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The Fast Fashion Industry

In recent years, retails desire low costs,
production speed and flexibility in design, “fast
fashion” became a popular term to describe
disposable, trendy and profit-driven clothing.
According to the research done by the United
Nations Environment Programme, the fashion
industry is responsible for 10% of annual global
carbon emissions, which is more than those of
air transports. This data is alarming that the
over-consumption and huge usage of raw
material for fashion are expected to cause
detrimental damage to the environment.

Countries are Taking Action

On the other hand, countries began to engage
in secondhand clothing recycling and exchange
to compensate for the pollution made,
examples are: Japan upholds the value of
‘traditional clothing’ and develops secondhand
market; Singapore encourages citizens to
recycle and sets up accessible clothing
collection points; Taiwan promotes clothing
restyling and adaptive reuse. Here in Hong
Kong, our question is: Can we create a better
shopping environment for customers to buy
smart and green?

Introduction
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PART 1: VALUE

SCOPE OF

STUDY

Topic
Our project mainly focuses on the
investigation of the fast fashion
industry and provides solutions to
tackle the problem.

Questionnaire

We conducted a questionnaire (refer
to Appendix 1) targeting young people
aged between 18 and 30, who have
the authority and capacity to develop
personal clothing style. Data from 130
respondents were collected.

The target group includes frequent
users of online shopping platforms
and engagers in the fast fashion
industry.

Therefore, we chose to conduct a
questionnaire to find out their
shopping and recycling habits, and
awareness of fast fashion and
sustainable clothing.

Online research

Besides, online research on the
current trend of online clothing and
secondhand industry, case studies and
operation methods were conducted in
our investigation.

We hope to generate a styling quiz
opened to selective respondents of
the questionnaire for testing our ideas
of promoting smart and green
purchase.
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PART 1: VALUE @

QUESTIONNAIRE FINDINGS

SHOPPING HABIT RECYCLING HABIT
87% of the respondents mainly 29% of the respondents said that
buy clothes from fast fashion; around 50% of their clothes are
38% buy clothes every season; abandoned in the closet. 40%
60% spend less than HKD$500 said that only less than 20% of

on clothes per month. the abandoned clothes were

being recycled.

AWARENESS OF
SUSTAINABLE CLOTHING

59% 42%

Our respondents use Instagram the
most to gather information about
clothing. 42% of the respondents are
interested in a second-hand exchange
platform and 65% would like
information on recycling.

OPERATING METHOD

More than half of the
respondents have heard of
sustainability campaigns but
75% have not participated in any
of those.

CONCLUSION

To conclude on our findings, since our respondents are not familiar with the
second hand clothing market and lack knowledge of recycling facilities, we
decided to create an online second-hand clothing platform that facilitates the
buy and sale of second hand clothing and includes an information corner of
restyling tips and recycling information.

MAJOR REASONS FOR NOT RECYCLING: 1) INSUFFICIENT RECYCLING FACILITY (49%), 2) PAGE 05

DESTROYED CLOTHES (42%), 3) NO TIME TO PACK CLOTHES FOR RECYCLING (37%) AND &)
INCONVENIENT LOCATION OF RECYCLING FACILITY (33%).



PART 1: VALUE
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INSPIRATIONS FOR OUR
CAMPAIGN

s T | T c H A personal styling service that

A customized fashion =

sustainable habit

Promotion of green living

7‘)32 3£ EE 5% through online publication,

‘% Source of education
eg. interviews, articles and tips

I F | X sends hand-picked clothing to algorithm an choose the
your door. most suitable style of
A care-to-share community clothing.
J u P Y E A H customers can ‘request’ items A sharing community
*ﬂ ﬂﬁ that they wish to purchase while ; between customers can
sellers could place items on the encourage purchase of
website for sale. sustainable clothing
Forum on green living tips & Creation of forums can
F R E E s T H Promotion of regional clothing arouse public discussions @
activities, one-off events. and develop a
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PART 1: VALUE

EXISTING COMPETITION IN MARKET

From our marketing research, filtering systems often appear on big
clothing stores’ websites, allowing customers to choose over
requirements manually, such as H&M, Unigqlo American Eagle and Zara.ln
the US, we found an approach to customers in which they have a
customized style quiz for offering a complete set of clothes chosen by the
stylists of the company, Stitch Fix.

Personal Styling/Customisation Online operation & collaboration
Stitch Fix offers customized styling Stitch Fix sets up an online styling
services to pick a box of clothing platform and direct delivery
directly delivered to the customer. service. It is convenient for
The recommendations are based on customers to access the goods
the company’'s algorithm that online, as well as lowering
gathers wuser data according to operating costs.

browsing data and profile.
It also has a diverse collaboration

The service also extends to a with over 1000 merchandise and
monthly plan for the company to some local stores. The broad
design one set of clothing each styles and sizes allow more variety
season for the customer. of fashion choice for customers.
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No similar customized fashion algorithm is found in Hong Kong so
we hope to improve the above solution to achieve better objectives.

Our platform is wholly customized. In Stitchfix, customers cannot
choose what clothes are delivered to them until they receive. Even
though our platform suggests a piece or a set of clothing to our
customers, we provide alternative pieces of similar styles for them
to swap if they are not satisfied with our match, so our suggestion is
offered, rather than forced.

Our platform provides the most personalized one-stop services. We
do not only provide styling service, but also an information corner of
environmental tips customized to each customer's preference and
shopping habits.
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PART 1: VALUE

VISION coooeeeeeeeeeseenes oow gMART

The vision of our project is to reduce at
source and develop green consumer
habits by promoting changes in the
ecosystem of secondhand and firsthand
clothing industry.

REDUCE AT
SOURCE

The fashion industry consumes energy not
only in the decomposition process during
disposal, but also in daily transportation
and manufacturing. We envision the
participating business(both firsthand and
secondhard brands) should follow eco-
friendly measures within the company.
They have to reduce carbon emission
during production, e.g. using sustainable
raw materials in production and treating
wastewater with biological treatment
processes.

3

ANIDAGREENS

PROMOTE GREEN
CONSUMERISM

Fast fashion consumerism is what the
society sees as the trend, while it is
neglecting the voice of nature and
producing unnecessary waste. Customers
have the role of choosing sustainable
clothing by evaluating the environmental
damage done by the fast fashion market.
We hope to inspire customers to buy
rationally and critically towards the visions
of companies.
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PART 1: VALUE

MISSION

IMPROVE THE PRACTICES OF BOTH FIRST-HAND &
SECOND-HAND CLOTHING COMPANIES

\\
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Improve the image of sustainable clothing

In public's perspective, it is difficult to promote a sustainable clothing
market as it gives customers an unhygienic feeling. Improved image of the
sustainable clothing market could be done through styling tips and
education in the long run, encouraging more customers to buy smart --
avoid the mismatch of clothing sizes/ style, and buy green -- buying from

Improve the unhealthy fashion industry ecosystem

Currently, fast fashion has been a trend. The poor quality of clothing also forces
customers to buy more clothing as the lifespan of each clothing shortens. In
order to improve the unhealthy situation, we aim to encourage the fast fashion
industry to adopt a more environmentally friendly way to attract customers.

Expand the market of first hand sustainable clothing

Once we have established a stable platform, we can make use of our network and
accumulated popularity to encourage more fashion brands to develop their own
sustainable clothing lines, so that more clothing items can be added to our
collection.

INCREASE PUBLIC AWARENESS & ACCEPTANCE
TOWARDS SUSTAINABLE CLOTHING

sustainable sources and carrying out greener actions.

Connect with sustainable clothing stores
Our choice of partnership is based on the company’s effort in reducing the g g
impact to the environment during production. Sustainable clothing g

companies, for example, companies that produce according to the
subscribed amount or use recycled materials, fast fashion brands with \ | 1/

sustainable clothing lines (e.g H&M) will be invited to join our platform. o o
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PART 2: IMPLEMENTATION

IMPLEMENTA

TION STAGE

YOUNGERS (MAIN USERS OF
ONLINE SHOPPING PLATFORMS)

04:COMMUNITY

Share green tips among users

* Arouse interests of general public who
previously not interested in sustainable

Publish fashion trend of our client’s

clothing

03: Fashiontrend
data for supplier

fashion preference to suppliers
* Reduce the chance of producing
unwanted clothes

STAGE 1:
PERSONAL STYLE QUIZ

Since the price of fast fashion is low, a lot
of people will purchase clothes
impulsively. If there is anything that can
give them another thought before
purchase, it will reduce the possibility
that they buy clothes that don't fit. It is
even better if they know their style better
so that they can make informed
decisions. In our style quiz, we will ask
what pattern do they like, what brand do
they like, what is their size, etc. By that,
we construct a personalized profile for
each client. With that, they can avoid the
chances of unfitting and purchase wisely
and rationally. The end result of this quiz
is to reduce at source.

01: STYLEQUIZ
* Avoid the chances of unfitting
* Purchase wisely and rationally

 ———
¢« Reduce at source

02: Recommendation
System for clients

* Suggest Clothes according to their
quiz

*« Teach you to buy smart and green

«  Offer additional eco-information
about the suggested clothes

STAGE 2:
RECOMMENDATION SYSTEM

With the style quiz in stage 1, not only
clients know more about themselves, we
also do. We plan to gather information
about clothes from local clothes boutique
and selected mass fashion brands. We
will launch a recommendation system,
which has these features:

A. ADDITIONAL INFORMATION ON
CLOTHES

e.g. Sustainability information of the first
hand clothes: origin, material and other
related background,
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PART 2: IMPLEMENTATION

b. Adjustable price range for the
recommended bundle of clothes

We will include more clothes from fast
fashion brands if they have a tight
budget, If they can afford more, we will
also suggest some special clothes and
sustainable clothing to them if they are
open to it.

C. UPDATE WITH PREVIOUS PURCHASE
AND BROWSE HISTORY

In the long run, we will incorporate
technology to suggest clothes that our
clients have browsed before. This will
enhance their experience on our
platform.

STAGE 3:
DATA PROVIDER TO FASHION
BRANDS

From our clients' quiz, we know exactly
what is the market's fashion trend. These
are valuable data that we can sell to
fashion brands so that they have better
planning on what to produce next
season in order to capture market
demand. On one hand, we earn a
licensing fee to provide such data. On
the other hand, Fashion brands will not
produce some clothes that the market
doesn't like and create waste. This is a
win-win situation for us and our partner.

Stage 4:
Build a community to all
fashion lovers

Blog posts regarding vintage clothing
and decluttering and KOL styling tips
will be included in our webpage. We
provide tips for users about where and
how to find clothes that suit them the
most. We would also like to invite KOL to
share their experiences in matching
different outfits by using second-hand
clothings or accessories. The aim of this
community is to arouse interests of
general public previously not interested
in sustainable clothing.

[«
2

‘ ‘r;(f 2
X

I
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WE AIM TO /HELP
'CUSTOMER TO;BUY
WHAT THEY NEED
AS WELLASITO HELP
suppHEﬁ“pRODUCE

WHAT THEIR # L

gCLfE'-NTs“WANT




PART 2: IMPLEMENTATION

Overview of styling quiz

After creating free website
accounts, our clients have to
complete a styling quiz in order
to find out their perfect match.
The question bank combines
both ideas from the Stitch Fix
and our previous research.

The styling quiz involves around
20-30 questions, which mainly
ask for more detailed
information about the dress up
and their requests.

STYLE PREFERENCE

First, the clients have to decide
whether they are looking for a
specific piece or a set of
clothing. Then, some questions
would be asked to collect the
body size and body shape of
the clients. Also, to narrow
down the choices, they can set
a budget limit for the
suggested items. If the clients
are looking for a specific

theme, such as party/ hiking,
they would be directed to a
page with different items

(around 30-40 items) related to
the theme, and they have to
give ratings for each item. Our
matching system would analyze
the data and generate different
possible items to the clients. If
the clients do not have any idea
on the theme, some questions
would be asked for their style
preference, such as style,
pattern, colour and fabric.

Are you looking for a
specific piece of clothing item
or a set of cloths?

A specific piece

Which specific item
are you looking for?
ps/ bottoms...

What's your size
and body shape?
What's your
budget?

Are you looking

for a theme?
eg. party/ hiking...

Yes, No,
Show the clients different items On what occasion do you
related to the theme, and want to wear this
ask them to give rating et of clothes?
or each item

Do you mind using
sustainable clothing?

Y No,
Include bra?\sc; new item sl b
in the suggested results and sustainable clothing

in the suggested results
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PART 2: IMPLEMENTATION

Demo of styling preference

EXE TN ET ETE S
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SUSTAINABLE CLOTHING

After answering 5-6 questions regarding
their recycling and shopping habits.
They would be classified into different
types of eco-consumers, including eco-
actives, eco-believer, eco-considerer and
eco dismisser. To encourage them to
develop a sustainable and
environmentally friendly lifestyle,
environmental tips would be suggested.

]
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Some clients may hesitate to use
sustainable clothing, then our system
would recommend brand new items in
the suggested results. If the clients do
not mind to use sustainable clothing,
then both brand new and sustainable
clothing would be suggested.
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PART 2: IMPLEMENTATION

Demo of Styling quiz

Example 1
| Korean C e ]

Color

| Red Q| Buc J whie M B |

ETE TN

Suggested results

Since the client prefers
Japanese clothing style, and
would like to have
components related to brown
and plaid. Our Al system
would suggest these two sets
of clothing to her.

The left one is more causal
and suitable to wear in
autumn or winter. While the
right one is suitable for dating
dress-up in spring or summer.
Apart from the clothing, we
would also recommend a
variety of accessories, like
earring, necklace or handbag.

=

.

PAGE 14



PART 2: IMPLEMENTATION

Demo of Styling quiz

Example 2

Cloreree W 5 W
BT N T TN e

B T TS GG

Suggested results

Since the client prefers sportswear and
would like to have components related to
blue and plain. Our Al system would
suggest these two sets of clothing to him.

Apart from the clothing, we would also
recommend a variety of accessories, like
sports watches, shoes and sport shorts.
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PART 2: IMPLEMENTATION

Demo of Styling quiz

MORE EXAMPLES

- -~
sute 01
FZLONFZAT
€y b7y TRCEIRT
SRCAS-TOART.

CASUAL STYLE

A dress code that is relaxed, occasional,
spontaneous and suited for everyday use.

DENIM STYLE

Fashion trends come and go, but denim
jeans are one item of clothing that will
always be a staple in many closets.

“ -
nnn»cuA-aat+sw-u*o_‘

VINTAGE STYLE

"Vintage" is a colloquialism commonly
used to refer to all old styles of clothing.
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PART 2: IMPLEMENTATION

AM NP s

G U amazon

We built our database from these 6
shops' clothes because they target
different customers. By including them
in our database, we can make it more
diverse for our clients.

FEATURES OF
SHOPS

H&M

H&M is a Swedish fashion brand. It is
another fast fashion brand that offers
cheap clothes in European style. It is one
of the popular brand all across the world.
Our client can find their store to buy
clothes easily.

GU

GU is a Japanese fast fashion brand that
targets at women in their 20s to 30s. Their
vision is to bring affordable and
fashonable clothes to young girls.

asource

Shops
120

Combinations

Uniqlo

Uniglo is a Japanese fast fashion brand
that targets at teens from 18 to 40. Their
style is more simple and casual. Our
database stores Uniglo plain and
minimalist clothes for our clients, mainly
for male.

GAP

GAP, Inc. is an American fashion brand. It
owns different brands like Banana
Republic, Hill City, Athleta, etc. They are
relatively luxurious and business-friendly
brands that target at young professionals.
GAP, therefore, is one of the source that
we take reference on when we include
clothes for working into our database.

Amazon

It is an online marketplace, where we find
cheap fast fashion in US style for our
clients.
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PART 2: IMPLEMENTATION

DATABASE . 14 Colors
o | |

In the in-house database, we have: c.Black
. d.Burgundy .

* 8 Styles P S e.Gray
a.Basic ol f.Green
b.Vintage g.Navy
c.ln-trend h.Orange
d.Japanese Style i.Pink
e.Korean Style j.Purple
f.Sporty outfit k.Red
g.Street Style ! | .White
h.Minimalist \‘ m.Colorful

* 8 Patterns * 14 Fabrics
a.Animal a.Faux Fur
b.Floral b.Leather
c.Plaid c.Wool
d.Polka 1] d.Faux Leather
e.Stripes e.Polyester
f.Printed f.Denim
g.Plain g.Nylon
h. Weaving h.Corduroy

i.Puffer
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PART 3:SUSTAINABILITY

j. Cotton
k. Fiber

I. Linen
m. plastic

* 5 Hem Length
a.Micro
b.Knee
c.Midi
d.Maxi
e.Floor

®* 5 Occasions
a.Work
b.Hangouts
c.Dates
d.Lounge wear
e.Sports

Diverse
database
where you
can get all
you want in
a click
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PART 2: IMPLEMENTATION

Case Study :

STYLING QUIZ RESULT

A BASIC & CASUAL OUTFIT FOR PROFESSOR FAN

OTHER PEOPLE WITH SIMILAR

PREFERENCE ALSO LIKE THE
IT INDICATES THE ECO FOLLOWING
VALUES OF THE ITEM

JEANS

Levi's Water
<Less collection
Used up to 96%
less water to
make

#BASIC
#DARK
#PLAIN
#CASUAL
#HANGCUT
X

IOoP
Alternative
Apparel
Made with
100% organic
cotton

TAGS GENERATED FROM QUIZ
RESULT

In the quiz done with Professor Fan, we filtered out the 3 suggested outfits
based on his preferences in the styling quiz giving us information on
personal style, favorite colors, patterns, and desired occasions of the outfit.

rom his choice, client wants blue plain clothes. Such clothes are for the
purpose of hanging out with friends.

We then show our client 45 more photos of different clothing
combinations. This includes but not limited to blue plain clothes. We have
included some outfits for sport, some gray clothes, some clothes with
stripe pattern. After validation, we found that our clients love clothes in
dark color but not only blue color. He also doesn't mind having a little
pattern on his clothes. Therefore, in the recommendation, we introduce

some clothes with strip pattern as shown above.
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PART 2: IMPLEMENTATION

WHAT CAN QUIZ TAKER LEARN FROM THE RESULT:
ENVIRONMENTAL AWARENESS

WHAT TYPE OF ECO CONSUMER ARE YOU?

After you have finished the styling quiz, you will also receive a feedback
message including our suggested piece or set of clothing and some
environmental tips, according to the kind of eco consumer you belong (please
see appendix for details).

WHAT DO WE ENCOURAGE YOU TO DO?

Take Eco Considerers as an example, you have a certain knowledge of
sustainability campaigns but have taken infrequent actions to reduce waste. We
suggest you to try to pay attention to the material and manufacturing process
of the clothes or participate in recycling events. We hope to encourage you to
think twice before buying and most importantly, buy the right style of clothes
that fit you.

LESS POLLUTING REUSE OF RESTYLING AND ORGANIZING
MANUFACTURING FABRIC STRAPS REDESIGNING AND
PROCESS PARTICIPATING

A survey conducted by Kantar Worldpanel identified four types of eco
consumers. Among 65,000 respondents from around the world, around 23-24%
are Eco Believers and Eco Considerers; 16% are Eco Actives and 37% are Eco
Dismisser, We tried to create our environmental quiz by analyzing our
respondents' recycling habits and environmental awareness. For example, Eco
Actives are vocal advocates of environmentally-friendly behavior on social
media and believe the responsibility lied with them, ahead of manufacturers
and retailers.
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PART 2: IMPLEMENTATION

Other features
A SEQUEL BASED ON STYLING QUIZ

The experience here is wholly customized based on
personalized quiz results.

Stap 1 - Collact Step 3 - Profit 01
Collaction of clotiring from o R ol Do e RECYCLING TIPS

mmmﬁnmm

collaction points (retalls,
homes, recycling banks) Information corner provides tips

regarding steps to recycle and
proper treatment of unwanted
. . . . . clothing, i.e. restyling and matching
techniques, to further educate

customers on the advantages of

Step 2 - : ;
e — sustainable consumerism.

Sustainabla dothing industry

Clothing Restyling Design
Competition Entry
Deadline
Redress (Public Event)

Date: 12 Dec 2020
(Tomorrow!!!)

to start

/ raise public awareness

ontry e [ @ o Nowk

03
DISCUSSION BOARDS

Customers can openly discuss on the
online forum and generate new styling
ideas and raising campaigns. We invite
KOLs and professionals to join the online
discussions to arouse public attention.
Separate pages are available for particular
topics, e.g. Lifestyle, Environment, Design,
and Technology regarding fashion can be
found here.
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PART 3:SUSTAINABILITY

STYLE QUIZ

USERS FEEDBACK

95.2%

SUITABILITY

The users are very
satisfied with the
clothes matched by the
system, basically all the
clothes are suitable for
their needs

100%

IMPROVEMENT

Diversified options:

Can provide more options, picture
references, etc., and only provide
the same gender picture and
questionnaire after screening
gender from the beginning

Technical problem:

Need to develop a professional
questionnaire system for style quiz.
Besides, we need to pay attention
to system vulnerabilities and

problems.
CONTINUOUS
USAGE Sustainable Tips:
If the system s Add tips or suggestions for
launched el th_e environmentally friendly fashions,
market, users will

continue to wuse this
APP

76.2%

SCORE OF THE
SYSTEM(>3 SCORE)
Most users gave the

system with a high
score

and even label each piece of
clothing, so that users can choose
suitable, environmentally friendly
fashions.

Increase the attractiveness of
second-hand clothes:

Add a story to each second-hand
clothes shop to attract users to
choose to buy second-hand clothes.

PAG
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PART 3:SUSTAINABILITY

Feedback from different stakeholders

Well done! "Buy Smart and Sustainable"
may sharpen your mission & motto

The scheme may indeed contribute to
a greener earth and generate positive
impacts by reducing waste at source

Positive feedback received from Prof. Chan
regarding on our mission and vision

In the first round of our prototype, we have invited university students as our first badge
target. After several rounds of trials and errors, we sent out our business proposal to different

first-hand and second-hand stores, including H&M, mydress, the Salvation Army, as well as

Master of Wu Yee Sun College, Prof. Chan.

After receiving feedbacks from Prof. Fan, we have eliminated out the inclusion of
Salvation Army as our partnered second-hand stores. Instead, we would attract and
cooperate with more socially and positively accepted stores in the community, i.e.

Friends of the Earth, in order to create similar values in the same market to our high-end

O mydress

Friends of
the Earth S

customers.

M




PART 3:SUSTAINABILITY

STYLELAB

An intelligent system that uses IoT
technology to collect data on
users, businesses, and the
environment. After analysis, the
system will recommend the most
suitable clothes for customers in a
smart way.

PAGE 25




PART 3:SUSTAINABILITY

Stylelab will collect the following six types
of data in real-time for analysis,

F EATU R Es o F recommendation and prediction. We

recommend the most suitable clothes for

OUR STYLELAB our customers and provide our partners
with the most reliable forecast information
to change their business strategies.

SALES

INVENTORY LOCATION

STYLELAB
(10T)

ORDER
HISTORY

CUSTOMER
BEHAVIOUR
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PART 3:SUSTAINABILITY

HOW THEY WORK?

Combining six types of data, recommend the most suitable clothes for customers,

and predict the most accurate market trends for our businesses.

Sales:

The system will collect the sales of each
piece of clothing in real-time and
integrate the data to remind the stores
to increase the inventory of popular

clothes.

Inventory:

The storage of various clothes are
collected in real-time, and the system
will arrange the order of
recommendation list in real-time, giving
priority to recommending clothes that
no one has bought for three months or

clothes with low sales.

Order History:

The system will analyze the customer's

past order records to understand the

customer's past order times, order date,
purchase price, and clothing matching
rate, to continuously increase customer

experience and accuracy through

machine learning.

e -
ACCOUNT
SEARCH (@
T i NETWORK
ACCOUNT .- SR
L e—— =

APPLICATION

AUNICATION

« N

| wessITE

CONTENT

Customer Behaviour:

The system will analyze the customer's
usage habits on the platform, such as
APP,
browsing time, products viewed, articles

the number of browsing our

viewed and published content in the

community, and predict the future
requirements and needs of customers for

clothing.

Weather:

TThe system connects to the Observatory
website, collects weather information in
real-time, and has a GPS function, which
can recommend clothes that match the
local weather according to the user's
location. Besides, the system can also
predict future weather through weather
data and prepare suitable clothes for
customers in advance. For example, in
October,
winter clothes to customers.

the system will recommend

Location:

The system has a GPS function and
analyzes the clothing styles of people in

various regions  through machine
learning. The system will recommend
clothes that match the local style

according to the location of the

customer to increase the suitability.
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PART 3:SUSTAINABILITY

.

"
)

Intelligent Sales System which to
provide them with a comprehensive
marketing platform to help them
formulate appropriate sales strategies.

Smart Label:

Through the Al program, the system
automatically performs feature tags
for all new clothes on the shelves to
more effectively classify clothes;
Also, the systemm can help our
partners attach clothing
information, including materials,
production locations, and pollution
rates of production-consumption. It
is helpful for our customers to
choose eco-friendly clothes.

Promotion Items:

Combine the inventory record,
sales volume, customer needs, the
system intelligently analyzes and
integrates data in real-time,
adjusts product rankings and
preferentially recommends
products with low sales, to better
promote products for our
partners.

Premium partners:

Partners can upgrade to a premium partner
with an annual fee of $3000. The system wiill
release future apparel market trends,
customer needs and preferences forecasts for
premium partners quarterly. It can help our

partners take the lead in grasping the new

market trends to design clothes.
At the same time, the system will also

integrate store sales information, and
distribute sales records of individual products
to stores every month, which helps designers

design more popular products. PAGE 28




PART 3:SUSTAINABILITY @

Intelligent Customized Service, which to

customize a fashion assistant for
Fo R o U R customers. We provide one-to-one
C U STO M E R s services better and enhance the buying

experience and sense of superiority.
/\

Voice Function:

Equipped with an intelligent voice
system, customers only need to take
out their mobile phone to call "Hi,
Stylelab", and the intelligent
clothing consultant will assist them
to recommend suitable clothes
according to their needs.

Smart Recommendation:

In addition to the customer's
preferences and needs, it will also
analyze the customer's area and
weather, and combine all factors to
recommend suitable clothing for
customers.

Hi Stylelab!

Regular Service:

Customers can subscribe to regular
services, and according to customer
needs, express a "Stylebox" for
customers every week, month or
quarter, which contains the clothes
recommended by the system based
on six types of data, as a surprise
and mysterious clothes matching
box.
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ARE YOU WORRIED
ABOUT FINDING
SUITABLE TRAVEL
CLOTHES?

Stylelab is collecting six types of data through
an intelligent system to recommend the most
suitable travel clothes for you.

You only need to enter the travel location and
time, and Stylelab will analyze the local
people's clothing style and local weather
through smart computing, and then match
with your style to recommend the most
suitable travel clothes for you to solve your
troubles.

Hi, Stylelab! | will go to Bangkok next week!

Great! Do you plan to have water sports?

Yes and | will go hiking in Bangkok also.

Okay! | will help you match some suitable clothes for you!
According to your preferences and needs, 5 sets of clothes
have been matched for you. As the night in Bangkok will
cool down next week, | recommend a coat for you.

Those are pretty good, and please help me order all, thank you!

PAGE 30
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subscribers to use anytime and anywhere
with unlimited quota of one subscription
price.

The stored data provided by the users when
they have first registered the account would
help in matching outfits and giving choices
according to their individuals' preferences.
Tastes or styles, such as colors and patterns,
could always be changed according to one’s
need and seasons. Then, a list of matched
clothing choices would be generated.

The clothing advice might also suggest
some styles or color that have not been
selected or tried before as to increase the
permeability of new items to existing
customers.

We would also conduct random
preference samplings through
sending different styling
pictures to customer’s email at
some point of time to access
their latest favorable choices.

The whole datasets would be stored in our
Big Data system. The whole full procedure
would first be processed by manpower at
the initial stage and automated by Al in
the long run soon after.







PART 3:SUSTAINABILITY

BLUE
OCEAN
STRATEGY

To create an uncontested market
space to reduce the cost and create
more customers for the brand. Using

a personal style quiz to match clothes
for consumers is lacking in the Hong
Kong market. In addition, fast fashion

brings negative problems to the
environment. In order to alleviate the
waste of the clothing industry, we
build a new fashion business model,
with Al technology to analyze personal
style quiz and match suitable clothes
for our customers.

With reference to the business
strategies of Airbnb, Uber and Stitch
Fix, we believe that the blue ocean
strategy is our main market strategy.

"Customers enjoy the
highest customized value
at the lowest cost.”

Avoid the risks of mature markets:
entering a non-competitive market
with low entry barriers, enabling
businesses to develop rapidly in the
market.

Advantages of non-competitive
markets: get rid of competition within
the industry structure and gradually
transition to constructive value
enhancement.

Innovative Technology: Technology
and data can better understand
customer needs and create more
value.
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VALUE
INNOVATION

REDUCE COST

Eliminate:

* Time to go shopping in outside

* Time to find second-hand clothes
online or outside

Reduce:
People to buy unsuitable clothes
To buy the dilapidated second-hand
clothes
The time to find suitable clothes
The waste in the fashion industry

While pursuing differentiation and low
cost, it creates leap value for buyers
and companies.

INCREASE VALUE

Raise:

* The sales of second-hand clothes

* The reputation of second-hand
clothes

* The popularity of customization

Create:

* New image of second-hand clothes
* New shopping experience

* Matching system

* Sharing community
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STP MARKETING
MODEL

The market is aggregate with multi-level
and diversified consumer demand, but
resources are limited, so we need to

analyze and select the most favorable

and suitable target market according to

our own strategy and business
conditions, and position our products
and services in the target market to

develop our business.

SEGMENTATION

Through market segmentation, understand the differences in clothing
needs, desires, purchase behaviors and habits of each consumer group,
so as to formulate appropriate marketing plans.
e Demographic segmentation: 18-30 teenagers
e Psychographic segmentation: who loves fashion but don't know
how to match, who loves to try new thing
e Behaviour segmentation: who usually watch videos about how to

match clothes

TARGETING

In order to quickly enter and occupy the fashion market, we use the
concentrated market, we adopt a concentrated marketing strategy for
those who lack fashion sense, don't understand how to match clothes,

and prefer online shopping.

POSITIONING

Establish a new fashion ecosystem through the Al matching system to
meet the needs of young people in the fashion industry, reduce waste in
the clothing industry, and achieve fashion sustainability.
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PERCEPTUAL
MAP

Customization: We have a great
advantage compared to some large
clothing brands (H&M, Gap) and
second-hand clothing shops. Our Al
system based on the personal style quiz
to recommend suitable clothes for
each customer, and become a personal
designer for each customer.

Convenience: Compared with some
second-hand shops or small fashion
stores, we are more concerned about

Perception map can show the convenient shopping. We wuse the
advantages of our business in the online buying and selling method.
fashion industry, as well as the Customers only need to log in to the
visualization of customers’ perceptions online platform to match and buy
and preferences of our business. clothes anytime and anywhere.

Convenient

Our fashion
algorithm

High-customized

- y -
-
Community Recycling Coop

Inconvenient
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Promotion Timeline

THIS IS OUR PROMOTION PLAN FOR THE NEXT SIX MONTHS
AND WILL BE CARRIED OUT IN 3 STAGES.

START DATE END DATE

PHASE 01

Corporate with fashion brands, second- OCTOBER,2020 NOVEMBER,2020
hand shops and charities

PHASE 01

Prepare promotional documents and OCTOBER,2020 NOVEMBER,2020
draft special offer content

PHASE 02
Order WeChat, Facebook, Instagram
and Google Search Ads

NOVEMBER,2020 DECEMBER,2020
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START DATE END DATE

PHASE 02
. DECEMBER,202 ANUARY,2021

Offine workshop and ¢ 020 JANUY ©
promotion events
PHASE 03
Market usage survey and JANUARY,2021 JANUARY,2021
customer experience survey
PHASE 03
MOdlfy software vulnerabilities FEBRUARY,2021 FEBRUARY,2021
and inconvenient interfaces
PHASE 03
Launch the new promotion offers

FEBRUARY,2021 FEBRUARY,2021

and advertisement

£ P

s SPEC
y FFER
s O S
\'! o+ In order to attract customers and make existing

customers become loyal customers, we will
regularly launch different special offers:

WL

Limited-time offer : Cooperate with different
fashion brands and regularly launch exclusive
limited sales. Customers can purchase matched

clothing first on the platform as a limited reward
for platform users.

Loyal customer reward: Customers who have
accumulated a certain number of purchases of
clothes recommended by the system can choose
a second-hand clothes for free.

Free use of Premium version: After successful

registration, new customers will be given two
times of free use of the Premium version.
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Follow the six steps of precise
marketing to collect data about
customer behavior and analyze
it to better understand who is

our customers and what they
want, so as to develop
appropriate strategies to
encourage customer loyalty to
the brand and stimulate
purchase behavior.

Select target and strategy:

Based on the results of data analysis, we
P R E C I s I o N can formulate market strategies and
MA R K ETI N G company development strategies to focus

on the needs of target customer groups.
Initial stage:

* Who lacks experience in matching
clothes: the system automatically
matches clothes for customers based on
the quiz.

* Provide background information and
stories for second-hand clothes to attract
young consumers.

) ¢ Insufficient purchase shops for second-
Define need: hand clothes: Collect clothes and

* Organize different Workshops to purchase clothes on an online platform
understanq customers’ views on second- and customers only need to go to the
hand clothing. online platform for shopping.

e Cooperate with different clothing brands
and charities to understand customers'
preferences for the primary and secondary

markets, so as to adjust the proportion of
our clothing sales.

Gather data:

e Through the personal style quiz to
collect customers' preferences, usage
and character.

* The system will automatically collect
customers’ shopping habits and
searching history for analysis.

Deploy:

In response to market changes and customer
needs, regular sales plans will be formulated,
and preferential plans or mailing services will

Analyze and model: be provided.

Analyze all the data, we can clearly
understand the needs of customers, and even
their worries about second-hand clothes, and
adjust the strategy and the ratio of first-hand

and second-hand clothing in a timely manner. regularly collect customer needs, and
adjust marketing plans.

Measure and adjust:
Formulate a KPI system, regularly review
business and system operations as well as
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KEY PERFORMANCE
INDICATORS (KPI)
MANAGEMENT

Measurement Methods

Website data

4/5 stars

2020 - 2021

. Number of browse

Analytics from internal
data

At least 70% of
people in the target
age group 20-40

2020 - 2021

. Number of New

Users

Analytics from internal
data

At least 70% of
people in the target
age group 20-40

2020 - 2021

. Daily Active Users

Analytics from internal
data

60% of existing users

2020 - 2021

. Monthly Active

Analytics from internal

60% of existing users

2020 - 2021

donated clothes

Users data

. T\Iumber of purchases | Analytics from internal 60% of existing users 2021
in monthly data

. Number of donate in | Analytics from internal 60% of existing users 2021
monthly data

. . Not than 5% i
Analytics from internal Of more thatt 976 1 Year-end of
2. Errors the overall
data 2021
performance
3. Donate habits of Users Average number of Increase more than 2021

25%
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Average number of

Increase more than

4. Shopping Habits of Users second-hand clothes 250, 2021
purchased ’
More than 60% of
5. Usage of Mini Community Analytics from internal people will publish 2021
Features data their clothes matching -
experience
Review which area in
e Hong Kong is the
Analytics fr ternal
5. Coverage Areas (HK Market) Ayhes da::n wierna largest donation or 2022
purchase of second-
hand clothes
Economic situation
6. Economic Situation Analytics from external arour'ld the~ World, 2022
data especially for Hong
Kong
- didde = e D e dllO O O O c O c d O e
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Income generation

Subscription fee Basic offering Function(s)

Fee Waiving Customers who have purchased at least 10 pcs of clothing

in every 6 months

Sustainable plan $25/month Unlimited Only for Second-hand
number of market
Mixed plan $35/month matching/ Both First-hand and
consultation Second-hand markets
Premium plan S$50/month services every Limited collections
month per month specifically
offered to our
platform

Table: Details of different subscription plans to customers

Our revenue streams are divided into four main categories, one collected from customers,
one from suppliers, customers' on tracking data annual plan, and the advertisement fee. We
as a middleman of connecting both first-hand and second-hand clothing stores, not only
would we make the best use of the Style Lab in-house resource, but also to use market

segmentation as another principal strategy of the business.

In the consumer market, three subscription packages are offered to our potential customers,

so called Sustainable plan, Mixed plan, and Premium plan. In order to boost sales
revenue, we offer a Subscription Fee Waiving Scheme for customers who have purchased

at least 10 pieces of clothing in every six months.
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Premium
Plan

"It is suggested
to high-end
customers, who
seek trendy and
up-to-date
clothing
frequently.”

All subscribers are allowed to enjoy unlimited usage
of Style Lab consulting services with clothing
recommendations from first-hand and second-hand
markets.

Since there is no additional variable cost or marginal
cost when running the Quiz, customers are thus
more motivated to use the matching function with
the basic offering, as well as higher probability of
creating more profits to the suppliers when
customers are consistently in contacting with
different sets of outfits.

In terms of Premium plan, subscribers are charged by
a higher price due to the limited-edition clothing
offered by our partnered branding companies.
Considering this unique function that the collections
are renewable per month and all of the new
collections would come from first-hand market,
premium plan is suggested to high-end customers,
who seek trendy and up-to-date clothing frequently.
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INCOME ANALYSIS

According to the Income Statement, we expect a 10% increase in the number of

subscribers and fee-waivers in Sustainable plan per year, while a 20% increase in

Mixed plan with a 20% rise in Research and Development sector every year.

In addition, partners and suppliers are allowed to place advertisements on our

platform with a monthly $3000 fee (around 20 advertisers expected per month after

the first two years). During the first two years, we might spend $50,000 per year in

promoting the new business to the public. Years after, we might spend lesser amount

and do marketing on our own.

REVENUE IN HKD

6,000,000

5,000,000

4,000,000

3,000,000

2,000,000

1,000,000

BREAK-EVEN ANALYSIS

—+—Total Revenue -m-Total Cost —+—Fixed Cost Variable Cost

-—
e
\ A T = I
2021 2022 2023 2024 2025
YEAR

Explanation: The break-even point would appear in the third quarter of 2021
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Table: Cost-per-purchase model & Exclusive Plan

e GAIN FROM SUPPLIERS

Cost-per-purchase
Second-hand market First-hand market
Sustainable Charge 6% of every piece of clothing 10% of every piece of
clothing

Exclusive Plan

Premium Plan

$3000 annually

On the other hand, cost-per-purchase pricing is adopted to all suppliers. A fixed percentage

cost is charged on every piece of clothing successfully sold to the customers. This pricing

strategy has replaced the slotting fee charged as usual in order to avoid the fixed cost paid by

the suppliers even if they have zero sales.

Share of Revenue

m Subscription fee m Normal Purchase by fee-payers

Table: Share of Revenue

m Fee-waivers' purchase

On the contrary, our business
would get higher profit if they
have sold more products than
originally expected. The revenue
gained would therefore be larger
than the total slotting fees

collected.

Regarding to our Income
Statement, we collect “Partners’
fee” from two sides, one from the
normal purchase by fee-paying
subscribers and second from
fee-waivers’ purchase, as well as
the Premium Partner plan for

receiving customers' data.
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Dual market strategy

m
g
2 wn
@ c
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=3 ]
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E a
o
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Diagram: Benefits of Dual Market strategy
Our business as a middleman has At the same time, we would also
provided extra customized service to connect with non-government
individual customers and revalued the organizations specializing in clothing
ready-made clothing from both donations, such as Friends of the Earth
markets. and The Conservancy Association
(more socially and posaccepted
In order to promote "Buy Smart” and institutions).
“Buy good” goals in the long term, we
have combined the two markets This strategy would involve both first-
simultaneously to highlight *“Our hand and second-hand clothing
company is the best place for suppliers once at a time in the same
creating sustainable shopping platform to prevent the uphill battle of
experience”. developing each market gradually.
As a super connector, we would first To customers, they might expose to
collaborate with branding or products of two markets at the same
multinational companies, which might time. This allows more combinations of
also focus on textile recycling or outfits being created and chosen.

sustainable clothing, for instance H&M,
Zara, and Uniglo. To suppliers, a market is opened to

new customer group concurrently.
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A demand-driven business
The combination of first-hand and second-hand clothing markets is a demand-driven business. In the
view of the rapid development of fast fashion industry, there are no longer customized services

provided by sales assistants in brick-and-mortar stores, especially in multinational apparel companies.

As a result, there is a huge gap between achieving “best shopping experience” and current services
provided by those branded retailers. Our unlimited 24-hour Style Lab consulting service has tackled
the status quo by giving out comprehensive and diversified clothing choices fitting individuals’ needs
on every occasion and season. Customers would receive an instant clothing advice on a variety of
choices on the app interface after inputting their personal information and indicating their clothing
preferences through our huge database. There are also additional information showing the
clothing details and other pairing ups on one site. In the meantime, we also ensure constant clothing

supports from numerous partnered corporations to prevent a sudden collapse in supply chain.
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SHORT TERM
& LONG TERM

Since a vast majority of the NGOs and

branded companies have collected tones of
used clothing, and because of the excessive
amount, many of them are without further
processing. For the time being, customers do
not know the proper disposal way and keep
developing a wasting habit. This has created
a vicious cycle when the dumped clothing
did not undergo recycling or treatment
process and the number of waste keeps

skyrocketing.

Owing to the above problems, in the short
term, our business focuses on utilizing our
social network as a university start-up to
establish partnerships with branded stores

and second-hand clothing collection points.

With the use of our app, we have found a
way out for the “clothing hill” encountered by
the clothing recipients. Our platform
(second-hand area) provides them to revalue
the used clothing to a new meaning and
profit.

_

People might then feel
more comfortable when the

“dumped clothing” are

transferred to another host
in our sustainable clothing
disposal scheme.

Customers might continue to buy
new clothing on our platform and
recycle through our second-hand
partners to achieve the ultimate
sustainable goal.

In the long term, our business does
not only focus on the local market,

we would like to expand our Styling
database into a larger extent to more
stores domestically and in the
Southeast Asian market.

Except the item matching service, in
order to build up our influence in the
existing fashion industry, we would
add more extra functions and
features, ie. recycling tips corner,
event recommendation, and fashion
forum, to allow more interactions by
the users and increase the
dependence on using the app.
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How would stakeholder

relationship changes affect our

demand and costing

As a middleman and super connector between both markets, nearly all of the clothing
came from large corporations and publicly accepted NGOs. To avoid a supply collapse,
our business cooperates with numerous organizations and would form new
connections constantly to reduce the risk incurred. In addition, it is less possible for
large corporations to launch in-house program by themselves because gigantic costs,
i.e. time, equipment, loss of current customers, are involved before developing another
new platform. Because of the entry barrier of our business of combining different

brands, large corporations would be inclined to use our ready services.
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HOW WOULD FUTURE PRODUCT/ SERVICE
EVOLUTION CHANGE THE MARKET
LANDSCAPE

Amidst the COVID-19, online shopping has been growing
swiftly and most profitable firms have moved online.
According to research by UNCTAD (2020), the expenditure
on fashion and accessories have rose by 2 percent during
the pandemic. Our matching services on clothing and
accessories would be a profitable business in this tech-savvy
era. A case could also be shown is the closure of H&M and
Zara stores globally (BBC News, 2020). Customers are now
unable to shop physically, so is the fashion industry.

One of the issues that customers are
having is getting endless list of
clothing results, which they are not
sure about which to select.

Because of the new normal, our Style Lab app has cured
people’'s headache when a few sets of outfits are already
shown in accordance with their preferences and automated
information gathered.

Moreover, Artificial Intelligence and Augmented Reality
would soon dominate all aspects, particularly the fashion
paradise. Papagiannis (2020) has listed several businesses
have been adopting AR with “try-before-you-buy” on daily
necessities and luxury products, such as IKEA and Levi’'s.

Our business, in the long run, would include Al technology
(Hi! StyleLab), the big data collection (purchasing
histories), and 10T (real-time stock and demand
detection) into our app.

Augmented Reality would be used in later stage of the
development, which a “stimulated model” is generated
online replicating customer’'s body shape, height, and
features as to polish individual shopping experience.
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LIMITATION &

CHALLENGE

Our project has built styling quiz
prototype and validated the idea with
100+ customers but there are still
some limitations that stops us from
delivering a product that can be
launched in market.

Limited scope database

The current database includes almost
120 sets of clothing from 6 boutiques/
clothing-retail companies but that is
not robust enough to handle all
combinations that our clients
requested.

What's next?

We want to extend our database by:

1.Collaborating with more and more
fast-fashion companies from local
and overseas, so that our clients
have a wider variety of options

2.Accessories are little gadgets that
can bring extra flash to our client's

outfit. We will include suitable
accessories such as mask, earrings,
baseball caps in our future

recommendation.

Lack of Expertise in Fashion

Our team does not involve any
"Fashion expert". However, we still
manage to achieve a high approval
rate from the client of our test.
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Time Limitation

We don't have enough time to build on our project
but we have included our future business
development and comprehensive planning for

future 3-5 years in the future development and
sustainability section. }}}J C P pf‘ﬂt
ata-toggle

Styling recommendation is a
blue ocean in Hong Kong.
Being the first-mover does not
eliminate all obstacles for us
but it also poses numerous
challenges.

Expertise on data scientists

Data science is at the core of our business. We need
to update our prediction and classification model to
cater demand from existing and new clients. This
proves to be very challenging especially when we
scale to different markets all across south eastern
Asia as citizen from different countries would have
slight difference in their preference on clothes. To
maintain such classification algorithm, we need a
group of data scientists to strengthen the algo
continuously. Therefore, attracting and keeping
these talents will be crucial for us to differentiate
ourselves from up-and-coming competitors.

Competitions from existing fashion
brands

Existing fashion brands like H&M, GAP and Uniqlo
have their own online store showcasing their in-
house collection. (see attached pictures)
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ZARA online store

Both of them have showed photos of models wearing a set of
clothes. We don't want to replace these online stores because we
will serve our clients as a comparison platform. Compared to these
website listed above, we are hosting multiple local and overseas
fashion brands in our website for clients to choose. We will not
recommend a set of clothes made up from the same brand. We will
combine good elements from different brands and offer our clients
an all-in-one shopping experience. Selling is not our priority. Our
suggestion is all they need - Nothing more and nothing less. Helping
our clients to find what they need is how we differentiating those
online store of established fashion brands.




Appendix O1

Questionnaire on market research/

awareness of sustainable clothing
Collection period: Sep -Oct 2020

Part 1: Shopping habit 38—&% : &8

Rank the level of importance of the following factors (reasons) when you decide to buy a O
clothing item. ( 1: Least Important, 5: Most Important) ;5121 Z EEEXBHRER (REA)
NEEMETHER - (1: BRFAEE 5: REE)

i1 EN2 W3 EN4 EN5

Quality EE2 (A% Price {H1& Trendiness 7ATRME Brand name ShE{EE Brand ideology Gh#IE
Do you think you have overspent on fashion / shopped too much? {i & %24 B CER® AT How often do you shop? (refers to purchasing unnecessary items) i 2 2 HEH—R 7 (8=
TEXSEHWMMLS ? WEIED®R)

126 responses 126 responses

®VYes® @ Once a week —ERBE—X
@ No @ @ Two or three times a month —EH2-3%
® Once a month BE—IX
@ Once every 3 months E3fAE —R
@ Once a year —F—R
Where do you usually buy clothes? fijili £ RIS B ? How often do you spend on fashion? 82 A FEME—R 2

126 responses 126 responses

DOCH! MOt (9.9.10 #N0p,
Facabook pag

Big brands (fast fashion) A&
(tRIEEH i)

Second-hand shops  (e.g
Carousel) ZFHH..

48 (38.1%)

37 (20.4%) @ Once a waek —fBEHI—X
110 (87.3%) @ Two or three times a month —{8 B2-3/%
14(11.1%) ® Once amonth £A—R
;(‘:)[:‘:‘-‘) @ Once every 3 months §3{F—AR
) —F—
1(08%) @ Once a year —F—R

ME—-M=REE) 1(0.8%)
HOME)-1(08%)

0 25 50 75 100 125

F—E

1(0.8%)
1(0.8%)
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Questionnaire on market research/

awareness of sustainable clothing
Collection period: Sep -Oct 2020

Part 2: Recycling habit 5§ _%8% : EIIE ]

How many percent of your clothes have been abandoned/ of unsuitable size in your closet? lg

ROREFEES ZRORBEFHEE FEE?

126 responses

® 0-20%

® 20-40%

® 40-60%

@ 60-80%

@ 80% or more A L

27.8%

How many percent of your clothes have been recycled in your closet? B{iEAEFE/AS |D
FHRERE - BPLERBPNED ZEFEERR ?

126 responses

® 0-20%

@ 20-40%

® 40-60%

@ 60-80%

@ 80% or above LLE

@ | never recycle {8 EW

£N
>

with those unwanted clothes? &7 LA (EIW) - {REU{EIRIRIEL ZERAIRAR ?

126 responses

Give to friends #§Es2 AR

49 (38.9%)

16 (12.7%)
Give to relatives 882G 56 (44.4%)
22 (17.5%)

Donate to NGOs J3I#$3NGOs; 41 (32.5%)

Direct disposal B &R 78 (61.9%)
ETR-1(08%)
give to my domestic helperli-—1 (0.8%)
BAERIRE-1 (0.8%)
BEHEE-1(08%)
stays in my closetfi—1 (0.8%)
0 20 40 60 80

Do you find anything hindering you from recycling old clothes?75 2] /R PR H#/R @] L B <49 ?

126 responses

LIULNES G Wi Ul uaniayed 1x 53 (421%)
NERM 62 (49.2%)
Lack of trace SAMBRMZAE

Too expensive clothes, not willing
fod...

FAXRRCRA

35 (27.8%)

47 (37.3%)
9(7.1%)
42 (33.3%)

2(1.6%)

2 (1.6%)
2(1.6%)
KER-1(0.8%)
EEWIGRERAN 1 (0.8%)
nilll-—1 (0.8%)



Appendix O1

Questionnaire on market research/

awareness of sustainable clothing
Collection period: Sep -Oct 2020

Part 3: Awareness of fast fashion/ sustainable clothing S8 =387 : H1RRAFEE/IRIREFEEAVR

How much do you know about sustainability campaigns? (e.g. H&M recycle your old clothes
for a discount to buy something new, money donation){R¥ aJ #EMFEN B Z L THE ? (4]
a0 > H&MBAHTHIERIRE AR ; #85%)

126 responses

@ Have extensive understanding 5 249
TR

@ Some —fR TR

@ Have heard about it, but not much B
B ERFATR

@ None, but want to know more T2;8%8
i8R BETRES

@ None, and no interest on it =288 5
B MARH R

How often do you support sustainability campaigns offered by brands? {Rif % Z X Z 15K |_|:|
MR R RIED 7

126 responses
@ Never it R
@® Once a year —F—/X
@ Once every 3 months =fEH—X
@ Once a month —EA—X
A @ Less than once a month 2 5—EB—R
74.6%

Hypothetically, if there is a new line in any brand promoting sustainable clothing, how much O
will you expect to spend to support sustainable clothing per month? (e.g. currently H&M has

a sustainable clothing line called “Conscious”.) HIRSH MmAEIT R FRARIE TR - (RFEETS
AREEZVBRZIGAIFEARE ?  (BIIRBHF » HAMAFFERE RS Conscious)

126 responses

@ Not wilingFE&IZE

@ HKDO-HKD500 3##0-500

@ HKD501-HKD1000 &#501-1000
@ HKD1001-HKD1500 #451001-1500
@ HKD1501-HKD2000 ;#451501-2000
@ HKD2001 or above }E#20018 4 +




Appendix O1

Questionnaire on market research/

awareness of sustainable clothing
Collection period: Sep -Oct 2020

How much more are you willing to spend to have your own signature/ personalized clothes? @

R ZESDBEMEESITENEMELRR 2

126 responses

@ Not wilingF&EEE

@ HKDO-HKD500 j82%0-500

©® HKD501-HKD1000 3&4501-1000

@ HKD1001-HKD1500 31001-1500
‘ @ HKD1501-HKD2000 3#1501-2000

@ HKD2001 or above ##200184 4 £

If you have personalized clothes, How many times will you wear it compared to fast fashion @
clothes on average? 1 IRIRAFEEFINRARIALL - MRIFHBE SETENREMERER » MR
BHEZDR?

126 responses

® Ssame BRUAEF—H%
18.3% ® 1-5 times more EEAF £1-5%

® 5-10 times EEIAFB5-10%
@ 10-15 times EELAEZ10-15%
) @ 15-20 times EELATE215-20/R

® 20+ times tEAEZ 2008+

Currently, there are tailor-made services incorporated in the sustainable clothing industry. If lg
you are willing to purchase them, what are the major reasons that encourage you to buy the

above products/services? IR TE B # HE BT ERRFENRT - MBEHE - REEHMT

PR RS EEE S/ ARTS 2

126 responses

Novel %8
Environmentally friendly IR{RI2&

69 (54.8%)
68 (54%)
22 (17.5%)

24 (19%)

20 (15.9%)

Social trends #+E#8%%
No interest ;8% Bl

el 1(0.8%)
EECHEN1(0.8%)
BEECSEER-1 (0.8%)
Design and cuttingJli-—1 (0.8%)
Price fI—1 (0.8%)

Quality of clothes i1 (0.8%)



Appendix O1

Questionnaire on market research/

awareness of sustainable clothing
Collection period: Sep -Oct 2020

Part 4: Pricing models SEPUEt % - BRFRSFHX

Rank the recycle model that you like the most FE AU FTRIBRZSERNHEF (1: &#ZHK » 4 1 &AF
-25))

1 EE2 N3 .4

40

0
Donate clothes in return for a service coupon (e.... Exchange clothes for money LA#Z155%
Donate clothes in return of Membership. The membership g... Just Donation {1588

Part 5: Operating methods SR 2% : EiES

Rank the following channels where you gather information before you purchase any clothing.
(1: Least Frequent, 5: Most Frequent)7ERES B XR 2 Al » (REFEBHEZEEEREER?
(1: |AMERA > 6 - RE(ER)

o MH1 EN2 W3 EN4 EES5 WNG

Instagram Blog 883% Youtube Magazine &3 Facebook B % Friends A&

Rank the following operating methods / topics. (1: Least Interested, 5: Most Interested)¥ AT
EEEX/ERETHSR - (1 RAEER 5 REER)

1T EN2 W3 ENs EES

@

o™



Appendix 01

Questionnaire on market research/
awareness of sustainable clothing

Pick the recycle/ reduce disposal Method(s) that interest you: /R ¥ LA T~ 5 () & o] LK/ 2 BE )
#7355 R R ?

123 responses

Online recycling information (e.g.
recy...

Door-to-door recycling E5¥185[E]
WZEt

Clothing re-styling workshops/
competit...

Second-hand exchange
platforms, one-tim...

Restating the value of old-
fashioned cl...

Encourage donation through all-
in-one a...

80 (65%)
56 (45.5%)

37 (30.1%)

51 (41.5%)

35 (28.5%)

61 (49.6%)

Pick Concepts / Topics that Interest you #/R ¥ AT BPLE#E S/ 3 78 5L E 2

126 responses

Vintage clothing 5#& —54 (42.9%)

Decluttering Bfi}&&# 81 (64.3%)

KOL Styling Tips BABIZ D= 47 (37.3%)

Communities to share ™ R##2

0,
P 49 (38.9%)

0 20 40 60 80 100



Appendix O1

Questionnaire on market research/

awareness of sustainable clothing
Collection period: Sep -Oct 2020

Part é: Basic information B85 : EARER

What is your gender? 5 {REVERIE?
126 responses

©® Malo Bt
@ Femaleft

Which age group do you belong to? iERI/RE RS AT WMEF 82PEER?

126 responses

@ Below 18 18 BILA T

® 18-2518-25%

© 26-40 26-408%

@ 41-59 41-591%

@ 60 or above 60BEEIA L

Which of the following can best describe your highest level of education attained? LA FEl—
TREESRS I BIR BRI S2E?

126 responses

@ High school or below & ReiLL F

@ University or other higher education &
BEXE

@ Master or above S F AN L

Which category best represents the total monthly discretionary income of your household?
(the amount of money that households have available for spending and saving after income

taxes) fROKE A STRCMAMAREBEZ L - HI0EH > SES)EISLATH—@EEE?

126 responses
@ Bolow HKD10,000 5% 10,000 T
@ HKD 10,000 — HKD14,999 ;&% 10,000
FHE% 1499
@ HKD 15,000 - HKD19,999 ;&% 15,000
ZiE% 19,999
@ HKD 20,000 - HKD 24,999 /## 20,000

Z7E% 24,999
@ Above HKD 26,000 7% 25000 A F




Appendix 02
Styling Quiz

Collection period: Nov 2020

YOUR BODY SHAPE

Styling Quiz

Through this style quiz, we want to know more on your preference in fashion so that we can
help you to pick clothes that you really need but not just something that you impulsively
want. By doing so, we want to reduce impulsive consumption in the long run. We will
suggest you a couple of clothing suggestion via email/whatsapp. You can think twice and
take reference on it when you go shopping next time.

What is your body shape? {R#) SEEIZAR? *

EREEREEAR, RMEMEESMRMOEEEF, NEXRMIAURIRERITEERRE,
MAZGHDEEN), ERRRE, EMEEEGMY. ZMIGEATFBH/ WhatsAppd)
BRE—ZREBER. BTRTUNELE-—TiERE =SmieEn .

*5 IR

WEDAL

hourglass triangle round diamond athletic
FGEOE 4 hiubile

O

Bottom hourglass & & 1z

@)

Inverted triangle = M7

) Round Hf%

Diamond G2

) Athletic &z
(Part A) Basic Information ZEZA&§}

Al. How can we call you? #{aJfBIF{R? *

O O

A3. What is your size? fREIR 2?2 *

- Not
BESE Xs s M L XL Applicable T
bl )
Top % O O O O O O
A2. Are you looking for a specific piece of clothing item or a set? {R483 Dress 1 O (| O O () O
BEKRR? *
Bottom F D D D D D D

5
O A specific piece —§

O Aset —2E

A4. What is your budget? fRAOFAE2? *

BaER

A5. What is your gender? {RE9M Bl 2?2

O Female %
() Male 8



Appendix 02
Styling Quiz

Collection period: Nov 2020

(Part B) What kind of green consumer are you? {& 2 — iR &4 W &7

B4. How much do you know about sustainability campaigns? (e.g. H&M recycle
. ) your old clothes for a discount to buy something new, money donation) &% 2] &
fostfashion” s green consumption REEDHSOTHE? (I, HIAMBUFINERKEXRE; B *

In recent years, fast fashion becomes a popular trend and retails desire low costs, production speed, and

flexibility in design. Our aim is to promote the idea of “buying smart and green’, meaning that our platform .

not only facilitates the buy and sale of second-hand clothing but also includes information corner to (O) Have extensive understanding #1BEZ60 T #
educate the public on sustainable green consumer habits, i.e. good shopping and recycling habits

Other than the personal clothing style, we would like test takers to reflect on the personal consumption O Some —fRT

style through this quiz as well, in order to und: your own ion pattern and what more can

be done as a green consumer. (O Have heard about it, but not much Bill, B3R\ 7 #

We would give out advice on your particular type of consumption pattern together with the result of this

style quiz. (O) None, but want to know more =22 HEB, EETRES

BER, REWRNESWS | HREREAE, &, SunmRRt. ROHENRIBEB smart and green®
MR B8N L FANREREMNYR, (MM RIRRMENTFIR ¥ 50NN RR

EME TR ARRER, ROEICRERASCHHRER TRIFAHRETUANEREROEE, X
PENBRRNRANE BS. How often do you support sustainability campaigns offered by brands? &

REMER, AIVSREE FEERE LRREMN N RETRE WEAZFRBRMEROTIFABEFN?

O Never A

B1. How many percent of your clothes have been abandoned in your closet?f#Y
KREPAED ZBOKRBERREE? ~

() 020%
(O 20-50%

() 50-80%

() once ayear —F—X&
(O) Once every 3 months =f8A—X

() Less than once in 3 months PR =AA—R

BE F—@

() 80% or more

B2. How many percent of your clothes have been recycled in your closet? fR97K
HPAESZBNRBEEELER?

() o20%
() 20-50%
() s0-80%

() 80% or more

B3. Apart from the above 2 ways, is there any way that you have done with those
unwanted clothes? R 7 L AMEA I, CEHUCJRKRBELSHRONRE? ~

[) civeitto friends 43R

D Trade it in second hand market place &~ F A= &
(] civeittorelatives MM sS 6

D Make other product from using unwanted clothes B3SH %8
[[] Donate it to NGOs #B82ENGOs

O

Hith:



Appendix 02
Styling Quiz

Collection period: Nov 2020

(Part C) Style preference FREE{R4T C3. Any patterns do you like? fR = BXHZERERENTE/ 1£80?  (can choose more

than 1 option 7] i# % —1H) *

C1. On what occasion do you want to wear this set of clothes? R E{+EEBEHY
xEg? *

() Work L3

Hangout with friends %]

as

‘J"._q
<M s S

O
O Dates $&
O

Lounge wear k[
D Floral 1€
() Work out ;E#
1Ll
C2. What kind(s) of style are you looking for? fREE!{+EE#E? (Maximum 3
options & %3#318) *
==
[ Plaid &+
————
f——
————
(] Basic &#& (O] vintage 5@ e ———————

O

&

! ] Polka %% Stripes )&
O sfe:
™ —— \
I - C4. What colours would you wear? (RS ERIBRE?  (can choose more than 1

option FIBSH—TH) *

[ seiges
[ sack®
[ enes
D 1 like all patterns ! ) sy %
7] Greens 4
O Ny RE
[0 onmges
] Pinks #is1

E] In trend IR RS D Japanese Style H 3

‘_s
L i

) Korean style &/ [ Hiking" F54 0] oowrtu s

O 1wvcidno colours REBHRENE

[ Puples %
[ resssr

[ eownige

Q C5. Is there anything you would want to see? 2 {TIRRBMNTEE: (can
choose more than 1option A% Z 1 —IE) *

' ) Tops £

|
\
‘ [O) oresses/ skirts #&

D Trousers/ shorts/ jeans #

[[] street Style #57AR [J Minimalist &%) () Shose/ sacka & tighes WARF

O =nte:

D Jackets & Coats M8

D I want to see all items B %



Appendix 02
Styling Quiz

Collection period: Nov 2020

(Part D)Clothing Theme7X i ¥ &8

BHNTEDR, RERGEROXTARNREOAHIRISENTE, RMNERRBRGOFRETON,
AffREERNRE,

D1. What kind of theme are you looking for? fRA8 22 {& ¥ RErO R ARNS? ~

~ I
() Party costume jR¥1%2

() sports E&)

-/

() seasonal change &%

(
W

() No preference 4HER

Seasonal change 8%

:\i e

Like Bk Dislike FE#R ngi‘::’i:a:;;% m
1 C Q
2 O O
3 O O
4 :O CI

4

Not applicable to my

Like Hiix Dislike A E#R gender i
5 O ) O
6 O O O
7 r:) B Ci

Like or dislike? /7 8 #RiSLEA0IE05?

Dislike 73 #:

‘\ M
) |
10

Not applicable to my
gender 7EM

N
)

-
(v



Appendix 02
Styling Quiz

Collection period: Nov 2020

(Part E)Sustainable clothing R A% E6. Would you accept defective but unused clothing items? i & 1§28 IEER

®ERMKRYIE? *
E1. Do you mind using sustainable clothing? R E{EAERRRLENE? *

O Yes®
() Yesia O NoF®
() No R’

(Part E)Sustainable clothing I{R &&= (cont.)
(Part F)Personal particulars {8 A &

E2. Tick if you mind using the sustainable clothing listed below. §§i% R T B EH

Personal information is collected solely for the style quiz result analysis.

HRRIRER, *
[] Tops t&
Do you want to receive your style quiz result? *
D Dresses/ Skirts 18
[T] Jeans/ Trousers/ Shorts T 5 (O Yes
() Socks/ Tights #F/ ki O No
] shoes i

[7] Accessories Bt
If you have any comments regarding our questionnaire, please raise them in the

] Jackets/ Coats 4h3 box below. Thank you! {4 #4008 RaUI2M, AEU TIHE. S

D | don't mind any sustainable clothing AT EECIR R KR
BRER

E3. How much discount are you looking for? *
Phone number 551§ (for Whatsapp)

O 1030%
BRER
(O 31-50%
O s1-70%
() 71-90%
O Other contact method(s) EAthE S5 %
EHER
E4. I'm willing to buy sustainable clothing in.. B ... B RXAR *
] mint condition BF28 2 EHEARIERIEFRE,

good condition R4F

o
] fairly new AK R$F
d

sign of reasonable use 7 IE % (A& W

E5. Would you like sustainable clothing from the following categories? {84 B
IAT BRI R ERIF? ~

Luxury 547 A%

Department Stores (e.g. M&S) &S]

Fast fashion (e.g. Zara, H&M) {23251

Mid-price specialty (e.g. Gap) R ZF{H i FESH

Taobao AW

Online store / 1G shop 8 15/ IGRS /5

Others Ht2

coouooboouo

No preference j8 5 {&1F



Appendix 03

Feedback to our styling quiz respondents

ELMRTEMRBEFINEE » ERERIR{%—8 & ECO CONSIDERER &%
tEKantar Worldpanel#)—IRFAFE » #%65,000 AAE# 23% W IRE
BA

IRATREBRERAMN T RIRRGREBSAEZLH ARREAREM
SHMB0, MENFREA ARG BBRIEEEE - FTAES—(EEco
Considerer, EZEH SR EERREH), FINHT &EERIRFFLRIE
#H, BEETEEHEDE BERAILIGRIMRETERAREF
il

F—AHHE, ERFRREE REFEMEREF. SHRREEED
BRI, SHRERESRIRTA!

FTRA, B2 B IRER—E2:

U RIBEE:

4B%E: 029

BB: tRERR
WARHE: K&k

@ 2 EEHEPI AR BN EERIE? : 3% R SRRIRRLY M40K5/ BRI
RIS BREBRRE

AEMHHDUB =R MET, BEFEMmEESECRZ!

BREBFEEMABERBRERTERHRA, IUEFARENRE
—FRE-MARRLE—SN! i

SAMPLE 1

RREHRTRFZ MRS, SRERIRE—
1% &% ECO DISMISSER #%

fR#¥Kantar Worldpanel f(5—I88f5%, HE
65,000 A NEE37% B IRBEA

{REF N EHRREF IR B T AR ME R E B IE
R THER! AERBREASAWLD,
ZDERHEXIRCEIWES), MAEHENE
BRAHERIBRIEEEZ, TRA T2
BRIBRIES), FINBhT S BIRRE R
A, REETREDHEIHEF! HLEIRATL
T BB TEE M EE—E 1!

H—HE, BHERERAE, SERRYE
BEF. SXFHRREFMDHEZARE, 2
HEEALVSREETS! 20:51 v

SAMPLE 2

TEXT MESSAGE:

B HRTEREMNME » & RBTIRE—E0XX0

1R KANTAR WORLDPANELBY —XHEFZE » HE65,000 A A
B X% R IRERA

OECO ACTIVED 16%

MRMEBEMBERCKEE. FTEERKABRLSEZERE
RENY. REBTRRAMCKEHHETREEREL A,
ARME—EFIHAERBRFREA. FF2HEE KD
mAR! MBRATESIBREARFRALMIBIAETA
HEREELYE. FIU{FAH—{EECO ACTIVE, BEME2RE
ERGFED. SINBMTAMBRABERIMAE. BHREF
ME FERTUARBRMETHBREFT B 2!

OECO BELIEVERD 24%

MEEBEXREMNER. TAERAEZERERMANY
MBARRUEEOREHRE—ETR, JRIREFE—BEER
BRREA AF2EECEMRR! (R R BT AE S BN
EFRAMEIBIBETAHERRREEE. FIUER—E
ECO BELIEVER, B LEREMBLRTERAED. N
BMTAMBERFRRMA, EANFHBEING! BEM
RIS R M BEIT By B AR 4 E — ER 3 !!!

OECO CONSIDERERDO 23%
RAEBEEZRAMTRREFKEVEFAELE AR
AEARESESEHS) RAENEREERRHEEXE
BE2 o PR {E#A—{EECO CONSIDERER, EZBELRE
ERAEY. fINRMTFEARRFHEXRA,. RAETR
RERPT! REMAATUS RGBT EH B EF— 85!
OECO DISMISSERD 37%
MECUHBRRERAATSMRECIKESERETRB ! 2
HRABMEASERLL, ZIEBFBRBEIMCED >
ENARAAAMMEERMEEY » TAMUATSNEE
BRED, fIURMTFARRABERHRE. REETRRE
THRBE RERTURRMETHRERLEE—BH 2!

(ALL RESULT TEXT)
S—HE. BHIRFEAE RBEABNEREF. 22K
BRARCXEDEZERRK, THABRALSRETS

BR: RREF & (XXX % 3 / 23F)

HElE: —FREE/ REARBNTREREEH 0
B AIRIE? - I MRBREE/ QKR BRGHE
| 8 RE MRt

%

| bR

BEI® HES
=
*
X
8|
EE
3
|
e
5
Bl
ot
b3
N
o
e



Appendix 04

Emails for our users

Do you think this system can recommend suitable clothes for you? {R&2 & 1th & 42 7] LA B (R EC
HES KRS ?

® Yes
® No

If this system is launched on the market, will you use it?1 Rt AHERX L HE L - RBER
0% ?

® Yes
® No

If you were to review the system what score would you give it out of 5? {RE ALt RFAL TS

D ? (WD57)

@1
[ ]
o3
04
®5




Appendix 05

Emails for collaboration

Email to H&M:

Business proposal - Call for collaboration s
Fashion FYP <sustainableclothing.fashionwys@gmail.com> @ Fri, 27 Nov, 11:06 (11 days ago) Yy 4=

to customerservice.hk.en

Dear Sir/Madam,

On behalf of the Wu Yee Sun College Final Year Project Team, we are currently doing a start-up project in the fashion industry. We would like to introduce you a brand-new idea,
“Customized Fashion Choice Algorithm for Sustainable Clothing™ and invite you to be one of the partners of our business.

Personal Style Quiz is the main targeted online product of our business. Our mission aims to deliver “Buy smart and green” message to the general public through the secondhand and
firsthand online clothing market. Our deliverable is promoted through an online platform cooperating with different local and international brands. The target customer ranges between
18 and 30 years old. Our product is designed for customers who seek customized fashion tips or choices. In our style quiz, we would ask a few personal and detailed questions in order
to construct a personalized profile for each customer. Users would then receive a list of recommendations from both secondhand and firsthand boutiques or stores based on their needs
and results from the previous session. Meanwhile, customers might click and search for the sustainable information we provide for each item. Customers might receive a few styling
advice as well, at the same time, purchase our suggested outfits with our partnered stores. The whole process would be fully conducted by Al technology in the long term.

As H&M is a global fast fashion leader, we would like to invite you to join our partnership in offering firsthand clothing. This would match your core values and beliefs of
“Entrepreneurial spirit” and “Constant improvement”. We would be appreciated if there is any comment given. Attached is a brief presentation of our business model.

Don’t hesitate to contact us via sustainableclothing fashionwys@gmail.com.
We are looking forward to your reply.

Thank you.

Yours faithfully,

Wu Yee Sun College Final Year Project Team
The Chinese University of Hong Kong

Email to mydress:

Business proposal - Call for collaboration 5 2
Fashion FYP <sustainableclothing.fashionwys@gmail.com> @ Fri,27 Nov, 11:09 (11 days ago) Yy 4

topr «

Dear Sir/Madam,

On behalf of the Wu Yee Sun College Final Year Project Team, we are currently doing a start-up project in the fashion industry. We would like to introduce you a brand-new idea,
“Customized Fashion Choice Algorithm for Sustainable Clothing™ and invite you to be one of the partners of our business.

Personal Style Quiz is the main targeted online product of our business. Our mission aims to deliver “Buy smart and green” message to the general public through the secondhand and
firsthand online clothing market. Our deliverable is promoted through an online platform cooperating with different local and international brands. The target customer ranges between
18 and 30 years old. Our product is designed for customers who seek customized fashion tips or choices. In our style quiz, we would ask a few personal and detailed questions in order
to construct a personalized profile for each customer. Users would then receive a list of recommendations from both secondhand and firsthand boutiques or stores based on their needs
and results from the previous session. Meanwhile, customers might click and search for the sustainable information we provide for each item. Customers might receive a few styling
advice as well, at the same time, purchase our suggested outfits with our partnered stores. The whole process would be fully conducted by Al technology in the long term.

We would like to invite you to join our partnership in offering firsthand clothing. This would match your core values and beliefs as a local online boutique, as well as gaining reputation
through our network. We would be appreciated if there is any comment given. Attached is a brief presentation of our business model.

Don’t hesitate to contact us via sustainableclothing.fashionwys@gmail.com.
We are looking forward to your reply.

Thank you.

Yours faithfully,

Wu Yee Sun College Final Year Project Team
The Chinese University of Hong Kong



Appendix 05

Email to The Salvation Army:

Business proposal - Call for collaboration 5 O
Fashion FYP inableclothing.fashionwys@gmail.com> @ Fri, 27 Nov, 11:01 (11 days ago) Yy

to ssdenq ~

Dear Sir/Madam,

On behalf of the Wu Yee Sun College Final Year Project Team, we are currently doing a start-up project in the fashion industry. We would like to introduce you a brand-new idea,
“Customized Fashion Choice Algorithm for Sustainable Clothing™ and invite you to be one of the partners of our business.

Personal Style Quiz is the main targeted online product of our business. Our mission aims to deliver “Buy smart and green” message to the general public through the secondhand and
firsthand online clothing market. Our deliverable is promoted through an online platform cooperating with different local and international brands. The target customer ranges between
18 and 30 years old. Our product is designed for customers who seek customized fashion tips or choices. In our style quiz, we would ask a few personal and detailed questions in order
to construct a personalized profile for each customer. Users would then receive a list of recommendations from both secondhand and firsthand boutiques or stores based on their needs
and results from the previous session. Meanwhile, customers might click and search for the sustainable information we provide for each item. Customers might receive a few styling
advice as well, at the same time, purchase our suggested outfits with our partnered stores. The whole process would be fully conducted by AI technology in the long term.

As The Salvation Army is an international Christian church and charity and has been serving Hong Kong for nearly a century, especially actively organizing clothing donation scheme,
we would like to invite you to join our partnership in offering secondhand clothing. This would either match your core values and beliefs or get additional financial funding for different
social services. We would be appreciated if there is any comment given. Attached is a brief pr ion of our busi model.

Don’t hesitate to contact us via sustainableclothing fashionwys@gmail.com.
We are looking forward to your reply.

Thank you.

Yours faithfully,

Wu Yee Sun College Final Year Project Team
The Chinese University of Hong Kong
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Email to Professor Chan:

WYS Business proposal - Call for support Inbox x C 8 B
Fashion FYP i I.com> @ Frl, 27 Nov, 11:16 (12 days ago) Yy 4=

to anthonytcchan ~

Dear Prof. Chan,

On behalf of the Wu Yee Sun College Final Year Project Team, we are currently doing a start-up project in the fashion industry. We would like to introduce you a brand-new idea, “Customized Fashion Choice
Algorithm for Sustainable Clothing™ and invite you to give a few comments and supports to our future business.

Personal Style Quiz is the main targeted online product of our business. Our mission aims to deliver “Buy smart and green” message to the general public through the dhand and firsthand online clothing market.

Our deliverable is p d th h an online platform cooperating with different local and international brands. The target customer ranges between 18 and 30 years old. Our product is designed for customers who
seek customized fashion tips or chonces In our style quiz, we would ask a few p I and detailed ions in order to construct a personalized profile for each customer. Users would then receive a list of
dations from both dhand and firsthand boutiques or stores based on their needs and mﬂls from the previous session. Meanwhile, customers might click and search for the sustainable information we

provide for each item. Customers might receive a few styling advice as well, at the same time, purchase our suggested outfits with our partnered stores. The whole process would be fully conducted by ATl technology
in the long term.

As the “Go Greeners” in Wu Yee Sun College, we would like to promote a smart and green consumerism message, not only to the college students, but also to the whole y to achieve “Scholarship and
Perseverance”, the college motto. Since we would like to launch our idea in the near future, it would be greatly appreciated if there is any comment or feedback given or a few supporting lines from you. Amohed isa
brief presentation of our business model.

Don’t hesitate to contact us via sustainableclothing fashionwys(@gmail.com if you would like to know more in detail.

We are looking forward to your reply.
Thank you.

Yours sincerely,
Wu Yee Sun College Final Year Project Team
The Chinese University of Hong Kong

Positive replies:

Anthony Chan <anthony@clo.cubk.edu hi> Fri, 27 Nov, 11:46 (12 deys ago) Y¢ 4
to me, anthenytcchan@cuhk.eduhk ~

well done!
"Buy Smart and Sustainable” may sharpen your mission /motto?
warm regards

Prof Chan

Fashion FYP i ing.fashionwys@gmail. com> Fri, 27 Nov, 1548 (12 daysago) Yy
to Anthony ~

Dear Prof. Chan,

Thank you for your sincere reply.

"Buy smart and be sustainablke" would be our mission and ultimate goal.

Do you think our scheme may contribute fo a greener earth and generate positive impacts by reducing waste ot source”
Looking forward to hearing from you

Yours sincerely,

Wu Yee Sun College Final Year Project Team
The Chinese University of Hong Kong

Anthony Chan Fri, 27 Nov, 15:59 (12 days ago) Yy &
= tome -

Indeed!!



Appendix 06: Projected 5-year Financial Plan

Income Statement

Year
| Factors Costs o*moo% sold Pcs Growth Cost-per-purchase 2021 2022 2023 2024 2025
Revenue
*Customers' subscription plan Sustainable plan 25 10000 11 250,000 275,000 302,500 332,750 366,025
Mixed plan 35 20000 1.2 700,000 840,000 1,008,000 1,209,600 1,451,520
Premium plan 50 10000 11 500,000 550,000 605,000 665,500 732,050
(1) Partners' fee First-hand market 200 12000 1.2 0.1 240,000 288,000 345,600 414,720 497,664
Second-hand market 80 9600 1.1 0.06 46,080 50,688 55,757 61,332 67,466
(2) Partners' fee First-hand market 200 32000 1.2 0.1 640,000 768,000 921,600 1,105,920 1,327,104
Second-hand market 80 8000 11 0.06 38,400 42,240 46,464 51,110 56,221
(3) Premium partner Annual fee 3000 10 1.2 30,000 36,000 43,200 51,840 62,208
Advertisements Monthly fee 3000 20 180,000 180,000 720,000 720,000 720,000
Total Income 2,624,480 3,029,928 4,048,121 4,612,773 5,280,258
Expense
Product cost - - - - -
Depreciation & Amortization 6,000 6,000 6,000 6,000 6,000
Operating cost Online system (Style Quiz) 250,000 - - - -
Research and Development 100,000 100,000 50,000 60,000 72,000
Inventory 200,000 10,000 10,000 10,000 10,000
Supply chain - - - - -
Marketing 50,000 50,000 10,000 10,000 10,000
Rental 300,000 300,000 300,000 300,000 300,000
Staff 1,800,000 1,800,000 1,800,000 1,800,000 1,800,000
Overhead 15,000 15,000 15,000 15,000 15,000
Professional costs 50,000 30,000 30,000 30,000 30,000
Miscellaneous 10,000 10,000 10,000 10,000 10,000
One-off cost Business Registration 3,950 - 3,950 -
Waived subscription cost Sustainable plan 25 3000 11 75,000 82,500 90,750 99,825 109,808
Mixed plan 35 6000 1.2 210,000 252,000 302,400 362,880 435,456
Premium plan 50 3000 11 150,000 165,000 181,500 199,650 660,000
Total Expenses 3,219,950 2,820,500 2,805,650 2,907,305 3,458,264
Tax 0.0825 0.0825 0.0825 0.0825 0.0825
Gross Margin (Before Tax) (595,470) 209,428 1,242,471 1,705,468 1,821,995
After-tax profit (811,990) (40,541) 908,501 1,324,914 1,386,373

Expect a 10% increase in the no. of subscribers of each year, except mixed plan with 20% rise
Fee-waiving offer: for subscribers who have purchased at least 10 pcs of clothings in every market of every 6 months
*Customers who did not purchase at least 10 pcs of clothings of half an year have to pay subscription fee

(1) Normal purchase by fee-paying subscribers
(2) Fee-waivers' purchase
(3) Customers' on tracking data

Sustainable plan
Mixed plan
Premium plan

Only Second-hand market
Both First-hand and Second-hand market
Limited collections offered
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We would Ilike to
invite you to share
the joy of styling with
the love of the earth.

Thank you.





