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Today, strategies to improve sustainability in the fashion industry is a timely topic for
businesses globally. However, each year, luxury fashion brands still destroy billions worth of
unsold merchandise producing harmful toxins, and human and material waste. Customers
sometimes purchase counterfeit brands in place of luxury products, which not only has legal
implications, but these products as well as luxury goods are often made with materials harmful to
the environment. In addition, counterfeit goods are not constructed well prompting continual
disposal. This creative project was focused on figuring out a better business model to improve
sustainability of luxury fashion while protecting the luxury brand image. Specifically, the
purpose of this creative project was to develop a plan for an e-commerce business that would
focus on providing: 1) an alternative to counterfeit luxury goods by offering reasonably priced
luxury handbags, and 2) services to extend the life of luxury handbags.
To develop this plan, research was completed on consumer online shopping motivations,
behaviors and pain points. In addition, in-depth interviews were conducted with related industry
expert. The interviews were focused on sustainability strategies in luxury fashion, legal issues
and current secondhand luxury handbag market situation.
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The business plan was the outcome of the research obtained for this creative project. The
mission of this business was making luxury sustainable. The business plan developed for this
creative project resulted in a template for other fashion e-commerce start-up companies. In
addition, the process from each chapter could serve as a guide to develop other businesses.
The limitation of this business plan was that it has not been implemented yet. Additional
documenting of the execution of this business plan could be made to guide adjustments. Finally,
implementing the business plan enables more testing with customer on the e-commerce shopping
experience of luxury handbags brands.
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CHAPTER 1

INTRODUCTION
Although an increasing number of luxury businesses have adopted sustainable practices
in their supply chains (sourcing, manufacturing, logistic, distribution, servicing, waste and
recycling), fashion waste is still one of the biggest problems in the luxury fashion industry (Yang,
Han & Lee, 2017). Burberry has been facing public outrage for burning $37 million worth of
excess product. This overproduction remains one of fashion’s costliest and most environmentally
damaging secrets (Conti, 2019). A report from Campos Franco, Hussain and McColl (2019)
indicated some luxury brands/companies have not actively conducted sustainable practices to
produce items, which is likely adding to the cost and risk of holding onto merchandise. In an
effort to clear inventory without marking down the price, other brands, including H&M, Nike
and Louis Vuitton, have destroyed excess merchandise (Cernansky, 2020). The problem is
compounded by deadstock, a term used to describe merchandise that is never sold to consumers,
as well as, rampant returns, and the amount of fabric left in factories after a production or style
cancellation (Cernansky).
The fashion industry, responsible for 10% of the world’s carbon emissions, is facing
broader pressure to reduce its environmental impact, and brands are recognizing the need to find
more sustainable solutions for unsold items (Cernansky, 2020). At the same time, customers’
shopping behaviors have been changing (Yang, Han & Lee, 2017). In the United States,

customer awareness of sustainability issues related to fashion has been reported to be increasing.
Sustainability is a contributing issue to environmental and social issues as well as human safety
and security. Therefore, creating a sustainability strategy contributes to improving a luxury
fashion brand’s image (Yang, Han & Lee, 2017).
In order to develop a comprehensive business plan focused on e-commerce in the secondhand luxury handbags market in United States, it was important to understand the factors that
affect sustainability in the fashion industry and customers’ purchasing intentions of luxury
products. In addition, it was essential to have a thorough understanding of current fashion
technology used in e-commerce globally, as this would not only promote the development of
rational consumption, but also would provide suggestions to best develop e-commerce platforms
focused on the United States luxury trading market. Thus, interviewing experts in United States
luxury fashion industry on strategies to increase profit and surveying customers who purchase
luxury items on their shopping experiences could optimize the proposed business model

Problem
Although increasing numbers of luxury businesses have adopted sustainable practices in
their supply chains (sourcing, manufacturing, logistic, distribution, servicing, waste and
recycling), fashion waste is still a significant problem in the luxury fashion industry (Yang, Han
& Lee, 2017). The fashion industry, responsible for 10% of the world’s carbon emissions, is
facing broader pressure to reduce its environmental impact, and brands are recognizing the need
to find more sustainable solutions for unsold items (Cernansky, 2020). Therefore, in order for a
company to succeed, it is important to identify the factors that affect sustainability in fashion and
customers’ purchasing intentions of luxury products, and to have a thorough understanding of the
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current fashion technology used in e-commerce globally (Bettaney, Hardwick, Zisimopoulos, &
Chamberlain, 2019).

Purpose
The purpose of this creative project was to create a business plan for already used luxury
handbags that focuses on improving sustainability of luxury fashion while protecting the luxury
brand image. Specifically, a business plan was developed that focused on providing: 1) an
alternative to counterfeit luxury goods by offering reasonably priced luxury handbags, and 2)
services to extend the life of luxury handbags.
In order to achieve this purpose, interviews with experts in related fashion industries and
customer research were conducted. The expert interviews focused on related to legal issues,
supply chain management, and sourcing implications of the proposed business. The customer
research clarified the demographics of business target customer and assessed motivations to
purchase luxury firsthand and secondhand fashion goods, shopping behaviors, and pain points
while shopping for luxury fashion goods online.

Rationale
Currently, strategies to improve sustainability in the fashion industry is a timely topic for
businesses globally. However, each year, luxury fashion brands still destroy billions worth of
their own unsold merchandise producing harmful toxins, and human and material waste. On the
consumer level of the supply chain, consumers buy counterfeit handbags to meet their desire for
luxury. However, these bags are often made with materials harmful to the environment and are
not constructed well prompting continual disposal. This creative project was focused on
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providing a solution to improve sustainability of luxury fashion while protecting the luxury
brand image.

Assumptions
The researcher made the following assumptions in the implementation of the interviews
and distribution of the consumer survey:
1.

The participants were able to read and understand English.

2.

The participants were truthful and accurate in their answers.

3.

The questions included in the survey allowed the researcher to accurately gather
the information needed to understand the online shopping behaviors and online
user experience.

4.

The questions included in the expert interviews allowed the researcher to
accurately gather the information needed to understand the luxury fashion market
in USA.

Definitions
For the purpose of this study, the following definitions will be used:
1. Customer behavior: the decisions that people make to buy or not to buy a product, and what
influences their decisions (Tian, 2019).
2. Distribution channel: one of the methods used for selling a company’s products or services,
for example, selling them through a distributor or a retail (Sheikh & Guigoures, 2019).
3. E-commerce: the business of buying and selling goods and services on the internet (Rojahn,
2017).
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4. Luxury good: goods archaeologically associated primarily, but not exclusively, with highstatus individuals (Stanforth, 2018).
5. Pain point: a specific problem that prospective customers of a business are experiencing
(Shewan, 2020).
6. Sustainability: a development that meets the needs of the present without compromising the
ability of future generations to meet their own needs (Dominique, 2019)

Summary
Despite growing consumer awareness of sustainable fashion, waste is still one of the
biggest problems in the luxury fashion industry. The business plan for this creative project will
be developed by conducting comprehensive and in-depth interviews with business experts in the
United States luxury fashion industry and surveying consumers who purchase luxury items. The
results and the proposed business plan will contribute to identifying better solution to improve
sustainability of luxury fashion while protecting the luxury brand image.
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CHAPTER 2

REVIEW OF LITERATURE
This creative project was focused on exploring a better solution to improve
sustainability of luxury fashion while protecting the luxury brand image. Specifically, the
purpose of this creative project was to develop a business plan on e-commerce of secondhand
luxury handbags in the United States will provide: 1) an alternative to counterfeit luxury goods
by offering reasonably priced luxury handbags, and 2) services to extend the life of luxury
handbags. This chapter presents a review of the literature including an overview of: 1) the luxury
fashion industry; 2) sustainability; 3) the factors that influences the intention to purchase luxury
fashion brands; 4) the innovative technology used in today’s fashion e-commerce; and 5) ecommerce major customer pain points.

What is Luxury?
According to Hauck and Stanforth (2007), luxury is a status that is unnecessary in terms
of basic needs, but rather gives pleasure, happiness, and self-confidence and creates the
perception of ease. Pham, Valette‐Florence and Vigneron (2018) pointed out that luxury should
be a functional addiction as a reward since the consumers of luxury seem to be materialistic,
choosy, eager to pay for it, and are seeking psychological gains.

Hauck and Stanforth (2007) defined “luxury consumption,” as purchasing luxury items
by individuals who have social and individual values that include rareness, prestige, and
glitziness. These consumers value products with symbolic and emotional worth. Pham,
Valette‐Florence and Vigneron (2018) stated that a luxury product that costs up to 100 dollars
can be defined as “everyday luxury,” and products that are at least 300 dollars can be defined as
“affordable luxury.” Consumers today can better afford luxury products due to the increase in
affordable luxury and rising incomes.
There are many luxury brands on the market in the United States. In 2018, the most
valuable luxury brand worldwide was Louis Vuitton which was founded in 1853. In 2019 it had
a brand value of USD 25,873 million (Sorensen & Jorgensen, 2019). The next most valuable
luxury brands were Hermès (with a value of USD 21,844 million), Gucci (USD, 16,131 million),
Prada (USD 9,985 million), Rolex (USD 9,083 million), Cartier (USD 8,941 million), Chanel
(USD 7,810 million), Burberry (USD 5,940 million), Coach (USD 3,129 million) and Fendi
(USD 3,023 million) (Sorensen & Jorgensen, 2019).
When examining the world’s 75 largest luxury product companies, the total revenue was
USD 171.8 billion in 2012 (Deloitte, 2016). The top company was the French luxury fashion
group LVMH, which owned the luxury fashion brands Louis Vuitton, Fendi, Loewe and Marc
Jacobs. In 2012, LVMH reached 21 billion dollars in sales (Deloitte). The second largest
company with $12,391 million in revenue was Swiss Richemont, which owned luxury fashion
brands such as Montblanc, Cartier and Chloe. The fastest growing luxury fashion company
between 2010 and 2012 was Michael Kors Holdings Limited, which was based in Hong Kong. In
one year (2012-2013), the total revenue of the world’s 75 largest fashion luxury companies
doubled in revenue.
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According to Franco, Hussain and Mccoll (2019), the U.S. luxury resale handbag
market totaled six billion dollars in 2018. The second-hand luxury market was expected to grow
to nearly nine percent of all luxury sales by 2020 (Franco, Hussain & Mccoll, 2019). Pricing
definitely has influenced this market’s growth; secondary market items typically sell anywhere
from 30% to 90% less than the retail price of similar new items (Conti, 2019).

Sustainability and Luxury Fashion
According to the UN World Commission on Environmental Development,
“sustainability” refers to the “development that meets the needs of the present without
compromising the ability of future generations to meet their own needs” (Dominique, 2019). In
the charter for the UCLA Sustainability Committee, “sustainability” was defined as “the physical
development and institutional operating practices that meet the needs of present users without
compromising the ability of future generations to meet their own needs, particularly with regard
to use and waste of natural resources” (Dominique, 2019). Sustainability has three aspect:
environmental sustainability, economic sustainability and social sustainability (Godart & Seongls,
2014). It presumes that resources are finite and should be used conservatively and wisely with a
goal of long-term priorities and consequences for the ways in which resources are used
(Dominique).
Today, sustainable development is an important part of societies and sectors that drive the
economy (Deloitte, 2016). Luxury is generally lacking respect of the environment. While the
fashion industry still faces many ecological and environmental issues, sustainability development
has become a significant part of development strategies for fashion companies (Deloitte, 2016).
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The word “sustainability” was first used frequently in fashion during the 1980s
(Dominique, 2019). While seeking profit is very important for luxury fashion companies, trying
to create and maintain positive values to better society is also very crucial for luxury fashion
companies. In terms of creating value for society in the luxury fashion industry, the urgent need
has been to place environmental, social and ethical improvement in the center of all decisions.
The objective of sustainable fashion is to create flourishing ecosystems and communities through
its activities for reducing waste and damage to the earth. Another sustainable activity fashion
companies could do is educate people to practice environmentally friendly consumption by
promoting the “green” consumer (Dominique).
Environmental Sustainability and Luxury Fashion
In most cases sustainability is associated with environmental sustainability. The issue of
environmental sustainability in the luxury fashion industry is that the company consumes too
much and produces too much waste. The ideal of environmental sustainability in the luxury
fashion industry is to avoid and reject any harmful acts to preserve ecosystem and biodiversity
(Godart & Seongls, 2014). Fabric is the major raw material used in the luxury fashion industry
that causes waste. Its production has a major impact on environmental sustainability with 75% of
textile fibers used in fashion products lacking environmentally friendly properties (Hemant,
2019).
Polyester is the major textile fiber used for luxury handbags (Manning, 2017). It was
identified as the most produced textile fiber in the fashion industry with 39.7 million tons in
2015 (Godart & Seongls, 2014). According to Uren (2019), polyester is not biodegradable.
Depending on the conditions in the environment, polyester takes 20 years at best to 200 years at
worst years to decompose (Uren, 2019). In addition to causing environmental waste, polyester
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dyes are toxic to humans. Dye workers worldwide report higher incidences of cancers and lung
disease when compared to the general population (Uren).
The advantage of this fiber is it is easily recyclable (Hemant, 2019). Polyester and other
synthetic fibers can be recycled multiple times without losing its quality. In addition, unlike the
unsustainable counterpart that is made with fresh extracted oil, the chemical produced by
recycled polyester does not contain heavy metals (Hemant, 2019). Compared to producing the
same amount of new polyester fiber, recycling polyester would reduce up to 8% energy and up to
70% of carbon dioxide emissions (Godart & Seongls, 2014).
Cotton is also a major textile fiber used for luxury handbags (Anita, 2020). Cotton is the
most consumed vegetable fiber (Godart & Seongls, 2014). In 2015, there were 17.7 million tons
of cotton produced in United States (Hemant, 2019). This crop requires large amounts of water
to plant because water gives cotton tree a negative ecological balance. The amount of water used
to produce cotton for one T-shirt is equal to 70 times the amount of water used in one shower.
Cotton causes a wide range of environmental impacts, such as reduced soil fertility, decreased
biodiversity levels, and polluted water and health problems from toxic pesticides. Pesticides
make up to 50% of the total cost of cotton production in most parts of the world. The two most
common pesticides used in cotton cultivating are pyrethroids and organophosphates. Both of
them are classified as moderately hazardous by the World Health Organization. There is also a
large amount of synthetic fertilizers used to cultivate cotton (Godart & Seongls). This can cause
nitrate contamination of the water supply. In central Asia, due to the poor infrastructure, 60% of
the water used for irrigation was already lost before it reached the cotton field (Chan & Wong,
2012). In addition, irrigation techniques within these regions are inefficient, resulting in even
more water waste.

10

The challenges in cultivating cotton include reducing pesticide use, decreasing water
waste, and providing better work conditions for farmers. An alternative that can be used to help
better these sustainability issues is growing organic cotton, using the low-chemical cotton, handpicked cotton, rain-fed cotton or drip-irrigated cotton, and using substitute fibers such as hemp of
flax. Growing organic cotton could not only improve sustainability in the luxury fashion industry
but also could create a strong social impact related to fair trade. One of the main reasons that
organic cotton is not more widely used is due to its unlimited supply. Compared to growing
regular cotton, growing an organic cotton crop is a much slower process. This would increase the
cost and risk to the individual farmer. Cotton farmers are already struggling financially (Godart
& Seongls, 2014).
Fabrics that are better on the environment are hemp, lyocell, and bamboo (Godart &
Seongls, 2014). Hemp is a plant with the potential to grow very quickly, smothers weeds
naturally, and controls pests. Hemp cultivation can cultivate land for other crops by improving
the soil quality and controlling erosion. Hemp is easy to grow. It can be planted in a rough
environment such as low temperature environments. Twenty to thirty percent of the hemp plant
consists of fiber. This means growing hemp could lead to higher yields than other crops (Desore
& Narula, 2018). One of the reasons that hemp has not been popularly used in the luxury fashion
industry is because of its relationship with marijuana. This is also why hemp is banned from
being grown in many countries, even though hemp has been proven to be less harmful to the
environment than cotton. Lyocell is made from wood pulp which has been claimed as an
environmentally favorable fiber that utilizes renewable resources as its raw materials. The wood
pulp is taken and dissolved in amine oxide and then spun into fibers. The solvent is then
extracted as the fibers pass through a washing process (Desore & Narula, 2018). The
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manufacturing process is able to recover 99.5% of the solvent, which is recycled into the main
manufacturing process. Another advantage of the wood pulp is that the solvent is non-toxic, noncorrosive and non-hazardous. Although wood pulp has many positive impacts on environmental
sustainability, lyocell requires large amounts of energy for production. Bamboo is composed of
cellulose which comes from woody bamboo grass. There are two types of bamboo fiber available,
natural bamboo and bamboo viscose. Natural bamboo is extracted from bamboo culms. It is
substituted for viscose as the source of raw cellulose in viscose production. Although the natural
bamboo fiber production process uses the same techniques as conventional viscose production, it
has an advantage environmentally because it comes from a rapidly regenerating raw material
(Pattnaik & Dangayach, 2019).
Simply using a restricted number of materials will not make progress toward
environmental sustainability in the production and sourcing of textiles (Pattnaik & Dangayach,
2019). The reliance on design skills, science, and new ideas is paramount in breaking new
ground in this area (Desore & Narula, 2018). Luxury fashion companies need to establish
innovative sustainable ways by moving towards a more diversified range of fibers. Improving
environmental sustainability in luxury fashion industry will require the engagement from
everyone that includes farmer, company and consumers. Companies need to not only find a way
to incorporate ecological principles as one of their primary values but also question their
suppliers about the sources of the fabrics. Meanwhile, luxury fashion companies should educate
employees and consumers on relative merits of each fabric (Desore & Narula, 2018).
Economic Sustainability in Fashion
Economic sustainability in fashion means communities across the globe are able to
maintain their independence and have access to the financial resources that they require in order
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to meet their needs (Dominique, 2019). In terms of economic sustainability in the luxury fashion
industry, counterfeiting is a serious problem (Purwanto, Margiati, Kuswandi & Prasetyo, 2019).
Product counterfeiting is a global issue that causes significant economic and social
problems (Gultekin, 2018). Counterfeit trade was estimated at $500 billion globally, accounting
for between five to seven percent of total world trade (Gultekin). The International AntiCounterfeiting Coalition (ICC) reported that in the United States counterfeit goods and piracy are
responsible for the loss of more than $200 billion and 750,000 jobs in the luxury industry a year
(Salem & Chaichi, 2018). The U.S. Customs and Border Control reported at midyear 2006 that
45% of seized counterfeits were fashion goods, including apparel and accessories. Among the
top five brands counterfeited, four (with Microsoft the fifth) were luxury brands: Louis Vuitton,
Nike, Gucci, and Prada. Many fashion companies (e.g., Rolex, Abercrombie & Fitch) have used
private investigators and spent millions each year to fight counterfeiting. Trademark protection
costs directly affect consumers through higher prices on authentic goods (Salem & Chaichi, 2018).
The loss from counterfeiting luxury goods or brands has been estimated to amount to $12 billion
per year, which means that sales of counterfeit items has caused billions of dollars in lost sales
for legitimate luxury good producers.
Social Sustainability in Fashion
Social sustainability is also an important dimension in the luxury fashion industry. It is
important to guarantee that each individual is respected, including each individual’s social rights
are regarded, and all individuals are protected from any types of discrimination (Dominique,
2019).
In order to minimize cost, most luxury fashion companies outsource fabrics abroad
because of looser security guidelines and lower wages in related countries. The poor working
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conditions in these processing plants prompt terrible outcomes, such as a structure breakdown
that murdered 400 employers of a clothing factory in Bangladesh (Dominique, 2019). In addition
to the poor working conditions, child labor has been identified as a very significant social
sustainability issue in the luxury fashion industry (Hemant, 2019). Because of poverty and
ignorance, the families of these oppressed children do not have enough knowledge on protecting
a child’s human rights (Hemant, 2019). These children are not only required to work in illegal,
unsafe conditions but are also deprived of their education rights.
Moreover, authors discussed farmers face social and health issues caused by growing
cotton (Dominique, 2019). Farmers have been reported low salaries and working in dangerous
conditions (Hemant, 2019). In order to improved social sustainability, one initiative called the
Fair-Trade Development in 2005 (Dominique, 2019). This initiative was planned to guarantee
laborers would receive reasonable income in a safe working environment with access to
education and health services. Additionally, a fair-trade mark was used to decrease the utilization
of the unsafe pesticides. These unsafe pesticides not only caused health problems for farmers but
also were harmful to animal safety. The unsafe pesticides used in cotton polluted rivers and the
natural food chain with hazardous residues.
In addition, animal abuse within the luxury fashion industry has two parts: 1) torturing
the animal directly by objectifying the animal for its fur and skin; and 2) harming animals by
polluting their habitat and disrupting their food chains (Hemant, 2019). Numerous creatures are
bred in captivity for fur and leather products. Live animals are regularly mutilated once their fur
or skin has been taken. A few creatures, for example, snakes and crocodiles are reproduced
explicitly so that producers can extricate their skin as crude materials for luxury fashion products
such like shoes, handbags and accessories (Hemant, 2019).
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Examples of Sustainable Luxury Fashion Company
Sustainability becomes important to luxury fashion brands because of social
responsibility and enhancement of brand image. In addition, consumers of luxury fashion brands
have increased their awareness of sustainability. As a result, LVMH has embarked on two
different areas: the fight against counterfeiting and eco-responsibility (Conti, 2019). LVMH, the
French luxury fashion company built in 1983, has been taking actions on improving its
environmental sustainability (Deloitte, 2016). In 2004, LVMH engaged in reducing carbon
production by counting gas emissions from its activities. It has helped prompt changes, such as
making the production process efficient, reducing gas utilization in transportation, and increasing
the percentage of utilization of natural energy resource. LVMH has eliminated up to 64% of
material used in product packaging, which has reduced the cost of storage and delivery, and has
also created impacts on limiting waste.
Stella McCartney, a British designer, is known for her commitments to sustainable
fashion. Her advertising campaigns have highlighted the challenges of luxury fashion waste
management. Her company is a member of the Ethical Trading Initiative. The company also uses
vegetable leather and vegetable oil which offers the appearance of leather without using leather,
furs or feathers. Stella McCartney also focuses on the consumption of water and chemicals by
using “Nimes” cloth to texture fabrics which is washed out with sand rather than using extra
water and chemicals. She also advocates innovation in creating materials from recycling
(Deloitte, 2016). For example, the shoes from her collection named Elyse were made with a
recycled wood sole and the shoes named Binx were made with material recycled from plastic
bottles (Conti, 2019). Stella McCartney’s sustainable approach extends to her entire business
(Deloitte). With a strict policy on energy and recycling, the company’s shops and offices are
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powered by green electricity and solar panels (Conti). The company was recently accepted to be
part of the LVMH group, which reinforced Stella McCartney’s status as an ethical and
sustainable company. Stella McCartney and the LVMH group have reached an agreement to
accelerate the sustainability development of the Stella McCartney House (Deloitte).

Factors that Influencing the Intention to Purchase Luxury Fashion Brands
There are several reasons consumers purchase luxury brands including to enhance selfesteem, for social motivations (e.g. status), brand/product uniqueness, self-expression, to give to
another as a gift, and because these products are high quality (e.g. materials, construction). A
sense of self-esteem and accomplishment has been found to be one of the reasons why
consumers purchase luxury products. Luxury brands are one of the important ways for
individuals to express themselves. While buying brands to create a unique identity and to feel
different from others, consumers are also exposed to various marketing stimuli of brands (Tian,
2019). Low self-esteem has been noted to as a significant factor in determining whether a person
will buy luxury goods that they may not be able to afford. For consumers trapped in
institutionalized poverty or those living paycheck to paycheck, buying a luxury product can
increase self-esteem and/or provide a sense of belonging (Balconi, Sebastiani & Angioletti,
2019). Balconi et al. (2019) found a primary reason most consumers want to buy luxury products
was these products can be used as a social maker of belonging to a high social class.
Another motivation, the drive for self-esteem relates to uniqueness theory. Balconi,
Sebastiani and Angioletti demonstrated that a unique and innovative purchasing experience
increases customer spending (2019). Amaldoss and Jian (2019) added, especially for young
consumers, luxury brands and products were related to the desire for uniqueness, which creates
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an intention to buy to avoid similarities with others. The authors explained this phenomenon is
considered to be especially true with luxury brands that develop fashion products to emphasize a
unique lifestyle. Consumers of luxury brands seek rare products and brands to reach diversity
and uniqueness, thus, avoiding similarity.
According to the “social consumption motivation” construct developed by Balconi,
Sebastiani, Galeone and Angioletti (2020), if an individual has a higher “social consumption
motivation” he or she associates social meanings to brands when purchasing products. Research
has indicated that consumers from lower social classes frequently become luxury shoppers to
climb up the social ladder, gain social approval, and enhance their social position (Balconi et al.,
2020).
It has been noted that consumers in a social environment are interested in products,
services, and brands that enable them to express themselves as a symbol of their lifestyle. Young
consumers view “status consumption” as a form of social acceptance and self-expression
(Bakewell & Mitchell, 2018). From the perspective of conformity, Balconi et al. (2019) wrote
that groups of populations are expected to have certain actions or ways of living. For example,
the upper classes are expected to show signs of wealth in order to belong to this group, or even to
be taken seriously. In addition to communicating with others, social motivations for buying
luxury product are associated with the behaviors of seeking prestige, status, social benefits and
attracting the attention of others (Bilge, 2015).
From the “interaction” perspective, Balconi, et al. (2019) discussed the act of offering a
luxury product as a gift can build and nurture relationships. The authors added offering a luxury
product to another has two consequences: 1) the recipient of the gift feels worthy of receiving a
quality product; and 2) the gift giver demonstrates the ability to buy this type of product.
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Finally, people with a high incomes purchase luxury goods because of its high-quality
and enhanced shopping experiences. This consumer group does not purchase luxury goods for
display, but they view it as a reward for hard work under significant pressure (Ünal, Denız &
Akin, 2019). In addition, people who can afford luxury goods tend to care about sustainability,
aware that high quality goods will last longer than lower quality goods (Ünal, Denız & Akin,
2019).
Studies on consumption behavior of counterfeit luxury goods identified motivations
related to psychographic characteristics, product appearance, and past purchasing behavior
(Purwanto, Margiati, Kuswandi & Prasetyo, 2019). Similar to low income consumers of luxury
products social influences were the most important determinants in buying counterfeit products
(Gultekin, 2018). Gupta, Gwozdz and Gentry (2019) identified three types of product
characteristics related to purchasing counterfeits including durability, quality, and physical
appearance. Gultekin (2018) considered only physical appearance because in fashion
counterfeiting, product appearance, including trademarks or logos were determined as the main
reason for purchasing the product because it identified the original source of the product. These
scholars noted that distinctive design of fashion luxury goods, including trademark and logo,
motivated consumers to purchase fashion counterfeit. These findings are in contrast to the highend luxury consumer’s focus on product longevity and durability (Ünal, Denız & Akin, 2019).

Innovation in Fashion E-Commerce
The purpose of this paper was to develop a business plan on e-commerce of second-hand
luxury bags in the US. Discussing the latest technology used in an e-commerce platform is
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necessary. Some innovations in fashion e-commerce including Virtual Reality (VR) and “big
data.” In addition, previous research has identified “pain points” of shopping online.
Technological Developments in E-Commerce
Consumer trends strongly linked to technological innovations can be divided into four
main eras,:1) offline boutiques and offline commerce; 2) the rise and rapid development the
Internet and e- commerce; 3) the use of mobile phones or mobile commerce; and 4) a recent
development that incorporates augmented and virtual reality headsets (Rojahn, 2017). Perceived
reality is the actual world where we live. Virtual reality is a parallel universe, purely digital and
entirely disconnected from perceived reality, which individuals enter through VR headsets. In
between these two realities is augmented reality, which is mixing elements of the real world with
imaginary projections, through the use of technological devices, such as smartphones or tablets
(Rojahn, 2017).
Nike, the world largest sportswear company, created an immersive customer experience
by allowing customers to test products in designated areas that simulated a football pitch or a
running field. The size of the Nike store made it possible for the brand to create physical trail
zones. The benefit of virtual reality is that it enables retailers to simulate environments and create
unlimited narratives in very limited physical spaces (Anita, 2020). London fashion week has
adapted the face swap AR technology from Superpersonal, a London based startup. This AR
technology highly engages each audience by scanning their faces in a 3D manner and matching
the image with a super model’s body (Anita).
The Use of Big Data Analytics in Fashion E-Commerce
In order to develop a detailed discussion on “big data” analysis, it is essential to first
define the term. In e-commerce, big data is a large collection of information that organizations
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can use to determine which product, price, and advertising is best to maximum profit (Osman,
2020). The analysis of big shopping data creates a healthy relationship with customers and
enhances services for its customers.
Big data analysis can help e-commerce in predicting trends, enhancing shopping pattern
analysis, tracking preferences, providing effective customer service and optimizing pricing.
According to Ronald (2019), luxury fashion firms can predict which outfit has high potential to be
the bestselling items in the market by collecting and analyzing pervious data. Big data helps in
predicting customer’s shopping behavior in order to predict patterns that may prove beneficial for
better business strategies. With the help of big data, luxury fashion firms can predict and analyze
various types of customer’s shopping behaviors such as customer preferences, most popular
brands or products that people seek, any product that customers browse may times but have not
ordered etc. This process of tracking preferences helps companies target certain age groups,
populations meeting a particular salary level, and consumers who like the companies' products.
This data help companies spend and utilize their money efficiently (Ronald, 2019).
Big data helps track the accurate and interested customers at the right time and it assists
with wasting time hoping that the customers may buy products. This process is also really
beneficial for the customers. A recent survey conducted by Deloitte found that 72% of companies
believe they can use analytics reports to improve customer experience (Deloitte, 2016). Big Data
analytics help identify and resolve major issues, thus enhancing company processes so that
customers enjoy shopping online. Meanwhile, big data has revolutionized pricing systems, as
companies can compare their prices with their competitors and benchmark the value of their own
products (Ronald, 2019).
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E-Commerce’s Major “Pain Points”
Lack of content or inaccurate product content was identified as the most frustrating
problem that customers face today when shopping online (Sheikh & Guigoures, 2019).
Customers want to know how and why this product or that service will benefit their lives. Sheikh
and Guigoures (2019) pointed out that customers look for short, benefit-driven product
descriptions; relevant, high-quality images of the product or service; social proof (testimonials
and reviews) from other customers; and videos that give them a deeper understanding of the
product.
Another major problem identified that customers face shopping online was slow page
speed, as extended loading times cause frustration, and sales losses (Sheikh & Guigoures, 2019).
According to Kedia, Madan and Borar (2019), over half (53%) of online visits were abandoned if
loading of a mobile site carried on for longer than three seconds, with two seconds the threshold
for ecommerce website acceptability. Google aims to load each page for under a half second.
Poor on-site product search ability has been found to be another major problem customer
have during the online shopping experience. Customers expect companies to anticipate their
needs and make it easy to shop. The company risks losing customers to a competitor site if the
site cannot show users what they need right away (Sheikh & Guigoures, 2019). The most
successful companies solve this problem by 1) offering a “Parts Finder” to their website, 2)
organizing product data to improve search results, 3) restructuring navigation to be more
intuitive, and 4) including interactive diagrams (Sheikh & Guigoures, 2019).
Hidden fees, such as expensive shipping, were noted as another major pain point
customer face when purchasing online (Kedia, Madan & Borar, 2019). Businesses likely lose
customers when they see that additional fees or high shipping costs are added to the final balance.
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Hidden fees in shipping was noted by consumers as a major reason for stopping the online
purchasing process (Sheikh & Guigoures, 2019).

Summary
The luxury fashion industry in the US contributes significantly to the economy.
Customers’ awareness of sustainability is increasing. In terms of sustainability, three types were
identified: environmental, social, and economic sustainability. Self-esteem, social motivation and
interaction were identified as the three major factors that influences the intention to purchase
luxury fashion goods. Meanwhile, people with high incomes purchase luxury goods because of
the product’s quality and enhanced shopping experience. Even though e-commerce technology is
fully developed, customer pain points while shopping for luxury fashion goods online still exist,
such as lack of or inaccurate product content, poor on-site product search ability and hidden fees.
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CHAPTER 3

METHODOLOGY
The following creative project strived to create a business plan based on market research
from a field study of interviews with experts and customer surveys. This creative project was
focused on seeking a better solution to improve sustainability of luxury fashion while protecting
the luxury brand image. Specifically, the purpose of this creative project is to develop a plan for
a business that will focus on providing: 1) an alternative to counterfeit luxury goods by offering
reasonably priced luxury handbags, and 2) services to extend the life of luxury handbags. In this
chapter, the method will be discussed including the data collection process of the expert
interviews and customer surveys.

Preliminary Research
Prior to making the business plan, to gain further insight, preliminary research was
completed with related industry experts and consumers of luxury. The approach to this research
was a mixed-methods study which combines aspects of both the qualitative research method with
the quantitative research method. For the qualitative research method part, one-on-one in-depth
interviews were conducted with industry experts. The quantitative method was used to assess
customer behaviors related to buying luxury goods.

Sample
There were two groups targeted. The qualitative research participants were owners and
employees of related businesses. From a list of acquaintances, professionals were recruited and
contacted by email. Interviewees were owners or employees of related businesses (e.g. stores
selling vintage or used luxury products, on-line vintage clothing retailers, luxury handbag
manufacturers).
For the quantitative part, the researcher completed a first-round screening to make sure
each survey participant met the criteria. Specifically, the participates were required to be at least
18 years old, be able to read English at the third-grade level and residing in the United States.
This population self-identified themselves as consumers of luxury goods (particularly handbags).
They were recruited through Amazon Mechanical Turk.
Instrument
A 10-question open-ended questionnaire, created by the researcher, was the primary
instrument used in this study to interview industry professionals. This interview template
consisted of open-ended questions to prompt discussion related to legal issues, supply chain
management, and sourcing implications of the proposed business (Appendix B-3).
The survey administered to consumers of luxury handbags included 17 objective
questions on demographics, motivations to purchase luxury firsthand and secondhand fashion
goods, shopping behaviors, and pain points while shopping for luxury fashion goods online
(Appendix B-4).
Procedure
The researcher conducting this analysis completed the Collaborative Institutional Training
Initiative training (Appendix A). The Ball State University Institutional Review Board reviewed
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the criteria for the study and deemed that although the purpose of collected the data was to
develop a business, it did warrant human subject data and therefore IRB approval was necessary.
The study was approved as exempt (IRB #1611230-1). The complete exempt letter from IRB is
presented in Appendix A-3.
Part 1. Owners and employees of related businesses (stores selling vintage or used luxury
products, online vintage clothing retailers, luxury handbag manufacturers) were contacted for an
interview. From a list of acquaintances, professionals were recruited and contacted by email. The
interviews were conducted through Zoom and lasted 30-60 minutes each. The consent form
(Appendix B-1) was sent to interviewees before the interview started. The interviewees e-signed
a consent form (Appendix B-1) and send it back to the researcher before the interview started.
The interview was video recorded. If the participate was uncomfortable with being recorded,
detailed notes were taken.
Part 2: The researcher developed an online questionnaire survey (Appendix B-4) that
was placed on the Qualtrics survey platform. The surveys were distributed to customers through
Amazon Mechanical Turk. The consent form (Appendix B-2) was presented to survey
participates prior to starting the survey. The survey took approximately 15 minutes to complete.
The survey was available for a week.
Data Analysis
The results from the industry interviews were analyzed for themes and integrated into a
business plan summarizing the various components of the proposed business on sustainable
luxury goods. Data from the consumer surveys were downloaded from Qualtrics. Descriptive
statistics and frequency counts were completed on all variables. Frequency counts (numbers and
percent) assisted with determining the overall prevalence of specific survey questions.
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Quality Control
In order to keep the data as consistent as possible, particularly for the qualitative
interviews, each question from the questionnaire was asked in the same order and in the same
manner to allow the speakers to answer without any influence or bias from the researcher.
Interviews were all scheduled in advance and pre-rehearsed by the researcher. The study did
assume that the interviewees would provide accurate and honest information about their
businesses. Although, the interviewee’s answers to the questionnaires were collected, correlation
information was removed from the final data.
For the quantitative survey, there was one random question within the
customer survey. The question was “Which options are a type of color?” The survey was deleted
before analyzing the results if the participants did not select “Green” from several options that
were not colors. This question was inserted into the survey to assure participants-maintained
attention while taking the survey.

Development of the Business Plan
To create the business plan, the first step was to find a template that could be utilized for
guidance. The guidance and template from Y Combinator were identified online. Y Combinator
is an American seed money startup accelerator launched in March 2005 (Y Combinator, 2020). It
is also the world’s first startup accelerator. It has been used to launch over 2,000 companies,
including Stripe, Airbnb, Cruise Automation, DoorDash, Coinbase, Instacart, Dropbox and
Twitch. The combined valuation of the top YC companies was over US $155 billion as of
October 2019. The company’s accelerator program was held in Mountain View, California.
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The second step was completing the Y-Combinator startup school courses which were
about turning business ideas into a successful business plan. These courses were taught by the
successful startup founders who had successful business exits. The business plan was then
developed based on the literature review, the industry interviews, the customer surveys and the
lessons learned from Y Combinator.
It was anticipated that the business targeted populations residing in the United States and
would have three segmentations: i) an e-commerce website for luxury bags, ii) maintenance
service and instructional information on the care for luxury bags, and iii) pop up shop events.
The business plan had an executive summary, a general company description including products
and services, a product procurement plan, a marketing plan that had, an operations plan, a
management and organization description, and a financial plan.

Summary
In order, to accomplish a goal of launching a successful business, plans were made to
interview professional experts to determine best practices, potential pitfalls and overall advice on
making this dream a reality. A customer survey was also developed to provide valuable insights
in terms of customer needs, shopping behaviors and pain points. The procedure on how
participants were recruited, and how the interviews and surveys were conducted were detailed in
this chapter. Steps that were taken to make the business plan were also noted.
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CHAPTER 4

RESULTS
This creative project strived to create a business plan based on market research and a
interview with professionals in the luxury fashion field. This creative project is focused on
seeking solution to improve sustainability of luxury fashion while protecting the luxury brand
image. The project was based on interviews with experts currently employed in the industry and
surveys from the customers of luxury products. The following chapter summarizes the results
from the consumer survey and interview with professionals. The information was incorporated in
the business plan in the business model, product line and promotion strategy on sustainability.

Results of Expert Interviews
Starting with the interviews with experts in related industries, the interviews are
summarized individually. There were three experts interviewed. This section summaries the
main themes from each interview relevant to the proposed business plan.
Expert #1
Expert #1 was founder of a start-up company on recycling textile waste generated by
fashion companies. For three years, she worked in luxury fashion and sustainability related to
non-profit organizations in New York. The organization where she worked at during the time of
the interview focused on reusing and recycling textile materials that fashion companies send to

the landfill and providing related volunteer programs. The organization collaborates with
approximately 420 luxury fashion companies in New York City. At the time of the interview, the
business served 420 textile related companies. The majority (95%) were luxury fashion brands.
The following themes were identified as valuable information for the proposed final business
plan:
Commercial waste regulations: The participant discussed waste generated by
fashion companies and requirements fashion companies must follow. Specifically, in
New York City, if 10% or more of the commercial waste is textile material the fashion
company is required to recycle.
Consumer awareness of sustainability: This participant noted the general public has
an interest in sustainability. She said 48% of customers residing in the United States
check tags for sustainability information. Marketing eco-conscious efforts and corporate
social responsibility practices increases sales.
Expert #1 further noted when compared to general consumers of fashion, luxury fashion
consumers care more about sustainability issues. Therefore, promotion of sustainability is
particularly effective in the luxury fashion market.
Combatting waste: Each pound of waste from apparel production is associated with
2.06 pounds of CO2 -E. When disposed in landfill, the dyes and chemicals in fabrics can leach
into the soil, contaminating local water systems. The service provided by Expert #1 is the best
solution for this problem. They provided one step recycling and reusing services which
prevented textile waste.
Tracking sustainability: According to Expert #1, luxury companies pay extra fees for
recycling services that document the savings because it improves brand image and saves time.
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The tracking part in the recycle and reuse process is very complicated for the luxury fashion
brand companies. Although the services provided from Expert #1’s company is higher than
landfilling service, luxury brands still prefer to outsource to companies because of this tracking
service. Expert #1’s organization tracks entire recycling and reusing processes. Therefore, the
luxury fashion brand knows how much fabric was saved from landfills and they can incorporate
this information to support sustainability claims in advertisements.
Fast fashion brands are less likely to use this recycle and reuse service. From Expert #1’s
perspective, there were two reasons why fast fashion companies did not use their services: 1) the
target customer’s awareness level of sustainability, and 2) cost of recycling and reusing services.
Presently, textile recycle and reuse services charge fees given the amount or weight of the textile
product. Fast fashion brands generate more fashion waste than luxury fashion brands. However,
since the profit of each piece of fast fashion piece is much less than the cost of a luxury fashion
product, fast fashion brand companies are less willing to use textile recycle and reuse service.
Volunteers: Having volunteers in the community helping in the everyday operations of the
business is extremely helpful to Expert #1’s startup company. In the past three years, there were
more than 3000 volunteers from all around the world working for this organization. As a result,
each volunteer was given five pounds of fabric for free. Most of these volunteers were students
in fashion. These volunteer activities helped Expert #1’s company build collaborations with
fashion schools all around the world.
Expert #2
Expert #2 worked as a marketing manager for five years at a world leading authenticated
luxury consignment that sold merchandise on an e-commerce business platform. The company
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had nine million members, sold over eight million items, and had an estimated annual revenue of
$500 million.
Targeting luxury with special services: Expert #2’s company focused on luxury. They
catered to this market tracking sales data and researching trends. The team advises the customers
who want to sell their luxury handbags to their consignment shop. They cater to the luxury
market by providing specialized services. For example, the company had about 60 gemologists
on staff to offer free evaluation of the merchandise (jewelry and watches) Expert #2 explained:
Amazon also could do this, but the difference is that expert #2’s company are eight years smarter
in this specific space. We have services and proprietary software that no one else has. We have a
big moat around our business.
Multiple brand promotional strategies: Expert #2 recalled, promotion during the first
year of business was word of mouth, some PR, and technology platforms (e.g. Google,
Facebook). After some success, the company started digital marketing and advertising on
television. Television made a significant impact. They also used social media and influencers.
The marketing strategy did not focus on the brand, but on performance based on specific
measures. The company analyzes costs when acquiring a new customer or consignor, and then
vary marketing tactics, and run tests to determine success.
Earning trust with the consumer: One of its greatest challenges mentioned was gaining
the trust of customers, who may be hesitant to make a purchase due to the pervasiveness of
counterfeit luxury goods. This company has greatly emphasized its investment in training experts
that inspect the quality and condition of every item, though this may be a contributing factor to
the company's mounting losses. The number of employees in their company’s merchandising and
fulfillment facilities has increased to 801 as of March 31, 2019, up roughly 200% from 2017.
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The challenge of dealing with competitors: Another challenge mentioned was dealing
with the company's competitors. Expert #2 said their business directly competes with eBay
Authenticate, which allows shoppers to access verified luxury handbags from brands including
Louis Vuitton, Prada and Valentino. Launched in 2017 by the e-commerce giant, which had 171
million active buyers of its own as of 1Q 2018, eBay Authenticate provides the seller with up to
80% of the selling price. Online marketplace Poshmark, which is reportedly expected to go
public sometime in 2020, is also a competitor. The company caters to a wide audience, providing
a platform for buying and selling clothes, shoes and accessories that may not necessarily fall
under the luxury goods category.
Making sustainability transparent: Expert #2 ’business became the first company in the
resale industry to join the UN Climate Change's Fashion Industry Charter for Climate Action.
And the business claims that since inception, its environmental impact has been equivalent to a
savings of 3,494 trips by car around the world or 1.39 billion eight-ounce glasses of water. While
many affluent consumers might not voice opinions about their purchase of secondhand items,
another Venture Capital-backed startup, ThreadUP is highlighting the benefits of circulating
consumer goods and preventing disposal in landfills. The online secondhand clothing and
accessory retailer has partnered with actress Olivia Wilde and Conscious Commerce to launch a
limited-edition clothing collection to highlight the positive impact that buying used clothes has
on carbon emissions.
Expert #3
Expert #3 has three years of working experience at one of the largest luxury retailers as a
retailer store area manager. The following were themes found in his interview that related best to
the creative project.
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Environmental sustainability focus: Expert #3’s company has been engaged in protecting
the environment for more than 27 years and has always made environmental performance a
strategic growth pillar. In 2012, this commitment took on tangible form through the global LIFE
program, which has been embedded in the strategic planning since 2015. In 2016, expert #3’s
company further strengthened this policy, defining critical objectives for 2020 including
improving the environmental performance of all its products and, applying the highest standards
for sourcing.
Tracking Sustainability: Expert #3’s company has key performance indicators for each
location that includes reducing CO2 emissions. This company’s 2020 goals include obtaining 30
percent of its energy from renewable sources and reducing carbon emissions by 25 percent
throughout the company, even with projected sales growth. They are on track to meet these goals,
along with reducing the impact of its packaging by 10 percent and improving the way it sources
a variety of materials like precious stones and furs.
One of the biggest moves expert #3’s company made in their movement towards
sustainability was taking a minority stake in Stella McCartney, who has been a leader in
sustainable production for years. Fashion is about the future and the ecological imperative is the
future. As such, McCartney takes the opportunity to be an advisor on sustainability to expert #3’s
company as a huge privilege.
Customer awareness of sustainability: The insight data shows that 89 percent of expert
#3’s company consumers expect brands to publicly communicate their sustainable actions,
especially in the luxury sector, and 56% see social and environmental impact as a mainstream,
cross-generational issue - it's not just about what millennials want anymore. As consumers
become more and more aware of the detrimental effects that fashion can have on the

33

environment, their habits are clearly shifting to support brands that recognize these facts. That
means authenticity, transparency and communication are more important than ever before.

Results of the Customer Survey
There were 450 surveys completed on Amazon Mechanical Turk. The first two questions
were set for filtering the right participants for this project. The first question is “Do you live in
the United States?” The second question is “what is your experience with shopping for luxury
handbags?” If survey participate either answered “no” to the first question or answered “none” to
the second question, they would be automatically sent to the end of the survey. At the same time,
there was one random question setting in the survey. The question was “Which options are a type
of color?” We deleted the responds from these participates who did not select “Green”. In the
end, there were 418 participants were qualified to this survey data analysis. The following data
were collected and analyzed from 418 participants residing in the United States. The survey
focused on experiences with shopping for luxury fashion handbags.
Demographics
The respondents were to clarify their age based on a provided five-option age range: 1825, 25-35, 35-45, 45-60, and 65 and above. Out of a sample of 418 respondents, only 11.48% (n
= 48) were older than 45 years, with the majority (55.74%; n =233) between ages 25 to 35 years
(see Figure 1).
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Figure 1
Age of Respondents (n=418)

On gender representation, 40.67% (n =170) of the respondents were female while 59.33%
(n=248) were male as elaborated in the figure below.
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Figure 2
Gender Representation (n=418)

The sample had respondents with varying educational levels including high school,
bachelor, master, doctoral and other degrees. As noted in Figure 3, the highest number of the
respondents, (62.44%; n = 261) earned a bachelor’s degree, 24.40% (n =102), had a master’s,
while 11.96% (n =500) earned a high school degree.
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Figure 3
Educational level of participants (n =418)

As demonstrated in Figure 4, 42.34% (n = 177) of the respondents indicated that their
income level was $50,000 to $100,000. The number of people less than $50,000 yearly income
were 33.01% (n=138) of the respondents while 16.75% (n =70) indicated that their income level
was $100,000 to $150,000. Only 7.89% (n=33) of the participants had an income level above
$150,000.
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Figure 4
Income levels of respondents (n = 418)

Shopping for Luxury Fashion
Forty-seven percent (n = 196) of the respondents indicated that they shopped two to five
times a year for luxury handbags. As shown in Figure 5, 28% (n =117) of respondents indicated
shopping for luxury goods only one time a year, while, 15.55% (n = 65) of the respondents
shopped five to ten times a year.
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Figure 5
Frequency of shopping for luxury products (n =418)

The two most common luxury fashion brands participants shopped for were expert #3’s
company (48%; n = 201) and Burberry (42%; n =177) when compared to Prada and Chanel (see
Figure 6). Other brands listed were Coach, Kate Spade and Michael Kors.
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Figure 6
Frequency, Shopping for Luxury Products (n = 418)

With regard to motivations to purchase luxury fashion goods, 4.55% (n =228) indicated
they purchased luxury goods because of its high quality. Ninety-five (22.73%) respondents noted
that gifting was a motivation, and another 62(14.59%) of respondents indicated they purchased
luxury products because of its creative design. Only 8.13% (n = 34) of the respondents indicated
that they purchase luxury products to improve their social image (see Figure 7).
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Figure 7
Motivations, purchasing luxury goods (n =418)

Secondhand Luxury Fashion
From a sample of 418, 246 (58.85%) respondents indicated they purchased secondhand
luxury fashion goods. In terms of purchasing secondhand luxury fashion products, quality,
design, and brand were the most common reasons to purchase these products. Specifically,
quality (n = #87; 35.41%) was the most common reason to purchase second hand luxury fashion
products, followed by design (n=#67; 27.03%) and brand name (n = #54; 22.01%).
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Figure 8
Product Characteristics Considered, Purchasing Secondhand Luxury Goods (n =246)

Shopping Locations
In terms of shopping new luxury handbags in physical shops, the participants in this
study were more likely to shop in a mall (75.12%; n =314) than shop in luxury fashion flagship
store. However, with regards to shopping online, participants indicated they were more likely to
shop on the official fashion brand’s website when compared to shopping on a general website
selling a variety of fashion brands. Specifically, 49.4% (n =206) of the respondents indicated that
they prefer shopping on the brand’s official website. Just over 12% (12.68%; n =53) of the
participants indicated shopping for luxury fashion goods through Instagram.
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When shopping for secondhand luxury fashion products online, high frequency common
responses to the open-ended questions were websites, such as: RealReal, Poshmark, Instagram
and Rebag.
The most common problems with shopping online noted by participants were customer
service and delivery service. One hundred and sixty-nine (40.43%) respondents indicated that
customer service was a primary problem with online shopping and 132(31.58%) respondents
noted delivery service was the main issue when online shopping.

Figure 9
Problems with shopping for luxury fashion goods online (n = 418).

Business Plan
Utilizing information learned from the expert interviews in addition to the data collected
from customer survey, a comprehensive business plan on e-commerce of second-hand luxury
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bags in the USA was created (see Appendix C). The business plan was organized into main
chapters that provided detailed information within each in section in order to provide a complete
and inclusive plan.
Chapters within the plan include an Executive Summary, which is the first page after the
table of contents, is concise, compelling and professional. The General Company Description is
the chapter that provides the company’s goals, mission statement and business philosophy. The
Products and Services chapter details what services are offered, which include i) an e-commerce
website for luxury bags, ii) maintenance service and instructional information on the care for
luxury bags, and iii) pop up shop events. The Marketing Plan chapter covers branding, economic
factors, products, customers and competition. The Operational Plan and Management and
Organization chapters discusses the daily operations of the business. The Financial Plan chapter
reviews the projected financials for the first two years of the business. The plan concludes with
reference information and the appendices.

Summary
After reviewing the information from the expert interviews and data from customer
surveys, it was apparent sustainability has become an important subject for luxury fashion brands
to address. Professionals noted an increased awareness of sustainability among customers. The
online secondhand luxury fashion market has great potential. Even though e-commence
technology has existed for years, the surveys demonstrated customer still have issues that require
solutions.

44

CHAPTER 5

DISCUSSION

The purpose of this creative project was to create a business plan on e-commerce of
secondhand luxury bags in the United States. The mission of this business was making luxury
sustainable. This chapter is dedicated to how the results from expert interviews and customer
surveys, and the literature review impacted the final project.

Business Plan
Inspired by expert interviews, the business developed for this project (see Appendix C)
was categorized as a non-profit organization. There were three reasons. The first reason was to
inspire luxury fashion brands to donate their “ready for landfill” handbags to this business.
Another reason for the non-profit status was to attract more volunteers to participate in the
building of this company. Thirdly, registering as a non-profit organization positively impacts
promoting the brand. There were two key characteristics of the proposed company’s brand image
integrated into the business plan; 1) sustainability, and 2) high quality.
Overall, the proposed business supports environmental, economic, and social
sustainability (Dominique, 2019). With regards to economic sustainability, counterfeit luxury
fashion industries have generated significant losses to the global economy (Gultekin, 2018). The

proposed business plan provides an alternative to counterfeit, by selling the actual brand name
products at lower costs. Furthermore, counterfeit handbags are often made from polyester that
simulates leather. Polyester can be recycled (Hemant, 2019), but cheap counterfeit products often
thrown away contributing to non-biodegradable landfill waste.
Cotton, a popular fiber used in the luxury fashion goods, has been noted to cause water
waste during the planting process (Chan & Wong, 2012) as well as harmful chemicals (Godart &
Seongls, 2014). Socially, leather is another common fabric used for luxury handbags, which
often requires harming animals during its production process (Hemant, 2019). The mission for
this business was making luxury fashion sustainable by recycling already made handbags, which
might lesson the demand for new handbags prompting less production.
The results from the expert interview supported the addition of sustainability to the
proposed business plan. The experts noted consumers were aware of sustainable issues as a result
of the fashion industry. Previous research supports this finding supports previous research (Yang,
Han & Lee, 2017). In addition, all of the experts interviewed, emphasized the importance of
emphasizing sustainability in their business practices. Expert #1 was the founder of a non-profit
organization focused on recycling and reusing textiles used in the fashion industry. Expert #2
worked at a company that resold luxury goods. Expert #3 worked in one of the largest luxury
fashion companies. All of the experts discussed the actions their companies were taking toward
sustainability.
The business name “HiQualiti” has the same pronunciation as “High Quality”. The name
was derived from the results of the customer survey. High quality was the main reasons why
these survey participants shopped for used luxury items on an e-commerce platform. The name
“HiQualiti” might quickly build a brand image that this proposed online resell business only
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offers high quality authenticated handbags. Since it was indicated in the survey that the
participants worried about counterfeit products, this brand name will likely immediately attract
customers’ attention and build trust between HiQualiti and its consumers.
This business plan focused on one product line – handbags. During the interviews, the
expert from the resale luxury fashion company noted their major challenge was determining the
authenticity of the product in reselling collections. Part of the reason identified by the industry
experts was that they handled too many product categories. It was difficult to make sure all of the
resale luxury fashion products were authentic. At the same time, based on the literature review,
the luxury handbag market size has been much bigger than any other single luxury product
category market size (Yang, Han & Lee, 2017). Therefore, in the business plan, the founder of
HiQualiti proposed focusing on one product line, aiming to grow the business to be the industry
leader in this one industry segment.
In terms of selecting the target customers, this decision was inspired by the results from
the customer surveys. The results of this customer survey revealed the majority of these
American customers purchasing luxury fashion goods online were 25 to 45-year-old. They
typically earned more than $100,000 in yearly income. At the same time, they have a keen
awareness of sustainability in fashion (Ünal, Denız & Akin, 2019).
The proposed business would involve hiring a web engineer to help with the business
website to assure fast page loading and preventing hidden fees (Sheikh & Guigoures, 2019). The
customer survey results on pain points also noted shipping was an issue, which may partially be
due to the hidden fees. The survey results found customer service was the most common “pain
point” when shopping online.
“Tracking sustainability” was incorporated into this proposed business. This tracking
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service idea was inspired by an expert interview. According to Expert #1, luxury companies pay
extra fees for recycling services that document the savings because it improved brand image and
saved time (the brand did not need to track it). The tracking part in the recycle and reuse process
was described as “complicated “for the luxury fashion brand companies. Although the services
provided by Expert #1’s company was more expensive than sending the unused products to land
field, luxury brands preferred to outsource to companies because of this tracking service. Expert
#1’s organization tracks the entire recycling and reusing processes. Therefore, the luxury fashion
brand knows how much fabric was saved from landfills and they can incorporate this information
to support sustainability claims in advertisements.
For the planned business, this sustainability tracking system was combined with customer
engagement strategies from an online entertainment gaming platform. It will not only track how
much impact a company has on the environment, but it should enhance the relationship between
the proposed company and donating luxury brand. Participating companies will be given a
member account with the sustainable tracking data displayed on their homepage.
As learned through drafting the business plan, understanding business competitor’s
business model is an important factor in a company’s success. This business plan was based on
an innovative business model: e-commerce marketplace with a community presence (free
educational workshop and pop up shops), and paid services (luxury handbag resells tracking,
luxury handbag authenticity and value inspecting, and luxury handbag care and maintenance
cleaning). Based on the results of the customer surveys, there were three main competitors in the
current business market: RealReal, Poshmark and Rebag. All of these businesses operate in the
e-commerce marketplace. These companies do not have a community building component (e.g.
education sessions). In order to increase customer loyalty this business plan has designed an
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innovative closed loop business model with a sustainability mission. At the same time, different
services could build up a new cash flow for this business. The detailed information about this
business model is discussed in the business plan (See Appendix C).
Summary
This chapter discussed the business plan proposed. It examined how the proposed
business was developed given the interviews with experts, the survey to potential customers, and
the review of related literature. Overall, the business seeks to be sustainable, and offer high
quality, luxury products and services.
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CHAPTER 6

SUMMARY, CONCLUSION, AND RECOMMENDATION FOR FUTURE RESEARCH
The purpose of this creative project was to make a business plan on e-commerce of
secondhand luxury bags in the US. The mission of this business was making luxury sustainable.
Data obtained from expert interviews and customer surveys provided a greater understanding of
the secondhand luxury fashion industry.

Summary
Interviews were conducted with three experts in the fashion industry employed at related
businesses to the one proposed. Information was obtained on a number of topics, which included
sustainability practices in their business, information on sourcing, information on customer
shopping motivations and behaviors, legal issues, and business challenges. The results of the
customer surveys were based on 418 responses. Information was obtained on a number of topics,
which included motivations to purchase luxury firsthand and secondhand fashion goods,
shopping behaviors and pain points while shopping for luxury fashion goods online. The
outcome of this process was a business plan for, HiQualiti, a not-for-profit company focused on
sustainability and quality.

Conclusions
The business plan developed for this creative project could be used as a template for
similar businesses. In addition, the process from each chapter could serve as a template to
develop other businesses. This idea provided in the business plan identified useful information
that might help other fashion e-commerce start-up companies. In terms of sustainability in luxury
fashion industry, the business plan included: environmental, economic, and social sustainability.
Since research on sustainability in the secondhand luxury fashion industry is limited, this
creative project expanded current data on this topic (e.g. where consumers find secondhand
luxury goods, pain points, etc.). The results from customer surveys identified the most popular
fashion brands and how customer might shop the secondhand luxury fashion goods. This
information might be helpful to industries focused on luxury handbags.

Limitations and Recommendations for Further Research
In the future, more research could be completed on sustainability in the secondhand
industry. The quantitative data collected for this project was limited because it was collected
from only one platform (Amazon Turk). Soliciting more customers from different platforms
would expand the sample size. This research process included interviews with three experts in
the related industry. More experts could be interviewed for an in-depth understanding of
sustainability in the luxury reselling segment of the fashion industry.
This business plan has not been implemented yet. Additional documenting of the
implementation on this business plan can help guide adjustments. Finally, execution of the
business plan will enable more testing on customer preferences and e-commerce shopping
experience of luxury handbags brands.
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APPENDIX B

Instruments Used to Conduct Research
B-1: Informed Consent (Expert Interview)
B-2: Informed Consent (Customer Survey)
B-3: Questionnaire List (Expert Interview)
B-4: Customer Survey
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APPENDIX B-1: Informed Consent (Expert Interview)

Informed Consent
Study Title IRB# 1611230-1 - Business Plan on e-Commerce of Second Hand Luxury Bags in
the USA
This creative project is focused on figuring out a better solution to improve sustainability of
luxury fashion while protecting the luxury brand image. Specifically, the purpose of this creative
project is to develop a plan for a business that will focus on providing: 1) an alternative to
counterfeit luxury goods by offering reasonably priced luxury handbags, and 2) services to
extend the life of luxury handbags. Your participation in this study is greatly appreciated by the
researchers at Ball State University. You must be owners or an employee of related businesses
(stores selling vintage or used luxury products, online vintage clothing retailers, luxury handbag
manufacturers) to participate in this study.
As a participant in this study, you will be asked to be interviewed. This interview will be
conducted on Zoom. This interview consists of open-ended questions on your response to the
legal issues, supply chain management, and sourcing implications of the proposed business. The
entire interview will take approximately 30 to 60 minutes to complete. The best approach in
completing this interview is to understand instructions carefully and answer the questions with
your first impression. Please be as descriptive as possible in your responses. Your participation
will provide a better understanding of how e-commerce luxury bag business is operating
nowadays.
The interview will be video recorded. If the participate feels uncomfortable on video recording,
the interviewer will take detailed notes on the conversation. All information collected will
remain confidential. The notes will be copied in digital form. The original noes will be destroyed.
Video recordings and digital copies of the notes of the interview will also be entered into a
software program and stored on the researchers' password-protected computer and online sharing
platform Box which has password-protection for two years and then deleted. Only members of
the research team will have access to the data.
The only anticipated risk from participating in this study is that you may feel some discomfort
answering some of the questions. You may choose not to answer any question that makes you
uncomfortable. You may quit the study at any time. There are no direct benefits to this study.
Participation in this study is completely voluntary and participants are free to withdraw from the
study at any time.
For one’s rights as a research subject, please contact the Director of Research Integrity, Ball
State University, Muncie, IN 47306. Tel: (765)-285-5070, orihelp@bsu.edu
Thank you very much for your help!
Judy Zhu
Graduate Student
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Ball State University
Department of Business
Muncie, IN 47306
qzhu@bsu.edu
Diana Saiki, Ph.D.
Ball State University
Department of Family and Consumer Sciences
Muncie, In 47304
765-285-2293
desaiki@bsu.edu
Please select “I agree” if you agree to participate in this creative project entitled, “Business Plan
on e-Commerce of Secondhand Luxury Bags in the USA” I have had the study explained to me
and my questions have been answered to my satisfaction. I have read the description of this
project and give my consent to participate.
___ I agree – proceed to be interviewed
___ I do not agree – stop here

Please sign and email this form back to the researcher (qzhu@bsu.edu):

E- Signature of Participate:

Date:
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APPENDIX B-2: Informed Consent (Customer Survey)
Informed Consent
Study Title IRB# 1611230-1 Business Plan on e-Commerce of Secondhand Luxury Bags in the
USA
Study Purpose and Rationale This creative project is focused on figuring out a better solution
to improve sustainability of luxury fashion while protecting the luxury brand image. Specifically,
the purpose of this creative project is to develop a plan for a business that will focus on providing:
1) an alternative to counterfeit luxury goods by offering reasonably priced luxury handbags, and
2) services to extend the life of luxury handbags.
Inclusion/Exclusion Criteria To be eligible to participate in this survey, you must be at least 18
years old, be able to read English at the third-grade level and reside in the United States.
Participation Procedures and Duration For this project, you will be asked to complete a brief
survey inquiring about your motivations to purchase used luxury handbags and your
understanding of how to care for a luxury bag. The survey will take approximately 15 minutes to
complete.
Data Confidentiality or Anonymity All data will be maintained as anonymous and no
identifying information such as names will appear in any publication or presentation of the data.
Storage of Data The data will also be entered into a software program and stored on the
researchers' password-protected computer and online sharing platform Box which has passwordprotection. The data will be kept for two years and then deleted. Only members of the research
team will have access to the data.
Risks or Discomforts The only anticipated risk from participating in this study is that you may
feel some discomfort answering some of the questions. You may choose not to answer any
question that makes you uncomfortable. You may quit the study at any time.
Benefits There are no direct benefits for participants.
Compensation The compensation for completing this study is you will receive 10 cents through
Amazon Mechanical Turk within a week of completing the survey.
Voluntary Participation Your participation in this study is completely voluntary and you are
free to withdraw your permission at any time for any reason without penalty or prejudice from
the investigator. Please feel free to ask any questions of the investigator before signing this form
and at any time during the study.
IRB Contact Information For one’s rights as a research subject, you may contact the following:
For questions about your rights as a research subject, please contact the Director, Office of
Research Integrity, Ball State University, Muncie, IN 47306, (765) 285-5070 or at
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orihelp@bsu.edu.
Researcher Contact Information
Principal Investigators:

Judy Zhu
Graduate Student
Department of Business
Ball State University
Muncie, IN 47306
Email: qzhu@bsu.edu
Dr. Diana Saiki
Professor of Fashion Merchandising
Ball State University
Muncie, IN 47306
Telephone: (765) 285-2293
Email: desaiki@bsu.edu
By selecting agree below, I agree to participate in this creative project entitled, “Business Plan
on e-Commerce of Secondhand Luxury Bags in USA”. I have had the study explained to me and
my questions have been answered to my satisfaction. I have read the description of this project
and give my consent to participate. I have printed a copy of this informed consent form to keep
for future reference, if I so desire.

o Agree and continue to questions (1)
o Disagree and end survey (2)
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APPENDIX B-3: B-3: Questionnaire List (Expert Interview)

1) List of top 5 best-selling luxury brands from your company.
2) Could you give me the specific insight on the target customer from the demographics and
psychographics perspective?
3) What kind of impacts does the pandemic have on the globally luxury fashion market? How long
do you think the luxury fashion market take till it is fully recovered? Do you see any new
opportunities in this luxury fashion market from this pandemic time?
4) Where do you outsource the products? Are they all come from the customer reselling the
products to your company directly? Do you also do some coloration with the luxury brands
directly?
5) Do you see any new opportunity in the luxury fashion market now?
6) Do you see any challenging the luxury fashion reseller company facing nowadays?
7) I noticed that all of the top 10 biggest luxury fashion reseller company are doing business in
multiple countries, is there any legal issue for businessman to care about in term of growing this
business globally?
8) How do you make sure your team does not take any fake luxury products?
9) Does your company plan to add more services to customer, like service to extend the life of
luxury handbags? Why or why not?
10) In terms of global supply chain management, what kind of strategies does your business work on
to minimum the cost and risk of global delivery and storage?
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APPENDIX B-4: B-4: Customer Survey

1) Do you live in the United States?
A. Yes
B. No
2) What is your experience with shopping for luxury handbags?
A.
B.
C.
D.

A lot
Some
A little
None

3) Age:
A.
B.
C.
D.
E.

18 - 25
25 - 35
35 - 45
45 - 55
55 +

4) Sex:
A. Male
B. Female
5) 2019 Yearly Income (in Dollars):
A.
B.
C.
D.
E.

Less than 50,000
50,000 to 100,000
100,000 to 150,000
150,000 to 250,000
250,000 +

6) Education background
A.
B.
C.
D.
E.

High School
Bachelor
Master
Doctoral
Other
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7) How often do you purchase the luxury handbags?
A.
B.
C.
D.
E.

1 time a year
2 – 5 times a year
5 – 10 times a year
More than 10 times a year
None of Above (Please explain)

8) What are your favorite luxury handbags brands?
A.
B.
C.
D.
E.

Burberry
Prada
Louis Vutton
Channel
Other (Please specify brand/s)

9) Why do you purchase luxury handbags?
A.
B.
C.
D.
E.

Gifting
High quality
The creative design
Improve Social image
Other reason, please specify

10) When purchasing second-hand luxury products, what do you care about most?
A.
B.
C.
D.
E.

Price
Design
Brand
Quality
Other, Explain

11) Where is your favorite place to go for shopping at a physical store for a luxury handbag?
A. Shopping mall (For example, Fifth Saks Avenue)
B. Flagships retail shops
C. Other, identify locations
12) When shopping online, where is your favorite place to go for purchasing your luxury
handbags?
A.
B.
C.
D.
E.

Official website from luxury brands (for example, channel.com)
Shopping mall website (for example, fifthsaksavenue.com)
Instagram
Blogger
Other (Please identify)
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F. None of above, I do not buy luxury handbags online
13) Do you avoid fake luxury handbags? And if so, how? If not, why?

14) In terms of a customer’s online shopping experience, do you see anything the company
could work on to improve this shopping experience?
A.
B.
C.
D.
E.

Customer service
Delivery service
Website design
Product information
Other (Please explain)

15) Do you purchase the second-hand luxury handbags?
A. Yes
B. No
16) Where is your favorite place to go for shopping second-hand luxury handbags?

17) In terms of e-commerce, where is your favorite place to go for purchasing your secondhand luxury handbags?
A. Instagram
B. Facebook Pages
C. Other (Please identify)
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APPENDIX C
Business Plan

HiQualiti Business Plan
We’re Making Luxury Sustainable.

FOUNDER
Judy Qiong Zhu
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II. Executive Summary
HiQualiti is an online resell marketplace for people in USA to shopping authenticated
secondhand luxury handbags Today, strategies to improve sustainability in the fashion industry
is a timely topic for business globally. However, each year, luxury fashion brands destroy
billions worth of unsold merchandise producing harmful toxins, and human and material waste.
In addition, these bags will aim to provide an alternative to counterfeit handbags, which are often
made with materials harmful to environment and are not constructed well prompting continual
disposal. Meanwhile, the luxury fashion industry in US contributes significantly to the economy.
Customers’ awareness of sustainability is increasing. The mission of HiQualiti is making
Luxury Sustainable by extending the life cycle of luxury handbags.
HiQualiti provides one step services within its innovative closed loop business model. There are
three major services offered by HiQualiti, including luxury handbag resell tracking, luxury
handbag authenticity and value inspecting, and luxury handbag care and maintenance cleaning.
HiQualiti employs an in-house staff of experts including fashion forecasters and luxury fashion
authenticators who inspect items for authenticity and value.
The target customers of HiQualiti are 25 to 45-year-old Americans who purchase luxury
handbags. Customers typically earn more than 100,000 dollars in yearly income. They are
comfortable with online shopping. At the same time, they have high awareness on sustainability
in fashion.
In terms of marketing strategy, HiQualiti is focused on social media influencer marketing to
initially raise awareness about this business. Instagram is the main focus.
There are major four metrics used in HiQualiti: Monthly Revenue, Revenue CMGR (Compound
Monthly Growth Rate)), Gross Margin and Paid CAC (Cost Per Customer). The founder of
HiQualiti will invest $100,000. The seed fund is for 12 months cash runway, primarily covering
labor and advertising costs. Once the business model is shown repeatable, the founder of
HiQualiti will start fundraising from venture capitals.
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I. General Company Description
Mission Statement
The mission of HiQualiti is to make luxury sustainable by extend the life cycle of luxury
handbags.

Problem
Although increasing numbers of luxury businesses have adopted sustainable practices in their
supply chains (sourcing, manufacturing, logistics, distribution, servicing, waste and recycling),
fashion waste is still one of the biggest problems in the luxury fashion industry. Burberry has
been facing public outrage for burning $37 million worth of excess product. This overproduction
remains one of fashion’s costliest and most environmentally damaging secrets. A report from
Campos Franco, Hussain and McColl (2019) indicates that some luxury brands/companies have
not actively conducted sustainable practices to produce items, which is likely adding to the cost
and risk of holding onto merchandise. In an effort to clear inventory without marking down the
price, other brands, including H&M, Nike and Louis Vuitton, have destroyed excess
merchandise. Deadstock, a term used to describe merchandise that is never sold to consumers, is
compounded by the amount of fabric left in factories after a production or style cancellation, as
well as rampant returns.

Market Size
The luxury fashion industry in US contributes significantly to the economy. According to Bain &
Co (2019), the U.S. luxury resale handbag market totaled six billion dollars in USA in 2018.
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According to Berenberg (2018), the second-hand luxury market is expected to grow to nearly
nine percent of all luxury sales by 2020. Pricing definitely has influenced this market’s growth;
secondary market items typically sell anywhere from 30% to 90% less than the retail price of
similar new items (Bain & Co, 2019).

Solution
HiQualiti is focused on determining a better solution to improve sustainability of luxury fashion
while protecting the luxury brand image. HiQualiti offers an online marketplace for
authenticated secondhand luxury handbags in USA. It employs an in-house staff of experts
including fashion forecasters and luxury fashion authenticators who inspect items for
authenticity and value. HiQualiti provides one step services within its innovative closed loop
business model. There are three major services provided by HiQualiti, including luxury handbag
resell tracking, luxury handbag for authenticity and value inspecting, and luxury handbag care
and maintenance cleaning. At the same time, HiQualiti will make a strict policy on energy and
recycling, like using environmentally friendly material for packaging, using green electricity and
solar panels for office powering.

Customers
The target customers of HiQualiti are 25 to 45 years old American who purchase luxury
handbags. These customers typically earn above 100,000 dollars in yearly income. They are also
comfortable with online shopping. At the same time, they have high awareness on sustainability
in fashion.
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Competition
Based on the information gathered from expert interviews and customer surveys, HiQualiti
market competitors majorly come from the existing secondhand luxury good shopping platform,
like RealReal, Poshmark and Rebag.
In terms of the existing secondhand luxury good shopping platform, their customers have high
trust on the authentic luxury goods offered from their platform. They offer different categories
which including handbags, watches, shoes and outwears. However, there are some counterfeit
items found out in these platforms recently, which has had a negative effect on the customer trust.
Meanwhile, they do not offer education programs or any experience shops. The customer
engagement level is low. So, these problems provide great opportunities to HiQualiti. HiQualiti
will focus on luxury handbags only and aim to create a professional reselling platform for
customers. At the same time, sustainability will be another business focus for HiQualiti to win
the market. Details will be introduced in the marketing section.

75

II. Products and Services
Product:
HiQualiti is an online resell marketplace for authenticated luxury handbags in USA. HiQualiti
will earn a minimum of 20% from each handbag purchasing.

Service #1: Tracking Sustainability
This service idea was inspired from expert interview. According to Expert #1, luxury companies
pay extra fees for recycling services that document the savings because it improves brand image
and saves time. The tracking part in the recycle and reuse process is very complicated for the
luxury fashion brand companies. Although the services provided from Expert #1’s company is
higher than landfilling service, luxury brands still prefer to outsource to companies because of
this tracking service. Expert #1’s organization tracks the entire recycling and reusing processes.
Therefore, the luxury fashion brand knows how much fabric was saved from landfills and they
can incorporate this information to support sustainability claims in advertisements.

The handbags presented on HiQualiti are from two sources: one is recycling and reusing from
luxury fashion brands; another one is reselling from individual customers. This sustainability
tracking system is combined with customer engagement strategies from the online entertainment
gaming platform. It not only tracks how much impact this company or individuals done to the
earth, but also increase brands and individual’s engagement and loyalty to HiQualiti. Each
customer is requested to register their member account before the final purchase is made through
on the HiQualiti website, this tracking system will display in their membership page.
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Service #2: Inspecting Luxury Handbag for Authenticity and Value
HiQualiti provides authenticity and value assessment service to potential customers. This service
will cost $50 to $200.Customers might not sell their handbags immediately to HiQualiti. But this
is a great way to build up potential customer base while bringing in cash flow. Meanwhile, each
purchase from HiQualiti will receive a one-time inspection service for free. This also could
encourage customers to shop on HiQualiti.

Service #3: Luxury Handbag Care and Maintenance Cleaning
HiQualiti offers membership discount on this service. Since the target customer of HiQualiti are
luxury goods shoppers, maintenance cleaning and care services are in high demand for these
customers. Similar to service #2, this care service is another great way to build up a potential
customer base while bring in revenues. Meanwhile, items purchased from HiQualiti could
receive a one-time free cleaning service. HiQualiti charges $300 to $1200 on each handbag. This
is average market price for luxury handbag cleaning.

77

III. Marketing Plan
Branding
Brand image: High Quality
The name “HiQualiti” has same pronunciation as “High Quality”. Based on the result from the
customer survey, high quality is the main reasons for them to shop resell luxury items on one
platform. The name “HiQualiti” could quickly builds up a brand image to customers that this
online resell marketplace only offer high quality authenticated handbags. Since customers worry
about counterfeit products, this brand name likely will immediately attract customers’ attention
and build trust between customers and HiQualiti

Brand image: Sustainability
The home page of HiQualiti will present several key numbers, including how much fabric saved
from landfills, how many trees saved from destroying, how much clean water saved, and how
many handbags purchased from HiQualiti.At the same time, the home page will introduce the
innovative sustainability operation system, including using environmentally friendly material for
packaging, using green electricity and solar panels for office powering.

Advertising
HiQualiti advertising strategy will focus on influencer marketing and google advertising.
Influencer marketing is a content marketing strategy that consists of promoting the products,
services, or brands by collaborating or partnering with an influencer. Examples of influencer
marketing include sponsored Instagram posts or stories or sponsored blog posts. Based on the
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results from customer surveys, beside official luxury fashion brand websites, Instagram is the
major place for customers to gather information and make purchases. HiQualiti will collaborate
with 50 Instagram influencers to share their shopping experience with HiQualiti. The goal is
sharing with the public that HiQualiti is the right place to buy authenticated high-quality luxury
handbags that supports sustainability.
Google advertising will focus on two parts. One part is paid google advertising. Google allows
HiQualiti to choose the specific target customers group so that google could automatic display
HiQualiti to the target customers. Another way is optimizing the SEO system. HiQualiti will do
timely tracking of customer searches to determine the best keywords to use. Meanwhile,
HiQualiti will post a bi-weekly blog about luxury handbag on the HiQualiti website so that it can
speed up the optimization of the SEO system.

Community Building
A pop-up shop is a short-term, temporary retail space where brands—usually ones without a
physical presence—can interact in person with current customers and communicate their
message to potential new ones. The HiQuanliti team will analyze customer online shopping data
from the HiQuanliti website and finalize the best location and time for setting up the pop-up
shops. Meanwhile, the products selected to display in the pop-up shop will be the best-selling
products in the pop-up shop location as found by the online customer purchasing data. While
customers will have an opportunity to experience the products in person in the pop-up shops, an
additional community building strategy is providing different types of free courses. The topics of
the courses include sustainability innovation from HiQuanliti, how to be sustainable shopper, and
how to take care the luxury handbag appropriately, and the techniques on inspecting the
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authenticity of luxury handbags. Pop-up shops could not only reduce the cost compared to open
retail shops, but also increase the customer engagement in the majority target customer located
places. At the same time, the educational courses are an impactful strategy to create a social
impact by educating customer on sustainability in luxury fashion.

Metrics
There are the four metrics HiQualiti will focus on. They are as followings:
-

Monthly Revenue: Total revenue in a given month.

-

Revenue CMGR (Compound Monthly Growth Rate): Implied compounded monthly revenue
growth rate between two disparate months [CMGR = (latest month revenue/first month
revenue) ^ (1/#of months)-1]

-

Gross Margin: Gross profit in a given month/ total revenue in the same month (gross profit
equals total revenue less cost of sales and goods sold)

-

Paid CAC: Cost per customer acquired through paid marketing channels (total sales and
marketing spend in a given month/ total customers acquired via paid channels, including via
sales, in a given month)
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IV. Operational Plan
Daily operations will be conducted out of Judy’s apartment. Equipment needed for the business
includes a computer with Internet access, printer and a telephone. The printer is for printing
brochure which will be used in pop up shops or free education course. Since an outside brick and
mortar location is not needed zoning, construction costs, specific building type, access, rent,
parking and power and other utilities are not relevant.

Without a product being produced, production techniques and costs, quality control and product
development are not of current concerns. However, a size 10 square meter warehouse is needed
for the inventory purpose. This could fit in 300 handbags. Additional items for consideration
regarding inventory would be lead-time for ordering, identifying key suppliers and how payment
would be accepted. Meanwhile, HiQualiti will cover the shipping expense on the luxury handbag
donations from luxury fashion companies. So, shipping expense is also part of the consideration.
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VII. Management and Organization
Legal Structure: Non-Profit Organization
A non-profit organization (NPO), also known as a non-business entity, not-for-profit
organization, is an organization traditionally dedicated to furthering a particular social cause or
advocating for a shared point of view. In economic terms, it is an organization using its surplus
of revenues to further achieve its ultimate objective, rather than distributing its income to the
organization's shareholders, leaders, or members. Being public extensions of a nation's revenue
department, nonprofits are tax-exempt or charitable, meaning they do not pay income tax on the
money that they receive for their organization. They can operate in religious, scientific, research,
or educational settings.
HiQualiti will be filed as a non-profit organization. Upon the initial launch of the business, the
founder will be responsible for all aspects of marketing the brand, building an online presence,
accounting, and all communication with prospective and current clients. Specific hiring plan for
year 1, year 2 and year 3 will be shown as following.

Year 1

Year 2

Year 3

1 Part Time Website
Engineer
1 Supply Chain Manager
1 Part Time Luxury
Good Inspection Expert
3 Interns from Fashion
Schools
Multiple volunteers

1 Full Time Website
Engineer
1 Part Time Online Content
Creator
1 Supply Chain Manager
3 Part Time Luxury Good
Inspection Expert
5 Interns from Fashion
Schools
Multiple Volunteers

2 Full Time Website
Engineer
1 Full Time Online
Content Creator
1 Supply Chain Manager
2 Full Time Luxury Good
Inspection Expert
8 Interns from Fashion
Schools
Multiple Volunteers
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VII. Financial Plan
Founder will invest in $100,000 dollars as the startup fund. The following are the first 3 years
financial plan.
Projected Profit and Loss
PRO FORMA PROFIT AND LOSS
Sales
Direct Cost of Sales
Other Production Expenses
TOTAL COST OF SALES
Gross Margin
Gross Margin %
Expenses
Payroll
Advertising
Utilities
Insurance
Warehouse Rent
Total Operating Expenses
Net Profit

YEAR 1
$500,000
$250,000
$0
$250,000
$250,000
50%

YEAR 2
$1,500,000
$750,000
$0
$750,000
$400,000
40%

YEAR 3
$3,000,000
$1,500,000
$0
$1,500,000
$1,000,000
40%

$50,000
$50,000
$500
$3000
$2100
$5,000
$139,400

$270,000
$80,000
$800
$5000
$4200
$20,000
$370,000

$480,000
$150,000
$2,000
$8000
$8400
$50,000
$801,600

Personnel Plan

Founder
Website Engineer
Online Content Creator

Year 1
$0
$30,000
0

Year 2
$50,000
$70,000
$30,000

Year 3
$80,000
$140,000
$60,000

Supply Chain Manager

0

$60,000

$60,000

Luxury Good
Inspection Expert
Interns from Fashion
Schools

$20,000

$60,000

$140,000

0

0

0

Volunteers
Total Payroll

0
$50,000

0
$270,000

0
$480,000
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