have a transactional stance. Some of those interviewed
understand that academics could be more active in raising consumer awareness. This
understanding is based on the analysis of the image that the population keeps of academics:
trustworthy, competent, up-to-date, and well-intentioned people. Other interviewees
mentioned that academics have the best profile for teaching, researching, or exerting social
pressure through social media. These differences can enable academics to produce and
disseminate materials through social networks. This would be an expansion of the educators'
current activities. Another interviewee stated that academics more active in the social media
(with high amounts of posts, views and likes) could receive sponsorship from companies or
business associations. This compensation would constitute a new revenue source to support
these academics' research:

“Why don’t academics take a more active role in raising awareness among the
population? (M2).”

“Dear academic, you enjoy a great image among the population! (M1).”

“Some companies or business associations may sponsor academic influencers
with the highest number of views. (M6).”



Table 3 summarizes the information gathered.

Table 3

Summary of findings.

Code

Summary

Campaign
management

Companies would like to know how to structure successful green
marketing campaigns (target audience, delivery channels, content types,
influencers' profiles who can raise awareness and engage, performance
indicators, campaign duration, disclosure days and times, and goals and
budgets).

A better relationship can improve companies' in-house innovation
capacity and the studies developed by academics.

Campaign
materials

Companies would like to know how to improve the educational materials
of their green marketing campaigns (content that must offer depth,
planned amount of information per published material, presentation
format, time for the consumer to consume the material etc).

Companies prefer transactional interaction with academics, thus
opening space for academics to sell materials to them.

Academics must become more "visible" to strengthen their relationship
with companies.

Campaign
posts

Companies would like to know the persuasive content and formats most
suitable for exerting pressure on social networks.

Companies would like to know how to influence the behaviors of people
with a lower educational level and less purchasing power.

Companies understand that academics can influence a particular
segment of consumers (but they need to know which one).

Companies want to contract academics who can raise consumer
awareness using social media.




5. DISCUSSION

This section presents some debates and highlights on the relationships between the
results and the barriers and leverages for CE implementation identified in the literature
review. First, an analysis of the contribution of each finding to reduce the barriers or to
improve the levers is presented. Other contributions not related to the barriers and levers
presented in the literature are also posed in this section. Finally, a synthesis of these
contributions is shown at the end of this section.

5.1. Campaign management

The findings suggest that academics can contribute to companies in improving
consumer awareness campaigns about CE. Success in these campaigns could mitigate the
population's lack of knowledge (Jangre et al., 2022; Mathew et al., 2023; Thukral et al., 2023)
or help to change unpleasant consumption habits (Winterstein et al., 2024). The study
contributes by suggesting that the actions to be developed could be based on successful
campaigns in the environmental area. Among the elements to be considered are the target
audience, delivery channels, types of content, influencer profile, performance indicators,
campaign duration, days and times of dissemination, goals, and budgets. The analysis of these
elements will also need to consider the consumption habits of the different audiences that
make up the population (Neves & Marques, 2022) and the necessary phases of the CE (Islam
et al., 2021; Vidal-Ayuso et al., 2023). A better understanding of the elements that could lead
to campaign success will help to improve green marketing (Prieto-Sandoval et al., 2022) or
help to guide the definitions of the 7Ps of the marketing mix or the use of nudges (Rainatto
et al., 2024).

A more significant interaction between the parties could focus on the means used by
academics to disseminate their knowledge of CE (Leal et al.,, 2024). This activity of CE
networking was observed through knowledge brokerage in both the business and community
contexts (Gutierrez-Bucheli et al., 2022; Sinakou, Donche, & van Petegem, 2022; Spada et al.,
2022). This study suggests that companies alse constitute a barrier to more significant
interaction between parties (due to the secrecy surrounding campaigns). Despite this barrier,
companies could help focus research on green marketing campaigns. More significant
interaction is supposed to benefit both parties: companies could improve their green
marketing strategy (Behroozeh et al., 2022; Cai et al., 2022; Prieto-Sandoval et al., 2022), and
academics could help to find environmentally friendly ways to address the consumers'
hedonic tendencies (Tolppanen et al., 2022).



The analysis of the discussions enables to highlight actions that can improve
campaigns released in traditional media, opening further research avenues. Table 4 presents
these opportunities.

Table 4— Research avenues on campaigns not yet released on social media.

Code What we should know

Elements of a What are the target audience, delivery channels, types of content,

campaign influencers, performance indicators, duration, days, times, and
budgets used in successful campaigns designed to engage
consumers?

Influence of each How much does each element contribute to the success of a

element campaign (under each consumer profile and type of product)?

Companies and How do researchers responsible for successful interaction projects

academics with companies assess their relationship with the market?

Interactions How do researchers who do not interact with companies assess the
roles of the content producer or “academic influencer?”

5.2. Campaign materials

B2B companies that use recycled materials in their products usually do not have direct
access to the final consumer. Thus, they depend on strong inter-organizational relationships
(Korhonen et al., 2018) to succeed in CE initiatives. So, these companies need to learn how to
produce or support the production of educational materials that help engage consumers with
CE. B2C companies could use such information in their materials to engage consumers with
CE. This research suggests the need for more studies about what content should be conveyed
in-depth, how much information should be shared by published material, what is the best
format for presenting this content, what the consumer's time limit for consumption of the
material should be, etc. The analysis of these media aspects adds inputs to the literature on
the information that could improve consumers' awareness and engagement with CE: scientific
facts, straightforward product and packaging information, and nudging (Otto et al., 2021).
Doubts about such aspects may limit companies' contribution to changing consumer habits
and attitudes (Mies & Gold, 2021; Vidal-Ayuso et al., 2023).

The findings suggest that the lack of knowledge on better developing educational
materials may be related to insufficient research on producing materials that promote
changing habits. This problem seems to occur in the academic environment, where more
articulation is needed to engage the least committed students. Therefore, this study suggests
that a lack of knowledge about promoting different people's engagement can limit the
circularity of supply chains. (Souza Piao et al., 2023), prevent building strategies that better



inform consumers (Shevchenko et al., 2023), or help to improve their awareness and care on
CE practices (van Bueren et al., 2023).

Despite the lack of contact with the final consumer, B2B managers must help to
improve consumer engagement with CE. To do this, these professionals could develop new
collaborations with diverse actors in the system. The success of these collaborations can
increase the percentual of recycled materials used in their products, thus improving circularity
(Mostaghel et al., 2023). Cooperating with academics seems to be a good alternative
identified in this study. However, some barriers may hinder such collaboration. This study also
suggests that companies' transactional stance is a significant barrier (since managers could
prefer purchasing educational materials to interact with academics). This stance may also
hinder a more comprehensive collaboration among all stakeholders in the chain (Fatimah et
al., 2023).

Furthermore, purchasing ready-made materials seems to face practical problems. The
preference of academics for scientific forums to release new knowledge appears to burden
their identification by companies interested in contracting professionals to produce
awareness materials aligned with the company's circularity effort. The preference of
academics regarding their knowledge production and exchange could incline managers to
purchase educational materials instead of interacting with them. Therefore, this study
suggests that academics need to improve their research groups' marketing. Better scientific
marketing could help companies identify the most suitable academics for producing
educational materials. Success in this cooperation can help to improve the companies' green
marketing (Prieto-Sandoval et al., 2022).

The discussions about educational materials released by the companies suggest gaps
that hinder the creation of better materials. These gaps guided the proposal of the future
studies presented in Table 5.

Table 5 — Future research avenues on companies materials.

Code What we should know

Types of materials | What material can be used to convince consumers to change their
habits in non-environmental campaigns?

What material can be used to convince consumers to change their
environmental postures and habits? (Including content conveyed,
amount of information per material, presentation format, and time
for the consumer to consume the material).

Importance of each | How could we measure the impact of each educational material on
material consumer engagement?

Dissemination of What educational materials should be created by companies,
materials business associations, or universities to engage consumers with CE?




5.3. Campaign posts

Social media marketing has a strong and positive association with the intention to
purchase green products (Nekmahmud et al., 2022). Such a conclusion suggests that B2B
companies could use this marketing to engage consumers with the CE. However, B2B
companies do not have contact with consumers; consumers have direct contact with
companies that are customers of B2B firms (B2C companies). Therefore, the B2B green
marketing initiatives should aim to promote actions that interest their customers (due to their
market specificities). In such a context, the managers interviewed recognize that social media
could engage most consumers with CE, thus helping them to increase the percentage of
recycled items in their products. Furthermore, a higher engagement of consumers with CE
could improve the marketing efforts of B2C companies (the producers of goods for the
consumers). An increase in the B2C companies' sales could generate new sales for the B2B
companies investigated, thus creating a win-win condition for companies and the
environment. The analysis of the abovementioned situation suggests that, as B2B companies
do not have access to consumers, social media constitutes an excellent alternative to promote
this engagement and to change consumers' behaviors. Therefore, supporting other actors in
the supply chain could allow B2B companies to create a win-win situation (for the companies
and the environment).

However, the lack of content knowledge may overshadow the success of pressure
through social media. For instance, we do not know which content is most persuasive when
engaging consumers with CE. In fact, we only know that messages of warmth can positively
influence consumers' engagement with pro-environmental actions (Gerrath et al., 2024) and
that positive messages are more effective than negative messages in inducing young adult
consumers' sustainable fashion consumption (Grappi et al., 2024), or that the perceived value
and social interaction significantly impacts customer engagement behavior in social
commerce platforms (Busalim et al., 2021). So, this study suggests that we need to better
understand the elements, contents, and formats capable of exerting pressure on consumers
(considering the product's or waste's specificities). A clearer unveiling of these drivers would
likely improve actions to raise awareness - as identified in the fashion products (Islam et al.,
2021; Yadav et al., 2022). These actions' success could also help promote e-waste disposal as
a social norm (Jabbour et al., 2023).

The profile of virtual influencers constitutes another critical topic to ensure the
success of pro-environmental causes (Gerrath et al., 2024). Since the interviewees perceive
academics as trustworthy influencers, this study suggests a new role for academics. We
named this role as "academic influencer." This suggestion considers the importance of trust
as a vital persuasion mechanism in influencer-follower relationships (Kim & Kim, 2021). The
success of this influence could generate new sources of research funding.



Individuals with pro-social solid attitudes are more aware of the need to recycle e-
waste (Jabbour et al., 2023). Besides, sustainable behavior strongly depends on consumers'
socio-demographic characteristics (Dangelico et al., 2022). Such aspects could be related to
the consumer's culture (Korhonen et al., 2018). Therefore, this study suggests cultural
elements could be considered when defining sustainable actions (Beaurain et al., 2023).

The cultural aspects involve the analysis of the consumers' electronic word-of-mouth:
negative comments, consumer behavior and trust, brand loyalty, and user-generated content
(Donthu et al., 2021). This study suggests that it is necessary to sharply understand how to
persuade distinct groups of consumers (based on the cultural aspects and socio-demographic
characteristics). Better persuasion approaches could be dedicated to people with lower
educational levels and purchasing power since this profile covers most of the population of
any country, whose attitudes, once improved, can significantly boost CE. Given the enormous
number of people who need to be persuaded, this study reinforces the suggestion that this
pressure could be exerted through social networks. This suggestion is supported by the
contribution of digitalization in waste management (Jiang et al., 2021).

Usually, academic knowledge seems limited to the educational environment (Leal et
al.,, 2024). Such a limited release of findings significantly reduces the number of people
benefiting from the knowledge generated. This study brings novelty by suggesting that
companies or business associations could financially support academics that successfully raise
awareness amongst a particular segment of consumers. The resources rising to consumer-
engaging activities could finance new scientific studies through the "academic influencers."
These benefits could help remove some barriers to reviewing current educational practices
(Gutierrez-Bucheli et al., 2022; Spada et al., 2022).

Success as influencers seems to require that academics perform as market mavens,
i.e., they should know the here and now. Some elements can help create an image of an
expert. According to the literature (Harrigan et al.,, 2021), an expert (compared to non-
experts) has more followers, posts more frequently, and has more readers to their posts. So,
the social media influencer marketing strategies could be adjusted based on personal
attributes, characterizations, and influencer types.

Future research could investigate what academics must do to succeed as an
environmental influencer in social media and as a broker in the business context. Other
studies can investigate policies that induce B2B and B2C companies to support consumers'
engagement with CE financially. These studies need to indicate which instruments and
resources should be destined to fill the different gaps indicated in this study. It is about
expanding some of the suggested policies for the civil construction sector to other activities
(Bucci Ancapi et al., 2022). Table 6 presents the gaps that hinder this success.



Table 6 — Research avenues on the environmental influence.

Code What should we know
Persuasive What persuasive approaches could be used in social media to convince
contents consumers to change their habits in campaigns designed to change non-

environmental postures and habits?

What persuasive approaches could be used to convince consumers to
change their environmental postures and habits? Including content
conveyed, amount of information per material, presentation format, and
time for the consumer to consume the material).

Importance of | How could we measure the impact of each persuasive piece of content on
the contents consumer engagement?

What approach is best suited to pressure consumers on social media and
for how long?

Successful What are the postures adopted by different successful influencers?

postures What influencers are best suited to persuade a particular group of

consumers (including consumers with a lower educational level and
purchasing power)?

Since some academics may be reluctant to become influencers, we should understand
how they see this new role. So, future research could investigate the questions presented in
Table 7.

Table 7 — Future research on academics' reluctance/interest in becoming influencers.

Code What we should know
Academics' How do academics evaluate the possibility of becoming influencers or
perceptions producers of educational materials?

How do academics perceive the creation of social media posts based on
their scientific knowledge?

What are the benefits and problems that academics see when producing

content?
Drivers of Which academics already developed actions to influence consumers (in
postures’ partnership with companies or not)?
change What can assure the success of academics as an influencers?

Which audiences can be influenced by academics?

How much money could an academic who acts as an influencer get for
their posts that help consumers engage with CE?




5.4. Barriers and levers

Comparing findings with the reviewed literature suggests that greater consumer
engagement with the CE demands new studies on campaigns, materials, and social media
posts. These studies could focus on the gaps shown in Tables 4, 5, 6, and 7. The discussion
section also reveals how filling the identified gaps can help to reduce barriers to most
consumers' engagement with CE or increase the effectiveness of the levers for this
engagement. It is essential to mention that the same improvement action can simultaneously
reduce a barrier and improve a lever. A summary of the relationships between the findings
and the barriers and levers listed is presented in Table 8.

Table 8

Contributions to the consumers' engagement with CE on each barrier and lever.

Literature
Findings
Barriers Levers
Code Group Bl1 | B2 B3 | Ll | L2 L3
Campaign management | Elements of a campaign X X X
Influence of each element X X X
Companies and academics interactions X X X
Campaign materials Types of materials X X X X
Importance of each material X X X X
Dissemination of materials X
Campaign posts Persuasive contentes X X X X
Importance of the contentes X X X X
Successful postures X X
Academics' perceptions X X
Drivers of postures’ change X X X X

(B1) Poor consumers’ knowledge; (B2) Inadequate consumers’ behavior; (B3) Educational
failures; (L1) Green marketing; (L2) Improvements in education; and (L3) Social pressure.



6. CONCLUSION

To close this study we present the academic and managerial contributions as follows.

6.1. Academic contributions

This study investigated how companies and academics can cooperate to improve
consumer awareness and engagement with the CE in the B2B context. The findings contribute
to reinforce the recent studies that adopt a network approach (Lim et al., 2024,
Ratsimandresy & Miemczyk, 2023) combined with CE learning (Pinyol Alberich & Hartley,
2023) and brokerage action (Ciulli et al., 2020). Such approaches aim to describe the adoption
and dissemination of the CE within and abroad the firms.

Findings suggest actions related to managing green marketing campaigns through
educational materials and networks targeting social media as a massive way to gain
knowledge and educate consumers. Details about these findings can be found in Table 3. With
the insights provided in the study, it seems possible to observe advancements in how both
academic literature and action can open new windows for CE adoption. These new windows
do not focus solely on the traditional reverse logistics processes (Gold et al., 2010; Seuring &
Miller, 2008) and the internal processes of the companies (Asgari & Asgari, 2023; Greene et
al.,, 2024), but on the collaborative processes oriented to pluralistic governance (Cramer,
2022). This cooperation seems to be an alternative to deal with the current void in CE public
policies until the Brazilian government approves a good Circular Economy Policy (Brazilian
Senate, 2022).

Figure 6 represents the proposals of this study (in black background). It is estimated
that more meaningful interaction between academics and companies could help to develop
better campaigns, printed materials, and posts on social media. Improving these elements
could help increase consumer engagement with CE. As suggested by Figure 6, this
improvement could enable the engagement of most consumers (as the proposed
engagement modality would go beyond the academic environment, engagement would not
be restricted to conscious consumers). Thus, the figure suggests an evolution in the number
of engaged consumers (see the representation size of conscious and most consumers).
Increased interaction between academics and companies could also improve educators'
classes or guide better scientific research. These benefits could help enhance the traditional
way of engaging consumers with CE. The conventional way academics engage consumers is
shown at the bottom of Figure 6.
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Fig. 6. An improved way of engaging consumers with CE

Better consumer engagement with CE through Most of
improved campaigns, materials,
and social media posts.

consumers

6.2 Managerial contributions

Increasing the quantity and quality of recycled materials that B2B companies use in
their products requires that these companies support actions to promote greater consumer
engagement with the CE. To this end, B2B companies can support actions developed by
academics, B2C companies, or social media influencers. Success in this support requires a
better understanding of the structuring of green marketing campaigns, educational materials,
and posts on social media. To minimize the costs incurred in raising consumer awareness, B2B
companies can support the business entities they belong. With resources from different B2B
companies that use recycled materials in their products, these entities can finance the
production and placement of campaigns and materials in diversified media.



6.3. Limitations

The findings of this research were interpreted predominantly under inductive
procedures. They mirror results of the literature review about the topic of CE and its
successful adoption by B2B companies, taking in account barriers and leverages for this
adoption as well as empirical investigation with selected companies. Therefore, the results
are limited to the authors’ perceptions and interpretations. This study used a qualitative
methodology to analyze the answers individually in each case, thus more cases to be assessed
could deliver additional results.

APPENDIX 1 — QUESTIONNAIRE

1. How can academics help companies mitigate inappropriate attitudes or lack of
consumer awareness regarding circular economy, recycling, and return?

2. How can companies help academics improve their understanding of the barriers and
leverages of the CE in the sector and produce innovative studies about this issue?

3. What is needed to mitigate consumers' inappropriate attitudes with respect returns
and recycling of products sold by the company?

4, How can companies interact with academics to change consumer habits in favor of a
CE in the sector?

5. What would you like to know about using social media to induce consumer changes in

habits with respect recycling?
6. What recommendations would you make to academics who are more reticent about
using social media to boost the CE in B2B field?
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