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THE MARKETPLACE

FRISP (Fashion, Reverse, Image, Search, Platform), is an innovative marketplace that simplifies second-hand
shopping through reverse image search technology. By seamlessly connecting users with curated fashion items from
trusted platforms, FRISP promotes conscious consumerism, accessibility, and a frictionless shopping experience.

Mission

FRISP empowers users to shop sustainably by leveraging Al-driven reverse image search to match them with second-
hand alternatives. Through innovation and collaboration with platforms, we create a seamless, intuitive, and eco-
conscious shopping experience that reduces fashion waste and promotes circular fashion

Vision

FRISP aims to revolutionise sustainable fashion by making second-hand shopping effortless and accessible.
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FIGURE 1

Figure 1 shows results from primary research conducted between consumers aged 21 and 72.
When asked “what platforms do you use the most when shopping second hand?” Vinted was found
the most popular with Depop being second. (see Appendix 1 for ethos approval form and appendix

2 for question results)

(4.2) THE SOLUTION

(4.1) THE PROBLEM

The fashion industry is one of the most polluting industries globally, accounting for
10% of global carbon emissions (GreenMatch, 2023). Fast fashion fuels this crisis by
promoting disposability through rapid trends and lower pricing (Houser, 2024). Cloth-
ing items are typically worn between seven and ten times before being discarded, and
one in three women consider an item to be “old” after wearing them once or twice,
this contributes to an alarming 92 million tonnes of textile waste a year (GreenMatch,
2023). The cost-of-living crisis is also having a huge effect on buying habits, with in-
flation high, consumers are changing the way they shop (Barnatt-Smith, 2024), with
consumers being more concious with their money.

As a response to this, circular fashion has emerged as a transformative approach to
reducing environmental damage, encouraging consumers to shift towards prolonging
the life of garments and minimising waste (Fernandez et al, 2023). Second hand mar-
kets are key players in this transition towards circular fashion, by reducing demand
for new production and inspiring re-use (Persson and Hinton, 2023). This market is
growing rapidly with an estimated value of $100 billion by 2026 (Statista, 2024). Rise
of concerns relating to cost of living and sustainability have also contributed to sec-
ond-hand market growth, with “second-hand” searches rising by 24% in 2022 (Strat-
ton, 2023).

However, a major challenge still exists, shoppers often struggle to find specific items
due to limited accessibility or lack of search efficiency, this is highlighted by Vesitaire
Collective, a global online marketplace for second-hand luxury apparel, which record-
ed that 17% of loyal consumers and 22% of first-time purchasers, had trouble find-
ing desired items (McDowell, 2024). This can be emphasised further through primary
research results, finding that 66% of consumers struggle finding specific items on
second hand platforms, with 68% saying they have stopped shopping due to tedious
searching (APPENDIX 2). Additionally, shoppers are becoming more mindful of their
spending habits, creating a challenge when it comes to finding the right product for
the right price (Frahm et al, 2024). Therefore, it can be assumed that there is an op-
portunity for more effective and easier-to-use second-hand platforms.

A business opportunity arises when circumstances allow entrepreneurs to develop profitable solutions to consum-

er needs (Short et al., 2009). FRISP, the marketplace, operates in the sustainable fashion and e-commerce industry,
particularly within the sustainability and second-hand sector. A key feature of FRISP is its Al- powered reverse image
search feature, a technology that allows users to upload an image which retrieves similar or related images from a data-
base (Kumar Reddy et al., 2025). This technology has already transformed e-commerce, with major companies invest-
ing in visual search to enhance personalisation and efficiency (Goti et al., 2023). Primary research results also found
that 93% of consumers surveyed, believe that a reverse image search engine would better their shopping experience
on second hand platforms (APPENDIX 2). Unlike traditional marketplaces, which rely on text-based searches and man-
ual browsing, FRISP has a unique selling point (USP), allowing users to upload an image of a clothing item and instant-
ly find similar or identical matches taken from a curated data base across second hand platforms like Vinted and De-
pop. This approach not only enhances the shopping experience but also encourages circular fashion, making second
hand clothing as easy to find as new clothing, eliminating a tedious search for consumers and bridging the gap between

convenience and sustainability.

4-3 BUSINESS IDEA

FRISP will operate as an affiliate partner with second hand platforms. An affiliate partnership is an agreement where one

rpiSp

party (the affiliate) promotes another’s products or services, earning a commission for each referred customer (Cotter, —

2024). FRISP will affiliate with brands such as Vinted, Depop and eBay. According to Statista, these brands are among
the most recognised in the UK, with eBay at 93%, Vinted at 84%, and Depop at 47% brand awareness (Statista, 2024),
this can also be supported by the results in FIGURE 1, page 4.

In this case, FRISP will act as the affiliate, and the merchants will be second-hand platforms. Payments will be pro-
cessed directly through these platforms, FRISP will just receive commission for sending traffic and solidifying sales for
these brands. These key partners would benefit from partnering with FRISP as it enhances search capabilities, drives
traffic and creates access for a wider audience, presenting a feasible new revenue opportunity.

SERVICE BLUEPRINT

In today’s fast paced world, consumers demand more than just quality products- they expect a seamless
and convenient shopping experience, with 63% of global consumers wanting to move from inspiration to
purchase quickly, and 56% unwilling to shop with retailers that fail to meet their online expectations (VML

Singapore, 2024).

Traditional text-based searches often frustrate consumers seeking specific products, while reverse image
search streamlines discovery and improves accessibility. A smooth consumer journey fosters brand connec-
tions, boosts loyalty and drives repeated purchases (Marijana Bjelobrk, 2024).

The service blueprint (APPENDIX 3) outlines a seamless user experience on FRISP, where consumers up-
load an image, which is then processed by Al-powered reverse image search. The results will then display
second-hand and sustainable matches, which users can refine by filters before being redirected to retailers
to purchase. Al collects real time product data, while affiliate systems track sales.

AGE - 18- 25
MONTHLY DISPOSABLE INCOME- £300

PSYCHOGRAPHICS- They value sustainabil-
ity and have a great interest in fashion. Some
may study or even work within the fashion
sector. They are socially aware with issues
such as sustainability and the effect the fash-
ion industry has on the environment. They
are expressive and creative. They are careful
with what they spend their money on due to
the cost-of-living, they don't want to spend so
much on clothing and would like a cheaper
alternative that is sustainable.

BEHAVIOURAL- They shop online weekly

or monthly, and use social media platforms
like Instagram, Tik Tok and Pinterest to find
fashion inspiration. They tend to shop with
brands that align with their social values, typi-
cally avoiding fast fashion. They love hanging
out with friends and sharing fashion inspira-
tion. Their hobbies include, hanging out with
friends, charity shopping and creating art.

NEEDS AND PAINPOINTS- Consumers
struggle to find specific items second-hand
online and want an easier way to shop to
match their styles, whilst staying sustainable.
Resale platforms can be overwhelming for
them due to the disorganisation.
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YEAR 1

Develop & Launch MVP — Build and launch a minimum viable
product (MVP) with Al-powered reverse image search, inte-
grating at least 10 sustainable and second-hand retailers with-
in the first 6 months - Early in the product development cycle,
an MVP is a product that has enough features to draw in early
clients and provide an idea. (ProductPlan, 2022)

User Engagement and conversion growth — Achieve 5,000 reg-
istered users and ensure that engagement increases by 25%
in the first 5 months, aiming to have daily and repeated visits
from consumers. By the end of the first 6 months, achieve a
15% increase in the number of users completing at least one
purchase through the platform.

YEAR 2

Revenue Generation — Generate £100,000 in affiliate sales
and commission revenue within 20 months, proving the plat-
form’s financial viability.

YEAR 3

Market Expansion — Expand operations to at least 2 interna-
tional markets, onboarding 30+ retailers and growing the user
base to 100,000+ active users within 3 years.

Platform expansion- By the end of year 3, FRISP would have
created a proof-of-concept website and will expand beyond
this by proving viable for a mobile application. The goal is to
achieve 50,000 app downloads within the first year and suc-
cessfully driving users from the web platform to the app.
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(7.2) MARKETING TACTICS

Business objective - Develop & Launch MVP (year 1)

Manchester
Metropolitan
University

MARKETING OBJECTIVE - Generate pre-launch brand excitement and public
interest by reaching 5,000 app downloads through teaser campaigns and con-

tent marketing, within the first three months of launching FRISP.

TACTIC- Run teaser campaigns across Instagram and Tik Tok, to attract early

consumers to the app. These platforms have a shared amount of 3.59 billion ac-

tive monthly users recorded in February 2025 (Statista, 2025). Signs or adver-
tisements in public areas that people can repost to gain attraction, Create video
content around the platform showcasing its streamline consumer journey.
WHO? — marketing and social media manager

Business objective - User Engagement and conversion growth (year 1)

MARKETING OBJECTIVE - Achieve a 25% user engagement increase through

launching influencers partnerships and targeted social media posts through Tik
Tok and Instagram, aiming for a 30% increase in platform revisits from consum-
ers in the first year.

TACTIC- Analyse data from teaser campaigns and see what is working well, car-

ry on with these to make sure engagement is kept. Use influencer partnerships

to showcase the platform- these will need to be influencers that promote sustain-
ability — (costs stated in finances section), this will engage consumers from their

audiences. When adding more brand onto the app as affiliates, FRISP can an-

nounce these on social media as a way to keep consumers excited and updated.

WHO? - marketing and social media manager
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To effectively reach FRISP’s 18—-25-year-old target audience, the
market strategy focuses on creating relatable and fresh content —
something that younger generations resonate with more and enjoy
engaging with on social media (Mehul Agarwal, Forbes, 2024). So-
cial media has become an influential tool for marketing, providing
immediate information and building relationships with wider au-
diences (L. Bitner, and A. Albinsson, 2016). 89% of Gen Z social
media users are on Instagram and 82% are on Tik Tok (Schaefer,

2025).

FRISP will make use of relatable and unique marketing, using
phrases to catch consumers eyes and ones that target consumers
can relate too. Educational posts will also be made in order to in-
form the consumer on the importance of sustainability. Marketing
will align with the brands identity using a bright and out there ap-

proach.

(6.3) COMPETITOR ANALYSIS

FRISP competes strongly by combining Al-powered image search with a clear sus-
tainability focus, offering user convenience and a broad selection from multiple re-
tailers — unlike competitors who are either limited to single brands, luxury goods,
or lack eco-conscious positioning.

BRAND POSITIONING MAP
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WEBSITE EASE OF USE
(LOW)

SUSTAINABILITY

Month
Month name

Money in (£)

Funding from The Prince's Trust 30,000.00 30,000.00

Funding from other sources 0.00

Own funds 7,000.00 7,000.00

Income from sales 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00

Repayments - The Prince's Trust 441.00 441.00 441.00 441.00 441.00 441.00 441.00 441.00 441.00 441.00 441.00 441.00] 5,292.00

Survival Budget -817.01 -817.01 -817.01 -817.01 -817.01 -817.01 -817.01 -817.01 -817.01 -817.01 -817.01 -817.01 -9,804.12
0.00

START UP COSTS 9,462.3 0.00
0.00
0.00
0.00

DIRECT COSTS 5,258.30 5,198.30 5,198.30 5,168.30 5,168.30 6,668.30 6,698.30 6,698.30 6,698.30 6,698.30 6,698.30 6,698.30 72,849.60
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00

Total money out (£) 0.00 4,882.29 4,822.29 4,822.29 4,792.29 4,792.29 6,292.29 6,322.29 6,322.29 6,322.29 6,322.29 6,322.29 6,322.29 68,337.48

Balance (£) 37,000.00 -4,882.29 -4,822.29 -4,822.29 -4,792.29 -4,792.29 -6,292.29 -6,322.29 -6,322.29 -6,322.29 -6,322.29 -6,322.29 -6,322.29 -31,337.48

Opening balance 0.00 37,000.00 32,117.71 27,295.42 22,473.13 17,680.84 12,888.55 6,596.26 273.97 -6,048.32 -12,370.61 -18,692.90 | -25,015.19

Closing balance 37,000.00 32,117.71 27,295.42 22,473.13 17,680.84 12,888.55 6,596.26 273.97 -6,048.32 -12,370.61 -18,692.90 | -25015.19 | -31,337.48

(11.3) TEAM STRUCTURE -
YEAR 5 ESTABLISHED PHASE
In year 5, the team structure remains similar, this is FOUNDER
because the core functions needed for FRISP to op- (CEO)

erate and support are covered, growth just focuses
on expanding these roles rather than creating new

departments.

(9.0) BRAND PACK
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AFFILIATE
CHEIF TECHNOLOGY CHEIF MARKETING
OFFICER - MANAGING OFFICER- BUILDS PARTNERSHIP LOCALISATION
PLATFORM AND BRAND COORDINATOR - LEAD-
PLATFORM AWARENESS AND ONBOARDS AND COORDINATES
QEALE S B DEALS WITH MANAGES FRISP'S ENTRY INTO
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: WITH RESALE
DATA SECURITY, . PLATEORMS
MARKETING AND PARTNETSHIPS LOCALISATION
TECHNOLOGY SOCIAL MEDIA ASSISTANT ASSISTANT
MANAGER MANAGER
SOCIAL MEDIA
TECHNOLOGY ASSISTANT- LOOKS MARKETING
ASSISTANT AFTER SOCIAL ASSISTANT

BRAND MOOD BOARD

CORE MESSAGES- EASE, EMPOWER-
MENT, INNOVATION, TRENDINESS

MESSAGING GUIDELINES- CLEAR AND
PRECISE, CONFIDENT BUT NOT ARRO-
GANT, INSPIRING, RELATABLE

Neon colours are eyecatching and can con-
vey a sense of boldness (Silber consult,
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2023), FRISP uses bold colours to stand

out and be fun.

LOGO VARIATIONS

—

THE MARKETPLACE

“SHRIKHAND”
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(8.0) ACTION PLAN - GANTT CHART
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This Gantt chart outlines a structured, 12-month timeline for launching, growing and optimising the platform FRISP. It acts as a visual
timeline to guide the direction of FRISP, showcasing the progression of completing an MVP build to a full developed and marketed
platform. Allowing the launch to be timely and scalable (APM, 2025).
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