


Stuffstr's model relies on close cooperation with retailers to get
access to the point of sale data that populates information on the
app. But its mission to promote reuse could be seen as having
the potential to cannibalise markets and thus threaten retailers’
profit margins. According to Harvard Business Review,

“Conventional wisdom would seem to suggest that companies
have no incentive to lengthen the life cycle of their products and
reduce the revenue they would get from selling new goods. Yet,
more and more businesses are thinking about how to reduce
consumer waste.” "

That was certainly the experience of Stuffstr, which found big
brands keen to position themselves as purveyors of quality,
durable, environmentally friendly products. Among Stuffstr's
partners are l:Collect (1:CO), the international service provider
for collection, reuse and recycling of apparel and footwear for
H&M, The North Face, and other retailers worldwide. ™

Stuffstr is now exploring connecting directly to resale platforms
such as eBay so that users could post with one-click or even
automatically their under-used assets and recoup some of the
embedded financial value within that asset. An alternative
model could involve retailers leveraging resale activity for
example by offering proceeds from resale as credit to drive
traffic back to that retailer.

Most retailers don’t have much to help customers post-sale and
SO supporting customers on their journey with product through
the product lifecycle has immediate appeal. Imagine if product
assembly, maintenance, care or repair manuals and videos
could be sent directly or automatically to the customer’s phone.
Supporting customers to get the most out of their products

maintains an ongoing relationship between brand and customer.

The aggregation of vast quantities of post-sale database also
has the potential to provide retailers and manufacturers with
invaluable information on the post-sale product lifecycle: which
products get repaired or resold; what are the failure rates
indicating quality issues, who resells products and what do they
get sold for?

The aggregation of vast quantities of post-sale database also
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invaluable information on the post-sale product lifecycle: which
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"Stuffstr’'s business model is primarily structured around the
aggregated post-sale product lifecycle data we collect”. says
Atcheson.

“Longitudinal data of this type has never existed before, and we
are focusing on it for three reasons. First, this data is highly
sought after by both manufacturers and retailers, so we believe
it can provide a solid financial footing for the business. Second,
we hope this information will seed circular business models for
both manufacturers and retailers by giving them visibility in the
full product lifecycle. Finally, using data as a business model -
as opposed to, for example, a transaction-based model - allows
us to treat all products equally, regardless of price. So a £35
shirt is as important to us as a £1,200 bicycle."

Changing consumer behaviour is often cited as one of the great
barriers to mass adoption of circular economy models. Stuffstr
are convinced that engaging with the big retail brands is key to
unlocking this behaviour change and having impact at scale.

iA recent study commissioned by Oxfam, highlights the amount
of unused shoes in the UK:
http://www.oxfam.org.uk/media-centre/press-releases/2016/08/
shoes-stretch-all-the-way-round-the-world
ihttps://hbr.org/2016/06/companies-are-working-with-consumer
s-to-reduce-waste

ihttp://www.stuffstr.com/launch
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