NOLABEL

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

To leverage branding and design for sustainable customer growth

Master Thesis by
. =z
Yujing Yang | TUDelft

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







AUTHOR’S NOTES NN 3

Author’s Notes

5
TUDelft

Delft University of Technology
Faculty of Industrial Design
Engineering

Landbergstraat 15

2628 CE Delft

The Netherlands
www.tudelft.nl

Willemsparkweg 66
1071 HK Amsterdam
The Netherlands
+3120 846 55 91
amsterdam@nolabel.nl

Project Chair:
Ir. Tassoul, M.
m.tassoul@tudelft.nl

Project Mentor:
MSc. Jonge, F.M. de
f.m.dejonge@tudelft.nl

MSc. Bakker-Wu, S.
s.bakker-wu@tudelft.nl

Company Mentor:
RUben Fust
Managing director of No Label

A brand is a story. A story connects me

and others. Design is a novel way to depict
the story. Good design helps to construct
a fascinating story, which in turn, attracts

people to use design.

Author:
Yujing Yang
Y.Yang-19@student.tudelft.nl

Master Strategic Product Design
Industrial Design Engineering, TU Delft

All rights reserved. No parts of this publication may be
reproduced, distributed, or transmitted in any form or by
any means, including photocopying, recording, or other
electronic or mechanical methods, without prior written
permission of the author.

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



4 I EXECUTIVE SUMMARY

Executive

About the Project:

Opportunities and challenges

In order to realize sustainable customer
growth, a company could adopt different
strategies: opening up a new market,
developing new products, etc. Based

on the SWOT analysis, No Label is small
and lacking capital, while its main target
group (middle-class men, aged 25-45) is
growing rapidly. Thus, No Label’s biggest
opportunity lies in focusing on the

current market and attract more potential
customers within the market. After several
interviews with its potential customers,
the designer found the main challenge for
converting its potential customers to
real customers is that those people don’t
hold a strong belief that No Label is a

“relevant brand” and “My kind of product”.

Summary

Literature:

Right brand associations impact
customers’ purchase decisions
and brand loyalty

According to customer-based brand
equity(Keller, 1993), the long-term success
of all future brand-related activities of

an organization is greatly affected by the
knowledge about the brand in memory

of customers. The knowledge offers
customers information to tell whether the
brand is relevant and whether the brand
sells the right products. The belief that
the brand is relevant could result

in higher brand loyalty and positive
responses to brand-driven activities
such as their willingness to pay a
premium price, keep purchasing the
same brand, adopt new products and
so on.

Brand knowledge consists of brand
awareness and brand associations. Once a
customer is aware of the brand, the brand
could enhance customers understanding
of the brand by establishing related

brand associations. The right brand
associations could directly result in
customer’s believing that the brand is
relevant and “my kind of product®.
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Literature:
Framework for forming right
brand associations

The brand creates appropriate brand
meaning in forms of product performance
and brand imagery. The meaning of the
brand is communicated by direct contact
or experiences with the brands (products/
services/experiences) or indirectly via the
marketing-oriented activities. In response,
customers start to form brand associations
in terms of product attributes, benefits, or

overall attitudes toward the brand.

Project Goal

No Label has established the right product
category of "men’s clothing.” However, it’s
not doing well in creating the right brand
meaning that could evoke corresponding
brand associations. The current brand

meaning is
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mainly connected with functional features
and benefits. In response, the brand
associations in the minds of customers are
also product-oriented. Those associations
are easy to be replaced by competitors and
fade away in the memories of customers.

A strong brand should blend both product
performance and imagery to create a rich,
varied, but complementary set of brand
associations(Keller, 2010). Besides, the
current brand associations are not strong
enough to convince potential customers to
buy from No Label. Thus, the goals of this

project are:

1. Create appropriate brand meaning,
including product performance and
brand imagery, for No Label.

2. To establish strong, unique and
favorable associations that could
elicit the belief of “relevant brand®
and “my kind of product® in the minds
of potential customers. In this way,
No Label could convert potential
customers to real customers.

Figure 0.1: Process of forming brand associations
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6 I EXECUTIVE SUMMARY

Research and Process

Extensive research of company, customer,
competitor and Socio-Cultural context that
customers live in was conducted in this
project. The insights from this research were
used throughout the whole project.

In the beginning, a SWOT analysis was
conducted to look for opportunities

and challenges for customer growth. A
hypothesis of covering potential customers
in the current market built after SWOT. The
literature review was used to validate the
hypothesis and explore possible approaches
to covert potential customers. After that,
the designer conducted several interviews
with No Label’s potential customers to
define the problem. Two main problems were
defined:

1. Current brand meaning of No Label is

too functional.

2. Potential customers are not forming
strong brand associations when

contact with No Label.

The solution began with defining appropriate
brand meaning, including product performance
and brand imagery for No Label. For doing this, an
online questionnaire with 19 loyal customers was
conducted to find the uniqueness and favorable
brand characteristics of No Label in the minds of
customers. A DESTEP research and Search Areas

were applied to explore the future

context of No Label’s customer and the
brand building directions for No Label. The
“foresight” ensures that No Label keeps
innovative and relevant in the long-term
run. The competitor research was used to
evaluate the uniqueness No Label.

After defining the brand meaning, several
ideation sessions were conducted to come
up with possible ideas for No Label to form
corresponding brand associations. “Strong”
comes from a combination of product/
service that aligns with what a brand
promise and also right communication that
convey the core meaning of No Label. In
the end, an Innovation Roadmap showing
“what No Label could do” to form right
associations was formulated. The roadmap
was evaluated and discussed by six No

Label’s internal people.
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Results

1. Brand Meaning Map

The map presents how No label create and
integrate the right brand meaning, including
product performance and brand imagery (usage
imagery, brand value), step by step. It’s a build-
up process, in which the last Horizon is the
foundation for next Horizon. Each Horizon has
the main focus and the core meaning of No Label
shifts. It shifts in light of the capability of No
Label and the industry trend. The map helps to
create a rich, varied, but complementary bran
meaning for No Label. In the end, No Label is
envisioned to be a socially-responsible brand that

delivers the right products for people (Figure 0.2).

2. Brand Associations Roadmap

This is a process of superimposing functional
performance, usage imagery, and Brand Value

in the brand meaning of No Label. Through

the implementation blueprint, the resulted

brand associations and brand relationship were
presented in the middle. It is expected the brand
relationship will go from more functional to more
emotional and in the end, value-driven (Figure
0.3).

How to create a sustainable customer growth strategy for a small brand?
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3. Innovation Roadmap

A more detailed implementation roadmap
showing related product/service that helps to
fulfill the brand meaning and brand promise,
and the communication approaches that could

convey the message (Figure 0.4).

4. Concepts

In the end, two concepts were developed as a
manifestation of showing how to build strong
associations in the minds of customers: “The

Journey of Clothes”, “Shop for Good”.

Validation

The final test of concept “The Journey of
Clothes™ showed the effectiveness of branding
and design in increasing the purchase intention of

customers.

Recommendation &
Reflection

The designer reflected the whole process of the

project. Based on all the researches and insights,
several recommendations were written down for
No Label.
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Figure 0.2: Brand Meaning Roadmap

Figure 0.4: Innovation Roadmap
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Figure 0.3: Brand Associations Roadmap
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1/ PROJECT INTRODUCTION 13

Project
Introduction

This chapter addresses the background and aim of the project. It provides an
overview of the project process and main research question.
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1/ PROJECT INTRODUCTION

1.1 Company Introduction

No Label is a small men’s fashion brand, based

in Amsterdam. Started in 2013, Michael van den
Broek and Patrick van Riemsdijk (not in No Label
any more), who had about 20-years experience
in sourcing and manufacturing, founded No
Label. Within six years, the brand has opened a
second store in Rotterdam and grown into a total
collection of shirts, jackets, chinos, knitwear, and

sneakers.

Focusing on high-quality basics at a fair price,

No Label has been successful among its early
adopters. Now they have 300,000 visitors on the
website per year, contributing to around 6000
online customers. They also have on average 90-
100 (200 on the weekend) visits at Amsterdam
shop. Except for that, No Label

has very high customer loyalty. 50% of their
customers return to their online shop after

purchase in the store.

No Label is continually growing. It aims at a
global market and becoming the king of the
Basics. Undoubtedly, attracting new customers
constantly and retaining the current customers
would be the major mission in the process

of growing and extending. However, brand
extension is a complex issue since it involves the
changing of the social context, desires of the
customers, company capabilities, and a variety of
competitors in the market. A strategy is needed

to help No Label to realize its customer growth.

Therefore, the main subject of this project is
to create a sustainable customer growth

strategy for No Label.

Figure 1.1: Image of No Label’s store
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1.2 Project Aim 1.3 Research Questions
This project focuses on the long-term and stable Through discovering the differentiating values
growth strategy for No Label. It aims to develop of No Label and its” potential customers in

a strategy that helps No Label realize sustainable the market, a customer growth strategy of No
customer growth and design a product/service/ Label will be created. Based on the strategy,
experience as a tangible outcome for this some service/products would be designed as a
strategy. The strategy should help No Label: showcase of manifestation of this strategy. The

main research question is:
1. Retain current customers and build
deeper connections with current

customers.

2. Attract new customers and convert
potential customers to real customers.

3. Provide No Label a guide/framework The following sub research questions might be
for retaining current customers / answered:

converting potential customers
¢« What are the main values that make No

Label different from others?
The tangible deliverable in terms of product/
service/experience should indicate how to * Who are the current customers and

implement the strategy in a tangible way. potential customers?

e« What are the behaviors, values of No
Label’s customers.

Figure 1.2: Discover the uniqueness of No Label and the characteristics of its customer
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1.4 Project Process

The project went iteratively. Extensive
exploratory research regarding company,
competitor, customer, trend, and literature was
conducted to define the problem and discover
possible directions for sustainable customer
growth. The insights of the study were referred
back to throughout the whole process. During
the process, the problem and solution co-evolve
(Maher, Poon & Boulanger, 1996; Dorst & Cross,
2001).

Figure 1.3: Process of the whole project
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Exploration

This chapter defines the scope of the project. With the SWOT analysis, the main
challenges and opportunities in the way of achieving customer growth were

mapped out. The literature review was conducted to explore the filed of brand
and branding.

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

The project started with an evaluation of the
current situation of the company. The internal
strength and weakness, external opportunities,
and threats in the way of achieving customer

growth were mapped out.

2.1.1 Process and Method
Aim

Find out what are the challenges and
opportunities for No Label to achieve the

sustainable customer growth.

Method

SWOT is a strategic planning technique for the
company to identify strengths, weaknesses,
opportunities, and threats. In doing so, it helps
the company figure out the barriers that will limit
goals/objectives and explore possible directions
for development(Jackson, Joshi, & Erhardt,
2003).

Process

The designer took a 2-day training program of

No Label to be at the shop and learn the basic
culture and history of No Label. Besides, a formal
interview with the managing director of No Label
was conducted. The details of the interview could
be found in Appendix A & B. The designer also
had several informal conversations with people

inside No Label in different positions.

The external factors, including customers,
competitors, and business environment, were
also involved in this phase. The customer
research is mainly from the current selling data of
No Label.

Figure 2.1: Process of SWOT analysis
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2.1.2 Results
Strength

Quality and Price

The founders of No Label are experienced in
sourcing and manufacturing. They know the right
factories and good material. Thus, one of the main
strength of No Label’s product lies in product
quality. Buying straight from the source and
cutting down unnecessary cost in marketing and
middle retailer, No label is able to deliver products
at a fair price. Hence, the other strength of No

Label lies in its price.

Quality and price are related, together they
contribute to go good quality-price ratio, which
is one of the main decisive factors when people

make purchase decisions.

High Customer Loyalty

Currently, the customers of No Label are highly
satisfied with the products. Those satisfactions
bring high customer loyalty to No Label. The
philosophy is simple: men will keep purchasing
the same brand if they are satisfied with the
overall buying, for convenience and efficiency.
No Label has very high customer loyalty. 50% of
their customers return to their online shop after

purchase in the store.

“The dressing and shopping behavior of
men cannot be compared with that of
women and is characterized by a clear
pattern. The one nice sweater that fits so

well? Men prefer to order it immediately in

multiple colors.”

Managing director of No Label, Ruben Fust
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Weakness

Capital

As a small company with only around 20 people,
No label is still looking for investors. Short of
capital prevent them from big innovations or
changes at the moment. At the same time, they
have to keep focused and innovative to appeal to

investors and customers.

“Today’s customers can go to 10 different
shops but still buy from H&M. How can |
compete as a small company with such a
massive run? This is a huge challenge for

us.”

Managing director of No Label, Ruben Fust

Global Visibility

No Label is new and small, not so many people
know them. The little investment in marketing and
commercials also lower the brand awareness of No
Label. And they now only have two physical stores
in the Netherlands, which also decreases their

visibility and accessibility in the global market.

Threats

Products are easy to be replaced by

competitors

The competitors were divided into three
categories: indirect competitors(Oger, The
Society Shop), direct competitors(Van Gils, Only
for Men, Suitsupply), and potentially strong
competitors(Cos, Uniglo, Everlane). Delivering

fashion products for men aged 25-45, No Label

How to create a sustainable customer growth strategy for a small brand?
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directly compete with Suitsupply, Van Gils, Only
for men. All of these brands are Netherlands-
based and initially target similar customer groups,
middle-class men who want to dress well and look
elegant. From a product level of competing, No
Label differentiates itself with those competitors
by focusing on basics. At the same time, for
serving the needs of looking good, No Label

also competes with many traditionally premium
menswear brands in the Netherlands, such as
Oger and The society shop. Those brands compete
indirectly with No Label. They target a higher-

end market and offer a delicate and complicated
fashion. Compared with them, No Label has

the advantage of delivering more modern and
straightforward style fashion products at a lower
price. In the native market, No Label does find a
niche and delivers unique value for the customers.
However, looking globally, No Label faces many
other brands, including the biggest basics brands
Uniglo, very modern brand Cos, and rapid-growing
American brand Everlane. Those brands are
potentially robust competitors for No Label. The
uniqueness of No Label’s products fades when

competing globally.

Figure 2.2: Competitors of No Label

Opportunities

Growing Target Group

We see the great potential in No Label’s leading
target group, middle-class men in age between
25-35. The world is seeing a rapid growth of the
middle class, especially in developing countries
(Mckinsey, 2019). Middle classes are swelling,
resulting in a massive boost in more affordable

fashion segments.

“Men are spending more money on clothes;
I think they’re spending more on more
elegant things, too.”

CEO of No Label, Fokke de Jong

Besides, No Label also has a large potential
group: millennials, who showed a strong interest
in the brand. "I really love the brand, and | was so
surprised all my classmates and friends know the
brand as well. But we are not ready yet, because
it’s still not for students.” Said Peter, a 20-year-
old student.

Transparency is the Key

With consumers’ increasingly concerned about
issues including fair labor, sustainable resourcing,
and the environment, fashion companies are
expected to be fully transparent across the value
chain (The state of fahison, 2019). Transparency is
also a key to gain trust with customers. However,
considering the mark-up and competitor threats,
not every company dares to be transparent.

No Label already played a role associated with

transparency.
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Being ethical and sustainable, No Label only
collaborates with factories that treat their
employees well. They are transparent in showing
the locations and pictures of the factories — they
breakdown the price to empower customers

to decide on what’s fair and what’s honest.
Transparency will be a big competitive

strength shortly, as 42 percent of millennials
say they want to know what goes into products
and how clothes were made before they buy
(McKinsey, 2019).

“Our biggest opportunity lies in
transparency. Not every company can do
it.”

Managing director of No Label, Ruben Fust

Quality and Price Capital

High Customer Global Visibility
Loyalty

Transparency Products are easy

to be replaced by
competitors

Growing Target
Group

Figure 2.3: SWOT analysis of No Label

2 / EXPLORATION 23

2.1.3 Conclusion

Three main conclusions can be drawn from the
SWOT analysis:

1. The current target market of No Label is
growing, and there are many potential
customers in the current market. The
product features of quality, fair price,
as well as a clean style help No Label
win a group of loyal customers at the
moment. In spite of that, No label is
still very small and lack of capital.
Therefore, it would be suggested that
No Label keeps focusing on the current
market and dedicate to converting the
potential customers to real customers.

2. In the long run, the product advantages
of No Label are easy to be replaced
by competitors and fade away in the
minds of customers. The perceptions
that customers hold about No Label is
also product-oriented and easy to be
replaced. Hence, No Label is developing
good products but ignoring building a
strong brand.

3. Transparency could be one main
differentiating competence of No Label
in long-term competition.

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

The previous stage indicates that the most
significant opportunity for No Label lies in
converting potential customers in the current
market to real customers. And No Label is not
building a strong brand, resulting in a threat of
being replaced by competitors. The academic
literature is used to explore the relationship
between the brand and customers’ purchase

behaviors.

2.2.1 Process and Method
Aim

1. Explore the relationship between brand and

sustainable customer growth.

2. Find out a way to convert potential

customers to real customers.

Method

Literature Review

Main Literature:

Brand Management: Co-creating Meaningful
Brands (Michael, 2018)

Conceptualizing, Measuring, and Managing
Customer-Based Brand Equity (Keller, 1993)

Building customer-based brand equity: A

blueprint for creating strong brands (Keller, 2001)

Innovation-driven Branding (Abbing, 2010)

2.2.2 Results

1. The relationship between brand
and purchase decisions

Brand

The world we are living in today so much involves
brands that we are immersed in a branded world
from birth to death. Strong brands deliver many
valuable outcomes for companies, including
significant price premiums, loyal customers, sales,
and ultimately, higher firm valuation (Fischer et al.
2010; Madden et al. 2006). According to Debbie
Millman (2012), over the years, the values and
functions of brands evolve. Today, the meaning

of a brand includes functional performance,
emotional resonance, identity reinforcement, and
linking value. Michael Beveland (2018) defines a
brand today:

“An intangible, symbolic marketplace
resource, imbued with meaning by
stakeholders and the broader context in
which it is embedded that enables users to
project their identity goal(s) to one or more
audiences.”

Figure 2.4: Brand value for individuals
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Customer-Based Brand Equity

Full of meanings and values, brands are among the
most important intangible assets for firms (Keller
and Lehmann 2006) and brand-building activities
are a top priority for many marketing managers
(Keller, 1999). The value of the brand is believed
to be very important for an organization’s long-
term success. The values of the intangible assets
of a brand are related to brand equity. Generally,
brand equity is defined as a set of assets linked
to a brand’s name and symbol that adds the value
provided by a product or service to a firm and/or

that firm’s customers” (Aaker, 1996).

“A product is something that is made in

a factory; a brand is something that is
bought by a customer. A product can be
copied by a competitor; a brand is unique.
A product can be quickly outdated; a
successful brand is timeless.”

Stephen King WPP Group, London

Brand Equity has been reviewed from a variety

of perspectives (Asker 1991; Farquhar 1989;
Srivastava and Shocker 1991). Among them, the
customer-based brand equity (CBBE) of Keller
(1993) is the most relevant for long-term strategic
guidance for organizations” marketing programs

and customer-centered innovation.

25
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Defined as "The differential effect of brand
knowledge on customer response to the
marketing of that brand” (Keller, 1993), CBBE view
brand equity from a customer perspective. It
focuses on whether what customers know about
the brand affect their attitude and responses to
brand-driven activities such as their willingness
to pay a premium price, choose one product
over another, adopt new products or engage with
brand-related activities and so on (Beverland,
2018). The belief that brand perceptions strongly
influence buying behavior is widespread (Jenni
Romaniuk, Byron Sharp, 2002). Based on Keller
(1993), brand knowledge consists of brand
awareness and brand associations (Figure 2.5).
Brand awareness is reflected by the consumer’s’
ability to identify the brand under different
conditions (Rossiter and Percy 1987). Brand
associations is defined as perceptions about a
brand as reflected by the brand associations held

in consumer memory. Fundamentally, high

levels of brand awareness and a positive

brand image should increase the probability

of brand choice, as well as produce greater

consumer (and retailer) loyalty (Keller
1993, Beverland 2018).

Figure 2.5: Brand knowledge affect buying behavior

How to create a sustainable customer growth strategy for a small brand?
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2. How to build customer-based
brand equity and convert potential
customers to real customers?

Building Customer-Based Brand Equity

Built on the theory of customer-brand equity,
Keller (2001) introduced a brand equity model
(Figure 2.6) to build customer-based brand equity.
Based on this model, building a strong brand can
be thought of in terms of a sequence of four
steps, in which each step is a strong foundation for
the next step. As shown in Figure 2.6, the first step
is to generate recognition of what needs a brand
serves and what product category it belongs to.
After building the basic recognition, the marketers
can enhance the understanding of the brand
through stressing the functional performance and
emotional images of the brand. The 2nd stage is
also called building brand associations. Typically,
functional performance involves product features,
style, design, etc. The emotional images relate to
the personality, heritage, or culture of the brand.
The customers take over in the third stage, where
they will judge the product performance and

elicit certain feeling toward a brand. In this stage,
the perception of “relevant” brand and “my kind
of product” will, to a large extent, increase the
possibility of purchasing. The peak of the pyramid
is defined by the strength of the customers” bond
with the brand, which is also normally the end
goal for a brand to build a strong relationship

with customers. This bond could be manifested

in brand loyalty, willing to pay premium prices for
the brand (Starr and Rubinson 1978) adopt new

products, and so on.

The goal of the project is to convert potential
customers to real customers. It’s resulted from
the belief of “relevant brand” and “my kind of
project.” Based on the CBBE model, it occurs at
the 3rd stage, where the customer holds a certain
attitude toward the brand and will formulate
judgment and feelings about wether the brand

is relevant. A brand with right brand awareness
and associations could result in customer’s
believing that the brand is relevant and “my kind
of product” (Keller, 2012). No Label has defined

a clear product category: men’s basics. Based on
the research in the last chapter, the main problem
for converting customers is not that they are not
able to recognize No Label’s products, but they
don’t have strong associations with No Label that
maintain in the memories and convince them to
buy. Therefore, the focus of this project

is brand associations and corresponding
brand response. Put more precisely, the
response is the goal of the project, the
belief of “relevant brand™ and “my kind of
products®. Building the right associations is
the approach to elicit this belief.

Figure 2.6: Customer-based Brand Equity model
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Creating Right Brand Meaning and Brand

Associations

Before we go deeper into this section, there

are some terms that need to be clarified. In the
CBBE model, the terms are used from a customer
perspective. However, in the process of building
CBBE, Keller (2012) also used many terms from
the company’s perspective. For example, the
reciprocal word of brand association is brand
meaning. A company builds on its brand meaning
first and evoke corresponding brand associations

in the minds of customers.
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Creating brand meaning involves defining what

the brand is characterized by and should stand

for in the minds of customers (Keller, 2010). To
some extent, Keller used brand meaning and
brand associations to describe the same things.

In this project, the designer used brand meaning
from the perspective of company and brand
associations from point view of customers to make

it clear for the reader.

Figure 2.7: Terminology in building CBBE from different perspective

How to create a sustainable customer growth strategy for a small brand?
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Thus, the process of building brand associations
in the minds of customers is as shown in Figure
2.8. The brand creates appropriate brand
meaning in forms of product performance and
brand imagery. The meaning of the brand is
communicated by direct contact or experiences
with the brands (products/services/
experiences) or indirectly via the marketing-
oriented activities. In response, customers start
to form brand corresponding associations in
terms of product attributes, benefits, or overall
attitudes toward the brand.

Three Criteria of Brand Associations

To be effective, brand associations need to
resonate with customers, differentiate from
competitors, and keep strong in the minds of
customers over time (Aaker and Joachimsthaler,
2000, Keller, 1993). Hence, there are three

dimensions to evaluate brand associations:

e FAVORABILITY
« UNIQUENESS
e STRENGTH

refers to that customers believe
the brand understand their values and the brand

has attributes or benefits to satisfy their needs.

is the extent to which brand
associations are shared with other brands. It
represents that a brand is believed to have a
“unique selling point” and the customers have a
compelling reason for purchasing (Aaker1982; Ries
and Trout1979;Wind 1982).

The of brand associations relates
to how brand knowledge enter and maintain in
the memory of customers. It could depends on
the quantity and quality of brand knowledge
processed in the minds of customers.

Figure 2.8: Process of forming brand associations
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2.2.3 Conclusion

Building a strong brand is valuable for the
long-term relationship between a brand and
its customers. In the view of customer-based
brand equity, a brand is something exists in
the minds of customers. What a customer
know about a brand will affect their purchase
decisions and loyalty. Therefore, the key step
to convert potential customers and retain
the old customers would be to establish the

right brand knowledge in their minds.

The key step to impact the purchase decision
of customers is that they hold a belief that
brand is relevant and the products are
appropriate. This belief is elicited by strong,

unique and favorable brand associations.

A brand should define the right brand
meaning in terms of product performance
and brand imagery and form corresponding
brand associations in the minds of

customers.
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Problem
Definition

This chapter defines the relevant problems for the project. Customer research
and expert interview were conducted to discover the problem.
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3.1 Customer Research

The literature pointed a direction to convert
potential customers to real customers, which is
by evoking the perception of “relevant brand”
and “my kind of product.” Customer research
was conducted to understand the potential

customers of No label better.

3.1.1 Process and Method
Aim

1. Find out the main characteristics of No

Label’s target customers.

2. Find out the main problem of converting

potential customers to real customers.

Method

Quantitative questionnaire(Q1)

Qualitative research: interview/ observation

Back front data of No Label

Quantitative research and back front data

that tracks the online shopping behavior of No
Label were used to quantify attitudes, opinions,
behaviors of customers. Quantitative research
uses measurable data to formulate facts and

uncover patterns in research(Mugenda, 1999).

Interviews with No Label’s potential customers
were conducted to explore design opportunities

and understand their pain points and needs.

Process

The aim here was to find out the characteristics
of No Label’s customers and how potential
customers think of No Label. The results of
quantitative research (Q1) of 100 potential and
current customers were analyzed. The Q1 was
done by The Young, a Dutch brand agency, in
August 2017. The designer analyzed the results to
generate general images of customers. The back
front data tracking the online shopping behavior

of customers were also analyzed.

Six No Label’s potential customers were recruited
in qualitative research. Four of them were

asked to look through the online website of No
Label, while two of them were asked to walk

into the store of No Label. During the process,
the designer observed their behaviors. After
that, interviews (Appendix C) were conducted to

understand their thoughts and needs.

Figure 3.1: Process of conducting customer research

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



3.1.2 Results
An outline of customer

Based on the back front data and Q1, an outline
of No Label’s customer was drawn (Figure

3.2). The main customers of No Label are men
between age 25-35. 75% of these customers
live in the Netherlands. These people are highly
educated and work as a sales/marketing/IT
manager, entrepreneur, accountant, broker, and
layer. Those customers will describe themselves
as a business type, smart, a perfectionist, loyal,

curious, and honest.
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Plain products and brand identity

Based on the interviews with the potential
customers of No Label( Figure 3.3), people easily
associate No Label with many other brands and
styles. This, in no small extent, weakens the brand
image of No Label. And the first impression of
No Label is not unique and robust enough. This
could result in that people will regard No Label
as irrelevant, and they hold a belief that “not my
kind of product.” Many new customers like the
style and feelings of No Label, but at the same
time, they’re wondering the brand story and
seeking more information about the products.
So how can No Label leave an impression
of “relevant® in the minds of its new
customers and make it last longer in the
minds of those customers? And how can
No Label make it memorable for customers
who don’t have functional needs at the
moment?

Figure 3.2: An outline of No Label’s customer
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Figure 3.3: The excerpt from the interviews with potential customers

Not well-defined brand meaning

No Label is transparent in showing factories and
price. They do this because they hold a belief for
ethical production. However, the responses from
the customers are not as positive as expected.
Some customers are confused by the messages
of price and factories showed on the website.
And they regard that information as irrelevant.

It might result from that No Label does this
intuitively and in one way. Besides, the brand

has a purpose of bringing ethical and sustainable
alternatives for the products. This purpose is
not reflected in their current products, nor their

brand promise.

“Our customers are wondering why we
show the cost here and where is the profit
going. Especially at the beginning.”

Milo, employee of No Label

“1 don’t know why they show this factories.
What does it mean to me?”

Jim, potential customers
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The people in No Label have expertise in
production and products but might not be
specialized in defining their brand and brand
image. In the end, it leads to that the brand
meaning of No Lable is vague and not well-
defined. As Abbing (2010) depicted in his book
Brand-driven Innovation, small companies might
always have the problem of not well defined the
brand.

“There simply isn’t a brand explicitly
present in the organisation. This is often
the case with smaller companies, or
companies that have been founded by
and are led by strong personalities with
an intuitive way of doing business. They
might posses a logo or brand identity, and
maybe even a list of values or a mission
statement, but there is not yet a well-de
ned brand in existence - let alone one that
is able to drive innovation.”

Erik Roscam Abbing

3 / PROBLEM DEFINITION 35

3.2 Expert Interview

An interview with the expert in the field of
branding and innovation was conducted to
analyze the obstruction and possible solution

directions for No Label.

Jeroen van Erp
Professor at TU Deflt & CCO (Chief Creative

Officer) and partner at Fabrique

I: Interviewer, Yujing Yang

E: Expert, Jeoren van Erp

E: And where do they stand for¢ What is their

story?
I: So they sell the basics for men.
E: There’s always...also within the range of basics,

you can verify a lot. | mean you can make basics.

And in practical very basic but colorful, or you
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can make it very sustainable as these are basics
but made from very sustainable fabrics. They

are very very neutral and very plain. Which is
okay if you sell the basics. If you create an
experience for customers. It’s always built
up of what the product does. But there’s
also another input for the experience. And
that is what we call the brand. Often, it
overlaps, it resonates. What is the goal of your

project?
I: For a sustainable customer growth.

E: Yes. OK then. | mean. ...the sustainable
customer growth. I truly believe, a strong
brand with a strong articulated story helps.
It makes the very plain products much more
interesting. So there are a lot of irrational
aspects that influence your experience and
loyalty. It all starts with the brand. And then you
can think of how to articulate the brand in certain
channels how to connect with people how to

create loyalty whatever.

I: Yes. This brand, they do have their story. They
are more or less transparent. They will show the
markups, the cost of their products. And they
also show the factories that they collaborate
with.

E: Honestly, do you care? Is it that interesting?

Is it relevant 2 | think it’s not interesting. It’s

not a story that touches the heart. So | think
there should be elements in a brand .... being
transparent show factories. It’s very technocratic.
And brands are not technocratic. Brand touches

the human minds and emotions.

I: But isn’t it the same? Toms give a pair of shoes
to Africa and this brand, they select factories that

treat their employees well?

E: Ah no no.. That’s also | mean | think to

be ethical... it’s becoming more and more a
boundary condition instead of a differentiator.
So if a fashion company says yeah we're very
ethical we produce our shoes to do it. And |
will say go you better do. | think every company
should do that.

I: Then isn’t there a gap between the positioning
and the story. Because like they position
themselves as affordable basics, so super
functional and product oriented. At the same
time you could have a brand story of focusing
transparency or ethical.... But | don’t think it
really connect to their functional positions or

benefits. That’s also the problem.

E: A question is if these functional benefit is
strong enough. So it’s very difficult to build
customer loyalty because it’s very functional
and you have many same choices. So | think they
should think of how to become more special. Ah.
And | think it can be done by enriching the story.
It’s interesting to bridge the gap.
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3.3 Conclusion

Three conclusion were drawn from customer

research and expert interview:

1.

A strong brand with both the right
product performance and brand
imagery will help build a rational and
emotional relationship with customers
and make plain products more

compelling.

The main problem to convert the
potential customers is that the plain
brand identity makes new or potential
customers perceive No Label as
“irrelevant™ and not be convinced that
No Label is “my kind of product.” The
perception of irrelevance will, in no
small part, decreases their chance of

purchasing and become real customers.

The current brand meaning of No Label
is too functional that would not touch
the heart of the customer. Besides, the
only product-oriented benefits in the
long-term run would result in a weak
brand relationship with customers.
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3.4 Problem Definition

Combined with the literature review, we can
conclude that the current No Label brand
meaning is very performance-oriented and not
well defined. And the brand associations are

not strong enough to convince customers that
No Label is the right brand and deliver the right
products. Thus the two main goals in this project

were formulated:

1. Create appropriate brand meaning,
including product performance and
brand imagery, for No Label.

2. To establish strong, unique, and
favorable associations that could
elicit the belief of “relevant brand™
and “my kind of product” in the minds
of potential customers. In this way,
No Label could convert potential
customers to real customers.

Figure 3.4: Project goal
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Brand Meaning
Creation

This chapter synthesizes the customer research, future context research, vision
of the company CEO to forge appropriate brand meaning for No Label. The
Brand Meaning Roadmap was created in the end.
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4.1 Loyal Customer
Research

The customers already formed certain brand
associations through direct/indirect contact with
No Label. From the high satisfaction and loyalty
of current customers, it could be anticipated that
certain characteristics of No Label are favorable.
For creating brand meaning for No Label, the
designer took an outside-in method, looking for
the uniqueness of No Label by discovering the

needs and value of customers.

4.1.1 Process and Method
Aim

1.  Find out the favorable associations of

customers.

2. Find out the needs and value of No Label’s

target group.

3. Define the right brand characteristics in No

Label’s brand meaning.

Method

Qualitative questionnaire(Q2)

Observation at shop

Interview with shop assistant

According to Beverland(2018), brands have been
used as resources to achieve self-authentication
and social expectations. Especially for clothes,

which is always an essential product for showing

personality and status.

So, an online questionnaire (Q2) was designed

to find out how No Label help customers to
construct their characters as well as fulfill their
social expectations. In this way, the uniqueness
of No Label can be made explicitly. Add to that,
the designer also observes the shopping behavior
of customers at the shop and constructed several
informal talks with shop assistants, to explore the

needs of customers.
Process

The Q2 was first designed as a booklet(Appendix
D). The booklet was tested with two students and
two internal employees of No Label. Besides, an
expert evaluation was carried out with Marina
Bos, an qualitative research expert at the

Delft University of Technology. In the end, the
real Q2 was carried out in forms of an online
questionnaire(Appendix E). The questionnaire

is not the best way of getting the depth of
insights forms customers in qualitative research.
However, in this project, it’s more accessible to
get in touch with the returning customers of No
Label via email. The Q2 was sent out to 40 loyal
customers of No Label to get 20 responses. Each
of the customers who answered the questions
will be rewarded with a chino. In the end, 19
customers replied. The questions and intention
behind questions can be found in Appendix F.
The designer also observed the customers in the
shop and have several informal talks with shop

assistants(Appendix G).
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4 .1.2 Results
Performance related characteristics

Overall, people love No Label mainly due to the product-oriented features. In Q2, when people asked

about “what are the things that attract you most when choosing No Label?

Figure 4.1: Average score of the question

Smart Casual & Functional (versatile, work as sales managers, and their jobs require

Simple) them to look professional. At the same time,

they also want to dress comfortably on personal

One of the most important reasons that people . . . .
occasions, such as hanging out, traveling, going

love No Label is that they could wear it both to a party. So they love the products that can be

casually and formally. This is because of the versatile to different occasions.

smart-casual style of No Label. Based on the
questionnaire, smart casual is also the favorite

style of No Label’s customers. The benefits that Basic & No label (understated style, low-

associated with smart causal and basics are that

key)
it could be versatile on both professional and
private occasions and bring simplicity for the Based on Q1 & Q2, the understated style and
customers. the fact it has no external label are also popular

with No Label’s customers. The customers of No

It reflects that the customers of No Label are Label would like to keep low-key. They care about
making a balance between professional and whether they look elegant, instead of showing off
personal lives. For example, many customers status. In Q2, the customers were asked to
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evaluate the extent that they want people to
know they are wearing No Label. The answers to
this question were extremely opposite. Half of
the respondents grade it between 1-3 because
they believe it’s not about showing the brand, but
about making people think they are dressing well.
Half of them score it between 7-9, but the reason
they score it high is that they want to recommend

No Label to their friends instead of showing off.

“I want people to think | dress well, not to
be impressed by a brand.”

One answer from Q2

High Quality (elegant, comfortable,

confident, reliable)

For No Label’s customers, the quality of the
products mainly means they could look good

and feel confident. In Q2, customers were

asked to answer the questions of when and why
they wear certain No Label products. Based on
the results, most of those customers will face
multiple professional occasions, such as giving a
presentation, meeting clients, going on a business
trip, and attending the conference. During those
occasions, they would like to dress elegantly and
seen as reliable. So they would choose No Label’s
suits, knitwear, and sneakers. Those high-quality
and stylish products make them feel confident

and at the same time, feel comfortable.

However, quality is also a very subjective
characteristic. Some people might think a
garment is high-quality compared to its price;
others might judge the quality based on if it’s
comfortable. In the question of “what do you

think No Label should improve?¢”,

many respondents suggested that No Label
could improve the quality of certain products.
Therefore, a single association of quality is
meaningless. It should be related to other

functional or emotional benefits.

Figure 4.2: The professional occasions
when people wear No Label

Value for money

Value for money is a fundamental attractiveness
for NO Label’s primary target group, middle-
class men. It’s also an essential competence for
No Label, especially when it’s small. And it’s an
association related to the quality of the product
firmly. Indeed, the value for money is also a
partial association that shares with other brands.
So how to make this association more meaningful

and more unique will also be a challenge.

Figure 4.3: An image of main customer of No Label
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Imagery related brand
characteristics

Easygoing (friendly)

Among 19 customers, half of them would like to
be described as confident, reliable, and easy-
going. The customers would like to be seen

as confident and reliable, especially in their
professional life. At the same time, they want to
be easy-going. That’s why they love the clean and
understated style. Besides, they like the fact that
No Label’s people are friendly and easy-going.
And many of them desirable No Label as a dog,

who gives a feeling of loyal and affectionate.

Transparent (honest, innovative)

Although this association has not been strong so
far, it was mentioned by customers. In Q2, two
of the nineteen answers said the uniqueness of
No Label is that it’s transparent in showing cost.
And they think this will make NO label a brand of
innovative and honest.

Figure 4.4: A screenshot of No Label’s cost break-
down
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4.1.3 Conclusion

To sum up, there are many certain positive
associations about No Label in the minds of
customers (Figure 4.5). And those associations
reflect their favorable brand characteristics of
No Label. The salient brand characteristics
were presented in green: Smart casual,
Basics, High quality, easy-going, value for
money, transparent. Most of them are more
performance-oriented and functional. At the
same time, the salient product characteristics
such as quality are also interpreted differently in
the minds of customers. It might be interesting
to add more meanings to those product features
and create corresponding associations. Besides,
more imagery characteristics should be added
to No label’s brand meaning. Strong brands blend
product performance and brand imagery to
create a rich, varied, but complementary set of

customer response to the brand(Keller, 2001).

Figure 4.5: Favorable brand characteristics
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4.2 Future Context
Research

The previous section found out the favorable
brand associations of current customers.
However, only focusing on reinforcing a brand’s
existing associations may not address shifting
socio-cultural expectations or challenges

faced by consumers, resulting in perceptions

of irrelevance (Holt 2004). Therefore, it’s also
meaningful to take a foresight of the future and
find out the possible brand meaning appropriate

to the customers.

4.2.1 Process and Method

Aim

1.  Scan the future context that customers live in.

2. Find out possible brand building directions
for No Label.

Method

DESTEP
Search Areas

Secondary Research

DESTEP-factors scouts for external drivers

for a company(Vos, J.p, 2005). It is based on
the classic demographic, economic, political,
environmental, social and technological issues.
DEPEST points at interesting areas to look at,
and the insights from DESTEP were mainly used
to map out the opportunities for No Label.
Then Search Areas were conducted to connect
the relevant external future world and internal

strength.

Typically, Search areas are strategic ideas

for innovation and potential new business
opportunities(Buijs, 2012). Here Search Areas
were used to find out possible brand building
directions for No Label. Because based on
Erik(2010), a brand could look for other
opportunities from market, customer, or
technology to develop innovations and build a
brand on. This process is called ‘innovation-
driven branding’: the innovation is a foundation
to build the brand on, instead of the other way

round.

Process

The secondary research was conducted to

find DESTEP factors. Besides, the designer also
went to serval design pioneer exhibitions, for
example, Salone del Mobile.Milano(https:/www.
salonemilano.it/en/), to get sensory insights. The
results of DESTP could be found in Appendix H.
After that, the DESTEP factors were synthesized
to several themes(Appendix I). Those themes
were used for generating Search Areas. For doing
Search Areas, both top-down and bottom-up
methods were applied. The Search Areas were
used to look for brand building directions and

envisioned brand meaning.

Figure 4.6: Process of looking for brand-building
directions
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4.2.2 Results
1. DESTEP

Anxiety about the environment

In the age of 24/7 connectivity and digital
information, people are more aware of what'’s
happening in the world. The polarized politics,
the environment, trade wars, cybercrime,
technological displacement, and so on cause

significant anxiety of people. They are seriously

concerned with social and environmental issues.

A new global ethos is emerging, customers will
continuously reward brands that share more

social responsibility.
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Pre-owned, refurbished, repaired and rental

business models

The customers’ insatiable appetite for fashion
drives brands to produce more fast fashion
products. The contradiction between customers’
hunger for newness and embracing sustainability
drives new business model of selling fashion
products. The lifespan of fashion products is
being stretched as pre-owned, refurbished,
repaired and rental business models. For
example, China’s YCloset uses a subscription
rental model to grant customers access to

an array of clothing and accessories free of
additional charges. The number of brands
getting into the rental, resale, and refurbishment
business is also expected to increase markedly
(Mckinsey, 2019).

Figure 4.7: Customers concern more about environ-
mental and social issues
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Ethical Brand

Increasingly, traditional governmental institutions
are deemed to be either unwilling or unable to
meet many of people’s basic expectations. This
has declined in people’s trust in governments
and created an opportunity for organizations to
step up. Customers are more and more expecting
brands to be ethical and do the right thing. The
ethics economy is booming. Traditional brands
are believed to be profit-driven, whereas they
have to be more purpose-driven to meet the new
expectations of customers. Many big brands are
putting ethics at the heart of their strategy and

operations. IKEA has created a pledge to employ
refugees at production centers in Jordan. They
put this as part of a long-term plan to create
employment for 200,000 disadvantaged people
around the world through social entrepreneurship
programs (Fjord Trends, 2018). H&M launched a
Pride collection in 2018 in support of the LGBTQ+
community(MiKensy, 2019). Customers are making
rational judgments about purchases on the best
outcome in terms of benefits for them and the
environment and social issues. A new luxury for
customers today may not be a logo but a product

without costing someone’s life or environment.

Figure 4.8: Customers are demanding more ethical

brands
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Meaningful brand

A strong brand today is not only here to sell
something to the customers. It’s also about
communicating and conveying messages and
values to the entire community of the brand.

A meaningful brand today is transforming from
“transaction” to “education.” We see many
successful brands today, including Lego and
Nike, are on board. Lego encourages people

to be creative even though you are an adult
already. Nike’s famous slogan, “Go beyond
Yourselves” resonates with thousands of people
that are struggling with life and want to challenge
impossibilities.

“ A product can no longer be only and
purely craftsmanship plus creativity

and heritage: we need to add values

and emotion to it. Products need to be

meaningful. *

Cédric Charbit, Chief Executive of Balenciaga
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Consumers are expecting more experience

in physical store

While we see a burst of e-commerce, people

will still make their way to physical stores, to

get experiences that they won’t find anywhere
else. More and more retail managers see their
physical store as a connection to their customers.
They are offering rich, playful experiences that
are more likely to engage with users. New retail
concept such as Amazon go(reference), and

Alibaba Hemal(reference) are shaping the retail.

“At the end of the day, this is how you
engage with the community, to engage
with the brand, not only via transactions.”

Chief executive of Balenciaga

Figure 4.9: Customers expect brands to be
meaningful
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Gap between inspiration and purchase

Besides, the gap between discovery and purchase
in the mobile consumer journey has become

a pain-point for a more impatient fashion
consumer. They are inspired by some fashion
influencers or videos but probably can’t find a
brand to buy. Or they see a brand but are not
inspired enough. Consumers are more likely

to find inspiration from external sources (e.g.,
influencers, friends, TV) than directly from the

brand or retailer.

Radical Transparency

After years of having personal data owned
and handled by businesses, a burst of anxiety
about data privacy cause more disappointed
and distrusting customers. They now expect

companies to reciprocate with radical

transparency and sharing of information. Besides,
the EU General Data Protection Regulation
(GDPR) fundamentally reshape the way in which
data is handled, from private enterprise to public

organizations.

In the fashion industry, transparency is also an
increasingly important priority. This coincides
the rising desire to alleviate their impact on

the environment of some customers. Given

the need to regain the trust from customers,
fashion players must face the fact that radical
transparency is coming soon across the supply
chain. The one who is left behind would face the

risk of losing customers.
Correspondingly, some brands are taking the

initiatives to be more transparent, in many cases

specifying costs of materials, labor, transport,

Figure 4.10: Radical transparency of company
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Technology: Automation/Personalization

Automation

Face recognition/ voice recognition/image
recognition

Automation of hunting, negotiating, purchasing,
delivery arrangements and more.

Automation and data analytics have enabled a
new breed of start-ups to achieve agile made-to-
order production.

Micro warehousing, where retailers put small

distribution centers close to large urban areas

Personalization

AR/ VR fitting room

Visual recognition and recommend similar
garments

Machine learning algorithms use customers
profile, location, item local availability, and
chatbot answer to recommend relevant items.

Amazon Alexa, google home for voice

conversation
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Conclusion

Based on the future context research, a more
sustainable and ethical fashion is undoubtedly
an unstoppable trend, and will even become the
standard for fashion companies in the future.

A brand that can realize sustainability may not
stand out in the future, but a brand without
sustainability will be left behind. A brand without
sustainability will definitely be left behind.

The DESTEP results were used as opportunities

for No Label in Search Areas (Figure 4.11).

Figure 4.11: A list of opportunities for No Label
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2. Search Areas

Then Search Areas were conducted to connect
the relevant external opportunities and internal
strength to find out the possible innovation
opportunities or brand building directions for No
Label.

There are two main approaches to generating
Search Areas (Figure 4.12):

1. Top-down approach: from strength
and external opportunities to generate

development directions.

1. Bottom-up approach: from ideas to generate

development directions.

Top-down Search Areas

Basically, top-down Search Areas are
combinations of internal company strategic
strength with external opportunities(Jan Buijs,
2012). It will use a well-known management
instrument, SWOT. For generating meaningful and
profitable Search Areas, it is preferable to look
at the Strengths-Opportunities quadrant. The

strength was coming from Chapter 2.1.

Top-down Search Areas / Results

Figure X shows the results of Top-down Search
Areas. The process of doing Top-down Search

Areas could be found in Appendix J.

Figure 4.12: Two approaches for generating Search Areas

Figure 4.13: Results of Top-down Search Areas
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Bottom-up Search Areas

Bottom-up Search Areas were generated to bring
in more creativity in the project. The designer
recruited eight design students together for a
creative session. And among those students,
four of them are possible customers of No Label.
The main topic in the session was “how to make
No Label more impressive to the customers? ”
The customer insights card (Appendix K) were
provided to make them step into the shoes of
customers. The session lasted for 2 hours, and in
the end, 57 ideas were generated (Appendix L).
Those ideas are clustered, and an idea mind map

was drawn (Figure 4.14).

Bottom-up Search Areas / Results

1. Associated with product usage

- Collaborate with certain companies or with

certain professions (lawyer)
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. Create a brand symbol/pattern for No Label

- Use material composition as the label (It's like

when you buy meat in the supermarket)

- Symbolic behavior: take off the label

. Translate the sustainability of No Label, and

make it relevant for people

- Transparent shopping experience

- The initial idea of basics: if your clothes are

still very new after 6 months, then you can

change for a new one

- Make the bags recyclable

- Encourage people to wear more often,

Instagram shows the combination inspiration

. Make the basics unique
- 1fits all: show the flexibility of No Label

- basics + unique: One part of the garment can

be tailored and personalized.

Figure 4.14: Results of Bottom-up Search Areas
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Synthesis

The results from the two approaches were

synthesized. Three main interesting Sear Areas

Search Area 1: slow fashion brand

“We promote slow fashion by delivering high-
quality clothes and encouraging people to wear it

more often.”

New business models such as pre-owned, rental
appear in the trend of customer’s anxiety about
the environment while craving for newness. This
new business model might not apply to No Label
properly because they focus on men’s Fashion.
Men’s shopping behaviors are much different
from those of women. Especially the leading
target group of No Label, men between 25-40.
Most of the times, they care about whether the
style is right rather than how new the style is. The
designer observed a similar pattern in No Label’s

shop. Many customers at the shop would

where No Label could build a brand arose and are

depicted in this section.

Figure 4.15: The synthesized directions from Search Areas

repurchase the same style of clothing or buy the
same item in multiple colors. Male customers
crave for simplicity and convenience. Slow
Fashion connects quality, simplicity, and at the
same time, sustainability. Combined some new
services/products, such as lookbook or fashion
guide, No Label encourages customers to wear
the clothes they bought more often. It also
highlights the versatility and feasibility of the No
label product.

This aspect solves the problem that the male
customer has no idea about how to match
clothes. Playing in a slow fashion field also make
up the weakness of lacking capital, since they can

keep focused and grow steadily.
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The Strengths, Opportunities, relevant ideas, and
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coinciding intended associations are listed in
Figure 4.16.

Figure 4.16: Search Area 1 related Strengths, Opportunities, ideas and brand associations

Search Area 2: transparent brand
“We see transparent as a standard, not a trend.”

Many ideas emerged in bottom-up Sear Areas in
this direction. The participants were also excited
about “transparency.” The booming voice of
people shouting for transparency in the whole
market cannot be ignored. People will become
more and more aware of it and support brands
that could achieve transparency. This is an
excellent opportunity for No Label to take the
lead and win the trust of customers. An example
is Everlane(https:/www.everlane.com/), which
is a trendsetter in this area and has won a large

number of supporters.

Transparent itself is a neutral word and has

to be connected with other content to be

more meaningful. For example, if it is linked

to the price, then it conveys the message

that customers get exactly what they pay. The
customers can intuitively feel they are purchasing
smartly and confidently. If it is transparent in the
value chain of production, it’s then intended to
communicate the brand ethics. For No label, it’s
vital to create “transparent” associations but
also essential to make its “transparency” more

meaningful.

Figure 4.17: Search Area 2 related Strengths, Opportunities, ideas and brand associations
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Search Area 3: socially-responsible brand

"“We want to advocate social responsibility by
delivering sustainable products that ethically

produced.”

This direction is highly aligned with the belief
of bringing sustainable and ethical alternatives
of No Label. Internally, social responsibility,
sustainability, and brand ethics are the core
values of No Label. And they are implying their
social responsibility by selecting factories that
treat their employees well. However, this belief
is not clearly reflected in the brand meaning
and corresponding associations of customers.
The reason for this is that No Label is still

not sure whether it is necessary to tell their
customers about their sustainability and ethics.
In this direction, it would be suggested that No
Label integrate social responsibility in its brand
meaning. A socially-responsible brand will be
embraced and supported by customers with
more and more people concern about social and

environmental issues.

Besides, this direction is more future-oriented
and requires No Label to look for more
sustainability-oriented innovations to build

its social responsibility. The strength of being
transparent helps in this direction. Transparent
in showing the people or resources behind the
product in the entire value chain brings much
ethics in No Label’s brand. "We want to promote
our social responsibility by delivering sustainable

products that ethically produced.

“We are aiming for sustainability. But we
don’t think our customers should pay for a
higher price for this. That’s why we want to
offer high-quality products that last long at
a fair price.”

Ruben Fust, Managing Director of No Label

Figure 4.18: Search Area 3 related Strengths, Opportunities, ideas and brand associations
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Interesting “Hints” 4.2.3 Conclusion

Except for three main directions for building a . . .
This section used the DESTEP method to outline

brand, there were also some interesting “Hints”
the future context of customers. And through
emerging when generating Search Areas. Those . o
the Search Areas, the possible characteristics
“Hints” were not used right away but were . . . .
directions for No Label to add in their brand
referred back to in later design phases. . o
meaning were explored within the context.

- Physical shopping experience engage Combined with the conclusion of the last section,
customers more and helps build deeper the following brand characteristics could be put
connections with customers. into the brand meaning of No Label:

- Bridge the gap between inspiration and

purchase. . . .
Basics, High quality, value for money,

- The quality and price could be a choice from Functional

the customer side.

Smart casual, Easy-going, Transparent,
Slow fashion, Socially responsible,
Sustainable, Ethical.

Figure 4.19: A conclusion of favorable brand characteristics
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4.3 Vision of Company’s
CEO

The future context research was used for
exploration but also served as Validation for the
intuition, and vision of No Label. The CEO of

No Label envision a sustainable No Label in the
future. When defining the brand meaning for a
small brand, the owner’s vision should also be
taken into account(Erik, 2010). Based on the
interview with Ruben(APPENDIX B), a future vision

illustration of No Lable is draw in Figure X.

For No Label, sustainability is something on the
bigger scale. It requires a larger quantity and

more capital.

“I mean you can tell everybody I’m organic,
but on the bigger scope, there are still
millions and billions of people that still buy
cheap clothing. I truly believe if you want
to make an impact in the world. We need to
think bigger. *

Ruben Fust, Managing Director of No Label

Sustainability also relates to people’s awareness
and mindset. Most of the current people are not
environmentally conscious or are unwilling to pay
extra for eco-friendly products. Ruben believes
that the majority is not ready for sustainability.
Besides, a brand should provide affordable,

sustainable products.

“If this is what | want to do, it’s me not my
customers should pay the bill.”

Ruben Fust, Managing Director of No Label

This is a wonderful vision, and No Label is taking
a path toward sustainability. However, this vision
also, to some extent, only exists in the mind of
Ruben. Internally, it’s not clearly defined.
Externally, it’s not well communicated.

Figure 4.20: A image showing the vision of No Label’s CEO
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4.4 Create brand
meaning for No Label

Those brand characteristics are divided into
three categories: Product Performance(High
quality, value for money, functional clothing,
daily Basics), Usage Imagery(smart casual, easy-
going, slow fashion), Brand Value (transparent,
ethical, sustainable, social responsibility).

Usage imagery and brand value belong to brand
imagery. Based on Keller (2012), the building
blocks for brand meaning could have hierarchies.
It’s logical to link primary characteristics and
related features and then articulate usage
imagery and at last, abstract brand associations
of personality could be formed. Thus, those three
categories were put into 3 Horizons, and each
Horizon builds at the basis of the last Horizon. It
is a superimposed process. With more abstract
characteristics added to the brand meaning of No
Label, it’s positioning, and role for customers will

change.
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In the first Horizon, No Label is a functional
clothing brand, and its focus is on delivering
high performance-price ration products for
customers. In second Horizon, it transits to a
Slow Fashion brand that facilitates a slow-fashion
lifestyle for people with high-quality basics. In
the third Horizon, No Label will integrate more
sustainability and ethics in its brand. It will
prove to the fashion industry and customers
that there is a better way of making clothes. In
the end, it will become a new standard of social

responsibility of making clothes.

As shown in Figure 4.21, the vertical axis presents
the brand characteristics that should be included
in brand meaning, whereas the horizontal axis

expresses time changes.

could be expected that the depth of the link
between customers and brand evolve with higher
hierarchical characteristics added to No Label’s

brand meaning.

Figure 4.21: Brand Meaning Roadmap
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Horizon 1: Functional clothing

Product Performance: high quality, value for
money, daily basics

Functional clothing: serving the needs instead of

pursuing the fashion

Value for money: high efficiency and

effectiveness of the purchase

High-Quality: comfy, good material, well-cut

Daily Basics: basic, clean

This is the main brand characteristics of No Label
at present. The core brand meaning is “functional
clothing.” It means that No Label’s clothes focus
on serving the needs instead of pursuing fashion.
They make products in good quality and last

long. The relationship between No Label and its
customers are mainly about functional needs and
transactions. The possible expression message of

this brand meaning is as follows:

“Purely supplying your demand in basics. It's

functional, it’s what you need. It’s high-quality,
it’'s comfortable. Wherever, whenever, No Label
makes sure your outfit helps you be confident in

achieving the goal, and feel comfortable.”

Figure 4.22: Moodboard of Functional Clothing
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Horizon 2: Slow Fashion

Product Performance: high quality

Usage Imagery: smart casual, easy-going

Slow fashion: a lifestyle of quality over quantity

Smart Casual: casual with a chic edge, easy to

combine, timeless

High-Quality: long-lasting

Easy-going: relax shopping, carefree fashion
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In Horizon 2, more characteristics of usage
imagery were added. Those product and usage
characteristics are combined to drive No Label to
become a brand that promotes Slow Fashion and
facilitates slow fashion lifestyle for customers.
The connection between No Label and its
customers become more emotional. The possible
expression message of this brand meaning is as

follows:

Figure 4.23: Moodboard of Slow Fashion
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Horizon 3: Social responsibility

Brand Value: transparent, ethical, sustainable,

social responsibility

Social responsibility: sustainable fashion and

mindful consumption

Sustainable: recyclable, Eco-friendly

Ethical: ethical production, fair trade

Transparent: honest, transparent in production,

material, people and money

The 3rd horizon is the final step to integrate the

brand meaning. It’s also the highest hierarchy.

It aims to create a vivid image of No Label in
the minds of customers. It expresses No Label’s
value and personality. This horizon makes No
Label more meaningful to its customers. As a
socially responsible brand, No Label is going to
become educational of changing the mindset of
customers. The possible expression message of

this brand meaning is as follows:

“We are making clothes what they should be: the
right clothes that serve your needs. Clothes that
were made sustainable. We only collaborate with
environment-friendly factories. We are honest in
telling you that. By being transparent in showing
the production journey of your clothes and people
behind what you wear, we together, make an

impact.”

Figure 4.24: Moodboard of Social Responsibility
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4.5 Conclusion

Till now, the first project goal has been achieved

Create appropriate brand meaning,
including product performance and brand
imagery, for No Label.
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Figure 4.25: Project goal 1
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Form
Corresponding
Associations

This chapter connects branding and design. It demonstrates how design helps to
fulfill the brand promise and form the right brand associations.
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5.1 ldea Generation

After creating brand meaning, a brand can form corresponding brand associations through direct/indirect
contact with customers. This section focused on looking for proper products/services/experiences

innovations or communication means to form appropriate associations in the minds of customers.

Figure 5.1: The process of forming brand associations

5.1.1 Process and Method the designer. Each session consisted of 2

parts. 1st part was sensitizing, to give general

Aim information about the project and briefly

1. Look for products/marketing programs to introduce the Brand Meaning Roadmap. The

form brand associations in the minds of 2nd part was brainstorming about how to form

desired associations in the minds of customers.

customers.
The ideas that the designer created were used
as idea inspiration cards(Appendix O) during
Method the session. In all three sessions, 107 ideas

were generated. Among them, 36 ideas were
Creative Session

generated for “Functional Clothing,” 29 were

Ideation sessions were facilitated to gain a generated for “Slow Fashion,” 42 ideas were

diverse range of ideas. Besides, the ideas that generated for “Social Responsibility.” The ideas

the designer had during the whole process of the were categorized. In the end, three idea themes

project were also documented. appear in the first horizon; six idea themes
appear in the second horizon; five themes in
Process the third horizon. Based on the idea themes, an

In total, 3 ideation sessions were held for 3 Innovation Roadmap was constructed.

Horizons. Every session has 5 people, including
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Figure 5.2: Session structure and results

Figure 5.3: Creative ideation session with students
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5.1.2 Results
Innovation Roadmap

To better connect those ideas with customers
and brand, the designer looked at the Brand-
driven Innovation method (Erik, 2010). According
to Erik’s brand-driven innovation, a strong brand
has to demonstrate a clear understanding of the
people, and they aspire to deliver what these
people find valuable. It implies a commitment of
the organization to its user group, which might
be expressed in the following way: ‘| understand
what you find valuable, | understand my role in
delivering that value to you, and | will do my best
to perform that role.” In brand language, this is
called ‘the brand promise.” A brand promise
is both essential internally in the company
and externally for the customers. Internally,
it looks closely at the company capability
and guides innovations to put the promise
into action. Those are new products, services,
or experiences that full-fill the brand promise.
At the same time, the company also look at the
customers. They communicate brand promise

externally to aspire their expectations.

Figure 5.4: Brand-driven innovation process
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According to the capability of No Label, the idea themes were put into a Roadmap from actionable to
imaginable. Each Horizon has a Brand promise, product innovations that fulfill the brand promise, and

communication that convey the brand promise message to customers.

Figure 5.5: Innovation Roadmap
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Here are more details of each Horizon.

Horizon 1: Functional Clothing
Brand Promise: High quality, Fair price

Communication:

Theme 1: Transparent in showing the material and production process to highlight the quality.
Theme 2: Break down cost structure to explain that a reasonable price is achieved by cutting down the

unnecessary cost.
Theme 3: Empathize that No Label focuses on a good product instead of a label.

Figure 5.6: Example ideas for communication in Horizon 1

Horizon 2: Slow Fashion
Brand Promise: Smart casual, Slow fashion

Product:

Theme 1: Products/Services to encourage people to wear their clothes more often.

Theme 2: Products/Services that help maintain the products, and make products last longer.
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Figure 5.7: Example ideas for product in Horizon 2

Communication:

Theme 3: Products/Services to encourage people to wear their clothes more often.
Theme 4: Products/Services that help maintain the products, and make products last longer.

Theme 5: Give each garment a life expectancy.

Figure 5.8: Example ideas for communication in Horizon 2
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Horizon 3: Social-responsibility
Brand Promise: Radical transparency, Modern luxury

Product:

Theme 1: Recycling programs. Theme 2: Clothes using sustainable material.

Figure 5.9: Example ideas for product in Horizon 3

Communication:

Theme 1: Associate products with people behind them.
Theme 2: Transparent in showing production and manufacturing, working conditions.

Theme 3: Translate products into resources, chemicals, pollutions.

Figure 5.10: Example ideas for communication in Horizon 3
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5.2 Internal Evaluation

The Internal Evaluation was conducted to validate
whether the created brand meaning aligned with
the internal culture of No Label. Besides, it was
also used to optimize current ideas and help the

designer to make go/no-go decisions.

5.2.1 Process and Method
Aim

1. Test whether No Label’s people have a shared

understanding of their brand-building vision.

2. ldeate with No Label’s employees and

optimize current ideas.

3. Evaluate current ideas and make decisions on

which idea to develop further.

Method

Product Concept Evaluation

Interview

A Product Concept Evaluation could serve
different purposes: concept screening,

concept optimization, and go/no-go decisions
(Schoormans and de Bont, 1995). And it could
be conducted in various forms: textual concept,
Pictographic concepts, Animations, Mock-

ups. The designer used pictographic concepts.
The sketching of the ideas was presented in a
booklet. No Label’s employee was asked to fill in
the booklet. After that, an in-person interview

was conducted separately.
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Process

The innovation themes and example ideas were
discussed together with the employees of No
Label internally. Currently, there are in total of 20
people in No Label. Seven of them were chosen
to fill in an inquiry booklet. Those seven people
are in the position of customer service, social
media strategy, and intern. And the managing
director of No Label, my mentor in this project,
also filled in the booklet. The booklet can be
found in Appendix O; the interview outcomes
can be found in Appendix P. The evaluation gave
the designer a lot of insights about the current
feasibility of No Label and how internal people
think about the future of No Label.

Figure 5.11: Evaluation with No Label’s employees
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5.2.2 Results
No explicit shared vision internally

No Label’s people are very enthusiastic in this
small team. They understand that the main
strength of No Lable’s lies in quality and price.
And they all believe that No Lable is bringing
value for its customers. However, when talking
about the future and vision of No Label, they have
different opinions. For example, some of them
believe "Slow Fashion” is where No Label is going
ahead, whereas others think that increasing the
quality will weaken No Label’s price advantage. It
implies that for future direction, people do not

explicitly reach a consensus.

The employees are excited about
ideas

Currently, No Label’s way of doing business is
more in one-way. They do not involve customers
much. Besides, there is no brand manager or UX
designer at No Label currently. Therefore, the
designer’s way of thinking brings in creativity and
inspirations to them. They love most of the ideas
and also bring up some new ideas. Most idea
directions were deemed to be meaningful and

interesting for the company.

Second Horizon is the most
relevant and practical Horizon

“I like Horizon 2 the most. It sounds very
promising and it’s most relevant for No
Label.”

Photographer, Tatchatrin

“second Horizon is very interesting,
because just last time | was discussing
with another design agency that we should
only have 20 items a year.”

Managing director, Ruben Fust

“The second one. It’s direction we are
going ahead.”

Happiness manager, Sharon

“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.”

Intern, Jesse

Third Horizon is very interesting
but a bit infeasible for now

“The last one | like it, but | am not so

sure about it. ’'m 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.”

Managing director, Ruben Fust
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“l 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.”

Customer service, Milo

“I like the second one most. 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 I think they could be
our customers in the future.”

Happiness manager, Sharon

“And for the third one, I think we can do
much more. We could make our product
traceable and show more about the fabric.
I can imagine people do care about that. At
least they are going to care.”

Photographer, Joris
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5.2.3 Conclusions

The test proved that the created brand meaning
map is relevant and promising for No Label. The
Innovation Roadmap also revealed the potential
and possibility of No Label. The feedback helps

to optimize those ideas and support designer to

choose ideas that would be further developed.

Besides, it helped to demonstrate the impact of

this project. There are four main impacts:

1. Bring in customers’ perspective.

2. Create avision that could facilitate the
shared understanding of No Label’s internal

people.

3. Serve along-term branding plan and suggest
a future brand-building direction. This could
at the same time trigger No Label’s people to

discuss and reflect.

4. Show them the power of design in product/

service/experience innovations.
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5.3 Synthesis_Brand
Associations Roadmap

Based on Brand Meaning Map and Innovation
Roadmap, a synthesized map that represents the
brand meaning, corresponding associations, and
Innovation that help to build associations was
created, in figure 5.12.

The Roadmap demonstrates the focused brand
meaning in different Horizons. This is a process
of superimposing functional performance, usage
imagery, and Brand Value in the brand meaning
of No Label. Through the Innovation Roadmap,
the resulted brand associations and brand
relationship were presented in the middle. The
more detail of the implementation blueprint
could be found in Innovation Roadmap (Figure
5.5). It is expected the brand relationship will go
from more functional to more emotional, and

in the end, value-driven. The final vision of this
Roadmap is also the goal of the whole project:
To establish strong, unique, and favorable
associations that could elicit the belief of
“relevant brand” and “my kind of product” in the

minds of potential customers.

Rendered in the same way as the previous
framework (Figure 2.8), the Roadmap was split
into three diagrams. Each presents the brand
meaning, product/service innovation, marketing
programs, brand associations, and brand
relationship in different Horizon(figure 5.13, figure
5.14, figure 5.15).
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Figure 5.12: Brand Associations building Roadmap
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Horizon 1: Functional clothing

In the first stage, No Label’s brand meaning is
Functional Clothing, along with Daily Basics, Value
for Money, High Quality. To make customers
associate No Label with quality and fair price,
No Label created a brand promise of “"High
quality, Fair price” that aspires the expectations
of customers. And it is doing well in delivering
products that fulfill this brand promise.
Therefore, in this Horizon, No Label should focus
more on conveying the message to customers.
The primary communication strategy here is to
highlight the material used and the production
process, that will prove the quality to customers.

Besides, they could also break down the cost to
explain that the fair price of No Label comes from
cutting down marketing cost. The more details
about how to implement those ideas can be

found in Chapter 6.

In this process, customers will strongly associate
NO Label with quality and price, thus purchasing
No Label for functional needs. Correspondingly,
the relationship between No Label and his
customer at this time is more inclined to the

relationship between functional and transaction.
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Figure 5.13: Horizon 1 diagram
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Horizon 2: Slow Fashion

In the second Horizon, No Label’s brand meaning
is Slow Fashion, along with Smart Casual, Easy-
going, High Quality. No Label will have a brand
promise of “Smart casual, Slow Fashion.”In this
stage, the brand positioning of NO Lable is to
facilitate a slow-fashion lifestyle for people with
high-quality and smart casual products that last
long. To achieve so, No Label should deliver long-

lasting products and encourage people

to use more, buy less. For example, No Label will
offer care guide for customers to take good care
of their clothes. Correspondingly, customers

will associate LABEL with quality, simplicity,

thus purchasing it for both functional needs and
emotional ease. And the brand relationship will be

more emotional and interactive.
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Figure 5.14: Horizon 2 diagram
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Horizon 3: Social
responsibility

In the last Horizon, No Label’s brand meaning

is Social Responsibility, along with Transparent,
Ethical, Sustainable. No Label will have a brand
promise of “Radical transparency, Modern luxury.”
The focus in this phase is to become a standard
for the fashion industry and promote mindful
consumption. No Label is expected to appeal to
more customers concerned with environmental

and social issues.

This phase requires No Label to deliver the

right products that use sustainable material and
produce clothes in an eco-friendly way. No Label
could be transparent in showing the resources
used for producing clothes and people that made
the clothes. As a result, customers will associate
No Label with social responsibility, a new standard
for the industry, thus choosing NO LABEL for a

personal belief.
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Figure 5.15: Horizon 3 diagram
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Concept
Elaboration

This chapter elaborates the four concepts from Innovation Roadmap. Two
concepts was developed and iterated.
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6 1 Concept Directions afraid of fashion, they will love to see the real

people inside No label. Besides, No Label’s way

People from No Label like most of the ideas, and of working will also give customers a feeling of

they also ideate some relevant ideas. Combined professional, reliable, and easygoing. Those are

with the innovation themes, there were four main the characteristics that No Label’s customers

concept directions that are promising to develop. value much. This will also contribute to the

In this section, the detail of the concepts will be transition to slow fashion, as customers could

discussed and evaluated. hold stronger brand associations with high quality

via this concept.

The Journey of Clothes
The concept

The journey of garment

Customers will be able to see the whole journey
of the garment, from raw material to a finished
product. Every garment will have a code on the
inside label, customers can scan the label with
an installed device at the shop. The screen on
the device will show the product information. It
starts with the information of the raw material,
for example, the place of production. And then
the manufactures and the production process.
Besides, customers are also able to see how No
Label’s people work in the warehouse, stockroom,

and in the end, bring the garments at the shop.

Effect

A high-quality product comes from a smooth
fabric, neat seams, beautiful detailing, and
professional manufactures. This concept put that
information together to highlight the quality of No
Label’s product. Customers could be confident
about their choice. Besides, showing the people
inside No Label will give customers a sense of

intimacy. Since many men are insecure and a bit
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Figure 6.1: Sketch of “Journey of Clothes™
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Make My Own Garment
The concept

Find out the price philosophy

“Make My Own Garment” is a virtual game that
customers can play. The game allows them to
make a garment themselves. During the process,
they are able to decide the cost of material,
labor, transport, and so on. In the end, based

on the cost, a final price for a garment will be
calculated. Customers could compare to the cost

and the price of No Label.

Effect

The concept creates an interesting and
interactive experience for customers to better
understand the price philosophy of No Label.

The fact that No Label’s fair price is realized

by cutting down unnecessary cost on middle
retailer and commercials will also be expressed
during the game. The “fair price” impression
would be stronger and last longer in the minds of
customers. The pitfall is that the profit part would
still be obscure to talk about. Then the customers
would consider it just a trick of the company, not
the real truth.

Figure 6.2: Sketch of “Make My Own Clothes™
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“Spark™ Fashion
The concept

A slow fashion guide

“Spark” Fashion is a set of Lookbook for
customers to get inspirations about how to
match the clothes and how to dress in different
occasions. In the website, there will be one fixed
section for No Label seasonal Lookbook. Based
on trend and seasonal theme, the Lookbook will
inspire people about how to wear new clothes
as well as reuse the old clothes of No Label. And
customers can always find the advisable dressing
style on different occasions, such as for party,

presentation, business travel, etc.
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Effect

This concept solves the problem that most men
have no idea about how to match clothes and
what to wear. At the same time, it encourages
people to wear clothes they already have more
often. It helps to convey the “slow fashion”
message of No Label. Besides, based on
customer research, one of the biggest reason
that customers love No Label is that it can fit
on different occasions. The look book can,
therefore, make the customers more active and

loyal.

Figure 6.3: Sketch of “‘Spark’ Fashion™
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Shop for Good
The concept

A mindful shopping experience

New luxury in the future is not measured by
sales price, rather an ethical and considered
production. “Shop for Good” creates a new
online shopping experience for people. When
shopping, customers can see the resource
used for one garment, as well as the pollution
produced. They could also interactively assess
the environmental impact of their shopping,
wearing, and washing behaviors. Besides, No
Label will be transparent in presenting what they
are doing to improve the current situation with

their profit.

Effect

The concept creates mindful consumption
awareness in customers’ minds. It’s transparent in
revealing the environmental impact of the fashion
industry. This radical transparency will win the
trust of customers. It also strengthens the brand
image of being ethical and transparent of No
Label. The proactive actions from No Label will
draw the attention of many new customers who
care about sustainability and win their support.
The number of those customers is believed to be

snowballing.

Figure 6.4: Sketch of “Shop for Good™
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6.2 Concept Development

“The Journey of Clothes” and “Shop for Good ™
were chosen for further development. The reason
for choosing those two concepts were:

1. The quality of the product is the main strength
of No Label’s product and its also the most
important product features throughout all three
Horizons.

2. Most of the ideas in the second Horizon are
easy to understand and realize for No Label’s
people, whereas the ideas in Horizon three are
new and more creative. My role as a designer
was taken into consideration in this project.
Therefore, | decided to develop an idea in 3rd

Horizon.

[ The Journey of Clothes ]
Horizon 1

Goal: To build strong associations of “high
quality” and “professional brand” in the minds of

customers.
Channel: Offline store

Main Description: The customers will be able
to see the whole journey of the garment, from
raw material to a finished product. A high-
quality product comes from a smooth fabric,
neat seams, beautiful detailing and professional

manufactures.
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Step 1: Scan the code

There will be a code on every garment of No
Label. When customers scan the code with the
device in the shop, they will be able to check the

detailed information of the garment.

Figure 6.5: The code on the garment

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



90 N 6 / CONCEPT ELABORATION

Step 2: Trace the journey of the
garment

Customers could trace the location of material,
manufacture, and No Label’s office. By clicking
the icons on the screen, they could also check
the details of material, production, and No

Label’s people.

Figure 6.6: Interface of the device screen
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Step 3: Origin of material

A video introduces the origin, features, and
production process of the garment’s material.
Most of the video source is coming from online,
and some from No Label. The design cut and
edited them together. The video will only be used

for academic purpose.
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No Label’s quality begins with the fiber.
Pima cotton is the most premium cotton in the
market. It is only found in mild, warm, and dry
climates. In the American Southwest, California,
we found our perfect Pima Cotton. Comprising
only 3% of American yearly harvest, Prima Cotton
is rare and far more expensive than standard
cotton. Being 50% longer than those of standard
cotton, Pima is also the strongest of all cottons,
making fabrics that are durable and long-lasting.
Through the spinning and weaving processes, raw
cotton crops are turned into finished material. A
longer fiber length means that fewer fiber ends
are exposed on the surface. It results in a finished
woven product that is stronger, softer and longer-

lasting. Wearing incredible soft knitwear from us.

Figure 6.7: Some screenshots in the video
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Step 4: Manufacturing factories

A video introduces the factories, people who
made the clothes, and production process of the
garment. The video source belongs to No Label.
The designer cut and edited them together. The

video will only be used for academic purpose.

A High-quality knitwear comes from right
manufacturer.

South Ocean is specialised in all sorts of knitwear
but knitwear only. Started in March 2000, the
factory does over 1.2 million garments each

year. They are able to make any sweater, jumper,

cardigan or vest in the widest range of quality.
From the finest Pima cotton in a 16 gauge quality
for a beautiful Summer polo-shirt to thick heavy
waffle knits in scarfs and beanies, their knitting
skills are what we like to call: “unparalleled.”
Walking through their factory shows us passionate
people with extraordinary skill sets, they are
dedicated to making the high-quality garments we

love. Wearing incredible soft knitwear from us.

Figure 6.8: Some screenshots in the video
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Step 5: No Label’s people

A video introduces the No Label’s store and
people who work at No Label. The designer shot
the videos and edited them. The video will only

be used for academic purpose.
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Enjoy the knitwear full of our passion and
professionalism.

Back in 2013, we started a brand with No Label.
Our goal was simple: purely supplying your
demand in basics. A perfectly basic collection of
essential wardrobe pieces at fair prices yet with
exceptional quality. We are a small and driven
team of perfectionists who believe in simplicity
without becoming mainstream. Today we are a
team of 20 whom all share the same passion when
it comes to clothing. Every member of our crew
has its own role to play, but we do not succeed
by the individual endeavor, our strength lies in
the collective. Together we make awesome things
happen. In every aspect of our business, whether
it’s the big picture or the smallest detail, we try to

achieve the extraordinary.

Figure 6.9: Some screenshots in the video
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[ Shop for Good ]
Horizon 3

Goal: To arise sustainable awareness of
customers. To build social-responsibility related

associations in the minds of customers.
Channel: Online webshop

Main Description: “Shop for Good” is a new
online shopping experience that dedicated to
arousing the sustainable awareness of customers.
When shopping, customers can see the
environmental impact they would have and the
corresponding resource consumption. Building
upon this, No Label will encourage people to take
actions for sustainability as well.

Main Features:

1. Itis alink in current Webshop. Customers can try a new way of shopping.

Figure 6.10: Current Webshop of No Label
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2. The garments are filtered by sustainable/non-sustainable material, dye and the average wage for

labors who made the clothes.

Figure 6.11: New shopping website_Homepage

3. No Label is transparent in showing the environmental impact of producing a garment.

Figure 6.12: New shopping website_Product details
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4. Customers are able to see their total consumption, in terms of money, energy, water, and Carbon dioxide.

Figure 6.13: New shopping website_Shopping cart

5. Customers can also see how to take actions to decrease their environmental impact.

Figure 6.14: New shopping website_Take actions
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6. No Label will be transparent in their profit and how are they making progress to be socially responsible.

Figure 6.14: New shopping website_Progress
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Validation

This chapter presents the process and results of the validation of the concept
“The Journey of Clothes.”
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7.1 Concept Validation

To validate whether the concepts can help
customers better understand the brand story

of No Label, and thus increasing their purchase
intention, the concept “The Journey of Clothes”

was validated with 50 potential customers.

7.11 Process and Method
Aim

1. Test whether the concept helps to increase

the perception of “quality.”

2. Validate whether the concept contributes to

raising customer’s purchase intention.

Method

Likert Scale

T-Test (Quantitative Research)

T-Test: A t-test is used to test whether two
conditions have significantly different means. In
this project, it was used to test the significant
difference of intention purchase with the help of
“The Journey of Clothes.”

Participants: Participants: 50 male master
students participated in this study. Because of
the feasibility and time limitation of the test,
the students were chosen to make sure the
participants don’t hold the pre-knowledge
about No Label. Customers” prior knowledge will

influence affective reactions their purchase

decisions (Bettman & Park, 1980). The master
students were within the age range of No
Label’s main target group. Based on the 100
customer research from The Young, the biggest
difference between student customer and main
customers of No Label lies in the price. Hence,
the participants were asked to ignore the price
during the test.

Two conditions: Two conditional groups were
included in the test. Each of them had a sample
of 25 participants. Based on the sample size
rules of thumb, 30 participants per group will
lead to 80% power of the ordinary study in
T-Test (VanVoorhis & Morgan, 2007). And a total
size between 30 and 500 at 5% confidence
level is generally sufficient for many researchers
(Altunisik et al., 2004,s. 125).

Figure 7.1:
Condition 1/only view webpage of a knitwear product
VS Condition 2/View webpage + video
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Measurement: The perception and purchase
intention was measured via a seven-point Likert
Scale. The overall quality was measured from four
dimensions: material quality, reliable production,
professional brand, and overall quality judgments.
Those four dimensions were aligned with “the
journey of the garment”, that No Label’s quality
comes from good fiber, right manufacture, and

professional employees.

To strengthen the reliability of the main
dependent variable, purchase intention, a
four-item, the seven-point semantic scale was
used(Sucharita & Vicki, 2005). The detail of the

scales can be found in Appendix R.

Figure 7.2:
Items used to measure quality and purchase intention
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Process

The sequence of events in this study is as follows:
in condition 1, the researcher introduced the
setting of the test. Next, participants viewed the
webpage of No Label. After they felt confident
to fill in the scale, they completed the scale. In
the end, a small interview was conducted. The
whole process took 5-7 mins and was recorded
through a voice recording program. In condition
2, participants took the same procedure, with
one step extra. They watched the videos of “The
Journey of Clothes™, after viewed the webpage,
See figure 7.3.

The test process pictures can be founded in
Appendix S. The test results were analyzed in
SPSS.

Figure 7.3: Process of test in two conditions
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7.1.2 Results
“Quality™ Perception

Overall, after watching the videos, the perceived quality decreased by 0.1, whereas the purchase

intention increased by 1.3 (Figure 7.4).

In condition 1, participants gave an average score of 5.8 for product quality. This score was mainly
because of the product pictures, product description, and website presentation. However, this score
decreased in condition 2, especially the rating for “professional brand,” see figure 7.5. The video

release the signal that No Label is a startup. Thus will weaken participants’ perception that No Label is
professional. Besides, the fidelity of the video also affected the quality of No Label. To make high-quality

videos will be a suggestion for No Label if they are going to implement this concept in the future.

Figure 7.4: The mean of Purchase Intention and overall Quality

Figure 7.4: The mean of Overall Quality, Material, Production,
and Brand

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



7 / VALIDATION [ 103

Purchase Intention

To further verify whether the videos in concept 1 has a significant influence on the user’s purchase
intention and quality perception, the data was analyzed in SPSS. The result has shown in Figure 7.6 and
7.7. It could be concluded that videos have no significant effect on quality, but has a significant impact
on purchase intention. It means that, with the videos, people will be more willing to purchase the

products of No Label. And this test result can be applied for the whole customer group.

The interview revealed the reason for this significant increase. Through these videos, the frequency of
participants mentioned the brand was significantly increased. These videos help them learn more about
the brand, their favorability of the brand increased. This favorability enhanced their purchase intention
even if they don’t have functional needs at the moment. At the same time, the video will make the
quality and price of the product more understandable. For those participants who were doubting price
and quality of NO Label, the video also helped. This also proved that the concept would help especially
at the shop, where people don’t have access to the brand story and more information about the

product at the moment.

Figure 7.6: T-Test result of Quality

Figure 7.7: T-Test result of Purchase Intention
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Concept Improvement

The test also indicated improving directions:
1. Shorten the videos; right to the point
2. Put more ethical parts in manufacture video

3. Tell more about the brand story; why called
“No Label”

4. Make the uniqueness of No Label explicit

5.  Enhance the fidelity of videos

7.1.3 Conclusion

1. Adding brand information will increase
people’s favorability of the brand
emotionally and enhance their purchase
intention.

2. The concept “Journey of the garment®
is meaningful in building brand
associations and increasing customers’
purchase intention. It would be
recommended for No Label to present
those videos at the physical shop.

Before real application of the concept “Journey
of the garment,” No Label could conduct a
further test with a wider range of customers at
the shop.

The fidelity of the videos will affect people’s
perception. So in the real application, higher

quality videos are needed.
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Reflection

This final chapter includes a short conclusion on the project and the main research
question. Limitations to the research and project are mentioned as well as

recommendations for further development and future research. The implications of

this thesis for No Label and knowledge, in general, are discussed as well.
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8.1 Academic Contribution

This project contributes to the academic field
by connecting branding, design, and customer
growth together. The customer growth and
branding were connected by Keller in his
Customer-Based Brand Equity Model. It pointed
out that by the right marketing programs, a brand
can step by step increase the purchase intention
and brand loyalty of customers. But Keller’s
model didn’t explore the details about “how”

a company can apply this model. Erik (2010)
introduced Brand-driven Innovation method to

use brand as a driving force for innovations.

He explored the methods and process of Brand-
driven Innovation in a detailed manner. However,
the impact of design for customer growth and
branding was not well discussed in his book.
This project leveraged branding and design for
sustainable customer growth and validate the
power of branding and design for customer
growth in the end. It’s a tangible application of
Keller’s model and extended exploration for

Brand-driven Innovation method.

Figure 8.1: Academic contribution
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8.2 Practical Contribution

External Communication and Higher

Purchase Intention

The main focus of this project is to convert
potential customers to real customers. The
results of the concept evaluation have shown
that building a strong brand in the minds of
customers would significantly increase their
purchase intention. Thus more potential
customers can be real customers. The concepts
are the manifestation of the main branding
strategy. The good result of the concepts prove
the effectiveness of the strategy and will give
No Label a tangible showcase about how to

implement the strategy.

Explicit Vision and Branding Strategy

The designer conducted abundant internal and

external research during the project. Connecting
CEOQ’s vision, customer’s desirability, competitors’

competence, and future context, a vision of being

the standard of sustainability was created.

Figure 8.2: An illustration of Innovation guidance
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Along with the Brand Meaning Roadmap, the
vision and brand building strategy is explicit and
clear. In long-term run, a vision can help to guide

innovation activities.

Shared Vision and Internal Communication

The CEO of NO Label has a vision of being a
sustainable brand. Currently, this vision is floating
in his mind and not being well communicated
internally. During the project, the designer
created tangible ideas under the vision of
sustainable and conducted internal evaluations
about the vision and those concrete ideas. The
Branding Roadmaps and ideas created in this
project could serve as tangible material, which
triggers the internal discussion and reflection
about what they are doing and where they
should go in the future. It facilitates the shared

understanding of No Label’s internal people.

Figure 8.3: An illustration of Shared vision
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Innovation Inspiration / Customers’

perspective

Bringing in the customers’ opinions is one of the
main contributions of this project. The whole
project was supported by customer research, and
the final concept was evaluated by customers as
well. The insights from customers ensure No Label
better understand its customers and inspire them
to take actions to improve customer experience.
The designer also showed the power of design

in the process. Many idea examples of product/
service/experience innovations engendered in
different touchpoints (Figure 8.4). These examples

are exciting and instructive for No Label’s people.
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Figure 8.4: |dea examples engendered in different touchpoints
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8.3 Limitation

The projected created a long-term branding
strategy and made a design innovation

Roadmap. In each Horizon, the main innovation
strategy that fulfills the brand promise and
communication strategy that conveys the
message was formulated. In the end, the designer
prototyped the design concept and validated the
effectiveness of the concept. The whole project
achieved the initial goals of creating a sustainable
customer growth strategy and design concepts
as a manifestation of the strategy. Looking back
to the project, it is acknowledged that there are

some limitations to be considered.

Execution and Touchpoint Orchestration

The project ended up with a branding strategy
and design concepts. It was limited in execution:
designing those touchpoints that together make
up the overall desired experience. The designer
generated ideas in different touchpoints, but not
detailed the whole consumer journey. The project
didn’t explore how each touchpoint functions
optimally and how they together make the overall

experience.

Figure 8.5: An illustration of Touchpoint orchestration

Although the brand promise will help to check
the consistency in the whole customer journey,
the detail of consistency when orchestrating the
touchpoints was not well explored and discussed

in this project.

Limitations of loyal customer research

The customer research was carried out in
forms of an online questionnaire in the email.
The questionnaire was mainly made up of
some multiple-choice questions. This to some
degree loses the depth of the answers. The
designer didn’t get the chance to explore the
characteristics, behaviors, and values of those

customers in a more detailed manner.

Limitations of concept validation

1. The students were recruited to ensure that
participants do not have prior knowledge.
However, in practical applications, the main

customers will also include working people.

2. Due to the limited project time, the sample
size was limited. No Label could have a

following test with bigger sample size.

3. The participants were limited to male
customers. In real shopping situation, they
will be accompanied by female customers. It
would also be interesting to test how female

customers react.

4. The test is limited in online, and the results

may be different in an offline environment.
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8.4 Recommendations

Implement Concept “The Journey of

Clothes™ at the physical shop

The results of the concept validation show the
effectiveness of the concept. The videos help
customers to strengthen the brand associations
of “quality” and better understand the product.
Besides, when customers know more about the
brand, their emotional favourability toward the
brand significantly increased. This emotionally
favourable impression will enhance their
purchase intention. Even for the customers who
don’t have the functional needs at the moment,
it helps to increase their chance of choosing No
Label in the future. When adopting the concept,
No Label should pay more attention to the fidelity
and quality of the videos, because the video
itself will be a part that affects the “quality”

perception.

Internal Sharing Sessions and Involve

Customer Feedback

Internal sharing sessions will be meaningful to
have a shared vision. The current No label does
not form a unified shared vision. Different people
have different ideas about the future direction of
the company. And a shared vision is essential for
a company to move forward and master changes
(Denton, 1997). A company is like a ship, and a
shared vision is a compass by which everything is
guided (Senge, 1990).
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Internal sharing session will also be valuable

for information and knowledge sharing. For
example, Milo and Sharon are the ones who reach
out to customers. They know more about the
complaints, feedback from customers. Those
feedbacks are an important input for improving

customer experience.

Figure 8.6: An illustration of Shared vision

Check touchpoint consistency

Since this project is not into details of the
execution, it's recommended that No Label check
and work on its touchpoint consistency in the
future. The Brand Meaning Roadmap and Brand
Associations Roadmap can serve as a reference
for aligning different touchpoints toward the
same purpose. For example, in the third Horizon,
the goal is to make customers associate No Label
with sustainable, ethical, and transparent. No
Label can put this goal in the customer journey
of before, during, and after purchase. This goal
could light on how to optimize the customer
experience in different touchpoints that could
together create social-responsible perceptions in

the minds of customers.
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8.5 Personal Reflection

The process of the project was concluded in
figure 8.7. No Label can use it as a reference
for guiding future branding related projects and

activities.

The project lasted for 6 months in total. Looking
back on the project, | can confirm that it was a
real explorative project but the explorations have

resulted in concrete outcomes.

The project started with a broad assignment: how
to realize sustainable customer growth for NO
Label. As IDE student | was used to solving a given
‘problem’, but in the case of this graduation
project, | had to find the problem by myself.

So, in the beginning, the explorations were very

broad and all-round.

The customer growth sounds like a business
topic. How to link it with my specialist and skills
of being a designer and how to connect it with
my interest filed of branding also challenged me.
After | read many articles about branding and
together with the insights gained from the various
research, the scope was clear: establishing

the right brand perceptions in the minds of

customers.

After Mid-term, | was encountering the problem
of how to achieve the project goal with tangible
design deliverables. During this process, | and my
chair Marc had several discussions. He has been
working hard to help me push to the design track.
| had an idea session with my friends and started

to form some tangible design ideas.

These ideas helped me and my supervisors reach
a consensus about the final deliverables.

After clearly defining the problem, the project
went more smoothly. However, during my pre-
green light meeting, | found out that | have to
communicate my project in an easy to understand

and concrete way.

Then | started to restructure the whole project
and make more concrete deliverables, such as
concept prototypes. At the same time, | was
eager to prove the value of what | created. |
conducted an internal evaluation of the roadmap
and ideas. The results gave me a lot of confidence

and inspirations.

The whole assignment involved many stages,
from vision to roadmaps to concept and concept
validation. In the beginning, | had difficulty coping
with ambiguity and fuzziness. But this learning
from the trial process did give me chances to do
many cool things— exploring the filed of brand
and branding; taking initiatives; talking with CEO
of the company; discovering the power of design;
etc. The fact that my work stimulates No Label
to think and reflect what they are doing gives

me great feelings. | believe what | have done is
valuable. Besides, the test results of showing

the effectiveness of the concepts in increasing
customers’ purchase intention also make me
happy. The knowledge and experience | have
gained from this project will contribute to my

future career.

Looking forward to becoming a brand specialist :)
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Figure 8.7: The process for creating brand meaning and forming
brand associations
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