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MARKET SEGMENTS

Females, 25-34,
Young Urban

Professionals, ABC1
Existing Customer Site Visitor Non-Visitor
Customers who have landed on site or social Customers who have never visited the site but fall

Frequent and one-time customers media pages, but havent purchased anything yet within the target market




EXISTING
CUSTOMER

CONSUMER:
PERSONA |
CUSTOMER
PROFILE

Meet Grace.

She’s 29, an Accounting Officer, married
with kids. She lives with her family in a
condo in Mandaluyong.

She spends around 3 hours daily on social
media and the internet, but most of her
time online is spent on YouTube watching
videos with her kids. She uses her
smartphone to check Pinterest, FB, and
1G.

She likes reading articles online and
spends most of her time reading about kids
and buying stuff for her kids. She also
loves checking out good deals at
MetroDeal.



EXlST‘I NG \ Grace’s kids are very important to her.
Ccu STD V= / ' Being a mom is the best decision she’s

made in her life. Her time is usually split
between working at the office and
taking care of her kids.

JOBS, PAINS,
GAINS

She rarely has time alone for herself.
When she does get the time to relax,
she spends it getting facials or going to
the spa. She frequents the mall to hang
out. When she gets her leave, she also
likes to travel out of the country.

She'd love to get free shopping for a
day, or get a tour out of the country.



EXISTING CUSTOMER

CUSTOMER INSIGHT

Grace is exhausted.
(Insight)

She is busy juggling her time
between work and family.
(Truth)

This is because she wants to
give her kids and her family a
good life. (Motivation)

However, because of her busy
schedule, she rarely has time to
take care of herself. (Tension)



Karton.ph makes shopping
for your family easier.

You can choose from a
variety of unique and healthy
products for your family and

we'll deliver them right to
your doorstep in 1-2 days.

EXISTING
UNIQUE M_P
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gFE VISITOR

CONSUMER PERSONA
| CUSTOMER PROFILE 4 (¥

Meet Naomi.

She’s 25, a Sales Specialist
living with her family in Ayala
Alabang. She likes spending
time on her iPhone checking
her social media accounts —
FB, |G, Pinterest.

She likes checking the news
for new trends and the latest
headlines on entertainment.
She also loves listening to
music during her downtime.
Being a millennial, it's Naomi’s
habit to post on social media
and share IG-worthy or FB-
worthy moments or things in
her life.



STE VISITOR

JOBS, PAINS, GAINS

Naomi loves to travel, go to the
beach, and have vacations. She’s
weight conscious, so she aims to
stay thin all the time. She also
wants to find a husband and be
rich someday.

She doesn’t pay the bills because
she’s still living with her parents,
which is why she’s picky with the
things she purchases. They need
to be of high quality. Naomi still
loves getting big discounts though.

She's impatient and wants fast
delivery for her purchases. Naomi
hates traffic. She does online
shopping at least once a month,
and she mostly buys stuff online to
give as gifts.



SITE VISITOR

CUSTOMER INSIGHT

Naomi doesn’t know what she wants. (Insight)

She always tries to find new and exciting things to
do. (Truth)

She aims to have the “the perfect life.” (Motivation)

She’s very impatient and has difficulty finding things
that satisfy her. (Tension)



Karton.ph provides a host of unique options to choose from.

The website has different categories and products sure to satisfy every craving and every
need. Our products are unique and are rarely seen in commercial establishments.
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NON-VISITOR

CONSUMER PERSONA

OMER PROFILE

Meet Olga.

She’s 33, a housewife living with her family in
an upper-class, gated community. She
speaks to her friends in conyo English.

She likes to spend her time googling her
interests and browsing her FB, IG, and
Pinterest on her smartphone. She loves to
read books and read articles online.

She doesn’'t have a regular routine, but it
normally includes watching videos online
about makeup tutorials. Olga loves makeup
and buying makeup, which is why she goes to
Seek the Uniq and Sephora when she does
online shopping. Her common hangout spot is
Rockwell.



NON-VIS

JOBS, PAINS, G

A day doesn’t go by without Olga drinking

coffee. Olga’s passions include
cosmetics, interior design and
photography.

Family is very important to Olga, which is
why she prioritizes spending time with
them. She always tends to worry about
her family’s welfare.

She hates traffic and dislikes rude people.
Olga frequently shops online because of
convenience, big discounts and free
shipping. She’s choosy about her
purchases and likes items of quality. She
makes her purchases after researching
them on Google, seeing social media ads,
and recommendations from friends and
family. She also loves shopping at the
mall when out of the house.



NON-VISITOR

CUSTOMER INSIGHT

Olga wants to do more with her life.
(Insight)

She has a lot of time on her hands.
(Truth)

Because she’s rich, she gets to spend
most of her time on her hobbies and
passions. (Motivation)

She tends to worry sometimes that she
can’t do enough for her family. (Tension)



NON-VISITOR

UNIQUE VALUE PROPOSITION

Karton.ph has products that will help you
and your family stay healthy and happy.

W e have organic and all-natural food and
lifestyle items for every member of the family.
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BIG IDEA

Existing Customer

As a mom and a career woman, the
customer feels fulfilled taking care of

her family while growing her career.
However, this leaves little room to
take care of herself.

Site Visitor

When you're young, it's tough to
figure out what you truly want in life.
As a result, you feel empty or
unfulfiled when there is no “big
moment” happening in everyday life.

Non-Visitor

When your family is your career, it's hard
not to worry about their future. You
always feel that there’s something you
could be doing better to make their lives
better.

Karton.ph is the best friend of working
moms. We offer a variety of healthy
products for the whole family while

saving you the hassle of going
through traffic to go to the mall. We'll
deliver right to your doorstep.

Karton.ph will help you discover what
you want while helping small Filipino
entrepreneurs grow their businesses.
We’re in constant search of new seller
partners who will provide more unique
and rare products for our customers.

Karton.ph cares about you and your
family. We have a wide range of organic

and natural food and beauty alternatives
that will have no negative impact on you
and your family’s future health.

Before you can take care of your
family, you have to take care of
yourself first.

Life isn't about the big moments, but
the little moments in service of others.

The future of your family depends on your
choices today.




CONTENT THEMES

CUSTOMER BIG IDEA

Before you can take
Existing care of your family,
Customer you have to take care
of yourself first.

Lifeisn’'t about the big
moments, but the little
moments in service of
others.

Site Visitor

The future of your
Non-Visitor family dependson
your choices today.

CONTENT THEMES

. Karton (Who, What, How, Why)

. Kids and Family

. Self-Care and Health

. Karton (Who, What, How, Why)

. Self Actualization

1. Karton (Who, What, How, Why)

. Family and Health

Introductionto Karton

Content about how to take care of kids
and family

Content about taking care of yourself

Introductionto Karton

Content about fulfillment and following
dreams

Introductionto Karton

Content about easier ways to take care



CONTENT MATERIALS

CONTENT THEMES

Karton Introduction to Karton
(Who, What, How, Why)

Kids and Family Content about family

Self-Care Content about taking care of
yourself

Self Actualization Content about fulfilment and

following dreams

Family and Health Content about taking care of one’s
family

CONTENT MATERIALS

Photos and Videos: Intro, Where To Use, Benefits, Ingredients

Seller Stories video and photo series

GIFs: About products

How to order on the website

How to find what you need on the website

Company News

VIDEO CAMPAIGNS: Taste the products, Chili Challenge, Fun videos with adults/kids
trying our products, Food for the workplace

Quotes about health and family
Articles: Family, Health, Food
Interactive Quizzes

Infographics: Fashion, travel, beauty

Lists: Top 5 Best Beauty products, Top 5 Products that make skin clearer
Articles: Self-Care, Health, Fashion, Travel, Food, Beauty

Interactive Quizzes

Motivational quotes about dreams and purpose
Personal stories about the people the sellers are helping
Infographics: Fashion, travel, beauty

Social causes of sellers

Articles: Health, Fashion, Travel, Food, Beauty
Interactive Quizzes

Quotes about health and family
Infographics: Health

Lists: Top 10 Health Benefits of Products
Articles: Health, Family

Interactive Quizzes



CONTENT MATERIALS

Karton (Who, What, Why, How)

INTROPHOTO -+ Photosidentifyingeach WHERE TO USE Photos showing products in different
productfromeach seller PHOTO settings (events, parties, bathroom, living
+ Shows whatthe productis room, etc.) *Place models ifpossible, like
 Aclose-uplook at product model holdingmug orperson wearing
accessories

Italian Truffle Mayonnaise

Our Fresh Ingredients.
Your Passion.




BENEFITS Photos that list benefits

PHOTO when consuming / using
product (happiness,
health, etc.)
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INGREDIENTS
PHOTO

Photos showing ingredients or
materials used for product

\ Alhaline water
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Available at Karton.ph

13 Karton]

“Chelcie’s Homemade Spreads™

Ingridents

Spinach Mayonnaise

What is in your empanada ?

Salt & Pepper

Carrots

n
— N
.

Green Peas

Potatoes J

Order now af J Karton



INTRO VIDEO * Videos identifying each product WHERE TO USE Videos showing the productin
from sellers VIDEO different settings (events, parties, etc.)
 Shows what the product is
* An close-up look at product




BENEFITS Videos showing list of benefits when INGREDIENTS Video showing ingredients or
VIDEO consuming / using product VIDEO materials used for product
(happiness, health, etc.)

When




SELLER

STORIES
Photo and
Video Series

Series of videos and
photos showing the story
of sellers and how they
make their handmade
products

PRODUCT GlFsabout
GIFs products

HOW * Howto orderon
TOs the website
* How to find what
you need on the
website




COMPANYNEWS ¢+ Promos
« Sales

.
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VIDEO CAMPAIGNS

Taste the products

Chili Challenge

Fun videos with adults/kids trying
our products

Food forthe workplace




CONTENT MATERIALS

Kids and Family

Quotes * About health Articles/ * About Family Interactive
« About family Blog * About Health Quizzes
« AboutFood

THE SCIENCES MIND HEALTH TECH SUSTAINABILITY EDUCATION VIDEG FODGASTS BLOGS STORE

Should | Be a Stay at Home Mom?

Should you stay home with baby or go back to work? Take Our quiz to
consider everything from finances to work situation to your partner, to see
what's best for you.

VIND
BEHAVIOR & SOCIETY % ’ Are You Ready For Another Baby?

We're sure your little one is rything you need, but do you sometimes

Good Relationships Are All in BLTY | i orororinaiy
the Family

A decades-long study finds men raised in close families have stronger attachments in
old age

| help you figure that out

Is There Radium In Your Tap Water? New Map Can
Show You

January 11, 2018 | Article

You might be surprised to hear that tap water for more than 170 million
Americans contains the radioactive element.

Read More »

Liver Cleanse: A Simple Step-by-Step Guide
By Dr. Edward Group DC, NP, DACBN, DCBCN, DABFM
Published on December 12, 2017, Last Updated on December 14, 2017

The liver is the human body’s largest internal organ and one of the
most important for survival. Without it, bodily tissues would die from
lack of nutrients and oxygen and the digestive process would not be
able to take place. One of the liver's most important functions is the
removal of toxins from your system. This function is why cleansing
your liver and living a healthy lifestyle is so crucial. Performing a liver

cleanse can help remove toxic buildup for overall health and

wellness. Before doing a liver cleanse, it [...]




CONTENT MATERIALS

Self-Care and Health

Lists Top 5 Best Beauty products for
Sensitive Skin
Top 5 Products that make skin clearer

Scents thatwill relax you

Infographics Fashiontips
Travel tips

Beauty tips
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12 MAKEUP BRUSHES YOU NEED
(AND EXACTLY HOW TO USE THEM)

DANGEROUS
INGREDIENTS

found

EQUNBATION BRUSH
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TOXIC C

WE ABSORB UP TO 60% OF WHAT WE PUT ON OUR SKIN
Children’s bodies absorb 40-50% more than adults. They are at
higher risk for diseases later in life when exposed to toxins.

Health issues linked to toxic chemicals in the body:

) G (i) o, e (SRR
LIST OF INGREDIENTS TO / D

12 toxic & carcinogenic compounds found in beauty & skin care products

Benzoyl Peroxide
Used in acne products,
the MSOS states:

produces DNA damage in
human and other
mammalian cells. Also,
toic by inhalation. Eye,
skin and respiratory
irvitant.

FD&C Color & Pigments

Propylene Glycol (PG)

& Butylene Glycol

Petroleum plastics. EPA

considers PG so toxic it

requires gloves, clothing,
disposal by

against skin cont
prevent brain, liver, and
kidney abnormalities.

N THE

DDMDM Hydantoin & Urea

DEA (Diethanolamine), Dioxin Won't appear in

MEA [Monoethanolamine),  ingredients. Oiten in (Imidazolidinyl}
A ingredients v

This foam booster is & like tri cbsan r"‘u\s ers,

PEGS.

skin/eye irritant and
causes contact dermatitis
Easily absorbed through
skin to accumulate in body
organs & the brain nervo

disorders. miscarriages
and birth deformity

Parabens, umnyl Suiyl  PEG(Pyethy
Ethyl, Pro
Propylen Glycol
Dangero s
have been found as a
by-product of the
ethorylation process. PEGs
are in everything including
personal care. baby care

Sodium Lauryl Sulfate Sunscreen chemicals
(SLS) & Sodium Laureth  avobenzone, benzphenane
Sulfate [SLES) ethoxycinnamate, PABA

. are commonly used
ingredients that are known
free radical generators
and are believed to
damage DNA or lead to
cancers.

ess, & insomnia.

Phthalates
Found in many prod
usually not lis

Labels. Health effe:
include damage to
tiver/idneys, birth
defects, decre

development in girls &
boys.

Tridosan

Synthetic antibacterial
ingredient. EPA registers
itas a pesticide, posting
risks to human health and
environment, Classified
as a chiorophenol,
chemicals suspected of
causing cancer in
human.




Articles

Interactive Quizzes

Self-Care
Health
Fashion
Travel
Food
Beauty

Self-Care
Health
Fashion
Travel
Food
Beauty



CONTENT MATERIALS infographics  + Fashion

* Travel
Self Actualization » Beauty
Motivational  About dreams Personal stories * About the sellers . | Ab“ée
quotes « About purpose Like Humans of New « About the people 20n 507 104
York photo and story the sellers are 1OP 20
series helping &% 1OP 20
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Social causes Quotes from sellers

of sellers and the
communities
they’re helping
through their
businesses

Thanks to Levels | can get insights
and know-how from the creative

industry, which will help me in the
future to open my own business.

Georgian Ilie \
Student of Innovation and Entrepreneurship \:

Articles

Interactive
Quizzes

Health
Fashion
Travel
Food
Beauty

Self-Care
Health
Fashion
Travel
Food
Beauty



CONTENT MATERIALS

Family and Health

Quotes « About health Infographics * Health
» About family * Family
Relationships
o . Lists - Top 10 Health Benefits
3L ACK of Products
e w Ay A 4  BestSnacks for Family
£ ::’ ,f'« NS/ Gatherings
PR "p‘ v‘afﬁ i“g
v % VLY 2
) , Q ? Q' <. .
o) Articles * Health
AR * Family

Ilke wwwpws on a tree
Il ff .
we all grow in different directions, Interactive « Health

but our 166l remain as one. i )
’L)QQ Quizzes « Family
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CONVERSION
FUNNEL / CYCLE

Stages of customer decisions
and actions

AWARENESS
Customer is made aware of brand’s existence.

INTEREST
Customer likes the brand.

RESEARCH / CONSIDERATION
Customer seeks information in order to make an
educated purchase decision.

DESIRE
Customer is thinking of purchasing or wants to make a
purchase.

PURCHASE
Customer buys product.

REPEAT
Customer makes another purchase.

LOYALTY
Purchase of the brand or service becomes habit.

ADVOCACY
Customer speaks about the benefits of the brand to
other potential customers.
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CONTENT THEME /
MATERIAL

Ad

CONVERSION STAGE
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AdVOCa

JAN

FEB

MAR

Birthday Discount

Payday Sale

Loyalty Reward for Returning
Customers

New Seller Sale
Clearance Sale

New Year Discount for Big
Buyers

Student Discount

Early Bird Discount

Trip To La Union Contest

Birthday Discount
Payday Sale

Loyalty Reward for
Returning Customers
New Seller Sale

Student Discount
Valentine’s Sale / Singles
Day

Early Bird Discount

Trip To La Union Contest

Birthday Discount
Payday Sale

Loyalty Reward for
Returning Customers
New Seller Sale
Early Bird Discount
Trip To La Union
Contest

Black Saturday

Birthday Discount
Payday Sale

Loyalty Reward for
Returning Customers
New Seller Sale

Refer A Friend

Gift for Next Purchase
Shop & Win

Birthday Discount

Payday Sale

Loyalty Reward for Returning
Customers

New Seller Sale
Clearance Sale

New Year Discount for Big
Buyers

Student Discount

Early Bird Discount

Trip To La Union Contest

Birthday Discount
Payday Sale

Loyalty Reward for
Returning Customers
New Seller Sale

Student Discount
Valentine’s Sale / Singles
Day

Early Bird Discount

Trip To La Union Contest

Birthday Discount
Payday Sale

Loyalty Reward for
Returning Customers
New Seller Sale
Early Bird Discount
Trip To La Union
Contest

Black Saturday

Birthday Discount
Payday Sale

Loyalty Reward for
Returning Customers
New Seller Sale

Refer A Friend

Gift for Next Purchase
Shop & Win




THANK YOU!



