
‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i Univ

ers
i t

y

國立政治大學商學院國際經營管理英語 

碩士學位學程 

International MBA Program 

College of Commerce 

National Chengchi University 

碩士論文 

Master’s Thesis 

亞洲有機沐浴及護膚產品零廢物再造連鎖店

Business Plan: Zero-Waste Refillery Chain Store

for Natural Bath & Skin Care Products in Asia

Student: Jen Beatrice Tan 

Advisor: Professor George Kuo 

中華民國一〇七年六月 

June 2018 

DOI:10.6814/THE.NCCU.IMBA.035.2018.F08 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

亞洲有機沐浴及護膚產品零廢物再造連鎖店 

Business Plan: Zero-Waste Refillery Chain Store 

for Natural Bath & Skin Care Products in Asia 

研究生：陳白雪         Student: Jen Beatrice Tan 

指導教授：郭維裕    Advisor: Prof. George Kuo

國立政治大學 

商學院國際經營管理英語碩士學位學程 

碩士論文 

A Thesis

Submitted to International MBA Program

National Chengchi University

in partial fulfillment of the Requirements

for the degree of

Master

in

Business Administration

中華民國一〇七年六月

June 2018

DOI:10.6814/THE.NCCU.IMBA.035.2018.F08 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

i 

Acknowledgements 

 

I owe thanks to so many for my growth over the last two years. 

With every intent that this business plan takes form outside of this paper, I dedicate this and all 

that I have yet to achieve to my family who have always been my source of passion, strength 

and inspiration. All that I do comes from a place of gratitude for your support. You are the 

reason why I continue to dream big dreams in hopes of leaving the world a better place. 

To my mentor, Professor George Kuo who has had to patiently remind me to focus and organize 

my thoughts the last six months, I am grateful for your guidance without which I would not 

have been able to move forward. 

To Ms. Lichi, Ms. Jean, and the rest of the IMBA family who are the pillars that give the IMBA 

program its prestige and continued success, I cannot thank you enough for the opportunities 

that you’ve worked so hard to present us with. I can only hope to repay your hard work by 

taking all that I’ve learned and creating something beautiful out of it. 

Lastly, to the friends I’ve made from the program, thank you for the memories. Our two years 

flew by too fast.  

DOI:10.6814/THE.NCCU.IMBA.035.2018.F08 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

ii 

Abstract 

Zero-Waste Refillery Chain Store for Natural Bath & Skin Care Products in Asia 

By 

Jen Beatrice Tan 

A huge portion of waste that is contributing to the exponential growth of garbage cramming our 

landfills come from single-use plastic tubes and bottles used to package bath and skincare 

products. Plastic pollution is amongst the world’s biggest environmental issues that we are only 

now beginning to address. Pioneers in the movement against the haphazard use of plastic are 

slowly gaining momentum with zero-waste initiatives from which the concept of selling 

products without their plastic packaging is born. 

An equally alarming concern in the bath and skin care industry is the use of toxic chemical 

ingredients in most commercial products which have proven to harm not only our skin but also 

our health. In this regard, international agencies are helping consumers determine toxin-free, 

natural alternatives through labelling and certification. 

Aiming to be at the forefront of the zero-waste movement in Asia, this business plan looks into 

the feasibility of establishing STOR, a refillery-concept chain store for natural bath and skin 

care products. Doing away with the intrusion and waste of branded single-use packaging, STOR 

intends to operate by making use of large dispensaries from which consumers are able to fill 

and refill their own containers with all-natural products from an array of options produced only 

with nature’s best botanicals. 

 

Keywords: refillery, zero-waste, natural bath & skin care, chain store, Asia  
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1. Executive Summary  

STOR is a chain store of zero waste refilleries for natural bath and skin care consumables across 

Asia. Our refilleries are a response to the budding desire of a growing number of young, 

intelligent and mindful Asian consumers who want to change our existing culture of waste but 

are not currently presented with convenient options to do so. In Asia, economic growth brought 

with it an increasing level of health-consciousness and environmental awareness. However, 

existing local businesses have barely begun to scratch the surface of this opportunity for a 

sustainable shopping experience that is both economically and environmentally sustainable. 

STOR’s goal is to take our consumers’ concern for their health and the environment and convert 

it from thoughtful intent into actual consumption. Specifically, its mission is to make 

sustainable shopping accessible and convenient to our consumers who want to take actionable 

steps to environmental change by rejecting the use of single-use plastic packaging when they 

purchase natural bath and skin care products.  

As a business model, STOR hopes to inspire businesses from other industries to realize the 

demand in our changing market and to see the profit potential for a circular business model so 

that they make the necessary changes that will eventually allow the Asian market full access to 

impactful change in their daily consumption habits. STOR’s first few branches will be 

established in the Philippines after which it will lend itself open to franchising to other Asian 

countries. Although STOR is not the first zero waste concept store in Asia, we hope to take from 

the successes of existing independent shops and learn from their operations to find out where 

opportunities lie for expansion because as a business whose philosophy is that impact comes 

from numbers, every competitor with a zero-waste business model is truly a partner that is 

working towards the same dream.  

DOI:10.6814/THE.NCCU.IMBA.035.2018.F08 
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The refillery itself offers a product range of natural bath and body skin care products such as 

soaps, shampoos, conditioner, lotions and creams in both liquid and solid bar form, in different 

scents and with different benefits towards the skin to offer our customers an array of options 

that will address the various needs and preferences of the market. As a novel business concept, 

we will also offer different services and pricing options for our clientele to make their shopping 

experience even more convenient. It is through these means that we might encourage more 

consumers to make the shift from traditional to zero-waste shopping. 

The key factor of STOR’s success in raising brand awareness and stimulating a quick 

progression in changing the purchasing behavior of our consumers will be the consecutive 

establishment of several stores around Asia starting with the Philippines. To execute this, we 

utilize the following strategies to gain competitive advantage: omni channel approach, Baader-

Meinhof phenomenon, building a zero-waste brands coalition, and partnership marketing with 

influencers. 

DOI:10.6814/THE.NCCU.IMBA.035.2018.F08 
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2. Introduction 

For several decades, a mere handful of businesses sought to find ways balancing economic and 

environmental values. This was because focusing on only the economic aspect of a business 

allowed industry giants the flexibility to run their operations quick and cheap. At that time, the 

bottom line was what mattered most and working according to a traditional linear economy – 

currently referred to as the take-make-waste economy – made economic sense. However, after 

years of operating in a linear economy, the environmental pollution and social damage that 

businesses caused finally piled and crept up to a point where its impact could no longer be 

ignored. Fortunately, social interest from stakeholders brought about corporate social 

responsibility (CSR). This forced businesses to take accountability for social and environmental 

issues alongside their own economic interests. However, the impact of these initiatives has been 

slow. Furthermore, efforts specific to the issue of pollution have been limited to reuse and 

recycling. Research on these initiatives is presented in Figure 1 which shows that our systems 

in place for the recovery of plastic is the least effective compared to other materials such as 

paper, aluminum, steel and glass.  

 

Figure 1: Recovery Rate for Different Materials1 

                                                 
1 Note. Reprinted from US Environmental Protection Agency, Municipal Solid Waste Generation, Recycling, and Disposal in the United States. 

Retrieved from https://www.greenerpackage.com 

DOI:10.6814/THE.NCCU.IMBA.035.2018.F08 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

4 

Therefore, as presented in Figure 2, despite our efforts towards shifting to a reuse economy, the 

fact remains that 90 percent of the 8.3 billion metric tons of plastic consumed in 2017 remained 

dumped to landfills or found their way to our oceans. Looking into these numbers even further, 

it was found that the largest market for plastics is single-use packaging in food, beverages and 

cosmetics which include bath and body products such as soaps, shampoos and lotions.  

 

Figure 2: Plastic Waste vs Plastic Recycled2 

If companies continue to operate businesses the way they do today, scientists predict that we 

will have more plastic in our oceans than we do fish. As plastic poses the most harm to our 

environment, this problem is one that can no longer wait to be left for future generations to 

resolve.  

To put a stop to this issue, I believe that STOR represents an ideal balance of economic and 

environmental values. STOR stands not only to give consumers an opportunity to reduce their 

waste from single-use plastic packaging but also to become proponents for change themselves 

inspiring bigger communities to create real demand for existing traditional businesses to change 

their ways and go zero waste.  

                                                 
2  Note. Reprinted from Production, use, and fate of all plastics ever made by Geyer, Jambeck and Law.  Retrieved from 

https://www.researchgate.net 
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3. Industry Overview 

3.1. Zero Waste & A Circular Economy 

The Zero Waste International Alliance (ZWIA) officially defines “zero waste” as “designing 

and managing products and processes systematically to avoid and eliminate waste and materials, 

and to conserve and recover all resources from waste streams.” For entrepreneurs across all 

industries, this involves intentionally redesigning the way we do business spanning production, 

packaging and launching our products to market with the goal of shifting from a wasteful linear 

economy – where we take, make and waste – to a mindful circular economy where resources 

are extended past several cycles of use, and products are 'made to be made again' so that 

ultimately nothing is ever wasted.  

As a business concept, zero waste is representative of a circular economy.  To better understand 

the circular economy, we present Figure 3. Each of the three diagrams –linear, reuse and circular 

– represent a form of economy that encompasses different approaches in taking raw materials 

to create products for consumption.  

 

Figure 3: Linear to Circular Economy3 

Essentially, the circular economy is a regenerative business model that allows us to move from 

a system of waste to “endless resourcefulness” making it possible for businesses and entire 

                                                 
3 Note. Reprinted from From a linear to a circular economy. Retrieved from https://www.government.nl 
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industries to be both economically and environmentally sustainable. The circular economy is 

regenerative such that it studies and designs every aspect of the business chain – choosing the 

raw materials, production, consumption and recycling – to meet two important goals. The first, 

is that the entire process makes use of as little resource as possible and the second is to keep 

every resource within the cycle for as long as possible. This means intentionally creating 

products and business models that are durable, that do not create waste and that can be repaired 

to be made into something useful again. 

3.2. The Business of Refilleries 

Grounded by principles of zero waste and a circular economy, transformative business models 

are slowly emerging in various forms across multiple industries. In this business plan, we focus 

on the business model of refilleries where, instead of displaying products in branded single-use 

plastic packaging, products are dispensed from large vats straight to consumers’ own reusable 

containers. The idea behind this concept is that sustainability can come from both product and 

process; in the case of refilleries, they utilize both eco-friendly packaging and a different way 

of distributing its products. To further elaborate the process of shopping at a refillery, this ideally 

involves consumers bringing their own reusable containers, weighing the empty containers, 

filling them with products, weighing the filled containers and then paying for the contents of 

their purchase by weight. This purchasing process saves businesses from having to create tons 

of plastic waste and likewise saves consumers the additional cost of paying for single-use 

packaging. Therefore, taking from one consumers’ shopping frequency, it can be deduced that 

one durable reusable container can replace the use of thousands of single-use plastics which is 

why adapting to this habit is an integral component of sparking the zero-waste shopping 

revolution. 

From the early to mid-2010, several cities in the US and Europe began to adopt the refillery 

DOI:10.6814/THE.NCCU.IMBA.035.2018.F08 
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concept within supermarket chains for dispensable dry goods, such as rice, nuts, oats, coffee 

beans, amongst others. The biggest refill stations to date are GoodFor Wholefoods Refillery in 

New Zealand that is serving 35,000 customers monthly and growing, Package Free Shop in 

New York, founded by Lauren Singer who is the most influential leader in the zero-waste 

movement in America, and Unpackaged in London whose business has expanded from small 

pop-up stalls to an actual retail shop to also offering consultancy services for others who want 

to set up and operate their own zero waste businesses.  

 

Figure 4: Supermarket Refill Station4 

To date, there are a few independent refill stores around Asia which include UnPackt in 

Singapore that offer package-free groceries; Rituals which is a plastic-free general store in the 

Philippines that only sells products made locally, as well as Live Zero, and Edgar in Hong Kong 

that are also plastic-free groceries. These stores opened shops in 2018 and are only starting to 

gain attention from the market and the media. With 48 countries comprising Asia including our 

neighboring countries with large economies such as China, India, Japan and South Korea, the 

business of refilleries in Asia has yet to be tapped. 

                                                 
4 Note. Reprinted from Unpackaged. Retrieved from https://www.beunpackaged.com/ 
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3.3. Organic Bath & Skin Care Industry in Asia 

The organic personal care market is set for steady growth due to a multitude of factors including: 

the increased awareness of the harmful effects of chemicals toward the skin, the proliferation 

of new sales channels, the growing disposable income of the market and the global development 

of skincare innovations being used to create safer, more effective and affordable natural 

products. In 2015, it was reported that global revenues for the organic personal care market 

amounts to USD10.16 billion and is predicted to grow at an annual rate of 9 percent for the next 

ten years. Of this, 26 percent comes from the Asia Pacific, which is a USD2.6 billion business 

that is expected to increase its market share due to the increasing consumption of emerging 

countries in the region.  

 

Figure 5: Global Organic Personal Care Market Share by Region5 

However, a separate report in 2016 found that the combined revenue for organic and 

chemically-produced personal care market reached USD136 billion with a 4.5 percent annual 

growth rate. In addition, the same report claims that Asia Pacific dominates the global bath and 

skin care market making two-fifths of the global revenue in terms of value. Deducing from 

these figures, we find that organic products in this industry only contribute to 8 percent of global 

                                                 
5 Note. Data for Global Organic Personal Care Market Share by Region from Grand View Research (2016) 
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sales, leaving a large untapped opportunity for new entrants to take advantage of. 

  

Figure 6: Total vs Organic Personal Care Market Share6 

Specific to this market opportunity, a research by P&G finds that Asians are the most demanding 

and perceptive market in the industry saying that not only do the Asian market “prefer natural 

ingredients more than others, they also very much believe in the efficacy of Asian-specific 

ingredients”.  Unlike other markets, P&G has had to exhaust intensive research to understand 

the unique qualities and needs of Asian hair and skin. In fact, the same research reports that 

Asians pay close attention to the contrasting functions of various products making it very 

common for a single consumer to purchase six to ten products. Therefore, to succeed in the 

organic bath and body skin industry in Asia, addressing this regional preference for specific 

ingredients is a must. 

                                                 
6 Note. Data for Total Personal Care Market from Statista Market Forecast (2016), and for Organic Personal Care Market from Grand View 

Research (2016). 
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4. Market Opportunity for Bath & Skin Care Refilleries in Asia 

As presented in the previous section, approximately 92 percent of the current market for global 

personal care products remains to be unnatural and manufactured with the use the chemicals. 

Conservatively targeting 30 percent of this to be converted in the next five to ten years, we are 

presented with a USD34.5 billion business by 2022, that stands as a significant business 

opportunity for new entrants in the market to take. Narrowing this further down to Asia’s market 

share of 26%, we have a USD9 billion business opportunity. 

 

Figure 7: Potential Market for Natural Bath and Skin Care Products7 

Taking this demand gap to Asia, we have an eager Asian market that are not only economically 

ready but also equipped with the health-conscious mindset that makes them the ideal market 

that is just waiting for more convenient access to natural alternatives. The responsibility of 

filling this demand falls on businesses to catch up with the trend and make natural bath and skin 

care products just as easily available for purchase as their chemically-produced counterparts. 

In addition, the growing number of discerning consumers is looking for ways to stop wasteful 

consumption and refilleries are a solution to both demands. 

The Asian market is ready to back a new breed of sustainable businesses that provide economic 

and environmental values to its communities and we believe that the market opportunity for 

                                                 
7 Note. Data for Natural Bath and Skin Care Market Forecast from Grand View Research (2016). 
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refilleries are its prime. 
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5. Company Introduction 

5.1. Motivation 

As presented, global sales for the bath and skin care industry is expected to be dominated by 

Asia. However, the most popular brands for convenient purchase on shelves are currently 

saturated with synthetic, chemical-based products that our market thoughtlessly consumes. 

Natural products are at a disadvantage in terms of price and accessibility. In addition, our current 

take-make-waste economy compounds the problem with wasteful and unnecessary use of 

single-use plastic packaging. 

With Asia’s economic development and growing influence in the global market, I believe that 

we need to move quicker in creating business solutions that equally create economic and 

environmental values to our communities. Driven by this, I believe that STOR is both a solution 

and a profitable, sustainable business opportunity that deserves a place in the world today. 

5.2. Vision 

STOR envisions itself as a pioneer of Asia’s zero waste movement where consumers will 

become more critical of their purchasing decisions and businesses proactively redesign their 

products and processes to offer sustainable, healthy, safe and ‘waste-free’ choices to the market.   

5.3. Mission 

To satisfy the demand of the growing health-conscious and environmentally-concerned 

Asian market for an eco-friendly alternative to natural bath and skin care products that are safe 

and healthy for the skin and the environment. 

To continually offer the Asian market various options for high quality, natural bath and 

body products that highlight the best of Asian skincare innovation that protects the skin’s 

natural state and positively impacts our health 
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To allow the Asian market a real opportunity to make strides in contributing to the global 

goal of environmental protection 

To help the Asian market see the unique balance of economic and environmental value 

of a zero-waste circular economy 

To provide employees and other stakeholders meaningful and challenging work whose 

impact will extend past our generation to the next 

5.4. Company Name and Logo 

The name STOR literally echoes the idea of storing products for a long time. The name is 

reflective of the philosophy of a circular economy where we “store” resources in a useful cycle 

and “restore” them to be made useful again. For a refillery chain, this name represents a 

significant building block that every consumer can be a part of creating a zero-waste future. 

STOR will be an effective brand name for the franchise because it is simple, memorable and 

will still be relevant when the brand expands. It is easy to spell, easy to pronounce and can 

easily be associated with the refillery concept. 

 

 

Figure 8: STOR logo in black 

 

Figure 5 is a working sample of the STOR logo. With STOR acting as a medium that puts the 

quality of its natural products center stage, our logo is kept simple and neutral with a one-word 

text that is black and white. This is to allow our range of bath and body products the space to 

tell their own stories, their unique individual values and the functions they serve to keep your 

skin healthy, safe and beautiful. Nevertheless, the logo is also big, bold and written with a 
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unique font that will allow it to stand out and be memorable in the minds of the market. The 

logo’s style serves to embody a sense of clean, modern minimalist class that can appeal to the 

wide-ranging age of our target market as well as the differences in cultural background of this 

future franchise. 

5.5. Corporate Identity 

5.5.1. Brand Slogan 

The slogan, My Eco Legacy, perfectly encapsulates how STOR would like to encourage each 

consumer to make steps in tweaking their consumption habits to leave an ‘ecological’ legacy 

for our future generation. Every small purchase from STOR and any other zero waste type 

business contribute to making a bigger impact that will hopefully re-nurture the environment 

and the communities that plastic pollution has destroyed over the years. 

5.5.2. Store Style 

 

Figure 9: STOR Architectural Moodboard8 

Our color palette is composed of four distinct hues that when combined represent a clean, 

                                                 
8 Note. Tan, Trixie. An architectural Mood board and color palette for STOR. 2018 
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Scandinavian style (simple, minimalist and functional), and eco-elegant atmosphere that the 

brand embodies. Each color also hints on characteristics that describe various aspects of STOR. 

The first color is baby powder, a shade of white, which represents purity. It speaks of our ethical 

nature as a refillery that promotes zero waste living. The second color is chartreuse, a shade of 

green, which is representative of our mission to raise environmental consciousness and 

responsibility amongst our customers and the communities we serve. The third is golden oak, a 

shade of brown, which symbolizes nature and the outdoors. Like nature, we take this as being 

representative of a long-lasting enterprise that balances economic and ecologic value. Lastly, 

we have charcoal gray which brings in a modern, efficient and functional vibe. 

5.5.3. Website Mockup 

 

Figure 10: STOR Website Homepage9 

STOR will have an informational type of website which will initially host four tabs that serve 

as the umbrella categories of future content. The Home tab will feature our most significant 

store updates such as shown in Figure 10 which is a store opening announcement. Here, our 

consumers can expect to be notified about holiday discounts, new product launches, and events. 

                                                 
9 Note. Tan, Trixie. Website homepage of STOR. 2018 
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The What’s New tab will contain the specifics of all the news we share on the Home tab and 

will also feature blog posts on zero waste consumption and other innovations all over the world. 

The Locations tab will share all of our branch details like operating hours, contact numbers, 

and complete addresses. Lastly, the Pledge Zero Waste tab allows our consumers and web 

visitors to volunteer to clean-up events and/or donate to various non-profit organizations 

working towards cleaning up plastic pollution specifically in Asia. STOR will personally vet 

every organization that we present on our site to ensure their legitimacy which is why we limit 

our search to network of non-profit partners to Asia.   

5.6. Locations 

 

Figure 11: Map of Metro Manila10 

In its first year, STOR intends to open five branches consecutively within the span of 12 months 

in the Philippines. These branches will specifically be in Metro Manila which is established as 

one of the three metropolitan areas in the country. Metro Manila is comprised of 16 cities, of 

which eight are considered central to the countries’ business operations as presented in Figure 

                                                 
10 Note. Adapted from Mega Manila Subway Map. Retrieved from http://www.greenenergyinvestors.com. 
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11 above. These cities are where majority of our target market either resides or has business 

and is also home to the country’s biggest governing bodies. Except for the flagship store, most 

of STOR’s branches will be strategically located in several of the city’s malls because the 

Philippines has a strong mall culture where consumers from all backgrounds come to shop for 

everything they want and need inside malls ensuring STOR consistent high traffic from 

shoppers that already have a mindset to buy. Within Metro Manila, the cities that are most ideal 

for STOR are Makati, Taguig, Quezon, Pasay and Mandaluyong. 

5.6.1. Makati Location 

Makati is reported to be one of the most conducive cities for start-ups in the Philippines and is 

currently where the countries high-value industry clusters locate. It is also known as the 

financial capital of the country and is home to 4.7 million locals and foreigners. New businesses 

thrive because the city is set for convenient mobility, its people have high incomes and equally 

higher standards of living. According to the Office of the City Treasurer, there are 48 shopping 

centers in the city and a reported total of Php15.5 billion in total revenues last 2017. In addition 

to an active retail consumer base, Makati is also the perfect location to spread brand awareness 

from as it has over 3,000 corporate offices and 7 of 27 five-star hotels. With an environmental 

agenda in need of influential support, STOR’s proximity to 87 embassies and consulates 

including the office of the United Nations will also be an advantage. In addition to retail sales, 

Makati is the best place to open a flagship store as foreign investors frequent Makati for new 

business opportunities. 

5.6.2. Fort Bonifacio Location 

Also called Bonifacio Global City (BGC), this area is considered to have an ideal balance of 

lifestyle and financial districts as it was only developed 20 years ago. It’s urban planning is well 

organized with the area housing luxurious condominiums, high-end restaurants, exclusive 
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international schools, and a growing shopping scene comprised of both shopping malls and 

strips of outdoor boutique stores. Based on a census from 2015, there are only 11,739 residents 

in Fort Bonifacio. However, throughout the day, the area is populated with office workers, 

entrepreneurs, shoppers and tourists for its busy commercial hub making it an ideal location for 

STOR. 

5.6.3. Quezon Location 

Fitting our target market of intelligent and mindful consumers, Quezon is the next best choice 

for a STOR branch in Manila. Quezon is the Philippines largest city and is consequently where 

23 percent of Metro Manila’s population resides. The top 2 schools in the country are located 

here – University of the Philippines Diliman and Ateneo de Manila University and its literacy 

rate is at 99.74 percent which is the highest in the country. Quezon is highly urbanized and is 

generally considered to be a residential district for middle and high-income households where 

our direct target market of healthy and environmentally-conscious consumers lives. Like 

Makati, Quezon also hosts over 40 shopping complexes making it an ideal city for STOR to be 

located in. 

5.6.4. Pasay Location 

The 12th largest mall in the world, SM Mall of Asia (MOA), is in Pasay City. According to the 

mall’s archives, SM MOA has a gross floor area of approximately 406,962 square meters and 

attracts 500,000 people on weekdays and as much as 1,000,000 on weekends and holidays. The 

mall has a mix of luxury and mass-market stores. Surrounding the mall are other entertainment 

grounds such as an amusement park, an arena for national sports events, a science center, a 

convention center that hosts international exhibits and Manila’s largest concert ground that has 

a capacity of 110,000 people. SM MOA is a shopping and entertainment destination for locals 

and tourists. Opening a branch here will give STOR immediate exposure to over millions of 
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potential consumers from the high traffic and active shopping in SM MOA.  

5.6.5. Mandaluyong Location 

The 8th largest mall in the world with a maximum capacity of 4 million people, SM Megamall 

is in Mandaluyong. Unlike MOA which is an attraction for foreign tourists and visited by high-

end consumers, Megamall has over 500 shops including groceries, movie theatres, drug stores, 

several large food courts and other servicing shops that serve the masses. Megamall is 

frequented by students, office workers and middle-class families as it is accessible by various 

forms of public transport. The mall is open from 10am to 10pm daily attracting a daily foot 

traffic of 800,000 p. Although Megamall does not attract high-end consumers, there is still a 

huge market from our target audience whose profile fall under socioeconomic class B student 

and workers who are environmentally conscious. 

5.7. Products & Services 

 

Figure 12: Bath & Skin Care Refill Station11 

Natural Products Line. STOR will be a retail chain for existing brands that specializes in bath 

and skin care products like several of those from L’Oreal, P&G, Unilever, and Johnson & 

Johnson. However, unlike traditional stores that carry the full mix of the brand’s offerings, 

                                                 
11 Note. Reprinted from EO Products taps into eco-ethic with refill station at S.F. store. Retrieved from https://www.sfchronicle.com 
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STOR will only carry those that are specifically natural and are free of harmful chemicals like 

silicone, paraben and dye. These bath and skin care products will come in a mix of liquid, 

powder and solid forms. Its product range will include soaps, shampoos, conditioner, lotions, 

skin creams, cleansers, gels, toothpaste and mouth wash that are primarily used to bathe the 

skin and clean the body.  

Online Quarterly Catalogue. As STOR aspires to empower sustainable consumption, we will 

offer an online quarterly catalogue that will share each of our partner brands’ individual stories, 

the companies’ background in ethical production, their mastery and innovation in making bath 

and skin care products as well as the natural ingredients they use to create effective products 

that are safe for the skin and the environment. In the same catalogue, we will share other 

inspiring stories on zero-waste living, interesting content on natural ingredients and their 

properties and any other information that will help our consumers see the benefit of supporting 

businesses that operate in a zero-waste manner. With this catalogue, STOR hopes to be a source 

for content that inspires impactful action.  

Product Labelling. An additional in-store service will be printed product labelling as the 

refillery shopping experience involves our customers bringing their own reusable containers. 

As a future franchise, STOR will stick with a certain font, color palette and a range of 4 font 

sizes depending on the container for brand consistency and ease of execution for future branches. 

However, on certain events or seasons where we highlight a specific product or product range, 

STOR will prepare more creative ways of labelling for differentiation and personalization. 
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6. Market Analysis 

6.1. Porter’s Five Forces 

To illustrate the forces that shape our industry’s competitive dynamics, we use the Porter’s Five 

Forces model. In the process, this analysis will help us determine our area of strategic focus 

when formulating STOR’s business model. 

 

Figure 13: Competitive Dynamics for Natural Bath & Skin Care Refilleries12 

6.1.1. Supplier Power 

Moderate. This assessment takes into account three different suppliers: supplier for its natural 

products, for tanks and dispensing valves and for leasing space. Overall, leverage from the side 

of suppliers is moderate because although STOR is a ‘middleman’ that is dependent on these 

suppliers to operate its business, there are many suppliers in the market. In addition, the novelty 

of a zero-waste refillery is a concept that suppliers will want to be a part of. 

As a future franchise, all products in every branch in the Philippines and future locations all 

over Asia will be sourced from existing global consumers goods companies like L’Oréal and 

P&G which have been experts for decades in their fields. They are the ideal suppliers for a retail 

                                                 
12 Note. Tan, Trixie. Porter’s Five Forces analysis for natural bath & skin care refilleries. 2018 
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chain because they understand what products the market wants and are already making strides 

in the development of natural alternatives for all their products. In addition, they also have an 

existing distribution system and consistent pricing all over Asia. 

Our tanks and valves can be sourced, and custom made from outside the Philippines if local 

sources are not of the desired quality and competitive pricing that STOR needs it to be. 

Leasing space in malls within Metro Manila is tough to find because STOR will have to 

compete with other businesses that want to open shop giving malls higher leverage. However, 

malls are always looking for new concepts to enrich their store-portfolio. Therefore, a strong 

branding and marketing concept coupled with the zero-waste shopping experience will be of 

great advantage for STOR. 

6.1.2. Buyer Power 

Moderate. This assessment is based on our target audience who are health and environmentally-

conscious. Nevertheless, natural or unnatural, the Asian market is very particular with its bath 

and skincare products it is therefore expected that they demand our products to be effective and 

of high quality. These buyers exert moderate power because of the low switching cost. However, 

STOR also has the benefit of our consumers not being price sensitive and a differentiated 

shopping experience that allows our consumers zero-waste consumption. 

6.1.3. Competitive Rivalry 

Low. There are very few direct competitors scattered across Asia but none that has established 

itself as a leader in the industry. In the Philippines, STOR will also be the first refillery-type 

store for natural bath and skin care products. However, there are several indirect competitors 

selling natural products who have different business models that may pose a potential threat. 

6.1.4. Threat of Substitution 

Moderate. There are several indirect competitors in the Philippines that are offering the same 
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high-quality natural products and have been gathering a small community of loyal customers 

since the early 2010. Majority of them sell their goods online, at bazaars and farmers markets 

or pop-up stores. Some have even gained fleeting media attention. However, none of these 

competitors have a big enough presence to completely threaten STOR’s business.  

6.1.5. Threat of New Entry 

Moderate. There is a relatively high barrier to entry for operating a refillery-type store at a mall 

in Metro Manila because the initial investment is high and setting processes in place for store 

operations will be challenging. The supply chain will be particularly tough because the shelf 

life of natural products is low. There is no tried and tested method for running an efficient 

refillery store yet. However, the real threat will come from established big-name brands that are 

slowly expanding their product lines to include natural alternatives and might consider changing 

their distribution style from packaged goods to refilleries. 

6.2. SWOT 

6.2.1. Internal Factors: Strengths & Weaknesses 

Strengths Weaknesses 

 

STOR’s zero waste philosophy aligns with 

business performance that equates to 

economic gains in the long run  

 

Consumers need to be educated about the 

zero-waste ‘shopping method; Initial 

expenses for public awareness will be high 

 

Consumers and investors save on cost from 

what used to be spent on plastic packaging 

 

Changing consumer habits will take time 

before it becomes a norm for the target 

market 

 

There is existing support from potential key 

partners in the media 

 

STOR will still have to establish its brand and 

gain credibility 

 

A growing demand for natural products from 

the Asian market 

 

Fixed costs to open shop in high traffic malls 

will be high 

DOI:10.6814/THE.NCCU.IMBA.035.2018.F08 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

24 

 

A strong vision to offer sustainable, healthy, 

safe and ‘waste-free’ choices to the Asian 

market 

 

There is no existing chain of refilleries to 

learn from in terms of operations 

management 

 
 

The expertise of our suppliers who are trusted 

big-name brands who continually invest 

billions for R&D in their in bath and skin care 

products 

 

 

Scalable as the business grows 
 

 

6.2.2. External Factors: Opportunities & Threats 

Opportunities Threats 

 

National governments in Asia are slowly 

setting legislations in place supporting the 

ban of plastic use 

 

Shorter shelf life of natural products might 

result to wastage 

 

Innovation and development of natural 

skincare are on the rise and becoming a 

priority for companies 

 

Existing traditional bath and body shops are 

still more convenient and accessible for 

purchase 

 

Possibility to reduce waste production and 

contribute to environmental protection 

 

Big companies can easily copy the refillery 

dispensing method and leverage their 

established brand image and presence in 

multiple markets 

 

Inspire other businesses to redesign their 

operations to go zero waste  

 

 

 

Establishing a coalition of zero-waste 

businesses to get more support from a wider 

target audience 
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7. Business Model 

 

Figure 14: STOR Business Model Canvas13 

In the following subsections, we will further discuss details from each of the nine blocks that 

comprise our business model canvas. 

7.1. Customer Segment 

Serving as our test market are residents from Metro Manila, Philippines. Manila has a 

population of 1.78 million amongst which we are looking to target those who belong to 

socioeconomic classes A and B, are between the ages of 20 to 55 and are environmentally-

conscious consumers. Quality, sustainability and impact are purchasing priorities for these 

                                                 
13 Note. Tan, Trixie. STOR Business Model Canvas. 2018 
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intelligent consumers amongst whom, based on a survey conducted by Nielsen, 3 out of 4 

respondents from all over the global were found to be willing to pay a premium for sustainable 

options. Price, therefore, will be an insignificant factor towards the purchasing decisions of our 

target audience. With regards to gender, we target both men and women as they are equally 

substantial and viable markets for our refillery concept store. To better describe the 

psychographic profile of our target audience, we divided our market into three groups: young 

adults, modern-day homemakers, and globetrotters. 

Young Adults. Aged 20 to 35, young adults are our most responsive target group. They are our 

innovators and early adopters who actively educate themselves with new developments in green 

alternatives. They shop at natural farmers markets, bring their own shopping bags, carry 

reusable water bottles and are committed to continually finding new ways to better their 

consumption habits. In addition to personal changes, their commitment extends to the 

community where they are actively engaged through volunteer work at beach cleanups, 

marathons-for-a-cause and other similar events. They likely influence their parents and 

encourage other peers to support their cause by making the same changes in their daily life. Our 

young adults openly share their experiences with going green through various social media 

channels. They are trendy and are influenced by popular figures in different fields such as local 

and international business, politics and Hollywood. 

 Modern-Day Homemakers. Aged 30 to 45, this group of opinionated consumers are 

responsible for managing the household which include purchasing daily necessities for their 

families. They are health-conscious and are bent on keeping themselves and their families 

healthy through nutritious natural food, a clean home and products that are certified safe for 

themselves and the environment. They keep an open mind and are willing to try new products 

that are aligned with their health preferences. Our modern-day homemakers respond to 
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advertising and can be approached in equally terms online and offline. Given their schedule, 

they spend time in shopping around different stores and are knowledgeable about green 

alternatives from personal experience. They have a close group of friends who, like them, are 

also homemakers who they openly speak to about products that they like and hate. As such, 

they are strongly influenced by each other. 

Globetrotters. Aged 25-55, these consumers are educated from their travels abroad. They are 

open-minded and have varied backgrounds and interests that are influenced by what they see 

and experience for themselves. They are great brand-ambassadors because of their big 

international circle of friends and acquaintances who they share their experiences with through 

social events and social media. Our globetrotters are environmentally conscious because of their 

love for Earth. They want to be stewards of nature to ensure that future generations can enjoy 

the beauty that they have witnessed. They shop for sustainable natural products and have 

developed a habit of using reusable containers for water and their bath and skin care products 

already specifically because they often travel.  

7.2. Value Proposition 

In this section, we expound on the three value propositions that STOR has to offer to the market 

and to potential investors that prove why STOR will be a successful refillery chain in Asia. 

7.2.1. Skip Paying for Waste 

For consumers, packaging can be a means for marketers to pad margins at the expense of buyers. 

Traditionally, packaging is point-of-sale tactic used to attracts customers to make impulse 

purchases with colorful images and witty slogans. Without these distractions, consumers can 

spend their time in learning about what they are actually paying for – high quality natural 

ingredients and strides in innovation from experts in the bath and skin care industry. STOR is 

all about cost for quality without the waste. 
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For investors, the waste is a result of inefficiency in the supply chain that is an unnecessary 

expense. 

At STOR, majority of our variable investment costs go towards providing better quality 

products for our consumers. Without the need to think about branded packaging as an added 

production cost, we can invest our efforts on new ways of reaching wider audiences to take part 

in strengthening the circular economy and partnerships with other zero-waste brands that share 

our same vision and goal of a greener Asia.  

7.2.2. Natural Essentials for Asian Skin 

As discussed in the Industry Overview section, global access to information about the benefits 

of natural ingredients on skin coupled with the continued increase in disposable income 

amongst Asians, is resulting in a rise in demand for natural personal care products. Therefore, 

STOR is taking it upon itself to address this demand by forming an Ethical Sourcing Team 

within the company whose job is to actively seek out suppliers that are experts in natural bath 

and skincare, that are investing money, time and effort in their R&D, that are implementing 

zero-waste practices in their production and that share the same values of sustainability. With 

this team, STOR will establish partnerships with innovators in the global consumers goods 

industry such as L’Oréal, P&G and Unilever amongst others. This partnership revolves around 

STOR being a new zero-waste distribution channel to their natural product lines. Given that 

these big corporations have thousands of products that are a combination of a few natural 

variants and a majority of chemically-produced products, we choose to exclusively sell ones 

made primarily with natural ingredients.  

In addition, STOR will not only be completely transparent to its consumers by adhering to an 

open-book policy on ingredient labelling but will also push to raise awareness a step further by 

highlighting every natural ingredient used in our products and showcasing their benefits. We do 
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this so that each of our branches may become an avenue for education on nature’s best 

botanicals. A few examples of these natural product lines are presented below. 

 

Table 1: Sample Brands with Natural Product Lines14 

Company Brand Product Description 

P&G 
Herbal 

Essences 
Shampoo 

Believes in ingredients with intent, packaging as items 

of beauty for you & the earth, … formulas that are as 

clean as possible without compromising results 

P&G Native Deodorant 

We use baking soda to neutralize odors, arrowroot 

powder to absorb moisture and acidophilus to eliminate 

odor-causing fungi, yeast, and bacteria. 

L’Oréal Garnier Assorted 

96% ingredients of natural origin. Inspired by natural 

beauty … its product formulation and its responsible 

and ethical commitments. 

L’Oréal 
Aura 

Botanica 

Shampoo 

and other 

hair care 

Inspired by nature, transformed by the Kérastase 

science of hair. Gentle yet effective collection leaves 

hair with a healthy glow. 

Unilever 

Love 

Beauty & 

Planet 

Shampoos 

and soaps 

For us, loving the planet means caring for all the 

creatures who share it. That's why we make all of our 

products vegan, and we never ever test on animals. 

7.2.3. Profitable and Scalable Business Model 

Particularly important to future investors is STOR’s strong profit potential that comes from its 

business model being scalable. To elaborate, we look at the business from a branding, 

operations and supply chain standpoint.  

First, as a brand, STOR’s refillery concept exclusively selling natural products is vastly 

different from existing retail chains. It’s singular vision of being a proponent for zero waste 

consumption is simple, on trend and applies to all countries in Asia. Therefore, both the STOR 

brand and the speed in which it scales is interconnected, which means that as more branches 

                                                 
14 Note. Data for Herbal Essences products description from Herbal Essences (2018), for Native from Native Cos (2018), for Garnier from 

Garnier USA (2018), for Aura Botanica from Kerastase (2018), and for Love Beauty & Planet from Love Beauty & Planet (2018). 
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open all over Asia, STOR’s brand increases in value in the minds of its consumers thereby 

rooting its place in the market. This interconnectivity equally benefits all future franchise 

owners. 

Second, STOR will manage majority of the pre-opening tasks like construction, setting initial 

inventory in place, merchandising, pre-opening marketing and so forth. After which we will 

turnover every franchised branch ready to operate. A list of such tasks that STOR will bear 

responsibility for include: installing all custom tanks and valves, laying out the store flow 

through placement of equipment, furniture and fixtures, training the staff on how to 

communicate with customers as well as how to manage the store’s inventory, etcetera. This 

leaves our franchise owners very little to do in terms of planning and can therefore focus on 

executing a successful business that they can profit from. 

Lastly, STOR will offer access to the full range of its inventory which will be from its 

established partnership with global consumers goods companies such as L’Oréal, P&G, 

Unilever, Johnson & Johnson amongst others. Access to this partnership is what gives weight 

to STOR as an investment to prospective franchisors.  

7.2.4. Tried-and-Tested Systems from Data Analytics 

Taking from data gathered during our own operation of branches in the Philippines, we intend 

to set and share a comprehensive guideline of effective operational processes that will save 

future franchisors from making the same mistakes that we already made ourselves. An example 

of content from this book of guidelines include: how much quantity to keep in stock for every 

product, product pricing, marketing promotions laid out as a full year calendar for scheduling 

purposes, merchandising display, amongst others. STOR will also have a centralized enterprise 

resource planning (ERP) system that will allow the head office to support every branch in 

meeting their ideal sales targets through marketing initiatives that are consistent with the STOR 
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brand. Like Starbucks whose featured seasonal drinks and store decorations are consistent 

throughout all branches, so will STOR’s featured products, advertising, communication 

messages, and so forth. Combined, these will help franchisors save time and money which is 

where quantifiable value will come from if they choose to invest in STOR.  

7.3. Channels 

STOR’s sales channels in its first two to three years are our five brick and mortar stores in 

Makati, Fort Bonifacio, Quezon, Pasay and Mandaluyong. These stores will be in high traffic 

malls providing our target consumers access to an extensive range of natural branded products. 

Our channels for communication to our stakeholders include our five branches, the STOR 

website and social media accounts as well as sources from external partnership, such as the 

online and offline media, influencers as well as other brand partners. These communication 

channels will be used to share news about STOR’s products, marketing initiatives and content 

on zero waste living. 

Additional channels for brand awareness during our first few years will be pop-up events in 

bazaars and other off-site locations in the form of a mobile truck, presented in the figure below, 

that will also serve as a minor sales channel. Presence in off-site locations is essential in one of 

our marketing strategies which will be presented in the Marketing Plan section.  
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Figure 15: STOR Mobile Truck15 

7.4. Customer Relationship 

STOR will establish three forms of relationships throughout the course of its business 

operations using different channels. The first will be a transactional relationship with its mall 

walk-ins. Being that we will be in high-traffic malls with a potential foot traffic of hundreds per 

day, it is expected that we will have customers who will only come to buy our products once 

every six months. Therefore, maintaining a fuss-free and professional transactional relationship 

will be important between our staff and these customers. Face time with these customers will 

be limited to a few minutes during their shopping in-store which will involve answering any 

questions they have and the standard retail store pleasantries like welcoming them to the store 

and thanking them for their support. 

The second will be a long-term relationship between select customers who want to be more 

involved in zero waste living and/or the STOR brand. With them, we will offer an open line of 

communication through our website, our store managers in-store and various social media 

                                                 
15 Note. Tan, Trixie. Mockup for STOR Mobile Truck. 2018 
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accounts to get their feedback about our operations, our products and other insights on what we 

can do to serve them better. In addition, we also extend content about zero waste innovations 

and up-to-date news through our quarterly newsletter to support the desire of these customers 

in gaining deeper awareness. Continued back-and-forth communication with these long-term 

partners is the first essential step in establishing our third relationship type which are our 

communities. 

Customer communities are at the heart of STOR which keeps its operations beating strong. They 

are our most engaged customer groups who not only support the brand through purchase but by 

being ambassadors to the brand themselves. They keep us relevant in the minds of a bigger 

target group by spreading awareness to their own network of friends and family, they are not 

only interested in the products we sell but also believe in the vision that we are trying to achieve. 

To our communities, we will offer STOR’s future. As the refillery concept is young and 

expected to be dynamic, change is inevitable. With every strategic change we make, we intend 

to co-create the growth of our business by listening to our communities needs through social 

listening as well as by intently studying their purchasing behaviors. How these will be executed 

will be further explained in the Key Activities section. 

7.5. Key Activities 

There are three key activities that will ensure STOR’s success as a refillery chain for natural 

bath and skincare products in Asia. The first is ensuring a comprehensive range of superior 

quality natural products with companies that are continually investing in their R&D to enhance 

their products efficacy and to lower their waste during production. Therefore, the first key 

activity is forming good working relationships with companies in the global consumer goods 

industry with the goal of closing fair distributorship agreements with each of them. Terms with 

these agreements will dictate our profit potential and will therefore be crucial in establishing 
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one of our value propositions to potential franchisors. Needless to say, to work with good 

suppliers, we must find them first and this is where our Ethical Sourcing Team comes in. Taking 

a very important role within the company, their goal is to be on top of every potential suppliers’ 

profiles, product ranges, innovations and so forth. They will also play the role of supplier 

relationship management.   

The second key activity is to acquire ideal leasing spaces in high traffic malls around Metro 

Manila. To execute this, we will leverage the expertise of our third-party consulting firm and 

leasing agency. In the Philippines, this is standard practice and will give us a good chance of 

getting the ideal space we want for STOR. Our ideal leasing agency should have a network in 

different major cities in the Philippines so that we can easily move along with finding new 

spaces for future branches that will either be company-owned or master-franchised. 

Lastly, we have data analytics which encompasses several aspects of STOR’s business 

including inventory management, brand and marketing, supply chain, as well as daily 

operations. To manage inventory, a key activity will be to invest in a centralized ERP system 

which will be linked to every branch’s POS allowing us to continually build our pool of data 

where we can study optimal inventory stocking, product pricing, bundling and other forms of 

promotion. Regarding brand and marketing, we will use data gathered to properly segment our 

existing and target customer groups so that we can initiate activities that will effectively 

enhance their experience instore and online as well as establish deeper customer engagement. 

In addition, when STOR grows to have branches nationwide, we will also execute test 

marketing for new products before launching them to every branch. With supply chain and 

operations, the data we gather will be used to maximize every cent and every minute invested 

in the business so that nothing is wasted on unnecessary tasks. In summary, investing in data 

analytics will help us grow to become a stronger brand, a more profitable business and a more 
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efficient zero-waste retail chain. 

7.6. Key Resources 

Categorized into four groups, our key resources include (internal) human talent, location, good 

quality natural bath and skincare products, and lastly custom tanks and valves.  

Human Talent. STOR’s growth and success as a business and a proponent for zero waste 

consumption depends on the expertise, passion and loyalty of our staff because they are our 

source of value and competitive advantage. They are the brains behind every idea, the hands 

that execute all plans and the heart that gives STOR’s brand its human qualities that our 

customers can relate to and support. Playing a crucial role in the organization will be our ethical 

sourcing team who, as previously mentioned, oversee all the top innovators and new upcomers 

in the natural bath and skincare industry with the goal of partnership with them as our supplier. 

With the growing number of companies in the market claiming to produce natural products, 

only a small percentage is certified authentic. Therefore, our team will tirelessly filter through 

thousands of producers to choose genuine partners that not only use the best natural ingredients 

but also are passionate about their craft. Another team worth introducing is our consumer facing 

team because every member of the STOR family is an ambassador of the brand. In fact, 

according to research “Employees rank higher in public trust than a firm’s PR department, 

CEO, or Founder. 41% of us believe that employees are the most credible source of information 

regarding their business.” Consultants and agencies are also part of our consumer facing team, 

more details about them will be in the Key Partners section. In summary, for STOR to become 

a succesful business and brand, choosing every member of our human talent group is crucial as 

every person has the potential to influnce the future of the company positively.  

Location is a key resource as this greatly impacts how big an audience we can quickly and 

conveniently attract to become our consumers. Location dictates accessibility and this applies 
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in the Philippines and in every other future location as we continue to expand STOR. 

Specifically, in the Philippines it is key that we open branches in the top malls in our ideal cities 

to be accessible to our target audience. These would be Greenbelt in Makati, High Street in Fort 

Bonifacio, SM North EDSA in Quezon, SM Mall of Asia in Pasay and SM Megamall in 

Mandaluyong. 

The quality of our Natural Bath and Skincare Products is the most crucial factor in satisfying 

our consumers needs, gaining their trust and making them into loyal customers who will provide 

long-term revenue for the business. Every product from STOR must consistently deliver its 

promise to effective natural alternatives to our chemically-produced soaps, shampoos and 

lotions. With STOR being a new business serving new customers, we need to build a sense of 

security and only superior quality products are key to ensuring this. In addition, our natural 

products are not only key to STOR’s business but also to our mission in highlighting the best 

of Asian skincare innovation. 

Custom Tanks and Valves greatly controls the efficiency of our store operations and quality of 

our products. Therefore, each stainless storage tank will be custom fit to best maximize every 

square inch of the rental space as well as built to size based on which product each tank will 

store. They will also be air tight tanks to ensure that no bacteria or mold grow for longer shelf 

life. The tanks for high volume products such as soaps, shampoos and lotions will be much 

larger as compared to tanks for skin creams. STOR’s automatic dispensing valves will come 

with a system that will allow customers to dictate how much of each product they want 

dispensed into their containers. Each valve will also be fit with a custom controller based on 

the viscosity of each liquid that it will dispense to ensure precision for the customers and to 

avoid wastage on our end. Our tanks and pipes will be lined with high performance coating 

specifically formulated to ensure that corrosion does not occur, maintaining the quality of our 
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products in their purest form.  

7.7. Key Partners 

Externally, STOR has five key groups of partners without whom the business cannot operate. 

The first group includes global consumer good companies for natural bath and skincare 

products. Although we also intend to partner with local suppliers for seasonal products in the 

future, majority of our core product range will be from big companies such as L’Oreal, P&G, 

Unilever, Johnson & Johnson amongst others. As a retail distributor, these companies are key 

to our business because they supply the products that we sell. We rely on their new product 

developments, the reach of their brands, their knowledge on which products consumers want, 

their knowledge of sweet-spot product pricing and their extensive global supply chain network 

that will allow us to easily expand to other cities in the Philippines and to other Asian countries 

without worrying about our supply of products. The second group of key partners are mall 

developers and leasing officers who we will approach with professional consultants. They are 

important because after we secure our natural products, the next key resource will be our 

location and engaging these mall executives to share our vision for a greener Asia through zero 

waste shopping will encourage them to give us the advantage of being in high-traffic locations. 

In the Philippines, the top mall developers that are ideal partners are AyalaLand and SM 

Supermalls. SM Supermalls is slowly gaining recognition in its effort towards resource 

efficiency while AyalaLand has been listed in The Sustainability Yearbook 2018 by 

RobecoSAM as the only Philippine company to be included as one of the most sustainable 

companies in the world. RobecoSAM is an international investment company whose primary 

focus is sustainable investment.  
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Figure 16: SM Supermalls Earth Day16 

For STOR, both malls have a combined reach of over 100 malls nationwide locking in ideal 

high-traffic locations and allowing convenient access to its target market in the Philippines. For 

both malls, STOR adds to the authenticity of their goals of sustainability and a fresh new and 

exciting concept that will pique its customers interest. As a mall serving hundreds of thousands 

daily, it is important to continually serve its customers in new ways and having STOR can make 

that happen. Through this partnership, we can both build our businesses and break into new 

markets so that ultimately, our goal to empower consumers to reduce their waste can materialize 

into an achievable task. The third group contains our suppliers for tanks and valves as 

previously mentioned for reasons of efficiency and maintaining the quality of our products. The 

fourth and fifth ones are the media, influencers and other brands who we establish mutually-

beneficial partnerships with. More details on these partnerships will be explained in the 

Marketing section. 

                                                 
16 Note. Reprinted from SM Celebrates Earth Day 2015. Retrieved from https://www.smcares.com.ph 
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7.8. Cost Structure 

Table 2: STOR Estimated Cost Structure (Unit: Php) 

Estimated Monthly Cost Breakdown  

Total Revenue 100% 2,500,000 

COGS 75% 1,875,000 

Gross Profit Margin 25% 625,000 
     

Rent 8.0% 200,000 
   

Wages 6.5% 162,500 
     

Sales & Marketing 2.0% 50,000 
     

General & Administrative 1.0% 25,000 
     

Other Operating Expenses 0.5% 12,500 

Operating Profit Margin 7.0% 175,500 

 

Constituting the largest percentage of STOR’s cost will be our COGS (cost of goods sold) which 

we set at the industry average of 75 percent. We do not expect this to drastically increase or 

decrease within the next five to ten years as this figure is based on a combined average of COGS 

from several drug retail chains including Walgreens and CVS. These are American counterparts 

of Watsons and Cosmed in Asia. COGS will comprise of our agreed product cost price with 

each of our suppliers along with the distribution costs to get our products from their warehouse 

to our branches.  

The highest contributor for our operating expense comes from rent as location is one of our key 

resources, this is an investment that cannot be compromised. For an 80spm space at Php2,500 

per sqm, our monthly rent will come at Php200,000. Wages come second at 6.5 percent which 

will be used to compensate five staff members with a Php700 daily wage and two other 

additional staff, whose tasks will include management, strategy and planning. Their salary will 

be around Php50,000 monthly. Sales and marketing will differ monthly depending on the 
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seasons however, we set an average monthly budget of 2 percent relative to total revenue.  

7.9. Revenue Streams 

STOR’s revenue stream during its first two to three years will come from retail sales made in 

the Philippines. This will be supplemented by franchise fees which will be further explained in 

the Franchising & Market Expansion section.  

With a chain of branches around Metro Manila, our retail sales will come from regular walk-

ins as STOR will be strategically located in malls which leverage their high-traffic and the 

strong shopping culture of Filipinos. We intend to increase sales by continually building a 

stronger network of stores in the years to come. The goal is to become as convenient as Watsons 

or Cosmed which will allow the transition from traditional shopping to zero waste shopping 

more convenient and accessible to a wider audience.  

In addition, we will also utilize a tiered-pricing strategy to encourage our consumers to get their 

family or friends on board and purchase together. However, as bath and body products are 

usually a personal purchase and bought individually because of specific needs and preferences, 

we will limit our tier to two levels for each of our three category types: high volume low value, 

high volume moderate value, and low volume high value. To specify, high volume low value 

products are our shampoos, conditioner, soaps and body wash. High volume moderate value 

products are facial wash and lotions. Low volume high value products are special skin creams. 

 

Table 3: Sample Pricing Tier 

High Volume, Low Value 

 

Less than 1,000 mL Php95/ 100mL 

 

More than 1,000mL Php85/ 100mL 

DOI:10.6814/THE.NCCU.IMBA.035.2018.F08 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

41 

8. Marketing Plan 

In this section, we describe the demographic, socioeconomic and psychographic profile of our 

target audience. From there, we then introduce different personas which represent the various 

groups within our target market who are segmented based on the driving force behind their 

inclination towards zero waste consumption. Lastly, we present a comprehensive marketing 

strategy aligned with our audiences’ demands and profile. 

To present a more accurate and detailed strategy, we limit our marketing plan to our first target 

market – Manila, Philippines. 

8.1. Baader-Meinhof Phenomenon 

Our primary strategy in getting first-time consumers to come into STOR will be to create what 

is commonly referred to as the “frequency illusion”. This phenomenon refers to an event 

whereby when you first hear about a new product and/or idea, you then suddenly start noticing 

variations of that same product everywhere. Such frequent sighting of the same product 

stimulates consumers to engage with it to try and find out why it is so popular. Creating the 

“frequency illusion” will work particularly well for STOR because the novelty of the refill 

concept will easily attract the curiosity of our target audience. This strategy is not only effective 

in raising awareness for STOR but also in encouraging consumers to take action and experience 

a zero-waste approach to buying their bath and skin care products first-hand.  

To execute this strategy, we will require online and offline initiatives to get our message across 

through various channels. Offline, we will host events in-store and in other pop-up locations 

with STOR’s mobile van to boost the business and the brand. For our vision of a zero waste 

Asia, we will invest in guerilla type marketing and advertising to raise awareness of the negative 

effects of single-use plastic. With guerilla marketing, we hope to spend as little as possible 
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while attracting the most attention and leave a memorable impression. Our installations or ads 

will be inspired by the World Wildlife Fund (WWF) who have consistently portrayed some of 

the most accurate and moving advertising as presented below.   

 

Figure 17: Advertisement on Plastic Pollution17 

Online, we will maintain a strong social media presence throughout various channels with the 

help of influencers that have an existing following in the Philippines. Details of this partnership 

will be presented in the Partnership Marketing with Influencers section.   

8.2. Building a Zero Waste Brands Coalition 

As a startup with a novel business model, alliance marketing is amongst the most efficient ways 

to reach our target audience with the support of existing brands that have an established 

following and trustworthy reputation with the market. With this initiative, STOR intends to 

form a coalition whose business goals are for sustainability in the form of banning plastic. 

Members of the coalition could be farm-to-table restaurants, hotel and resorts, airline companies, 

clothing brands, and the list goes on. The goal of this coalition is to learn from each other’s 

experiences and find ways to collaborate on our products or services to enrich customer’s 

experiences with our brands. This is particularly helpful in converting potential customers into 

                                                 
17 Note. Reprinted from Ocean Care and World Wildlife Fund. Retrieved from www.oceancare.org and www.wwf.org 
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actual buyers with a crossover effect. An example could be partnering with Bench, the biggest 

local clothing brand in the Philippines, who use bamboo fiber to manufacture some of their 

clothes. We could propose collaborating on a collection whereby customers who come into 

STOR with any clothing from the bamboo collection can get a discount in any STOR branch 

within a span of a few months. Regardless of competition within brand members in the coalition, 

the demand of environmental protection comes as top priority.  

Alongside this local coalition, STOR hopes to seek out and build alliances with big 

multinational brands whose network and reach encompass all over Asia. A target timeline is 

when STOR reaches 200 branches, we hope to partner with Adidas who is known for their 

support to stop plastic pollution. In 2017, Adidas partnered with Parley for the Oceans by 

launching a line of shoes whose material is plastic pollution recovered from the ocean.  

 

Figure 18: Adidas Against Plastic Pollution18 

With Adidas open to partnerships that fit their vision, Impossible is Nothing, there are many 

                                                 
18 Note. Reprinted from Adidas X Parley. Retrieved from http://www.chrisdarmon.com 
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ways we can collaborate with them in the future. 

8.3. Partnership Marketing with Influencers 

There are numerous big-name influencers in Asia across various age ranges that appeal to our 

target market and support the use of natural personal care products. However, STOR will be 

very selective with its set of chosen influencers because our ideal partners for collaboration are 

those whom we can grow with. A few examples are @mari_jasmine and @thegirlgonegreen 

who, despite not having as many supporters other Instagrammers, provide authentic content and 

are genuine supporters of zero waste as well as using natural products on their skin. We intend 

to find and establish relationship with a set of six to eight influencers with different followers. 

To successfully execute this collaboration, we will host a “brand day” where the STOR team 

will have an intimate sit down with all our partners to simply talk about our passion, our vision 

and why we are in this business. In addition, we will explain every detail behind STOR, My 

Eco Legacy. This is to ensure consistent communication when our partners tell their version of 

our STOR story to their followers. We will also offer our partners access to the zero waste 

refillery shopping experience before we officially open our doors for business. Each of them 

will serve as our testers who can give us input on how we can serve our customers better, they 

can also use this time to take photos and show sneak peaks to their followers to excite them and 

announce our opening dates and branch locations. They will be amongst the first people we will 

update with every future branches and new products. In addition, we will share our brands’ 

standard PR kit that have talking points on our products and sustainability projects should they 

choose to share this information. However, the objective of our collaboration is not to market 

each of our individual products but for these partners to become advocates of the brand so that 

not only do they attract the attention of the potential target market but that they continually 

support our vision of bringing awareness to the benefits of living a zero-waste lifestyle. 
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9. Financial Plan 

In this section, we present particulars for STOR’s initial investment, a five-year projection and 

an NPV profitability analysis to determine whether this business is worth pursuing.   

9.1. Initial Investment Summary 

Table 4: Initial Investment Summary (Unit:Php) 

Fixed Asset Cost 

Dispensary Equipment 350,000.00 

Furnitures & Fixtures 176,000.00 

Leasehold Improvements & Other Installations 72,000.00 

Informational Website 20,000.00 

 

Working Capital 

Inventory 5,625,000.00 

3 Month Rent & Deposit 1,000,000.00 

3 Month Salary 465,000.00 

3 Month Marketing 120,000.00 

Licenses, Legal Fees & Permits 100,000.00 

Miscellaneous and Cash Reserve 500,000.00 

   

Total 8,428,000.00 

9.1.1. Dispensary Equipment 

The quality and efficiency of STOR’s tanks and dispensing valves are key to our business 

operations. Therefore, a big initial investment will be spent to manufacture the best quality 

custom tanks and dispensing valves. Details of these equipment were previously presented in 

the Key Resources section. 

9.1.2. Furnitures & Fixtures 

STOR sets a budget of Php2,200 per square meter. This budget will invest in creating a space 

that is visually stimulating and engaging for our customers surrounded by intelligent layout that 

is designed for optimum space and operations management. Our furniture and fixtures will 
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serve as important tools that will help direct customer flow to encourage maximum interaction 

with each merchandise while also ensuring that there is never congestion in a single space 

during peak hours. 

From a branding perspective these will help our customers develop a physical impression of 

STOR’s strong and unique brand image that will differentiate it from other stores making it 

memorable and recognizable from every angle. 

9.1.3. Leasehold Improvements & Other Installations 

STOR sets a budget of Php900 per square meter. The key goal for investing in these 

miscellaneous improvements in-store is to simplify the purchasing process for the consumers 

and create an overall enjoyable shopping experience. It serves to stimulate positive energy and 

an easy-going feel to the store space so that customers stay longer than they plan and spend 

more than they intend to. An example of investments under this budget would be plants and 

greenery in-store, mirrors to make the space seem larger and music to create a calm atmosphere. 

9.1.4. Informational Website 

As part of our value proposition to be proponents in zero waste consumption, we will establish 

an informational site where consumers can see our available product varieties. before they come 

visit our store as well as be informed of all things natural and zero waste. Here we will post 

articles from newsletters by our suppliers and original content of our own. Having this site is 

also attractive for potential investors who will want to find our STOR’s strength as a brand. To 

summarize, the STOR website is a channel for communication. This investment allows us to 

spread the word of our business and the benefits of zero waste consumption. 

9.1.5. Inventory Cost 

STOR’s merchandise will comprise of liquid, powder, and solid products that will be sourced 

from existing manufacturers of natural bath and skin care products. Expecting regular deliveries 
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from our suppliers, we will maintain a tight 4 month on hand (MOH) inventory of its high-

volume products such as soaps, shampoo and lotions and a 2 MOH inventory with its lower 

volume products such as special skin and facial creams. 

9.1.6. Rent & Deposit 

The two biggest mall developers in the Philippines are AyalaLand Malls and SM Prime 

Holdings. For prime space in high-traffic malls such as Greenbelt 5 in Makati and SM Mall of 

Asia in Pasay, rental cost will run up to Php2,500 per square meter per month which is nearly 

double the rental rate for space in Quezon which is around Php1,500 per square meter per month. 

However, as location will be a key factor for success, this is an investment worth making. The 

budget price includes 3-month and a 2-month deposit which is standard in the Philippines.  

However, there are several difficult issues to resolve with mall leasing in the Philippines such 

as the mall asking for a percentage of sales as rent. Therefore, a portion of the Legal Fees budget 

will be used to hire a commercial leasing consulting firm that will negotiate on our behalf to 

ensure that we get the best balance of our needs and how much STOR can afford. 

9.1.7. Salary 

The minimum wage for non-agricultural workers in Manila is currently set Php512. However, 

as STOR is a proponent for sustainability which encompasses healthy wages, we will provide 

Php700. With an 80 square meter space, STOR will need a minimum of five staff who will take 

shifts completing 352 working days in a year for malls in the Philippines. In addition to the five 

staff in-store, I will also hire two additional members to the team, who will be compensated 

with higher salaries, as their job includes assisting me in STOR’s overall marketing, supply 

chain and operations management. Any temporary hire within the first three months will be 

factored in the Miscellaneous budget. 
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9.1.8. Marketing 

We set a generous average monthly budget of around Php40,000 for the first three months. 

These will be spent for in-store events, SEO, guerilla marketing type installations, press kits 

and gifts to the media and influencers, as well sponsorships for relevant events that tie to zero-

waste consumption or environmental protection. A portion of this will also be spent in hiring 

project-based ad agencies for startup initiatives to leverage their connection, man-power and 

creative ideas. 

As for unpaid marketing, STOR will focus on aggressively closing exchange-deals for store 

and product photoshoots, offline features on print media, guest appearances on special segments 

on TV and online mentions from local influencers. 

9.1.9. Licenses, Legal Fees & Permits 

The majority of the set budget of Php100,000 will go to a law and accounting consulting firm 

who will register STOR’s licenses and permits to operate as a legal business in the Philippines. 

The firm will also negotiate for leasing contract with the mall in our behalf and will also take a 

significant role in drafting and signing our distributorship agreements with our suppliers. The 

actual permits themselves will cost less than Php5,000 however availing the services of a 

professional firm will speed up the process. Tax registration and receipts will also cost Php5,000. 

9.1.10. Miscellaneous and Cash Reserve 

A large budget is set at Php500,000 for this critical period. This budget is prepared in case of 

urgent and unexpected expenses within the first three months of STOR’s opening. It is 

calculated to be enough to nearly cover 3 months of the average monthly variable expenses. 
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9.2. Five Year Projection with NPV 

Table 5: NPV Profitability Analysis 

 

We used a discount rate of 5.97% based on the calculation below. 

Discount Rate = Risk Free Rate + Market Risk Premium = 1.06% + (0.79 *6.21%) = 5.97% 

2018 2019 2020 2021 2022 2023

Period 0 1 2 3 4 5

Capital Investment (₱7,810,000)

Working Capital ₱7,810,000

Change in Working Capital (₱1,439,046) ₱1,557,344 ₱1,132,614 ₱1,183,077 ₱991,542

Sales ₱24,270,300 ₱30,203,040 ₱34,517,760 ₱39,024,720 ₱42,802,022

COGS (75%) ₱18,202,725 ₱22,652,280 ₱25,888,320 ₱29,268,540 ₱32,101,517

OPEX (18%) ₱2,185,000 ₱4,368,654 ₱5,436,547 ₱6,213,197 ₱7,024,450 ₱7,704,364

Pretax Profit (5% VAT) (₱2,185,000) ₱1,613,975 ₱2,008,502 ₱2,295,431 ₱2,595,144 ₱2,846,334

Income Tax (17%) (₱371,450) ₱274,376 ₱341,445 ₱390,223 ₱441,174 ₱483,877

Net Income (₱1,813,550) ₱1,424,545 ₱1,772,767 ₱2,026,020 ₱2,290,556 ₱2,512,265

NCF (₱9,623,550) (₱14,501) ₱3,330,112 ₱3,158,634 ₱3,473,633 ₱3,503,807

Present Value (₱9,623,550) (₱13,685) ₱2,965,695 ₱2,654,611 ₱2,754,986 ₱2,622,464

Net Present Value ₱1,360,521
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10. Conclusion 

Completing extensive research for the business potential of establishing a refillery chain for 

natural bath and skincare products in Asia, we can affirm that STOR serves to achieve two 

demands that are not being satisfied today. The first is the demand of the public for a 

comprehensive range of accessible, natural bath and skincare products. In figures, we are 

looking at a targeted global market potential of USD34.5 billion of which, following the current 

trend, approximately USD9 billion is for the Asian market. The second is demand coming from 

the environment. The damaging impact of plastic pollution is compounded daily by the strong 

Asian culture for single-use plastic which goes to show how strongly Asia needs a proponent 

for change. STOR answers both demands and consequently meets economic and environmental 

bottom lines thus embodying a business worth executing. 

However, STOR is not without its obstacles. The most difficult challenge is in changing the 

shopping culture, of nearly 100 years, which has inherently involved single-use plastic 

packaging. Another expensive challenge to resolve is creating an entirely new supply chain 

process whereby we need operate in a bulk-store way while selling in retail quantities inside 

malls. Only when both operational and marketing challenges are resolved will STOR have any 

chance of success.  

Therefore, to overcome such obstacles STOR will aggressively build a network of key partners 

who will mitigate both issues. The first is to form a coalition of zero waste brands and partner 

with influencers to quickly raise awareness directly to our target audience. The second is to 

partner with suppliers for custom tanks and valves to ensure operational efficiency instore. 

Lastly, is to partner with global suppliers for our natural product range like L’Oreal, P&G, 

Unilever to leverage their existing distribution and supply chain systems. 
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11. Recommendation for Future Growth 

In this section, we present two recommendations for growth as STOR sets a stronghold in the 

Philippine market and moves on to become ready for bigger opportunities.   

11.1. Franchising & Market Expansion 

Following the establishment and operations refinement of STOR’s first several branches in the 

Philippines, we will exponentially increase our revenue potential through franchising fees and 

royalties as we will invest our efforts towards actively approaching master franchisers in several 

countries around Asia. In looking for potential markets to expand to, we will first study how 

many branches each country can accommodate. This way, we can determine how to divide the 

country in terms of regions for master franchising. We intend to set a package for franchisors 

to open at least five to six branches within the span of two years. This is like the pattern that we 

will follow in the Philippines. Consecutive branch opening is crucial to a retail chain as 

exemplified by existing retail chains like Watsons and Cosmed here in Taiwan. The same 

strategy is being used in the Philippines as well. STOR hopes to first expand in the following 

Asian countries who are also showing significant demand for zero waste alternatives: Singapore, 

Hong Kong, Japan and Thailand. Moving forward, we will continue to keep ourselves open to 

other countries who will shows of potential. 

11.2. Product Expansion 

Eventually, STOR will expand its product range from natural bath and skincare products to 

include other personal care items such that are used in conjunction with our current product line. 

An example would be bamboo toothbrushes, organic linen facial cloth, bath brushes for the feet 

and body as well as sustainable alternatives to plastic floss and earbuds. Expanding to include 

these products will allow STOR to truly become a chain for zero waste living.   
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