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the  archetypes:

the seeker: 
(also referred to as The Explorer, The Wanderer) 
 
This archetype creates the sensation of adventure and seeking to find the world for themselves.  
Fearing conformity and emptiness in equal contempt, they embrace brands that promote freedom, 
self-discovery, especially when the company promotes a journey along-side of them.  
 
Not swayed by domesticity, they’re drawn to imagery of the unknown, the outside, the new. 

The worst thing for this archetype would be to appear too corporate, stodgy, or hemmed-down. 

Here’s one of the best examples of this archetype, Levi’s Go Forth campaign that uses an ancient  
recording of Walt Whitman reciting his poem, OPioneers, which compounds the the ideas that denim 
delivers freedom with the concept of American exploration:
 
https://www.youtube.com/watch?v=HG8tqEUTlvs 

the magician: 
(also referred to as  The Shaman,  The Visionary)

This archetype and the clients attracted to it are driven to understand the world and their role within it.  
Charismatic, influential, clever and dynamic, they are afraid of the negative consequences unleashed with 
their exploration.  
 
On their negative side, they can be seen as manipulative, dishonest, or delusional and disconnected from 
reality. The absolute worst thing for this archetype is to appeared too structured or empty-- all smoke,  
mirrors with no substance. 

Much like their spiritual world counterparts, this archetype can transform ideas into reality using rituals  
and forces from beyond the normal realms. 

These brands promote themselves as a passageway to transformational knowledge and experience.  
More focused on the individual than the group, they compliment their customer base by engaging them 
to trust their own instincts.  
 
One part flattery, two parts brand promise; these brands create the very instincts their expecting their  

clients to trust. 

I’ve also found Disney to be a great example. Disney is endlessly magical, ageless. You at 80, in Disney 
World, are back to 7. You believe, you desperately remember believing, and Disney enables your inner  
child right back to its magical world. 
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the  archetypes:

the everyman/everywoman:   
(also referred to as The Regular Guy , The Good Guy) 

 
This customer wants to feel part of something, to be seen as a peer rather than a ruler or a subjugate.  
Preferring quality and dependability, these clients will emotionally invest in brands that they can trust.  
 
Their weaknesses are, well.. being weak, suggestible and on the superficial side of the spectrum. They 
want to belong and not necessarily stick out. According to research, the worst thing for this archetype  
is to appear greedy or elitist. 

Through my research I’ve found Duracell listed as a Warrior/Hero type, and with this ad I can see that-  
but I can also see it as The Regular Guy. It’s a great example of a brand straddling multiple archetypes to 
get the best of their ideal worlds. 

https://www.youtube.com/watch?v=mQaeXWtvprM

Here the battery company isn’t branding their product-- they’re branding the promise of their product.  
The ongoing reliability to power the Teddy Bear allows the viewer to emotionally connect with the  
waiting, the sacrifice (Hero!), but the desperation for connection and belonging (Everyman!). 

Other qualities that’ll trigger clients driven by this archetype are fairness, respect, accountability,  
and integrity. Honesty, open approaches to advertising and imagery are going to connect. 

This ad also communicates this, showing how women of all shapes, sizes, and drawn to all sorts of  
activities, can benefit from any activity that you would enjoy.  
It’s incredibly motivating and very helpful to be positioned amongst the body positivity and all-inclusive 
approach that fashion is moving towards. 
 
https://www.youtube.com/watch?v=toH4GcPQXpc
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the  archetypes:

the sage:   
(also referred to as The Teacher) 

 
Oprah is the epitome of this archetype. Learning, experiencing knowledge from growth, The Sage seeks  
truth and wisdom in every engagement and situation. 

The customers drawn to this archetype are constantly searching for new sources of information, preferring 
brands that challenge them to think in new ways. 

At their best, they’re wise, open minded and articulate-- at their worst they are self-absorbed, cold and  
a ruthless skeptic. 

Brands utilizing this archetype structure promise knowledge, and will use a higher level of vocabulary, 
more abstract/symbolic imagery. The have a large amount of trust for their clients and their ability to grasp  
challenging ideals, “inside jokes”, and they avoid dumbing down things too much for their audience. 

A good example, besides Oprah, would be National Geographic Channel. They provide a portal to the end-
less expansive landscape of our world. No place is too out of reach, and we are given a front row seat  
as they show us reality around us. 

Similar to The Explorer, but more authentic in the larger-than life scope of the brand. Levi’s uses classic  
poetry to engage the audience’s sense of adventure. NatGeo is using deeply probing, but emotionally  
accessible philosophic explorations-- encouraging curiosity, and bridging that curiosity with life’s experi-
ence itself.

https://www.youtube.com/watch?v=4qwA5fUh3hA&feature=youtu.be
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the  archetypes:

the caregiver:   
(also referred to as The Nurturer) 

 
This archetype, clearly, is driven by their need to take care of others. They want to be recognized for their 
efforts without being patronized. Aggressiveness is NOT the way to go here. However, the emotionally 
driven approach will provide reassurance in their correct choice-- and create that connection. 

At their best, they are compassionate, optimistic, and unselfish-- but at their worst, they can be manipula-
tive and potentially masochistic. 

Allstate is a fantastic example of this archetype in advertising. Everything from the calm voice of the actor, 
to their tagline “You’re in good hands”-- communicates this archetype. 

Reassurance, calm in a crisis, under control and taken care of. Boom, done. 
https://www.youtube.com/watch?v=xPSgo-Bw5RA

the idealist:   
(also referred to as The Lover) 

 
This archetype connects the love of closeness, connection, beauty, and affection. Those utilizing this 
archetype position their brand to give and receive love, happily, openly. They find strength in great passion 
and promote love and unity. At their worst, they can be detrimental people-pleasers, venturing into shal-
low and obsessive territory.

These customers value the aesthetic appearance of goods and services. Just with this knowledge alone,  
it’s apparent that Apple utilizes both this archetype as well as The Creator archetype. 

In a whole sentence context, Apple’s brand is a creation of love, therefore building an audience who loves 
what they create. A well designed computer that looks well designed will operate the best. 

If something looks expensive, it’s more likely to be treated as a premium, and therefore hold more value 
than mediocre products. This is the ethos of The Idealist. 

Brands with this archetype will promote how something feels rather than what it is, or what it can do. 
They’re not going to appeal to those who are drawn to more business-like interests; the Idealist brand cul-
tivates a dream-like mystique, a fantasy in the best of all possible worlds. 

Victoria Secret is a solid example of this. They create an entire world of fantasy around their products. 
Angels, Pink-- none of it situated in reality, but that doesn’t matter. Women buy it because they are buying 
INTO it. 

https://www.youtube.com/watch?v=CGt-9iqBUsw
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city tier breakdown:

tier 1:  
New York (largest city, culturally, commercially, and financially dominant city in the country)
 
tier 2:  
Los Angeles, Chicago (dominant in their respective regions (the West and the Midwest) and very 
economically and culturally significant on the global scale (e.g. Hollywood, Chicago stock exchange)
 
Tier 3: 
Washington, San Francisco, Boston, Houston, Dallas, Atlanta, Philly, Miami (not the same dominance 
as the top three cities, but still are globally significant economically, and contain elements that make 
them culturally significant (politics, tech, diversity, ect.)
 
Tier 4:  
San Diego, San Jose, Seattle(maybe Tier Three), Phoenix, Baltimore, Detroit, Denver, Las Vegas,  
Minneapolis-St. Paul, Honolulu, Pittsburgh (Less integrated in the global economy, and not as culturally 
significant, but still are dominant in smaller local refions im the US (like the Pacific Northwest and the 
Southwest) and/or provide important industries (like tech, automobiles, defense, and biomedical)
 
Tier 5:  
Orlando, Portland, Charlotte, Cleveland, New Orleans, Milwaukee, ect. (major cities with only some  
financial and commercial integration at the national scale, and/or possess some cultural significance  
(like Portland)
 
Tier 6:  
El Paso, Albuquerque, Jacksonville, Columbus, ect. (large cities with minimal financial or cultural impor-
tance)
 
Tier 7:  
Bridgeport, San Bernadino, Santa Fe, Riverside, Birmingham, ect. (The final tier of large cities, ones that  
are not large or financially or culturally significant at all)
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Case Studies
it’s helpful to bring the elements of each  
archetype into realized personas, making  
needs, desires, problems, solutions, and  
triggers more accessible. 
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customers as personas case studies: 
 

 
 
    

 
Late 30’s- early 40’s female. White with Irish heritage, married to a  
Middle Eastern man.  Has toddler twins and is pregnant with a third.   

Lives in a Tier 2 city. 

Young at heart, smart savvy, child & family oriented-- and a seriously hip foodie.   
Her focus is on her mind, her well being, and her obsession with the tastes in  

fermented foods.  She would buy online because she fears DIY, but has access  
to offline stores to purchase products. In order to purchase online, an authentic  

connection with the culture or artisan of the person crafting the fermented  
products would be ideal. She shows strong loyalty to individualized, crafted  

specialty products and purchases from them regardless of design. 

However, when purchasing products in the grocery store, the visual quality would  
need to be high across the board.  The packaging of the product, the quality of the  

product, the experience of the site, how she would know the package/artisan  
was authentic,what would be done with the excess of boxes and packaging after?  

All of these elements would be considered by her in order for a purchase  
to be made. 

Her ability to purchase subscription boxes and/or fermented food online 
would be relatively high. Even though she has kids, her value in her health 

and experience while drinking and eating the foods justify the costs.  
 
 

    main archetype: the  seeker    support archetype: the caregiver 

laurie

[ Los Angeles, Chicago] 
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Early 20’s lives in Tier 6 city. White, German heritage, newly married and  
plans to be a house wife.   Her interests are her new marriage and saving  

money.   
 

Her friends and influencers she follows on Instagram are into kombucha  
and fermented foods, and she feels pressure to enjoy them but still doesn’t  

“get it” yet.  
 

She is swayed by visually peaceful imagery, clean styling, has a strong preference  
for texting and online shopping experiences vs. brick and mortar grocery store 

 shopping, and would enjoy the ability to provide for her family in an economical  
and healthy way.  

 
She would be most likely to enjoy the surprise of fermented beauty products 
along with products that are already fermented and aren’t as sour or strange.

Her ability to purchase subscription boxes and/or online products  
would be low due to stringent budget. She would be looking for value  

and experience to justify costs.

     main archetype: the innocent      support archetype: the dreamer

amanda

[ El Paso, Albuquerque, Jacksonville, Columbus,] 
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Late 30’s, Mid 40’s female, single,  first generation American from Israeli parents.  
Works as an ethically focused lawyer working with Middle East and Asian immigrants 

with their citizenship . Speaks 4 languages and is equally comfortable across the 
world; calling Thailand, Israel, Bali, Hong Kong, and Tier 1, New York City, home.  

 
Her worldliness allows her entrance to a world of fermented products and taste  
profiles others would balk at, and her comfort and familiarity allows her to make 

multiple fermented products at home without any hesitation or fear.  
 

Like others, her draw for this subscription would be to maintain her connection 
with other cultures and product options not always available-- even in New York. 

 
For her, the packaging and experience work as a memory of being overseas.  
Utilizing pieces of packaging that could be reused or repurposed as an art 

object would be appealing to her.  

  Her ability to purchase subscription boxes and/or online fermented 
goods would be extremely high. 

  

 main archetype: the seeker        support archetype: the sage

lisa
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Mid-late 30’s, single, Jewish and Latina heritage, she lives in a Tier 6 city. 

She is extremely  socially driven and employed through multiple channels thanks  
to her wide network of variety in friends.  Always on the go and always involved in  

social, political, environmental causes, her interests lead her to create a wide variety  
of expressions: through  fine art, feminist magazines, account management  

at a social co-op providing clean water to under privileged nations,  
Shari is deeply connected to the world around her. 

 
She sees ordering fermented products online as an easy and fun  

way to explore more products she’d enjoy. Extremely busy but dedicated 
to her health and well being, ordering a monthly subscription would allow 

her to maintain her quick pace without sacrificing her health, quality,  
and the ever-loved authentic product experience. 

 
  Knowing she’d be supporting disabled or special needs individuals 
across this country is an additional selling point; provided it is legitimately support-

ed through the product offerings. She’s got a critical nose for gimmicks. 
 

Her ability to purchase subscription boxes and/or online products  
would be incredibly high. Her low overhead lifestyle and abundant employment  

opportunities provide an affluent budget filled with disposable income. 
 Her choices would focus on her health, enjoyment, and value in experience. 

 main archetype: the seeker       support archetype: the idealist

shari
[ Orlando, Portland, Charlotte, Cleveland, New Orleans, Milwaukee]
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Late 30’s early 40’s male, married with one child, own a small batch market that  
specializes in Asian goods, as well as a mid-level art director in a NYC ad agency.   

 
He’s a third generation Korean American, married  to another third generation  

Korean American, and they enjoy bringing authentic Korean  cuisine with a modern 
twist to their Tier 1 New York friends.  

 
They see ordering fermented goods online as a way to broaden the spectrum of 

tastes they can provide to their customers, who are solely interested in authentic 
palettes and experiences.  

 
Having the product packaging be beautiful, visually interesting or experimental,  

sustainable, and/or the ability to repurpose into an art object or reusable 
would be ideal.  

  
His ability to purchase subscription boxes and/or online products  

would be incredibly high, as not online is this a side business bolstered by  
his advertising salary, he could write off the expenses- a constant win/win. 

 

   main archetype: the everyman        support archetype: the magician

richard
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Late 20’s-early 30’s female, co-habitates in a work/life style loft and  
artist studio.  She’s a first generation American from Southeast Asian  

parents, her partner and the majority of her friends are white, living in  
a Tier 4 city.  

 
She works in art, media, public speaking, and writing, and is very connected  

to  her first culture. While she would be extremely comfortable to create  
fermented foods on her own, she would also be drawn to a subscription that  

also allowed  her to experience new-- but authentic-- foods from a home  
away from home.  

She sees this as an easy way to continue to stay connected, and gives 
her an influencer approach to her friends and clients.  

 
Her ability to purchase subscription boxes and/or online products  

would be average. She invests in her art and her business, which has 
a steep overhead for her studio. The products she buys would have to be 
known to be worth the money, delicious, and delivering the authenticity  

she seeks above all. 

 

 main archetype: the magician     support archetype: the creator

anh

[ San Diego, San Jose, Seattle, Phoenix, Baltimore, Detroit, Denver,  Las Vegas,  

Minneapolis-St. Paul, Honolulu, Pittsburgh ] 
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Mid 30’s, homosexual in a commited relationship, owns a home in a suburban outset 
of a Tier 6 city.  Works in data, enjoys stability, but is very environmentally friendly 

and actively grows his own food to experiment. Loves to cook, enjoys quick pickling 
and kimchi but feels hesitant in creating his own fermented foods beyond this level.  

 
Has a deep seated need for trust and transparency in food safety and preparation.  
Distrusts buying fermented foods from individuals-- especially online, but is also 

aware of the lack of probiotic life in over-regulated in super markets. 

Would be more likely to purchase foods online if there was a clear video of process 
connecting the food product with the person who was making it, in a clean and  

professional setting. It would also help him make a stronger connection with the 
deeply rooted process in the particular culture of the food. 

Feels more comfortable and relaxed when talking about Kombucha vs. Kimchi and 
other fermented foods, perhaps due to the level of fermentation. Loves honey  

ginger kombucha- so it would be good to introduce new flavors or how to introduce 
unique flavors to a plain base.

His ability to purchase subscription boxes and/or online products  
would be average. His lack of trust in unknown sources makes him skittish, but 

he does have the disposable income to enjoy the products on a regular basis. What 
would be needed would be videos and products of solid quality, shown in a profes-

sional and authentic setting; then he would have no problem investing his money.  

 
 main archetype: the seeker    support archetype: the everyman

eric
[ Orlando, Portland, Charlotte, Cleveland, New Orleans, Milwaukee ] 
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Demographic Maps
a visual display of ethnicity, age, interest in fermented  
foods, specific interest in various types of fermented foods,  
interest in subscription boxes;  showing the overlap and  
pinpointing  the perfect market. 

based on a 100-point value system measuring popularity  
in any specific market. for the most part i’ve used cities, but 
sometimes state information was more applicable.  
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distribution of gender: 
female concentration by state

>48% 49-50% 51-52%

women dominate in eastern and southern states, where interest  
in fermented foods overall is high {eastern}, and interested but  
not saturated {southern}. they are the most likely to be interested  
in fermented foods based on cost effectiveness, ease in use/low  
maintenance, and their health benefits; specifically probiotics and  
regularity, 70%
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distribution of gender: 
male concentration by state

>48% 49-50% 51-52%

men dominate in western states, where interest in fermented foods  
overall is high-- but their interest in fermented foods specifically is 
low- around 30%
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greatest & silent

baby boomers

gen x

millennials

gen z

12%

24%

16%
24%

24%

greatest & silent

baby boomers

your potential market

12%

24%

64%

the age demographics most interested in fermented foods and  
subscription boxes were amongst the gen x, millenials, and gen z,  
a combined 64% opportunity within the market. 
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distribution of generations

millenials-
gen y

15-29 yrs

baby 
boomers
50-69 yrs

millenials-
gen x

30-49 years

millenial saturation occurs in the areas where trends show 
a prevalence in interest in fermented foods and subscription boxes. 
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interest in fermented food overall

interest in fermented foods have really taken off since the benefits of kom-
bucha, kefir, and kimchi and other fermented foods have been coming 
more and more into the forefront. 
 
this map combines those who have been canning and preserving without the 
trend aspect: ohio, indiana, wisconsin, iowa, kentucky, tennessee, alabama, 
louisiana, minnesota, oklahoma, utah  
 
and the areas in which trends are always welcome and  utilized:  
washington, oregon, california, colorado, minnesota, new york,  
massachusetts

minnesota is included both because the state demographics work in both 
aspects
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interest in fermented food overall
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Maps:  
Kombucha
Kombucha is touted for a variety of health 
benefits including detoxification, joint health, 
digestion/gut health and immune-boosting 
properties.  

not only healthy, it can be sold as a ready-
to-drink tea, or added to alcohol to bring a 
healthy boost to the fun buzz. 

and it is popular- 52% of 25-34 year old adults 
drink this crossover drink with a .5% alcohol 
threshold. 
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interest in kombucha  per city
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kombucha has experienced complete market immersion over the last 5 
years, with the main market saturation happening amongst trendy me-
tropolises: portland, san francisco, seattle, los angeles, austin, and 
minneapolis.
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Maps:  
Kimchi
the fermented staple in koreans home has been 
trending thanks to the surge in eating clean.  
 
not only is it ridiculously easy to make, it’s  
incredibly healthy, and its use of scraps and 
natural processes make it sustainable and  
affordable; all primary goals for millenials 
and gen x individuals. 
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interest in kimchi  per city

another example of prominence due to prevalence in culture.  
honolulu is the forerunner in popularity, but the other cities where 
korean immigrants and korean americans continue their preferences 
and preparations are new york, portland, seattle, los angeles, and san 
francisco. 
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Maps:  
Kefir
touted as the next trend no one knows how to 
pronounce, this fermented product comes from  
the caucuses, russia, and eastern europe but is 
asian in its origin. 

the thick dariy product is more healthy than 
regular yogurt, and its ability to be reused 
makes it even more affordable.
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interest in kefir  per city
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a budding trend, kefir is less well known as kombucha or kimchi, but has 
been gaining traction as the new up-and-comer thanks to portland, los 
angeles, and new york city.

this food originated from manchuria, and enjoyed in modernity by  
ukranian, russian, and eastern european cultures and the cities that  
house them .
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Maps:  
Miso
associated primarily with japanese food, the 
results on the map solidified that expectation, 
but miso would be a fantastic inclusion within 
a fermented food subscription box because it is 
so familiar, but often excluded from the list.  
 
providing some miso with recipes and guidance 
would give people that enjoy the rich umami 
flavor of miso in a new context; showing how 
to incorporate more of it in their lives beyond 
the sushi restaurant’s watery appetizer. 
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interest in miso  per city

the interest concentration amongst honolulu and scant across the 
rest of the us shows the interest lies primarily japanese americans, 
but inclusion within other well known fermented products would be 
viewed positively. 
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Maps:  
Sauerkraut
out of all fermented foods searched,  
sauerkraut was the only one with a seasonal 
spike. 

a staple in the winter for germanic cultures, 
sauerkraut is clearly popular in the midwest 
with a prominence of german heritage:  
pittsburgh,  ohio, michigan, and minnesota. 

inclusion of saurekraut would be expected, 
but probably best to include it during decem-
ber-february’s selections. 

fun fact!
While sauerkraut is mostly associated with Germanic 
and Dutch cultures, it originated in China- brought 
to Europe via Ghengis Kahn!

Workers building the great wall of china ate it as part 
of the standard diet. 
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interest in sauerkraut  per city

the interest in sauerkraut is primarily located within the midwest 
region, expectedly. the inclusion of the interest over time is due to 
the high spikes during winter months, where sauerkraut is a staple.
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interest in sauerkraut  per city
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Maps:  
Yogurt
the most loved out of the fermented foods  
researched, yogurt is not in danger of being effected 
by trends. 

thanks to greek yogurt’s popularity, sour  
yogurt flavor profiles are being more accepted, but 
americans still favor sweet yogurt. 

introducing consumers to more savory yogurt op-
tions could be beneficial and depending on brand 
positioning could be handled as ‘adventurous’ or 
healthy swaps for for less healthy options, and then 
seeing the applications, 
 moving more towards savory and sour options in 
offerings. 
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interest in yogurt per city
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the demand for yogurt shows no signs of weakening, by far the most 
solid of interest results. only 1 city dipped below 75. 
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Maps:  
Subscription Boxes
exploring the interest in ordering subscription boxes. 
locations ranged from rural areas- where consumers 
would enjoy experiences and products foreign to what 
they could order locally, and full metropolis’, where  
the  convenience of the subscription  box  offers a 
wealth of exploring options in an easy to digest monthly 
indulgent present  to themselves. 
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interest in subscription boxes
by state

the interest for subscription boxes are quite large, with only 5 states  
not interested in trying the convenient and experience-providing model. 
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interest in subscription boxes
by state
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the overlap: 
colorado, oklahoma, wisconsin, alabama, new york, massachusetts, 
california, north carolina, illinois, ohio, pennsylvania, new jersey,  

connecticut, tennesse, 

overlay comparison of 
those interested in fermented 

foods &
subscription boxes
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Maps:  
Best Subscription 
Boxes
whittling down the search to focus only on 
the consumers willing to pay more for the 
highest quality  subscription boxes. 
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interest in ‘best subscription boxes’
by state
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this search focuses on the desire for the highest quality and the

potential customers that would justify paying a higher price to ensure 
the highest quality.  
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the overlap: 
colorado, ohio, virgnia, georgia, tennessee, illionois, washington,  

california, michigan, pennsylvania, new york, massachusetts,  
new jersey, texas, florida, marlyand, 

overlay comparison of those 
interested in fermented foods
& the best subscription boxes
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Maps:  
Ethnicity Distrubtion
a breakdown of concentration in ethnicities 
across the united states.
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<1.5% <2.5% <3.5% <5.0%< 10%> 10%

asian american population
percentage by state

the states with the highest concentration of asian americans:
california, hawaii, alaska, washington, new york, new jersey,  
massacusetts, virginia, illinois, minnesota, colorado, oregon,  
maryland, georgia, arizona, texas, north carolina, wisconsin,  

michigan, connecticut, pennsylvania, rhode island, new hampshire, 
washington d.c., kansas. 
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overlay comparison of 
asian american population & 

those interested in fermented 
foods

the overlap: 
washington, california, illinois, minnesota, new york, new jersey,  

massachusetts, virginia, georgia, nevada, oregon, texas, colorado, 
maryland, wisconsin, michigan 
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the states with highest population of white americans are less likely  
to enjoy fermented foods: idaho, montana, wyoming, north dakota, 

south dakota, nebraska, maine, vermont, new hampshire, west virginia, 
kentucky, indiana.  

 
minnesota and wisconsin are primarily white, but they also enjoy  

fermented foods. 

white non-hispanic
 population percentage by state

<50% <60% <70% <80% <90% >90%
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the overlap: 
washington, california, illinois, minnesota, new york, new jersey,  

massachusetts, virginia, georgia, nevada, oregon, texas, colorado, 
maryland, wisconsin, michigan, utah, oklahoma, louisiana, florida, 

north carolina, south carolina, pennsylvania, virginia, connecticut, 
rhode island, ohio, kentucky, indiania, missouri , iowa 

overlay comparison of 
white american population & 
those interested in fermented 

foods
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the states with the highest concentration of african americans: lou-
isiana, georgia, alabama, mississippi, arkansas, florida, maryland, new 

york, tennessee, ohio, pennsylvania, virgnia, north carolina, south car-
olina,illinois, new jersey, texas, california, nevada, oklahoma, kansas, 

michigan, missouri, massachusetts, rhode island

>2% 2-5% 5-10% 10-15% 15-20% 20-25% 25-30% 30-35% 25-30%

african american
 population percentage by state
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the overlap: 
california, nevada, texas, oklahoma, kansas, missouri, illinois, michigan, 

ohio, pennsylvania, ohio, new york, massachusetts, maryland, virginia, 
north carolina, tennessee, florida, minnesota, wisconsin, colorado, 

washington, arizona

overlay comparison of 
african american population & 
those interested in fermented 

foods
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the states with the highest concentration of hispanic & latin americans:  
california, new mexico, texas, florida, nevada, arizona, colorado, 

washington, oregaon, idaho, utah, illinois, kansas,  new york,  
new jersey, massachusetts, rhode island, connecticut, pennsylvania, 

virgnia, north carolina, south carolina, georgia, arkansas, oklahoma, 
nebraska, wisconsin, indiana

african american
 population percentage by state

<3% <6% <10% <20% <35% >35%
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the overlap: 
california, nevada, texas, arizona, colorado, florida, washington,  

oregon, illinois, new york, massachusetts, new jersey, north carolina,  
wisconsin, minnesota, missouri, oklahoma, north carolina,  

overlay comparison of 
hispanic & latino population & 
those interested in fermented 

foods
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Kickstarter
stretch goals and reward suggestions,  
researched from successfully funded  
kickstarter projects. 



WWW.PUREEFANTASTICO.COM    //    INFO@PUREEFANTASTICO.COM    //    2 0 0  AV E N U E  K  S E  # 2 7 3  Wi n t e r  Have n  F L  3 3 8 8 0  

purée
fantastico

kickstarter stretch goals and reward suggestions
 
what is a stretch goal? 
Stretch goals are challenging but achievable pushes to make the product’s appeal even cooler;  
garnering more pledge money. Unlike funding goals, the stretch goal promises more customization  
or ‘wow factor’, but is not needed to secure funding. 
 
 
examples of great stretch goals for onggi: 
With more money pledged, the packaging can be hand-crafted, utilizing special needs crafters/artisans 
(maybe glass jars, ceramics, wooden boxes, things that have permanence with each month). This push  
for sustainability would also be extra appealing for the market.  
 
The ability to include recipe cards/booklets, showing variety and versatility with the products used each 
month.  
 
Video vignettes of the favorite vendors ensuring trust and authenticity.  
 
Custom designed boxes- whether that’s visual design or stylized details that create a more valuable and  
valued  experience.  

examples of kickstarter rewards for onggi:
Based off of my research on successful kickstarter campaigns, these are suggestions for great rewards 
that you can utilize to get funded. 

$1-5 a thank you on the website & a handwritten note/postcard 
 
$5-10 sticker or decal of Onggi design, tagline, branding element, plus all previous rewards. 
 
$10-25 4 handwritten notes/postcards from the favorite  vendors or crafters of the products,  
some  handwritten recipes or thoughts on the specific blend/history, plus all previous rewards. 
 
$50-75 Special introductory crate (ideally for unboxing videos or pr blog posts), plus all previous rewards.  
 
$75-100 Get one introductory crate and a 2nd crate for a friend/family member, plus all previous  
rewards.  
 
$100-175 The ability to curate your own box based on a list of vedors/what they offer. The more money 
pledged, the more products they can personally curate. $100, 3  $175, 6), plus all previous rewards. 
 
$175-200 Get 6 months subscription, plus all previous rewards.  
 
$200-250 Get 15 months subscription, plus all previous rewards. 
 
$500-750 Special tasting options from upscale high end crafted products  
(this would depend on your positioning) 
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Competitor’s 
Analysis
taking a look at those who are doing it right:  

co-opt crate, a subscription box whose market is female  
millenials dedicated to shopping local, and actively searching 
for new products to love 
 
thrive market, a hippie’s version of amazon that connects 
healthy products with families, sponsoring low income families 
with each purchase 
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competitor’s analysis

 
co-op crate 
 
The market for subscription boxes is wide and varied, but the boxes catering to craft foods made by small  
businesses is underutilized to say the least. Co-op crate is a business that is doing something similar but  
far off of your market. The brand tone is much younger, more care-free-- clearly female, on the Gen z/hipster  
side,  and emotionally operated. The brand stylings are up for discussion based on personal tastes, but I enjoyed 
their security in small businesses, high quality, and organic products. 
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competitor’s analysis

 
co-op crate
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competitor’s analysis

 
co-op crate 
The casual and friendly tone of the copywriting, words like “spoiled”, “gush”, “swear by”, the tagline “to shop 
local”, no matter where local might be”- all perfect targeted attributes of speaking to the younger millenial  
generation in the Lover archetype. 
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competitor’s analysis

 
thrive market 
 
Not a subscription box, Thrive Market calls itself  “a membership community”. They nix the middle man,   
providing directly to the  buyer the world’s best healthy food and natural products  at wholesale prices.  
 
Also deeply connected to social causes, Thrive Market also  sponsor free memberships for low-income  
American families. 
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competitor’s analysis

 
thrive market 
 
The brand tone is definitely more mature than Co-op crate, but the hipster aesthetic is utilized here as well.  
This version is more to emulate the communal feel like going to the farmer’s market.  
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competitor’s analysis

 
thrive market
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competitor’s analysis

 
thrive market 
The brand tone of Thrive Market is based off of The Idealist, very communal, positive, helpful, and giving.  
 
Using “Values” to differentiate between dietary needs and constrictions conflates ones eating choices  
with personal ethos.  Whether  they happen to be  allergy based, diet based, or personal preference makes  
no difference. 
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Conclusion
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final analysis:

kombucha’s popularity will continue to climb as influencer’s usage  
and recognition become more common place.  
Having it enter Walmart shelves will only push it’s popularity, and it’s stated to grow steadily by 25%, each year, 
through 2020.  
 

fermented foods are incredibly trendy due to their health benefits 
and its authentic ritual connection to culture. 
The obsession with authentic connection to ancestral ritual and cultures is pushing the trend. 

while americans are comfortable with yogurt, the flavor profiles 
are still sweet in their majority.  
The popularity with greek yogurt and it’s tartness is helping Americans accept more and more 
savory flavors in their yogurt. 

fermented beauty products are a new cusp of this trend 
It’s popular in the beauty world, but as of  yet, not enough data has been compiled, so it’s a trend in waiting. 

fermented coffee is also an up and comer worth exploring 
It’s health benefits boost less heartburn and gut irritation thanks to the bitter notes being removed  
at a molelcular level. 

kefir is poised to be the “next” kombucha and the next greek yogurt.  
Another fermented food option where the benefits are helped by greek yogurt’s popularity. The thick sour yogurt  
is being touted as “the next greek yogurt” in terms of  benefits and kombucha in terms of  global accessibility,  
popularized by its health benefits. It is tolerated by most of  those inflicted with lactose intolerance due to it’s 
self-creation of  the enzyme needed to digest lactose. That’s a game changer.  
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213-925-1400
213-925-1398

twitter // @jnexo

pinterest // @jnexo

facebook // @pureefantastico

jake@pureefantastico.com

info@pureefantastico.com

http://pureefantastico.com


