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Appendix A: Interview Guide

Main research question:

How does No Label plan for future expansion?

Research goal:

Find out the customer values, company plan and vision for the future fashion

Checklist for start

Does the recorder work? (preferably 2 recorders: laptop + smartphone)
Do you have all the question sheets?

Does the interviewee has something to drink?

Do you have something to write keywords on?

Questions

Customer

How would you describe your customers2(Behaviour/personality/)

What kind of needs or demands of your customers that are fulfilled by No Label?
How/ In what way can No Label be meaningful for customers? In what ways?

How do you envision your future customers? Any changes of remain the same.

Brand
What are the cultures of No Label?

What is the message that you want to communicate with your customer?

Future

What are the main opportunities and challenges for the fashion industry?

How do you envision future men’s fashion? (More fashional? Keep basics)

What are the main strength and weakness of No Label2/ What are the main opportunities and challenges

for No Label?
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Appendix B: Transcript_Ruben

l:Interviewer
E: Ruben

| : Could you please tell me a little bit about your own position and experience.

R : My own position and experience. My position within No Label. | am the managing director of No
Label. So. In the end. | have to do it all. That’s pretty much what it is. Everything. I'm being responsible
for the companies so that means every aspect of the company whether it’s buying, the commercial side
the marketing and stores, e-commerce side. In the end, your or you are doing a part of everything.

| : So | that if | could conclude is that | think you are in charge of the whole operation, but also the
consistency of the company.

R :Very much everything whether you call it. | mean what I've been called. Manager or if you want, a CEO
wants for every kid. | always believe that CEO is for when you're when you have a really big company.

| : Do you think that you know your customers.

R : Yes, | do. | think the most important thing | see with No Label is | do not see myself as a perfect
customer of No Label.

I+ Why?

R : The philosophy of No Label started when we said we wanna to be the best in the basics. This is that
we look our customer behaviors, in our source, when we look at our customers, their patterns, their
behaviors, | notice a lot of them are just the same as my friends, as my brothers. So | think the problem
with most fashion company is that people that run it that they try to look at it as something that is
basically a mirror of themselves. If | find something really nice, that’s what | am gonna sell to everybody.
But when you think about a concept, as a brand, especially as what we do. We are not a really fashion
brand, we are a functional fashion brand. We talk about basics ,about your every-day needs and stuff,
so that means even though | like a purple sweater, that doesn’t mean it’s perfect basics for our clean
and tale, the group of people that we want to serve. So in that perspective when | look at most of our
customers. One example | always use is a customer tries on a pair of trousers. And an officer really says
“oh, that’s really nice, we have it in other colors.” Yes it’s typical manly or typical men behavior. Yeah we
like practical things. So when you look at most men they know they don’t want to shop like women they
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don’t want to try everything on. They like comfort they want to be practical, it has to be fast in and out,
and easy for them to understand.

I :0K.

R : So. Again looking at the brand. No label it is more about | look at my brother and then my brother
says "Ruben, do you have a nice shirt? ” “Yes. I'm sure. What do what do you think of this¢” “That’s
great. ” And then he has it. And then two weeks later he says “love the shirt, can you send me three
more. And he said yes the same shirt because | like it so much. | want to wear it more often and | want
to make sure that it doesn’t sell out. So their biggest frustration is they buy a really nice shirt and then
eight months later there’s a hole in the shirt and they go back to the shop and then they say yeah I'm
sorry it’s sold out because now we have something new. But a typical man doesn’t want something new

we want something that he trusts that he feels comfortable with.

R : And when | look at most fashion that we do, a white T-shirt is a white T-shirt and a navy jumper is a
navy jumper. So do | really need to change this jumper every time. Do | need to change the color, do |
need to change this. Do | need to change the fit? | don’t really think so. Because this jumper could easily
be in our collection for the next 10 years and still most customers will buy it every year because this is

my favorite jumper.

| : So you think these are the things that would remain for a long time.

R : Yes and | do think fashion changes like when when you look at your trousers for instance | mean in
some stage everything is skinny and it’s white and then it’s it’s a high cotton and it’s a long cut. So of
course things will change. But normally these trends they take for at least five sometimes 10 years time
before they you know it’s always a reoccurring pattern. But the question | always ask most customers.
When they buy a chino, do you buy different colors with different buttons or what’s so ever. This is not.
| always want to have a navy chino. In 20 years time the fit might have changed but | will still wear a navy
chino. | think that’s the essence of both of and most of the things that we do and we do some pop-up

colors. We do some fresh items to spice it up a little bit.
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R : Yeah you know honesty | mean the stuff that we sell the most is the most basic stuff which a white
t-shirt or a white-shirt or Navy chino you know. That’s the that’s the core.

| : In that sense do you think your target group actually cover man of every age?

R : | do and. | do believe that that’s like when you look our biggest group of customers these are guys

between 25 and 40 years old. Which | think is also a group of customers that is willing to pay a certain

amount for a particular quality. So | guess that’s the deal. | understand that most. A young guy from 16

years old that he can’t afford a jumper of 99 euros. And of course they turn HM. But even in that sense
he is willing buy a navy jumper in HM.

l: Yes.

R : So when he starts making more money or he starts to have a different look on quality or even maybe
environment or whatever he will change his behavior to where he’s going to shop. And that’s why it’s
incredibly important that we, that people love our our values, you know, where we stand for that. We
have the best quality for the best price that we do it in a transparent way. We try or at least we aim for
ethical production and all those kind of things.

R : If those values are good because | mean | don’t make myself any illusions that the navy crew neck
you can buy it in a thousand stores here in Amsterdam. But why do people buy it with us. Yeah. And
that’s why | think that the market is the trigger.

| : The things such as premium quality, transparency and sustainability are also the things that other
company could do. So what are the main differential meanings that’s no label could create for the
customers.

R : Well | think there’s not so many companies that actually are so focused on the basics because you
can’t walk into any store in this area. They know they will sell a Navy crew neck in one way but most of
their collection is fashion. And | think fashion is also based. | need to find something new because | want
you as a customer to spend your money every six months. You know if | do the exact same collection as
six months ago you're going to be like Well | haven’t done so why would have gone. But men behavior is
different when it comes to basics, because 60 70 percent of their whole wardrobe is
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Now | just want to make sure that whenever his T-shirt is | don’t know. Twisted or there’s a hole in his
jumper that he thinks the quality of No label is really good.

They always have the basics. | like where the company stands for, | like the feel.

So | will go to them straight away. Well because in my opinion, honesty. If | want a good white T-shirt.
| think every company has a white T-shirt but there’s so much a difference between a normal white
T-shirt and also in price and everything.

R : So Even though it sounds very simple to what we do. But there are not that many companies do what
we do.

| : Really focus on basic needs. So when a man buy a basic, what do you think he really buys¢ The value
of the basic? Simplicity¢ Efficiency?

R : Ehm quality. Say. Let’s say quality. | think most of our customers are very.... Things important to know
that fashion has changed, where we used to have brands that sell to retailers. But now we don’t sell to
retailers. So we took a massive chunk of costs out of the out of the chain. Now we’re normally a white
T-shirt that would have made for let’s say 5 Euros and they would sell it for 15 Euros to a retailer. Yeah
and then that retailer would sell it for 45 euros. Yeah in a shop. And what we do is is we we buy it for 5
and we put it in the shop for 19. | think customers but also due to the Internet and everything you see is
customers are getting more and more aware of. What quality actually means. Yeah. We used to be very
much brainwashed with the idea that if | would buy a really expensive brand that | buy quite often. But
these days people actually can see where we make the T-shirt. It’s like very interesting because that’s
a very expensive brand makes the same T-shirt as we do. But it’s three times as expensive. | mean we
have factories where we buy our shoes and the exact same sneaker is made for a fashion brand and our
sneaker is 139 and that same fashion brand puts it in their stores for 339. People starts to find out and
also because we’re publishing we're saying you're here and here’s our factory. This is what we do. Yes
you have a look at it. And customers are are becoming more and more aware. | think it’s almost an old
thought of people to think that quality and price is related to each other. It’s not. It's how marketing
functions.

R : And | think. A company like suitsupply for instance was one of the first companies that actually made

exclusive quality clothing available for the bigger public. Yeah today they actually | mean their suits are
the same as almost as like Vitale Barberis Canonico suit but in half price.
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I: Yeah.

R: We're doing the same trade. We don’t do anything different. Only in a younger way ,| think, in a more
clean way and pretty focused on basics.

I: So if you look at the future, what are the main opportunities and challenges for No Label?

R: | think opportunities is that we like | said there are not that many brands in the market like us.

I: Now.

R: Yes. | think most brands are struggling because if you have sold your your brands to retailers for

the last 50 years and all those retailers go bankrupt means you have to explain to your customer why
you’ve basically sold a T-shirt to them that has always been actually too expensive for what it's worth.
Now what they need to do is to...well let’s just look at Tommy Hilfiger. You know that same white T-shirt
that we sell for 19 euros they sell the exact same one from the same factory same fabric same country
so their T-shirt is 49 euros. Do you think that Tommy Hilfiger is going to drop their prices to 19 euros?
Probably not because it would be weird. Why2 Why would your price be very low. On the other hand.
They can never become transparent even though the market is shouting for transparency. So how can
they become transparent because if you say OK guys our T-shirt is 5 euros but I'm selling it for 50 euros.
And every customer will think that’s ridiculous. So | think that’s when our opportunity lies is that we can
see it from the beginning. Say we this is our model. We are completely transparent about all. There is not
a lot of brands that can actually do that.

I: So you mean because of your strength of sourcing, you can be transparent and keep high quality and
lower price.

R: Yeah. | don’t think there are a lot of companies could do that. That’s a huge opportunity of how we
can grow fast now. Yeah. | think a difficult one in the market is is that the way of growing has changed.
So 20 years ago if | would start a brand. It would be very easy for me | would drive around in the
Netherlands. If my brand is really cool, | would have 200 selling points within two weeks. Now these days
| have to sell it through the internet or through our own stores.

I: or social media.
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R: Yeah. But building a store costs money. So the way we build our company is quite intense when it
comes to capital. You know it’s very easy for me to just send my goods to all these stores of other
people and then that’s that stuff. But now | have to build a store and | have to find a store decoration
and all that stuff. So. Growth is. Slower. And more capital intensive. On the other, it is more safe because
| will only grow at certain pace. | think a lot of companies have gone really....If you look at the companies
like super dry for instance, they just literally they grew in such a short time to hundreds of millions of
dollars of turnover. But on the other hand when are fed up with your brands which brands like super dry
and tend to have because they have big logos and then after two years everybody’s like | don’t wanna
wear it anymore. But then all of a sudden, you have. Thousands of people unemployed you have all these
stores and then all of a sudden it’s it’s not going as well anymore. | think our our growth is so much more
a safe a more normal way. But | think that that’s that’s going to be. It's gonna be a challenge for a small
brand to compete. And | think that’s also a challenge as you see a lot of cannibalization when it comes
to the markets like HM and Zara. So they are eating up all this small retailers. This retailers eventually or
whether | can walk into 10 shops with different names but still a HM or Zara shop.

R: The only problem is these companies have billions of capital. So yeah how can | compete as a small
company with such a massive run. So this is our eyes and a huge challenge for us. | think even though
it’s a challenge but it also drives us to be very creative. | mean | can never compete with Zara. It’s simply

impossible.

I: It’s kind of you are afraid to grow super fast but suddenly if you are not relevant to your customers
anymore and then you just fail. OK. So as you mentioned that’s you want to stay innovative and creative
and relevant to customers. And now there are new business models like rental or pre-owned or this kind
of things. How do you think about it?

R: | have a little bit different view. | know a friend of mine is starting out at a jeans company. And they
do rental jeans or lease jeans. Yeah | like the idea but it’s. It’s quite far fetched. But the biggest problem
is is you always have to pay more. So even though you’re trying to do the right thing but you have to take
into account that’s if | have 100 euros a week to spend | have 100 euros of week to spend and as much
as | would love to change the world and save the planet’s bottom lines. | have to eat something. And then
you know they they they have time and the money for these initiatives. Realistically 80 percent of the
market doesn’t want. The money to buy. These jeans. That is if they had to choose between a jeans for a
39 year old or a jeans for 100 for. They will simply say well, | don’t know if | don’t have the money to save
the planet. And even then | like the initiative. But | think the growth perspective behind it is too slow.
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We we have a saying in Dutch where we say it’s like like a drop of water on a boiling plains. You know
it doesn’t make a difference it’s one drop, it’s gone.So it doesn’t mean that that that | don’t support
the initiative. | personally think that the impact and the scale of the initiative is too slow for what’s
happening in the rest of the world.

R: So the way | look at like these really big initiatives is that a lot of the companies that now make a
huge difference are not companies that started completely transparent or completely eco-friendly. Or
completely organic. So. The companies that are along the way they start to push you earn more money
or you make more volume and basically gives you power to lower the prices.

R: So as an example like when we started a couple of years ago we bought like 100 T-shirts. there’s
hundred T-shirts it’s a small quantity so | have to pay a certain amount and | have to pay more. But now
two or three years down the line we're not buying 100 t shirts. We are now buying 20000 T-shirts. So
that means the price is lower. Now | can do two things | can basically take the profit and think I'll put it in
my own pocket and I'll buy an expensive car and I'm really happy but | can also think right now because
my quantities are bigger | need to change the cotton into two organic cotton without the customer
actually having to pay the price. We'll still profit. | will still. benefit from the situation and then maybe
two years down lines of 20000 T-shirts to100000 T-shirts. And now | can start instead of using a 15 liters
for water, because of my quantities | can actually say okay, | now can use only five liters of water without
impacting the price because | truly believe that the market in the world that we live in today. It is only a
very small percentage of humanity that we can afford. Trying to organic or sustainable items. But what if
| can change the world by saying | can reach out to hundreds of thousands of people with products that
is actually where they don’t have to think about these. At the moment it’s still a choice when you go in

a shop it’s your choice. But | don’t know any brand where you can buy sustainable goods with the same
price as HM.

I: Now. So you mean basically whatever you want to do. You cannot hurt the benefits of to your
customers. Or you cannot make them to be responsible or to pay something for what you want to
achieve.

R: It’s not the customers’ choice, it’s my choice to change the output | have in the world. If | have that
vision or that wish,then | should be the one that pays the bills.Again many small initiatives these small
brands | mean it’s a great initiative. But | know a brand here in Amsterdam that does the same. They
started, two or three years ago.Their quantities. TThey are fully sustainable and organic. Their growth
went from 50 t-shirts to 500 T-shirts. Now if you go from 50 T-shirts to 500 T-shirts in two years time.
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What is your real impact on the world? | mean you can tell everybody I'm organic I'm doing it right in
my core carbon footprint is great. But on the bigger scope of things there are still millions and billions
of people that are still buy cheap clothing. So maybe my vision is a big grounder and a bit big. But | truly
believe if you want to make an impact in the world. We need to think bigger. They need to maybe even
make sacrifices.

R: So my point is is that. Maybe my carbon footprint in the next five years is not as huge as it should be.
However if | after five years can reduce my carbon footprint for a million customers and doesn’t that
have a lot more impact than my carbon footprint for a 500 customers. And yes |'ve polluted the world.
Yes. |. | mean this is the world we still live in. And | think it’s a bit of an Utopian thoughts to see that.

The same discussion like you say we tried to change a very small thing in the Netherlands and is very
important. But on the other side they say they are building 200 power plants in Brazil every year. It is the
scope of things and | think every small initiative should be. We should embrace it. It’s just that | think
that making a difference and making impacts requires a bigger vision. It’s very difficult to do it from such
a small.

I: OK so you don’t care about what kind of business model or products that you sell but you want it to
have bigger impact.

R: | think it’s all related. | think | mean clothing is a substantial part of all of us. We wear clothes and we
want to look nice. That will never change. Otherwise we could go back. And just wear like straw skirts
or... We're not going to do this. So I'm trying to to to think of a way of it is it’s not only by increasing
quantity. It’s also by making sure that the quality that we make is so good that it lasts longer. Now | don’t
want a customer that buys this jumpers three times a season. | also know if it’s going to take after two or
three weeks he’s not going back. But | can also have impact by selling people basic goods because they
don’t constantly have to change it. If | breach that you can always wear this for the next 10 years and
somebody doesn’t have to buy something else because | want the biggest impact of fashion is not the
pollution. It’s customer behavior. It’s because of our greed. It’s because of when | look into it | walk into
a shop. All | want that | want that. And. That and instead of buying one product because why do we wear
clothing? To keep warm? To protect us against the rain¢ That’s.... a...Yeah.

I: Function

R: It’s a very functional. But that’s the essence of clothing.
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I: But would it be too functional? Because nowadays customers want a clothes not only functional but
also could..for example show their personality. So you think those are not your customersiQ

R: No, | think those customers are very much thing to show their status and trying to show what they
are. | mean those are customers that will probably go to Louis Vuitton or Chanel because you want to
show what brands they are wearing. They want to show they could make money, which is fine, | don’t
really mind. On the other hands, If we are going to kill the platens then | think at one stage we will all
think maybe we should do it slightly different, maybe we should change our consumer behavior.

I: Just by offering a nice functional products?

R: Yes, | truly believe. Let’s say that somebody takes that 70 percent of wardrobe is basics and if |

can make sure that those basics not change every session but only once every year. Then | think that’s
already a massive progress. If | look at my brother, he’s always wearing the same shirt. In the end, he
looks at his closet. And | asked so what do you wear most? While-Shirt, blue shirt...So if you look at what
people really throw away are those they didnt use. And 9 out 10 times, when it comes to men, are very
fashionable items. If | look at the last 10 years, the amount of the garment that | bought and afterwards |
will think it’s such a stupid decision. But overtime when | was in Paris and | saw this beautiful shops and
people were wearing nice. | had money so | bought the items. But when | go home and the weather is
shit and it’s cold, so all | will wear is just what I've got. So 6 month later what | bought in paris will just
hang there. And every time | look at it | will think, shit, why | but it and | even blame myself. And it hangs
there for another year. The essence, those mistakes are the things we should solve and those mistakes

that creates massive pollutions.

I: What is your strategy or plan of becoming the world king of basics?

R: Oh. Yeah. That’s a big question. If | in the strategy that we had three years ago. | think that strategy
changes every two months. And the reason why a change occurs is that when you are constantly looking
for new developments is. And your strategy is something | would not say | want a global brand. And |

want to be there in 10 years. Tell me the strategy it would be. | think it doesn’t make sense.

I: Yeah.
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R: The one thing that | do believe in this is is that our strategy is it’s a matter of spreading the world. So
it’s a matter of constantly growing. For that growth. Obviously we need the right investors here people
that want to invest in this idea and this belief.

I: You are still looking for investors?

R: The thing is there is not a brand in the world. Well there are brands that might have grown completely
on their own, but it will take hundreds of years to become a global company. But if you especially in

the business that we are and so our sympathy we need to refinance our boots. So if | want to sell a
thousand Jumpers | have to pay them before | sell them. So that means to grow.l need quite a lot big
investments to finance. That important thing is is that you get the right investors on board who believe in
a sustainable idea and not just in a quick profit. So the whole idea the whole strategy is not just a matter
of building is making sure your DNA is right.

It also means you have to get in line and find the people all around you, whether they are ambassadors
or your investors or staffs....

Everybody has to share that idea. Because the moment if for instance my investors would say like hey
you know what, I've invested a million euros in your company and | want to have it back within four years
with interest. Then straight away my beautiful global idea is going to change because all of a sudden now
have to work for the fact that | need to pay back the loan in a certain time instead of trying to create
some.

I: OK. so this is far too simple.

R: How do we get there. | think it’s going to be a combination of stores and online. Perhaps in a year’s
time that will be a different channel. But | do believe that the biggest drive behind this strategy is social
media. | think with social media we are able to cover the world so much faster and so much more
focused. But don’t plan too much like | said |I. Work in a lot of companies where people are constantly

making plan.

Now we are entrepreneurs or cowboys we need to be different in the market. You can’t be different if
you’'re a global Company.

I: So you now want steady growth and adapt the changes.

How to create a sustainable customer growth strategy for a small brand?



14

R: Yes, because this year, the first plan that we made. We said we are going to open five stores every
year. That doesn’t happen. And the reason why is because the market changed because our online
growth a lot faster than the growth of our stores. So you adapted. No we said Okay let’s focus more
online. Now we focus a lot more online. But now we notice that our logistics and our carbon footprint is
quite heavy online now. But our profit centers lie more in the store. So even though we have this massive
growth online, we now want to open more stores. Because they are more profitable and the profit of our
stores we can invest it easier in the rest of our business.

So that means we are still we still are focusing online instead of having 70 percent focus online. But
we’re shifting the focus to store again. So as much as you can blend in three or five years ahead. The
chances of a plan especially at this stage of the company were younger where we were easy we can
adapt very easily. So it’s easy to change directions.

I: How does it happen that a physical store is more profitable than online shop? Because you have to
cost more for people for renting for the building?

R: And the reason is it’s a bit of a most people still think that online is basically you have a warehouse.
Yeah. And so you don’t have to have a store and you don’t have all the stuff but
your online store has also sold need a platform. Yeah it costs money. So that already equals.

I: Ah, ok.

R: For online, you already have like three to five people on the payroll. And. Then you still have your

let’s just say your warehouse costs.where it’s rents or.... but also your your package through the box
cost money. One box cost two and a half euros and they have all the taping and all the stuff from within
| send it to a customer which cost money and then a customer is going to return it , which also costs
money. Then when he returns it he just threw it in a box so | need somebody to fold it again and to send
it to another customer again. And all these steps they take time and they cost money. And where most
people think is just online is literally like I'll put it in a box, then it’s done.

I: It looks simple.
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R: But it doesn’t. Plus in your shop, only 2 percent of everything that you sell in your shop is returns.
Online, on average with bigger companies it lies between 30 and 40 percent. The really big company is
50 percent. For us is like 9 percent, but that’s 9 percent is literally the turnover that is wrong. It is stock
that is somewhere in between us and the customer and it costs money.

I: It’s a big cost to through logistics.
R: It’s everything. It’s a rental it’s it’s it’s it’s a huge amount of energy.

Eventually when you then look at all the factors it turns out that stores are actually more profitable than
online business. And this is why big companies like Ronaldo and Amazon why they’re struggling because
they simply look it seems that this is it’s only if this is the margin online so thin that you need to become
as big as Amazon to actually make money.

I: But you do have more customers online.

R: Obviously. But the thing is that the customer shops here is a lot more loyal. They will come back
more often. It’s easier you can let you take and you can sell something. Online is easier getting traffic
is not the biggest issue is actually getting them to buy something that is actually fits that is right. That
they made the right decision. And how many times have you bought something online and they open
the package and you’'re like, well,that’s really not something that | expected. Where when you walk into
a shop and you say | really like this or you just say no no this isn’t from me now. And that whole stage
between the customer and online there is it’s literally the human factor that is taken out.

I: So then you are planning to open more stores in the key cities.

R: It’s the idea. The only thing is is it still requires an investment to open a shop.
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Appendix C: Transcript_Potential Customers

I: Interviewer

Jerry (Age: 38)
(See the website)

J: But it’s very. | think it’s almost Scandinavian you know.

I: Yeah. But | think. Probably the problem for them is let’s just say you look at their websites or think
about it’s a style of them.

J: And | think there’s not so much engagement. No no joy no humor. No. It’s it’s so so plain. But it seems
like that is an explicit choice.

I: Just you remind me that the initial proposal that | came to this country. Yes. Because when | go to this
store when | went to the store | see a website and it is engaged. Yeah.

J: So yeah a bit just to also be done by that text but | think you should go back. Who are you. What we
do. Who do you want to be. And if you still want to be this then then it’s a bit distant aloof.

Tom (Age: 18)
(At shop)

I: Why would you work here?

T: | want to do a part-time job as a shop assistant. | applied in Suitsupply but | was rejected. One day |
saw No Label in the street and | really like the style of this store. It’s very clean and simple. | applied and
now | can work here.

I: Do you like to work here?

T: Yes, | really like it. The people here are nice and also the clients. | don’t really need to do selling and

talk too much. Most of the time | gave suggestions and also get the right size for people here. It’s simple
and also comfortable.
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I: Really? How did they know No Label?

T: I don’t know, probably from Instagram or Facebook. They all like it, the style. But it’s still expensive for
us. We are not ready to buy yet.

I: Do you think you will buy No Label after you graduate? Or start your career?

T: Yes, of course, why not.

Housing (Age: 25)

(See the website)

I: How do you think about it?

H: It’s cool. It’s my style. It’s very clean and simple. And | also like the color, not very strong.
I: Would you consider buying from this brand?

H: Sure, | am considering buying a sneaker now. Let me see....Ah, here it is. | like this sneaker. But the
price is a bit high...Ehm, probably | will buy one for my graduation ceremony hahaa....

I: What are the brands you buy now?

H: Uniglo.

I: What do you think is the difference between No Label and Uniglo? (How )

H: | think Uniglo is more bold and fashionable. And Uniglo is more colorful, always have new products
and color in trend. While No Label is more functional and pure...more like unchangeable basics...Besides,

| think No Label is also more expensive than Uniglo. Sometimes you will also thinks No Label could be
too dull.
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Roel (Age: 26)
(See the website)

I: Have you heard about this brand before?

R: I am not sure, it sounds like some hipster brand.

I: Ehm....you can check it online.

R: It looks very clean...are they sustainable?

I: You can check their brand story.

R: It looks like they are doing something, but | am still not sure....ehm..Okay

R: The shorts look expensive. Because you know, this is something you can also find in HM and Zara, with

very low price. | don’t know why they are so expensive. If it's very fashionable, stylish, | can understand.
But it just looks the same as what HM and Zara have.

Jim (Age: 25)

(See the website)

I: How do you think about it2

H: | think it’s not my style. It looks not stylish and too plain, probably suits elder people.

I: How do you think about the brand?

H: | don’t know much about the brand, but they show these factories. | am not sure what does it mean,
they are just the same factories as | can imagine.

I: Would you consider buying from this brand?
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H: Yes, | would probably buy some shirts or knitwear. It looks so comfortable and clean.
I: Any additional comments?
H: | don’t feel this brand is something for me. | don’t know the context of wearing those clothes and |

don’t see strong images to convince me where and how could wear those clothes.

Yeejek (Age: 28)

(Visit the store)

I: How do you feel about it?

Y: It was cool. It’s really nice, modern... It’s clean-looking shop like some shops that | go into. So |
thought well | will come. | didn’t know about this shop. | would love to go look at because | was a very
neatly place and a nicely display and that’s | really like that is really minimal. So | could wear on any
occasion like to work or even going out, so it’s kind of shop that | would love to go into.

I: So mainly about the product and the style. Do you know anything about the Brand?

Y: No, never see it before, | didn’t hear it before.

I: Do you know the name of the brand?

Y: Honestly, | did't even see the brand name.

I: Even after you visit the shop, you didn’t know anything about the brand?

Y: No, | don’t know. | thought it’s just nice. And there are a lot of nice brands in Rotterdam. | was just

one of those shops where they have good nice stuff that they picked out for me. This shop looks like one

of those shops as well.
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Y: Yeah, | think so. it’s quite similar. They pick up nice ones and put it side-by-side for you.

I: Could you now recall the name of the brand?

Y: | didn’t actually look the name.

I: When you walk into the store to what extent you feel that you are engaged.

Y: | quite like the way. | like the color tones and then they put it side-by-side but it’s really nice. And
then | remember seeing the wall with a lot of their shirts and different colors and materials. Because |
can easily see all the possible selections. | really like the display and overview of the store.

I: Would you consider buying the product from the store?

Y: Ya, | touched the material, they are quite good, good quality. | really like the simple color selections.
They had as a bit different as well from outside.

I: What is the difference?

Y: It’s very classic.These colors, so things are going well for years. So the white, denim and ...these
colors.

I: How likely do you think you will buy from this brand when you want to buy a T-shirt or a pair of
sneaker.

Y: | mean, I'm not really sure because | don’t know whether it is really worth the pricelbecause like

| don’t know whether if the quality is as good as it is. Because for the same price | can buy from Zara
Mango other brands that I'm pretty sure they have a certain quality that | know will last a while because
I've been wearing them for a while so | know.

And also | don’t know the material of their products. | know some brands they would put a little notice
like like tell me like this from Sweden or they’re made from what material. So | feel like this | kind of
know a little bit more and I'm assured of the quality that makes me want to pay a slightly higher than
average.
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Appendix D: Customer Research Booklet
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Appendix E: Customer Research Questionnaire

https://admin.typeform.com/form/wpPtUj/
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Appendix F: Customer Research
Questionnaire: question details
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Appendix G: Observation & Interview at shop

Observation

- Most of the customers shop very fast. On average, they spend around 2 minutes for trying one
garment. If they like it, they will buy it.

- Most of the questions from customers are about size and color.

- They will not ask questions directly like, how do | look like¢ But they are also very happy if the shop
assistant could give them some suggestions.

- Almost 30-40% of them come with partners or small children. If they come with partners, their
partners would pick up clothes for them and make decisions.

- Some new customers will ask about the brand story.
- Some customers buy one item in different colors.

- Most of them have a clear goal when walking into the store like | am looking for a white T-shirt.

Interview with Shop assistants

I: Interviewer
S: Shop assistants

I: Who are the main customers?

S: | think most of them are men between 25-45. But also you will see men over 65 also come. Some

rich gentle men, they also like to buy from us. Once, a group of young boys (17- 18 ) come, they walked
around in the shop and discussed with each other. They enjoyed the coffee and they found it so cool. In

the end they all bought a 19-euro T-Shirt.

I: Why do your customer love No Label?
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S: The quality, and also the services we offer and also the price. We are located in the rich area here.
Actually people come for us.

S: What is the uniqueness of No Label, compared to some competitors like Suitsupply.

S: The style. It’s very...clean. And it’s not so formal, it’s smart casual. Especially here in Holland, people
don’t like to show off. They want to look nice but not too much. If you dress too...too colorful or too
much... People will look at you and think who do you think you are?

I: | actually saw many customers come with their girlfriends or wife, it’s very interesting.

S: Yes, | am so surprised that man are actually very insecure. If they come alone, they will take pictures
and ask their partners. And say | will come back the other day. If a customer comes with his wife,

she is in charge, we don’t have to do anything. And you know what, men actually know nothing about
combination. So sometimes, they are asking for agreement, from us, and from their partners. | also
think it’s good to have female assistant in our shop, because then they get opinions from female’s
perspective.

How to create a sustainable customer growth strategy for a small brand?



27

Appendix H: DESTEP Factors
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Appendix I: Synthesized themes
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Appendix J: Top-down Search Areas

How to create a sustainable customer growth strategy for a small brand?



352

Appendix K: Bottom up Search Areas_Session
Material
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Appendix L: Bottom up Search Areas_Session
Result

Uniqueness of No Label 3. Price
- related to transparence
1.Basics - what is the meaning of showing the price
- "1+N” - the way of showing the price is too literally
- simple
- Plain

4. Transparency
- not fresh or interesting - transparency is good, but may be in a more
- It serves as a foil for people interesting way

- What is the difference with other basics? All the

white T-shits are the same, especially the basic 5. Sustainability

white T-shirt.

- What does sustainability mean for people?
- Versatile, both casual and formal

6. Brand personality

2. High quality - Honest
- what does it mean? - Reliable
- How could you set the standard of quality? - No outstanding personality

- It’s a niche for people who want to dress well
with less money
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Appendix M: Competitor Research
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Appendix N: Competitor Research_Results

Product Performance of competitor

1. Convenience
i. Suitsupply offers free trail at home service
ii. Van Gils offer traveling tailor services

2. Fashion suggestions and inspirations
i. Only For Men offer fashion consultant service
ii. Cos have Summer Party, Holidays collections
iii. OGER and The Society Shop send customers cookbooks and magazines
iv. Everlane developed an app to give dressing recommendations based on weather

3. Make the perfect fit for customers_Tailoring service
i. Suitsupply, Van Gils, The society shop, Oger, all those brands offer tailoring service
ii. The tailoring brands look more to the details
iii. Perfect fit is the positioning of Suitsupply
iv. Van Gils is positioned as best dutch tailor

4. Make slim fit style, create an image of confidence

i. Suitsupply, Van Gils, The society shop, Oger, all have the slim fit style

ii. The purpose of Van Gils is to make every man feel confident in a stylish suit

iii. The image of Suitsupply, Van Gills, The Society Shop and Oger are all men with confident
smiles

iv. OGER focuses its Italian style heritage and makes it accessible for Dutch people

5. Make product unique
i. Van Gils make personalization from fabric to finishing
ii. The Society Shop focuses much on style, color, and pattern
iii. Ralph Lauren offers personalized T-shirts for customer
iv. Uniqglo positions its product as the basis for people to combine with their unique styles
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6. Make their simple design keep fresh

i. Cos make functional and simple design, but it also collaborates with designers to make
seasonal design, and make the style different

ii. Uniglo offer basics for people, at the same time, it has new design themes every year. Its UT is
an good example of collaborating with designers.

jii. Uniglo uses technology to innovation fashion

7. Develop services or participate in activities aligned with their statement

i. Cos wants to have product last for seasons, it offers product care guide for customers

ii. Everlane uses its website and social media to educate customers on its supply chain,
factories, employees, and the price breakdown of each product.

iii. Everlane holds "Choose What You Pay” sales, which allow shoppers to select one of three
prices for a piece of merchandise. It aligns with their transparency statement.

iv. Uniqlo’ s recycle service

v. Uniqglo participated in different sustainability activities

Brand Associations
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Appendix O: Ideation Session_Inspirational
Cards
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Appendix P: Internal Evaluation_Booklet
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Appendix P: Internal Evaluation_Interview

Interviewer: Yujing Yang
Interviewee:

Ruben (Managing director)
Sharon (Happiness manager)
Milo (Customer service)
Tatchatrin (Photographer)
Joris (Photography producer)

Jesse (Intern)

Yujing Yang: Are those brand positioning and promises clear for you?
All: Yes, it’s very clear and very relevant to what we are doing.
Yujing Yang: Which brand promise do you like the most?

Tatchatrin: | like Horizon 2 the most. It sounds very promising and it’s most relevant for No Label. | also
like Horizon 3. But it’s...a bit too far. We are doing something relate to transparency, but only a little. So,
even if we are going to change, it still takes time. And | also think the second one is more capable and
confident for us to do. And we can do a lot of more things, like choosing the right material.

Ruben: "Good enough, Last long.” It’s very interesting, because just last time | was discussing with
another design agency that we should only have 20 items a year. The last one | like it, but | am not so
sure about it. Also there is a problem with “radical transparency”, because Everlane already claimed
it. So it will be a problem for the following company to claim the same thing. At the same time, I'm also
wondering wether our customers care about this? Do they care the ethical and sustainable part of the
company? | am not sure. That’s why | feel a bit afraid to go this direction. | think my customers care
more about the product and the price.

Sharon: The second one. It’s direction we are going ahead. But | also like the third one very much. It’s

more ethical and more transparent. And you can attract more people who care about the sustainability.
Those customers are not our customers now, but | think they could be our customers in the future.
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Milo: Personally | like the last the most. It’s super cool, it’s also where we should go. | was surprised that
our customers actually do appreciate the sustainable things we are doing. Once we by accident used the
organic cotton, and they liked it very much. So | think we should do more things like this.

Jesse: The second one is really about how you change you business model. Because if you want to sell
less items with higher quality, then you have to raise the price. And then you lose the price advantage.
But it’s still good to try, because | don’t know. It probably works.

Joris: The third one. The thing with the second one is that you have to keep profitable, you have to sell
to more people, you have to tell them. But then you spend more money on marketing. | don’t think this
is for No Label, because you have to stick to your price. If you have higher quality, then your price also
goes up. So people will be more confused with our brand. | think we shouldn’t go that way. And for the
third one, | think we can do much more. We could make our product traceable and show more about the
fabric. | can imagine people do care about that. At least they are going to care.

Yujing Yang: How do you think about the current promise of “High quality, Fair price”?

Tatchatrin: The first one is what we are doing right now. | think we are doing well. It’s just...it’s not so
inspiring. It’s not hitting me. This is like..what it is, it’s not promising. The second one is much more
interesting. You can see, you can judge. But from what | heard from the customers, they always talk
about the price and quality. So | think quality is the most important thing for us.

Joris: Quality is subjective, it's about feeling. So you really have to tell the customers. To explain where
quality is coming from, so they become more aware of it. The price, what we are doing now is good. But
it’s just for some people are interested in it, some people are not. But customers buy for the quality and
price, | think we should stick to this.

Sharon: It’s exactly what we are doing right now. We deliver high-quality products, honest service and
breakdown the price and And it’s also how we started. Because we started with no middle man. That’s
how we lower the price.

Milo: Sometimes our customers are very confused about what we are doing with the cost. Especially in

the beginning. They are wondering what does this mean and where is the big amount of money going. |
think what we are doing now is good but also tricky.
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Appendix R: Likert Scale

Likert Scale for Condition 1 Likert Scale for Condition 2
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Appendix S: Test Process
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