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HueMate is a service-based business launching downloadable software to assist colour-blind customers when 
shopping online. It was inspired by the CEO’s firsthand experience of witnessing colour-blind family and friends 
struggle to make informed purchases online. Often, those affected by colour vision deficiency opt for plain or 
monochromatic garments to avoid potential misjudgements. HueMate aims to provide them with software that 
allows them to shop independently and confidently.

Vision
HueMate aims to challenge the term ‘accessible’, empowering people with colour vision deficiencies to shop online 
with confidence by providing inclusive and accurate digital colour solutions.

Mission
Our mission is to make online shopping more inclusive, seamless, and empowering for colour-blind consumers by 
positioning HueMate as an industry-standard tool, benefiting both consumers and businesses alike.

HueMate is the tool that will bridge the accessibility gap between consumers. By integrating into the browsing 
process, it empowers users to understand colours accurately, make confident decisions, and shop independently. 
Through AI-powered recognition and a user-friendly interface, HueMate closes the divide between colour uncertainty 
and confident self-expression—making online shopping more inclusive, accessible, and enjoyable. 70.5% of 
participants said they would be more likely to shop at an online retailer if the brand provided an accessibility tool 
like HueMate. In the future, HueMate’s aim is to collaborate with major e-commerce fashion brands to provide a 
permanent integrated tool for their shoppers.

Service Offering
•	 AI Real-Time colour analysis
•	 Live colour descriptions
•	 Seamless browser integration
•	 Personalised user dashboard
•	 Suggestions offered based on past purchases saved in the app
•	 Audio button - offers a spoken description

Drive Software Downloads
Short-Term: Generate 250 downloads of the HueMate software by Q1 2025, the first-year post-launch, through initial 
marketing campaigns and targeted Google ads.
Mid-Term: Generate 1,000 downloads of the HueMate Software by Q3 2026, the first year post-launch, through email 
marketing and 3 smaller retailer collaborations.
Long Term: Generate 2,000 downloads of the HueMate software by Q4 2026, the first year post-launch, through 
targeted marketing campaigns, referral offers and a key partnership with one major retailer.

Why is this important? The number of downloads is a direct indicator of customer interest and market demand.

Achieve Revenue Milestones
Short-Term: Generate £1000 in revenue by Q1 of 2025 through early retail adopters and all initial sales.
Mid-Term: Hit £5000 in total revenue by Q2 of 25/26, by obtaining loyal customers and introducing a licensing deal 
with one key e-commerce retailer.
Long Term: Achieve £10,000 in revenue by the end of Q4 2026 to prove financial sustainability and allow for scaling 
opportunities such as integration with more e-commerce platforms.

Why is this important? This will prove that the product has a viable market and allows for reinvestment into further 
product development and marketing.

Customer Satisfaction and Retention
Short-Term: Implement a user feedback system to track satisfaction and gather any feature requests, aiming for at 
least 80% of testers to report a positive HueMate experience within the first 3 months post-launch.
Mid-Term: Establish a fully independent customer support system run by a live AI chatbot, as well as a physical 
backup email line run by customer support. All to maintain a 90%+ customer satisfaction rating on dedicated 
HueMate feedback platforms within the first 6 months.
Long Term: Achieve a user retention rate of 70%+, ensuring customers continue using HueMate after their initial 
interaction by the first 12 months.

Why is this important? Happy customers lead to word-of-mouth referrals and organic growth. High retention rates mean 
users find value in the software, leading to long-term revenue. Strong customer service builds brand trust and loyalty.

Drive Innovation and Scalable Growth
Short-Term: Develop a product roadmap outlining future HueMate software features and potential integrations 
between months 3 and 6, whilst constantly conducting market research to identify emerging trends in colour 
accessibility and AI-driven technology.
Mid-Term: Expand into international markets, tailoring the HueMate software to different languages and regional 
accessibility needs by the end of Q4 2026.
Long Term: Develop an enterprise version of HueMate for integration with e-commerce platforms, transforming it 
from a B2C to a joint B2B and B2C model by 2027.

Why is this important? Innovation keeps HueMate competitive and relevant in the accessibility and e-commerce 
industry. Scalable growth ensures that the business can expand beyond its initial market and reach a wider audience.

Competitor research reveals a significantly 
underdeveloped market, with few companies providing 
effective, user-friendly solutions.

One indirect competitor is EnChroma, a company that 
produces specialised glasses designed to enhance 
colour perception for red-green colour-blind individuals. 
Operating under a B2C model, EnChroma monopolises 
the product-based market. However, physical eyewear 
may not align with all consumers’ style preferences 
and could impact their confidence. Additionally, 
numerous online reviews indicate that the glasses are 
only effective outdoors, with many users expressing 
dissatisfaction. Crucially, EnChroma does not address 
digital accessibility, leaving a gap in the online shopping 
experience for colour-blind consumers.

What type of Organisation is HueMate?
HueMate is currently operating as a sole proprietorship. 
The business is owned and operated purely by its CEO, 
who has full control and is liable for any debts or costs 
the business may incur (Gov UK, 2025).

Once HueMate has been further developed, the 
organisation may transform into a partnership, with 
the CEO dealing with majority of the business however 
partnering with a software expert, to help develop the 
business into a tangible software ready for launch. 
The CEO will be the general partner, and the software 
developer will be a limited partner, therefore HueMate 
will only be managed by the CEO (Gov UK, 2025).

What type of leader will run HueMate?
The founder of HueMate aims to be a transformational and empathetic leader. They believe in leading with purpose, 
inspiring their team, whoever that may become, through a shared vision of inclusivity and innovation. They’ll focus on 
collaboration, open communication, and adaptability. When developing a business within the accessibility sector, the 
leader must embody the values they hope to reflect into their business, especially when it’s also in an ever-evolving 
market, technology. These values include reliability and empowerment. Because the business is rooted in lived 
experience, they will also prioritise listening—to users, teammates, and partners, so that the solutions they create are 
both impactful and authentic.

A closer comparison to HueMate is Sim Daltonism, a desktop-based simulator that allows companies to visualise 
how their websites appear to colour-blind users. However, it primarily serves a B2B audience, focusing on accessibility 
testing rather than directly assisting colour-blind shoppers. Unlike HueMate, which modifies e-commerce sites in real 
time, Sim Daltonism only provides a static colour simulation, requiring manual adjustments by developers.

Currently, colour-blind consumers must rely on assistance from normal-vision individuals when shopping, 
compromising their independence and privacy. HueMate directly addresses this gap by empowering users with AI-
driven, real-time colour adaptation.
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A soft, medium-light shade of blue, like the colour of a
clear sky during the day. It feels cool and calm, not
bright like neon, but not dark either. This blue would
look best in Spring. 

A rich, dark red — almost like the colour of ripe cherries
or red wine. It’s strong and warm, without being bright
like a tomato. Some might call it burgundy or maroon,
but it’s not super brown.

A rich, dark red — almost like the colour of ripe cherries
or red wine. It’s strong and warm, without being bright
like a tomato. Some might call it burgundy or maroon,
but it’s not super brown.

HueMate AI Colour Description

AI Real-Time colour analysis 

Live colour descriptions

Seamless browser integration

Personalised user dashboard

Suggestions offered based on 
past purchases saved in the app

Audio button - offers a 
spoken description

Suggestions
Most e-commerce fashion sites offer
vague or no colour descriptions. In
this example, ASOS has described
this jumper as red. To an individual
with normal vision, this jumper
appears mostly blue with red and
white stripes. A colour-blind
consumer may not be able to
determine the other colours,
making shopping much harder for
them.
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  How it works -How it works -

Normal Vision

Suggestions

Suggestions

Suggestions

This is from the perspective of
a colour-blind person. All of
these colours appear different
from the standard image. It is
strongly evident that merely
using the word ‘red’ to
describe the jumper is
insufficient and makes the
website inaccessible. 

The product details show no sign of a
deeper colour description. This shows
negligence to consumers with any form
of CVD. 

Tritanopia Protanopia Achromatopsia

(ASOS, 2025)
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The CustomerThe Customer

Deutranopia

Protanopia

Tritanopia

Monochromacy

DemographicsDemographics

PsychographicsPsychographics

BehaviourBehaviour

Age: 18–70 years old (with a concentration
around 25–40). 

Gender: All genders; no bias, but slightly more
male users, as colour blindness is statistically
more common in men (approx. 1 in 12 men,
compared to 1 in 200 women).

Location: Consumers in developed markets
(UK, USA, Europe, Australia) who regularly
shop online.

Personality: Independent, practical, solution-
seeking, values autonomy and efficiency.

Values: Accessibility, self-reliance, inclusion.

Lifestyle: Online shoppers who value
convenience, fashion, and design but
experience frustration due to difficulty
distinguishing colours online.

Shopping Habits: Frequent online shoppers
who appreciate help making decisions.

Technology Use: Comfortable using apps,
browser extensions, and downloadable
software. 

Pain Points: Difficulty accurately identifying
colours when shopping online, leading to
mistrust in purchases, returns, or avoiding
certain categories altogether.

Based on primary research conducted by

the Author, HueMate targets online

shoppers with colour vision deficiency

(CVD), mainly males aged 18–24 and 44+.

These consumers often struggle to identify

colours accurately, leading to mistaken

purchases and a reliance on monotone

clothing. They show a strong interest in

tools offering clear colour descriptions or

overlays. While many prefer free access,

some would pay a small fee for improved

shopping confidence, with the potential to

boost brand loyalty.

 

An AI produced image of what it predicts a
HueMate consumer to look like.

Business Environment  

The Fashion Industry

Competitors in 
Market Segment

HueMate
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Market AnalysisMarket Analysis

The Business Environment & 
The Fashion Industry

HueMate sits in the broader accessibility market within the
fashion industry, offering software to improve accessibility
amongst e-commerce sites for colour-blind consumers. The
global web accessibility software market is expected to reach
$893.7 million by 2031, with the market leader being North
America (PixelPlex, 2024). 91% of the retail market believes
improving their digital accessibility would give them a large
competitive advantage, whilst 51% believe their organisation’s
digital experience is currently accessible (Level Access, 2024). 

Within the colour-blind market specifically, few options are
available for direct use by the consumer. To better assess the
state of the business environment overall, the author has
adapted the PESTLE framework and has focused purely on the
political, economic, social and technological factors. 

Limited Partner
(Software Developer)

Legal Team 

Tech Developer
OUTSOURCED

Investment Banker
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Limited Partner
(Software Developer)

Accountant
(Family Connection)

Legal Help
(Family Connection)

This lean structure shows reliance on personal networks and
limited partners to keep costs low while developing the core
offering.

Limited Partner
(Software Developer)

Operations
& Financial lead

Team StructureTeam Structure

Tech Developer
OUTSOURCED

Part-Time Marketing 
Assistant

Legal Help
(Family

Connection)

This phase reflects and supports early revenue, customer
onboarding, retail partnerships, and grants to
professionalise operations.

Operations
& Financial lead

Marketing Lead

Marketing Assistant

Customer 
Support 

teamMergers & 
Acquisitions

 Lawyer
Financial Advisor 

HueMate is now structured to support a strategic sale. The
CEO leads exit planning, supported by key personnel. This
setup ensures the business is scalable, compliant, and
attractive to potential buyers like Google.

INDUSTRY PROBLEM/
SOLUTION

TARGET MARKET 

VSVS

Yes
53.4%

Maybe
41.9%

No
4.7%

The ProblemThe Problem

The SolutionThe Solution

People with colour-blindness often struggle to distinguish product colours accurately when
shopping online, leading to uncertainty, reliance on others, or incorrect purchases. To ascertain
the extent of the problem, the Author undertook a primary research survey (Appendix 2) among
colour-blind consumers. Of the 44 respondents, 95.3% struggled to identify colours when
shopping online, and 88.4% said they have bought a product that arrived as a different colour
than they expected.

53.4% of participants said they would find a tool that helps
identify and differentiate colours while shopping online useful.

HueMate offers a user-friendly solution to increase accessibility for colour-blind
shoppers. By integrating into the browsing process, it empowers users to understand
colours accurately, make confident decisions, and shop independently. Through AI-
powered recognition and a user-friendly interface, HueMate closes the divide
between colour uncertainty and confident self-expression—making online shopping
more inclusive, accessible, and enjoyable. 70.5% of participants said they would be
more likely to shop at an online retailer if the brand provided an accessibility tool
like HueMate. In the future, HueMate’s aim is to collaborate with major e-commerce
fashion brands to provide a permanent integrated tool for their shoppers. 
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(Weinschenk, 2012)

Question 11, Appendix 2 (Author, 2025)


