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Design Management connects Business and Design together. It links design value, innovation, technology, 
management and humans together to improve design effectiveness and better fit user needs. 



Yueqi Wang is an industrial designer, strategic ethnographic researcher and a leader. She is fueled by her 
passion for product and furniture design. She considers herself a ‘forever student,’ and eager to build and 
share her skills in her future design path.
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Part A
Project Proposal



Subject of Study

This project aims to study the furniture industry in the U.S.  
and  discover a sustainable and long-term market for the fur-
niture resale industry. 



Problem Statement 
As conversations around sustainability reaching a fever pitch in the social media 
and also in academic circles recently, the business market is changing, and the 
resale market has expended fast. The balance between various factors including 
economic, social, and environmental issues is hard to manage (Saraiva, T.S. Almei-
da, M. Bragança, L. Barbosa, 2019). Due to the increasing awareness of sustainable 
development, many people start to purchase and resale pre-owned furniture. The 
furniture market is subject to constant challenges, innovations, low profit margin 
sand transformations (Statista, 2019). The Online Household Furniture Sales indus-
try has grown rapidly over the five years to 2018, which means online sales of furni-
ture is outperform traditional offline furniture sales (IBIS World, 2019). Additionally, 
resale has continued to be one of the fastest growing segments of retail (NARTS, 
2019). The national used merchandise industry has nearly doubled in sales from 
2000 to 2016. Sales in 2000 reached $9.8 billion, while 2015 sales topped $17.2 bil-
lion (The Cascade Alliance, 2017). Issues like no guarantee of quality, time-costing 
on negotiating with people, transportation of large furniture pieces, overvalued and 
undervalued prices for furniture and high furniture disposal fees has been brought 
up. Just like any factory-bought product, used goods should meet the expectations 
of a reasonable consumer, who has full knowledge of their second-hand status. This 
means they must fulfil acceptance criteria in terms of quality, product information 
and usage requirements, with additional details about their condition (Gasiorows-
ki-Denis, 2016). Moreover, the safety issues while transaction or exchanging goods 
is very concerned, many killings have been linked to Craigslist (SafeTrade, 2017). 
From what has been mentioned above, with the present trends of sustainability, 
ecommerce, and resale, the furniture industry is facing innovation problems. The 
gap between large furniture retail companies and resale consumers urgently needs 
to be bridged. 



Opportunity Statement

There is an opportunity to create an approach that can improve the furniture 
resale market to balance between large furniture companies and sec-
ond-hand consumers to be a sustainable and growing  market. 

How this will help industry
This project will help furniture industry with improved sustainability, 
long-term strategies and convenience for second-hand furniture consumers, 
which will bring profits constantly. 
How this will help the world
This project will increase the use of  resale which helps the world by reducing 
the effects on the environment and landfill.
How this will help my career
This project will help me to understand resale industry and the social trend of 
it, which I want to work for in the future. I believe this project will be invaluable 
and the provement of my ability in design management. 



Target Audience

Primary Customers: 

Furniture Buyers

(including new furniture buyers 

and 

second-hand furniture buyers),

Large Furniture companies.

Secondary Customers:

Furniture Designers,

Furniture Refurbishers, 

Recycling Centers



Purpose of Study

The focus of this project is to use design management 
methods to enhance the furniture resale market through 
improved sustainability, long-term strategies and conve-
nience for second-hand furniture consumers. 



Scope of Study

Context
The collaboration between second-hand customers and 
large furniture companies in the furniture resale market

Content
Researching the users needs and pain-points of resale 
pre-owned furniture from customers and large furniture 
companies perspective. Gain insights on how design 
management process could help discover a sustainable 
and long-term market for the furniture resale market.

Subjects
Individual furniture sellers and buyers, Large furniture 
company stakeholders/managers, Second-hand furni-
ture store employees, Online second-hand trade man-
ager/employees, Furniture refurbisher, Antique furniture 
collector. 

Location
United States

Timeline
May 2019 - November 2019



Research Methodology

The project applied the methods of contextual research for collecting qualitative data. 
Secondary research was utilized through journals, articles, books, to gather information about existing study and practice 
about the resale market. 
Primary research consisted of expert interviews with employees from large furniture companies such as IKEA, second-hand 
furniture store managers, fashion second-hand store managers (the reason I choose fashion resale industry is that it is a 
very success and mature industry that I can learn from).  Surveys were done for individual furniture sellers and buyers. Ana-
lytical tools such as SWOT, Porter's Five Forces were be used to understand the current environment and the market. To an-
alyze the collected data, I used an affinity process to transfer data to insights, and later develop design criteria.



How might we use design management methods to enhance the collaboration between 
second-hand consumers and large furniture companies to broaden the resale market?

Research Questions

How might we 
understand 
design manage-
ment methods?

How might we 
understand sec-
ond-hand con-
sumers?

How might we 
understand 
large furniture 
companies?

How might we 
understand the 
resale market?



Research Matrices - Design Management Methods



Research Matrices - Second-hand Consumers



Research Matrices - Large Furniture Companies



Research Matrices - The Resale Market



Research Activities

1. Data Collection
This research process started with 
literature review. Fundamental 
texts and information were studied.

Academic Papers
Industry Publications
Industry company websites
Observations
Interviews
Surveys
Case Studies

2. Data Processing
During this process, all the data 
that were collected in the 1st stage 
were converted into data points 
that is were clustered. Initial 
insights were find.

Affinity Diagramming
Stakeholder Mapping
AEIOU Analysis

4. Data Synthesis
User pain points were  identified. 
The potential solution direction 
was found and the design criteria 
was ready to developed. 

Affinitization
Value Proposition Map
Prototyping
User Testing
User Scenarios

3. Data Analysis
All data points were clustered, and 
sorted clearly. Key insights were 
framed and ready to be developed. 

2X2 Analysis
SWOT Analysis
Persona 
Empathy Maps
Porter's Five Forces



Research Areas



Project Plan-Gantt Chart



Part B
Primary, Secondary Research and Synthesis



The Circular Economy

A circular economy is an eco-
nomic system of closed loops 
in which raw materials, compo-
nents and products lose their 
value as little as possible, 
renewable energy sources are 
used and systems thinking is 
at the core. It aims at eliminat-
ing waste and the continual 
use of resources. 

Linear Economy Circular Economy



Porter’s Five Forces of the Furniture Resale Market

Competitive Rivalry

Threat of New Entry 
High
Easy to enter the market
Low expensive to enter
No key technologies

Buyer Power
Medium
Buyers are not willing to spend 
much
No standard price 
Minimal differences between 
competitors

Threat of Substitution 
Medium
Several substitutions in the market
High quality substitutions is expensive
Cheap substitutions is low-quality

Supplier power
Low
Many suppliers
(Individuals, Actions, Online 
Marketplace, Estate Sale, 
Goodwills...)

Porter’s Five Forces analysis is a framework that helps analyze 
the level of competition within a certain industry. I disclosed the 
different aspects of competitiveness to better understand the 
industry context. 



2x2 Matrix of Online Marketplace for Second-Hand Furniture

High Convenience

Low Priced

Low Convenience

High Priced

By charting the online marketplace for second-hand furniture, 
and comparing the convenience and price, I discovered market 
vacancy and opportunity areas.



2x2 Matrix of Furniture Brands

Environmentally Friendly

Low Priced

Non-Environmentally Friendly

High Priced

In a separate analysis, I compared the current popular furniture 
brands with their price and environmental friendliness to discov-
er market vacancy and opportunity areas.



Stakeholder Mapping

Stakeholder Mapping helps to see a visual representation of various stakeholders. First, I 
Identified groups and people who are stakeholders, then I analyzed stakeholders' perspec-
tives and thoughts. Next, I mapped out the relationship between stakeholders. Finally, I 
prioritized and ranked my stakeholders to identify my main user groups. 

After mapping the stakeholders for the furniture resale market, I discovered the relation-
ship between them, which helped me understand the opportunity in this particular area.

Individual Seller Individual Buyer
Small Second-hand 

Furniture Business Owner

Large Furniture Companies



 Defining User Groups

Individual Seller Individual Buyer Small Second-hand 
Furniture Business Owner Large Furniture Companies

Current Communication 
Methods

Current Problems

Future Needs

Main Tasks

Take photos
Write descriptions
Evaluate price
Communicate with buyers
Meet with Buyers

Apps, Emails, Texting, Calling

Timecosting, Safety Issues

Efficient communication
Platform to find trusted buyers

Search and look 
Contact and communicate with 
Sellers
Meet with Sellers 
Move and transport Furniture

Apps, Emails, Texting, Calling

Cleanliness, Delivery, Unknown 
damage

A standard evaluating system
Service of delivery and cleaning

Purchase furniture
Sell Furniture
Communicate with customers
Repair and refurbish furniture
Move and deliver furniture

Emails, Calling

Need more customers

A standard evaluating system
Advertisement

Manufacture and design furniture
Sell Furniture
Communicate with customers
Transport furniture
Advertise

Website, Social Media, Emails, 
Customer Services, Press

Trends of Sustainable
High cost of being sustainable

Better brand reputation
More loyal customers



The Case of IKEA

IKEA is a privately held, international home products retailer offering a 
wide range of well-designed, functional home furnishing products at 
prices so low that as many people as possible will be able to afford 
them. 

IKEA stores include restaurants and cafés serving typical Swedish 
food. Stores are located worldwide.

Today, it is the world’s largest furniture retailer, recognised for its 
Scandinavian style. 



Business Model Canvas of IKEA

Key Partners Key Activities Value Propositions Customer Relationships Customer Segments

Channels

Revenue StreamsCost Structure

Key Resources

Suppliers
Manufacturers
Delivery companies

Product development
Manufacturing
Marketing and sales
Distribution
Branding

To offer a wide range of well-designed, 
functional home furnishing products at 
prices so low that as many people as 
possible will be able to afford them.

To create a better everyday life for the 
many people.

Special discounts for Ikea Family
Ikea Experience
Ikea Restaurant
Childcare
Self-service
Self-assembly

Low-Middle Class
Small Businesses
College Students

Design
Stores
Factory
Websites
Employees
Transportation Vehicles
Brand
Marketing Strategy

App
Website
Stores
Amazon
Email Subscriptions
Ikea Catalog
Word of Mouth
Social Media

Product Development
Stores
Maintenance of the Website
Advertising
Research and Development

Taxes
Raw Material Costs
Manufacturing Costs
Labor Costs
Transportation Costs

Products Sales
Food Sales at Restaurant
Service Fees



SWOT Analysis of IKEA

Competitors Growth (Wal-Mart, 
Home Depot, Target…)
Income Growth of Targeting Cus-
tomers
Trends of Sustainability

Collaboration with Brands and Art-
ists
Fun online Shopping Experience
Wider Range of Furniture Style
Advertisement for College Student 
Market

Complex Assembling Process
Low Quality
Standard Design
Weak Online Shopping Experience

Brand Reputations
Wide Range of Products
Affordability
Shopping Experience
Flat pack

S W O T

SWOT analysis is a strategic planning technique used to help the researcher identify
strengths, weaknesses, opportunities, and threats related to business competition and project planning.



The Case of EMECO

The American furniture company Emeco was founded in 1944 to 
make lightweight, non-corrosive, fire resistant and torpedo proof 
chairs for the US Navy. The classic 1006 Navy Chair was born. Made 
to last at least a hundred and fifty years, it was light, smart, functional 
and strong - because 'that was the best we could do'. Today their 
craftsmen in Hanover, Pennsylvania, continue to handcraft chairs that 
are so strong they are passed down through generations – that’s how 
Emeco defines ‘sustainability.’

Emeco is leading the industry, exploring and innovating ways to use 
consumer and industrial waste and environmentally responsible 
resources to create and build simple, timeless furniture. To inspire 
that commitment, they work with the world’s best designers and influ-
ential corporations including Philippe Starck, Norman Foster, BMW, 
Frank Gehry, Coca-Cola, Jean Nouvel, Konstantin Grcic, Nendo, and 
Jasper Morrison to make chairs that live up to the standards inherited 
from Emeco's founders - with a vision to make a difference.



Business Model Canvas of EMECO

Key Partners Key Activities Value Propositions Customer Relationships Customer Segments

Channels

Revenue StreamsCost Structure

Key Resources

Philippe Starck
U.S. Navy
BMW
Coca-Cola
Jean Nouvel
Barber & Osgerby
Sam Hecht and Kim Colin
Jasper Morrison
Nendo
Konstantin Grcic
Christophe Pille
Michael Young
Ettore Sottsass
Norman Foster

Product Development
Continuous Innovations
Collaboration with Famous Designers
Manufacturing
Marketing and sales
Branding

Emeco explores and innovates ways to use 
consumer and industrial waste, and envi-
ronmentally responsible resources to 
create and build simple, timeless furniture 
that last. 

Customer Service
Warranty

Middle-High Class
Businesses
Furniture Distributors

Design
Factory
Websites
Employees
Technology
Brand

Bi-monthly Newsletters
Emeco Press
Website
Word of Mouth
Social Media

Product Development
Maintenance of the Website
Research and Development
Taxes
Manufacturing Costs
Labor Costs

Products Sales



SWOT Analysis of EMECO

S W O T
Lower Priced Furniture Brands
Growth of Sustainable Furniture 
Brands
Sustainable Awareness Growth of 
Large Furniture Brands

Untapped Markets
Appealing Shopping Experience
Advertise on Social Media
Unique Design 
Explore More Recycled Materials

No Physical Store
Standard Design
High Manufacturing and Labor Cost
Not Enough Advertising

High-Quality
Warranty
Timeless Design 
Sustainable Development

SWOT analysis is a strategic planning technique used to help the researcher identify
strengths, weaknesses, opportunities, and threats related to business competition and project planning.



Second-Hand Furniture Stores

Two Women and A Warehouse Rumor Has ItSavannah Furniture Consignment

2819 Bull St, Savannah, GA 31404

Two Women and a Warehouse occupies over 7,000 sq. ft. of space 
in Ardsley Park, and includes over 20 vendors who specialize in 
painted furniture, creative artwork, and fun home furnishings. The 
store is lively, colorful and a favorite stop for designers, college 
students, and those in search of retro decor and creative vintage 
furniture.

104 US Highway 80 W, Pooler, Georgia

Rumor Has It Used Furniture sells high end used furniture and 
more at great prices. Rumor Has It Used Furniture gets and finds 
furniture that their customer wants and looks for. 

7501 Abercorn St, Savannah, GA 31406

Savannah Furniture Consignment helps people recycle home 
furnishings, while helping others find something totally "new" for 
their space. Savannah Furniture Consignment does their very best 
to accept only the best quality furniture and more in their show-
room. They take the time to inspect every item thoroughly, clean it 
and make any minor repairs prior to placing it on display.



Business Model Canvas of Second-Hand Furniture Stores

Key Partners Key Activities Value Propositions Customer Relationships Customer Segments

Channels

Revenue StreamsCost Structure

Key Resources

Refurbishers
Estate Sales
Individual Sellers
Dealers
Movers
Delivery companies

Answering questions
Rearrange stage
Deliver furniture 
Repair furniture
Buying furniture 

We resale, reuse, repurpose, repair and 
refurbish furniture. We help people recycle 
home furnishings, while helping others find 
good quality furniture with affordable price. 

Customer Service Local customers
Tourist

Store
Websites
Employees
Trucks

Emails
Website/Facebook page
Word of Mouth
Phone

Rent
Maintenance of the Website
Furniture Purchasing
Taxes
Repair and Refurbishe Costs
Waste and Management Costs

Products Sales



A E I O U

AEIOU Analysis of Second-Hand Furniture Stores

Answering Questions for 
customers

Inside
In the aisle

Customer walks to the em-
ployee at the front desk

Customer describes the 
furniture and asks for price

Employee walks with the 
customer to the furniture

Employee checks if there is 
a price tag

Employee walks back to 
front desk

Employee makes a call to 
the dealer, asks for price

Employee tells the custom-
er the price

Price Tag
Phone

Customer
Employee
Dealer

Sep.27     1:00 PM - 2:00 PM
Two Women and A Warehouse



A E I O U

AEIOU Analysis of Second-Hand Furniture Stores

Checking out for a customer Inside and Ourside
In front of the front desk

Customer walks to the em-
ployee at the front desk 
with a price tag

Customer shows the price 
tag and offer to buy

Employee entering infor-
mation into a computer

Customer pays with a debit 
card

Employee gives receipt to 
the customer

Employee walks with the 
customer to the furniture

Employee helps the cus-
tomer move the furniture to 
her truck

Price Tag
Computer
Debit Card
Receipt
Truck

Customer
Employee

Sep.27     1:00 PM - 2:00 PM
Two Women and A Warehouse



Survey

Total responds of 68



Survey

Total responds of 68



Survey Insights

Total responds of 68

56.7% of participants buy second-hand furniture from Face-
book Marketplace

58.3% of participants buy second-hand furniture  from 
Friends

66.7% of participants think the cleanliness 
of furniture turns them off from buying sec-

ond-hand furniture

91.9% 
of participants sell used furniture to get some money

59.5% of participants think it is time costing to com-
minicate with buyers

56.8% of participants find it is hard to full fill delivery demand 
for buyers



Interviews

Owner of Two Women and A Warehouse

Owner of Rumor Has It

Owner of Savannah Furniture Consignment

In-Person Interview

In-Person Interview

In-Person Interview

Individual Seller

Small Second-hand Furniture Business Owner

Individual Buyer

Tianming Guo

Caroline Li

Ali Alavi

Phone Interview

Phone Interview

In-Person Interview

Danis Cheng

Zach Norman

Justin Bailey

In-Person Interview

Phone Interview

Phone Interview

Ziyan Zhao In-Person Interview

Vako Darjania Phone Interview

Lu Pan Phone Interview

Frederic Spector

Bill Lee

In-Person Interview

Phone Interview

Total of 14

Experts

Large Furniture Companies



Discussion Guide-Large Furniture Companies
Introduction
Thank you very much for meeting with us today to discuss furniture resale with me. I am currently working on my final Master project which aims to improve the furniture 
resale market with improved sustainability, long-term strategies and convenience for second-hand furniture consumers. We are here to learn more about you and your com-
pany so that we can best meet your needs. We aren’t here to sell you anything and your information will be kept strictly confidential. 
Since your views are extremely important to us, we’ll be taking notes today, but at this time, I would like to get your permission to record this conversation.  At any time, let 
me know if you would like the recorder off.  I will be moderating the visit and my associate will be the note taker, however it helps us to record this conversation because we 
cannot catch everything.

Ice break: Tell me about yourself
1.  What is your role within the XXX?
2. How long have you worked in XXX?
3. Can you tell me about the current projects you are working on?
4. What sustainable approach does XXX company is currently doing?
              ‘Could you say some more about …?’
5. What benefit does this project brought to the XXX company?
6. What benefit does this project brought to the world?
7. Where do you think this project is leading the company to? 
8. The resale market is growing fast. How do you feel about the furniture resale market?
              ‘What do you mean by that . . .?’
9. When talks about the furniture resale market, what do you think about first? 
10. Do you see a future of XXX company entering the furniture resale market?
              ‘Why/Why not?’
11. How can furniture resale market benefit XXX company?
              ‘Could you say some more about …?’
12. What would be the challenges and barriers from XXX company entering the furniture resale market?
13. What do you wish the XXX company could do for sustainable development?
              ‘Could you say some more about …?’
14. Anything else you’d like to share that we haven’t covered?



Discussion Guide-Second-hand Consumers
Introduction
Thank you very much for meeting with us today to discuss your experience of furniture resale. I am currently working on my final Master project which aims to improve the 
furniture resale market with improved sustainability, long-term strategies and convenience for second-hand furniture consumers. We are here to learn more about you so 
that we can best meet your needs. We aren’t here to sell you anything and your information will be kept strictly confidential. 
Since your views are extremely important to us, we’ll be taking notes today, but at this time, I would like to get your permission to record this conversation.  At any time, let 
me know if you would like the recorder off.  I will be moderating the visit and my associate will be the note taker, however it helps us to record this conversation because we 
cannot catch everything.

Ice break: Tell me about yourself
1.  Tell me about your job (income level)
2. Can you describe a little about the current furniture in your house?
             ‘Do you have photos that you can show me?’
3. In general, when you want to get away with one piece of your furniture, what do you think first?
4. What do you think about furniture resale/reuse?
             ‘What do you mean by that . . .?’
5. Why did you come to resale/reuse?
6. How is your last experience with furniture resale/reuse?
             ‘Could you say some more about …?’
             ‘Tell me about the process.’
7. Can you tell me about how you interact with the seller/buyer?
8. What problems have you run into when buying/selling a second-hand furniture?
9. What went well?
             ‘What do you feel were the people, things, or tools that helped this go really well?’
10. How do you feel after you resale/reuse?
11. Can you tell me about the last time you trashed a piece of furniture?
             ‘How did you decide to trash it?’
             ‘Tell me about the whole process.’
12. How do you feel after you trashed the piece of furniture?
13. What would you value most during the process of getting away with one piece of your furniture?
14. Anything else you’d like to share about your experience that we haven’t covered?



Experts Interviews Highlights

Frederic Spector

Bill Lee

In-Person Interview

Phone Interview

Director, Education Environments at Steelcase

President at Frederic Spector Design Studio and 
Associate Chair Furniture Design department SCAD

”There are different aspects of recycle and reuse furniture. 1. Just bringing the product back 
in.  2. Rescue the materials of it.  3. Repair and repurpose the furniture “

“We do not have a formal program to recycle furniture. I don’t know anyone does. ”

“Normally. Companies sustainable departments is mainly focus on making sure everybody is 
following the regulation. Very basic.”

“There is not a lot of resale set up around residential furniture. But there is a big market with 
office furniture.”

“Residential furniture are not made as well as the office furniture to last longer.”

“There is no use standard for residential furniture to meet to get into the market.”

“Residential furniture is more trendy, and easy to get out of style.”

“Finishing is important to furniture.Used furniture always lost of good finishings.”



Empathy map of Individual Seller

Using the user groups that were defined earlier, I built three empathy maps for three differ-
ent targeted user groups: Individual second-hand furniture buyers, individual second-hand 
furniture sellers and small second-hand furniture business owners. By mapping what they 
see, hear, say & do and think & feel, I began to discover insights that could cater to them. 
Part of this process also involved with affinity mapping by doing it on the working walls and 
clustering the data points for each different empathy map. 



Individual Seller

I hope there are less flakey customers 
Time wasting when people ask to physically see it, then they decided to leave it

Clearer takeaways of the portion sale from the online marketplace
Do not want to help with the move and delivery

Troublesome to meet and reschedule with no-shows
Do not like talking to impolite/bad tone buyers

Willing to get some money back

Think & Feel

Hear See

Say & Do

Buyers asking for after-sale service
Buyers saying the furniture is not matching with the pictures

I put low-valued furniture next to a dumpster 
Long communication time

Worried about safety issues when people entering their house
Cash is the only safe and convenient way to pay

Do want to put too much effort on this
Wait till a good time to post sell

Used online marketplace and apps to sell
Try to be specific of conditions of the furniture

Try to be clear on the dimension of the furniture 
Lower price for friends and family
Compare price with other sellers

Reduce price from the original price
Don’t know how to price items

Buyers transport furniture with improper transportation
“Free” furniture got gone fast

No-show customers
Friends ask to help them sell furniture

Could not reply message from the online marketplace in time

Empathy map of Individual Seller

Hard to find buyers
Rather give away than throw it

Unpredictable communication time 
I hope to take better images
Feel released after selling 

Empathy map allows me to step into the 
shoes of my targeted audience. Empathy map 
helps me to understand the deeper motiva-
tions and desires of consumers and begins to 
point in the direction of an ultimate solution. 



Ross Morris
Outgoing  |  Friendly  |  Organized

Age: 75
Gender: Female

Occupation: Retired
Hometown: Iowa City

Status: Married

“I like to be clear with my furniture conditions. I try to take as many pictures 
as I can and post them online. I love the fact that I can talk to people online.”  

Persona for Individual Seller

Bio
I am an old lady who owns a lot of things. I used to like fill in my house with a lot of furniture and 
households. One day, I suddenly found myself living in a fulling compacted house. So I decided to 
sell a few pieces of my furniture. I am learning how to use computer and surfing online recently. I 
like to talk with people and I opened my Facebook account last year. Now, I am connected with my 
grandchildren and friends online.

Feature

Income

Available Time

Goals
Be connected with friends and family
Learn to use computer
Get rid of a few pieces of furniture

Frustration
Slow typer
Web page layout always change
Presbyopia

Life Style



Taylor Mason
OSelf-Motivated  |  Independent  |  Empathetic

Age: 30
Gender: Female

Occupation: Human Resources
Hometown: Detroit

Status: Single

“I am very busy at work, and I work with a lot of people. But I really enjoy 
being home alone. I feel my apartment is my own little world.”  

Persona for Individual Seller

Bio
I live alone. I like to play Rubik's cube and Ping Pong. But I don’t have a lot of time playing those at 
home. Recently, I am planning on moving to a new apartment that is closer to my work. The new 
apartment is going to be smaller, so I have to sell a few pieces of furniture. I hope this won’t take 
too much time. 

Feature

Income

Available Time

Goals
Be more motivated with work
Promotion
Move to new apartment alone

Frustration
Busy at work
Tired of talking with so many people
No spare time

Life Style



Pains and Gains of Individual Seller

Money back
Get away with 
unwanted 
furniture

Could not reply 
message from 
the online mar-
ketplace in time

Impolite/bad 
tone buyers

No market 
price

Flakey 
customers

Help with the 
move and 
delivery

No-show 
customers

Time wasting 
when people 
ask to physical-
ly see it, then 
they decided to 
leave it

Pains

Safety issues 
when people 
entering their 
house

Unpredictable 
and long com-
munication time

Gains Win-Win with 
buyers



Empathy map of Small Second-hand Furniture Business Owner

Using the user groups that were defined earlier, I built three empathy maps for three differ-
ent targeted user groups: Individual second-hand furniture buyers, individual second-hand 
furniture sellers and small second-hand furniture business owners. By mapping what they 
see, hear, say & do and think & feel, I began to discover insights that could cater to them. 
Part of this process also involved with affinity mapping by doing it on the working walls and 
clustering the data points for each different empathy map. 



It is hard to ensure furniture quality from dealers and customers 
I like how my business could help make an impact on the environment and be able to see valuable furniture got reused

It is tiring to rearrange and move furniture all the time
Our customers are mostly from local

The old furniture is made with better quality
The store experience is making a difference

 Some kind of pieces of furniture are hard to sell
It is hard to find good quality furniture than before

Think & Feel

Hear See

Say & Do

Customers start to think consignment stores have good quality furniture
Customers are looking for the lowest price

Rearrange helps customers to see more items
A lot of stores do not offer pick-up services

People don’t know what to do with unwanted furniture
People know our store after we been here a long time

New furniture stores order from a catalog
To dump and trash furniture as a business is costly

We purchase from our customers
We have oral requirements of our furniture

We refresh our furniture after several weeks
We make our store looks nice with matching styles

We hold events and activities to connect with our customers
We don’t spend time on just one piece of furniture

When an item does not sell, we mark it down till it is gone
I got the opportunity to refresh my house more often

We also offer some side service, such as renting and painting furniture

Shipping is expensive
Used furniture + Shipping is still cheaper

People come in to sell their furniture to us
Dealers and we both repair furniture

Second-hand furniture stores are labor-intensive
We usually sell in 6-weeks

Words of mouth help us get more customers
Most of our customers are from local

We have a lot of repeat customers 
Requirements of quality brings us better sales

Customers become our friends

Small Second-hand Furniture Business Owner

We trash unfixed furniture
We offer clean service

We do not have written standards
We keep our price medium

I buy and use second-hand furniture
We buy from a lot of sources

Our main cost is furniture purchasing
We become friends with dealers and customers

Empathy map of Small Second-hand Furniture Business Owner

Customers couldn’t find their aims piece
We need more ways to advertise

Rearrange helps us get more customers 
We want unique and quality furniture

Empathy map allows me to step into the 
shoes of my targeted audience. Empathy map 
helps me to understand the deeper motiva-
tions and desires of consumers and begins to 
point in the direction of an ultimate solution. 



John Davis
Thoughtful  |  Friendly  |  Organized

Age: 51
Gender: Male

Occupation: Consignment Store Owner 
Hometown: Savannah

Status: Married

“I enjoy being a furniture store owner. I got the chance to refresh my house 
much more frequently. And people like my store, they find good deals from 

my store, and I help people recycle and resale their unwanted furniture.

Persona for Small Second-hand Furniture 
                                              Business Owner

Bio
I live in a city full of history. I love the architecture and furniture style here. So I opened my fist busi-
ness-furniture consignment store.I know people from local and they bring in furniture to sell at my 
store. So I don’t need to purchase furniture myself. I take 40%-50% of the profit and I am growthing 
big after 3 years. I am planning on enlarge my store, and attract more dealers and customers.

Feature

Income

Available Time

Goals
Enlarge store
More dealers and customers
Improve quality of life

Frustration
Manage both dealers and customers
Control quality of furniture
Advertise

Life Style



Olivia White
Outgoing  |  Confident  |  Fun Loving

Age: 75
Gender: Female

Occupation: Retired
Hometown: Iowa City

Status: Married

“I make sure furniture in my store is cleaned and with no major damage. We 
are not a thrift stores, I refuse 30% of the furniture that people bring to me”  

Persona for Small Second-hand Furniture 
                                              Business Owner

Bio
I opened the business because I needed a place to sell my unwanted furniture. Then, my friends 
sent me their furniture to me. Then all of our neighbors came in and sold me their furniture. Now, 
I have been here for more than 6 years. Everyone in the town knows us. My main cost every day is 
purchasing furniture.

Feature

Income

Available Time

Goals
Be connected with friends
Bring neighbors convenience and good deals

Frustration
Low energy
Hard to find good quality furniture than before
Can’t move furniture around by myself

Life Style



Pains and Gains of Small Second-hand Furniture Business Owner

Good impact 
on environment

Friendship with 
customers and 
dealers

Getting more 
and more 
customers

Opportunity to 
refresh one's 
own house

Make a profit

Repeat 
customers 

No standards of 
acceptable 
furniture 

Tiring to 
rearrange 
and moving 
furniture all 
the time

Some kind of 
pieces of 
furniture are 
hard to sell

Customers 
think they are 
thirft stores

It is harder to 
find good quali-
ty furniture 
than before

No efficient ways 
to advertise

To dump and 
trash furniture 
as a business is 
costly

Pains

Furniture pur-
chasing costly

Win-Win with 
customers Limited customer 

source

Hard to ensure 
furniture quality Gains



Empathy map of Individual Buyer

Using the user groups that were defined earlier, I built three empathy maps for three differ-
ent targeted user groups: Individual second-hand furniture buyers, individual second-hand 
furniture sellers and small second-hand furniture business owners. By mapping what they 
see, hear, say & do and think & feel, I began to discover insights that could cater to them. 
Part of this process also involved with affinity mapping by doing it on the working walls and 
clustering the data points for each different empathy map. 

By Yueqi Wang



Would like to know more about the previous owner
Feel awkward when buying from friends and bargaining with them

Like to buy a high-quality product with a lower price
I feel used furniture has better quality than new furniture nowadays

I worried about the cleanliness of the used furniture
Need to see the furniture in person before deciding to buy

Worried about the unknown damage that the seller didn’t tell
I hope there is a unified market for reassurance of purchase

Think & Feel

Hear See

Say & Do

My friend tells me her friend was selling furniture

Need to rent trucks to deliver
Buy from the last roommate because of convenience

Prefer lower-priced and affordable furniture
Don’t know what an appropriate price is

Regrets buying, but cannot return
Likes to buy unique furniture that other people don’t have

Don’t like to assemble furniture
Always compare with the original price

The condition doesn't match with pictures online
Impulsive Buying 

The second-hand camera market has a standard distinguish levels of quality
Pictures are always unclear

Used furniture always comes with a unique style
Some used furniture are expensive

Individual Buyer

Empathy map of Individual Buyer

Impulsive Buying 
Prefer practical furniture

Time Costing to negotiate
Making sure the furniture is cleaned

Looking for long-lasting furniture
Looking for comfortable furniture
Ask to physical see the furniture

Timecosting to look online

Not sure about the price/value of the used furniture
A Standard evaluating system is needed

Don’t like haggling or bargaining
I hope there are cheaper refurbishment service

Need to buy from verified and trustworthy sellers  
Need help with delivery

Empathy map allows me to step into the 
shoes of my targeted audience. Empathy map 
helps me to understand the deeper motiva-
tions and desires of consumers and begins to 
point in the direction of an ultimate solution. 



Elijah Johnson
Focused  |  Responsible  |  Sober

Age: 25
Gender: Male
Occupation: Student
Hometown: Seattle 
Status: Single

“I am excited about my new life in Los Angeles. I am looking for connections 
and friends in Los Angeles. Everything is going to be amazing.” 

Persona for Individual Buyer

Bio
I got an offer for my graduate school. I am moving from Seattle to Los Angeles very soon. I know 
the cost of living in Los Angeles is high. I need to be ready.  I found an apartment online and they 
don't offer any furniture with it. So I am planning on buying some second-hand furniture to save 
spending. 
`

Feature

Income

Available Time

Goals
Move to Los Angeles
Be ready for graduate school
Save spending

Frustration
High cost of living in Los Angeles
Limited time to move
Don’t know anyone in Los Angeles

Life Style



Allen Walker
Focused  |  Responsible  |  Sober

Age: 40
Gender: Female
Occupation: Chartered Accountant
Hometown: New York City
Status: Married

“I never thought of buying from a consignment furniture store. Now, I only 
want to buy from a consignment store. They have much higher quality of fur-
niture than I imagined, and most importantly is with an affordable price.  

Persona for Individual Buyer

Bio
I was born in New York City. I know everything is expensive here. When I move out from my family, 
I brought some low-medium class furniture for my apartment and used them till now. Last week, 
I randomly walked into a consignment furniture store. And I found a lot of good quality furniture 
pieces that are selling with not even the half of its original price. I am planning on change me 
whole set living room furniture.

Feature

Income

Available Time

Goals
Promotion
Improve life quality

Frustration
High cost of living in New York City
Have no transportation to move large furniture
Don’t know what to do with the old furniture

Life Style



Pains and Gains of Individual Buyer

High-quality 
product with a 
lower price

Unique furni-
ture and 
unique style

Affordable
price

Impulsive 
Buying

Unknown 
damage

No market 
Price

Feel awkward 
when buying 
from friends 
and bargaining 
with them

Cleanliness

Delivery

Pains

Timecosting to 
search and look

Win-Win with 
sellers

No returns

GainsNo standard 
evaluating 
system

Haggling and 
bargaining

The condition 
doesn't match 
with pictures 
online

Unclear
pictures



Part C
Concepts Development



The User Values

Easiness 

Time Efficient Quality of Life

Affordable Price Profitability

Fun and Connection

Brand Image

Sustainable



Value Proposition Canvas

The Value Proposition 
Canvas is a tool which can 
help ensure that a product or 
service is positioned around 
what the customer values and 
needs.
I used this tool to sort out my 
pains and gains into pain 
relievers and gain creators. 



Value Proposition Canvas

Limited num-
bers of furni-
ture getting 
trashed

Verified/ 
Trustful cus-
tomers

Face-face 
sales

Channel for 
complaints

After sale 
service

Efficient 
communi-
cation ways

A standard 
market price 
suggestion

Gains

PainsPain Relievers
Gain Creators

Could not reply 
message from 
the online mar-
ketplace in time

No market 
price

Flakey 
customers

Help with the 
move and 
delivery

Time wasting 
when people ask 
to physically see 
it, then they 
decided to leave 
it

Safety issues 
when people 
entering their 
house

Unpredictable 
and long com-
munication time

Money back
Get away with 
unwanted 
furniture

Win-Win with 
buyers

High-quality 
product with a 
lower price

Unique furni-
ture and 
unique style

Affordable
price

Impulsive 
Buying

Unknown 
damage

No market 
Price

Feel awkward 
when buying 
from friends 
and bargaining 
with them

Cleanliness

Delivery

Timecosting to 
search and look

Win-Win with 
sellers

No returns

No standard 
evaluating 
system

Haggling and 
bargaining

The condition 
doesn't match 
with pictures 
online

Unclear
pictures

No-show 
customers

Good impact 
on environment

Friendship with 
customers and 
dealers

Getting more 
and more 
customers

Opportunity to 
refresh one's 
own houseMake a profitRepeat 

customers 

No standards of 
acceptable 
furniture 

Tiring to 
rearrange 
and moving 
furniture all 
the time

Some kind of 
pieces of 
furniture are 
hard to sell

Customers 
think they are 
thirft stores

It is harder to 
find good quali-
ty furniture 
than before

No efficient ways 
to advertise

To dump and 
trash furniture 
as a business is 
costly

Furniture pur-
chasing costly

Win-Win with 
customers 

Limited customer 
source

Hard to ensure 
furniture quality

Impolite/bad 
tone buyers

Warranty

Consignment 
service

Security 
assurance

Affordable 
priced furni-
ture

Increase sus-
tainable 
awareness

Unity of phe-
nomenon 
truth and 
essential truth

A standard of 
second-hand 
furniture con-
dition

Explore more 
range of 
users and 
customers

No need to 
purchase 
furniture 
before selling

Larger range 
users and cus-
tomers

Cleaning ser-
vice and stan-
dards

Higher require-
ments of furni-
ture quality

Enhance 
publicity

High quality 
furniture with 
an affordable 
price

Brand identity

Essay access 
to affordable 
furniture Second-life 

usage of used 
furniture

Variety 
choice of 
furniture

Personal 
customer 
services

A profitable 
way of sell-
ing

Larger range 
of users and 
customers

Long-time 
relationships 
with custom-
ers

Closely related 
customer rela-
tionships

Diversity of 
available furni-
ture styles and 
brands

Benefits 
different 
user groups

Diversiform 
shopping 
experience

Cozy shopping 
experience



Pain Relievers and Gain Creators Clustering

Efficient com-
munication

Consignment High quality 
furniture with 
an affordable 
price

Empathic reli-
able customer 
service

Cozy and 
Diversform 
shopping expe-
rience

A standard of 
cleanliness, 
market price, 
usage of sec-
ond-hand furni-
ture

Increase sus-
tainable aware-
ness and usage 
of second-hand 
furniture

Trustful larger 
range of users 
and customers

Profitability Publicity of 
branding and 
diversity of 
choices

Physical Sale Security 
Assurance

I mixed all the pain relievers and gain creators together, and cluster them into 12 categorizes. This helped me 
get to my design criteria. 



Blue Ocean Stragigy: Four Action Framework

Eliminate Reduce Raise Create

Pain Relievers Gain CreatorsHigh

Low Customer Value Curve

Haggling and bargaining

Unclear pictures 

Unknown damage

Impulsive Buying

Delivery Costing

Bargaining and waiting time

Furniture Waste (Landfill)

Time spend on search and look
Cleanliness of furniture

Quality of customer service

A standard evaluating system

Efficient ways to advertise

Connections between sellers & buyers

Affordability of customers

Awareness of choosing/pro-
ducing long-lasting furniture

Fast-fasion furniture
(Low-quality Furniture)

Long-lasting furniture

Efficient 
communication

Consignment

High quality 
furniture with 
an affordable 
price

Empathic 
reliable cus-
tomer service

Cozy and 
Diversform 
shopping 
experience

A standard of 
cleanliness, 
market price, 
usage of sec-
ond-hand furni-
ture

Increase sus-
tainable aware-
ness and usage 
of second-hand 
furniture

Trustful larger 
range of users 
and customers

Profitability

Publicity of 
branding and 
diversity of 
choices

Physical 
Sale

Security 
Assurance

Profitability



Design Criteria

M

S

C

1. Easy and convenient access to variety styles and brands of evaluated quality furniture
2. Increasement of Sustainable awareness

1. User-centered service and shopping experience
2. Protected deals

1. Physical store/market
2. Commission service
3. Security assurance

ust Have

hould Have

ould Have



Creative Matrix Workshop

Goal of activity: Brainstorming ideas and co-creation.

Required Materials: large white paper, printed design criteria, printed personas, markers, sticky notes

Expected outcome: Many brilliant ideas. 



Prioritization 2x2 Matrixes

Then, I used the strategy of Prioritization 2x2 Matrixes to help me sort out all the brilliant ideas. I want my con-
cept to be feasible, profitable, usable, desirable and have a long-time benefit. So, I did three matrixes, which are 
“Feasibility VS Terms of benefits”, “Profitable VS Affordable”, “Usable VS desirable”. 

“Feasibility VS Terms of benefits” “Profitable VS Affordable” “Usable VS Desirable”



Prioritization 2x2 Matrix 

Concepts that is at the upper right corners are selected. The highlight area 
contains concepts that has high feasibility and long-term benefits. 



Prioritization 2x2 Matrix 

Concepts that is at the upper right corners are selected. The highlight 
area contains concepts that has high profitability and affordable for 
customers. 



Prioritization 2x2 Matrix 

Concepts that is at the upper right corners are selected. The highlight 
area contains concepts that is desirable and usable. 



Concept Integration

By integrate some concepts together into one concept, the idea got innovated and upgraded. I thought 
about how this concept can be the next step for the other concept. The numbers of concepts went 
from 14 down to 7. 



Seven Concepts Selection Workshop
Oct.23 7:00 PM
Total of Participants: 5
Goal of activity: Selecting concepts that best fits the design criteria 
Agenda: 
02 mins – Introduction of project 
02 mins – Introduction of Workshop Agenda
04 mins – Explanation of the Design Criteria
06 mins – Explanation of each concept 
10 mins – Rating for each concept
05 mins – Additional comments sharing 
Required Materials: White Board, Marker, Sticky Notes
Expected outcome: Sort out 3-5 best-fits concepts
Insights: Participants could understand most of the concepts. Since the concepts are not refined and further 
developed, some of the participants could not ensure if they can fit for the criteria. Participants were asking 
questions for detailed information of each concepts. 



Seven Concepts Selection Workshop

Participants were asked to rating con-
cepts base on the design criteria. 
There is total of 7 criteria listed and 
divided by “Must Have”, “Should 
Have”, “Could Have”. The maximum 
score of “Must Have” is 47, “Should 
Have” is 35, and “Could Have” is 18, 
which are divided based on the impor-
tance of the criteria. 
After the workshop is completed, I 
calculated the total number for each 
concept and rinsed the least scored 4 
concepts, kept 3 winner concepts. 



Concept 1: Furniture Company’s Circular Economy

Primary Target Audience: Large furniture company

Secondary Target Audience: Individual furniture buyers (including 
second-hand buyer and first-hand buyers) and individual second-hand sell-
ers

“Furniture Company’s Circular Economy” is a concept that creates a circu-
lar economy for furniture industry. Large furniture company produce new 
furniture and sell to customers. Customer use the furniture until they do 
not want it. Then, the customer sends back the used furniture to the same 
company, and they get some equal valued vouchers from the large furni-
ture company for them to buy another new furniture. The used furniture 
can either be refurbished and repaired, or be recycled into materials for 
manufacturing new furniture. The refurbished and repaired used furniture 
will be send to the resale market. Later, after the used furniture being sold, 
the large furniture company will get the income. 

“Furniture Company’s Circular Economy” is a business model that is de-
signed for more capable large furniture companies, such as IKEA, West 
Elm, Ethan Allen. This concept can work in two ways. 
1. The large furniture company adapt base on their branding, and value 
proposition. 
2. Start a new company that provide this kind of service to large furniture 
companies. 



Concept 2: Collaboration Store

Partners: Charity Organization, Furniture Brands, Small Second-hand 
Furniture Store Owners…

Target Audience: Individual furniture buyers (including second-hand 
buyer and first -hand buyers). 

“Collaboration Store” is a concept that connects charity organization, 
furniture Brands, small second-hand furniture store owners, second-hand 
furniture buyer, and first-hand furniture buyers all together. This physical 
store sells both second-hand furniture and new furniture, while having 
section for charity. This helps enlarge the range of customers and brings 
more profits. If a customer brought a piece of furniture from Brand I, 
Brand I will gift a discount voucher for him/her next purchase. This will 
help create brand loyalty. 
There is more possibility for this concept. Adding more kinds of shopping 
experience could be one of it. 1. There could be DIY session for custom-
ers to build their own furniture, using pieces from unfixable furniture or 
donated materials. 2. Holding different workshops 3. Delivery service 4. 
Cleaning service



Concept 3: Revelry of Interior design  

Partners: Furniture Brands, Interior Designers, Small Second-hand Fur-
niture Store Owners…

Target Audience: Individual furniture sellers, Individual furniture 
buyers (including second-hand buyer and first-hand buyers). 

“Revelry of Interior design” is a concept that helps buyers have a better 
vision of what they are buying. The platform provides many different inte-
rior styles that customer could select base on their preference. There will 
be similar style of furniture available for sell, both new and used furniture, 
after they click on the picture. There will be clear and detail photos of the 
furniture listed, that is taken by professional photographer who went to 
the owner’s house and took locally. This helps customers see the furni-
ture they are buying clearly and not be surprised by the condition. 



Three Concepts Storyboarding and Rose, Bud, Thorn Workshop
Oct.24 3:00 PM
Total of Participants: 6

Goal of activity: Deep understand the three concepts and find the possible factors of success, possible factors of failure, and explore some wow factors. 
Agenda: 
01 mins – Introduction of project 
02 mins – Introduction of Workshop Agenda
10 mins – Storyboarding while write Rose, Bud, Thorn for each step
02 mins – Overall concept Rose, Bud, Thorn
--  mins – Individual talks 
--  mins – Individual voting with design criteria

Required Materials: Concept Posters, Markers, Sticky Notes
Expected outcome: Sort out the most feasible and desirable concept to do
Insights: Almost every participant could understand the concepts. They spend around 3 mins to just read and think. This workshop helped me to discover different perspec-
tives of the same concepts. It let me find many possible success factors for each concept and made me think if there are ways to combine some wow factor of each con-
cept to one of the concepts.  There could be more space for the Rose, Bud, Thorn. More time is needed for the individual talks and voting process. 



Concept Selecting Process
Oct.24-Oct.27 Ongoing
Total of Participants: 6

Goal of activity: Deep understand the three concepts and find the possible factors of success, possible factors of failure, and explore some wow factors. 

Agenda: 
01 mins – Memory recovery of the Three Concepts Storyboarding and Rose, Bud, Thorn Workshop
--  mins – Individual talks 
--  mins – Individual voting with design criteria

Required Materials: Concept Posters, Markers, Sticky Notes
Expected outcome: Sort out the most feasible and desirable concept to do

Individual talks and individual voting with design criteria process is still ongoing. After sharing their thoughts on the concept posters that they were drawing, I explained the 
three concepts and my design criteria. I asked them to share thoughts on all three concepts. Participants are then asked to vote with total of 5 point. They need to vote base 
on my design criteria, and explain a little of why they vote for that much points for the concept.   

Concept 1: Furniture Company’s Circular Economy Concept 3: Revelry of Interior design  Concept 2: Collaboration Store

12 12 6



Part D
Business model generation



User Scenario

The sale of 
John’s sec-
ond-hand store 
has been slow 
recently

John is looking 
for ways to 
innovate and 
enlarge his 
business

John asks for 
friends’ opin-
ions

John looks up 
ideas online

John finds the 
idea of “The 
Collaboration 
Store”, and buys 
the Guide Book

Why is that?

We can encour-
age store owner 
to prevent the 
decline from 
being the begin-
ning

The 
decline of 
Brick-and-
Mortar.

What cause the 
business going 
into a decline?

Where should 
John look?

Propagating 
enlarging by 
network to self 

My concept can 
serve as an 
innovation plan 
for users

How can we let 
users to know 
us?

Show advan-
tages of using 
our business 
model

Scenario 
description

Question Idea

Comments & 
What will my 
concept does for 
the user

What can we do 
to use the word 
of mouth as our 
advertisement?

Increase word of 
mouth willing-
ness

Maybe John 
can hear of “The 
Collaboration 
Store” from an 
expert friend

Why John 
choose to ask a 
friend?

Who is the 
friend?

Show advan-
tages of using 
our business 
model

Use word of 
mouth effect

Where will John 
look for?

Maybe there 
could be a 
blog-post place 
for business 
model

“The Collabora-
tion Store” 
business model 
should appear 
quick online

How do “The 
Collaboration 
Store” use the 
propagandistic 
of internet?

Maybe “The 
Collaboration 
Store” has its own 
website & appears 
on the top 3 
search results of 
Google

There can be 
previous success 
example of others 
who used “The 
Collaboration 
Store” business 
model

How did John 
find it?

He could also 
find helps with 
applying the 
idea at the same 
time

“The Collabora-
tion Store” should 
show the advan-
tages and disad-
vantages of 
applying the idea.

What else 
appears at the 
same time?

“The Collabora-
tion Store” 
should show 
the possible 
difficulties

He could find 
comments and 
suggestions of 
applying the 
idea



John asks 
experts for feasi-
bility of the “The 
Collaboration 
Store”

John make his 
own business 
plan with the 
business model 
of “The Collabo-
ration Store”

John applies 
the business 
plan

John’s store 
got popular 
and succeed

Who is the 
expert?
How will John 
find the 
experts?

There could be 
experts list that 
users could ask

The same basic 
business model of 
“The Collaboration 
Store” is needed to 
be adjusted before 
applying to differ-
ent stores base on 
their situation.

How will he 
communicate 
with the experts?

Why does he 
want to create 
his own busi-
ness plan?

There might be 
some sugges-
tion paths that 
he can adopt 
easily base on 
his situation

“The Collabora-
tion Store” will 
give sugges-
tions base on 
his situation

What needs to be 
considered while 
he is making the 
plan?

“The Collabora-
tion Store” 
offers contacts 
to users for 
partnership.

What difficulties 
will he face 
when applying?

Maybe there 
could be some 
outside helps 
that John could 
get from the 
website.

“The Collaboration 
Store” will indicate 
possible difficul-
ties and possible 
solutions of those 
difficulties

How can he 
overcome them?

There could be 
discussion 
groups for 
owners like him

What is his key 
of success?

There could be 
some after 
service

“The Collaboration 
Store” will send him 
an email asking if he 
would like to share 
his story with other 
owners just like him 
before.

What could be 
his next enlarge 
plan?

Maybe John could 
receive some 
manage strategy 
advise form “The 
Collaboration 
Store”

There could be 
suggestions of 
user needs to 
ask experts for 
advice before 
applying the 
idea

There could be a 
place where he 
could find help 
from exert 

“The Collaboration 
Store” could ask him 
if he would want to 
register and become 
an expert to help 
others with this 
business model

User Scenario



John applies to 
become experts 
for “The Collab-
oration Store”

User Scenario
Possible Extention of Concept Service

John takes an 
expert test 
online and inter-
view with “The 
Collaboration 
Store” 

John passes 
the test and the 
interviews, and 
he starts to help 
start-ups. 

John and other 
owners make 
progress 
together and 
share their 
experience. 

John and other 
owners become 
friends.



SWOT Analysis 

SWOT analysis is a strategic planning technique used to help the researcher identify strengths, weaknesses, opportunities, and threats related to business competition 
and project planning.

S W O T
Partnership

Workshops

Shopping Experience

Variety of Furniture

High Cost of Bricks and 
Mortar
Low Accessibility for 
Non-local

Build partnerships with 
both large & small furniture 
brands

Online platform
Partner with furniture de-
signers

Unstable partnerships



Introduction of The Collaboration 

The 
Collaboration
Store

“The Collaboration Store” is a new business model that helps to achieve a sustainable and long-term 
market for the furniture industry. It connects many furniture brands, small second-hand furniture 
store, charity organizations, furniture refurbishers, and local recycle centers all together. This physical 
store sells both second-hand furniture and new furniture, while having sections for charity, workshops 
and refurbishment and repair. 

value proposition
For furniture buyers who are facing challenges in selecting the best quality furniture with an affordable price, the concept of The Collaboration Store will offer easy and conve-
nient access to variety styles and brands of evaluated quality furniture, including new and used. The Collaboration Store does this by providing user-centered service and 
shopping experience. Unlike traditional furniture consignment stores, The Collaboration Store increases sustainable awareness, and benefits all stakeholders, including con-
sumers, the store owners and some large furniture brands. 



The 17-Step Process is number-one strategy of high-performance brands, 
by Marty Neumeier. In this process, the brand developers are challenged to 
evaluate how their business models are deviating from the norm to create 
“zag”. 

Zag of The Collaboration Store

WHO ARE YOU?

We are the bridge of new 
and used furniture 

WHAT DO YOU DO?

We offer easy and conve-
nient access to variety 
styles and brands of evalu-
ated quality furniture, 
including new and used.

WHAT’S YOUR VISION?

A sustainable and 
long-term furniture market

WHAT WAVE ARE YOU RIDING?

Circular Economy, Sustain-
ability, Co-Creation.

WHO SHARES THE BRANDSPACE?

Furniture companies, Second-hand furni-
ture stores

WHAT MAKES YOU THE “ONLY”?

We are the only store that benefits all stake-
holders, including large and small furniture 
companies, second-hand furniture stores, 
individual buyers and seller. We also pro-
vide unique workshops to connect with our 
customers. 

WHAT SHOULD YOU ADD OR SUBTRACT?

We should add more services that help the 
store be more accessible for non-local. 

WHO LOVES YOU?

Furniture buyers who are facing challenges 
in selecting the best quality furniture with 
affordable price.



Zag of The Collaboration Store

HOW DO PEOPLE ENGAGE WITH YOU?

Physical Store, Workshops, Connect 
through social media

WHAT DO THEY EXPERIENCE?

User-centered service and shopping experi-
ence, engaging weekly workshops

HOW DO YOU EARN THEIR LOYALTY?

By being unique, providing quality furniture 
and user-centered experience, gaining trust 
from branding, continuous innovation, 
accessibility. 

HOW DO YOU EXTEND YOUR SUCCESS?

Build more partnerships with large and 
small furniture brands, Online platform

HOW DO YOU PROTECT YOUR PORTFOLIO?

Build long-time partnership, Continuous 
innovation, Build popularity.

WHO’S THE ENEMY?

Furniture companies, Second-hand furni-
ture stores

WHAT DO THEY CALL YOU? HOW DO YOU EXPLAIN YOURSELF?

A store that people can visit every day. A 
store that furniture buyers should always 
visit first.

HOW DO YOU SPREAD THE WORD?

Using social media, word of mouth, 
flash/promotional events, subscription, 
business partners, advertisements

The 
Collaboration
Store



Business Model Canvas of The Collaboration Store

Key Partners Key Activities Value Propositions Customer Relationships Customer Segments

Channels

Revenue StreamsCost Structure

Key Resources

Furniture Brands:
West Elm
Crate&Barrel
Bassett
Ethan Allen
Emeco
Humanscale

Delivery companies:
U-haul
Uber

Charity Organization:
Goodwill
Local Charitiy organizations

Local Recycling Center

Local refurbishers and designers

Maintaining Partnerships
Marketing and sales
Hold Workshops

For furniture buyers 
Who are facing challenges in selecting 
the best quality furniture with afford-
able price, our concept will offer easy 
and convenient access to variety styles 
and brands of evaluated quality furni-
ture, including new and used. 
We do this by providing user-centered 
services and shopping experiences, 
Unlike traditional furniture consign-
ment stores, 
Our Collaboration Store increases 
sustainable awareness, and benefits 
all stakeholders, including consumers, 
the store owners and some large furni-
ture brands. 

Personalized Customer Services
Gifting Vouchers
Open-to-all Workshops
Delivery Service

Furniture Buyers (including 
first-hand furniture buyers 
and second-hand furniture 
buyers)

Larger furniture companies 
who look for advertise 
brand image

Smaller furniture compa-
nies who look for promote 
brand

Partnerships
Stores
Websites
Employees
Transportation Vehicles
Marketing Strategy

Partnered Brands Recommendation
App
Website
Stores
Email Subscriptions
Word of Mouth
Social Media

Rents
Maintenance of the Website
Advertising
Labor Costs

Taxes
Transportation Costs
Refurbish and Repair Costs

Products Sales
Material Sales
Service & Delivery Fees The 

Collaboration
Store



Part E
Prototype



Recycle Center

Large Furniture Companies

New Furniture

Consumers

Used Furniture

$$

Brand Vouchers

RefurbishRepair

Materials

Produce Sell

Gift

ConsignSell

Send unfixable

Hold Workshops

Partner

Sell

The 
Collaboration
Store

System Mapping



ENTRYWindow Display Window Display
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isplay

Workshop Area Workshop Area

Furniture Display

Divide by Brands, Mixed by new and used

Office

Check Out

Warehouse Used Parts Sale

Help
Desk

DIY SectionDIY-Furniture 
Display

Furniture Display

Divide by Brands, Mixed by new and used

This example of store layout shows 
that the store divided in to several 
different functional areas: furniture 
display, workshop area, used parts 
Sale, DIY-furniture display, DIY sec-
tion, check out, help desk, ware-
house, office, and window display. 

The Collaboration Store Layout



2019

The Collaboration of Furniture Industry

The 
Collaboration
Store

10014 White Bluff Rd.
Savannah,
GA, 31406
thecollaborationstore@tcs.com
https://tcs.com

By Yueqi Wang

2019

The 

StCoorllaborationThe Collaboeration of Furniture Industry

10v014 annah,White Bluff Rd.

Sa
GA, 31406thecoltps://tclabors.catomionstore@tcs.com ht

Concept Prototype
The full document of the book is attached in Part G - Appendix 
of this process book. See Page 100.
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Part F
Conclusion



Insights and Reflection

The Collaboration Store was the result of an expert study with in depth research done behind. It serves 
the circular economy for the furniture industry. It is one of the solutions of the circular economy that 
can be easily adopt for the current market. The value is going to be created by connecting different 
parties in the industry: the furniture brands, furniture buyers and sellers, small furniture stores. Part-
nership is always the key to success for The Collaboration Store. 

The 
Collaboration
Store



The 
Collaboration
Store

Possible Next Steps

1. Online platforms including website and app.

2. Developing communication tools for all patties: the furniture brands, furniture buyers and sellers, small furniture stores. 

3. Making the experts of The Collaboration Store available for new joiners.

4. Co-creation 

5. Keeping innovation of store format. 



The 
Collaboration
Store

Part G
Appendix 



Advanced Interactive Media Group LLC . (2017). How to Trade. Retrieved from Safe Trade: http://www.safet-
radestations.com/how-to-trade.html
Summary:This article listed numbers of safety guidelines when doing a C2C trade to reduce the risk of fraud 
and harm. 
Justification: This article serves to explain the current trading process and uncovered the safety issues 
during the process. 

Chahal, M. (2013, October 21). The second-hand market: what consumers really want to buy. Marketing Week. 
Retrieved from https://www.marketingweek.com/2013/10/21/the-second-hand-mar-
ket-what-consumers-really-want-to-buy/
Summary: The market for bargains is booming, fuelled by the economy, ethical buying and ease of purchase 
online. But research shows age and gender both impact on what consumers want from their bargain base-
ments. 
Justification: This article uncovered another factors for resale market-online shopping. Younger generation 
are more comfortable with purchasing online, whether it’s for new or second-hand goods.

Consumer Protection.govt.nz. (2019). Private sales and second-hand goods. Retrieved from Consumer Pro-
tection: https://www.consumerprotection.govt.nz/gener-
al-help/ways-to-buy-and-pay/private-sales-and-second-hand-goods/
Summary:This article introduced the different right when people purchase or sale second-hand goods, 
including from privately or a trader; as well as the solutions if thing goes wrong.
Justification: This article serves as a guideline for seller and buyer in resale and consumer durables indus-
try.

Demographics. (2015, November 5). Green generation: millennials say sustainability is a shopping priority. 
Nielsen. Retrieved from https://www.nielsen.com/us/en/insights/news/2015/green-genera-
tion-millennials-say-sustainability-is-a-shopping-priority.html
Summary:Millennials are coming of age in one of the most difficult economic climates in the past, a recent 
Nielsen global online study found that they continue to be most willing to pay extra for sustainable offer-
ings.Younger generations aren’t the only ones who say they care, fifty-one percent of Boomers (50-64) 
surveyed are willing to pay extra, an increase of seven percentage points since last year. 
Justification: This article shows the importance and awareness of sustainability in the current society. 

Annotated Bibliography

Gasiorowski-Denis, E. (2016, July 6). What to expect when buying second-hand goods. Retrieved from Interna-
tional Organization for Standardization: https://www.iso.org/news/2016/07/Ref2097.html
Summary:With the resale industry growth sharply and globally, certain rules have been published, such as 
IOS/TS 20245, which sets up the minimum criteria for cross-border trade of second-hand goods and mea-
surable criteria for the used goods. Those international standards helps the resale industry in following 3 
ways. To reduced the unwanted materials from the landfills. To protect consumers against unsafe and haz-
ardous goods. To increase consumer confidence and trust.
Justification:This article provides a basis for a innovative way of solving some of the issues for resale 
market.  

Hullinger, J. (2016, January 28). Ikea Wants You To Stop Throwing Away Your Ikea Furniture. Retrieved Sep-
tember 5, 2019, from Fast Company: https://www.fastcompa-
ny.com/3055971/ikea-wants-you-to-stop-throwing-away-your-ikea-furniture
Summary:Steve Howard, the Scandinavian company’s chief sustainability officer, indicating that Ikea is at 
the beginning of sustainable development and aim to create a closed-loop economy. Ikea is starting several 
programs that help recycling old furnitures. A different Ikea is growing. 
Justification:This article provides information of sustainable development plan for current large furniture 
company, Ikea. It helps me to understand their target and goals for long-term development. 

Lee Martin and Daniel L. Schwartz. (2014) A pragmatic perspective on visual representation and creative 
thinking. Retrieved from https://aaalab.stanford.edu/assets/papers/2014/A_pragmatic_perspective.pdf

    Summary:Creativity is a valued commodity. In business, companies must constantly innovate new products 
and processes to replace existing sources of revenue.This paper offers a cognitive analysis of how visual 
representations can increase the chances of creativity, while also considering the ways in which they might 
hinder it.

     Justification: This paper helps me understand the relationship between visualization and creativity. This 
may help me create a better communication way to present my project. 

Lewrick, M., Link, P., & Leifer, L. (2018). The Design Thinking Playbook: Mindful Digital Transformation of 
Teams, Products, Services, Businesses and Ecosystems (1st ed.). Wiley.
Summary: This book introduced how Design Thinking is applied across a variety of industries, enriched with 
other proven approaches. It also talked about the necessary tools, and the knowledge to use them effective-
ly.
Justification: The book helps to take a design approach in explaining the design thinking approach and helps 
better understanding design thinking.



Loeb, W. (2019, May 15). The Resale Fashion Industry Is Bigger And More Disruptive Than You Think. 
Retrieved September 10, 2019, from Forbes: https://www.forbes.com/sites/walterloeb/2019/05/15/re-
sale-fashion-industry-bigger-and-more-disruptive-than-you-think/#1b260408609b
Summary: The author] talked about how luxury fashion products has a second life in the resale market and  
introduced a listing of some of the resale sites that is successful in the market. He also mentioned that the 
sneaker resale industry is growing big. 
Justification: This article helps me get to know fashion resale industry, and some new growing resale indus-
try, for example the sneaker resale industry.

Martin, J., & Bell, R. (2012). Technique Library (2012th ed.). The Open University.
    Summary: This Technique Library offers descriptions of around 150 creative, problem solving, mapping and 

related management tools. Each description offers an overview and an introduction of how it is used. 
    Justification:  This books provide me many techniques are identified with keywords that can help me select 

which I wish to use in this project.

Office of Education, G. O. (2012). Resellers Guide to Selling Safer Products. U.S. Consumer Product Safety 
Commission. Retrieved from https://www.cpsc.gov/s3fs-public/ResellersGuide.pdf
Summary:The U.S. Consumer Product Safety Commission (CPSC) created this Guide for Resale Stores and 
Product Resellers to help you identify the types of products that are affected and to understand how to 
comply with the law so that you can keep unsafe products out of the hands of consumers. Consumers who 
regularly buy used products may also find this information helpful in avoiding products that could harm 
them or their family.
Justification: This paper helps provide illustrations of safety concerns when reselling products which can 
help me with the research area of understand the current market and regulations. 

Petar Sapun, Christoph Blumtritt. (2019). Furniture Report 2019: Statista Consumer Market Outlook – Market 
Report. Statista.

    Summary:This report analyzed furniture industry in 2018 from different points of penetration. The furniture 
industry market is constantly growing due to online sale, innovation and new technology. Furniture market 
has become one of the fastest eCommerce markets. Augmented reality apps, 3D printed furniture and 
Smart lighting became the top 3 raising trend.

    Justification: This report helps understand the furniture market and the future prospects. 

Annotated Bibliography

Reinhart, J. (2019). Thredup 2019 Resale Report. Retrieved September 11, 2019, from Thredup: https://www.-
thredup.com/resale
Summary: This report discussed about the rise of resale market, second-hand consumers growth, the future 
of resale, some popular resale brands  and the new resale x retail model. 
Justification:This report defined some key words for my study, including “Second-hand”, and “Resale”, which 
can help me as a reference. It also talked about their future thinking for the resale market that provides me 
information of how large second-hand company thinks about the future of resale. 

Reints, R. (2019, March 19). The Resale Market Is Taking Over Fast Fashion, Report Says . Retrieved September 
10, 2019, from Fortune: https://fortune.com/2019/03/19/resale-clothing-economy-growth/
Summary: The fashion resale market is exploding. The popularity of second-hand clothes and thrift stores is 
growing as consumers become more environmentally aware.  Much more consumers prefer to buy from 
environmentally-friendly brands. 
Justification: This articles helped me proved the idea of increased sustainable awareness of the general 
consumers. It also shows that the buying power of people is growthing because of the reduced price of 
buying second-hand items. 

Tatiana Santos Saraiva, Manuela Almeida, Luís Bragança, Maria Teresa Barbosa. (2019). The Inclusion of a 
Sustainability Awareness Indicator in Assessment Tools for High School Buildings. Sustainability. 
doi:10.3390/su11020387
Summary: The growing debate about global environmental problems is evident in several spheres of society. 
The concern for the future of the planet is used as a political slogan, inspiring the creation of new laws and 
encouraging academic research that serves this purpose, as well as increasing the number of government 
agencies concerned with this matter. The 21st century is considered the “century of sustainable develop-
ment”. Sustainability education in high schools has the potential to make the benefits of civil construction 
more visible to society and media by showing students, parents, and communities in general how sustain-
ability in the built environment can improve their lives in economic, social, and environmental aspects. 
Justification:This paper shows the need for including an indicator of sustainability awareness in sustainabil-
ity assessment tools, and helped me uncover the current awareness of sustainability.

The Cascade Alliance (2017). The State of the Retail Thrift Industry. The Cascade Alliance.http://cascadealli-
ance.us/wp-content/uploads/Thrift-store-white-paper-V.3-November-2017-.pdf
Summary:The retail thrift industry steadily increased in the past 10 years . As 19 in the Top 50 fastest grow-
ing industries in the U.S., used merchandise industry, not only about saving money to the consumer, but also 
a way to express one’s individualism and reduce one’s impact on the environment. With the development of 
the used merchandise industry, it became more professional.
Justification:This paper help me understand the retail thrift industry, the further prospects, and the users. 



Tranchard, S. (2014, October 21). Second-hand goods get an A+. Retrieved from International Organization for 
Standardization: https://www.iso.org/news/2014/10/Ref1899.html
Summary:Just because a second-hand product is cheaper does not necessarily imply that it should be less 
performing than a new one. This article is reinventing the life cycle between seller or donator and buyer or 
recipient. Author suggested that people should buy confidently with measurable criteria with second-hand 
products. 
Justification:This article provides a basis for a innovative way of solving some of the issues for resale 
market. 

Mau, D. (2018, December 20). 2018 Was the Year Resale Went Mainstream. Retrieved September 7, 2019, 
from Fashionista : https://fashionista.com/2018/12/clothing-resale-sites-apps-market-2018
Summary:The fashion resale market is exploding. Sustainability is dominating fashion industry. More 
eco-friendly brands, such as Reformation and Everlane, is getting the attention of consumers. Many physical 
resale store was opening. Some luxury brand start to join resale market to help making a positive impact of 
environment, for example Stella McCartney. More and more conscious consumers shop second-hand not 
because they have to, but because they want to.
Justification: This article introduced some luxury aspects of fashion resale market. It talked about how 
fashion resale market is growthing big and exploding which helped me understand that a lot of the consum-
er needs for resale is from willingness not from the reduced price. 

Narts. (2019). Industry Statistics & Trends. NARTS: The Association of Resale Professionals. https://ww-
w.narts.org/i4a/pages/index.cfm?pageid=3285
Summary:The resale market is blossoming. This article used a series of stats to show that the resale indus-
try had a growth in the past, and will remain healthy and continues to grow in the future. The consumers are 
no longer come from the lower income family, they come from all economic levels. the  money they saved 
could be used to add quality to their life.
Justification:This article provides information about current trends and numbers in the resale industry. 

Zentralschweiz, F. (2016). The role of Design Management. Retrieved from https://cdn.ymaws.com/ww-
w.dmi.org/resource/resmgr/pdf_files/Lucerne_School_of_Art_&_Desi.pdf
Summary:Design management is instrumental in developing appropriate processes and methods that can 
integrate design into the core competency of a business. This article introduced the role of design manage-
ment and its structure. 
Justification: This paper helps me understand what design management is and what a design manager do 
in a professional field. 
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