%% Monday = Buyer Focus Day

Why Monday?

B2B buyers kick off their week by exploring suppliers, making Monday the best day for credibility-driven content. LinkedIn activity peaks in
the morning, and buyers are more open to discovering products and brands that can support their business for the week ahead.

Themes for Monday

©1 Product Spotlight [ Customer Education Tip £l Packaging in Real Use [} Eco Awareness [ Motivation Quote [ Testimonial

How These Themes Help

Monday’s themes are designed to build trust, spark curiosity, and educate buyers right at the start of their week. By mixing product-focused
content with education and proof of customer success, we give buyers strong reasons to pause and engage.

e Product Spotlight & Packaging in Real Use show the strength and reliability of our products in action, giving buyers confidence.
e Customer Education Tips add value with practical knowledge, making the content “save-worthy” instead of just scroll-past.

e Testimonials bring in trust through social proof, while Quotes & Eco Awareness balance the day with lighter, value-driven posts that
humanize the brand.

Together, these themes create a healthy mix of knowledge, credibility, and relatability, which is exactly what buyers look for on
Monday when they’re planning their business week.



=l @ Product Spotlight: Food Container

Content Options:

e Static showcase (high-res photo + specs)
e Carousel (“One product, three uses”)
e Reel demo (lid closing / spill-proof)

e Infographic (benefits at a glance)
Focus: Product
Audience: Distributors & Global Buyers
SM Fact:

e Product posts with clear specs get 2.5% more saves.

e A product post without details is like a food menu without prices — people look but don’t order.

Why Monday: Buyers kick off their week evaluating suppliers — perfect time for product intros.

Platform Priority: Best on LinkedIn @10 AM (buyers scroll at work start). Also share on Instagram @6 PM (restaurants after business) and
Facebook @12 PM (lunch break scrollers).



] s& Customer Education Tip

Content Options:

e Carousel (“3 storage tips”)
e Reel (quick tip with captions)
e Before/After post (wrong vs right usage)

e FAQ graphic (common buyer Q)
Focus: Customer
Audience: Restaurants / Cloud Kitchens
SM Fact:

e Educational posts receive 30-40% more saves than promotional ones.

e A good tip is like giving a free tasting sample — small effort, big trust.

Why Monday: Starting the week with useful advice builds trust with customers.

Platform Priority: Best on Instagram @11 AM (chefs scroll pre-lunch). Also share on Linkedln @3 PM (post-lunch learners) and Facebook
@12 PM.




=l ©@ Packaging in Real Use (Customer POV)

Content Options:

e Carousel (“From Kitchen — Packing — Customer”)
e Reel (staff filling containers — delivery handoff)
e Photo post (real restaurant use)

e Before/After reel (without vs with packaging)
Focus: Customer
Audience: Distributors, Restaurants, Export Buyers
SM Fact:

e Use-case posts generate 2x more inquiries than plain product photos.

e Showing packaging in action is like a chef plating the food — presentation sells more than ingredients.

Why Monday: Practical, real-life proof early in the week makes buyers confident about product reliability.

Platform Priority: Best on LinkedIn @11 AM (buyers love use cases). Also share on Instagram Reels @6 PM (BTS style works) and Facebook
@1 PM.




=l ©® Eco Awareness / Responsible Use

Content Options:

e Carousel (“How to dispose responsibly”)
e Reel (recycling awareness)
e Stat post (global waste numbers)

e Quote graphic (“Packaging is the silent salesman”)

Focus: Customer
Audience: End Users / Global Awareness

SM Fact:

e Eco-tagged posts see 20% higher reach.

e [Eco messaging is like adding “sugar-free” to food — not everyone buys it, but it grabs attention.

Why Monday: Reminds buyers of brand responsibility at the start of the week.

Platform Priority: Best on Instagram @3 PM (eco-content peaks midday). Also share on LinkedIin @10 AM (CSR-focused professionals) and
Facebook @7 PM.




=l . Quote / Motivation (Industry + Growth)

Content Options:

e Quote poster (industry/business growth)
e Story poll (“Which motivates more: Innovation or Consistency?”)
e Carousel (quote + short explainer)

e Animated video reel (text + music)

Focus: Mixed
Audience: Buyers & Staff

SM Fact:

e Motivational posts get 2x more comments on Mondays.

e A Monday quote is like morning coffee — small, but energizing.

Why Monday: Motivates both team & professional network to start the week strong.

Platform Priority: Best on Linkedln @9 AM (morning inspiration). Also share on Instagram Stories @10 AM and Facebook @8 AM.




1 @ Testimonial / Client Story

Content Options:
e Quote graphic (customer line + name)
e Video reel (short testimonial clip)
e Carousel (before/after results)

e Photo post (client with product + caption)

Focus: Customer
Audience: Buyers & Distributors

SM Fact:

e 90% of B2B buyers trust peer recommendations over ads.

e A testimonial is like word-of-mouth at a trade fair — nothing convinces better.

Why Monday: Fresh testimonials inspire confidence early in the week.

Platform Priority: Best on Linkedln @12 PM (midday credibility scroll). Also share on Instagram @6 PM and Facebook @1 PM.

s Phase 1 Reminder:

Planned = 5, Publish = 3 strong — Consistency beats random posting.
Best 3 picks for Monday: Product Spotlight + Packaging in Real Use + Testimonial.



2] Backup Options (if you want to swap)

&1 »t New Arrival / Product Launch Highlight
Kick off the week by showcasing a new product or design (e.g., a new juice glass). Perfect for grabbing early-week attention. New launches
= excitement + freshness.

&1 4 Market Demand Highlight (Trending Use Case)
Show how certain containers are in high demand this season (e.g., festival packaging, wedding catering, summer juices). Trending =
relevance — catches buyer interest.

=] & Vision / Brand Value Post
Start the week by sharing the brand’s vision, mission, or promise (e.g., “Trusted packaging partner for global food businesses”). Vision
posts = long-term trust — helps position the brand as serious and reliable.

&1 T Quick Hack / Short Tip for Buyers
A “fast fact” or “quick hack” related to using containers — e.g., “Seal tight — saves 20% storage space.” Short, useful, and scroll-stopping.
Quick hacks = shareable + save-worthy.



