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Appendix e

Appendix A

Project Brief

DESIGN
FOR QU

IDE Master Graduation

Project team, Procedural checks and personal Project brief

This document contains the agreements made between student and supervisory team about the student’s IDE Master
Graduation Project, This document can also include the involverment of an external organisation, however, it does not cover any
legal employment relationship that the student and the client (might) agree upon. Next to that, this document facilitates the
required procedural checks, In this document:

The student defines the team, what he/she fs going to do/deliver and how that will come about.

55C E&SA (Shared Service Center, Education & Student Affairs) reports on the student's registration and study progress,

IDE's Board of Examiners confirms if the student is allowed to start the Graduation Project,

@) USEADOBE ACROBAT READER TO OPEN, EDIT AND SAVE THIS DOCUMENT
Download again and reopen in case you tried other software, such as Preview [Mac) or a webbrowser

STUDENT DATA & MASTER PROGRAMME

Save this form ing the format “IDE Master Graduation Project Brief_familyname_firstname_studentnumber_dd-mm-yyyy”.
Complete all blue parts of the formand include the wed Project Brief in your Graduation Report as Appendix 1 | @
family name  Huang Your master programme (only select the options that apply to you}:
initials given name _Luxin IDE masterisi: () IPD ) ()o) &g srp )

student number 5335817 2 non-IDE master:

street & no. individual programme: - {give date of approval)
zipcode & city honours programme: ( ) Honours Programme Master )
country specialisation / annotation: ( ) Medisign )
phone ( ) Tech. in Sustainable Design )
emalil ( ) Entrepeneurship )

SUPERVISORY TEAM **

Fill in the required data for the supervisory team members. Please check the instructions on the right |

Chair should request the IDE

** chair _Erik-Jan Hultink dept. / section:  DOS/MCR Board of Examiners fqrapp_roval
of a non-IDE mentor, including a
**mentor Pinar Cankurtaran dept. / section: _DOS/MCR mofivationdeiterand e

2 mentor  Jingwei Ren Second mentor only
applies in case the

assignment 1s hosted by

organisation:  Valyuu BV,

city: Gorinchem country: _the Netherlands an extemnal organisation.
COMMENIS ¢y g expertise in sustainable consumption and circular econormy, while O rfnsurea hete_rogengous team;
{optional]  pinar has more experience in consurner research 2nd branding, They can In case you wish 1o include two
I coach me on different topics that are essential to this project. team members from T.he elile
' section, please explain why,
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Seller market growth strategy for the circular electronics start-up Valyuu  project title

Please state the title of your graduation project (above) and the start date and end date (helow). Keep the title compact and simple.
Do not use abbreviations. The remainder of this document allows you to define and clarify your graduation project.

startdate 01 - 07 - 2022 08 - 11 - 2022 end date

INTRODUCTION **

Please describe, the context of your project, and address the main stakeholders {interests) within this context in a concise yet

complete manner. Who are involved, what do they value and how do they currently operate within the given context? What are the

Nowadays, the faster release speed of consumer electronics (CE) with new features in the market makes them more
replaceable for consumers than ever, As a consequence, it increases the consumption rates, decreases the product's
useful lifespan, pushes the product obsolescence, and accelerates the generation of Electronic Waste (e-waste).
According to a report by Forti et al. (2020), the amount of e-waste generated globally is estimated to reach 74.7 Mt by
2030.1n 2019, the Netherlands generated 21.6 kg of e-waste per capita. However, a large amount of ‘e-waste’ can still
be reusable, re-marketable, or recycled for materials recovery, Hence, many retailers and manufacturers have noticed
this opportunity and joined this business field.

Valyuu is one of those retailers, Their current business is to collect and sell 5 categories of end-of-use (EOU) electronics
that are still functional with 2C profits, by providing testing, cleaning, and a minimurm level of refurbishing services,
Compared to other competitors, their strength is to link sellers directly to the buyers, so that there are no other
intermediates that drive up the commission fees in between, However, they are currently facing a conflict between
their wishes and the status que: they wish to grow their seller market by absorbing more sellers and expanding service
categories; but they noticed a problem that the current second-hand electronics market is in short supply, because
people who are aware or willing to sell their used electronics (at a right time) are limited, in other words, the customer
involvernentis low.
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| Thisis because consumers are not managing their e-waste properly, Most of them tend to store their EOU electronics
| inhomes (Yla-Mella et al, 2022), In fact, the storage behavior is suggested to be perceived as an ‘anti-green’ behavior
| because the product will depreciate over time, and it could cause a lower possibility of the product being reused, and
| thus lower profitability for retailers to collect and sell, Therefore, finding actual reasons behind the storage behavior
1 and designing solutions to enhance consumers' willingness to hand over their EQU electronics for reuse, can remove
i the barrier for Valyuu to grow their seller market, and also fill in the current research gap.
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Reference:

Forti V, Baldé CP, Kuehr R, Bel G, The Global E-waste Monitor 2020: Quantities, flows and the circular economy
potential, United Nations University (UNU)/United Nations Institute for Training and Research (UNITAR) - co-hosted
SCYCLE Programme, International Telecommunication Union (ITU) & International Solic Waste Association (ISWA),
Bonn/Geneva/Rotterdam.

Yla-Mella, J, Keiski, R. L, & Pongracz, E, (2022), End-of-Use vs, End-of-Life; When Do Consumer Electronics Become
Waste? Resources 2022, Vol, 11, Page 18, 11(2), 18. https://doi.org/10.3390/RESOURCES 11020018
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introduction {continued): space for images

image / figure 1:  _the picture of e-waste (source: PO Magazine)
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image / figure 2: __the approach
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PROBLEM DEFINITION **
0 ble within one Master Graduation Project
ate what issue(s) should be addressed in this project.

Limit and define the scope and solution sp

The main research question of this project is: how might we help Valyuu grow its seller market by identifying and
motivating potential sellers (customers) who just store their consumer electronics(CE) when the use ends, so as to
continuously collect more EOU(end-of-use) CE with a higher level of profitability and circularity?

The main research scope will be limited to Valyuu’s current service scope (the Netherlands, the 2C sellers, and 2C
profits, 5 categories of functional products). The focused category of CE might be further narrowed down during the
progress if necessary.

The main research question is broken down into 7 sub-questions as followed:

1. What are the customers' ownership situation and their product lifetime preferences of CE?

2. Why do customers stop a certain CE's usage and how to accordingly classify different reusable levels of 'e-waste'?
3. What are the reasons behind customers' storage behavior?

4, How should Valyuu identify different groups of potential sellers?

5, How should Valyuu adapt marketing materials and/or current services in order to motivate those target groups of
potential sellers to hand over thelr EOU CE for reuse right after their use end, aiming for diminishing the storage time
as much as possible?

6. In what ways can Valyuu approach those target groups of potential sellers?

7. How should Valyuu further grow its seller market and maintain customer loyalty in a long run?

definition”. Then illustrate this assignment by inc
ICt-8er mbination, a strategy illustrated
case of a Specialisation and/or Annotation, make sure the assignment reflects this/these.

Research and understand the market and electronics consurmer behaviors. Accordingly, design a solution to motivate
and approach more sellers, and thus develop a seller market growth strategy for Valyuu,

The seller market growth strategy for Valyuu will mainly explain which market segments of potential sellers should
Valyuu target first and how, with a brief explanation of the roadmap bridging the first step into the future vision, It will
be developed based on mainly consurmer research with a little market research.

The possible deliverables are as follows: (1 and 2 are more essential deliverables compared t© 3 and 4)
1. The market segrmentation and the main target personas of potential seller groups;

2. The adapted marketing materials and/or service scheme;

3. The launching strategy;

4, The roadmap and future vision.
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PLANNING AND APPROACH **
2 a Gantt Chart {replace the examy ow - more examples can be found in Manual 2} that shows the different phases of your
i les you have in mind, meetings, and how you plan to spend vour time. Please note that all activities should fit within

s or 100 working days, and your planning should include a kick-off megeting, mid-term

emony. lllustrate your Gantt Chart by, for insta Ining your and

) ¥ of part-time activities and/or periods of not spending time on your graduation project, if any, for instance
because of r parallel activities.

please in

startdate 1 -7 - 2022 8 - 11 - 2022 end date
Manth July August | Sop Oet Nov
Calender Week s 27 8 e Jao 3 sz iz w3 w7 s [ a0 (a2 a3 s
Froject Woek [ N S AN SN (N CE CE N - S T [ 2 T 2

literaturs research
e oontaxt analysis
oo ey s
compeitor analyss

FonsUTRr ra5s

fintarven)

corsuer anohysis

comentanone, _ define merket s target roups
g s sharpan the 65ee/ch question and The s20pe |
defing cesign problen |

ideation
dsate forthe

matketing  eveluztion
mterils sndor
Sevees  iteration

leunching strutegy

Covsion e 2RGSO with co-viorkers andfor sickeholdzrs

the rascimsy

prepare gresr lignt meesing

corcluson, recammendaion and relection
Featiadon e thess (cport

sevelon finel elverskles

prepare public presestation

Prosentation

final
desion
scheme.

lausting
scuteoy  roaamap reporer
sencme. ‘ anomease

sean |
i) spprtuit deszn
personas =

report+in prescrtati
s | faci ow o e
fepert

Deliverables ‘ ‘ ‘

The project will follow the design thinking approach as shown in Figure 2 above. The overall process contains 5 stages
and the arrangement might evolve during the progress:

1. Discover: stage 1 (Understand consumer behaviors and the market) aims at using interview methods and Fogg
behavior model to find out factors thatinfluence consumers’ behaviors, as well as using context, company, and
competitor analysis to understand the market;

2, Define: stage 2 (Define market segrentation, target groups, and sharpen problems) aims at classifying market
segrents, defining target personas and design problems;

3, Develop: stage 3 (Ideate for the adapted marketing materials and/or services) and stage 4 (Envision the future and
set up the roadmap) aim at ideating and iterating the design solution, and setting up launching strategy and roadmarp;
4, Deliver: stage 6 (Finalization) aim atwrapping up all the insight, result, and deliverable,

The tentative important meeting dates are:
the kick-off. TstJuly;

the mid-term: 26th Aug;

the greenlight: 13th Cct;

the graduation ceremony: 8th Nov,
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MOTIVATION AND PERSONAL AMBITIONS
in why you set up this project, what competences you want to prove and leam. For example: acquired competence
ogramme, the elective ester, e ricular activities (etc. int out the co

Optionally, be which personal leaming ambitions you expl 0 address in thi on top of the learning objectives
of the G on Pro - in depth knowledge a o hroac ces or experimenting with a

I have already been a big fan of the circular economy since my bachelor. | have ever developed an abandon umbrella
upcycling systern myself before, Now | meet Valyuu, who is striving to revitalize used electronics with a second life,
They want to expand their seller groups but they lack consumer insights and strategic suggestions, which strongly
belongs to my strength and interest fields. So we decided to cooperate together and head towards a future where
there are na electronics that are not fully used till their end of life.

By taking on this assignment, | would like to prove my ability and skills that are learned through my 2-year SPD master's
programmne. Especially the methods and skills learned from BPC and SPD research courses, such as qualitative research,
customer research, branding, and launching strategy, What| intend to learn more is about how to set up market
segmentation and personas rigorously by using research insights. Because in my previous project, | developed
personas very roughly and randomly, usually not very convincing. In addition, researching and designing for changing
consumer behavior is rather a new topic to me, but is alsc very promising and useful in my future career. $o | would
like t© acquire more knowledge in this area through this project,

So there are 2 personal learning ambitions | would like to address:
(Mlearn to segment custormer groups rigorously;
(2)acquire more experience on designing for consumer behavior change;

FINAL COMMENTS

roject brief needs final e add any information you think is relevant.
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Context analysis
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The dimension of scenarios

long-term, Q medgmies
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threat
short-term, 6 Minor
q popularity —
instant of
decluttering
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| also provided another way to categorize each scenario, as shown in the figure above. It can hint
at the scope and priority of the scenarios. The long-term dimension means that the scenario
has been existing for a long time and might not disappear immediately in the future, and it is a
bit harder to disrupt it but easier to conform to it. While the short-term dimension, similar to the
concept of recent trends, means that the scenario should be highly paid attention to instantly in
the recent two to three years, otherwise the scenario will change "in a flash’, and the company
may miss the best time to seize the opportunity or confront the threat. As for the scope, the
global dimension means that this scenario happens globally, including in the Netherlands, which
sets up a contextual basis for Valyuu to expand into other countries. While the Netherlands
dimension means the scenario is identified specifically in the Netherlands, and might not be
suitable for other countries. In addition, whether the scenario is a threat or opportunity to Valyuu
is differentiated by colors.
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Analysis of the company’s strengths and

weaknesses

Valyuu's current resources and
capabilities

customer foundation

. standardized service quality
concept attractiveness to talents
service convenience

. customer-centered service principle
response efficiency of communication with customers
good base of positive customer reviews
total capital
attractiveness to investors

. service innovation
payment speed

payment amount

Table 1. VRIO analysis of Valyuu’s existing capabilities and resources

technology development

brand story, recognition, and reputation

operation experience

labour requirement when scales up business

business network
standardized team training

service scope and variety

Table 2. Valyuu’s current weaknesses

Yes

Yes

Yes

Yes

Yes

Yes

iies

Yes

Yes

Yes

Yes

Yes
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NO

NO

NO

NO

Yes

Yes

Yies

Yes

Yes

Yes

Yes

Yes

NO

NO

NO

NO

Yes

Yes

Yes

ies

Yes

Yes

Yes

gfes

competitive implications

competitive parity
competitive parity
competitive parity
competitive parity
temporary competitive advantage

temporary competitive advantage

temporary competitive advantage

temporary competitive advantage
sustainable competitive advantage
sustainable competitive advantage
sustainable competitive advantage

sustainable competitive advantage

How I did this analysis: | first discussed with the co-founders of Valyuu about the resources and capabilities

that they currently already have. Then, we together continuously compared these with its competitors’ by using

the competition circle (Figure 3.1 in the report) as an overview of its competitive environment. The conclusion
of the "Yes" and “No” in the VRIO model (Table 1) could be drawn. And Valyuu's competitive parities, temporary
and sustainable competitive advantages could be identified. Also, helps to notice the competitors' highlighted

capabilities and resources intuitively. So during the comparison, what Valyuu is relatively weak in could emerge.
This is how Valyuu's weaknesses (Table 2) were derived. And the texts with the red-color highlight are ones that
were built on in the main text of the report in Chapter 3.
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Appendix D

Electronics consumption behaviors
(part of the literature review)

Note: all of the references of the citations below could be found in the reference list in the main
report.

The expected and actual product lifetime

As mentioned before, it has been noticed that the lifespan of electronics has become incredibly
shorter in recent years. Cox et al. (2013) have done a qualitative discussion group about
consumers’ expected product lifetime across England. It covers a wide range of product
categories not only including electronics. To mention those relevant categories of electronics, on
average, consumers tend to expect mobile phones to be used for up to 2 years, computers for
around 3-4 years, and cameras for around 5-6 years. The expected product lifetime is generally
consistent with the actual product lifetime at least in Europe. For instance, in the category of
mobile phones, another research in Germany demonstrates that 42% of users replace their
mobile phones around 2 years or earlier, but also 30% use their devices longer than 5 years
(Inghels et al, 2021).

The reasons for product replacement and obsolescence
(1) Replacement due to the desire for the “new”

The main replacement reason for consumers is the desire for a new device with updated
functions (Proske et al., 2016). Similarly, Cox et al. (2013) propose a product typology, where most
electronic devices are perceived to belong to the up-to-date type, especially mobile phones. They
usually have a less expected lifetime, are not always treated carefully, and typically come to EOU
point before the end of their functional life, due to consumers'’ feeling of being "out-of-date” Also,
to some consumers, these products play an important role in social identity (Jackson, 2005), and
are perceived as "lifestyle products and status symbols within a peer group”(Proske et al.,, 2016).
This is closely related to psychological obsolescence (Figure 1), which means “the subjective
aging of products because of fashion, technical trends, and consumption patterns” (Proske et
al, 2016). So consumers replace products because of those reasons or impulse purchases (van
Nes, 2010). There are three other types of obsolescence, corresponding with the device status, as
demonstrated in Figure 13. Among them, functional obsolescence is also related to the up-to-date
type of products as it is partly caused by market pressure, which means consumers subjectively
attach importance to new features published by manufacturers (Proske et al, 2016). So that the
owned device is not technically new anymore, resulting in promoting their motivation to replace
it.
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Obsolescence
functional economic material psychologic

Status of the device

Figure 1. Different types of obsolescence according to the electronic device status, as adapted from
Proske et al, (2016)

Another relevant product type to this project according to Cox et al. (2013) is the investment
type, which means consumers would invest time, finance, and emotions in the product. They
will, for example, conduct tiny research on product performance before purchase, treat it well
in use, or even wish to find a "good home" for it at the point of disposal. Also, repair behavior is
not uncommon to be seen in this product type, as the initial “investment” makes the repair value
more evident.

(2) Replacement due to technical failures

This leads to another reason for replacement, which is technical failure that accounts for around
or less than 50% of the reason for replacement (Proske et al, 2016; Sabbaghi et al,, 2015). The
most frequent broken components of the device are the display and battery, coming after the
case, board, and button (Raihanian Mashhadi et al, 2016). According to Proske et al. (2016), a
broken display accounts for 52% of the most common damage, while a weak or broken battery
accounts for 40%. As stated before, the common behavior of consumers after failures happen is
to replace a new one. In case this happens, only 34% of consumers have tried or asked for repair
before replacement, in other words, among consumers who replace devices after failures, more
than 60% without even trying or asking for repair as they assume that a repair would be too cost-
intensive (Proske et al,, 2016).
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Semi-structured interview guide

[Attention and preference]
As our topic is related to electronics, so firstly | wonder do you have any preference for a

certain category of electronics?
for example, compared to other categories (e.g. eating, traveling, clothing, cosmetics, etc.) or

any other hobbies you have? Do you pay more attention or money to electronics?

[what category?] do you pay more attention to:

the whole category of electronics?

only some specific categories? can you give some examples of the categories you pay more
attention to? and why?

people who like it:

how do you pay more attention? examples? (e.g. pay attention to online information/trends of
electronics, watch videos from Youtubers)

why do you like it? what kind of features of electronics really attract you?

do you have any other hobbies?

people who don't like it / just so-so:

in addition, can you give some examples of your hobby?

[Ownership and EOU displosal]

then let's talk about what electronics you own (smartphone, laptop, tablet, game console,

smartwatch, drone, camera, speaker, headphone).
current (you can think of those currently at your hands, and in your home), what categories

and how many electronics do you have?

you can start with those you still use very often now?

and then comes to those you seldom use now (store)

why store?

before (then, let’s think about those electronics you previously had but were not yours
anymore)

can you name some of them?

what was their fate? how did you deal with your EOU electronics before? (e.g. sell, give it free
away, store at home, throw it away)

why?

Have you ever thought of how to deal with those obsolete electronics (carefully)?

Yes-how?

No-never

Have you ever sold any other categories of second-hand products other than electronics?
Yes

what?

why do you think you would sell them?
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Compared to selling electronics, what is the difference between selling XXX and selling

electronics?
future (plan to have)

do you have any electronics you plan to buy in the near future? why?

[Purchasing, replacement, and maintenance]

Okay, we are now talking about purchasing electronics, so in general, | wonder

what you think triggered you to (intend to) buy new electronics / replace an old one?

how often did you buy a new one?

when you bought a new one, how long did you expect it to be used by you? can you give

some examples?
then, if you had an older device being replaced when you bought a new one, what was its

status? (e.g. still functional, broken) can you give some examples?

what did you do before you decided to buy which type/version/brand of electronics?
(compare price, ask people who know more about it, search on the internet for feedback and
comments, KOL) the mental effort of buying and selling is almost the same

where and how did you usually buy electronics?

after buying, how did you usually treat them? did you maintain your electronics sometimes?

(e.g. use it carefully, buy a screen protector, phone case, or some peripherals; upgrade your

system, clean or sort out your data periodically)
Yes-how did you maintain your electronics? can you give some examples

No-then how did you treat them, can you give some examples

have you ever experienced any broken down of a device? and what did you do if some
devices broke down? examples?

did you take it apart or repair it yourself?

how did you feel when a device broke down?

How did you feel when you needed to learn new features or acquire new information about

electronics?

For people who usually sell
[Ability & motivation & trigger]

Okay, as you have ever sold your products on Valyuu

| wonder was it the first time you sold your electronics?

***[first-time seller] Have you ever heard of any other platforms to sell electronics?

***why didn't you sell your products on those platforms but choose Valyuu?

***[first-time seller] What kinds of selling platforms have you ever used before, other than
Valyuu?

name?

why did you choose Valyuu this time to sell?

what are the differences in selling experience compared to Valyuu? (e.g. the process of
handing over your products and getting money)

how do you feel about using Valyuu compared to other platforms?

***[not first-time seller] How often did you sell your products?
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e.g. did you sell it every time when it is obsolete / right after you buy a new product?

What did you do before selling? (e.g. compare price)

How did you deal with the device before selling it?

What moments do you think triggered you to decide to sell? / when did you intend to sell?
any storage time? (Trigger)

e.g. before a new product launch, the moment to buy new products

What do you think are the most significant motivation for your selling? (motivator)

e.g. money, sustainability, helping others in need

Do you think you have any considerations that might prevent you from selling? (demotivator,

e.g. concerns about the data security, or personal attachment)
[evaluation] Could you grade your general willingness to sell from 1to 10 (1 means absolutely

don't want to sell, 10 means willing to sell it every time when it is obsolete)
Do you talk to others about your selling? and why? (e.g. share information, and benefits, call

on other people to sell, etc.)
Have you ever heard of any recycling platforms? and what is your opinion towards recycling

compared to selling?

For people who usually store
[Ability & motivation & trigger]

why do you think you usually don't sell? / what is your consideration of not selling?
(demotivator)

how much money can motivate you to sell? percentage

Have you ever heard of any second-hand electronics platforms that allow you to sell?

name?

where did you hear from?

Have you ever heard of any recycling platforms? and what is your opinion towards recycling

compared to selling?
[evaluation] Could you grade your general willingness to sell from 1to 10 (1 means absolutely

don't want to sell, 10 means willing to sell it every time when it is obsolete)
In case you would sell someday, what do you think will be the (most important) motivation for

you to sell? (motivator)
and at what moment? (Trigger)

[After | present Valyuu's existing services to them] Do you think you want to have a try of

Valyuu's services someday in the future?

Then the last question is: based on your observation, what about the situation of your friends or
families? Do they sell or store their electronics? Do they replace or buy very often, etcKcan you
give some examples (e.g. parents, siblings, cousins, other relatives; peer friends)

Ending: Alright, that's all for the interview. Your answers are really valuable to us, | hope we can
stay in contact later. Thanks again for your participation!
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Appendix F

Data analysis and part of the result of the
consumer research

Data analysis process
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ey

important than just the value in the.
money instead

1 have never know something ke that
(the standard seling platform) existed.

The resson why | v Ve e T o e
ettt dacl the phone. - P16 peee il ElSe R TS
Gepreciated quickly s lectrorics.-P10 e T Bl
L —_—
—

1 have ever Google the remaining market

1just have some attached value
toit. Like, | don't want to lose.
them. Because they still mean
something to me. - P12

ot e e ; “ 3
incentives — e funcitoning good so 'm G penaee S e
— TS oy, e oty e
e from it P12 pmedincly come nyour s e e 5 e 1S
I will balance between the
selling price between the e ~—
emotional value to me. -
e
B e
iSniagnspaEmEtey
They(Appla) wllry to renaw it and then o B s e hs S 100 s

1did my whole bachelor's degree on that
laptop. And ke, allor that degree. | had
0 make, ke, 34

maybe ke, when 'm old, | would ike to
review them again.- P12

For example, my old my old Playstation
hasa ot of old games o

again, Il have it here. - P12

It only counts for less.
than 100 euros so |
would rather keep it
myself. - P16
—
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Segmentation results among the interviewees

Unstructured interview

people who usually sell

store)
2 average people | digital enthusiast average people
enthusiast EEEE & SR
PO P02 P03 ['p P06

PO4 | € P07

pos @ € POS

All of them
belong to
Segment B

Other notable insights across segments
Below are some other insights identified but are not closely related to the main story of the
report, but might be interesting for Valyuu to refer to.

(1) Supports happen commonly within one’s social network in the electronics field

As stated before, most people’s first consideration when dealing with EOU electronics is to give
them away to family members or friends, because of convenience and reliability. Similarly, another
very interesting phenomenon revealed from consumer research is that, within an individual's
friend circle, people who have lower knowledge tend to ask people with higher knowledge
levels for information support about electronics, such as recommendations for a new device or
discussions about a certain failure. Also, when people face a certain failure of the device and
would like to repair it, they usually won't go to the offline random store to seek repair service
directly but would rather prefer to ask reliable and capable friends to check and repair the device
first. All of these prove that people are craving for certainty when they face a lot of uncertainty in
the electronic market.

people who seldom sell (but usually

® Seller Market Growth Strategy for the Circular Electronics Start-up, Valyuu

Semi-structured interview

people who seldom sell (but usually

participants

Whether they will sell people who usually sell store)
Whether they prefer digitéﬂ o .
e il average people | digital enthusiast average people
Quota 4 4 4 4
P1 P5 P9 I P13
P2 P6 P10 ' B P14 A
P3 P7 P11 | JE
P4 P8 P12 IS P16 =
All of them
belong to
Segment B

(2) Creative usage of the spare part or function

Among the four segments, especially A, B, and D, some people could come up with the reuse
method in a different way. For example, people who have more disassembling knowledge, tend
to keep some functional components of the EOU devices for reuse, especially in the category of
laptops or desktop computers. However, some other people who have a more creative mindset,
tend to reuse the remaining function of the device for other purposes, such as keeping the
obsoleted smartphone simply as an alarm clock, or turning the obsoleted iPad into a digital
picture frame.
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ﬁ Appendix e

Appendix G

Result of the rating scores of each segment

Segment D Segment A Segment C
D Weight Rating (0-10) Total A Weight Rating (0-10) Total c Weight Rating (0-10) Total
Market attractiveness Market attractiveness Market attractiveness
Customer needs Customer needs Customer needs
and behavior 03 3 13 and behavior 03 7 21 and behavior 03 4 12
Segment size and Segment size and Segment size and
growth rate 03 3 13 growth rate 03 3 23 growth rate 03 8 4
Marco trends 0.2 3 0.6 Marco trends 0.2 4 0.8 Marco trends 0.2 6 1.2
Total: Market 1.0 / 36 Total: I_uﬂarket 1.0 / 5.4 Total: I'_dlarket 10 / 6.4
attractiveness attractiveness attractiveness
Competitive position factors Competitive position factors Competitive position factors
Opportunity for Opportunity for Opportunity for
competitive 0.5 7 35 competitive 0.5 5 25 competitive 0.5 8 4
advantage advantage advantage
Capabilities and 0.2 5 1 Capabilities and 0.2 7 14 Capabilities and 0.2 6 12
resources resources resources
Industry 03 6 18 Industry 03 a 12 Industry 03 5 15
attractiveness attractiveness attractiveness
Total: C0‘l1"!petltl\l’e 10 / 6.3 Total: Co.rr!petltwe 1.0 / 5.1 Total: Cop'!petltwe 10 / 6.7
position position position

The weight of each criterion was derived from the discussion with Valyuu's co-founders.
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Appendix H

Schedule of the co-creation workshop

Workshop schedule for the participants to read in the workshop

Encouraging and supporting end-of-use electronics "selling" behaviors

Workshop Schedule

Schedule for the co-creation session

Time spend Activity

15 mins 01 Ice-breaking

10 mins 02 Bias dump

10 mins 03 Task announcement
5 mins 04 Digest

25 mins writing

5 mins sharing piverse

10 mins Reverge
05 How-tos

) . session

5 mins voting Converge

5 mins sharing 8
10 mins

20 mins writing Diverge

10 mins sharing

5 mins cluster

5 mins vote 06 Idea sampling and appraisal

5 mins 07 Ending

Detailed explanation

To be familiar with each other

To let go of any biases before
brainstorming

The facilitator will briefly introduce
the brainstorming toolkits and the
main insights from the research phase

To be familiar with the insights and
toolkits, as a preparation for the next
session

Formulate as many How-To questions
as possible from different points of
view; and communicate with each

other afterwards

Revisit and cluster all the How-to
questions

Vote for the top 10 How-Tos that cover
as many different points of view as
possible

break

Generate ideas for all the chosen How-
tos and stop until covering every of
them; and communicate with each

other afterwards

Cluster ideas and vote for the most
impactful ones

Reflect and give suggestions to the
project and the workshop

e Seller Market Growth Strategy for the Circular Electronics Start-up, Valyuu

Workshop schedule for myself to instruct the workshop

Schedule for the co-creation session

Time slot

15 mins

10 mins

10 mins

25 mins-writing
5 mins-sharing

10 mins-cluster,
review and
name the
cluster

5 mins vote
5 mins
communication

10 mins

20 mins + 10
mins

5 mins cluster
5 mins vote

5 mins

Interview co-founders
about design
requirements

Activity

01 ice-breaking

02 bias dump

03 Task announcement

04 Digest
Diverge
Reverge
05 How-tos
session
Converge
Diverge

06 Idea sampling and
appraisal

07 Ending

Detailed explanation

1
2

. Welcome

. [1 min per person] Brief self-
introduction + answers of the two
questions

Write down on post-its (2mins) and share it

wit|
1

1

2

3

1

v

1

2z

1

2
3
4,

h each other (3mins)

. What is your feeling when you think
about selling your used electronic
devices?

. What is your feeling when you think
about purchasing a newer device?

. Lwill present to them the segmentation
(ask belonging) + the empathy map +
the mental notes

. Let participants assign themselves
which segment do they (more closely)
blong to

. Let participants ask questions if there is
anything unclear

. Let participants be familiar with the
mental notes + empathy map +
segmentation

. Could let them take some notes if
necessary

. [25 mins] Invite participants to
formulate as many How-To questions as
possible from the different points of
view of the stakeholders, the context,
the problem and everything (remember
the balance of the three elements)

. [5 mins] Share it (the most interesting
one they think) with each other
afterwards

. Revisit all the How-Tos (speak out and
ask for clarification if there is anything
unclear)

. clustering

. give names to their groups

. reduce and combine some How-tos

Select a number of How-Tos that cover as

ma
reg
life

1.

Lo

w

~

o=

ny different points of view as possible,
arding different stakeholders and product
phases

Let participant vote for the top 10 How-
Tos that cover as many different points
of view as possible (remember the
balance of the three elements)

Finally, choose the top 10 with the
highest votes to generate ideas further

break

. Start generating ideas with the whole

group on the selected 10 How-To

question

skip to the next How-To question until

no new ideas emerge, and stop until

covering all the selected questions

. communication (introduce 1-2 the most
interesting ideas one by one)

. Cluster all the ideas by using the C-Box
matrix

. Dot vote for the top 5-8? ideas with the
most impact

. slow down the pace
. Let participants to chat about their
reflections and recommendations

s

1
2

1.

2.
. Mental notes card-

w

~

w

Lk

w

1
2

Materials in

use

Name stickers

Enough post-its
Color pen

FBM with
segmentation
Empathy map

deck

. Mental notes card-

deck

. Enough post-its

. Color pen

. Dot stickers

. Mental notes card-

deck
Enough post-its

Color pen

Dot stickers
C-Box matrix

1.

~

W

Intended
result

To let participants
realize the existance
of stereotypes

. To let go of any

biases before
brainstorming

. Let participants be

familiar with the
context, problems
and findings

Generate as much
How-Tos as possible

. Integration of How-

To questions

. Have the top 10 How-

Tos to generate ideas
further

. As many ideas as

possible for each
How-to

. Cluster of ideas
. Preferred directions

Top 5-82 ideas

. Receive suggestions

and
recommendations

for the project and
the organization of
the workshop
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Appendix |

Inspirational desigh elements in the designh guideline

Hierarchy 1: preference naturally towards it.

Periodic events: If Valyuu could hold a series of recurring events with fixed dates and similar

forms, it can have multiple opportunities to catch the target group’s attention and sustain
their interest in a good level. In this way, the target group could develop a sense of belonging

Limited duration: when purposefully setting up a scenario with limited duration to let the

target group decide on whether or not to sell, it can truly accelerate their speed of making
decisions and guide them to make the choice of “selling”

and even loyalty to Valyuu's brand. Removing status quo bias: Can Valyuu inform the target group of the harm of inaction so as

Self-expression: If “selling” to Valyuu or using Valyuu'’s services is a way for the target group to remove the status quo bias?

. . . . . . Variable rewards: Can the “selling” reward be made “random” and unexpected so as to make
to express themselves, such as about their beliefs or attitude towards sustainability, caring, I W Ing" rew unexp

no compromise that aligns with its brand story and personality (see Confidential Appendix
1), they would probably feel proud and confident to recommend Valyuu to others. This could

possibly form a virtuous circle of raising awareness and advocacy.
Gifting: If Valyuu could let the target group feel they are treated with bonuses or profits so

the experience unique?

that they feel good like receiving a gift, customers' reciprocal behaviors might be triggered.
Then they probably would be more aware and loyal to the brand, consider it seriously, and
even recommend it to others.

Story: By using the techniques of storytelling, such as conflict, Valyuu could compose a story
to provide well-crafted visions that give importance to the simple act of “selling” The target
group might feel a sense of achievement towards the vision they acknowledged after selling,
which also aligns with its brand story.

Loss aversion: Can Valyuu reverse the fact that the target group would feel loss aversion
towards selling to another situation that they might feel loss aversion of not selling? This
element could be combined well with the design opportunity 2. If the value of “selling” is
really unexpected or limited, and even unique compared to competitors, they probably regret
not acquiring it.

Need for certainty: as stated before, the target group is under huge uncertainty when
considering “selling” This element provides another angle to ease uncertainty, which is to
provide sufficient information about selling to the customers. And this works better when
combined with the design opportunity 1.

Hierarchy 2: (briefly explain)
Surprise & curiosity: provide surprise, and arouse the sense of curiosity so as to raise

awareness
Familiarity bias: when the selling process or value could be combined with something the

target group is already very familiar with, like some activities or feasts, they can develop a
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Appendix J

The unchosen initial concepts

Concept 2: Conventional referral programme: referral
greeting card

Marketing channels:

Valyuu's official website and Whatsapp

Scenario:

During some festival periods when people might often greet each other and declutter things in
their homes, the target audience receives some greeting information in virtual referral & greeting
cards from friends or families. And the card is provided by Valyuu.

How it works:

During Dutch festivals like King's day or Christmas, family parties are held frequently. Usually,
customers would also declutter stuff in their homes, throw away old stuff or sell them in the flea
market. Also, some activities like a small trip that requires some expenses could happen. This is a
nice opportunity to arouse their awareness of selling as an option. Valyuu could invite its current
sellers to generate their own referral & greeting cards and send them to their friends or families
via Whatsapp that includes the target group. It contains some greeting information about the
festival and recommending information about selling.

When the receiver gets registered, the sender could get 1€* cash reward per person; and if the

® Seller Market Growth Strategy for the Circular Electronics Start-up, Valyuu

receiver sells his or her devices successfully, the sender could receive 3%* of the selling price as
commission fees. And the receiver can get 5% value-added by selling through this channel.

Criterion used:

self-expression

gifting
curiosity

1-the referral within the friend or family circle

2-the expression of attitude, thoughts, and beliefs in the referral & greeting card
3-the action of sending the card is like gifting

4-the design of the card could aim to raise the receiver's curiosity

Brief evaluation:

Advantages:
Festival could be a nice opportunity to conduct referral activity as it combines people's already
existed habits quite well and also contains some potential needs to be met;

Limitations:
During the festival, a lot of other brands are also doing marketing activities, how to stand out in
the competition then?

Uniquenesses:
Usually the conventional referral programme only uses the referral code. But this concept makes
the combination of the referral information into a greeting card, which is unique.
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Concept 3: Unconventional referral programme: selling
together with a group

Marketing channels:

Valyuu's official website, offline posters

Scenario:

The posters are put on the walls of neighborhoods, office buildings, and schools that have higher
traffic.

How it works:

The attractive poster could raise awareness of selling on the target audiences’ way to homes,
offices, or schools. In those places, they often meet and communicate frequently with their
families, colleagues, or schoolmates. The target audience might become curious and take a look
at it. There is a QR code on the poster that leads them to Valyuu's official website, where they
can generate an invitation to others to call for selling. The rule is that if 3* people sell together,
everyone in the group can receive gifts or 5%* value added. And when handing over their
devices, the group can order a door-to-door pick-up service at a fixed location of their office,
living, or school buildings.

® Seller Market Growth Strategy for the Circular Electronics Start-up, Valyuu

Criterion used:

curiosity

1-sell together within a group
2-the design of the poster should raise their curiosity and trigger them to explore more

Brief evaluation:

Advantages:
Group selling can largely increase the quantity of the selling devices.

Limitations:
Who could be the initiator to lead others for participation?

Uniquenesses:
It takes advantage of the already existing communication scenarios between people so as to
recommend;

When it combines with the door-to-door pick-up service, it can ease the workload of both the
customers and Valyuu's workers.
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Concept 6: Valyuu’s peripheral products

Marketing channels:

the product itself is a marketing channel

Scenario:

When customers see someone is using cute Valyuu's peripheral products such as the phone
case, the canvas bag, and stickers, they probably will become curious and start getting to know
the brand.

How it works:

This is inspired by Design Analogy 2. Some current Valyuu's users get Valyuu's peripheral
products from some channels. They are well-designed and represent their own styles and beliefs
so they use them very often. This might also attract the attention of other surrounding people to
be familiar with Valyuu's brand.

Criterion used:

self-expression

curiosity

1-when the products are used by many people, including friends and families;
2-it could be a way to express personal beliefs about sustainability;
3-it could raise the curiosity of the audience wanting to explore the brand;

® Seller Market Growth Strategy for the Circular Electronics Start-up, Valyuu

Brief evaluation:

Advantages:
it can fuel forming a trend and leave a good impression on the audiences

Limitations:
the conversion rate is hard to be estimated and might be low

Uniquenesses:
The form is original and haven't been seen easily in the Netherlands
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Concept 8: Surprise bag

Marketing channels:

offline channels

Scenario:

when the target audience is shopping or hanging out

How it works:

Those surprise bags are placed on some offline channels, such as Valyuu's own offline stores
or booths. They can either be sent as gifts or purchased. They are eye-catching and trigger the
audience's curiosity to have a look. The bag contains several peripheral products of Valyuu.
During the time customers are unpacking the bag, they are in the mood of exploring, so they
are open to acquiring new information. Hence, some booklets that educate people about the
importance and value of selling EOU devices by storytelling could be placed into the bag and
read well by audiences. And information about the selling process can also be introduced.

® Seller Market Growth Strategy for the Circular Electronics Start-up, Valyuu

Criterion used:

gifting
curiosity
surprise

variable rewards

1-the booklet explain the value of selling

2, 4, and,5-the format of the surprise bag provides a sense of curiosity and surprise, and is playful
and interesting.

3-this bag is sent as a gift, or if by purchasing, usually, the price is much lower than the market
price, so customers might feel a sense of gain like receiving gifts

6-The products in each bag are different

Brief evaluation:

Advantages:
It is an interesting way to introduce Valyuu's brand and selling as an option

Limitations:
It is kind of making the marketing campaign complex that requires many resources, and then the
ROI might also be low.

Uniquenesses:
It could make Valyuu as a brand more memorable
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Concept 9: Real-time digits display

Marketing channels:

offline video billboard, Valyuu's official website

Scenario:

on the street or station

How it works:

The video billboard simply visualizes the value of selling or the harm of not selling on different
topics, such as the real-time display of the number of the e-waste generated in the Netherlands,
or the selling price drop tendency. A QR code on the billboard that leads the audience to Valyuu's
website is also provided.

Criterion used:

curiosity

(remove) status quo bias

1-different values will be visualized via different kinds of data
2-customers curiosity will be sparked and their consideration will be triggered
3-the data demonstrated creates an urgency of selling

® Seller Market Growth Strategy for the Circular Electronics Start-up, Valyuu

Brief evaluation:

Advantages:
The traffic of viewing an offline billboard might be good

Limitations:
It is hard to find a place where a video billboard could be placed in the Netherlands

Uniquenesses:
The live data demonstrated is attractive and unique
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Appendix K

The results of the Harris Profile

the design solution should:

[Required Attributes]

1. confrom to the context and trend;

2. be simple and efficient;

3. be innovative and original;

4. be foresighted to bridge the future vision;

5. be viable, feasible, and aligned with corresponding service and marketing periods;
6. be as honest as possible;

7. fit for the brand story and personality;

[Required Impact]

8. push their intrinsic motivation to choose "selling" to Valyuu;

9. Increase Valyuu's reputation and popularity in an impactful way;
10.increase the potential of their conversion behaviors;

11. increase the potential of their retention and advocacy behaviors.

the design solution should:

[Required Attributes]

1. confrom to the context and trend;

2. be simple and efficient;

3. be innovative and original;

4. be foresighted to bridge the future vision;

5. be viable, feasible, and aligned with corresponding service and marketing periods,;
6. be as honest as possible;

7. fit for the brand story and personality;

[Required Impact]

8. push their intrinsic motivation to choose "selling" to Valyuu;

9. Increase Valyuu's reputation and popularity in an impactful way;
10.increase the potential of their conversion behaviors;

11. increase the potential of their retention and advocacy behaviors.

® Seller Market Growth Strategy for the Circular Electronics Start-up, Valyuu
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Appendix L

The theory behind the story arc
(the Three-act Structure)

ARCHPLOT STRUCTURE Inmost Cave

(AKA: Classic plot, the hero’s journey, goal-oriented plot, Aristotelian story shape, energeia plot, Also Known As:

and Hollywood screenwriting structure) * Energetic Marker 3: Crisis
Dark Night of the Soul
Abyss and Revelation
Plot Point Two

Act Two Climax

The Major Assault

Archplot is a goal-oriented plot where, “for better or worse, an event throws a character’s life out of bal-
ance, arousing in him the conscious and/or unconscious desire for that which he feels will restore balance,
launching him on a Quest for his Object of Desire against forces of antagonism (inner, personal, extra-
personal). He may or may not achieve it” (McKee, 196). Film Examples: Toy Story, The Godfather, Back to
the Future, Star Wars, Etc. (Most American Hollywood films use arch plot). Book Examples: Harry Potter

Seizing the Sword

Also known as:
* Energetic Marker 4: Climax
= The Climax

Seizing the Prize

(Rowling), Hunger Games (Collins), Speak (Anderson), Pride & Prejudice (Austen), Hamlet (Shakespeare), - Death of the Ego I
The Odyssey (Homer), etc. A 6 * Transformation
* Death Experience . Finale
“I took a master class with Billy Wilder once and he said that in the first act of a story you put your character up in a * Rock Bottom « Break Into Three
tree and the second act you set the tree on fire and then in the third you get him down.” - Gary Kurtz (Film Producer) = The Ordeal « The Final Incident
= The Crisis @
* Big Change

Epiphany

Tests, Allies, and Enemies

Also known as:
The Fun and Games

Crossing the First Threshold Final Push

Return with the Elixir

Also known as:
* The Descent

Also known as:

= Energetic Marker 1: End of Also known as:

the Beginning ' = Resistance and Struggle ' * The Sprint * Transformation and Return
Refusal of the Call = The Point of No Return X = Rising Action and Obstacles . * Rapidly Falling Action
Also known as: = Committing to the Goal ! = Belly of the Whale ! = The Road Back
= Threshold Guardians = Act One Climax X = Push to Breaking Point X * Denouement
= Defining Moment = Plot Point One ' = The Special World @ . ' * New Life
= Separation = Break into Two ' = Road of Trials Approaching Inmost Cave X * Resolution
» Reluctance « Turning Point One . Also known as: ' = Aftermath
= New Situation « The Threshold ' * Challenges and Temptations ' A New Status Quo
= The Debate = Awakening . * Grace and Fall )
= Meeting Mentor : = Resistance and Struggle :
\ = Complications and Higher Stakes
! * The Bad Guys Close In !
: Mid-Point = Intensification :
! Also known as: = Preparation '
Call to Adventure ! « Energetic Marker 2: = Rising Action '
Also known as: Halfway Point » Obstacles 1
* Inciting Incident . = Mid-Act Climax .
* The Call to Action ! = Moment of Grace or the !
* The Catalyst ! Mind-Fuck Moment !
[ * Moment of Enlightenment [
. = Commitment to the Journey '
Ordinary World AN | ! = Progress )
A | 1 1
Also known as: ! |
= The Known | | | | | | | | | An average Hollywood
* The Set-Up 1 10 20 30 40 50 60 70 80 90 100 110 120] filmis 120 minutes
= The Status Quo long. Using screenplay
= Limited Awareness format, ane page = ane
minute of screen time.
ACT ONE: BEGINNING ACT TWO: MIDDLE ACT THREE: END
Set-Up / Incitement / Ordinary World Confrontation / Set Back / Special World Resolution / Climax / Ordinary World

Information on this handout comes from the following sources: The Plot Whisperer (Alderson), The Hero with a Thousand Faces (Campbell), Novel Writing Help (Chapman), Screen-
© | d 5 db 2013 play (Field), The Sequence Approach (Guilino), Writing Screenplays that Sell (Hauge), Inside Story (Marks), Story (McKee), Tools for Analyzing Prose Fiction (McManus), Save the Cat
ngri un erg (Snyder), Three Act Structure (TV Tropes), The Writer's Journey (Vogler), and The Moral Premise (Williams).

Source: What is Arch Plot and Classic Design? . (2013, June 5). Ingrid Sundberg. http://ingridsundberg.com/2013/06/05/what-is-arch-plot-and-classic-design/?utm_source=lit-littan&utm_
medium=social-fb&utm_term=100115&utm_content=link&utm_campaign&origin=lit_littan_social_fb_link__100115
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Appendix M

The design and answers of the validation
guestionnaire

Could you please rate your (current or future) general willingness of selling your
obsoleted electronic devices?

(6 £EE)
3
2
1 (16.7%) 1 (16.7%) 1 (16‘.7%)
1
0 ((I)%) 0 ((\)%) 0 (?%) 0 ((l)%) 0 (?%) 0 ((l)%)
0
0 1 2 3 4 5 6 7 8 9

Could you please briefly explain the reason of your rating?

(6 £ES)

Depends on how much time | used it. If | used it for a long time and the hardware is not functioning well, |
don't think others would buy it.

For me, electronics is not a fast-moving consumer goods, so | won't change it frequently. And most of the

time Id rather keep it as a hard drive because there might be some photos or other information in it. But if it's
a relatively new product and | don't need it, I'll sell it.

| didn't sell the electronic device before. But | have some device that not used yet. The reason is : 1. don't have
the suitable platform to sell the product. 2. have no hurry to sell the product. 3. Don't really have the
passionate to sell the product.

selling them could be very troublesome and | am not familiar with prices in second hand market.

| feel this process is quite time/energy wasting, which will make me frustrated.

® Seller Market Growth Strategy for the Circular Electronics Start-up, Valyuu m

After watching the "video"

Could you please rate your (current or future) general willingness of selling your
obsoleted electronic devices after watching the "video" ?

(6 XEE)
4
3
2
1
) 0 (?%) 0 ((‘)%) 0 ((‘)%) 0 (?%) 0 (?%) 0 (?%)

0 1 2 3 4 5

Could you please briefly explain the reason of your rating?
(6 XEE)
The platform looks pretty convenient to me.

| will feel that | only need to provide goods and have no other worries, the platform will help me find buyers,
and | will only be responsible for taking the money.

Still, electronic devices are not a FMCG for me. So | don't have much products to sell. But the website looks
like it could help me sell my products at a high price, so if | want to sell my products, it would be a good
channel.

The whole website looks professional and evaluate the product in the diversity perspective. In the meantime
the price looks nice. while | also want to know where my product will go after | sell to this website.

1.beneficial for environment; 2.price is reasonable 3.the process is clear and easy

The sentences from the youtuber let me realize the phone i put in the drawer never be used again, also its a
eco-friendly way
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Do you want to click on the link?

(6 ZEE)

@ Yes
® No

@ Depends on if | have enough time.

Could you please briefly explain the reason?

(6 £EE)

| would very much love to if | have something to be sold at hand and there's enought time to do it. But if I'm
just scanning through videos, probably not because that's maybe not my case.

If I know about this platform | would love to use it, so | would love to give it a try if there is a publicity channel
to let me know

If | can sell at a higher price with no risk, why not?
| want to have a try to use this website to sell . If it works well, | will sell the product in the long future.
the website sounds good and i would like to sell my devices through it

i want to try it to see its good or not. Also, how much is my phone worth

After browsing the web pages

Could you please rate your (current or future) general willingness of selling your
obsoleted electronic devices after watching the "video" and browsing the web pages?

(6 £EE)

2(33.3%)
1 (16.7%)

0((‘)%) 0 (0%) 0((|)%) 0 (0%) 0((|)%) 0((|)%)

0 | |
0 1 2 3 4 5 6 7 8 9
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Could you please briefly explain the reason of your rating?

(6 ZEE)

A better price.

| actually don't really like the feel of this coupon, this countdown coupon always makes me feel forced. And |
will feel that the website is in a hurry and wants me to register an account

The willingness of selling products remains up to myself. The coupon do not add much to promoting this
willingness. So it's same as the moment when | know the platform

| could clearly to know how much green contributions to the environment which is nice for me to have a
overview.

the website itself looks simple as the youtuber explained

It a green action and looks fun

Do you want to collect the coupon and fill in you email? (the coupon has two-year validity
to your first device sold to Valyuu)

(6 KEE)

® Yes
® No

Could you please briefly explain the reason?

(6 ZEE)

Not tough task to do but earn extra money. Why not?

For me, my usage habit is that | need to browse the content of the website before deciding if | want to register
an account

I would click and get the coupon whether | have a need to sell a product recently or not. Because | can use it
in 2 years, and | think one day I'll use it.

Two years validity is long enough for me to save in case that | have some product need to sell it.

why not, it gives me more money

yes, i can collect and use it whenever i want.
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Do you want to use the coupon to have a try of selling to Valyuu soon?

(6 £EE)

® VYes

® No
If | have the need to sell a product, I'll
definitely use the coupon. But the
coupon will not create the need for me.

Could you please briefly explain the reason?

(6 £EISF)

Otherwise | would forget.

For example, in a shopping application, coupons usually appear on the prepayment interface and make the
most sense. And | usually only sign up for an account after I've selected an item. With this app, | should see
the offer, and a coupon will appear to tell me that new users can get a discount, so hurry up and register, and
then | want to register

The coupon just something that add value/benefits to me when | want to sell a product, but it cannot push
me to do it.

If I have a device don't used for a long time. | would like to have a try to use it to sell my device.
Right now | don't have any devices for sale. | may try it after | get a new phone next year

its quite interesting, i want to try it at least once.
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Appendix N

Detailed explanations of the result of the final
concept validation

Validation result with the target group

Below are the detailed explanations of the validation results with the target group, including the
summary of pros, cons, and recommendations

The possibility of participants clicking on the link to Valyuu's promotion web pages

As for the conversion rate of clicking on the link recommended by the Youtuber after watching
the video, most of the participants are curious and want to click on the link to have a look at the
website. For example, one participant indicated that “If | can sell at a higher price with no risk,
why not?” Another participant showed good retention potential: “I want to have a try to use
this website to sell, and if it works well the first time, then | probably would like to sell my other
devices to them as well in the future!” However, only one participant didn't make sure whether he
will click on the link but indicated that it depends on the timing when he watches it, for example,
if he just browses Youtube late at night before sleep when he is very tired, he will definitely not
clicking on the link or even leave half-way of the video. This will be further elaborated on in the
“cons and recommendations"” part of the video below.

The possibility of participants filling in the email

After clicking on the link, most participants were willing to collect the coupon and register their
e-mail on Valyuu's website. Because "it just requires some simple clicks but enables you to earn
extra money. Why not?” Besides, a lot of praise went to the “two-year validity" of the coupon
because such a long validity truly triggered them to collect and register as they consider they
might need it in the following two years due to their planning of replacing electronic devices.
While only one participant was not willing to collect the coupon at the moment because she
hates the form of the pop-up window and asks for filling in the e-mail before she has a glance
at the whole website. Besides, together with the countdown design of the coupon, there
was a nice discussion among the participants, which would be explained in the “cons and
recommendations” part of the web pages below.

The possibility of participants having try of selling their devices to Valyuu soon

When comes to whether they would try selling to Valyuu soon, the conversion rate is a bit lower
as expected. Because some of them don't really have available devices to be sold to Valyuu at
the moment, either due to their hoarded devices being too old to be sold or due to their available
devices are not covered by Valyuu's current services. However, among them, the good point is




Appendix e

that two participants expressed that they probably would like to sell to Valyuu the next year when
they replace their smartphones. Although the conversion period is a bit longer, there were still
around three participants who happened to have available devices at the moment and indicated
that they want to try selling to Valyuu at least once soon.

Pros, cons, and recommendations for improvements

1. The design of the video

(1) Pros:

The explanation of the environmental value is really motivating:

During the discussion, most participants felt that when adding the explanation of the
environmental value is much more motivating than merely explaining the monetary value.
This also aligns with the insights from the research phase where the current sellers attach
importance to the reuse value. In this case, after the lazy ignorers’ awareness has been raised, the
contribution to the environment is also an indispensable motivator for them to choose to sell as
long as the action is easy enough to do.

The content about the meaningless to hoard devices arouses audiences’ resonance well

and increases persuasiveness:

In the video, there is an important part explaining the influencer’s own thoughts and stories about
hoarding electronic devices, especially the self-reflection about the meaningless of hoarding
devices. Because the influencer expressed that she had never used those hoarded devices
again once till now, or never looked at them to recall any memories. This situation also widely
exists among the audiences but they were not aware. After being pointed out by the influencer,
audiences felt resonated and also started self-reflection about the meaningless to hoard devices,
then, the persuasiveness got increased accordingly.

The demonstration of the whole process using Valyuu's services creates a good picture of it in
audiences’' minds:

The influencer leading the audience through the whole process successfully conveyed the
easiness and convenience of Valyuu's services.

(2) Cons and recommendations:

The form of embedding Valyuu into influencers’ videos was a bit obtrusive and lengthy:
The video spends longer time than the audiences’ expected to introduce Valyuu's services. Some
of them implied that they would probably leave halfway through the video in the real scenario if
the content cannot really attract them to continue watching it.

Recommendations for improvements: the topic is about how to attract them as much as
possible to watch the video completely. So the hook at the beginning of the video should be really
attractive to audiences and the embedding of the referral of Valyuu in the video should be more
gentle. During the discussion, some examples were nominated by participants. For instance,
the influencer could show his experience of selling devices on 5 different platforms and talk
about the pros and cons of those platforms and finally recommend Valyuu; or, the referral could
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be embedded into a traveling Vlog when the influencer talks about how to manage the budget
of the trip at the end of the video and then expresses that selling to Valyuu covers his traveling
expenses nicely.

Less consideration about the timing when publicizing the video:

As stated above, except for the attractiveness of the video, one very important element to decide
the conversion rate is whether they have the mood and time to click on the link, another is
whether they have available devices to be sold at the moment. Due to some participants don't
have available devices, the conversion rate decreased.

Recommendations for improvements: So the timing should be accurate and carefully chosen.
Firstly, it is suggested to carefully select some periods of time to publicize the video during the
year when there are peaks of customers replacing electronic devices, such as after Apple's new
product launching events, or according to the prediction of customers’ purchasing data of newer
devices from other possible channels. Secondly, for a more precise time frame, the video is better
to be launched on weekends or vacations during the daytime when people have more free time
and energy. In this way, the conversation rate could be improved to a higher level.

2. The design of the promotion web pages
(1) Pros:

The two-year validity of the coupon really triggers audiences to collect and register:
The audiences might not have available devices at the moment, but they might have some after
one or two years. With this in mind, | designed the validity of the coupon to be two-year. And it
turned out that such a long validity triggered their collecting and registering behaviors very well
because they always have in mind that it might be useful in the future.

The visualization of the green contribution per device on the homepage is inspiring:

This visualization enabled them to have a clear understanding of how much green contribution
they could do by selling what kinds of devices, which is eye-catching and rarely to be seen on
any other platforms.

(2) Cons and recommendations:
The pop-up window of the coupon and the form asking to fill in the email frustrated some
audiences:
As observed in the answers from the questionnaire and the discussion, some participants don't
really prefer the pop-up window of the coupon. One participant’s willingness of selling even
decreased a bit after clicking on the link and seeing the pop-up coupon asking for an email. They
explained that they always like to wander around the website as a guest before they decide to
register.
Recommendations for improvements: the coupon probably doesn’t need to pop up so
obtrusively or early as an opening page for audiences to enter Valyuu's website. It can, for
example, pop up halfway when they browse the website or exactly after they try to assess the
value of a certain device. Or it can be shown more mildly on the page without using a pop-up
window.
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The countdown of the coupon makes some audiences feel they are pushed and

controlled:
The main idea of the countdown is to urge them to make up their mind to collect and register
more quickly in a limited timeframe. This kind of feeling among audiences is an expected risk
when designing the concept, but | also expected the benefits of increasing their motivation to
collect and register. But it turned out that it didn't function well in this case. It even didn't increase
any of their motivation, however, it in turn let them feel they were under control and were pushed
to collect and register.

Recommendations for improvements: It might be better to remove the countdown function in
the coupon, but make it a gift for every newcomer to Valyuu honestly.

Validation result with the co-founders

Below are detailed explanations of the recommendations from co-founders.

1) To make the combination of inviting micro-and-macro-influencers:

It is hard to estimate the effect of inviting several numbers of micro-influencers compared with
one or two macro-influencers. After browsing several influencers’ videos about the competitor,
Swappie, and taking their data as references, a better method might be to have a combination
of micro-and-macro-influencers so as to cover the public interest to the full potential within the
budget.

2) To cut down and select the most suitable elements for the specific field of one

video:

Nowadays, customers’ attention span is reducing under the "short-video era". Launching a
lengthy video might require more techniques of an influencer to continuously attract audiences’
attention along the way, with still higher risks of them leaving halfway. Then it might be better if
those good elements could be simplified and not necessarily need to be proposed one time in
one video. For example, to distribute those good elements into several videos that suit the best in
specific fields of influencers, so as to make the story in one video lighter, simpler and stronger.

3) To make the launching time of the video more accurate:

This is also related to the recommendation derived from the validation with the target group
above. Based on that, the launch or recommended time for an individual can be identified by the
algorithm of the video platform with big data analysis. There are some key indicators that could
be captured, for example, a recent record of searching for shopping new electronic devices, or
if the person has a recent record of purchasing electronic products. These may indicate that the
person has a potential device that is about to be obsolete and can be sold soon. This could help
Valyuu to launch its marketing materials more accurately and push the short-term ROI to the
highest level.




