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Executive Summary 
Problem statement 
An interview with a close contact, artist and creator Maxo Rennella, was the start of this project. The 
conversation shed light on the inconsistency between the online buying experience, and the experience of 
doing offline purchases. More thought and effort was put into defining this problem, and this lead to the 
following statement: there is a shortage in the online buying process, namely it lacks the emotional 
experience essential to the value of creative products. To fill this gap, the project will aim to create a 
more emotional online buying experience to eventually add more value to creative products. 

Research 
Desk Research 
Firstly, desk research was done focusing on the consumer behavior and the current online market of 
creative products. The conclusion was that Generation Y is the most prosperous segment for consumption 
of creative products online, as they have an increasing product spend with tendencies of being habitual. For 
the product type they have a high effort buying behavior showing initiative for further engagement with the 
products (Hiscox Group, 2016). Looking at the online market for creative products there is a strong growth in 
interest for ecommerce, and at the same time content sites focusing on creators have seen steady increase 
in traffic over the last 5 years (appendix 1). It could therefore be concluded that the market for creative 
projects in general has a favorable outlook.  

Field Research 
The next step was to dig into the different parts of the consumption process both online and offline.  
Through interviews and observation, the creator, seller and buyer were investigated to get insight in 
motivation and the different touch points of the user journey. The insight gained from the first round of 
interviews and observation showed that the product story was often secondary to the aesthetic look of the 
shop as the curation was a personal choice of the seller.  

User Interviews 
Following these conclusions, it was deemed necessary to further investigate the idea of the product story 
and how it comes to life. Therefore, an additional set of interviews was conducted around the products that 
consumers are most emotionally connected to. This helped understand the highest reachable subjective 
value from the perspective of the buyer. Here the value of personal story came to light, as all the most 
beloved products had a individual experience to them. On top of that, the products were often more valued if 
the interviewee played a direct part in the acquisition story (see §2.2.2 Consumer interviews).  

Market Research 
Looking at the the market for creative products and creators, it was concluded that there are three general 
types of players: (1) content site, (2) ecommerces and (3) content with an aspect of ecommerce. To find the 
opportunities within the market, fifteen different websites and business models within this market were 
benchmarked on both their user experience and strategy (see appendix 4 for the benchmark). There was a 
general tendency for ecommerces to have a sole focus on product while the content sites only talked about 
the individual creating the products. The last type mixing the two, content and product, had a separated 
infrastructure with a content site and a shop on the site, which did not collate directly to the content. It was 
therefore seen as an opportunity to combine content directly with the products that are sold (see §2.3.2 
Benchmark). 

Segmentation 
The segments were developed based on the desk- and field research (see chapter 2) and divided into two: 
the target audience (buyers) and the target creators (sellers). The target audience was narrowed down to 
European urban millennials, and additionally, professionals with a greater capital to spend are seen as an 
opportunity. Next to this, the creators were divided into three categories: (1) the social entrepreneur, (2) the 
creative entrepreneur, and (3) the artist. Those segments together form the drive behind the platform. 
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Trends 
The analysis of trends in the field of the concept, gave insight in the developments regarding (online) retail, 
consumer behavior and buying experience. Main findings were that retailers need to be transparent, provide 
guidance and support communities within their (e-)commerce concept. The buying experience is shifting to 
mobile, personalized, instant and on-the-spot. Furthermore, the personal interaction is becoming 
increasingly important. Consumers are becoming more reliant on others opinions, they need to be provided 
with trustworthy information and want to live the ‘experience’. Those takeaways helped further define the 
basis of the platform and how it should look and function.  
 
The concept 
As shown in the field research, product value was often given by a personal story. This formed the core for 
the concept division. Findings such as the importance of transparency and a personal, interactive UX were 
believed to be valuable assets. Finally, the opportunity to combine content directly with the products sold 
online became formative.  
 
Core idea 
The platform helps conscious urban professionals who want to engage in inspirational consumerism, by 
providing access to the stories behind unique creations. The platform intends to reinvigorate the way people 
consume online through an e-commerce storytelling experience. Products are not sold as products, but as 
the story of their creator. While respecting the benefits of online purchases (ease and practicality), the 
platform will add a unique user-experience by utilizing digital tools to all their benefits. By linking artist 
profiles with live-stream video, the user has the possibility to uniquely interact with creators, their products 
and the context in which it was produced.   
 
Since the project deals with many different types of people, products and customers, a vocabulary is set up 
as being characteristic for the platform, discussing the main actors on the platform, respectively the 
Creators, the Users and the Creative Products (see §5.1.1 Definitions). 
 
Branding 
Our brand core idea forms basis for every aspect of our business and brand, namely: The Unity of the 
Creator and the Creation. The platform is formed by the uniqueness of each creator, functioning as a blank 
canvas for their passion. Although the brand is modest and neutral, giving the stage to these creators, we 
have an outspoken sense for belief, reflected in the brand traits: contemporary, authentic, stimulating and 
conscious (see §5.2.2 Personality).  
 
Name & Logo  
The trail refers to the connection between the three actors active on the platform: the creator, the creative 
product and and finally the user who is willing to engage with the platform and the story. This was visualized 
in the simplistic, yet meaningful black and white logo. The three dots represent the creator, the user and the 
product. The connection between them, visualized as a line, resembles the platform.  
 
The platform will serve as a stage for the creators, therefore the focus will be primarily on them, and 
secondarily on the branding of the platform. This modesty and neutrality is reflected in both the logo and 
name and the black and white color palette as described. 
 
User experience (UX)  
The UX is based on the idea of browsing through creator profiles and their stories. It will have an 
unconventional look compared to the competing web-shops analyzed during benchmarking and market 
analyses.  

 
The landing page always showcases a live-stream, or the countdown to the next one. When scrolling 
horizontally the user can browse other upcoming creator profiles. When clicking the presented creators, a 
scroll down profile page will appear, which could be interpreted as ‘going down a trail’. The only way to 
access products is by going through the trails of creators. The end goal is to make sure users understand 
the product and the passion, work and love put onto the creations, and eventually buy them. 
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Business Plan 
Operations 
The platform will launch in October 2016 with 10 creator profiles and at least one live session a day. The aim 
is to sell for €3.000 the first month and then increase revenue with €2.000 each of the following months. 
Each week a new creation profile will be added to the site (see §6.2 Marketing). By always having the next 
creator going live on the front page, creators are motivated to do so more often, making the front page 
organically changing. 
  
Marketing 
An important trait for the first creators is that they need a strong social network which the trail can utilize. By 
having several artists that have geographically diverse networks, it is believed that a synergy can be made in 
terms of traffic on the site and social capital. On top of that the live interactions will be used to push attention 
to The Trail continuously, this will assure a constant novelty within the site. For communication the aim is to 
be a social mediator acting within the brand guidelines to expose the different creators on the site. Social 
media will therefore be focused around the new creator of the week and the live interactions to push traffic 
from other platforms. 
  
Finance 
The total initial investment is of €22.000 of which €12.000 will come from the founders and €10.000 will 
come from an external investor. The gross margin is 30%, which is also the rate we charge the creators per 
sale. With depreciation of assets this will give us a break-even point at month 8 of operation with a total 
cumulative revenue of €73.333. The variable costs are 69% to the creator for the product and logistics and 
1% is allocated to pay transaction fees.  
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Introduction 
This third and final project of the MVDM program is a team-based entrepreneurial creative project. The team 
exists out of five people: Clarissa Rotzel, Frederike Schouten, Lynn Dika, Tobias Frandsen and Marieke 
Lensvelt, all committed students with a creative and innovative mind-set. The goal of this project was to 
conceive a comprehensive visual and digital communication entrepreneurial project that has the potential to 
become a commercial or social entrepreneurial product or services.  

 
In this report you will read about the development of the in-depth, practical project, which involves the 
following phases and aspects: research, business modelling, branding, communication strategy, 
deliverables, testing and presentation of the concept. Both the business and creative sides are developed, 
wherein the prototype is developed together with a critical analysis. This report provides the conceptual 
framework, discuss the design and outcomes of the project, encompassing investigation, ideation and 
implementation.  
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1. Problem statement 
Clarissa interviewed Maxo: a friend with multiple galleries in Barcelona. In his studios a team creates 3D 
images in wooden frames. They are not mass produced, but they are not unique either. Clarissa asked him 
the question: “why do you not sell your art online?”. His answer was clear: with online sales his customers 
would lose the experience of the gallery, the chance to talk to the artist and engage with the story behind the 
product: “I want people to feel my gallery and in the process fall in love with the magic of the space and the 
art. Online, you miss this experience” (see appendix 5 for the interview). 

 
This inconsistency between online sales, and the experience of offline purchases lead to the following 
problem statement: there is a shortage in the online buying process, namely it lacks the emotional 
experience essential to the value of creative products. Therefore, the project will aim to create a more 
emotional online buying experience to eventually add value to creative products.  
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2. Research 
The process started with desk research: investigating the segment, trends, fluctuations and characteristics of 
the market aiming to enter. Desk research was followed by a ‘field’ investigation. Firstly, a clear insight into 
the ‘creator - seller - buyer’ process was needed. After completing this, more information on the buyer was 
essential: ‘why does he or she (not) buy online?’. Finally, the market was investigated with the goal to find 
out ‘to what extent an e-commerce website with creative products could add additional value to a creation’. 

2.1 Desk research 
In the desk research the focus was put on the current consumer behavior for creative products, to 
understand how the consumers interact with current players in the market. This would help further narrow 
the scope of the project and understand what motivates the consumers.  

2.1.1 Consumers 
The Hiscox Online Art Trade Report from 2015 and 2016 (Hiscox Group, 2015; Hiscox Group, 2016) was 
found to be valuable asset in bringing an overview of the industry from a high-cultural perspective. In this 
report generation Y is seen as the most prosperous segment with a higher use of online purchasing and a 
tendency of using several platforms before taking a decision, which indicate a high effort purchasing 
behavior for these products, as 86% of millennials surveyed spend time on more than one platform before 
taking a decision. 
 
On the other hand, there has been an increase in loyalty during the last couple of years when it comes to 
online sales of artistic products. This indicates that the audience is not necessarily hunting price when they 
are looking for artistic products and it might be related to the high emotional connection to these creations. 
92% stated that they take their decision based on subjective emotion (Hiscox Group, 2015). 
 
Another study from 2015, digs investigate what emotions are present when buying creative products (Kolb, 
2015). Here it was found that 13 physiographic consumer segments can be made, of which 6 are seen as 
especially interesting for this project: 
● Direct emotional connection as buyer feels part of the story. 
● The interesting story of the artist from experiences and feelings regarding the piece. 
● Form of self-expression of the buyer. 
● Expressive freedom as the buyer is bringing the lifestyle of the artist into their home. 
● Patronage as a need to help the artist in what they do. 
● Gifting with creativity and originality. 

2.1.2 Retail 
Looking at artistic products from a market perspective, Google Trends was used to compare the online 
search popularity in different platforms during the last 10 years. Artistic product platforms, such as Juniqe 
and Society6, showed to be steadily increase in interest since they were established while more content 
focused sites such as Freunde Von Freunden and Style Like U have experience a slower start and more 
fluctuation in their visitors which might be a result of the profile based platform that is highly dependent on 
virality and online shareability. This can also be seen in the traffic analysis, as these content sites has more 
than 70% coming from direct traffic or social media while this number for artistic product shops is 50%. 
Instead the product platforms has a higher amount of users coming from paid media, web searches and 
email referrals, showing user behavior that is more goal oriented than on the content sites (see appendix 1).  
 
The users that visit the above e-commerces and the content sites has a tendency of coming from the same 
kind of website before entering. There are the artistic social media platforms such as Pinterest and Behance 
that drag a lot of users to the sites, showing a great importance in these sites for referrals. For the content 
sites there are a lot of users entering from different types of news outlets such as The Guardian, The 
Telegraph, Huffington Post and Buzzfeed.  
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2.2 Field research 
After finalizing the desk research, the findings were tested in the wild by qualitative interviews and 
observations in order to get a better insight into the process from creator to buyer, especially when talking 
about something as subjective as a (buying) experience. To create an overview of the product to sales 
process, the following stakeholders were identified to target: creator, seller and buyer. 

2.2.1 Market interviews 
 An overview of concept stores, artisanal stores and markets in Madrid was set up, which enabled the 
possibility to talk to people face to face, and observe the way they interacted with the products. (See 
appendix 2 for the questions asked, and visual observations of the day).  

2.2.1.1 Insights from the market interviews 
● The product story was often secondary to the aesthetic look and feel of the shop. In both 

concept stores that were visited, Swinton and Grant and the Monkey Garage (both in Lavapies), the 
large collection of products created a whole. It was a beautifully curated collection, but little to no 
space for product or artist stories.  

● Curation of the store was a personal choice of seller. There was no specific strategy in which 
products they were selling. When asking the sellers how they chose the artists, they mostly 
answered that they knew them personally. This indicates that there is a strong artistic network in 
Madrid.  

● Subjective storytelling by the seller. The creator was basically absent in the stores, when asked 
their stories were told by the store clerks. However, often they did not know more than a name or 
nationality of the artists.  

● The product gained emotional value when the story behind it was known. One of the vendors 
who sold African hand made bags and jewelry displayed images she had taken herself on trips to 
Africa. When asked why she had images of these African women in traditional clothes she affirmed, 
“I want people to understand that these materials I make the bags and jewelry out of come from 
real people, I also get a lot of questions about them, enabling me to tell a story beyond the product”.   

● The need for creators to connect with buyers. When talking to the creators, they often 
expressed a wish to connect with their customers, and therefore enhancing the product experience 
with meaning and a memory of buying it.  

2.2.2 Consumer interviews 
Having completed the first round of research and looking at the insights, there was a perspective missing 
from the consumer and the most valued products they have bought. The decision was made to conduct in-
depth interviews striving to create an overview of the feelings, emotions and touch points of the buying 
process. The consumer profiles targeted for the interviews were based on the outcomes of the desk 
research and the interviews were conducted using an IDEO inspired list of questions: 
 
“Walk me through”  
● … The last special thing you bought 
● … The dearest thing you have purchased 
● … The last present you gave  
 

Buying stuff  
● What is the coolest e-commerce website you know?  
● Why is it cool?  
● What is your biggest threshold?  
● How do you expect your product to be shipped?  

2.2.2.1 Insights from the consumer interviews 
● The value of the product was often given by the story of how it was acquired. The story was 

often just as, or even more important, than the product itself.  
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● The consumer values the product more if they have actively been a part of the story.  
● The perspective of being somewhere at the right place and time to have an exclusive 

personal story makes it a more interesting product for the consumer. 
● If the consumer has contributed to the course/item it increases in importance. 
● There is a gap between the product bought online and offline, as offline purchases seem to be 

valued more in most cases. 
● For personal important items the experience is more important than the function. 
● People do not feel engaged on E-commerce websites, more often by platforms such as 

Instagram and Pinterest. This indicates people enjoy a products feel and overall atmosphere.  

2.2.3 Interview with Maxo Rellena 
The earlier introduced Maxó Rennella is a self taught contemporary artist, born in Argentina and established 
in Barcelona. In 2009 he opened his gallery - Galería Maxó, in Barcelona, Spain. The gallery is an 
interactive space, where artists and/or creative individuals gather to produce and share their work. He 
creates, exhibits and sells his art pieces and famous 3D frames in the gallery, each frame capturing a 
different image of a unique place or space in Barcelona. To date he has three galleries in Barcelona, serving 
as a testament to his success, not only as an artist but also an entrepreneur (see appendix 5 for the 
interview).  

2.2.3.1 Insights from the Interview 
● Importance of Marketing in Art. Maxo stressed that it is no longer enough to be good, one also 

needs to know how to sell what you are good at. Selling your art has become more dependent on 
the way you present it, and the experience you provide, than the quality of the art itself.  
Seeing the process. The process of creating art can add to the experience the audience has with 
the product and/or art piece. To Maxo, authenticity and uniqueness become more apparent, when 
the audience can see where and how the art was made.  

● Problem with buying art online. Selling art online is not an option for Maxo because he believes 
that online does not provide and can not replicate the experience of being in his gallery. He 
believes the reason why people buy his art is because it is connected to him and to the magic of the 
space in which he sells his art. Online can devalue the art because there is no story attached and 
the artist does not have the opportunity to express himself entirely.  

● Importance of shop. The shop display goes hand in hand with the experience that is attached to 
Maxo’s art pieces. Creating an experience in a space can make the person believe that they are 
buying something special. 

 
In short, the main insight gained from the interview round is that there is a gap between the products people 
love and cherish, and the products people buy online. Online purchases are characterized by practicality 
and ease, while offline products such as the ones that are targeted are valued for the story behind them.  

2.3 Market 
To get and idea of what market the project is going to enter, an analysis was made of the competition, 
focused on three types of organizations. The analysis was followed by a benchmark that shows the KPIs of 
several platforms. 

2.3.1 Competition 
There are generally 3 types of organizations that is considered competition, being content sites focusing on 
creative individuals, ecommerces with creative products and a mix between the two. From commercial 
perspective there are 2 kinds of sites with webshop. One focus on art and single unique creations, pushing 
the price up of the whole product range. The other webshops have other creative products that can be mass 
produced and in most cases they only buy the intellectual property from the creator and then do 
manufacturing and distribution internally. Therefore, the benchmarking of competitors englobed a range 
going from content creation such as Selby and StyleLikeU, to straightforward e-commerce websites such as 
Paddle 8 and Society 6. Between those two extremes lies direct competitors who mix content creation along 
with online selling such as Semaine and Hopefully.  
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2.3.2 Benchmark (appendix 4) 
Some of the most important conclusions drawn from the content based platforms such as Stylelikeu is that 
the platform itself is generic. The content and the quality of the videos allow the visitor to endorse throughout 
the whole mentality and personal story of the artist. With small details in the space of the videos the people 
are portrayed authentically; allowing direct engagement.  
 
What makes those websites most interesting is the personal sharing and intimate experiences, even 
creating a part of the blog to swapping lives and living in someone else’s shoes; while always maintaining 
the core idea: fashion. In stylelikeu, the uniqueness and authenticity of the interviewees attract the viewer 
with a positive vibe, making a connection between viewer and artist. 
 
The problem with some of the content & sales websites is the clutter of information and options. It feels like 
the content can provide the experience and the story behind a product or an artist, yet the experience of 
shopping there is still very aleatory and generic (Hopefully). Whereas others, such as Semaine have a very 
structured and defined journey, introducing the artist through visual lifestyle and high budget productions, 
which comes in line with the budget of the products they sell.  
 
On another note, websites such as Wallpaper; which was a print magazine that has earned its place as 
trustworthy in the design and architecture world; very subtly introduces the products in store - really following 
design standards and design beauty; attracting through esthetics in a subtle way.  
 
One of the weak points of content based selling platforms is that users can refer to the content and get the 
satisfaction without the urge to buy the product. To the matter of facts, two out of three platforms have their 
call-to-action redirected to the designers’ or retailers’ websites - making no guidelines for their products and 
blurring out any positioning.  
 
When it comes to e-commerce websites; there is always a tone of voice that goes to either of the two 
extremes: unique artworks sold through bidding to daily consumption hip print based shops with prices that 
do not exceed 50 euros.  

2.4 Opportunity 
Now knowing the segment, opinions, competitors, fluctuations and characteristics of the market, the 
opportunities can be formulated. When considering the field research, the product experience differs 
between the three stakeholders; seller, buyer and creator. There is a strong growth in E-commerce, 
however, most websites are product focused. Within e-commerce websites there is minimal storytelling and 
main focus on practicality and ease, which show a monotone customer experience. Offline, creative and 
unique products are given value through personal or product story.  
 
Opportunities lie in combining the online with the offline. Realizing that not all subjective emotions can be 
recreated online, the focus must lie on utilizing digital tools to strengthen or reveal stories and connections 
that are not visible offline. Therefore giving products the most diverse and in depth description possible. The 
opportunity lies in creating an e-commerce platform whereon storytelling, the creator and the experience are 
the main focus.  
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3. Segmentation 
By segmenting and targeting the potential users, it will be easier to develop the platform according to the 
needs and wants of the segments in order to get them to use it. The segments were developed based on the 
desk and field research (see chapter 2) and divided into two: the target audience (buyers) and the target 
creators (sellers). 

3.1 Audience 
In the research (see chapter 2), the most prosperous segment in terms of creative products are urban 
millennials. With this information at hand the target segment was narrowed down to European urban 
millennials. Additionally, to accommodate the scope of the project, professionals with greater capital to 
spend are seen as an opportunity. This target audience is looking for inspiration and adventure in their daily 
lives, which are busier than in their previous life stages. Therefore, they spend time on several artistic sites 
both for consuming and browsing inspiration. They have a habitual browsing behavior with a set group of 
sites that a loyally visited every week and they follow both artists and creative hubs on social media. They 
are social and like talking about the purchases they have done, which have resulted in a conscious buying 
behavior with a distanciation to the mass-produced (see appendix 3 for the personas). 

3.2 Creators 
The creators that will be featured and selling on the platform need to have an interesting story to tell, a 
global perspective and are identified on their motivations: never motivated by monetary value, social 
consciousness, and stand for and believe in their product. To further define this, three categories were 
created to subdivide the creators: (1) the social entrepreneur, (2) the creative entrepreneur, and (3) the 
artist. Additionally, as each story is different, each creator deserves a different approach and shall be 
evaluated in its own way and context. They are bound together with their collective sense of passion for their 
product.  
 
Social Entrepreneur  
● Profile - “The Social Business Venture”  
● Business designed to create change through social means 
● Idealist  
● Making the world a better place with creative solutions and products  

The sole objective of the Social Entrepreneurs product is social impact, not to confuse the social 
entrepreneurs with the two others. With creative solutions, they produce unique creations that benefit 
society, and engage people with their story and cause.  

 
Creative Entrepreneur  
● Profile - “The ‘out of the box’ Business Venture”  
● Thinking “out of the box” to create innovative products  
● No useless/mindless merchandise  
The creative entrepreneur is a motivated and driven individual who strives to create smart, useful and 

innovative products. He/she is someone who thinks out of box and does conform to societal norms.  
 

The Artisan  
● Profile- “The self expressive Business Venture” 
● Hand crafted/craftsmanship  
● Self-expressive (personal)  
● High level of talent 

The artisan is an independent creator who has a strong connection to their art piece, it is not only part of 
their story and who they are but it is a way of life. They usually have their own local workspace, gallery or 
atelier where all their creations are produced. Their work reveal craftsmanship, expression, a story and a 
revolutionized sense of their identity.   
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4. Trends 
Given the problem statement, the market, and the segment the project focuses on, several trends were 
analyzed and summed up to get a better overview on what the landscape will look like and how the platform 
can anticipate on those. The trends are divided in three sections: retail, experience and consumers.  

4.1 Retail 
As the platform is an E-commerce, it is important to know what the trends are regarding (online) retail. Those 
trends will be considered while the creating the selling aspect within platform. 
 
Transparency 
There is a general trend that customers want companies to be open about products and services, as well as 
how their personal is information used. This also includes the ability to see what is going on behind-the-
scenes. Companies are expected to give customers sight in where the products come from, who makes 
them, their environmental footprint (Ladhari; Tchetgna, 2015).  
 
Guidance 
With fast developing technology, companies are expected to create an educational experience that teaches 
customers new skills, while also showing them new ways to use their products. This will also help create a 
need for related products. With an increasingly diverse range of products customers need to be provided 
with tools and advice to be able to find these new products and pick the best options according to their 
needs. 
 
Cultivation of community 
The rise of social media users coming together online and offline to socialize, creates an added value to the 
products and brands. Cultural hubs are a good example of this: a space inside a store to offer 
complementary services and experiences that build relationships. Next to this, it is important for customers 
to have the possibility to build a support network that provides expert service, which gives them the 
possibility to be continuously educated about their purchase (PSFK, 2016). 

4.2 Experience 
The experience of the platform will be an important focus. While analyzing the trends in this area, the focus 
will not only lie on the medium with which the experience is delivered, but also the use of several sorts of 
platforms. 
 
M-commerce 
Mobile traffic is growing exponentially. For retail this means that consumers become an always-on 
opportunity. Shopping can no longer only be done from a desktop or in-store, but also on the road from 
tablets to mobile phones, etc. There is a need for businesses to keep pace in innovation of consumer habits, 
this even stretches to an extent of further enhancing personalization and targeting by leveraging location 
context (BV, 2016).  
 
Omni-channel 
Seen the increase in use of tablets and smartphones, an omni-channel strategy is needed. This means an 
integration of all channels to create the best experience and user-flow. An example of this is adding items to 
a shopping cart online and having access to those items on all devices when shopping is continued. But, not 
only that. It includes also receiving offers automatically on devices when customers walk into a shop, 
scanning products, using QR codes and providing immediate access to reviews, retailers, ratings, etc. 
followed by a one-click purchase and collecting the product on the spot or having it delivered (BV, 2016). 
 
Live streaming 
Live streaming is a new, engaging and dynamic way of storytelling. Next to that, it is a powerful tool for 
building a loyal community: people want to become part of stories as they happen. New technologies are 
making it increasingly easy and accessible. Building trust with people is made easier because streamers can 
interact real-time and influence/interact with the broadcaster and each other. Statistics show that people 
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spend three times longer watching live video, compared to video that is not live. The number of videos 
posted per person is increased by 75% in 2015 and they have 135% greater organic reach than photo posts 
(Hutchinson, 2016).  

4.3 Consumers 
Based on the target audience, the following trends give insight in their wishes and expectations. With these 
trends in mind when developing the platform, chances are greater that the consumers will appreciate and re-
visit the platform. 
 
Social shopping 
70% of consumers research online before purchasing in-store, the average shopper uses 10 sources of 
information to make a purchase decision. Customers are getting increasingly smarter, they know the 
difference between good and bad, they compare companies to others in- and outside of industries. By 
embracing and facilitating a social aspect where customers are discovering, considering and buying, an 
increase in wallet share can be expected. 
 
Anticipate 
Millennials pay for brands that reflect their values and personalities. Next to this, millennials say that knowing 
a company is "mindful of its social responsibilities" makes them more likely to buy from that brand. 58% are 
even willing to pay higher prices when part of their spend goes to help causes they support (BV, 2016). 
 
Experience 
A new sort of shopping experiences need to be created. Experiences that satisfy customers growing ask for 
trustworthy information, personalizations, and socially conscious products and practices. When customers 
have amazing experiences, they will share it. The power of word-of-mouth marketing need to be recognized 
by companies (Alston, 2016).  

4.4 Conclusion 
The most important learnings from the above mentioned trends are: retailers need to be transparent, provide 
guidance and support communities within their (e-)commerce concept. The experience is shifting to mobile, 
personalized, instant and on-the-spot. Furthermore, the personal interaction is becoming increasingly 
important. Consumers are becoming more reliant on others opinions, they need to be provided with 
trustworthy information and want to live the ‘experience’. Those takeaways are important to keep in mind to 
develop a platform with an added value for the market. 
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5. The concept 
After thoroughly researching the market and trends, opportunities were formulated. These set out, an 
extensive brainstorm was conducted to connect the dots and filter a potential solution. The following concept 
was defined.  

5.1 Conception 
The platform intends to reinvigorate the way people consume online through an e-commerce storytelling 
experience. While respecting the benefits of online purchases (ease and practicality), the platform will add a 
unique user-experience by utilizing digital tools to all their benefits. Products are not sold as products, but as 
the story of their creator. By linking artist profiles with live-stream video, the user has the possibility to 
uniquely interact with a product, its creator and the context in which it was produced. Each artist profile is a 
digital tribute to the artist and their product.  

5.1.1 Definitions 
Because the project deals with many different types of people, products and customers, there is decided that 
each one should be identifiable. A vocabulary is set up as being characteristic for the platform.  
 
● Creators: Creators are creative entrepreneurs who put their time and passion in a product they 

believe in. They are divided into the Social Entrepreneur, The Creative Entrepreneur and the 
Artisan. The focus of the profiles is on them (see §3.1) 

● Users: The target audience who use the platform to browse, interact and consume stories and the 
creators products (see §3.2) 

● Creative products: The platform does not feature just any products, but products that are a fruit of 
creativity and imagination. One might even say, an extension of the creator's mind. They are 
characterized by the passion that was put into them. They may not have direct material value, but 
they are valued by the way they are produced and brought forth.  

5.2 Branding 
The platform is formed by the uniqueness of each creator, functioning as a blank canvas for their passion for 
what they do best. These creators on their turn are not united necessarily by what they create, but by what 
they believe in. Just like us, they have strong beliefs that shape their day to day life. Therefore, our branding 
is not just the lines our brand moves by, but also reflects on us, the founders.  

5.2.1 Core idea & brand ingredients 
Brand core idea 
The unity of the creator and the creation. 
 
Brand ingredients  
Each of the 5 brand ingredients reflects on an aspect of how we strive to reach the brand core idea: 

● Vision: We aim to uncover the creativity and the vision behind products 
● Provenance: We are visionaries who believe in our creative generation and the products they 

bring forth 
● Culture: We act with an open mind believing the best in people and the generations to come 
● Delivery: Easily accessible background stories from all over the world 
● Process: We curiously investigate the idealists of tomorrow 

5.2.2 Personality 
Brand personality guides the brand’s behavior both internally and externally. It also portrays traits to which 
the consumer can relate to, an effective brand will increase its brand equity by having a consistent set of 
traits.   
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Contemporary  
We are forward thinking and modern, we stay up to date with the most innovative individuals who have a 
unique perspective on the world. We are visionaries, seeking out the undiscovered and new talent. However, 
we stay grounded in the present, always keeping our minds fresh with current trends.  
 
Authentic  
We value products created in an honest manner by real people with real stories. We do not believe in 
borders, we are transparent and real encouraging individuals around us to be themselves. We aim to see 
the genuinity transcend from the creator to their product, by remaining down to earth and allowing creators 
to shine through us - we become their mirrors reflecting who they are in the purest form.  
 
Stimulating 
Interacting with people is what gives us energy, we are social, approachable and extroverted. We believe in 
providing an engaging and enjoyable experience no matter the occasion, no matter the situation. With us, 
senses are invigorated, immersing one into a unique and unforgettable journey.  
 
Conscious 
To us, knowing where products are created and by whom they are created is essential. We do not aimlessly 
acquire, we are mindful and aware of our surroundings and make sure to inform ourselves about what we 
involve ourselves in. We appreciate transparency and well thought of creations that provide value to 
individuals and the world. 

5.2.3 Foundation 
The foundation defines the purpose of the brand. It describes why we do it (what we believe in), followed by 
how we do it (the process we focus on to realize the why). And finally, the result explains what we do (the 
result and proof of the why).  
 

● Why: we believe that the value of products essentially comes from their creators 
● How: by revealing this connection, we believe the product regains a lost value 
● What: an e-commerce platform that combines creator profiles with live-streaming 

5.2.4 Manifesto 
“Individuals and their unique creations are the reasons we exist.  

 
We move away from products that mindlessly pass the cashier, designed to the needs of mass consumption. Instead we 

believe in the fruits of human dedication and creativity. Creations that are brought forth with the unprecedented passion of 
a generation striving for change, all whilst respecting the values of tradition and craftsmanship. We thrive on these 

creations, and the story that connects them to their creator. 
 

It is this connection that we wish to uncover and reveal, made visual in a journey between creator and creation. The 
journey from an initial brain twist in the shower, followed days, months, maybe even years of relentless endeavor, after 

which one finally harvests the result of their effort. This route varies from individual to individual, and it is exactly this what 
we wish the encompass.  

 
We believe that without a story there is no emotional connection, and without emotional connection there is no value. To 
us, it is important for our users to know what they are buying, how it is made and by whom it was made. With us you are 

not purchasing products, you are investing in stories and the people behind them.” 

5.2.5 Contextual approach 
With a contextual approach we position our brand in the context of others:  

● Instead of solely focusing on products, we love the individual 
● Instead of hard selling, inspirational 
● Instead of mass-produced, passionately made 
● Instead of documenting, storytelling 
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5.2.6 Naming 
The platform focuses on the connection between creator and creation; the only way to access a product is 
through the creator. This was described as a journey. The immersive journey leads one to an end goal: the 
end goal is to assure users understand the product and the passion, work and love that went into creating 
them. After brainstorming on names that incorporated the notion of a journey, a simple yet expressive name 
was found: 
 

the trail  
 
According to Oxford dictionary a Trail is described as;  
“A mark or a series of signs or objects left behind by the passage of someone or something, or a path often 
made or used for a particular purpose”.  
 
The platform is a series of vertical trails shaped as creator profiles and live-stream: a unique journey 
discovered through an immersive trail. What makes a trail interesting is not the trail itself but the stops and 
turns along the road leading to a memorable experience, which in essence what the platform is about. 
Furthermore, the trail refers to the connection between the three actors active on the platform: the creator, 
the creative product and and finally the user who is willing to engage with the platform and the story. 
 
The brand name is always written without capital letters. With this the name remains modest and neutral, 
such as the way the brand is positioned.  

5.2.7 Logo 
The logo was designed in a simplistic style with a mixture of a geometric font and rounded objects. The 
simplicity follows the ideas of modesty and neutrality, putting more emphasis on the creators and their 
profiles. The three dots represent the creator, the user and the product. The connection between them, 
visualized as a line, resembles the platform.  

 
The logo is written in Century Gothic, which is the main font of the brand. This font is used for headings. The 
geometrical curves of the font has a friendly but still smart look to it, which together only lowercase letters 
gives a modest feel to the brand. 
 
For secondary text including everything that is not the heading, Justus Pro is used. As a slab serif Justus 
Pro is a good way of both expressing the authentic and contemporary traits of our brand. 

5.2.8 Color pallette 
 

 
 
 

 
Black and white were chosen as a color palette for the trail. This way the platform remains maintain neutral 
and adaptable to each profile page, figuring as a blank canvas. Each creator shall be given their own space, 
with separate font and color pallet to accentuate their being.  
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5.3 User experience 
The trail is based on the idea of browsing creator profiles and their stories. It will have an unconventional 
look compared to the competing web-shops analyzed during benchmarking and market analyses. 
 
The landing page displays the next creator going live, with the opportunity of scrolling left and right to see 
other profiles. The navigation is primarily horizontal: this refers to a process of going somewhere and when 
clicking the creators, a scroll down profile page will appear, which could be interpreted as ‘going down a 
trail’. The vertical creator profile includes a video and a contextual article about the creator mixed with 
pictures. On the bottom of the page the products of the creator can be viewed, bought, and/or shared (see 
appendix 7 for the website structure). 

5.3.1 User journey (example) 
1. The user is not aware of The Trail, but is following one of the Trail-creators on social media. This creator 

is somebody the user met offline and therefore feels a special connection. 
2. The user sees the creator sharing a post, in which he announces his participation in a new community 

for creators. 
3. The user enters the site and sees the profile of the next creator going live. 
4. Intrigued by the live session the user decides to see the profile of the individual going live next. 
5. After that the user goes and browses all profiles to find the creator he already knows.  
6. He ends up browsing videos of different individuals around the world. 
7. A little pop-up tells the user that a creator is live and he goes to the front page. 
8. The live session starts and the user can chat with a creator to make a unique personal interaction. 
9. After the live session the user is intrigued. He browses the profile of the last live session and decides to 

buy a creation from the creator. 
10. While waiting for the creation the user tells his friends about the site, referencing both the style and the 

concept as a novelty. 
11. He receives the package with a little additional gift from the creator. 
12. The user puts the product in his home and it becomes one of the stories he tells when he have friends 

over; thereby endorsing both site and creator. 
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6. Business strategy 
Based on the concept a practical business strategy was formed with a perspective on marketing, operations 
and finance. The strategy described sets the parameter for how the launch and the growth of the 
organization will be operated while considering the risk and capital requirements. 

6.1 Value Proposition 
The trail helps conscious urban professionals who want to engage in inspirational consumerism, by 
providing access to the stories behind unique creations. The trail intends to reinvigorate the way users 
consume online through an e-commerce storytelling experience. Products are not sold as products, but as 
the story of their creator. By linking artist profiles with live-stream video, the user has the possibility to 
uniquely interact with a product, its creator and the context in which it was produced. Each artist profile is a 
digital tribute to the artist and their product.  

6.2 Marketing 
The marketing strategy is focused around endorsements both vertically and horizontally. Vertically through 
the opinion leading creators that already have a medium sized audience base and horizontally through 
word-of-mouth (WOM) within the social circles of the consumers. 

6.2.1 Vertical Endorsements 
For the launch of the site the ten first creators should be a diverse mix of engaging profiles but, as important, 
the creators need to be influencers within their own social network. Preferably they have a Facebook page 
or Twitter page with a couple of thousand followers. The strategy for the launch is that these geographically 
diverse profiles have different social circles, but all operate within the target audience of the Trail, meaning a 
synergy can be made for both artists and the Trail by cross endorsing each other, through both social media 
and position of the creators on the Trail’s platform. 
 
The acquisition of creators is therefore essential for the overall marketing strategy and the creators is not 
only analyzed on his story and products, but also on the demographic and behavior of his social network. 
 
To further motivate creators to go live on the site, The Trail will always have the profile of the next creator 
going live on the front page. 

6.2.2 Horizontal Endorsements 
The main strategy for increasing the amount of horizontal endorsements is to keep the customer journey as 
unique as possible, focusing on the story that a customer will tell his friends when talking about how the 
product was acquired. That is partly why the focus is put on the creators and not the products, as this can 
help assuring an interesting story to tell. On top of the creator profiles, novelty and personal connection is in 
high focus to increase shareability, which is why there is both live video interaction with the creators and why 
the platform itself has an unconventional design style that fit the brand. 

6.2.3 Social Media 
The social media profiles of The Trail will be supporting actors to inform the audience of what is going on 
within the actual platform. The two main objectives are to put focus on the weekly new creator and to inform 
about the live sessions of the week: 
 
New Weekly Creator 
Each week there will be put focus on the creator that is new to the site by sharing small chunks of 
information and video that is available on site with a call to action to make the audience read and watch the 
profile. 
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Live Session Program 
Through social media the program of the live sessions should be exposed indirectly. This means not only 
posting a schedule, but also other post will be made with references to the fact that the profile is going live in 
the designated time. 
 
The media that will be used are Facebook, Twitter and Instagram. Each medium will have different types of 
content, but all will have the same message to ensure an integrated communication style. 

6.3 Operations & Finance 
In appendix 6, the full financial plan of the trail is portrayed with the budgeted plan for the first year of 
operating. The notes in this paragraph will function as further detail in why and how the financials were 
calculated. To summarize the financials €22.000 are needed to launch the trail, with €10.000 coming from 
external investors and €12.000 from the founders. The launch plan is to start with 10 artist profiles and then 
add one each week which will give an estimated increase of revenue of €2.000 a month, leading to a break 
even point at month 8. The binding is kept at a minimum by letting the creators hold the stock and only pay 
the creators when a product have been bought and shipped to a customer. The scaling of the business is 
only decided for the first year, where after new calculations will be made with regards to the change in 
technology and market.  

6.3.1 Shipping of Products 
Since there is no internal inventory the creators are responsible for the shipping themselves with the 
consultancy of The Trail. This way The Trail will not keep a stock and there will be no capital binding in 
products, as the creator takes on this risk. In practice it means that the creator will receive a digital slip that 
needs to be printed and put on the designated package and then brought to the post office. The cost of 
shipping will be paid by the customer and will be dependent on the place the package is going and the size. 

6.3.2 Work space 
The workspace will be a mix of what is available and private accommodation. Application for Area 31 at IE 
Business School will be made, but in case it does not pull through private space will be used.  

6.3.3 Initial investment 
Founders Investment 
Each founder of the group will invest a total of €2.500 for the company which in total will give the company 
12.000 in initial start up capital. 
 
External Investment 
A €10.000 investment is required from an external player, in which the proposed investor contribute with 
intellectual capital as well. 

6.3.4 Pre-operational expenses 
Platform 
The platform design will be a start investment of €4.000, which is the largest capital binding for the 
company. This will be depreciated over 12 months where after the platform will be re-considered. 
 
Media Equipment 
Photography equipment for filming and documentation will need to be bought. Two used Canon 5D Mark III 
at a price of €1500 will be brought with lenses at the estimated price of €2000 in total. For sound a used 
Zoom will be acquired for €150. 300€ are allocated to buy tripods and lighting. On top of that a Mevo will be 
bought for 250€ for live video streaming of creators. 
 
All media equipment will be depreciated over 18 month with a scrap value of 30% of the initial price. 
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Ten strong creator profiles 
Apart from the operational cost comes the necessary labor and travelling expense of building 10 strong 
profiles with videos that can kick-start the site. The cost in terms of labor and travelling will come from 
founders own pocket. 

6.3.5 Income 
Revenue structure 
The revenue stream is primarily based on the 30% margin the company charges of the product sales. The 
capital is directly transferred into the company’s account from online payment from the customer. About 1% 
of the product price will go to the payment provider and 69% of the amount paid is transferred to the artist 
when the shipping of the product is confirmed. 
 
Income projections 
The aim is to have a total revenue of €3.000 for the first month and increase sales by €2.000 a month for 
every month the first year. It has to be noted that 70% of the revenue is direct variable cost. 

6.3.6 Variable costs 
Creator Fee 
The creator gets a total of 69% of the revenue generated from the sale of which the creator has to send the 
piece to the designated customer. 
 
Payment Fee 
To facilitate all payment methods within the platform a 1% fee is budgeted as transaction fee for the 
purchase. 

6.3.7 Fixed costs 
Labor 
The labor force consists of the 5 founders in which there are different areas of expertise. As the business is 
very focused on the content created by the employees this post is the highest fixed cost of €3.000 a month, 
which resembles €600 per employee. 
 
As a guideline the 5 founders has different areas of responsibility: 
• Lynn functions as the designer taking the task of making the platform look representable and helps 

with creator acquisition 
• Marieke is in charge of textual content and creator acquisition 
• Frederike is the operational leader 
• Clarissa is the creative director and directs the videos 
• Tobias takes care of financing 

These areas function as a soft and flat structure, where people work in between main areas of expertise. 
 
Web Maintenance and hosting 
The hosting and domain name cost €50 a month. On top of that 200€ are allocated a month to as a buffer 
for bugs and updates that cannot be fixed by the founders. 
 
Video Production 
A travel budget of €1000 is allocated a month to go abroad and make creator profiles. The production team 
will consist of the founders and therefore there is no labor expense collated with the production. 
 
Shipping of Live Device 
To ship the Mevo around to different creators in Europe €100 is allocated. 
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6.3.8 Risk & flexibility 
With the current budget it is planned to break-even between month 7 and month 8, but as this is only the 
prediction and goal, it is worth considering what will happen things do not go according to planned. 
Revenue, Variable cost and fixed cost were therefore analyzed in a worst-case scenario with a break-even 
within a year. 
 
Lowest monthly increase in revenue:  €1.250 
A €750 decrease in the monthly revenue increase will still give a break-even point within year one, but will 
require another €5.100 in liquidity, which in the current budget is unaccounted for. If this is the case an 
additional loan should be taken in month 5 to deal with this situation. 
 
Highest variable cost:     80% 
The variable cost can go up with 10 percent points, but the liquidity will be lacking €7.050 in month 8 and 
will go in minus in month 4, meaning a large loan or external investment has to be made within the first 3 
months. 
 
Highest increase in monthly fixed cost:  €2.500 
A €2.500 increase in monthly fixed cost is the most unfavorable of the 3 scenarios as it will put the liquidity 
out with €20.500, which will almost double the capital investment required. It will still make the a breakeven 
at month 12. 
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Appendix 

Appendix 1 - Google Trends 
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Appendix 2 - Market interview questions & pictures 
The following questions were set up for each stakeholder:  
Creator 
● What are the thoughts when displaying the art? For sale? For use? 
● How important is the context of the offering? Why? 
● What are the thoughts regarding commercializing of the pieces? 
● How do you feel the importance of selling a story with the product? 
 

Seller 
● How is the integrity of the creator considered? 
● How did they find the creators? 
● What are the demands for the creators? 
● What is your relationship with the creator? 
● How do you feel the importance of selling a story with the product? 
 

Buyer  
● (How much time are they willing to spend on an offering before purchasing?) The pre-purchase 

effort of the creations.  
● The last thing you bought? Why? 
● The favorite piece you bought? Why? 
● To what extend do you find it interesting to know where the product comes from?/Where it is made? 
● How important is a story behind a product for you? 

 
All three 
- How do you feel about online selling? 
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Pictures 
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Appendix 3 - Personas 

Persona 1: 
He is an Italian freelance designer who has spent his life travelling within Europe. He has always been into 
exploring new lifestyles and trends. His passion towards design makes him understand completely the 
importance of authenticity with usability, and being a designer himself, he understands the beauty and 
complexity of the designer’s journey to achieve his latest creation. His lifestyle habits and work come as part 
of a belief he has of having just enough to discover more. Despite that, he spends a fair part of his day 
behind the computer working, looking for interesting useful creations with an interesting thinking process to 
make his own, and those are few, since he moves a lot. 
 

Persona 2: 
She is a 38 year old marketing director of a branding consultancy. 
She lives in a modern penthouse in Malasana. 
She shares the apartment with her fiancé. 
They used to travel the world and have gathered souvenirs from all around, placed around their apartment 
but finally decided to settle in Madrid. 
They still aim to keep an explorative life, and do so a couple of times per year, but still end up on their couch 
watching Netflix or browsing the internet. 
She often finds herself watching stories about cultural and humanitarian stories happening where artists and 
designers are interfering within spaces to create a better world and conditions, bringing back the hope in the 
experience of the good old days. 
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Appendix 4 - Benchmark 
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Appendix 5 - Interview with Maxo Rennella 
 
What is an artist to you? 
And artist is a person that really needs to do things with the hand and mind to raise something different, but 
it’s not that kind of person who does it because they want to be unique they just do it because they need it 
as a therapy.  
  
What would you say is your profession? 
I don’t consider myself an artist, most of the artist they are looking for something different and I’m not looking 
for anything. For me it’s a hobby I don’t consider myself a businessman because I am not doing this for 
money; I just need to sell what I do for fun to survive. 
  
Sometimes artist create shit. Sometimes people come up with a piece of cardboard on the street and say 
this is my piece of art. It’s like fuck you, who’s going to buy it? That’s mediocre. You have to know how to 
present your art. Right now in this moment you need to know how to be good at what you do and know how 
to sell it. It’s like a guy who produces a website but doesn’t know how to sell it. 
  
In what aspects do you think that The Maxó Gallery distinguishes itself from a more traditional 
gallery? 
The main difference is probably that people get to interact with the artists and see how they work, which 
barely ever happens in a traditional gallery. I really think that these simple facts can radically better the 
viewer’s experience. Think of it this way: if you go to a restaurant, wouldn’t you rather see how the cooks are 
making your food? If I sell it to a shop or a gallery, it’s really boring because you don’t know the people who 
buy your art. That’s the point about the gallery you can know me you can talk to me we can take a coffee, 
more natural. 
 
Was it always your dream to have this gallery? 
No the dream was to be industrial designer. Produce something that is really useful. Art sometimes is useful 
and not useful.  I wanted to produce an object that people can use everyday, not just something decorative. 
With art you can just do something different every time, everyday and it’s something different. Its unique. 
  
 
Do you think your gallery can be moved from the physical to digital (online)? 
Online has to be for people who are not in Barcelona, but they have already been in the gallery and couldn’t 
buy the art piece in that moment. So the idea about online, is that people have already been to the gallery. I 
like that people have been here. My art pieces are not glasses or shoes, I don’t want it to be like people buy 
a pair of shoes, like American consumer.  
  
What was your vision for this Gallery when you opened it? 
Another part of my vision was to create spaces where people can see that our art is handmade. I mean, you 
can’t see the exact process. If you saw every step that goes into it, the art would lose its mystery. But you 
can see that what you’re going to buy wasn’t made in China. 
  
I love offering something that people feel they can’t walk away from. I can tell those who really love the art 
because they don’t ask how much it is before they’re ready to purchase it. It’s a capricho. They just buy it on 
impulse. They don’t need it—I’m not selling food or clothes—but they have to have it. 
 
Your gallery has become incredibly popular in a small amount of time. Why do you think that is? 
I think that selling pieces in small formats has something to do with it, amongst other things. It’s kind of like 
physical attraction: you’re attracted to someone because they tickle your imagination by wearing clothes. 
The same goes with artwork: if you paint a huge piece that people can see from afar, you’re giving 
everything away. People are more intrigued by smaller artworks because they can’t really see them from a 
distance. They have to approach them and look at them closely in order to figure out what they are.  
 
It seems like you put a lot of thought in the viewer’s needs. 
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The viewer’s one of the main reasons I make art. Of course, I essentially make art because I love it, but 
people acknowledging your work is one of the best feelings in the world. And from my point of view, people 
truly acknowledge what you do when they buy your work. If somebody’s spending their hardly earned money 
on one of your artworks, it means that they love your piece so much that they want to keep it close to them 
and look at it at all times. 
 
What are your sources of inspiration? 
Everyday life and necessity. By necessity, I mean the need of connecting with people. I like to create things 
that people can respond to. That’s what my collages of the city are really about. One day, the restaurant next 
to somebody’s home will close down, and having a picture of it will mean the world to them. Just by looking 
at that picture, they’ll be able to relive all of the memories relating to that that place and remember exactly 
how everything was and how it felt. That’s the kind of experience that I want to give to the viewer. 
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Appendix 6 - Finance 
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Appendix 7 – Website structure 
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