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EXECUTIVE SUMMARY  

Overproduction and overconsumption of products is a common problem in today’s society, with harmful 

consequences for people and the environment. The rise of fast business models contributed to this 

problem, allowing consumers to purchase affordable products with lower quality and higher production 

risks. However, the increasing awareness of consumers on the environmental damages these business 

models bring have contributed to a shift in multiple industries. Businesses are consciously looking for more 

sustainable alternatives to provide to their customers and this trend is also noticeable in the furniture 

industry. Live Light is an example of such a business. By opting for furniture as a service, the company hopes 

to fight the battle against fast furniture. They do this by using the circular economy principle. In practice, 

the start-up rents out existing furniture, environmentally-friendly produced with high-quality durable 

materials. Once it is rented out, Live Light offers the customer the possibilities to return, swap or buy-out 

the products. Live Light successfully launched in 2020 and has been growing its customer portfolio ever 

since. Because of the rapid growth, the spin-off typically struggles with keeping an overview of their 

customer profiles. Therefore, Live Light would benefit from mapping out their current and potential 

customer portfolio. This way, they can reach their customers more efficiently and continue the steady 

growth by providing the right message to the right audience. Hence, this In-Company Project focuses on 

optimizing the Live Light communication and marketing strategies by developing personas for the B2B and 

B2C audiences.  

   

Within the scope of our In-Company Project, we developed personas and a communication strategy based 

on available literature, quantitative survey and qualitative interview research. The literature and desk 

research describes the changing environment that contributed to Live Light's creation and the competitive 

landscape of Live Light. By means of survey research, we were able to identify the existing and potential 

B2C customers of Live Light. In total we gathered 594 survey responses, of which 524 were extremely useful. 

The exploration of the B2B market was examined by means of interviews. A short survey was also attached 

at the end to find out the decisive value drivers for those decision makers. In total, we conducted 12 

interviews including four existing customers and eight potential customers. To gain even further insight into 

the existing B2B customers, we also leveraged the existing data that Live light has managed to collect to 

date.     

 



 
IV 

From our analyses, five clear segments could be identified within the B2C market. Whereby one of the 

segments, the Live Light Lover, is seen as the most important target group on which Live Light should focus. 

This persona is already very present in the current subscribers and there is an attractive market potential 

of 14% in the market of non-subscribers. This segment is very interested in interior design, quality and 

sustainability. Live Light Lovers use magazines and social media platforms to get inspiration for their new 

interior. Instagram and Pinterest in particular are a source of inspiration for these people. They are drawn 

towards design stores, as these sell the brands they aspire to possess. For the Live Light Lover, it is crucial 

for design pieces to be sustainably sourced and from an environmentally-friendly company. While this plays 

a significant role, the quality products have to fit in their well-thought-out interior. Even though price is not 

the most important decision criterium, it still plays a certain role for these people. Knowing all this, it is 

evident that the communication message for this segment should highlight the premium quality, design 

and sustainability aspect. In this research we give detailed examples and tactics on how Live Light could 

approach this segment.   

 

Interviews with existing and potential customers also yielded many new insights. When we began to make 

a comparison or distinction between the companies, one thing became clear to us. For all interviewed 

companies, flexibility appeared to be a key driver for furniture rental.  Although this driver contains 

different meanings for each respondent, this one came out as the most pronounced. Flexibility refers on 

one hand to the possibility of testing the furniture without buying them outright and on the other hand to 

the possibility to swap. In addition, we noticed that the driver price is also very closely aligned with 

flexibility. When analyzing this further, it turned out that this was mainly about minimizing financial risks 

by giving companies the possibility, and thus the flexibility, to make monthly payments. Instead of price, 

this driver could be formulated as affordability. Because flexibility was so prominent in our analysis, we 

would advise Live Light to use this in their overall message towards different industries and companies. This 

way they are slightly assured that they will already reach a large segment. However, further analyses from 

our B2B survey also revealed that, within the organization, different decision makers could also attach 

importance to other value drivers. From these results, we managed to identify two more prominent 

distinctions and build two explorative B2B personas. Our first and most important B2B persona would be 

interior savvy Isabelle. This persona wants to deliver the best possible design and quality to her clients and 

thus this is what drives her in her search for furniture. Even though price is not the most important decision-

criterium, it still plays a certain role for Isabelle. Sustainability is also always a nice touch, but it is not what 

prevails in her search. This persona can be reached through social media, including LinkedIn, Facebook, 
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Instagram and Pinterest, of which the latter two should be focused on more extensively. She sees Instagram 

as the optimal platform for promoting her own business but also for finding inspiration. She also finds 

LinkedIn interesting to get in touch with other companies and thus potential clients. However, this platform 

is not necessary for advertisement placement. Pinterest is a source of inspiration for her projects. A second 

persona for B2B is Sustainable Steve. Although this seems like an interesting segment for Live Light, it needs 

to be invested further in future research to draw definite conclusions. We therefore opt for Interior savvy 

Isabelle to be the first one in line to target.  

 

In addition, by means of desk research we were able to analyze the competitive landscape and current 

position of Live Light. Here we could conclude that since Live Light just entered the market, they already  

have a sufficient positioning. However, they should be aware of the increasing shift towards furniture rental 

and circularity models, and the rising interest of both competitors and customers. As these trends have 

conquered the US-market already extensively, we are sure this wave will come across the Benelux as well. 

We therefore advise Live Light to be aware of the already existing and close competitors and optimize their 

positioning, based on already more established strategies as we see in the US.   

 

In conclusion, with this research we provide Live Light with an overview of who and how they should reach 

their customers to accelerate their future growth. We are certain that Live Light still has a very large growth 

potential just by adapting some minor things in their communication approach.   
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1. INTRODUCTION  

1.1 Company introduction   

“Dream interiors for an affordable monthly fee” (Live Light, 2022). Live Light is a Belgian start-up 

company, co-founded by Prisca d’Oultremont and Stefan Dusart. The company launched in September 

2020 and is a spin-off of the Ethnicraft Group, known for its premium wooden interior designs. Live 

Light buys these products from Ethnicraft and rents it to both B2B and B2C. By opting for furniture as 

a service, the company hopes to fight the battle against fast furniture. In this way, they complement 

the Ethnicraft Group with sustainability and circularity as core values. In addition, this partnership 

makes it possible for Live Light to have full control over the (re)design, production, distribution, repair, 

remanufacturing and recycling processes. As previously mentioned, the target audience of Live Light 

consists of both B2C and B2B segments. Examples of B2C include people who co-live or co-rent, love 

design and interior, are sustainability-minded, have a temporary stay or like changing interiors. B2B 

segments on the other hand are real estate developers, architects, designers, entrepreneurs, facility 

managers, start-ups, stagers, retirement homes, hospitality businesses, and so on.  

 

As Live Light is a player in an innovative service industry, it is important to properly understand the 

values for both the customer and company. The general ordering process occurs mainly via the 

website, but also via telephone or face-to-face, after a showroom visit. The process steps can be 

described as follows. Customers first select the preferred items and minimum subscription period, 

starting from one month for B2B and six months for B2C. The maximum renting period is always 48 

months. However, subscribers can choose to extend after this. Live Light’s products include furniture 

and accessories, for the dining room, living room, bedroom and office. In total, 336 items are available 

on the website, of which the large majority is in stock. After placing an order, Live Light promises a 

white glove delivery, offering their new subscribers a stress-free experience while receiving their 

furniture. Thanks to Live Light’s flexible subscription model, the customer is always free to add, swap, 

return or buy the furniture.  In case the customer chooses to add or swap an item, white glove delivery 

will again be promised, but with a lower delivery fee. The customer might also choose to end the 

subscription, which includes the return of the products. A free pick-up is then scheduled and arranged 

by Live Light. When customers are completely satisfied with the rented design, the furniture in 

question can be bought for the listed price, minus the already paid rent.  

 

Taking a closer look at the company side, as soon as an order is placed, Live Light buys the 

corresponding furniture from Ethnicraft. However, not all items are brand new. Live Light has 
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developed an atelier at the Ethnicraft premises, in which returned furniture is refurbished and 

repaired, if needed. Afterwards, the products are delivered within four to ten days. As stated above, 

Live Light generally operates online. Customers can place their order via the website, which then will 

be automatically forwarded to Odoo and therefore ends up in the backend. Odoo is a business 

management software, allowing the start-up to store and analyze their purchase, sales, subscription 

and CRM-data in a structured way. As soon as Live Light receives a new subscriber, the contact 

information is also added to Klaviyo, an automated email marketing software. Through the integration 

of all platforms (website, Odoo and Klaviyo), Live Light manages to achieve an efficient operational 

online flow.  

 

Currently, Live Light has approximately 405 active B2C customers and 71 active B2B customers, but 

they aim to naturally expand this further in the coming years. 

 

1.2 Problem statement – motivation and objectives  

Live Light successfully launched in 2020 and has been growing its customer portfolio ever since. 

Because of the rapid growth Live Light is experiencing, the spin-off typically struggles with keeping an 

overview of their customer profiles. Moreover, the company does not yet have any experience in the 

B2C market, neither does Ethnicraft, as it only operates in the B2B market. In any case, since today’s 

customers are bombarded with product information and alternatives, it is crucial for a business to 

provide and communicate products and services that meet their customers’ needs in the best possible 

way (Davenport, DalleMule, Lucker, 2011). Therefore, they are looking to gain more in-depth insights 

into the existing and potential customers. This way, they can reach them more efficiently and continue 

the steady growth by providing the right message to the right audience. To do so, this research aims 

to develop different personas that will map out the customer portfolio of Live Light. Essentially, a 

persona is “a fictionalized characterization of your best customer(s) based on information about them 

and how they use your product or service” (Shopify, 2022). Although Live Light already collected first-

hand customer information, this data set is not of a sample size that can be considered statistically 

significant. Consequently, they have not accomplished to draw ground-breaking insights so far. 

Therefore, with this project, we will conduct market research to collect more data and thus gain (new) 

insight into the market. Based on this data we will hopefully be able to define validated B2C personas 

which will then help us further determine the marketing strategy of Live Light. For B2B, we base our 

personas on interviews from a smaller sample, but equally relevant to consider. In conclusion, this In-

Company Project aims to map out the Live Light buyer personas and develop a suiting (digital) 

marketing communication strategy so that Live Light can continue its steady growth. 
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1.2.1 Research questions  

To eventually redefine the Live Light brand story that the company wants to bring to each of these 

buyer personas, the following central research question was formulated:  

RQ: “Who are the customers of Live Light and how can they reach them? 

 

This question will be answered by means of the following sub-questions: 

Sub 1: What segments does Live Light currently reach? 

▪ What B2C segments does Live Light currently reach? 

▪  What B2B segments does Live Light currently reach?  

Sub 2: What potential segments can Live Light reach in the future? / What additional segments should 

Live Light target in the future? 

▪ What potential B2C segments can Live Light reach in the future? / What additional   

segments should Live Light target in the future? 

▪ What potential B2B segments can Live Light reach in the future?  

Sub 3: How can Live Light optimize its communication strategy towards its segments? 

▪ How can Live Light optimize its communication strategy towards its B2C segments? 

▪ How can Live Light optimize its communication strategy towards its B2B segments? 

Sub 4: How can Live Light redefine its brand story to reach their target segments? 

▪ How can Live Light redefine its brand story to reach their B2C target segments? 

▪ How can Live Light redefine its brand story to reach their B2B target segments? 

Sub 5: What position should Live Light take in the market, considering their existing and potential 

segments? 
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2. LITERATURE REVIEW AND THEORETICAL FRAMEWORKS 

2.1 The road to Live Light  

In the following parts, we will have a look at the changing environment and trends that have been 

happening over the last decades, which eventually lead to the establishment of Live Light. Firstly, the 

shift towards circular business models will be discussed, followed by the rise in online shopping 

behavior.  

 

2.1.1 From fast business models to circular business models 

Overproduction and overconsumption of products is a common problem in today’s society, with 

harmful consequences for people and the environment. The rise of fast business models contributes 

to this problem, allowing consumers to purchase affordable products with lower quality and higher 

production risks. This misleads people to buy more products that are worn out and disposed faster. 

Fast fashion is one of the industries that often gets attention for its harmful consequences. However, 

another big, but lesser-known environmental problem is fast furniture. The furniture industry and its 

end-consumers have contributed heavily to the waste problem. According to different reports, 

Europeans throw out more than 10 million tons of furniture every year while Americans count for more 

than 12 million tons (Environmental Protection Agency, 2021). Only a small percentage of the furniture 

gets recycled, and the majority ends up in landfills or is incinerated (Berg, 2021). The growth of fast 

furniture accelerated this problem as cheaper items are harder to recycle, consisting of a diversity of 

materials and are often hard to repair due to their poor quality (Cummins, 2020). There are several 

reasons for this disposable behavior of consumers within the furniture industry.  

 

First, as mentioned before, the fast furniture business produces products of low quality, making it 

impossible to keep these products for a lifetime. In addition, once these products are broken, they are 

simply thrown away because there is no repair system in place, or it is often cheaper to buy a new 

piece of furniture instead of repairing it. Second, people’s tastes and preferences are constantly 

changing over the years, making them want to buy new items and thus throwing away or selling old 

furniture. This last trend has even accelerated due to the Covid-19 pandemic. There has been a 

renovation boom as people are spending more time at home and feel the need to change their interior 

decoration. They have become even more eager to update their furniture and keep up with changing 

design trends (Olick, 2020). 

 

This fast furniture trend is not only wasteful for the planet but also a waste of financial investment. 

Although it is still an underestimated topic, consumers are overall becoming more aware of their 
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ecological footprint, due to the recently increased risk of climate change. Studies have shown that, 

compared to five years ago, 72% of the consumers in Europe are purchasing more environmentally-

friendly products (Accenture, 2019). This increase in attention and awareness has not been unnoticed 

by companies in the industry and some businesses are therefore consciously looking for more 

sustainable alternatives to provide to their customers. Multiple US-based existing furniture companies 

and start-ups decided to shift from a product to a service model over the past decade (Patel, 2021). 

Often in line with this new service model approach, comes the concept of circular economy which will 

be discussed in the next part of this paper.  

 

The circular economy framework 

The concept of a circular economy was introduced in 1989 by Pearce and Turner. The two authors 

noted that the production by companies and consumption by consumers at that time revolved around 

“cheap production, short consumption and disposal”. As a result, no attention was paid to the 

environmental impact of this, with the recycling of products being completely ignored. Consequently, 

they conceptualized “a closed loop of materials in order to promote harmony between the economic 

and the ecological system” (Barbaritano, Bravi, Savelli, 2019, p. 4). More recently, the Ellen MacArthur 

Foundation (2017) defined a circular economy as “an industrial economy that is restorative by 

intention; aims to rely on renewable energy; minimizes, tracks, and eliminates the use of toxic 

chemicals; and eradicates waste through careful design.” 

 

Live Light applies this circular economy into their business model. In practice, the start-up rents out 

existing furniture, environmentally-friendly produced with high-quality durable materials. Once it is 

rented out, Live Light offers the customer multiple possibilities, as mentioned in the company 

introduction. Applying the closed loop of materials of Pearce and Turner (1989) to the business of Live 

Light, the following model can be outlined (Figure 1): 

  
Figure 1: Circular Business Model Live Light 
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This alternative economy, driven by businesses worldwide, has already shown a positive impact on 

multiple aspects. According to the World Resources Institute (2021), it allows to make greater use of 

natural, finite resources. As the total amount of furniture garbage produced in Europe each year is 

enormous, this could be significantly reduced. Secondly, a vast amount of global greenhouse gas 

emissions can be cut. Numbers of research, conducted by My Tool Shed (2019), indicate that a piece 

of furniture approximately generates 47kg of carbon dioxide, which is the equivalent of 5.3 gallons of 

consumed gasoline. Thirdly, a circular economy has $4.5 trillion in economic opportunities since it 

reduces waste, stimulates innovation, and creates jobs. Finally, a boost in the economy could 

potentially create a net increase of six million jobs by 2030. 

 

2.1.2 The rise in online shopping behavior 

The growing public awareness concerning the climate crisis and the impact fast industries have on it, 

is not the only thing that has played a part in the shift to those new business models. Another major 

impact has come from the rise of technology and the Internet. These increasing online activities have 

had an enormous impact on consumer spending and buying habits. As a result, only a few industries 

have remained untouched and new business models have gained momentum. Although e-commerce 

was clearly already on the rise globally, Covid-19 led to a boom in online shopping and accelerated the 

process of digital transformation (UNCTAD, 2021). However, there is not yet full substitution for 

several reasons. The ‘Digimeter Report’ from Imec (2021) refers to the importance of physical stores, 

which still have a certain appeal as people can touch and see the products in real life. Besides, skills 

are also a barrier for customers to shop online. Especially for digital immigrants, in comparison to 

digital natives. Thirdly, the authors of the report also point out that customers are aware of the 

limitations of online shopping, such as problems with payment and delivery.  

 

As Live Light also operates online, it is important to gain more insight into the online shopping behavior 

of customers when looking for furniture. Dewey (1910) defined five stages within the consumer 

decision-making process: 1) problem or need recognition 2) information search 3) evaluating 

alternatives 4) purchase 5) post-purchase behavior. Unlike products that are bought routinely, where 

the third stage is rather short, the process related to buying furniture is more complex (Ovee, 2013). 

Customers often purchase furniture for the long term as they want to be sure it fits within their budget, 

taste, needs and existing home decoration (Gupta, 2021).  Besides, furniture has been a product people 

traditionally purchased offline as they value seeing, touching and trying it before they put it for a longer 

time in their home. Nevertheless, big furniture brands, such as Ikea, made the shift to offering an online 

experience too, with the use of technologies that make the search for furniture as easy as possible. 

Research by Volumetree found that “the best of the lot are stores that can offer a blend of online and 

https://www.ilo.org/global/about-the-ilo/newsroom/news/WCMS_628644/lang--en/index.htm#:~:text=6%20million%20jobs%20can%20be,making%2C%20using%20and%20disposing%E2%80%9D.
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offline shopping which can reduce return rates, enhance customer satisfaction and rake up volumes […] 

(F)or offline stores, not being on an online platform will result in extremely low footfalls and a loss of 

up to 80% in possible customer traffic” (Gupta, 2011).  

 

From ownership towards experiences  

Following a rapid growth in technology, a culture shift arose, where people are stepping away from 

ownership and moving towards experiences. Consequently, this also contributed to a substantial 

industry growth in the rental economy. As disruptors like Airbnb in the hotel industry, Spotify in the 

music world, and Uber for taxi-drivers, have made a significant impact, the rental model is similarly 

gaining traction across all industries. The rental trend took off in the United States but is in the 

meantime also becoming more important in other continents and overseas. Research from Lab42 

(2021), conducted in the US, showed that the top three categories for renting are: furniture (45%), 

gaming systems (37%), and clothing (35%) (see Figure 2). This research also explained why consumers 

rent in general and why they consider renting furniture (see Figure 3 and Figure 4). From this we can 

conclude that the main reasons for renting are that it serves as a temporary solution, allows people to 

test out the furniture beforehand and it is less expensive than purchasing it outright. 

 

 

             Figure 2: Top three renting categories, Lab42 (2021) 
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Figure 3: Reasons for consumers to rent, Lab42 (2021) 

 

Figure 4:  Reasons for consumers to rent furniture, Lab42 (2021  

Remarkable is that this rental trend is especially noticeable within the millennial generation or those 

individuals who were born between the 1980s and early 2000s (Lab42, 2021; CFI Education Inc., 2022). 

The disrupters of the retail landscape or ‘Generation Rent’ account for 64 percent of the American 

population that prefer renting over buying. A possible explanation, mentioned by different authors, is 

that Millennials have known an eventful period, including the financial crisis between 2007 and 2009 

(Stoller, 2018). Therefore, they are more critical of traditional, long-term investments, they are rather 

suspicious of large assets, and prefer to live in the moment (Kumar, 2021). Next to renting their homes 

via Airbnb, taking an Uber and streaming from Spotify, they also prefer to rent furniture and clothing. 
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“Millennials lead fast-paced and constantly changing lives, which makes renting furniture perfect from 

them as opposed to the long-term commitment of buying furniture” (Kumar, 2021). Apart from their 

need for mobility, they often have a lack of investments. Millennials are looking for minimal 

commitments that are budget-friendly and thus prefer to rent durables instead of purchasing them.  

 

Next to the millennials, the practice of renting is also very appealing for companies. As the Covid-19 

pandemic introduced a hybrid work model, businesses need less office space and look for more 

adaptable facilities to meet the fluctuating number of employees. Consequently, companies are less 

attracted to sky-high office rental fees and the acquirement of office furniture (Mearian, 2021; Lamba, 

2018). Also, renting furniture is a cost-efficient alternative for start-ups or young companies with 

limited budgets.  In addition to the financial benefits, it is also interesting for companies that only need 

furniture for a short period, such as stagers working with property developers to give more shape to 

the design of a flat or house they are selling.  

 

2.2 Live Light 

Now that we know what contributed to the establishment of Live Light, we have a look at how they 

are currently positioned in the market. This part will elaborate on the strengths, weaknesses, 

opportunities and threats that Live Light is currently facing. Followed by an in-depth analysis about the 

Live Light positioning compared to its competitors.  

 

Live Light has a lot of strengths. As described earlier, they are one of the innovators in the Belgium 

market. Next to that, being a spin-off of Ethnicraft, they are supported by their parent company. This 

gives a lot of benefits since they have financial support and industry experience. This allows Live Light 

to be flexible in its acquisition of furniture and make thought-through decisions. However, this does 

not only benefit the company, but Ethnicraft might also be a potential competitor. People who 

consider renting furniture could decide to buy instead, or the other way around. It is therefore 

extremely important that both businesses do not overlap or cannibalize each other. The rise in 

attention concerning global warming, as discussed earlier, is also positively contributing to the Live 

Light story. People are becoming more conscious about their consumption behavior and are therefore 

more often looking into the sustainability aspects of a company. Since Live Light’s core values are 

circularity and sustainability, they can really take advantage of this market trend. The same applies for 

the trend where industries and consumers are changing from an ownership economy towards a 

subscription-based economy. Finally, Live Light has a strong branding and marketing position. 
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Although renting is becoming more popular in different industries, furniture rental is not yet integrated 

in the population. This brings challenges, but especially opportunities for Live Light in the future. The 

start-up could thus become one of the industry leaders in the Benelux. In addition, the focus at Live 

Light has been B2C segments, however, they noticed a large opportunity within the B2B market as 

well. Whereas in B2C a lot of marketing efforts have been done, this can be enhanced in the B2B 

market and show growth opportunities. With the outcomes of this research, Live Light can have a more 

targeted communication towards their most important segments. 

 

Communication is not only important to enhance the strengths of a company, but it can also be crucial 

in tackling weaknesses. It is quite common that there is a misunderstanding or lack of clarity concerning 

the concept of Live Light. This is frequently related to the renting versus leasing interpretation. 

Preliminary research has shown that many Live Light customers want to buy their furniture at the end 

of the subscription term. However, the main objective of Live light is that customers rent and decide 

at the end to exchange or extend their subscription so that the story of circularity can exist. On top of 

that, buying this furniture also makes Ethnicraft and Live Light reach the same target group, which 

should be avoided. It is therefore extremely important that Live Light brings a well-formulated 

explanation to their customers about their concept. On the other hand, at this point, a customer who 

buys is still better than no customer. Another challenge Live Light faces, is high delivery costs. Delivery 

and collection are part of the service that Live Light offers to its customers. However, this is a heavy 

cost and is currently generating losses. Meanwhile, the company has decided to increase the delivery 

cost from 99 euros to 190 euros. To justify this decision to the customer, it is again extremely important 

that the customer understands very well what is included in this price (delivery, installation, 

collection...). This can again be done through a strong communication plan. 

 

Lastly, Live Light needs to be aware of its threats. Something that Live Light is working on intensively, 

is late payments and defaulters. The company has focused on profiling people to eliminate defaulters 

as much as possible. In addition, it is important to understand that a growing trend in the subscription-

based economy contributes as a strength, but this also means emerging competitors. In the next 

paragraph, we will focus on the competitor landscape.   
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2.2.1 The competitive environment and positioning of Live Light  

As mentioned earlier, renting is the new buying. Knowing that furniture rental is an upcoming 

phenomenon in the industry, multiple already-existing companies and start-ups have built up and 

claimed their spot in the market. In the following chapter, the relevant players will be discussed, giving 

Live Light a concise, but wide overview of their competitive environment and the main similarities and 

differences concerning important brand values.  

 

The first paragraph includes Live Light’s American competitors. Although this may sound too far or 

irrelevant, the American furniture rental market represents the most developed and growing one. One 

of Live Light’s most resembling competitors is Feather (Feather, 2022). Feather was founded in 2017 

and has since then quickly spread across metropolitans such as New York City, San Francisco, and Los 

Angeles. By the slogan “furniture for now or forever”, Feather indirectly positions itself as a rental 

service with the option to buy. This is one of the main differences with the value proposition of Live 

Light, which is merely focused on three aspects: buying, swapping and returning. Live Light is thus not 

only highlighting the option to buy out because they encourage the circularity of renting. Very closely 

positioned to Feather is Fernish, with overlapping service areas and partner brands (Fernish, 2022). 

Both companies represent an equivalent look and feel. According to Forbes Magazine, (Joan Verdon, 

2022) Fernish has raised 75 million dollar of funding since 2017. This boost allowed the start-up to 

grow and multiply its revenue by 17 in two years. Barlow, the co-founder and CEO of Fernish, stated 

that the Covid-19 pandemic has slowed down a rapid geographic expansion but stimulated on the 

other hand the new business model greatly. This new way of living life after the pandemic will 

therefore also play an important role for Live Light. “Subscribe to furniture on your terms” is the slogan 

of a third American competitor: CORT (CORT, 2022). CORT is the longest existing competitor and the 

most established worldwide. Consequently, Live Light can learn from CORT’s growth examples and 

experience. Nevertheless, as a start-up and design-focused player, Live Light is not too closely 

threatened by CORT as a commercial giant, focusing on the mass. As Live Light’s product categories 

only include furniture and a small range of interior accessories, CORT and Fernish are specialized in 

renting out electronics as well. Another US-based competitor discovering this area is Oliver Space 

(Oliver Space, 2022). Previously mentioned players offer pre-defined product packages, while Oliver 

Space allows the customer to build its own room with rented furniture combinations from scratch. 

Additionally, there is Brook Furniture Rental, or BFR (Brook Furniture Rental, 2022). BFR is positioned 

in the market as the furniture renter with the best customer service. Communicating about their white 

glove delivery strategy and answering specific customer needs related to subscription variation proves 

this. The Everset is the last American competitor that will be discussed (The Everset, 2022). This NYC-

based furniture renter, along with Oliver Space and BFR, is positioned in the market closely to Live 
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Light, considering multiple aspects: the order to the delivery process, the look and feel of products, 

the website design and so on. A big difference is the fact that the Everset is completely focused on 

B2C, while Live Light includes B2B as well. Taking a closer look at the before-mentioned section of the 

market, it is clear that if Live Light ever decides to geographically expand outside of Europe, it will be 

challenged to earn a place in the already-saturated American market. However, learning carefully from 

these companies’ strengths as well as mistakes will allow Live Light to grow inside the Benelux.   

  

As a second part of the competitor analysis, the European market is mapped out. The first competitor 

is one with a very similar brand name: Lyght Living. This company is located close to Frankfurt, 

Germany (Lyght Living, 2022). Other than Live Light, Lyght Living is already existing for longer than a 

decade. Although the company offers similar furniture categories, Live Light is more transparently 

communicating its prices and product availability. At Lyght Living, customers first need to fill in the 

period and purpose for renting before they receive any detailed information. This can be because of a 

price discrimination method: offering customers a specific price depending on their needs. Taking into 

consideration that Live Light aims to target multiple segments in B2B: pop-ups, offices, staging, etc., 

competitors are to be found in all of these fields. A more niche-focused company is Nornorm. This 

player is Scandinavian and specialized in lounges, meeting rooms, workspaces, receptions and dining 

spaces (Nornorm, 2022). Live Light and Nornorm are similar in multiple ways: both offer simple and 

elegant Nordic designs, have clear statements on circularity and flexibility, share blog posts about their 

existing clients and collaborate with interior designers for inspiration. Also, Nornorm’s tagline is 

straightforward: “Don’t buy office furniture, subscribe to it” (Nornorm, 2022). After brainstorming 

about the close competition at Live Light internally, an employee highlighted AFC as a rapid grower 

and therefore, one to watch. This startup is based in Brussels and has partnered with a wide range of 

design brands (AFC, 2022). AFC’s core strength is personalized interior advice, assisting clients from 

scratch towards their tailored dream interior. Knowing that Live Light also offers tailored advice, they 

could learn from AFC’s extended expertise. The next competitor is located in the Netherlands and also 

operating in Belgium: RE-PLACE. This company is clearly targeting expats, a segment towards Live Light 

that aims to grow (RE-PLACE, 2022). However, RE-PLACE’s furniture designs differ significantly from 

Live Light, as they are more standard than exclusive. Exploring the Dutch market further, Homespring 

is also fighting fast furniture through rental services (homespring, 2022). Communicating fully in Dutch, 

the team of four is extremely dedicated to creating awareness about sustainability. By renting out 

design brands such as FEST, Muuto and HAY, they attract a similar segment as Live Light: B2C design 

seekers. Homespring implements a different pricing method by asking customers to pay upfront for 

the first ten months and paying per month after this period of time, in case the rent is extended. 

Moving on to another player in the European market: Myotaku, situated in Switzerland (Myotaku, 



 
13 

2022). The main difference of this furniture company is their short-term renting period. This short-

term option includes furniture rental from 10 days to nine months. However, in contrast with their 

long-term options, clients can only choose from a limited selection.   

  

After zooming in on the American and European competitive environment, it is obvious that Live Light 

is not the only player combatting fast furniture with its modern business model. There are numerous 

similarities in their strategies: focusing on circularity, flexibility and always placing the customer first.    

 

In order to map out the competitive environment visually, we scored the competitors on multiple 

dimensions. The first map, shown below, is based on two quantifiable dimensions: price and customer 

reviews. We used customer reviews as a quantifiable construct for service quality. We developed the 

scores as follows. For each brand that communicates about their prices, we have searched for a price 

which was comparable. Therefore, we selected a chair that was similar in quality, comfort and design. 

The price of 12 months was chosen, as this was a rental term that all companies offered. But how to 

transform these prices to a score ranging from zero to five? We normalized these values, by inserting 

the average and standard deviation of our data into the according Excel formula. In this way, all prices 

were relatively compared with each other. The second dimension here is customer reviews. For each 

brand that communicated their prices, we looked closer into their customer reviews as well. These 

were found at platforms such as Google, Trustpilot, Yelp, Facebook and Knoji. For each type of reviews, 

we used the average and multiplied this by a weight. The weight was the number of reviews per 

company on this certain platform, in percentage terms. We illustrate this way of calculating with the 

example of Live Light.  Live Light has 20 reviews in total: three reviews on Google, and 17 on Trustpilot, 

of which the averages are 4.7 out of 5 and 4.5 respectively. The weight of the Google reviews is 0.15, 

or 3/20th, and the Trustpilot reviews carry a weight of 0.85. After doing this for each brand, we again 

normalized these values. As a result of these calculations, we gave each brand two coordinates: the 

normalized value of the price for one chair for 12 months and the normalized value of the customer 

reviews. Finally, we could easily visualize these on two axes. We observe that Live Light has a relatively 

high price setting strategy, while concerning customer reviews, the brand scores average compared to 

its competitors. CORT has the highest average customer reviews, while Lyght Living, with the highest 

price per chair, scores lowest.  
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  Figure 5: Competitors map: customer review & price 

As the above-mentioned dimensions of price and service quality are somewhat quantifiable, it should 

be noted that following dimensions are more subjectively calculated, by doing qualitative desk 

research. We calculated these numbers by taking the average of our three scores and rounding it up 

to the closest half point. We were now able to score more competitors in these maps. Therefore, a 

legend is attached:  

Table 1: Legend competitor analysis 
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In the next competitor map, we positioned all furniture rental companies based on sustainability and 

the availability to swap. We combined these exact two dimensions with the goal of mapping out 

circularity, as it can be perceived as a blend of both concepts. We analyzed all competitors’ websites 

and gave them scores based on these dimensions. For sustainability, we zoomed in on the brands’ 

communication and action plans considering this subject. The Everset has a partnership with Habitat 

for Humanity for instance. In this way, they give back to society by donating all furniture pieces that 

are at the end of the Everset lifecycle. That is why this company scores high on sustainability in our 

opinion. In addition, RE-PLACE has zero communication about this and thus received a low score 

compared to the industry. Taking a closer look at the availability to swap, Live Light scores very high, 

while AFC scores low because the company is only offering lease-to-buy options.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

It is clear that Live Light offers the availability to swap, both in their communication as in their strategy.  

However, compared to the competition, the start-up could focus more on the concept of sustainability 

in its value statement. Some good examples are to be found at CORT. This American rental giant has a 

sustainability brochure placed on its website, which clearly summarizes all of their values and missions. 

They have also summarized how their business model contributes to the movement of circularity, by 

providing clear numbers of waste and carbon dioxide reduction.  

 

As a third map, we decided to combine both dimensions of online convenience and design. We 

interpret design as the look and feel of the product, while online convenience is partly consisting of 

the interface, and thus more digital, design. The higher the score of design, the more fashionable, 

1

2

3

4

5

6

7

8

9

1011

12

13

0

1

2

3

4

5

0 1 2 3 4 5

A
V

A
IL

A
B

IL
IT

Y 
TO

 S
W

A
P

SUSTAINABILITY

Figure 6: Competitors map: sustainability & availability to swap 



 
16 

special, exclusive but consistent the products seemed to us. The online convenience was calculated by 

judging the process of online ordering and website design. We assigned scores according to the 

simplicity and efficiency of the website, while making sure the interface matched the brand 

personality. There is one clear conclusion here. Live Light is doing great concerning online convenience 

and product design: the start-up is on top of its competition. RE-PLACE is again scoring low on both 

dimensions.  

 

 

Figure 7: Competitors map: online convenience & product design 

The previous competitor maps allow Live Light to have a visualized overview of the competition, based 

on the brand values they all put forward. In this way, the start-up can clearly make a distinction 

between the close and less close competition, by looking at which dots are close to Live Light, and 

which dots are doing better. Number 7, Oliver Space, is always close to Live Light and therefore a close 

competitor as well. CORT is doing excellent when it comes to low prices and high service quality. 

Although Live Light could learn from its sustainability statements, this giant is not a close competitor 

due to its size. Homespring on the other hand is for instance a competitor to watch closely. This 

furniture renter is geographically located nearby and comparable in size and mission. While 

Homespring is offering a lower price on average, the Dutch company is performing high on all other 

dimensions. Another one not to underestimate is the Everset, being very convenient in their online 

process and offering Nordic-like designs. The same counts for Nornorm, focused on co-working spaces. 

Even though this analysis might sound threatening for Live Light, we believe that the start-up has a 

beneficial position in the market, considering all of its brand values. 
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2.3 Personas  

The main purpose of this research is to map out the Live Light customer base by developing buyer 

personas for the existing and potential B2B and B2C customers. Therefore, in this last section we briefly 

explain the theoretical framework around personas both in a B2C and B2B context.  

 

Buyer personas were first introduced in 1999 by Alan Cooper, and for the purpose of optimizing the 

user interface design (Cooper, 1999). Since then, the concept has been widely updated and adopted 

across industries as a marketing tool to understand the customer better. Today, Shopify defines a 

persona as a “fictionalized characterization of your best customer(s) based on information about them 

and how they use your product or service” (Shopify, 2022). The fictionalized character of the persona 

can be explained by two aspects. Firstly, the character does not represent a real, existing person. 

Secondly, the persona data is supplemented by creative context to make it look and feel as real as 

possible. After the process of segmentation, where all customers are divided in groups according to 

their similar characteristics such as attitudes and lifestyles, developing personas is usually the next step 

(Heinze et al., 2016a). A persona represents a perfect example of one person belonging to a certain 

segment. By giving them a specific name, preceded by an alliterative adjective, they are even more 

humanized.  

 

In theory, there are two general types of personas, depending on their purpose: buyer personas and 

user personas (Duda, 2018). In short, a buyer is not necessarily a user. For example, the buyer persona 

of pampers could be Mommy Mary, while the user persona is then the child Baby Ben. In this research 

project, we focus on buyer personas. The reasoning behind this choice is twofold. After conducting 

internal research at Live Light, we concluded that in B2C, the buyer persona and user persona are in 

the vast majority of cases the same person. In B2B, this overlap might not always be present.  Since 

purchasing decisions within a B2B sector have huge consequences, these are usually made in 

consultation with different people from the organization. This group of people is referred to as the 

buyer center or decision-making unit (DMU). Each person has a specific role in the decision-making 

process and must be approached differently through marketing and sales. Once it is clear who takes 

on which role in an organization, you can target them in a personalized way. The composition of a 

buyer center may vary according to the size of the company, but a typical buying center includes the 

following roles: initiators, gatekeepers, influencers, deciders, purchasers and users. The initiator 

indicates that the company has a problem that can be solved by a certain product or service. The 

gatekeepers are experts in the product category. They control the information flow and select a range 

of vendor offerings. The gatekeepers largely determine which vendors get a chance to sell. Influencers 
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have a say in whether a purchase is made, they influence the decision. The deciders have a final say in 

the decision-making process and will move it to completion. However, they are not responsible for 

signing the contract or actually making the purchase. This responsibility lies with the purchasers. The 

user of the product depends on the product or service that is acquired (Bonoma, 2006). In our B2B 

analysis we will try to map out the different people involved in the decision-making process from the 

company. However, Live Light is in close contact with its buyers, and we will thus only develop personas 

for those respective archetypes. As personas are reflections of real customers, they are developed 

using relevant information about these customers. This information is gathered through primary 

and/or secondary qualitative and/or quantitative data, internally and/or externally. According to 

Hubspot’s templates, a typical buyer persona should include the following data (Hubspot, 2022):  

Table 2: Persona building 

Background/demographics In this part, socio-demographics such as age, income, family, job 

title and education are collected. 

Real quotes Real quotes are taken from the qualitative research output and 

included to bring the persona to life. 

Goals/challenges In order to understand the customer’s mind, it is crucial to know 

which struggles or challenges this person goes through in order 

to reach certain goals or needs. 

Identifiers Identifiers of a certain buyer persona describe where and how 

this customer wants to be reached. Thus, identifiers can be 

social media platforms and communication preferences.  

What can we do?/ possible 

solutions 

The solutions consist of the things, that we, as a company, can 

do in order to relieve the persona’s pains and support them in 

achieving their goals. 

Marketing message Appropriate marketing messages are then developed to 

communicate the best solution for every persona. 

As clearly stated above, a company can benefit from creating personas. However, the opposite is also 

true: customers can profit from persona development. As customers’ needs and motivations come to 

life in personas, companies can learn from this and define strategies of how to respond to these specific 

needs (Heinze et al., 2016b). In addition, customers are less overwhelmed with irrelevant content, but 

targeted specifically, according to their personalities. Consequently, customers’ pains and struggles 

are reduced as their lives are made easier. 
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B2C  
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3. METHODOLOGY: QUANTITATIVE RESEARCH  

3.1 Data collection  

In order to have a clear overview of what the B2C market looks like, we decided to send out a survey. 

This type of quantitative data collection allows us to collect a large number of answers in a relatively 

short time period, while being cost-efficient. The survey will hopefully give us deeper insight into the 

respondents’ behavior, needs, pains, gains and challenges when looking for furniture. This input will 

provide us with suitable information to create buyer personas. The survey design will be elaborated 

on in a further chapter. In Appendix 1 the full survey can be found, as it was sent out to the 

respondents.  

3.2 Sample selection  

For the B2C market, the research population consists of people that are living in Belgium. We have 

chosen this country instead of the full Benelux area because of the following argument. From internal 

research, we know that Belgium is the focus market for Live Light. In addition, if we are realistic, we 

will be able to spread the survey here more easily, as it is our home country. We have used an online 

sample size calculator to find out what sample size would be sufficient to represent the population 

(calculator.net, 2022). If we select a confidence level of 95%, a margin error of 5%, a population 

proportion of 50% and a total population size of 11.56 million people, we obtain a sample size of 385 

respondents. This value is therefore our goal to reach. All respondents have either rented furniture in 

the past, are currently renting furniture, or could be potential customers in the future. Thus, we slightly 

adapt the survey depending on the respondent category: past subscriber, current subscriber or 

potential subscriber. All past and existing customers, of whom the contact details can be extracted 

from Odoo, were asked to fill in the survey via email. The email was made in and sent through Klaviyo. 

This email asks if current subscribers are willing to fill in the survey. To approach potential subscribers, 

we plan to publish the survey on social media platforms like Facebook, Instagram, Messenger, 

WhatsApp and LinkedIn. Both existing and potential subscribers will be incentivized using a giveaway. 

We hope to increase the response rate accordingly. Another technique to maximize this rate is 

mentioned by Saleh and Bista (2017). They have emphasized the importance of a short survey. Surveys 

with a completion time under 13 minutes are more likely to be fully completed. The respondents will 

therefore be informed that our survey only takes five minutes to complete. Both men and women, 

from all ages above 18, will be encouraged to participate. Our assumption is here that respondents 

younger than 18 are not involved yet in the decision-making process of buying furniture. It is important 

to mention that we use the technique of convenience sampling (Etikan et al., 2016). This type of 

nonrandom sampling has obvious advantages and disadvantages. The advantage is in the name of the 

word: it is convenient. Respondents are easily accessed by the researcher due to their proximity and 
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availability. As we spread the survey to the Vlerick, Ethnicraft and our personal network, we can 

already feel that this will be slightly biased. The drawback of the technique is therefore self-evident: 

only members of the population that meet these criteria are reached and a relatively large part remains 

unstudied.  

3.3 Survey design  

This paragraph will elaborate on the survey design, supplemented by illustrating examples. The full 

survey can be found in Appendix 1. The questionnaire is created using the online survey tool Qualtrics. 

Starting with a short introductory text, we aim to grab the respondent’s attention.  

Hi there! 

First of all, thank you for opening this survey. Your opinion means the world to us! As a start-up, we 

only want to become the best version of ourselves, but we need your help for this. Filling in our survey 

will only take about 5 minutes.  

Get the chance to win one of our favorite items!  

With love and thanks,  

The Live Light Team 

 

The introductory text is followed by questions that ask for socio-demographic characteristics with 

regards to the household situation of the respondents. Multiple examples are shown below. 

Depending on the answer, specific follow-up questions are asked as well.  

Please indicate how many people live in your household. (including yourself, children, roommates, etc.) 

Which option best describes your household situation?  

How would you describe your housing type?  

Please indicate whether your housing is rented or owned.  

Do you have a pet living at your house?  

 

After the socio-demographic questions, we encourage the respondents with another motivational text, 

as the most important part of the survey still has to be filled in: the brand value driver statements. 

These statements are the most crucial for our research, as they allow us to segment the market. In the 

following part, we elaborate on how we have constructed this survey part and why we used a Likert 

scale.  
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3.3.1 Scale construction  

Company insights in combination with existing scales, found in the literature, were used to construct 

the brand value driver statements of the survey. We aim to internally validate the items and hopefully 

end up with six underlying dimensions: price, sustainability, quality, interior design, need to change 

and online presence. These dimensions were also used to differentiate the competition on. All survey 

questions were measured based on a five-point Likert scale, ranging from strongly disagree to strongly 

agree.  

Price  

Price sensitivity was measured with a four-item scale adopted from Yue et al. (2020). Respondents 

scoring high on this key brand value are considered price sensitive. It included the following: (1) “When 

I look for furniture, price is the most important factor”, (2) “When I look for furniture, it has to be 

cheap”, (3) “When I look for furniture, I rely on the price to judge the value of the product” and (4) 

“When I look for furniture, I compare the price with alternatives from other brands”.  

Quality  

To measure how important quality is for the consumers, the following four questions were asked.  

(1) “When I look for furniture, it has to be of premium quality”, (2) “When I look for furniture, I want 

to be familiar with the brand name”, (3) “When I look for furniture, quality is the most important 

factor” and (4) “When I look for furniture, I prioritize high-quality materials”. People with a high score 

on this key brand value, attach great importance to quality. 

Need to change  

This scale answers whether someone likes to change its interior frequently. The items used were 

developed based on internal insights. The following four questions were asked: (1)” When I look for 

furniture, I want to keep this as long as possible in my interior (reverse scale)” (2) “I like to change my 

furniture frequently”, (3)” I quickly get bored of my furniture” and (4) “I love redecorating my home 

interior”,  (5) “I only need furniture for the short term”.   

Sustainability  

This brand value driver probes Ecologically Conscious Consumer Behavior (ECCB). For this purpose, the 

scale of Roberts (1996) was applied. The original scale consists out of 30 questions, which was 

narrowed down and adapted to four relevant questions in line with this research. (1) “When I look for 

furniture, it has to be from an environmentally responsible company”, (2) “When I look for furniture, 

the material has to be sustainably sourced”, (3) “When I look for furniture, I always choose the more 

sustainable alternative” and (4) “When I look for furniture, I aim to minimize my ecological footprint”. 

People scoring high on this key brand value are considered sustainably minded.  
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Interior design 

To measure consumers' general attitudes towards interior design, an existing scale, the Fashion 

Involvement Index of Tigert, Ring and King (1976) was adapted. By means of a Likert scale, the 

respondents indicated to what extent they agree with the following four statements (1)“I stay up to 

date with the latest interior trends”, (2) “I like to talk about interior-related topics with others”, (3) 

“When I look for furniture, it has to be fashionable and trendy” and (4) “When I look for furniture, I 

prefer designer pieces”. Based on these results, it is possible to categorize people with a high interest 

in interior design, people scoring high on this key brand value are considered interior savvy.  

Online presence  

Finally, this brand value aims to distinct people who are very active and are willing to purchase online. 

This scale was also developed based on company insights. The following statements were asked (1) 

“When I look for furniture, I need to see it in real life first (reverse scale)”, (2) “I feel comfortable buying 

furniture online”, (3) “When I look for furniture, I need to touch it first (reverse scale)” and (4) “I find 

it easier to buy furniture online than offline”.  

 

3.3.2 Likert scales  

 By designing our survey this way, a brand value driver can be called a Likert scale, while the items 

belonging to one of these Likert scales can be interpreted as Likert-type items (Boone & Boone, 2012). 

There are multiple reasons to explain why using a Likert scale is suitable for measuring our brand value 

drivers. First of all, as developing personas is our end goal, we aim to discover what people’s attitudes 

and needs are when they are looking for furniture. These kinds of variables are known as traits, and 

therefore qualitative in nature (Boone & Boone, 2012; Joshi et al., 2015). In general, it is challenging 

to measure and analyze qualitative variables on ordinal or interval scales. However, by implementing 

a series of Likert items on a validated Likert scale, the researcher can quantify these personality traits. 

In research, there are two ways to consider Likert scales: as ordinal data or as interval data (Joshi et 

al., 2015). In order to decide upon this, it is crucial to address whether the distance between the 

answer points is equal or not. In our survey, the five possible Likert points are: totally disagree – 

disagree – neutral – agree – totally agree. In this research, we follow the argument that the distance 

between points is realistically equal, taking into consideration the fact that every scale is a composite 

of multiple items. As a consequence, we will analyze a Likert scale as an interval variable, allowing us 

to perform our statistic techniques later on.  

 

After this theoretical intermezzo, we can continue with the general survey design. These brand value 

driver statements are followed by multiple-choice questions related to the respondents’ search for 
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furniture. We survey where they look for furniture, what influences them and how active they are on 

social media platforms.  

 

Until now, the survey flow was equal for all respondents. If we want to question concepts related to 

whether respondents are a potential, current or past subscriber, we need to split them up accordingly. 

In order to do this, we ask the respondents to indicate whether they are currently a subscriber at Live 

Light, were a subscriber at Live Light or are not a subscriber at Live Light.  

 

For non-subscribers, we doublecheck whether the concept of renting furniture at Live Light is clear to 

them, and if not, we clarify the concept. We do this to then survey their likeability of the concept on a 

Likert scale from 0 to 10. This is followed by multiple-choice questions probing for potential motivators 

and barriers connected to the concept of renting.   

Could you please indicate why you would consider renting furniture? (Multiple answers allowed) 

Could you please indicate possible reason(s) that might still hold you back from renting furniture? 

(Multiple answers allowed) 

 

For subscribers, we slightly modify the question process, as we do not need to ask whether the concept 

is clear. Instead, we ask how they discovered Live Light in the first place. This is followed by a question 

asking for the reasons why the subscriber has started renting at Live Light. Then, the NPS is measured, 

on which we zoom in later.  

 

For past subscribers, the survey process is quite similar. The only difference is that we also survey the 

reasons why they have ended their subscription at Live Light. However, we do not think we will reach 

a large number of past subscribers, as Live Light is only existing for a short period of time.  

 

After this subscription-related block, the survey design is again equal for respondent categories. By 

showing another motivational text, we hope that the respondents will still fill in additional socio-

demographics to increase our profiling data. Examples are listed below.  

What is your zip code?  

In which country do you live? 

What is your year of birth (example: 1997) 

What is your gender?  

What is your highest degree obtained?  
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4. RESEARCH FINDINGS    

After closing our survey, we saved the data of 594 respondents in SPSS Statistics, a statistical software 

by IBM. As in most surveys, not all data is equally useful, due to different completion rates. This is the 

case for the respondents that only filled in a limited number of questions. We decided that the most 

important gathered data includes the answers to the brand value driver questions. That was also the 

reason why we put these questions as early as possible in the survey. In total, 524 respondents 

completely filled in the brand value driver questions, of which 446 were non-subscribers and 70 were 

current subscribers. Notice here that both numbers do not add up to 524 in total, as some respondents 

dropped out of the survey after the brand value driver questions were asked and did therefore not 

answer the question revealing if they were current, past or potential subscribers. We feel delighted 

with this sample size, as we have set the goal at 385, according to the online calculator.  

 

In order to analyze the data, we used techniques that we have learned in the course of Applied 

Marketing Analytics, for which we have done a similar assignment, but smaller in size. Factor analysis 

is done in order to find underlying dimensions, which are in this case the predicted brand value drivers. 

Cluster analysis on the other hand is used for segmentation. In the courses Market Research 

Fundamentals  and Customer Insights, Market Analysis and Artificial Intelligence, we have performed 

regression and correlation analysis. This knowledge will thus be used to find important relationships 

between variables. In the following paragraphs, we will explain to you how we have conducted these 

techniques in SPSS. The interpretation of it is included as well. The first subchapter consists of a general 

description analysis. This allows the reader to have a clear overview of who the respondents are.  
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4.1 Respondent descriptions 

This chapter elaborates on the descriptive statistics of the survey sample. We have chosen to put all 

relevant socio-demographic data into visuals that are relatively easy to interpret. Each chart will be 

accompanied by a short explanation.  

 

4.1.1 Who are our respondents?  

Gender  

If we take a closer look at the gender distribution of our respondents, we see that males are 

represented by a bit more than one-third of the sample: 185 out of 507. Female respondents count for 

62.7% or 318 in absolute numbers. The options also included “non-binary/ third gender” or “prefer not 

to say”. These were added to not exclude any respondent while asking this question. However, this 

category does not count for a significant proportion of the dataset (0.8%). In addition, it is no surprise 

that mainly females have filled in our survey, as the three of us are female as well and the questionnaire 

was distributed throughout our personal networks, which are also overrepresented by women.   

 

      Figure 8: Demographics - gender 

Age 

We asked the respondents to fill in their birth year. The age was then easily calculated by the simple 

math formula: 2022 – birthyear. That is how we found out that the youngest respondent was 18 years 

old and the oldest 78. This gave us a response range of 60 years, which is very broad. The graph 

underneath shows a visual representation of the respondents distributed per generation. We see that 

the darkest bars are Millennials and Generation Z, each consisting of 37% of our dataset. This means 

that the data is rightly skewed, and therefore overrepresented by people younger than 42 years.  
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Figure 9: Demographics - age 

 

Highest obtained degree 

If we then focus on the academic background of the respondents, if any, we see that half of the 

respondents have a Master degree and 28.6% have a Bachelor degree. 8.3% have a Postgraduate 

degree and 13 respondents obtained their Ph.D. This is in total more than 90%, which is not 

representative for the total Belgian population. In 2016 for example, 46% of all Belgians were in 

possession of an academic degree, which is half of what we have gathered (StatBel, 2016). 

Nevertheless, we expected this difference between the sample size and population as we spread the 

survey throughout our Vlerick network as well.  

 

Figure 10: Demographics - education 

 

Occupation  

Following the question of the obtained degree, we asked the respondents what their current 

occupation was. Out of 505 respondents that filled in their occupation category, 257 people work full-

time. The second largest group is represented by students, almost one-fifth of the sample size. 11.6% 

of all respondents are self-employed.     
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 Figure 11: Demographics - occupation 

The follow-up question here was an option question, probing for a more specific description of the 

respondent’s occupation. In Appendix 2, a list of this can be found. We see that the respondents’ 

occupations vary strongly, ranging from physiotherapist to chef.  

 

Income  

Considering the income category responses, which is a quite sensitive question, we still obtained an 

answer from 375 people. One-third has a net income between €2001 and €2500. Knowing that we 

have a relatively young sample, we expected this, as it is the average income of a young graduate. 

However, we still see that one-tenth of our respondents, or 37 people in absolute numbers, earn a net 

income higher than €5000, which is quite significant.  

 

Figure 12: Demographics - income 

 

Zip codes  

We also asked for zip codes, to get a more specific view on where our customers come from. We could 

then map them geographically. Although we reached four people in France, one in Poland, two in 

Denmark and three in Spain, the clear majority of all respondents was from Belgium. As visible 
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underneath, more than 200 respondents originate from Antwerp. The second largest group of 

respondents was from East-Flanders. Both regions are no surprise, as we ourselves are from Antwerp 

and Ghent and have thus spread the survey across these areas.  

 

Figure 13: Demographics - location map 

4.1.2 Living situation 

As above map shows where respondents live geographically, we also elaborate more on the living 

situation specifically.   

 

Housing situation  

58 respondents out of 571 answered that they live alone in their accommodation. In case a respondent 

answered otherwise, (s)he got the follow-up question probing for a more specific housing description. 

The results of 507 respondents are illustrated in the graph below. As the data is sorted in a descending 

order, we see that the largest proportions of respondents live together with their partner, with or 

without children. These groups count for more than 50% of the dataset. People in the third largest 

group, consisting of 72 respondents, live with their parents and siblings.  
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Figure 14: Living situation - housing situation 

Pet  

In the survey, we included the question whether people have a pet or not, because we assumed that 

this might had have an impact on whether people rent furniture or not. We therefore asked: “Do you 

have a pet living at your house?”. Respondents could simply answer with yes or no. In this way, it 

became clear that 60.9% of the survey sample does not have a pet, while 39.1% does. 560 people filled 

in this question.  

 

Figure 15: Living situation - pets 

Even though 219 respondents indicated that they do have a pet living at their house, there were 286 

more specific responses of what type of pet this is. The difference here is no surprise, as this question 

was multiple choice. The percentages will therefore not sum to 100%. However, of all pets, the 

following distribution was measured. We observe that the vast majority has cats and/or dogs.  
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Figure 16: Living situation - pet types 

4.1.3  Search for furniture  

Knowing where respondents in general search for furniture can also be interesting for Live Light to 

know. This represents a characteristic related to Live Light’s core activity.  

Places  

The following chart is again a representation of answers from a multiple-choice question. It is clear 

that people look for furniture in a wide range of places. Big home furniture companies such as Ikea 

stay on top of people’s mind during their search for furniture. 10.9%, or 45 respondents indicated 

another alternative than the given options. These were mainly online stores such as: bol.com, Amazon, 

Made, Flinders and Moodings. We realized afterwards that this option was not included in our 

proposed answers, therefore, we were glad that people still mentioned this. 

 

Figure 17: Search for furniture - places 
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Influence  

The next question was related to the search for furniture as well, but now with the focus on influence. 

We asked respondents by whom or what they are influenced when they look for new furniture. As 526 

people responded to this question, it was clear that the most indicated influencers were not people, 

but social media platforms and magazines. Nevertheless, people’s partner play a significant role in this 

decision-making process as well, with a response rate of 48.1%. We see that colleagues have the 

smallest influence in general. Other, open answers that were given, include again multiple online 

alternatives: design websites, interior blogs, Pinterest specifically, online reviews and so on.   

 

     Figure 18: Search for interior - influence 

If the respondents indicated that social media platforms influence them, they got the follow-up 

question probing for which platforms in specific. 323 respondents were exposed to this question. Two 

platforms really exceed the other alternatives: Instagram and Pinterest. With 294 and 187 check marks 

respectively, both platforms are considered to be most relevant in the search for furniture. Instagram 

was indicated by 9 out of 10 people who are influenced by social media. For Live Light, this output 

could already be an indication of prioritizing Instagram communication over Facebook for instance, as 

this platform only reached a response rate of 17.3%.  

 

Figure 19: Search for interior - social media influence 
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Even though 323 people are influenced by social media in their search for furniture, we still wanted to 

find out how active all respondents are on these platforms in general. This output could be 

implemented to enhance Live Light’s communication strategy. 520 respondents rated their social 

media platform activeness on a scale from 0 to 10. It is obvious that Instagram is the new online place 

to be, with an average active rate of 7.27, clearly exceeding all other platforms. However, LinkedIn, 

where Live Light mainly communicates to B2B, is the second one in line of B2C’s online activity.  

 

Figure 20: Search for interior - social media activity 

4.1.4 Subscriber or not?  

As we also sent out the survey to Live Light’s customer base, we hoped to receive the input of existing 

subscribers. Consequently, we received the answers of 70 current subscribers, 2 past subscribers and 

448 non-subscribers. We often describe the latter as potential customers, as they can still be 

convinced. In percentages, these rates are represented as follows. 

 

    Figure 21: Current subscriber, non-subscriber, past subscriber 

It is however important to mention that this is, again, not a completely representative visualization of 

reality. We reached 13.5% subscribers in our sample, but this percentage is enormously smaller in the 
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full population. We knew this beforehand, but still think the relevance of our subscriber input 

outperforms this bias.  

 

4.1.5 Non-subscribers  

Motivators  

We surveyed the non-subscribers separately to find out what the possible reasons would be for them 

to consider renting furniture. This is interesting for Live Light, as they know the motivators that would 

be convincing to shift to renting. 444 people of all non-subscribers filled this question in. We see that, 

relatively, most people would rent for the temporary change of interior. 189 respondents indicated 

this option. Next to that, 176 non-subscribers consider renting due to the fact that they can try out the 

furniture before buying it. If they would get a temporary stay, this would incentivize 37.4% of this 

group to rent their interior. 

 

Figure 22: Non-subscribers - motivators 

Barriers  

Opposite to reasons why people would consider renting, we surveyed possible barriers as well. These 

are crucial to analyze, as they might include answers that Live Light did not consider before. 266 non-

subscribers answered that they would see no ownership as a barrier to rent. This is slightly connected 

to the fact that they do not want the furniture being used before, which is indicated by 39.2%. Almost 

9% of this group still mentioned other barriers for renting furniture. These mainly include answers such 

as: afraid of making it dirty or ruin it, not familiar with renting this type of products, no fan of monthly 

fees or subscriptions and many more. Reading these answers, it is clear that some respondents do not 

completely understand the value proposition of Live Light. That is again important to know.  
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Figure 23: Non-subscribers – barriers 

 

4.1.6 Current subscribers  

Discovery  

68 current subscribers filled in more details for our study. We also surveyed where or how this group 

discovered Live Light. We see that social media platforms was the highest source of discovery for 

current subscribers, indicated by 38 people in absolute numbers. Next to that, Ethnicraft has a 

relatively high impact on discovery as well, as 24 of the 68 respondents in this group marked this. Five 

people mentioned other things, but these generally fell into the existing categories: Instagram and 

Internet search are examples. 

 

Figure 24: Current subscribers - discovery 

Reasons to start  

These people were also exposed to the question asking for the reasons why they started their 

subscription. We included the same multiple-choice answers here as we did for non-subscribers when 

we asked for motivators. We see already a significant difference in the output. As for non-subscribers 

the main motivator would be a temporary change of interior and this was only for one-fourth of the 
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subscribers the reason to start. The advantage of being financially beneficial was actually the main 

reason why people started their subscription at Live Light while “more expensive over time” came out 

as  the second largest barrier for the non-subscribers. 34 subscribers marked this item, while only one-

third of non-subscribers perceived this as a motivator.  

 

Figure 25: Current subscribers - reasons to start 

 

4.1.7 Past subscribers 

As we only reached two past subscribers, that thus have ended their subscription at Live Light, we will 

only shorty discuss this part. The first past subscriber discovered Live Light through social media 

platforms and Ethnicraft. The second one became aware of the company through magazines. The 

reason the first respondent started the description was because it offered a quick solution. The second 

respondent did not fill in the reason of starting with a Live Light subscription. They both gave an NPS 

score of 10 and 7 respectively, which is quite good, considering no one left with the customer base 

with a bad memory. NPS will be broadly discussed in a later chapter.  

 

In the following chapters, we will discuss how we have analyzed the data and transformed it to 

interpretable output. The first part consists of the factor analysis, followed by the cluster analysis, 

which is then extended by the technique of profiling. We would like to note that these parts are 

extremely theoretical, and therefore only meant for the reader interested in this. The following parts 

can be perfectly interpreted, without having to understand every technical detail that is explained 

below.  
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4.2 Factor analysis  

During the factor analysis, we will discuss how we reduced the 25 brand value driver variables to a 

limited number of variables. This will make further analysis easier and results more comprehensible. 

As explained in the survey design, the brand value driver questions were partly based on literature and 

partly on internal research at Live Light. Our goal was to end up with six factors, or underlying 

dimensions, as six concepts were to be measured using 25 Likert questions in total. This means that 

we wanted to link multiple items to a certain concept (convergent validity), without them being linked 

to any other concept (discriminant validity).  In order to find and hopefully confirm these underlying 

concepts, we conduct a factor analysis in SPSS, following an outlined procedure. The framework 

underneath shows every brand value driver, each surveyed by four (or five for measuring the need to 

change) items. We hope to find exactly this visualized relation in SPSS. However, practical results are 

in general slightly different from the theoretical hypothesis. A thorough factor analysis will hopefully 

allow us to reduce the number of variables and facilitate the further process. 

 

Figure 26: Factor analysis process

PRICE related items 

P1: When I look for furniture, price is the most 

important factor (BVD_1) 

P2: When I look for furniture, it has to be 

cheap (BVD_2) 

P3: When I look for furniture, I rely on the price to 

judge the value of the product (BVD_3) 

P4: When I look for furniture, I compare the price 

with alternatives from other brands (BVD_4) 

 

QUALITY related items 

Q1: When I look for furniture, it has to be of 

premium quality (BVD_5) 

Q2: When I look for furniture, I want to be familiar 

with the brand name (BVD_6) 

 

Q3:  When I look for furniture, quality is the most 

important factor (BVD_7) 

Q4:  When I look for furniture, I prioritize high 

quality materials (BVD_8) 

 

NEED TO CHANGE related items 

C1: When I look for furniture, I want to keep this as 

long as possible in my interior (reverse 

scale) (BVD_9) 

C2: I like to change my furniture 

frequently (BVD_10) 

C3: I quickly get bored of my furniture (BVD_11) 

C4: I love redecorating my home interior (BVD_12) 

C5: I only need furniture for the short 

term (BVD_13) 
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SUSTAINABILITY related items 

S1: When I look for furniture, it has to be from an 

environmentally responsible company (BVD_14) 

S2: When I look for furniture, the material has to 

be sustainably sourced (BVD_15) 

S3: When I look for furniture, I always choose the 

more sustainable alternative (BVD_16) 

S4: When I look for furniture, I aim to minimize my 

ecological footprint (BVD_17) 

INTERIOR DESIGN related items 

I1: I stay up to date with the latest interior 

trends (BVD_18) 

I3: When I look for furniture, it has to be 

fashionable and trendy (BVD_19) 

I4: When I look for furniture, I prefer designer 

pieces (BVD_20) 

I2: I like to talk about interior-related topics with 

others (BVD_21) 

ONLINE PRESENCE related items 

O1: When I look for furniture, I need to see it in real 

life first (reverse scale) (BVD_22) 

O2: I feel comfortable buying furniture 

online (BVD_23) 

O3: When I look for furniture, I need to touch it 

first (reverse scale) (BVD_24) 

O4: I find it easier to buy furniture online than 

offline (BVD_25) 

 

When doing a factor analysis, the output has to be carefully investigated. In order to do this, we 

compare the output values and see whether they follow certain rules of thumb. Next to this, we keep 

human judgement as a priority while deciding upon the number of factors. This means that if we doubt 

between six factors or another number, we will lean to six, due to our hypothesis. Without going too 

much in depth theoretically, we will try and explain our ways of interpreting and analyzing carefully. 

The output interpretation of a factor analysis generally goes as follows:  

 

KMO and Bartlett’s Test  

The statistical Bartlett’s test shows whether the correlation matrix with all variables (25 brand value 

drivers) is significantly different from the unit matrix or not. If the significance level is lower than 5%, 

we say that we cannot accept the null hypothesis, claiming that the correlation matrix is equal to the 

unit matrix. This is the case and this is also why we want to go further in the process. Otherwise, there 

is no significant internal correlation between all items. Thus, this is an indication that there is enough 

correlation to allow a factor analysis for this data. Next to this, we want the KMO-measurement to be 

higher than 0.6, which is also the case (0.783). Knowing that both conditions are satisfied, we can 

continue the interpretation.  

      Table 3: KMO and Barlett's test 

KMO Measure of Sampling Adequacy 0.783 

Bartlett’s Test of Sphericity Significance: 0.000 
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Table 4: Total variance explained 

Factor Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % 

1 4.084 16.34 

2 3.169 29.01 

3 2.389 38.57 

4 1.919 46.24 

5 1.584 52.58 

6 1.126 57.08 

7 0.988 61.04 

8 0.908 64.67 

 

As we take a closer look at the total variance explained, we have to look at the Initial Eigenvalues. This 

shows whether the information captured in the factors is higher than it was in each original item. We 

can see that six factors are still giving additional information, as 1.126 is higher than 1, which would be 

the case without underlying dimensions. Also, the cumulative percentage in the Extraction Sums of 

Squared Loadings is 57, which explains that our simplified solution will still have 57% of the information 

when we go from 25 items to only six dimensions. This table numerically shows how six factors would 

be a feasible solution. This is great news, as it is in line with our human judgement, or pre-made 

hypothesis. As we proceed with the output analysis, we come across the following line graph.  

Scree Plot  

This line graph might be an indication of the number of factors we can use. The indication is then equal 

to the elbow, subtracted by one. An elbow is a certain bend in the line. We can see one at the value of 

six, which would give an indication for five factors (= 6 – 1). However, we have tried this solution and 

still went for a six-factor solution. This decision is due to our human judgement, backed up by the Total 

Variance Explained.  

 

Figure 27: Scree plot 
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Table 5: Pattern Matrix 

 

This matrix is actually the most crucial part of our output. Our hypothesis stands or falls with this matrix, 

as it gives a visual representation of the items connected to the underlying dimensions. Next to this, the 

Pattern Matrix represents the values of the internal correlations. We hope that these are high enough in 

absolute values. Otherwise, we have to get rid of the item in question to accomplish a statistically strong 

factor analysis. We will throw away an item, based on the comparison with the rules of thumb. Every time 

an item is thrown away, we perform the factor analysis, as explained above, again. We do this procedure 

until we find a pattern matrix with acceptable values. Next to this, the KMO and Bartlett’s Test also needs 

to back this up. In the above-shown table, we conclude to throw away brand value driver 6. The reason 

for this is that the focal loading (highest absolute loading) in that row is clearly lower than 0.6, which is 

the cut-off value. The table below shows which brand value driver is not included in further analysis, 

together with the insight.  
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Table 6: Excluded brand value drivers 

Excluded item Insight 

When I look for furniture, I want to be familiar 

with the brand name. (BVD_6) 

The brand name of the furniture is not 

significantly important when we consider 

quality as a brand value driver in the search for 

furniture. 

When I look for furniture, it has to be 

fashionable and trendy (BVD_19) 

Fashionable and trendy are not necessary in the 

furniture search for people interested in 

interior design. 

When I look for furniture, I prefer designer 

pieces (BVD_20) 

Designer pieces are not significantly strongly 

connected to design interiors as a general 

dimension. 

When I look for furniture, it has to be 

cheap (BVD_2) 

The items in the price dimension are not 

significantly internally related to the fact that it 

has to be cheap. 

I like to change my furniture 

frequently (BVD_10) 

Changing furniture frequently is not internally 

connected to other items linked to change. 

 

After doing the factoring procedure six times, we have found a statistically acceptable solution, consisting 

of six factors and 20 items. We agreed that this was quite a good factor solution, as each underlying 

dimension still is represented by a minimum of three items. The following Pattern Matrix shows what 

factor solution SPSS has shown to be most feasible.  
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Table 7: Pattern matrix 

 

 

We have visualized the final factors and their items in the framework below.  

 

Figure 28: Final factors 

When we extract factors, we aim for each item to explain at least still 40% of the information. For this, we 

take a closer look at the Communalities table. As we see, each extracted value is more than 0.4, so we 

move further in the analysis. The initial values represent the explanation power each item had separately, 

which is logically 100%.  
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Table 8: Communalities 

Brand value driver Initial Extraction 

BVD_14 1 .721 

BVD_15 1 .725 

BVD_16 1 .631 

BVD_17 1 .708 

BVD_18 1 .725 

BVD_21 1 .673 

BVD_22 1 .742 

BVD_23 1 .737 

BVD_24 1 .669 

BVD_25 1 .593 

 

Component Correlation Matrix  

As a final check, we look at the Component Correlation Matrix. This matrix consists of the correlation 

between each factor. The rule of thumb here is for each value to be lower than 0.7. We do not apply this 

rule on the diagonal values, as these are the correlations between a factor and itself, which logically equals 

1. We still see, in the marked cells, that there are correlations between the factors internally. Quality is 

negatively correlated with sustainability and interior design. This means that people that are more quality-

oriented, are less sustainable or interior design-focused.  

 

Table 9: Component correlation matrix 

FACTOR SUSTAINABILITY 
ONLINE 

PRESENCE 

INTERIOR 

DESIGN 
QUALITY PRICE 

NEED TO 

CHANGE 

SUSTAINABILITY 1 -.015 .101 -.264 -.059 -.038 

ONLINE PRESENCE -.015 1 .076 .056 .059 .128 

INTERIOR DESIGN .101 .076 1 -.213 -.009 .143 

QUALITY -.264 .056 -.213 1 .083 .080 

PRICE -.059 .059 -.009 .083 1 .056 

NEED TO CHANGE -.038 .128 .143 .080 .056 1 

 

 

Brand value driver Initial Extraction 

 BVD_1 1 .457 

BVD_3 1 .499 

BVD_4 1 .482 

BVD_5 1 .719 

BVD_7 1 .532 

BVD_8 1 .607 

BVD_9 1 .603 

BVD_11 1 .557 

BVD_12 1 .645 

BVD_13 1 .602 
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Transform variables  

As you have seen in the Pattern Matrix, some values are negative. This is exactly the case for the items 

which we predicted would have to be reversed in the end. For instance: “When I look for furniture, I want 

to keep this as long as possible in my interior”. People responding high on this Likert scale (4 or 5), will not 

be a big fan of changing their interior frequently. Therefore, the answers on this item have reverse values 

compared to the other change items. The same counts for BVD_22 and BVD_24, both related to 

sustainability: “When I look for furniture, I need to see it in real life first.” and “When I look for furniture, 

I need to touch it first.”. We transform these variables as follows: 1 becomes 5, 2 becomes 4, 3 becomes 

3, 4 becomes 2, 5 becomes 1. In this way, we can compute averages of these variables, as they are scaled 

equally.  

 

Compute variables  

Every dimension is explained by multiple items. In order to calculate the value of a certain dimension, we 

manually compute the mean of the underlying items.  

Table 10: Compute variables 

 

 

 

 

 

 

 

 

 

After conducting a detailed factor analysis, we can conclude that our hypotheses were quite well 

predicted, as we indeed ended up with six factors. Even though for each factor, we had to delete one or 

a maximum of two items, we can still see that each dimension is explained by three or more internally 

correlated items. Next to this, we have made the observation that brand value driver number 12: “I love 

redecorating my home interior” is internally connected to two items connected to interior design instead 

of the need to change. This is not a real surprise in the end, as the sentence includes the word “interior”, 

which has probably triggered the same feelings as with the interior design-related items. The need for 

change was represented by the word “redecorating” in this item, which might be not as directly linked to 

Factor Name Calculation 

1 F_sustainability mean(BVD_14,BVD_15,BVD_16,BVD_17) 

2 F_online mean(BVD_22,BVD_23,BVD_24,BVD_25) 

3 F_interior mean(BVD_12,BVD_18,BVD_21) 

4 F_quality mean(BVD_5,BVD_7,BVD_8) 

5 F_price mean(BVD_1,BVD_3,BVD_4) 

6 F_change mean(BVD_9,BVD_11,BVD_13) 
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change as we thought. As each dimension has three or more items belonging to it, we can say that each 

one is sufficiently explained. Thus, we have trust in using these underlying concepts in our further process.  

4.3 Cluster analysis  

As explained above, factor analysis is used in order to reduce the number of variables to a limited number 

of concepts. With a cluster analysis, we also aim to reduce complexity, but this time by grouping the 

respondents instead of the variables. Cluster analysis is crucial in this paper, as Live Light wants to segment 

the market based on interests. Segmenting or clustering the market can be done based on certain 

variables. That is where our factor analysis comes in handy. We group the market based on six factors or 

dimensions, instead of 25 separate brand value drivers, which would have been chaotic and confusing.  A 

visual representation of the difference between a factor and cluster analysis can be found below. 

 

            Figure 29: Cluster analysis 

But why is segmentation so important for a start-up like Live Light? Segmentation allows the company to 

clearly overview the different groups inside the market, based on their interior interests. Each segment is 

thus consisting of a group of people with similar characteristics. As a consequence, Live Light will be able 

to find the segment which aligns best with their values. Following this, they can target this segment with 

a specific communication strategy. More socio-demographic characteristics of each segment will be 

elaborated on in the profiling paragraph. Next to specifically targeting segments, Live Light will also have 

more information to base its positioning strategy on. In this way, they will have proof of which values to 

communicate to which segment, and thus how to position themselves in each market.  
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4.3.1 K-means clustering 

In the following part, we will perform a K-means clustering analysis, where K stands for the number of 

clusters and cannot be below two. We will implement this clustering technique for three, four, five and 

six clusters. We start with three because of the hierarchical cluster indication. We take six as a maximum, 

supposing that each cluster might significantly value one factor. As we analyze the cluster output, we take 

a look at the ANOVA table. This table shows whether the segmentation metrics (the factors in this case) 

have a significant impact on the final cluster solution. The significance level, therefore, has to be below 

5%. This was the case for all cluster solutions. In the following step, we copy our final cluster center values 

to Excel. We do this for a clear purpose: conditional formatting. This Excel command allows us to see the 

values relative to others. These values are the average scores on each metric for each cluster. In this way, 

we can color code those and have a visualization of which factor is most or least important for which 

cluster. As a final addition, we include the number of cases in each cluster. In other words, we visualize 

how many people belong to each group.  

 

Figure 30: K-means clustering 

As we consider these four possible cluster solutions, we decided to go for the outcome with five solutions, 

due to several reasons. Firstly, we clearly recognize an opportunity for Live Light in the fifth cluster. This 
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cluster has relatively high center values on sustainability, interior design and quality. From internal 

research, we know that these are three key values Live Light wants to focus on. Secondly, we see that the 

third cluster scores average on most dimensions and is the highest on online presence. As Live Light 

communicates heavily via social media and sells through its online platform, this could be a segment to 

target in the future. Thirdly, we clearly see that the fourth segment has a high interest in price and change 

when they look for furniture. However, the aspect of change does not go hand in hand with the aspect of 

sustainability. Even though the combination of both, circularity is a main focus of the start-up. Therefore, 

we already see opportunities in this segment as well. Group 1 and group 2 are predicted to be segments 

that are less important for Live Light’s targeting strategy. Even though we know the interests and segment 

sizes, we have no clue yet about what these groups of people really are like. To find out more about their 

social-demographic characteristics, we use profiling variables. This will be elaborated on in the following 

paragraph.  

 

4.4 Profiling the clusters  

If we want to know more about our clusters or segments, we have to profile them. Profiling is done using 

statistical tests that measure whether a certain variable differs significantly per cluster. If this is indeed 

the case, and the significance level is below 5%, we can use this variable to distinguish our groups on. The 

final clusters are shown below. As mentioned above, the color coding has a meaning. The greener, the 

higher the average value of this factor is in that cluster. The more red, the relatively lower the average 

value is.  

Table 11: Cluster profiling – value drivers  

  CLUSTER  

  1 2 3 4 5  

FACTOR 

Sustainability 3,17 2,62 3,12 2,6 3,6  

Online presence 1,88 2,02 3,24 3,07 3,08  

Interior design 3,81 2,39 2,84 4,06 4,35  

Quality 3,89 3,3 3,64 3,25 4,2  

Price 3,12 3,41 3,33 3,52 3,38  

Change 2,1 1,95 2,13 2,9 2,16 TOTAL 

 Size of cluster 168 93 92 78 93 524 

 Size of cluster 32,1% 17,7% 17,6% 14,9% 17,7% 100% 
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Most respondents belong to cluster 1, with a total percentage of 32.1. The other clusters are almost 

equally divided considering the size.  

 

Table 12: Cluster profiling - market size according to the respondent category 

 CLUSTER  

 1 2 3 4 5 TOTAL  

subscribers 17 2 14 9 28 70 

subscribers % 24,3% 2,9% 20,0% 12,9% 40,0% 100% 

non-subscribers 150 89 76 68 63 446 

non-subscribers % 33,6% 20,0% 17,0% 15,2% 14,1% 100% 

 

Firstly, we wanted to see what the market size was among non-subscribers. Therefore, we looked if the 

respondent category was significantly different across clusters. As this was the case, we calculated the 

relative market size of these categories. For subscribers, we found that the largest part was belonging to 

the fifth cluster. For non-subscribers, most of them were situated in the first cluster. We interpret the 

subscribers as captured market, whereas the non-subscribers are the potential market sizes. As we know 

that only 14% of the non-subscribers are belonging to cluster 5, we see this as an opportunity for Live 

Light to reach them. However, this 14% can only be fully reached if accessibility, availability and awareness 

would be 100%. People belonging to cluster 5 are mainly focused on interior design, sustainability and 

quality in their search for interior. In addition, 15% of non-subscribers are belonging to cluster 4 and thus 

care for price and change in their interior search. 17% of non-subscribers are online comfortable but do 

not intensively bother about the other dimensions. This is cluster 3. Taking in consideration that cluster 

3, 4 and 5 all value some characteristics of Live Light’s business model, there is therefore potential in 

reaching 46% of the non-subscribers (17%+15%+14%). However, as Live Light is still a start-up, we have 

to prioritize the most important niche segment. Communicating towards cluster 3 will be quite challenging 

in the future, but not impossible. Cluster 4 will also require an adapted communication strategy, as it is 

the most price-sensitive cluster and cares about change in the non-sustainable way. In our opinion, cluster 

5 is the way to go and perfectly in line with the niche segment Live Light wants to target specifically.  
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Table 13: Cluster profiling - average like score 

 CLUSTER 
 1 2 3 4 5 

non-subscribers 150 89 76 68 63 

non-subscribers % 33,6% 20,0% 17,0% 15,2% 14,1% 

average like score 5,65 4,76 5,92 6,81 6,52 

 

We also asked the respondents how much they like the concept of Live Light, going on a scale from 0 to 

10. When we then look closer at non-subscribers, thus potential customers, we have tested whether these 

like scores differ significantly across clusters. As a result, we have found that the non-subscribers of cluster 

4 and 5 like the concept of Live Light the most on average. Segment 4 has an average like score of 6.81 on 

10, and segment 5 of 6.52 among non-subscribers. This is another key-criterium telling us Live Light should 

prioritize cluster 5 and later, cluster 4, as they already like the concept the most. The like score will be 

discussed more in detail in a later chapter.  

 

Table 14: Cluster profiling - age 

 CLUSTER  
 1 2 3 4 5 

average age per cluster 39,8 33 32,5 29,5 33,6 

 

Age is a very important demographic characteristic, especially because social media platforms allow 

businesses to target people based on age. To test whether the average age differs significantly across 

clusters, we use a one-way ANOVA test, which is suitable when the profiling variable is ratio scaled. As we 

analyze, we see that the age of respondents is indeed significantly different across segments. Therefore, 

we are able to use this as a profiling variable. It is clear that segment 1 consists of the relatively oldest 

people, whereas the fourth segment is on average ten years younger. The average ages are respectively 

40 and 29 years.  
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Table 15: Cluster profiling - gender 

 CLUSTER  

GENDER 1 2 3 4 5 TOTAL 

Male 49 45 43 20 27 184 

Male % 29,9% 51,1% 50,6% 26,7% 30,0% 36,7% 

Female 115 43 42 55 63 318 

Female % 70,1% 48,9% 49,4% 73,3% 70,0% 63% 

Total in cluster 164 88 85 75 90 502 

 

 

For the nominal variable of gender, we want to check whether clusters are mainly consisting of males, 

females or both. We see in the statistical Chi-Square Test that gender is indeed significantly different 

across clusters. Therefore, we can use this demographic variable for profiling. We observe for instance 

that in cluster 2 and 3, male respondents are clearly overrepresented. Males represent half of this cluster, 

while on average, this percentage is only 36.7. Cluster 4 is relatively female, as it consists of 73.3% women, 

compared to an average of 63%. Cluster 1 and 5 are almost equally represented by both genders, although 

both are still slightly overrepresented by female.  

 

Table 16: Cluster profiling - having children or not 

 CLUSTER  

CHILDREN 1 2 3 4 5 TOTAL 

Yes 63 28 25 12 33 161 

Yes % 37,5% 30,1% 27,2% 15,4% 35,5% 30,7% 

No 105 65 67 66 60 363 

No % 62,5% 69,9% 72,8% 84,6% 64,5% 69,3% 

total in cluster 168 93 92 78 93 524 

 

In order to find out if our respondents have children or not, we had to create this variable. This was done 

by giving all respondents that indicated “living with children” or “living with my partner and children” as 

an answer. We found out that 161 people checked one of these boxes and thus, have children. We then 

profiled our clusters on this input data and found the following results. It is clear that in cluster 1, parents 

are overrepresented (if we consider people living with children as parents). 37.5% live with children, 

whereas the cluster average is only 30.7%. Cluster 4 is clearly not living with children on average, as only 

15.4% indicated this.  
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Table 17: Cluster profiling: pets 

 CLUSTER  

PET 1 2 3 4 5 TOTAL 

Yes 80 24 31 26 36 197 

Yes % 48,8% 27,3% 36,5% 34,7% 40,0% 39,2% 

No 84 64 54 49 54 305 

No % 51,2% 72,7% 63,5% 65,3% 60,0% 60,8% 

Total in cluster 164 88 85 75 90 502 

 

As we also asked in our survey whether people have a house pet or not. We can include this for profiling 

as well, as the Chi-Square Test tells us that this variable is significantly different for each cluster. It is clear 

that in cluster 1, people having a pet are overrepresented with almost 10% and are underrepresented in 

cluster 2. Cluster 3, 4 and 5 do not show clear differences relative to the cluster average.  

 

Table 18: Cluster profiling - living in a rented or owned accommodation 

 CLUSTER  

RENTED or OWNED 1 2 3 4 5 TOTAL 

Rented 31 25 31 22 30 139 

Rented % 18,6% 26,9% 33,7% 28,2% 32,3% 26,6% 

Owned 136 68 61 56 63 384 

Owned % 81,4% 73,1% 66,3% 71,8% 67,7% 73,4% 

Total in cluster 167 93 92 78 93 523 

 

We decided to include a question in the survey asking whether people rent or own their accommodation. 

The reason for this was that we have made the hypothesis that the people interested in the values of Live 

Light when looking for furniture, might also be the people that rent their accommodation. People renting 

their houses or apartments are indeed overrepresented in cluster 5, which we perceive as Live Light lovers 

and where the largest proportion of subscribers was to be found. The same goes for cluster 3, where 

people owning their accommodation are underrepresented. Looking at cluster 1, we see that the cluster 

is relatively more represented by people that have bought their living place. This is no surprise, as this was 

also the segment with the highest average age.  
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Table 19: Cluster profiling: influences during the search of furniture 

INFLUENCED BY CLUSTER     

  1 2 3 4 5  TOTAL 

       

MAGAZINES             

Yes  112 30 38 43 56 279 

Yes % 66,7% 32,3% 41,3% 55,1% 60,2% 53% 

No 56 63 54 35 37 245 

No % 33,3% 67,7% 58,7% 44,9% 39,8% 47% 

Total in cluster  168 93 92 78 93 524 

              

SOCIAL MEDIA             

Yes  104 35 50 64 70 323 

Yes % 61,9% 37,6% 54,3% 82,1% 75,3% 61,6% 

No 64 58 42 14 23 201 

No % 38,1% 62,4% 45,7% 17,9% 24,7% 38,4% 

Total in cluster  168 93 92 78 93 524 

              

COMMERCIALS             

Yes  22 12 18 20 6 78 

Yes % 13,1% 12,9% 19,6% 25,6% 6,5% 14,9% 

No 146 81 74 58 87 446 

No % 86,9% 87,1% 80,4% 74,4% 93,5% 85,1% 

Total in cluster 168 93 92 78 93 524 

              

PROMOTIONS              

Yes  32 30 29 27 25 143 

Yes % 19% 32% 32% 35% 27% 27,3% 

No 136 63 63 51 68 381 

No % 81,0% 67,7% 68,5% 65,4% 73,1% 72,7% 

Total in cluster 168 93 92 78 93 524 

 

In this paragraph, we check whether the clusters might be profiled depending on the influences during 

the search for furniture. We see that the influence of magazines, social media platforms, commercials and 

promotions are significantly different across segments. Nevertheless, it is also important to mention that 

the influence of the respondents’ partner, friends and family and colleagues did not differ significantly in 

between segments. Thus, there is no ground-breaking difference between how strongly the clusters are 

influenced by people.  
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If we summarize the categories that do differ statistically, we can say that segment 4 is overrepresented 

by people who are influenced by social media, commercials and promotions. People in cluster 1 are 

generally influenced by magazines and not at all by promotions. Segment 5 on the other hand is not 

influenced by commercials, but more by social media.  

Table 20: Cluster profiling: influence of social media in search for furniture 

INFLUENCED BY CLUSTER     

  1 2 3 4 5  TOTAL 

 

INSTAGRAM             

Yes 95 29 45 60 65 294 

Yes % 56,5% 31,2% 48,9% 76,9% 69,9% 56,1% 

No  73 64 47 18 28 230 

No % 43,5% 68,8% 51,1% 23,1% 30,1% 43,9% 

total in cluster 168 93 92 78 93 524 

       

PINTEREST             

Yes 61 18 24 36 48 187 

Yes % 36,3% 19,4% 26,1% 46,2% 51,6% 35,7% 

No  107 75 68 42 45 337 

No % 63,7% 80,6% 73,9% 53,8% 48,4% 64,3% 

total in cluster 168 93 92 78 93 524 

       

TIKTOK             

Yes 2 0 4 15 8 29 

Yes % 1,2% 0,0% 4,3% 19,2% 8,6% 5,5% 

No  166 93 88 63 85 495 

No % 98,8% 100,0% 95,7% 80,8% 91,4% 94,5% 

total in cluster 168 93 92 78 93 524 

 

Due to our survey design, we also have output of what social media platforms in particular influence 

people in their search for furniture. We took this into consideration for the profiling procedure and found 

that the influence of Instagram, Pinterest and TikTok during their search is significantly dependent on the 

group these people belong to. Facebook and LinkedIn do not have statistically different values here across 

clusters. People who are influenced by Instagram during their search are overrepresented in cluster 4 with 

a difference of more than 20%. The fifth group is also overrepresented by people influenced by Instagram. 

The same is true for the influence of Pinterest. This could already indicate what platforms Live Light could 
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focus on in their communication strategy towards these segments. TikTok is more difficult to judge, as 

only 30 people out of 524 respondents ticked this. However, the fourth group, which is also caring cares 

more about price and change in their search, is relatively more influenced by TikTok.  Segments 1 and 2 

are practically not influenced at all by TikTok.  

 

Table 21: Cluster profiling – places where people look for furniture 

SEARCHING FOR 
FURNITURE IN CLUSTER     

  1 2 3 4 5  TOTAL 
BIG HOME FURNITURE 

COMPANIES 
      

Yes 101 77 74 63 57 372 

Yes % 60,1% 82,8% 80,4% 80,8% 61,3% 71,0% 

No 67 16 18 15 36 152 

No % 39,9% 17,2% 19,6% 19,2% 38,7% 29,0% 

total in cluster 168 93 92 78 93 524 
       

DESIGN STORES       

Yes 132 46 50 57 76 361 

Yes % 78,6% 49,5% 54,3% 73,1% 81,7% 68,9% 

No 36 47 42 21 17 163 

No % 21,4% 50,5% 45,7% 26,9% 18,3% 31,1% 

total in cluster 168 93 92 78 93 524 
       

HOMEWARE FROM 
FASHION BRANDS 

      

Yes 72 40 47 58 59 276 

Yes % 42,9% 43,0% 51,1% 74,4% 63,4% 52,7% 

No 96 53 45 20 34 248 

No % 57,1% 57,0% 48,9% 25,6% 36,6% 47,3% 

total in cluster 168 93 92 78 93 524 
       

ONLINE SECOND-HAND 
PLACES 

      

Yes 44 22 45 34 39 184 

Yes % 26,2% 23,7% 48,9% 43,6% 41,9% 35,1% 

No 124 71 47 44 54 340 

No % 73,8% 76,3% 51,1% 56,4% 58,1% 64,9% 

total in cluster 168 93 92 78 93 524 
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It is important for Live Light to also know where people look for furniture. In this way, they can have a 

better view on the competition in general. The fifth cluster, to which the largest part of subscribers 

belongs, is mainly looking for furniture in design stores. This is in line with their interest for Live Light, as 

Ethnicraft furniture is to be found in these types of stores as well. Cluster 1 is to be found in larger home 

furniture stores such as IKEA and Homeware from fashion brands like Zara Home. Cluster 2 is again proving 

why it should not be the target group of Live Light, with almost 20% less than the average number of 

people who search for furniture in design stores. It is no surprise that the online savvy people are browsing 

online for furniture as well. They are represented 48.9%, which is relatively high compared to the segment 

average percentage.  

 

Table 22: Cluster profiling - income 

 CLUSTER  

NET INCOME  1 2 3 4 5 TOTAL 

Low 27 27 17 23 11 105 

Low % 22,7% 46,6% 24,6% 41,8% 14,9% 28,0% 

Average 42 15 24 15 19 115 

Average % 35,3% 25,9% 34,8% 27,3% 25,7% 30,7% 

High 50 16 28 17 44 155 

High % 42,0% 27,6% 40,6% 30,9% 59,5% 41,3% 

total in cluster 119 58 69 55 74 375 

 

As this was a quite specific and sensitive question, we surveyed the income of respondents in the end. 

This variable was then categorized in larger groups, as we only had 375 responses here. We tested 

whether it was also significant across clusters, and yes, indeed. All income below 2000 net per month are 

categorized as low. All net income between 2001 and 2500 euros per month were put in the average 

group. Net sums above 2501 euros per month are put into the high category. These choices were made 

based on the output in the respondent descriptions. One can observe that the answers are normally 

divided around the average of 2001-2501 accompanied by visible tails around that number. It seems that 

segment 2 is overrepresented by people with a lower income on average. That might also suggest why 

they are more price sensitive. The same reasoning goes for people belonging to cluster 4. The third 

segment is consisting of people with an average net income of 2001-2501 per month, and so is cluster 1. 

The fifth segment earns on average the highest net income per month, with an average of almost 20% 

than the cluster average. 44 people of the 375 respondents are from the high-income group and belong 
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to segment 5. For the average net income, it needs to be clearly stated that these percentages do not 

strongly differ from their cluster averages. For low and high income, we can already observe higher 

percentual differences.   

 

Table 23: Cluster profiling - social media platforms activity  

 CLUSTER 

SOCIAL MEDIA ACTIVITY 1 2 3 4 5 

Instagram 7,2407 5,9432 6,9877 8,1923 8,1818 

Pinterest 3,4342 1,6753 2,8514 4 4,5698 

TikTok 1,803 1,8684 2,403 3,9375 3,0714 

Twitter 1,1926 0,8947 2,4769 2,5345 1,6471 

 

If we look at the average active scores that respondents gave on each social media platform, we see 

significant differences between segments for Instagram, Pinterest, TikTok and Twitter. Facebook and 

LinkedIn do not differ following the clusters. Segments 4 and 5 are clearly active on Instagram. Pinterest 

also reaches the highest activity average for the fifth cluster. TikTok activity was scored low in general, 

but group 4 still reaches an average of almost 4 out of 10 on this activity. The same reasoning counts 

applies for Twitter.  
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4.5 Further analyses and descriptives  

4.5.1 The like score 

The scale variable of like score was given by potential and existing subscribers, indicating how much they 

like the concept of Live Light on a scale from 0 to 10. In this chapter, we will discuss a few findings related 

to this like variable.  

 

Average like score 

In total, we see that the concept of renting furniture, or simply Live Light’s business model, scores an 

average of 6.15. 518 respondents filled this in. For 446 non-subscribers, the average given like score was 

5.83, while for current subscribers, 70 to be precise, this value was 8.21. It is good to know for Live Light 

that current customers are a fan of their business and service in general, which means a high customer 

satisfactory.  

 

Correlation between factors and like score 

In this paragraph, we take a closer look at the possible relationship between the factors and the like score. 

In order to measure this, we take a closer look at the link between each factor and the like score. We are 

able to do this, as every type of respondent has filled in both variables. We know from the correlation 

matrix in the factor analysis, that the quality dimension is negatively correlated with interior design and 

sustainability. For that reason, we decided to look at every factor separately and measure its impact on 

the like score individually. A Pearson correlation test is conducted here, as it measures the strength of the 

relationship between two scale variables and returns a value between -1 and 1. -1 indicates a negative 

relation, while 0 stands for none and 1 for a totally positive relation (Williams et al., 2020).  

 

We learn that price is not significant. This means that the extent to which people are price sensitive, does 

not have an impact on how much they like the concept in general. However, the other five factors do have 

an impact. The relationships between the like score and the interest in sustainability, online-savviness, 

interior-minded, quality-oriented and the need to change are all positive. The table underneath shows 

the correlation values, sorted from large to smallest. We can clearly observe that the higher the interest 

for interior and change is during the search for furniture, the more people like the concept.  
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      Table 24: Correlation factors and like score 

VARIABLE LIKE SCORE 

INTERIOR 0,252 

CHANGE 0,232 

SUSTAINABILITY 0,182 

ONLINE 0,155 

QUALITY 0,09 

 

As the like score of all respondents was taken into consideration above, we now look at the like score of 

non-subscribers, and its possible relation with the factors. For them, the value drivers of quality and price 

do not have an impact on the like score. Nevertheless, online savviness, interior-mindedness, 

sustainability-focused and need for change are still drivers that influence the like. Again, change and 

interior have a high impact. Sustainability and online savviness do slightly positively influence the like of 

the concept. For Live Light, this is crucial to understand, as playing more on values such as change and 

interior, might convince non or potential subscribers to start a subscription for renting.  

 

Table 25: Correlation factors and like scores non-subscribers 

VARIABLE LIKE SCORE 

CHANGE 0,26 

INTERIOR 0,187 

SUSTAINABILITY 0,111 

ONLINE 0,092 

 

4.5.2 The Net Promotor Score  

NPS, or Net Promotor Score is frequently measured in surveys to determine the customers’ attitude 

towards a brand. The typical question is then: “On a scale from 0 to 10, how likely are you to recommend 

Live Light to a friend or colleague?”. Depending on their scores, respondents are then divided into three 

groups. If the subscribers filled in a score of 9 or 10, he or she is a promotor. Respondents are called 

passive if their NPS is 8 or 7. All scores below or equal to six put these respondents in the group of 

detractors. According to Forbes Magazine, promotors are lovers of your brand, while passives’ opinions 

are rather neutral and detractors have started to dislike something (Hyken, 2016).  
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We have the NPS input of 68 current subscribers in our dataset. We were delighted to see that there were 

zero detractors. Next to that, 38 subscribers were found to be promotors, while 30 fell into the group of 

passives. On top of that, the average of current subscribers reaches a value of 8.84, which is good news 

for Live Light. This means that current customers are not afraid of spreading a positive word of mouth.  

 

In order to calculate the NPS, we have to detract the percentage of detractors from the percentage of 

promotors. This is equal to 55.88% - 0% = 55.88%. As we learnt that NPS is surveyed to have an indication 

on whether Live Light is performing well on customer loyalty, we have to benchmark this score to the 

industry (QuestionPro, 2022). We see that Live Light is doing a great job, compared to NPS values found 

concerning Ecommerce, Furniture and Homeware and Retail (Customer guru, 2022; Szyndlar, 2021; 

Attest, 2018).  

 

 

Figure 31: NPS B2C 
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5. DISCUSSION AND RECOMMENDATIONS  

By performing a factor analysis, followed by clustering and refined by profiling tests, we were able to 

define clear segments based on characteristics. In this chapter, we will discuss each segment by showing 

their buyer persona. Every buyer persona is created following the significant profiling data, but also taking 

in consideration other important characteristics. These might not be significantly different across 

segments, but are equally crucial to elaborate on. The persona canvases can be interpreted using a certain 

manual, which goes as follows:  

 

 

Figure 32: Persona canvas manual 
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5.1.1 Segment 1: The Premium Parent  

The first segment consists out of premium parents. Paula represents the buyer persona inside this 

segment. Even though none of both genders are significantly overrepresented comparing to other 

segments, 70% is still female in this group. That is the reason why we represent this segment by a woman. 

The premium parent is 40 years old. Paula loves a dynamic atmosphere at home, as she has both a pet 

and children. She is a Business Analyst and lives in an owned house, just outside Ghent, in the suburbs. 

Paula wants her furniture to be trendy and fashionable, as she highly values interior design. However, 

sustainability cannot be neglected in the decision-making process. Of course, she aims her interior pieces 

to be kids proof as well. That might be one of the reasons that she loves to have the ownership over her 

own interior. This might stop her from renting. Price does not really matter during the search for interior. 

Next to this, she does not feel comfortable with doing investments like this in an online environment. She 

likes to wonder around on a Saturday afternoon in design stores such as FEST and HAY. Here she can feel 

and touch the products and take her time to consider the different proposed alternatives. Before she goes 

looking for these products, she is influenced by magazines, social media (Instagram), friends and family 

and more than other segments: her partner. Paula is represented by 24% of all existing Live Light 

subscribers. In the non-subscribers, a proportion of 34% is a premium parent.   

 

    Figure 33: Persona segment 1 - The Premium Parent 
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5.1.2 Segment 2: The Careless Casual  

This is Casper, a young man representing the second segment. Of the non-subscribers, one fifth is 

represented by Casper. Only 2.9% of all current Live Light subscribers belong to this segment. But why is 

that? The Careless Casual wants interior search to go quick and efficient. The design and style of the 

furniture is not too important either. Casper just wants it to be functional and preferably cheap and for it 

to stay as long in his home as possible. Most of the time, his partner makes the decisions regarding 

furniture. Casper wants to spend his time on other things in life. This part of the market is not influenced 

by magazines in their search for interior, but slightly by promotions and commercials, that facilitate the 

hassle. Instagram, Pinterest and TikTok do not play a significant role either, as Casper is not really active 

on those socials in general. The Careless Casual goes to Ikea to find exactly what he needs. He sees a trip 

to the Ikea as a win-win: while he buys exactly what he came for, he eats a delicious hotdog on his way 

back home. He knows that design stores, homeware from fashion brands or online second-hand places 

are not his places to be. The furniture here is too fancy and not fitting his functional apartment at all. 

Knowing that Ikea furniture pieces are for the mass does not bother him too much, as sustainability is not 

one of his priorities. Ordering furniture online is also not one of his favorite activities to do, as is changing 

his interior is in general.  

 

Figure 34: Persona segment 2 - The Careless Casual  
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5.1.3 Segment 3: The Digital Doubter   

Exactly one fifth of the total respondents belong to this segment: Daniel, The Digital Doubter. Of all non-

subscribers, he represents 17%. This segment name is chosen for very obvious reasons. The Digital 

Doubter is the most present online of all segments and for all other brand value drivers, the average scores 

fall somewhere in between other segments. This person feels extremely comfortable with shopping 

online, as feeling or touching the product before buying it is not a must. This segment is overly consisting 

of men, as slightly more than 50% is male, which is comparably high to the cluster average. People renting 

their home are overrepresented in this segment, but not the majority. This is not surprising as he only is 

32 years old and he is probably saving money during his first working years. Saving money is important, 

but not always, as this person is not overly price sensitive. In his search for interior, the Digital Doubter 

can be found in online second-hand places and sometimes in homeware stores from fashion brands or 

big furniture companies. Design stores are not his cup of tea. Even though these people are online savvy, 

they are not necessarily influenced by Instagram or Pinterest in their search for furniture.  

 

Figure 35: Persona segment 3 - The Digital Doubter 
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5.1.4 Segment 4: The Sensitive Switcher 

Sophia, representing the segment of the Sensitive Switcher, scores relatively high on two brand value 

drivers: being price sensitive and the need to change up the interior. Quality and sustainability really suffer 

from these preferences, as she has the lowest average values on both. However, Casper has almost 

equally low preferences when it comes to these brand values. This segment is overrepresented by 

females: 73.3% of the total cluster, that is why we chose to name her Sophia. These women are relatively 

young, with an average age of 29 years old. It is not surprising that on average, people in this segment do 

not have children. People having a pet or not are divided following the cluster average inside this segment. 

The same counts for having a rented or owned accommodation. If we take a closer look at the influences, 

the Sensitive Switcher is clearly influenced by multiple factors. The largest proportion is influenced by 

magazines, friends and family and social media. Commercials and promotions are not indicated by most 

people, but overrepresented inside this segment. Social media platforms such as Instagram, Pinterest and 

TikTok play a role as inspirational channels. As this young segment is familiar with brands such as Zara, 

H&M, and so on, the aligned homeware also seems to be popular.  Sophia is to be found in 13% of all 

subscribers and 15% of all non-subscribers.  

 

      Figure 36: Persona segment 4 - The Sensitive Switcher  
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5.1.5 Segment 5: The Live Light Lover  

This is Lizzy from segment 5, or in other words: The Live Light Lovers. Of all current subscribers, 40% 

belongs to this group. As we know from the like and NPS scores, we are confident in describing this cluster 

as lovers of the brand. Following the cluster averages, we see that female and male are accordingly 

divided, so there is no clear under- or overrepresentation by one gender in particular. However, 70% is 

still female. This group is also relatively young, with an average age of 34 years old. Next to this, compared 

to other segments, slightly more Live Light Lovers are renting their housing instead of having bought it. It 

is clear that inside this segment, most people have a relatively high net income. Live Light Lovers love to 

browse across magazines and social media platforms to get inspiration for their new interior. Instagram 

and Pinterest in particular are a source of inspiration for these people. They are drawn towards design 

stores, as these sell the brands they aspire to possess. Stores such as Zara Home do also attract them with 

their stylish and affordable collections. However, for the Live Light Lover, it is crucial for design pieces to 

be sustainably sourced and from an environmentally-friendly company. While this plays a significant role, 

the quality products have to fit in their well-thought-out interior. Even though price is not the most 

important decision-criterium, it still plays a certain role for these people. The segment can be targeted 

online, but still loves to wonder around in design stores to feel and touch the materials, to be sure it is of 

premium quality and sustainably responsible.  

 

           Figure 37: Persona segment 5 - The Live Light Lover 
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Considering all segments, it is clear that some are more interesting for Live Light than others. We therefore 

summarize these personas according to their priority. The least important persona is Casper. There are 

multiple reasons explaining this. Casper scores low on every brand value Live Light stands for. He loves to 

buy interior from mass production companies and he is not influenced by any online platform. We 

concluded that the Careless Casual is either not caring too much or not making decision to buy furniture 

on his own. Then we move on to the second least interesting character: Daniel. The digital doubter is 

looking for functional interior, while interior design does not bother him too much. It is quite challenging 

to reach him via any social media platform. Then we have Paula, the premium parent. Although there are 

some opportunities for Live Light to target Paula in the future, her profile also brings some challenges for 

the start-up. Paula has her own home and loves to have ownership of her furniture. Renting is still far 

away from her comfort zone. In addition, she wants to feel and see the product in-store, as online 

shopping makes her feel unattached. The second most important persona to reach is the Sensitive 

Switcher, or Sophia. This woman scores high on the need to change and price sensitiveness. That are two 

values Live Light stands for. In addition, Sophia can be reached via Pinterest, Instagram and TikTok, as 

these platforms influence her in the search for furniture. Even though she might sound as a very attractive 

subscriber, we have identified an even more suitable segment. This segment consists out of Live Light 

Lovers. Lizzy represents this persona as being very much into interior design, quality and sustainability. 

Next to this, she is already very present in the current subscribers and there is an attractive market 

potential of 14% in the market of non-subscribers. Due to these reasons and more, we have written down 

a marketing communication strategy underneath, which will allow Live Light to have clear directions on 

how and where to target Lizzy.   
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5.1.6 Marketing communication strategy for Lizzy 

Product 

Although the product will remain the same, it is the product message that needs to be suitable for Lizzy. 

As was mentioned before, Lizzy attaches the greatest importance to the interior design, quality and 

sustainability aspects of furniture. The current product message or the unique benefits that are being 

marketed, are used in the following tagline: “Dream interiors for a monthly fee – Change, return or buy 

whenever you want. Never pay more than the retail price.” (Live Light, n.d.). With this value proposition, 

they want to highlight the aspect of making design furniture accessible for everyone at an affordable price 

with the possibility to have flexibility in life what considers your interior. Now if we compare this to the 

brand value drivers that are most important to Lizzy, the values of quality and sustainability are not clearly 

communicated. In order to attract people from Lizzy’s segment, we would suggest highlighting these 

more. When searching for Live Light on Google, the following result is given. the quality aspect is 

somewhat missing, but mainly the sustainability driver.  

 

      Figure 38: Live Light on Google 

We are sure that this message, more focusing on the premium and curated character of the furniture, 

could attract people like Lizzy more specifically. As swapping is not a priority for this persona, we suggest 

that this value should not be highlighted that often. Live Light could therefore opt for a message such as:  

 

"With Live Light, you can rent premium, sustainable design furniture. Get your dream interior at a monthly 

fee.”  

 

“Live Light gives you the opportunity to sustainably rent premium design furniture. Get in contact with us 

and create your dream interior for a monthly fee.”  

 

As also stated in the previously discussed literature, fast furniture is becoming increasingly important to 

overcome for younger generations. Lizzy is relatively young and according to her interest for sustainability, 

she might want to fight the battle against this trend as well. Therefore, we would also suggest to include 

this concept in Live Light’s messages. This could be done as shown in the following examples.  
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“Rent your dream interior at Live Light, and together we fight our battle against fast furniture.” 

 

“Find your dream furniture at Live Light,  and let us fight fast furniture together.” 

 

“With Live Light, you can rent premium, curated, design furniture, and together we can break the trend 

towards fast furniture."  

 

As we know from the survey results, Lizzy thinks that furniture that does not look new is a barrier when it 

comes to renting. We believe that therefore, Live Light sees the concept of renting more as second-hand 

furniture and is not aware of the full refurbishment aspect. For this reason, we would suggest Live Light 

to create more content about their brand story. They could visually present the circular process through 

video content. A study conducted by NewsWhip showed that video content or posts generate more user 

engagement (Lee, 2019). We also learnt this same conclusion during our internal meetings with Live Light 

and Upthrust, the growth marketing agency they partnered up with. Thus, Live Light could use the existing 

textual explanation but translate it into a video. For example, they could show how they work in the 

atelier, where they source their materials and so on. On the one hand, this can provide clarity with regard 

to the sustainability story and on the other hand, it also helps to remove the barrier concerning the 

newness of the products. A message with regards to this subject could be as follows.  

 

“At Live Light, we boost the circular economy. Watch here how we refurbish your furniture with love and 

care.”  

 

Price  

A second important instrument to consider when making the marketing plan is the (list) price. This is the 

official price of the product, which includes the subscription fee and possible white glove delivery cost (De 

Pelsmaecker, Geuens, van den Bergh, 2013; Live Light, n.d.).   

 

Although price is not unimportant for the Live Light Lovers, they are all categorized with a relatively high 

net income. In addition, they are already brand lovers and there are other more important criteria for 

them. Therefore, we would suggest leaving the price-setting like it is. However, as we know that Lizzy is 

influenced by friends and family and these people might be Live Light Lovers as well, we would suggest a 
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recommendation reward. This means that if you recommend Live Light to one of your family members or 

friends, and they subscribe to it, you will get a reward. These recommendation rewards will serve as an 

incentive and can be given in different formulas. The person recommending Live Light, would then receive 

a month free rent, a discount on the next piece this person rents, a free delivery on its next order, a dried 

flower bouquet, or another formula. We believe that this might accelerate the spreading of positive word 

of mouth and therefore the customer base, as Lizzy is influenced by this in her decision regarding 

furniture.  

In addition, a more general suggestion that could push potential customers towards conversion would be 

to clearly display the added value of renting vs buying furniture. This could be done by making a dedicated 

page on the website that compares the pricing strategies and explains what the benefits are. An example 

on how Live Light could approach this is provided below1. We feel that this strategy may convince Lizzy, 

as she is a liker of the concept, but still sees some barriers in renting. 

 

Figure 39: Price comparison Live Light website 

Place 

It is not only important to have a good product and pricing strategy to win over the B2C customers, but 

they also need to come across the product in the right place. By place, we mean “the process of bringing 

the product from the production site to the customer” (De Pelsmaecker, Geuens, van den Bergh, 2013, 

p.3).   

 

1 Inspired on a competitors website: Pabio (https://pabio.com/en-de/pricing/)  
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The literature indicated that online activity has been increasing and that this growth has been accelerated 

even more because of the Covid-19 pandemic (UNCTAD, 2021). This tendency is also noticeable for Live 

Light Lover Lizzy. Lizzy is not afraid to buy online, however, she still likes to breathe in the brand fully. 

Therefore, we would suggest to clearly communicate about the option to see the furniture in-house. We 

know that Live Light is already offering this towards its customers, however, the start-up is not highlighting 

this in a clear way. We strongly believe that having a visit to the showroom, might be the last aspect that 

could convince Lizzy to step further in the conversion funnel. As we indeed learnt from the ‘Digitmeter 

Report’ in the literature, developed by Imec (2021), customer in general still find this offline aspect crucial. 

Although Live Light is mostly present in the online environment, the start-up should not let this need for 

offline experience stand in their way, as the target segment still highly values this. The largest source of 

inspiration and influence for this segment is Instagram. Therefore, this should have the highest priority 

when it comes to promoting Live Light to this target audience. In addition, from internal conversations 

with Charlotte Spens, the creative writer and content creator for Live Light, we know that Pinterest is 

invested in. We therefore want to highlight that this is definitely the direction to go, as Lizzy is browsing 

on this platform to search for or be inspired by furniture on Pinterest.    

 

Figure 40: Example Instagram sponsored post (1) 

Promotion  

The promotion instrument is the last and most visible instrument of the marketing mix. “They involve all 

instruments by means of which the company communicates with its target groups and stakeholders to 

promote its products or the company as a whole.” (De Pelsmaecker, Geuens, van den Bergh, 2013, p.3). 

As we know from the previous sections, Lizzy is influenced by social media platforms such as Instagram 
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and Pinterest. Facebook allows to develop audiences and then communicate towards these on Instagram. 

We strongly suggest transferring the following input to Upthrust, as we believe this could attract Lizzy. 

The audience of Live Light Lovers is located in Belgium, mainly Flanders. The age group is between 30 and 

40 years old. The gender to focus on is female. As we know that this person has a master’s degree, Live 

Light can target an audience that matches: ‘UAntwerpen’, ‘UGent’, ‘UHasselt’’ and ‘VUB’ for example. We 

want to note that because we spread the survey throughout the Vlerick network and a certain proportion 

of the Live Light Lovers belongs to this network, a certain awareness is created. Therefore, we believe that 

giving in ‘Vlerick’ as an interest on Facebook, could help Live Light target new subscribers as well. We also 

discovered that Lizzy browses for interior in design stores as well as homeware from fashion brands. 

Interests that could be inserted in the ad campaign could therefore include: ‘FEST’, ‘HAY’ and ‘Zara Home’. 

Also the fashion brands themselves: ‘Zara’, ‘COS’, ‘&Other Stories’ are just examples. Other interests could 

be ‘interior design’ or ‘Belgian design’, as Lizzy values sustainability and Live Light is a Belgian-based brand. 

A mock-up of a carousel with an aligned message and picture is shown underneath.   

 

Figure 41: Example Instagram sponsored post (2) 

As Pinterest is from another company than Meta, we know that this platform has another way to create 

ads, which we are less familiar with. However, content-wise, we would suggest showing more interior-

related pictures than individual product shots. We believe, knowing that the Live Light Lovers are into 

interior design, having an aesthetic ad would attract Lizzy more. She is in the end browsing on Pinterest 

for inspiration. For the audience, we would again recommend ‘home decoration’ as the audience’s 
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interest. In addition to this, more specific sub preferences could be selected such as ‘furniture’ and 

‘interior tips’. A subsection for ‘interior tips’ is ‘room furnishing’. In this subsection, the creator can select 

‘apartment’ and then ‘first apartment’. We believe this might target Lizzy really specific, as she is still a 

young persona, investing in her furniture along the way. Therefore, Live Light might be a good solution as 

it reduces the risk of making big decisions at once. Other categories here are ‘dining room’, ‘dining chair’ 

and ‘dining table’. We suggest selecting every house division area Live Light is present in.  

 

Although we realize that Live Light works together with Upthrust for this kind of ad development, we 

would like to give a general overview of the communication strategy. Firstly, we advise not to 

communicate about the renting aspect right away. We feel that as Lizzy perceives renting as having certain 

barriers, this would not be the way to attract her in the first place. Lizzy has to be convinced by other 

brand value drivers, such as design, quality and sustainability. Communicating about monthly prices or 

swapping availability are not priorities. The framework below summarizes our proposed strategy.  

 

Figure 42: Communication journey Live Light Lover 

5.1.7 Marketing communication strategy for Sophia  

As mentioned before, the segment of the Sensitive Switcher might also be an opportunity for Live Light in 

the future. Sophia is also female and only a bit younger than Lizzy. She is however also influenced by 

Instagram and Pinterest and she has similar barriers in her search for furniture. Therefore, we are quite 

sure that some people will feel close to Sophia, as well as Lizzy, and there might be an overlap of segments 

at times. We therefore suggest not to neglect this persona. The biggest difference is the fact that Lizzy 

perceives sustainability as an important key value, while Sophia does not prioritize this. The act of 

swapping should be more extensively communicated, along with the price, to Sophia, rather than Lizzy.  

Messages such as “Dream interiors for a monthly fee – swap whenever you want” are thus more suitable 

for Sophia than for Lizzy.  
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B2B  
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6. METHODOLOGY: QUALITATIVE RESEARCH  

6.1 Data collection  

To gain more insight into the motivations and perceptions of companies' behavior, needs, pains, gains, 

and challenges when renting or looking for interior, qualitative semi-structured in-depth interviews will 

be used (Mortelmans, 2007). This type of in-depth interviews allows us to get more input from the 

interviewee, i.e., the companies that have previously rented furniture at Live Light or may do so in the 

future. Moreover, this will be an additional incentive for them to talk freely about the different topics 

covered in the topic list and to highlight the most important points of interest (Denscombe, 2014). 

Mortelmans (2007) also points out that semi-structured in-depth interviews are characterized by their 

external and internal flexibility because both the structure and the content of the interview are adjusted 

based on the respondent's answers, which is accompanied by increased interactivity. Probing is important 

here, to go deeper into answers that are important for the research. However, the topic List will remain a 

guide for the interviewer during the interview. According to the respondent being an existing or potential 

B2B customer, the topic list will be slightly adapted.  

Before the interview will be conducted, respondents will be asked for a verbal consent. This makes sure 

that they agree to process the interview in a confidential manner for analysis.  

6.2  Sample selection  

The research population consists of companies that originate from the Benelux and are located there. 

They have rented furniture at Live Light in the past or are potential customers.  

Live Light previously identified 10 segments, starting from their interest in cooperating with them in the 

future: Real Estate Developers, Architects, Interior Designers, Entrepreneurs, CEOs, HR or Facility 

Managers, start-ups, Stagers, Creative Professionals, and Senior Living. Within the sample, it will, 

therefore, be important to select companies from the various segments. Out of each segment, we aim to 

select one existing and one potential B2B client to interview. In case Live Light does not have any clients 

yet in a certain segment, two potential B2B clients will be selected. The potential respondents will be 

found through our own network, LinkedIn and leads. Respondents will be selected using convenience 

sampling, a non-probability sample based on accessibility, geographical proximity, availability, and/or 

willingness to participate. Representativeness is not the main objective of this study (Etikan, 2016). For 

each company, one of the facility managers will be contacted. The respondents will always be approached 

via e-mail, LinkedIn or/and the phone. 
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6.3 Interview design  

The interviews will be conducted using a topic list, that varies according to the category to which the 

customer belongs. Firstly, a short introduction to our In-Company Project will be given. For the potential 

customers, it will also be necessary to explain the product of Live Light. After this, the brand perception 

of Live Light will be assessed. The interview with existing clients will give insight into their experience with 

Live Light, how they found Live Light, what they like about the company and what could be improved. 

Among the potential customers, their vision towards the Live Light concept will be identified. In the third 

part, the respondent's company will be mapped out. After this, we want to assess the communication 

channels that the respondents use when they look for furniture. We also want to discover in this part 

through which channels the past and existing customers discovered Live Light. The parts that follow will 

discuss the objections all categories of customers could potentially have, their future vision for the 

company, and the potential role of Live Light in it but also the decision makers for the buying decision. 

Finally, an NPS question will be asked to see how much the potential customers like the concept of Live 

Light or how strongly the past or existing customers would (not) recommend the services that the 

company has to offer. The complete topic list has been included in Appendix 3.  
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7. RESEARCH FINDINGS   

7.1 Interview acquisition and transcription  

All interviews were conducted in the form of personal communication via telephone or online, via Teams. 

With the permission of the respondents, these video calls were recorded and manually transcribed 

afterwards. All the transcripts are included in Appendix 4. All The interviews were conducted in Dutch, as 

this was the mother tongue of all respondents. The time period during which these interviews were 

conducted, is from May 10th until June 5thth, 2022. They lasted 25 minutes on average. As we hoped,  

all interviews resulted in interactive conversations, aiming to reach a high level of validity (Gummesson, 

2005).  

The table underneath illustrates the segment (potential or existing) to which the company belongs, the 

name of the company and industry for which the interviewee works, their function within the company 

and their gender. In total 12 interviews were conducted.  

Table 26: List of interviewed companies 

Company  Segment   Industry  Respondent  Function  Gender  

Ion 
Potential  Property developer  P. Goossens  Property 

Consultant 

M 

Perez 

Co-working 

Potential  Co-working space   A. Perez  CEO/Founder  M 

Buro Project 
Potential  Interior construction 

and design for offices 

T. Van Winckel  Project Advisor  F 

ABC-Plan ID 
Potential  Interior construction 

and design for retail  

I. Kandil  General 

Manager 

M  

Impermo 
Potential  Tile manufacturer G. Biesemans Chief Purchasing 

officer  

M 

Independent 

interior 

architect 

Potential   Interior design  J. Wyckaert2  Independent 

architect 

V 

 

2 This interview served to get context through people who have experience in the interior design industry. Furthermore, the 

results are not included in the analysis. 
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Pas-Partoe 
Potential  Interior design  L. Smits Independent 

interior architect  

V 

LAAMP 
Potential Sustainable real estate 

consultant 

M. Peeters Founder & CEO M 

The Collective 

Studio 

Existing Interior design & 

staging  

 

S. Zuidema Planning & 

design 

V 

WOOSTUDIOS 
Existing  Interior design & 

staging 

E. van Vlerken Owner V  

Astor VZW 

Existing  Care facilities J. Vanreusel Financial and 

technical 

Director  

M 

studio styl 
Existing  Interior design & 

staging   

H. Lateur  Co-founder  V 
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7.2 Interview processing  

The interviews were uploaded and coded using the NVivo-software (1.6.2. release). This facilitated the 

analysis process. The following list contains the codes implemented to categorize information given in the 

interviews and to create a clear overview of the topics that were talked about.  

 

Figure 43: List of codes 
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7.3 Company information  

As cited earlier, several companies from different industries were interviewed for this study. Since Live 

Light already knows their existing customers, we chose to only provide the company information of the 

potential customers who we have interviewed for this study. The following section will thus discuss the 

main activities, where they are located, how many employees work at the company and who their 

customers are from the potential customers. In addition, its shortly mentions why these companies could 

be interesting for Live Light.  

 

ION 

ION on is a property developer and real estate investor, with a focus on different types of real estate. They 

are currently operating for 10 years and are located in Waregem but they have projects all over Belgium. 

The projects that ION carries out are very diverse, they are specialized in speculative developments as 

well as in public-private partnerships and tailor-made projects (ION, n.d.). They also have a strong focus 

on developing sustainable projects in a climate-friendly way. Their goal is to make it as easy as possible 

for users to live and work sustainably, thanks to such things as heat networks, green mobility, and green 

roofs. One of the departments within ION is the ION residential platform. This means that ION is working 

as an investment partner with two parties from the Netherlands, Bouwinvest, and CBRI, whereby they 

invest in residential real estate themselves, remain the owners and manage the portfolio for 10, 15, and 

25 years. As owners, they must ensure that the property is leased. This is where the Live Light story comes 

in. For ION, it is important to market their product (real estate) in the best way possible and one way to 

do that is by providing nicely staged property. In addition, ION is also considering the possibility of renting 

the furniture or at least in packages, where they have the combination of renting and buying. 

Furthermore, they really want to grow and partner up with companies that help them in achieving their 

sustainability goals. 

“So as a developer, we have an interest in bringing our product to the market the best we can by doing 

staging, marketing and renders and everything that comes with it. So as an investor, we own the 

building ourselves and we have to make sure it gets filled in. We have our partners for that as well those 

who rent out the apartments.” (ION, 13th of May 2022) 
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“We do consider actually providing some projects with furniture or at least offering such packages. I 

have actually done some serious market research for that as well and contacted several parties already 

for that.” (ION, 13th of May 2022) 

 

“Sustainability and circularity is certainly a part of that. […] (S)o yes, we focus on this enormously and 

we also notice that when we ourselves are investors or remain owners, we actually impose this on our 

manufacturers, suppliers and contractors with whom we work. We have ESG framework and where we 

also have to report on as an investment vehicle. We have our own policy and also impose that on our 

providers. So, we are going to look for sustainable partners ourselves who want to develop a certain 

vision and work together. So yes, circularity or parties like you, LL, who can deliver this will become more 

important.” (ION, 13th of May 2022) 

 

Employees and decision makers  

ION currently employs about 150 people with everyone performing their specific function. A collaboration 

at ION usually happens in the following order: 

 

Figure 44: Decision maker process - ION 

“The final decision for a partnership will always be with a director or with a C- level. But how it is 

marketed is usually within the broad structure of everyone in the company. And now if I would find it 

very interesting, I'm going to feed it back to my director and he's going to feed it back to the CEO. And 

then there will be feedback to see if something can be effectively put into place.” (ION, 13th of May 2022) 

 

Perez Coworking Hub  

Perez Coworking Hub was recently established in the center of Ghent, located near the Korenmarkt. This 

coworking space is mainly targeting freelancers, entrepreneurs, and start-ups, people who do not have 

the budget to buy an office space yet. They offer two pricing formulas. On the one hand, you can opt to 

sit at an island desk, shared with others (the cheapest option) or you can choose a private desk. In 

addition, customers have the flexibility to either come one, two or three days a week or full-time. The 

membership formulas start at €125 per month, including access to the coworking and all its facilities. 
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Before it was a coworking space, the building already used to be an office. Therefore, when Perez started 

the coworking space, he did not have to invest in a lot of furniture. However, once the coworking will have 

some more members, he is willing to invest in standing desks, as he has already received reasonable 

demand for this from visitors and customers. In addition, there is still one open space that he plans to 

furnish as an additional meeting room in the future. For these matters, he definitely considers Live Light 

a good option. 

“We decided to make this a coworking space towards the end of the corona pandemic and then really 

started a month and a half, two months ago [...] (W)e have two formulas per desk. Either you sit at an 

island and that is slightly cheaper because you have less privacy there. Or either you come one day a 

week, two days a week, three days a week or you come full-time. Those are basically the flexible 

formulas that we have. We mainly focus on freelancers, entrepreneurs, start-ups, people who don't have 

a budget to buy yet.” (Perez coworking, 12th of May 2022)  

 

“What could be useful for us is standing desks and we're going to furnish another room in the back as a 

meeting room. Possibly we'll need a table there. A kind of beautiful meeting table that fits into the 

interior here.” (Perez coworking, 12th of May 2022) 

 

Employees and decision makers  

Perez is the only employee working in this company and is therefore responsible for making decisions. 

However, for interior advice, he often asks his mother for advice since she knows more about this than 

he does himself. 

 

Figure 45: Decision maker process - Perez coworking hub 

 

Buro Project 

Buro Project is specialized in the design and implementation of office interiors. This can be either an 

individual meeting room or a total office design. They are located in Aalst, Erembodegem and they 

recently started a concept store in Knokke. The projects are carried out all over Belgium. Their revenue 

model is to sell or distribute furniture. They have a brand portfolio with about 60 brands that they can 

present to their customer. This goes from low budget to high-end. The suppliers are categorized into ABC-
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suppliers. Whereas client offerings must entail 70 to 80% from A-suppliers. The model below explains how 

this works.  

 

Figure 46: ABC- suppliers Buro Project 

Employees and decision makers  

Around 21 people work for Buro Project, consisting of employees in management, HR, accountants, back 

office (project coordinators, commercials, the sales representatives) and interior design. Whenever a 

company approaches Buro Project to become a partner, the following people are involved in the process:  

 

Figure 47: Decision maker process - Buro Project 

 

ABC-Plan ID  

ABC-Plan ID has been operating in interior construction for retail for 20 years. They started as interior 

designers for typical retail chains such as H&M, Esprit, Vero Moda, and Jack&Jones. Throughout the years, 

partly due to crises within the retail sector, they further evolved by diversifying their portfolio. Today 

approximately one fourth of the assignments are retail but then mainly the high-end companies such as 

Louis Vuitton, Nespresso, Hugo Boss, Longchamp, and Delvaux. This is because those brands or companies 

are less crisis sensitive. On the other hand, they also work for food retailers like Burger King or KFC. Besides 

retail, they are also operative within the office establishments as well. Finally, they also focus on the 

hospitality sector such as hotel interiors. The headquarter is situated in Antwerp but they do projects all 

over the Benelux. 
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Employees and decision makers 

At the moment, the company employs 10 permanent employees. These include engineers, project 

managers, construction engineers, and interior designers. The implementation of the projects such as 

laying floors, lighting and electricity is always outsourced. When they are looking into new partnerships, 

they usually organize a small committee with the financial purchasing manager and the creatives and 

interior architects to assess whether the aesthetics and design fit with their client's expectations. 

However, once they have chosen a partnership, the final decision still lies with the end user (their client) 

to decide if they want a cooperation or not. A more detailed process is shown below.  

 

Figure 48: Decision maker process - ABC- Plan ID 

“On the payroll there are 10 of us and so actually the concept of Plan ID is that we or I hope at least, is 

that we have the brains in house and outsource the hands. So, we have engineers, project managers, 

structural engineers, interior designers. That's really the heart of the company and everything that 

involves the hands, flooring, gyprock, lighting, electricity, you name it, we outsource it. That's kind of 

the principle.” (ABC-Plan ID, 12th of May 2022) 

 

“What we often do is evaluate certain suppliers, their products, and their way of working in a small 

committee. And we do that with a few creative people, the interior architects with us, who have a very 

good vision of aesthetics and design, because that is still important. That also applies to you. If we notice 

that your range is totally not in line with the expectations of our luxury customers, then there is no need 

for cooperation. For me, that is the Olympic minimum, that is already there. And on the other hand, of 

course, it's about the money, the small aspects, the agreements you make, and I would involve our 

buyers to evaluate the whole process, so I think we would do that together and then I might take the 

final decision, but it would be based on open consultation with the creative minds and the financial 

purchasing manager.” (ABC-Plan ID, 12th of May 2022) 
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“We present something to the customer, we create a project, we coordinate it, but it is still the customer 

himself, as the end user, who has to make choices in this respect and decide to enter into the 

cooperation. So, I think that we could be more of an ambassador and open up certain doors to get in 

touch with those customers, but I think that it is also important for Live Light to have a good story to 

convince the end customer himself.” (ABC-Plan ID, 12th of May 2022) 

 

Impermo 

Impermo has been specialized in the selling of tiles, natural stones, and flooring since 1918 (Impermo, 

n.d.). Within the Benelux, Impermo is known to have the largest tile selection. Impermo inspires its 

customers with its wide range of showrooms located in the Benelux. In these showrooms, Impermo has 

created the setting, "atmosphere boxes", where they want to present their tiles in a beautiful interior to 

their customers. In this way, people can get a realistic picture of how the products would look in their own 

homes. To decorate these boxes, Impermo has to buy extra materials such as a bath, a bathroom cabinet, 

a closet, or a mirror. Gunther, whom we have interviewed is the purchasing manager for Impermo. His 

responsibilities include buying the direct materials (tiles, natural stone, and parquet) but also the indirect 

materials which include all matters for the showrooms. This year he did an MBA at Vlerick where he 

researched the degree to which clients are interested in buying everything else (apart from the Impermo 

products) displayed in the inspiration boxes. The results showed that this is the case: around 60% of the 

clients would buy other products at Impermo. He also explained that Impermo is expanding a lot as they 

open five stores a year. Each store is around 1,500 to 2,000 square meters. This means that for each store, 

about 120 boxes need to be decorated. In addition, they also want to update and change those boxes 

after several years. As you can imagine, this is a very big cost for Impermo. Therefore, their next step is to 

look for a partner who can continue this story together with Impermo. The partnership that Impermo is 

currently looking for must be capable of both installing and updating the furniture in the showrooms. In 

addition, when Impermo decides to sell these showroom items, they should also be able to deliver (and 

sell) directly to the customers. Since Live Light is not a sales model but a rental model this second aspect 

can become a difficulty. Nevertheless, it can still be an interesting cooperation in which Live Light can take 

care of the furnishing of the different showroom boxes and should therefore be followed up further.  

 

Pas-Partoe  

Pas-Partoe is active in the interior design of houses, offices or holiday homes. A personal approach is 

always central. The first step is a visit to the location of the client to perfectly assess the wishes and to get 



 
85 

a better idea of the spaces that need to be decorated. After that, one of the interior architects makes a 

customized proposal. This may range from interior design and decoration to a complex total renovation. 

Sometimes there are adjustment rounds, but very often not because everything what the client wants, is 

assessed very well from the start.  

 

The customer portfolio of Pas-Partoe has changed slightly throughout the years. It was said that in the 

past there were customers of all ages with various budgets. Today, this has evolved more towards 

customers between 55 and 65, who come with large budgets for a total renovation. The office and 

showroom are located in Heindonk, Antwerp.  

 

Employees and decision makers  

The Pas-Partoe team consists of the two founders of the company. Besides that, they completely work 

together with freelancers: three interior designers, one carpenter and ten movers. The decision to 

establish a partnership with a company always lies with the founders of the company. However, once they 

have chosen a partnership, the final decision still lies with the end user (their client) to decide if they want 

a cooperation or not. 

 

LAMMP 

LAMMP is located In Antwerp and stands for Life and Asset Management using Proptech. Their primary 

activity is focused on smart buildings where sustainability, circular investing, building and living are at the 

core (LAMMP, 2022). They serve as a partner in realizing profitable and sustainable projects within the 

construction and real estate sector. Here they focus, among other things, on transforming products into 

services which they then bundle to offer to their customers. Currently, LAMMP is working with about six 

furniture-as-a-service providers, but they are always looking for new interesting partners. The interview 

also revealed that they are currently working on several co-working projects where they want to integrate 

furniture as a service. This is where Live Light can come in as a new partner for the company.  

 

Employees and decision makers 

At the moment, the company has nine people at the core of the company but in total they are operation 

with 21 employees. LAMMP describes itself as a DBFMO company: Design, Build, Finance, Maintain and 

Operate. Every employee in the company works within 1 one of these branches. The CEO, whom we have 

interviewed, is mainly responsible for the financial department. He constantly explores new concepts and 
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as-a-service models and looks at how they can become profitable. Frederik and Medina are mainly 

engaged in the design phase. In this phase, they look at which as-a-service models can be integrated into 

the construction phase. Philippe and Stephanie are mainly involved in the maintain and operate phase 

and ensure that there can be long-term collaborations.   

 

7.4 Search for interior  

First of all, we are going to dive deeper into the respondent’s process of looking for interior design in 

general. This will first give us a broader view of where people are looking for furniture and how they might 

come across Live Light.  

 

Most companies, working in the interior design industry, indicated that a certain interest in the latest 

interior design trends with regards to styling, colors, materials, and shapes is needed. To keep up to date 

with these trends, they draw inspiration from both on- and offline channels. In doing so, they rely mainly 

on beautiful content on social media such as Pinterest but also on online websites and blogs such as Zara 

home. Considering the offline part, the interior design fairs also play a very important role for them. These 

fairs allow seeing, with their own eyes, what the latest trends are. One respondent also mentioned that 

training is provided to keep up with the latest trends and products. On the other hand, the companies 

that are not active in the interior design industry mostly rely on people that do have experience or draw 

inspiration from online channels like Pinterest or Instagram. In addition, one of them also mentioned just 

Googling interior and seeing what comes up. The importance of the offline aspect was also stressed by a 

respondent, as there are still many people who prefer to buy furniture offline. 

“In the end, we are in the interior industry. We must be up to date with the latest trends and that is 

about trends in furnishing and the look and feel that a customer wants. […] (A)lso new trends in 

carpeting, finishes, and so on.” (Buro Project, 10th of May 2022)  

 

“If you look at Salone di Mobile, which is now sometime in May. Now our colleagues, they go there to 

spot trends. To understand what the trend is and how we should present things. […] (T)hey look at what 

they have seen at the fair and what tiles they are going to add to the range. And they think: How are 

we going to present these in the most beautiful setting possible?” (Impermo, 13th of May 2022)  
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“We are a small organization; I don't have an interior designer permanently at hand. And then you have 

a party you trust who knows the style of the house a bit because we felt that the partnership with you 

was effective.” (Astor VZW, 17th of May 2022)  

 

“There are a lot of people, myself included, who shop online. On Instagram too and I find that a very 

natural way to buy or rent but not everyone is like that and also a lot of my friends don't.” (Pas-Partoe, 

27th of May 2022)  

 

The type of interior design items and the materials companies look for, mainly depends on the industry 

they belong to. In general, it appears that both companies active and not active in the interior business 

like to work with a broad portfolio of brands. The companies, which are active in interior design or 

property staging, consider this important because it means they can always meet the client's wishes and 

budget. On the other hand, companies with no knowledge of interior design also like to use various brands 

to balance the costs. In doing so, they both make use of genuine design brands, where quality and design 

are fundamental. This is where the importance of materials comes in. Several respondents indicated the 

importance of qualitative and durable materials when choosing furniture from a slightly higher segment.  

In addition, some also make use of second-hand or vintage items, but also accessible big furniture brands 

such as Ikea. However, the manager of Astor, one of the existing companies active in the market for care 

homes, also stressed the importance of sector-specific interior brands. 

 

A remarkable search for furniture is that the one of from ABC-Plan ID. The company owner told us that 

large high-end brands, such as Balenciaga or Louis Vuitton, often already have a global interior design and 

therefore do not need the provision of furniture but only the retail concept around it.  

“We do have our regular suppliers for real estate styling. The larger furniture we will get from you 

because you can't rent that from anyone else. […] (A)s for the decoration, we also often make use of 

second-hand things or vintage things. For the interior projects themselves, we really must look at what 

the people themselves want. We also work a lot with contractors and carpenters who do a lot of custom 

work for us. We also go to Aalst very often and there are some very big interior design shops where we 

usually order our furniture. They have also become permanent partners.” (studio styl, 23rd of May 2022)  

 

“We have to look for certain care seats with more specific manufacturers. To be honest, if we have to 

furnish a care apartment, we sometimes look towards Ikea for certain items because we also have to 
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balance costs and benefits. Live Light is a bit of a higher segment, and we also have to balance costs.” 

(Astor VZW, 17th of May 2022)  

 

“We sometimes have to place the furniture but very often we don't have to worry about that. We build 

‘the box’ and then they come and put their furniture or merchandizing in it because those are often 

global agreements.” (ABC-Plan ID, 12th of May 2022)  

 

7.4.1 Live Light discovery  

After the companies search for interiors, the normal course of action is for them or their customers to buy 

the furniture and use it for their project. However, for some existing B2B clients, especially those active 

in the staging of real estate, their furniture stock grew at a very fast pace. Thus, they have sold some of 

the furniture pieces or decided to rent some, for example beds, before starting their subscription at Live 

Light. Other potential companies also informed themselves or got requests from their clients about 

furniture rental packages. Eventually, the existing clients thus mentioned that the discovery of Live Light 

was a true relief for them.  

“In the past, we did have a warehouse with quite a lot of furniture, and sometimes we would buy 

furniture and then sell it again. That was often in previous projects vintage design furniture. So classic 

furniture that also retains its value. Sometimes we rented beds from another company that only rented 

box springs, but it was not yet something. Because we came across Live Light, we started doing way 

more projects because it's a very nice service that we were looking for.” (The Collective Studio, 6th of 

May 2022)  

 

“At the time, I did some research of my own into which parties could potentially deliver furniture in 

packages that we could rent or let the tenant rent directly and possibly buy afterwards.” (ION, 13th of 

May 2022)  

 

“Leasing office furniture is a regular question. The way we deal with this today is that we make an offer 

based on what the customer asks us […] (W)ith that quote they can go to the bank, and they have to ask 

the bank, look, we want to lease for that much.” (Buro Project, 10th of May 2022)  

 

As Live Light pays a lot of attention to its online presence, it was interesting to know how the existing B2B 

clients eventually discovered Live Light. 
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“It was really the offer that was innovative, and the website is also really good. That website is well 

constructed, it's all very professional. You notice that there is a big brand behind it. There are marketeers 

and developers behind it.” (studio styl, 23rd of May 2022)  

 

The following table indicates through which communication channels the four existing B2B clients, that 

were interviewed, first encountered Live Light:  

Table 27: Communication channels existing B2B clients 

Astor vzw Word of mouth 

The collective studio Advertisement on social media, Instagram in 

particular 

Woo Studios Advertisement on social media 

studio styl LinkedIn 

It is noteworthy that three of the four respondents came across Live Light via (advertisements on) social 

media. It was therefore also interesting to take a closer look at the social media use of both existing and 

potential B2B customers.  

Table 28: Social media activity B2B clients 

 Instagram  Facebook  LinkedinLinkedIn  Pinterest  

The Collective 

Studio 

X X X X 

Woo Studios X X X X 

studio styl X X X X 

ION  X X X  

Buro Project X X X X 

ABC-Plan ID X X X X 

Perez Coworking 

Hub 

X X   

Impermo X X X X 

Astor VZW     

Pas-partoe  X    
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The table above clearly indicates that most of the respondents are active on Instagram and Facebook. 

LinkedIn is part of the playground for companies like Buro Project who are B2B-oriented and thus hope 

to get qualified leads from it. Pinterest appears to be a platform from which most companies draw 

inspiration. This is also apparent from the small number of followers that most companies have there.  

However, it was striking that Astor, specialized in care homes, is not active on social media. On the one 

hand, their target group is not very present online, but on the other hand, the respondent also indicated 

that this is related to the industry they are in. 

“So, more LinkedIn because that is B2B. This is something we also use very intensively with our business 

development manager, who does get quite a few leads from it.” (Buro Project, 10th of May 2022)  

 

“I do a lot of research on Instagram and that's where all our customers come from as well. We also use 

Pinterest, but that is more for pinning ourselves.” (studio styl, 23rd of May 2022)  

 

“I think for a bistro or something like that, you might be able to advertise with your items through social 

media. But from a healthcare perspective, well, we're more professionally oriented and we don't just 

sneak onto social media and say, 'Oh yeah, that's it'. It's more of a word-of-mouth approach and 

presence at trade fairs.” (Astor VZW, 17th of May 2022)  

 

7.5 Reasons to start renting furniture  

In this section, we elaborate on the reasons why people are generally interested in renting furniture. In 

doing so, it discusses why existing customers have chosen to take a subscription with Live Light and why 

potential customers would consider it. From these analyses, we can eventually map out Live Light's 

perceived value proposition.   

 

As we have interviewed companies with different activities, it is no surprise that their purposes and 

reasons for renting furniture are varying as well. We define purpose as to why a company needs furniture, 

what the end usage is. The reason is more about why a company sees renting as a better option compared 

to buying. This is where, for example, sustainability, flexibility or cost plays a role. 

Most purposes have already been discussed in the introduction pages of the different companies. As we 

noticed, some companies need furniture to decorate spaces for a temporary time and other companies 

need it for a more infinite time.  
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"The purposes for which they were used? Was that purely furnishing the spaces then?”  

“Yes." (Astor VZW, 17thth of May 2022) 

 

"We were going to develop 7 apartments and then when they had to be sold, all 7 were empty and to 

give the client an idea that they can live there. That just helps a lot because if you have a profession in 

the interior, then of course you can imagine what it can look like. But if you don't, then it's very nice that 

you can see that there is a couch and that you can see, oh here fits a couch and a rug and a table for 6 

people and a bed." (The Collective Studio, 6th of May 2022) 

 

There are several reasons for companies that keep coming back when it comes to why they prefer to rent 

furniture over purchasing. The main reasons being affordability and flexibility. Affordability refers to 

making the design furniture affordable because the costs can be spread. Flexibility refers on one hand to 

the possibility of testing the furniture without buying them outright and on the other hand to “the 

swapping option” whereby one can opt for a different look after a while. These two however are often 

mentioned together. The table underneath displays some quotes which clearly show how important these 

aspects are for the different companies that were interviewed.  

"I do notice that today there is a fear of going for another investment in furniture with the question of 

how we are going to be working in 2 years. So, in terms of furnishings today it does need to be very 

flexible […] (W)here they can say, we are going to try out the furniture for one year and then see how it 

goes” (Buro Project, 10th of May 2022)   

 

"We actually want to buy as little furniture as possible ourselves and create as little stock as possible 

because that is a fixed investment that does not always pay off so on that level it is definitely a solution. 

You guys provide the stock and the warehouse and the heavy purchases and we have to pay a small 

amount, proportionally, monthly so that's definitely a super good solution for real estate styling.  […] 

(W)e just couldn't afford to buy everything right away.” (studio styl, 23rd of May 2022) 

 

“On the other hand, we also see startups or young companies that perhaps don't have that kind of 

capital yet and are interested in a kind of trial and error, a kind of test phase... Then they don't commit 

themselves immediately because these are often expensive pieces of furniture, the better brands, 

beautiful decor so sometimes it's interesting to reduce that pressure a bit and rent that furniture” (ABC-

Plan ID, 12th of May 2022) 
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“We are expanding, we open 5 stores a year now, and every time open a store, that's around 1500, 

2000 square meters. That's about 120 boxes every time. For 120 boxes we have to purchase an interior 

setting and put it there. Then within X number of years that needs to be updated or refreshed. But yes, 

that is of course a cost for Impermo, which is of no use to us at the moment.” (Impermo, 13th of May 

2022) 

 

“Flexibility, sustainability and obviously price and that's also kind of related to flexibility because you're 

not tied to a particular item for a long time. I think flexibility is really important, that's the biggest one” 

(Perez Coworking Hub, 12th of May 2022) 

 

“The financial model, that this expense does not have to be done all at once” (Astor VZW, 17 th of May 

2022) 

“Well I also once researched that myself and today it's really still about the financial driver. […] (I)n the 

B2B context it is mainly relief, speed and flexibility but flexibility from the idea 'if I don't want it anymore 

tomorrow, I can return it, I don't have to take any risk to get it sold'. For us it's no different, for us 

flexibility is the most important thing, to be able to return it when we don't need it anymore is really our 

main reason.” (LAMMP, 5 th of June 2022) 

 

“The first impression when they ordered was that they liked the fact that they could pay in monthly 

instalments, budget seeker, but now it seems that they first wanted to try the products.” 

(Vacationclubsrentalsresales, 23rd December 2020, of existing data) 

 

Other reasons that were mentioned are design, sustainability and service aspects of renting. 

“We do believe, and this is also not unimportant, in a kind of as-a-service. The companies that fully 

embrace that idea are probably going to make products that can actually deal with that. We've had 

plenty of reassurances from LL, that those are not empty words. […] (Aa)nd I experienced that firsthand 

just this past week. We had a problem with a couple of tables where the work surface was coming loose 

from use. Now well, those tables have been replaced.” (Astor VZW, 17th of May 2022) 
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7.5.1 Value proposition   

From the previous section, we can already draw some conclusions regarding the value proposition of Live 

Light. However, further analyses revealed other important values that contribute to the Live Light brand 

story. This analysis section is based on both the input from current customers, asking for their first thought 

when they think of Live Light, and the potential customers' first impression their concept.  

 

The following values were found: sustainability, quality, uniqueness, touch, service, flexibility and price. 

Sustainability is at the heart of the Live Light DNA and is therefore an important value. In the interviews, 

this was also discussed, which led to different opinions and insights. Some companies rent from Live Light 

just because they are committed to sustainability. For example, Astor is a sustainability-focused company, 

therefore they find it crucial to also collaborate with companies who have the same values. In addition, 

the sustainable aspect of Live Light was also addressed in the first impression of potential customers.  

“Astor is a big believer in sustainability and circularity and we try to reflect that in everything we do. So 

also with furniture and we find it rather important to use good, warm but also circular materials.” (Astor 

VZW, 17th of May 2022)  

 

“If Ethnicraft themselves remain owners of the product and start providing it as a service, they are also 

going to make sure that it lasts much longer. Then it's circular, it's more sustainable. So, I'm a very big 

fan myself and as an end consumer I see a lot of benefits because you don't depend on a product, you're 

not responsible for it. Just with an application, you can probably report the damage. Then it gets 

repaired, completely taken care of, so yes absolute believer.” (ION, 13th of May 2022) 

 

“We are moving more towards a circularity, towards a service where we make products available and 

not the conservative system where a customer buys something, puts it somewhere and maybe doesn't 

use it optimally. That is then not recovered or recycled, that disappears. I do believe in circularity and I 

also believe in making products available for a shorter period of time so yes I think there is a big market 

for that and I notice that in other sectors as well.” (ABC Plan ID, 12th of May 2022) 

 

During the interview with Buro Project, sustainability was also discussed. While the interviewee believes 

in sustainability, she also gave realistic insights about how important clients consider this value relative to 

other elements. It was remarkable that, although some customers consider sustainability extremely 

important, often price and assortment limitation play a decisive role in attaching importance to 
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sustainability.  Often when a customer, in this industry, sees the price tag of sustainable products, the 

importance of sustainability fades. 

“Experience teaches me that someone who chooses sustainability should not think that it is cheaper, 

usually it is even more expensive. We hear a lot of customers say ‘yes, give us all the options because 

we actually want our entire interior to be made up exclusively of products that have a second life or 

products made from 100% recycled materials’, until they see how limited their choice of colors is, 

because there are a lot of restrictions on recycled materials and what it costs in the end. Then all of a 

sudden, the green experience is not so important anymore.” (Buro Project, 10th of May 2022)   

 

Quality and the fact that the furniture has a unique design were also mentioned by different companies 

when asking about the perception of Live Light. Because Live Light also remains the owner of the furniture, 

one assumes that they will ensure that the quality is very good and thus the furniture will last as long as 

possible.  

“I think the quality will be better. Because at the end of the day, Live Light, they remain the owners of 

that furniture so they have every interest in making sure that that furniture can be used for as long as 

possible. The quality is going to be better anyway than buying some furniture behind the corner 

somewhere quickly for a limited budget that is already worn out after two to three years. (ABC-Plan ID, 

12th of May 2022) 

 

“When you think of Live Light, what comes to mind?”  

“Furniture, rental, quality…”  (studio styl, 23rd of May 2022) 

“Stylish, high-quality furniture” (WOOSTUDIOS, 11th of May 2022) 

“Everyone has pretty much the same sets of furniture and it's not always qualitative […]  (Ii)t was really 

the Live Light offer that was innovative that spoke to us” (studio styl, 23rd of May 2022) 

 

Other values that were mentioned during the interview were service. By service we mean, among other 

things, the helpful cooperation and delivery. The Collective Studio, studio styl and Astor VZW mentioned 

during the interview that they are very happy with the service that Live Light offers. In addition, Perez 

coworking Hub, a potential customer, hinted that he values a good delivery service.  

“We are very happy with the service.” (The Collective Studio, 6th of May 2022) 

 

“We have experienced good service.” (Astor VZW, 17th of May 2022) 
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“We are very satisfied with the service and flexibility they offer us.” (studio styl, 23rd of May 2022) 

 

“Yes, the delivery time is important, if it can be delivered quickly that is always a plus, you don't have to 

drag it yourself, and the fact that it is put here ready to use is also important.“ (Perez Coworking Hub, 

12th of May 2022) 

 

Lastly, affordability and flexibility were previously identified as the main reasons why companies choose 

renting over buying. Further analyses confirm the importance of these values. With respect to 

affordability, Live Light offers the possibility of having designer furniture without needing to make a large 

investment at once. It was remarkable that the perceptions of existing customers towards the price were 

overall positive while for example ION, a potential customer, had a rather ‘negative’ first impression. The 

Collective Studio and Astor mentioned that they think the price they pay in comparison with the quality 

of the products is very affordable. While ION’s respondent mentioned that his first impression would be 

that Live Light is quite expensive as a service model.  

Related to flexibility, a potential B2B respondent, that works as an interior designer, also points to the age 

of their customers who would be interested. Age goes hand in hand with a certain stage of life and thus 

the degree of flexibility that people need.  

However, both go hand in hand as the aspect of affordability involves a lot of flexibility.  

“Actually, we thought the price was very good for the quality of the furniture.” (The Collective Studio, 

6th of May 2022) 

 

“And that will also allow us, for example, to redecorate our bistro again at an acceptable cost and I think 

that will be an asset.” (Astor VZW, 17th of May 2022) 

 

“I think they are a very expensive as a service model because Ethnicraft is not the cheapest on the 

market.” (ION, 13th of May 2022) 

 

“I find it very interesting for younger people. Also, for people, for example, a newly formed family, people 

who are divorced, who are in a new situation in their life. I see it less for people of our parents' age who 

are more settled. But more for people of my age who, for example, have bought something and don't 

immediately have the means to buy an expensive sofa. So, I think you have a specific group of interested 

people anyway, especially people who are actually coming into a new circumstance. I do understand 
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that there is a lot of demand for it, because that way you can actually sit in a nice interior right away 

without having to put the means on the table.” (Pas-Partoe, 27th of May 2022)  

 

Lastly, as discussed in previous parts, flexibility is one of the main reasons to why companies like the Live 

Light concept so much. Depending on the type and size of the company, flexibility may have different 

meanings. First of all, nowadays we live in uncertain times and especially for smaller companies it is hard 

to predict the future of their business. Without making a big investment, they can enjoy beautiful furniture 

and see how things go in the future. Afterwards, in case they are growing, they can expand the product 

range or return them in case their business did not go as planned. Secondly, another big segment consists 

of interior designers, stagers and property developers. For them, flexibility is one of the most important 

aspects in the sense that they want to be able to rent for a short period of time and return or swap the 

products whenever necessary. In addition, due to the recent Covid-19 pandemic, a lot of companies have 

also changed into more remote working and the office spaces have adapted from a more static office 

towards a cozier space. Therefore, companies like to try out new things (e.g., cozy corners) and they like 

to change furniture once in a while. 

 

Based on the analysis of the interviews above, we can conclude the following order of importance for the 

B2B clients, taking into consideration that this is based on an exploratory study with 12 respondents.  

 

 

 

 

Flexibility

Affordability

Sustainability

Quality 

Service

Unique design

Figure 49: Value drivers order B2B 
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7.6 Challenges for Live Light  

Price and payments 

It was striking that in the interviews with both potential and existing B2B customers, the aspect of price 

emerged very strongly as one of the biggest challenges they face when serving their customers. First of 

all, two existing B2B customers indicated that they were surprised when receiving their first invoice. On 

the other hand, they did indicate that when there are ambiguities or questions about payments and 

invoices, Live Light always responded quickly and provided a good explanation. Secondly, although the 

mission of Live Light is to make “dream interiors accessible for a monthly fee”, a few potential respondents 

still indicated that the Ethnicraft furniture is positioned within a high-end design segment. They also stated 

that they would perhaps choose a more affordable brand and buy it outright instead of paying large sums 

every month. In addition, two respondents indicated that it might be an idea to provide a new line of 

more affordable Ethnicraft products, which would be exclusively available through Live Light. Finally, 

several potential customers also indicated that they did not really see what was in it for them. For 

example, there are several companies that are active in interior design and already work with a fixed 

portfolio of brands that they sell. Therefore, they did not immediately see the financial benefit of 

recommending clients to rent directly from Live Light. 

“Today, I am confronted with budgets more so than in the past. Especially because these days the whole 

building project is getting more and more expensive.” (Buro Project, 10 May 2022).    

“The investment they want to make, those amounts are only getting smaller, and everyone has to save.” 

(ABC-Plan id, 12th of May 2022).  

 

“I did have to get some explanation about those invoices. What do I mean by that? When you saw the 

amounts for the first 48 or 60 months, I thought 'Damn, that's really a lot.’ But at the time I still had the 

impression that it would continue. […] (A)nd then, of course, I received the correct explanation: ‘After 

48 or 60 months there is a cutoff where you have the chance to either end your subscription or buy, or 

to continue the rent at a substantially reduced rate. […] (A)nd very specifically, this meant that you 

missed out on a certain order because we had decided to buy. Had I known that that was the mechanism 

at that moment, I would have taken it as a service.” (Astor VZW, 17th of May 2022)  
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“Yes, because you're going to get a knife that cuts both ways. Ethnicraft positions itself as very beautiful, 

finished products in a certain class. In an as-a-service model, well I don't see anyone paying 150 or 200 

euros a month on top of their electricity or water bill.  I mean, those are very heavy amounts you to 

justify a purchase price. Unless you are working with a new line but if you have to convert the current 

line to an as a service model with the current selling price, then you are going to have a much too high 

rent. So, I rather think you need to create a new line specifically for the rental market or staging market.” 

(ION, 13th of May 2022)  

 

“How does that work in terms of invoicing and, more crudely, what's in it for us as a company to rent 

out products or to pass them on to customers? Because on the one hand you have your contract, but 

you also have maintenance. These are the outstanding issues that make me think: Okay, the time and 

energy that we might have to put in there ourselves and what we will get in return, purely in terms of 

budget.” (Buro Project, 10th May 2022).  

 

Delivery  

A second element, which is related to the price aspect above, is the cost of the white-glove delivery 

service. Although several existing B2B customers understand that delivery has a certain price tag, they 

still find it quite expensive. This puts pressure on the affordable aspect of renting instead of buying. 

Another existing B2B client also mentioned that the delivery did not run very smoothly. Live Light could 

therefore plan these better in the future, taking events such as national holidays (e.g., King’s Day in the 

Netherlands) into account. The customer did indicate that there were additional circumstances that were 

beyond Live Light's control. 

“We opted for white glove delivery so that it was actually placed and transported by your people, and 

we actually found that very expensive. We do understand the cost, we have a company ourselves, so we 

do understand how it comes but it is too expensive for us to keep using it for real estate styling. In the 

beginning, we did not have our own van, in the meantime we have, so we have actually chosen to make 

it ourselves.” (studio styl, 23rd of May 2022)  

 

“The delivery. It was quite difficult, but that was also because it is in Amsterdam and the delivery was a 

few days before King's Day and then the whole city is upside down.” (The Collective Studio, 6th of May 

2022)  
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Maintenance and damage  

A third element, albeit less prominent, that some potential B2B customers see as an objection to starting 

a subscription at Live Light, is the maintenance and possible damage to the furniture. Especially for a 

respondent in the office interior design industry, there were doubts about possible damage when renting 

furniture from Live Light. She indicated that the furniture is used very intensively on a daily basis and 

therefore sometimes gets damaged. On the other hand, other potential companies trust that this will be 

properly contracted and that there is an efficient way to report the damage. The interview with the 

existing B2B customer Astor VZW also clearly indicated that, in the event of damage, a solution is sought 

constructively.  

“If you want to rent a chair, a conference table or a chair from another customer and they have spots 

or something like that, I don't know if you would be satisfied with it. And I don't know to what extent 

every product that has been with a customer gets full maintenance. […] (B)ecause it is also an office 

environment. It is used intensively on a daily basis, and things do break down and wear out much more 

quickly than in your home.” (Buro Project, 10th May 2022)  

 

“So, I'm a big fan myself and as an end consumer I see the insane benefits of this because you're not 

dependent on a product, you're not responsible for it, and you can probably easily report the damage. 

Then it is repaired, completely unburdened, so yes, absolutely in favor.” (ION, 13th of May 2022)  

 

“I have just experienced this last week. We had a problem with a couple of tables where the worktop 

came loose through use. Anyway, those tables have been replaced.” (Astor VZW, 17th of May 2022) 

 

Offer and stock  

A fourth and final small element concerns the offer and the stock-availability. One existing customer 

indicated that the range of products was not always clear to him and that he would find it interesting to 

receive an overview on paper, in addition to the products visible on the website. Another existing 

customer spoke of products that were out of stock. Since many customers subscribe to Live Light because 

of the speed of delivery, they find it difficult to wait for products that are out of stock. This can cause 

certain customers to drop out, which was not the case with the existing customer. Managing the stock 

efficiently is therefore very important. 
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“A better overview of what is in your range. But then again, I haven't really asked our relationship 

manager, catalogue-wise. Digital, of course, but spontaneously, I think that would be nice. Because then 

we can also let our own people make a pre-selection.” (Astor VZW, 17th of May 2022)  

 

“What was unfortunate was that a few things were not in stock, but we found a solution, and other 

options were immediately given. Our contact person was Guillaume, and we actually had a very nice 

contact with him.” (The Collective Studio, 6th of May 2022)  

 

7.7 NPS 

Existing B2B customers  

For the existing customers, we asked the question ‘How likely are you to recommend Live Light to a friend 

or colleague’, in order to calculate that NPS score. When we calculate the final average score, the existing 

customers arrive at a NPS of 9.5. This is a very high score, however, we always have to take into 

consideration that this average is only based on the four interviews that we did with existing clients.  

“Double sided because on the one hand I would say 10 because I am very satisfied with the service and 

for a friend but for a colleague or other company, I would say 0 because of course in terms of competition 

it is not very favorable for us if everyone in Amsterdam decorates its house with Live Light.” (The Collective 

Studio, 6th of May 2022) 

 

“Eight I'm just going to look at what type of organization. To a certain private individual, I'm not going to 

do that, to a school I'm going to say I'm not going to do that because that's probably not financially 

feasible and maybe not your range. But perhaps I would be more active in the hospitality and care sectors. 

The office market, if someone says 'I want a fresh furnishing for my office, why not? So that's a bit and 

that's why I say 8/10. That has less to do with your quality but more to do with the target group of the 

interlocutor.” (Astor VZW, 17th of May 2022) 

 

“Since we have done a lot with Live Light, a 10.” (WOOSTUDIOS, 11th of May)  

 

“Yes, 10. We've also recommended it to people a few times. I think someone, yes BRUT interior design....” 

(studio styl, 23rd of May 2022) 
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Potential B2B customers 

On average the potential customers rated the concept a 7.6 out of 10. As we can see, the score is higher 

with the existing customers. This is a logical result, as they know the concept and the service and are thus 

very satisfied. The potentials are a bit more skeptical since, for them it is an uncertain concept that they 

like but it still raises many questions. Aside from that, a 7.6 score is still very high.  

 

Figure 50: NPS B2B 

“I definitely believe in that concept. I think I would give a 7 on that.” (Impermo, 13 May 2022) 

 

“8, 8.5” (Perez Coworking Hub, 12th of May 2022) 

 

“I really like it. I liked it before too. I would give it a 7, maybe more. Just why a 7. It remains for us maybe 

something, not far from our minds but something that we actually have little control over. We can 

suggest but at the end of the ride, we are really only a supplier after you he. We bring something to the 

customer, we make a project, we coordinate it but it is still the customer himself as an end user who has 

to make choices and enter into the cooperation so I think we could be more of a kind of ambassador 

and open certain doors to get in touch with those customers but I think it is also important for Live Light 

to have a good story directly to convince the end customer himself.” (ABC-Plan ID, 12th of May 2022) 

 

“Euhm about how much fun, only fun, 10/10 but that it is realistic and feasible I doubt between a 7 and 

8 in the sense that for me it is still a slightly unknown world.”  (Buro Project, 10th May 2022) 
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“For ION, I would dare to give a score of 8. For IRP (given Ethnicraft's current positioning in the market), 

rather a 5. The vision concerning sustainability end. is completely consistent, but the segment does not 

match...” (ION, 13th of May 2022)  

 

“I would say around 8, this is my first feeling. I think it is very interesting to continue with this concept. 

I also think that this is a market, if I see it breaking through somewhere, I see it breaking through in 

furniture in particular. Especially from a true circularity point of view, not just the nice words, but also 

effective reuse of raw materials, upholstering, making furniture very accessible for reuse. Technically, 

there are great opportunities here, which I believe will also lead to a great evolution in this area.” 

(LAMMP, 5th of June 2022) 

 

8. METHODOLOGY AND ANALYSIS: QUANTITATIVE RESEARCH  

At the end of each interview, people were also asked to complete a small survey. The people that filled in 

the survey were seen as the decision makers of the company or had a certain influencer in the final 

decision that has to be made. As discussed above in the “scale design” of the B2C methodology, this 

consisted of rating the brand value drivers on a five-point Likert scale, ranging from strongly disagree to 

strongly agree. These brand value driver statements were, as previously mentioned, based on company 

insights in combination with existing scales from literature. In the analysis of the quantitative research in 

the context of mapping the B2C customers, six different factors could be identified: price, quality, the 

need to change, sustainability, interior design and online presence. Therefore, during this analysis, we 

accept these assumptions. Although for B2C some brand value driver statements were not significant and 

therefore were not considered for the calculation of a certain brand value driver, all items are taken into 

account for this analysis. 
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9. RESEARCH FINDINGS 

The following elaborates on the descriptives that were retrieved to get a better understanding of how 

each company rated a particular brand value driver. Each chart will be accompanied by a short 

explanation.  

 

Interior (architect) design and staging 

Existing B2B customer: The Collective Studio 

If we take a closer look at what The Collective Studio agrees or strongly agrees with, we can see that the 

company is very interior savvy. This means that they are into the latest interior design trends and pieces 

and that they like to talk about interior-related topics with others. Besides, they value good quality when 

looking for furniture. If we look at what The Collective Studio scores the lowest on, we find that they are 

not entirely comfortable buying furniture online but are rather neutral about it. 

 

 

 

 

 

 

 

 

 

 

Existing B2B customer: WOOSTUDIOS 

Primarily, WOOSTUDIOS likes to change their furniture portfolio now and then. This way, they can provide 

a new and refreshing look every time they decorate properties. Just as The Collective Studio, which is also 

a stager, the company is also scoring high on interior savviness but on the other hand are very comfortable 

with buying furniture online. Surprisingly, the company scores rather low on the aspect of quality. This is 

therefore not the element that they consider most important when purchasing furniture. 
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Figure 51: Brand value drivers - The Collective Studio 
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    Figure 52: Brand value drivers - WOOSTUDIOS 

 

Existing B2B customer: studio styl 

Another stager we took a closer look at was the existent B2B client studio styl. Remarkable is that just like 

the two other stagers The Collective Studio and WOOSTUDIOS, this company also attaches a lot of 

importance to interior design.  A second element that studio styl values is the need to change. The 

company does struggle with being comfortable purchasing furniture online, as they score low on the 

element of online presence.  

 

          Figure 53: Brand value drivers - studio styl 

Potential B2B customer: Buro Project  

Considering the answers of Buro Project, the company is very much into the latest interior trends and 

loves designer pieces. In the interview, the respondent also mentioned the importance of keeping up with 

these trends, given the sector of interior is evolving quickly. They also attach great importance to quality. 

Considering the office furniture sector in which the company operates, we expected this. In contrast, the 
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company finds it hard to purchase furniture online as they give the lowest score to online presence. We 

have also noticed in the interviews, as Buro Project mentioned, how important it is for them to see and 

touch the furniture before they integrate it in their portfolio. For their end-consumer, this does not play 

a significant role, as they fully trust the advice of the company.   

 

         Figure 54: Brand value drivers - Buro Project 

Potential B2B customer: ABC-Plan ID  

Analyzing the results of ABC-Plan ID, we can notice that they also value quality and interior design like 

Buro Project does. However, it is notable here that sustainability is placed on the same level. This means 

that, unlike the previous ones, the company is quite sustainably minded and therefore considers this 

important in their search for interior items. Another striking observation is that, apart from WOOSTUDIOS, 

they too are not 100% comfortable with buying furniture online. 

 

      Figure 55: Brand value drivers - ABC-Plan id 
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Potential B2B customer: Pas-Partoe  

Considering the answers of Pas-Partoe, specialized in interior design, decoration and total renovation, the 

company is the sixth one in a row attaching a lot of importance to interior design. On the other brand 

value drivers, the scores are rather neutral, so that no striking conclusions can be drawn here. However, 

it is remarkable that Pas-Partoe attaches little importance to the sustainability aspect when looking for 

interior brands to add to their portfolio. 

 

       Figure 56: Brand value drivers – Pas-Partoe 

 

Care homes  

Existing B2B customer: Astor VZW  

The following graph is again a representation of Astor's answers. On the one hand, it confirms elements 

from the interview, but on the other hand, it also contradicts them. For example, in the interview but also 

clearly in the graph, it emerged that the sustainability aspect takes precedence for Astor VZW when 

looking for a partnership and also for their search for interiors. On the other hand, there is little or no 

interest in need to change, although the interview did point out the nice aspect for them of changing the 

interior from time to time. Astor does feel more comfortable buying furniture online than most of the 

other interviewed companies. This however is in sharp contrast to their absence on social media channels. 
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         Figure 57: Brand value drivers - Astor VZW 

Coworking spaces  

Potential B2B customer: Perez Coworking Hub 

Taking a closer look at the results of Perez Coworking Hub, sustainability is very important for the 

company. Besides, just like Buro Project, quality is highly valued. Once again, this reinforces our 

expectation that quality is essential in the office furniture sector. However, as mentioned in the interview, 

the founder of Perez Coworking Hub does not feel comfortable buying furniture online. 

 

    Figure 58: Brand value drivers - Perez Coworking hub 

Flooring  

Potential B2B customer: Impermo 

The analysis of Impermo's results clearly shows that quality prevails for them. We can also conclude that 

they are quite interior savvy. Both elements are not surprising since quality and design are also at the 

heart of Impermo's floors. Like the majority of respondents, the company also does not feel comfortable 

buying furniture online.  
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Figure 59: Brand value drivers - Impermo 

In addition, it is also interesting to get a broader overview and to see what the overall rating is per brand 

value statement but also per brand value driver.   

 

As can be seen in the graph below, the brand value statements 18 “I stay up to date with the latest interior 

trends” and 21 “I like to talk about interior-related topics”, both belonging to the brand value driver 

“interior design” have the highest (4.22) and second highest (4.11) score. This means that most of the 

companies “agree” or “totally agree” with these statements. These results are also very much in line with 

previous analysis, which found that seven out of nine respondents scored highest on 'interior design'. This 

is not surprising since everyone among them is active in the interior design sector and is therefore 

expected to have a certain interest in it. The other two respondents, a care home Astor VZW and a 

coworking space Perez Coworking Hub, have no experience with interior design and therefore always rely 

on people who do know something about it. They both give priority to the aspect of sustainability.  

Another important brand value statement is 12 “I love redecorating my home interior”. This refers to the 

brand value driver need to change.  

 

An additional interesting finding is that brand value statement 4 “When I look for furniture, I compare the 

price with alternatives from other brands” has the fourth highest score. Although price did not really come 

to the front during the individual analyses of the companies, it does seem to play an important role overall. 

Taking a closer look, we could see that seven out of nine respondents agreed or strongly agreed with this 

statement. The other two were rather neutral.  However, it is striking that brand value statement two 

“When I look for furniture, it has to be cheap” has the lowest score. From this, we can conclude that the 
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companies are certainly not looking for cheap furniture, but that the price, as mentioned earlier in the 

interviews, plays an important role in today's world. 

 

Finally, quality also played an important role for the respondents as the score here was 3.78 for brand 

value statement 7 “When I look for furniture, quality is the most important factor” and 8 “When I look for 

furniture, I prioritize high quality materials”. 

 

Figure 60: Brand value statements graph  

Table 29: Brand value statements 

Price  

1: When I look for furniture, price is the most important factor 

2: When I look for furniture, it has to be cheap 

3: When I look for furniture, I rely on the price to judge the value of the 

product 

4: When I look for furniture, I compare the price with alternatives from 

other brands 

 

Quality  

5: When I look for furniture, it has to be of premium quality 

6: When I look for furniture, I want to be familiar with the brand name 

7: When I look for furniture, quality is the most important factor 

8: When I look for furniture, I prioritize high quality materials 

 

Sustainability  

14: When I look for furniture, it has to be from an 

environmentally responsible company 

15: When I look for furniture, the material has to be 

sustainably sourced 

16: When I look for furniture, I always choose the more 

sustainable alternative 

17: When I look for furniture, I aim to minimize my ecological 

footprint 

 

Interior design  

18: I stay up to date with the latest interior trends 

19: When I look for furniture, it has to be fashionable and 

trendy 
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Need to change  

9: When I look for furniture, I want to keep this as long as possible in 

my interior 

10: I like to change my furniture frequently 

11: I quickly get bored of my furniture 

12: I love redecorating my home interior 

13: I only need furniture for the short term 

 

20: When I look for furniture, I prefer designer pieces 

21: I like to talk about interior-related topics with others 

 

Online presence  

22: When I look for furniture, I need to see it in real life first 

23: When I look for furniture, I need to touch it first 

24: I feel comfortable buying furniture online 

25: I find it easier to buy furniture online than offline 

 

As mentioned earlier, more than three fourth of the respondents have experience in the interior sector 

and are therefore very interested in the latest trends. Thus, it is not surprising that in the following graph, 

the brand value driver of interior design stands out above all others.  Besides, quality also stands out. In 

addition, the above graph also indicated that two brand value statements scored quite high, both of which 

were quality. Finally, as also emerged from the individual company analyses above, the score for online 

presence is rather low. This gives an indication that the decision makers do not yet feel completely 

comfortable buying interiors online and would like to see or touch them first before making a final 

decision.  

 

    Figure 61: Brand value drivers B2B total 
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10. METHODOLOGY AND ANALYSIS: EXISTING DATA  

Because we weren’t able to collect a lot of interviews from existing clients, we decided to also briefly 

analyze the existing data that Live Light has been collecting over the years. By doing this we were able to 

elaborate more on Live Light current B2B client portfolio. In Appendix 5 a more extensive scheme can be 

found where we tried to display all the companies associated with their industry, purpose and reason to 

rent. However, the visualization underneath already gives an indication in which industry Live Light 

currently has most of its B2B clients. This is where we can clearly see that staging, photographers and 

interior designers is the largest segment and companies and entrepreneurs the second largest.  

 

 

Figure 62:Existing B2B clients and industries 
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11. DISCUSSION AND RECOMMENDATIONS   

11.1 Personas and marketing strategy  

As also pointed out in the literature, B2B personas are different from those in a B2C environment. 

Purchasing decisions in a B2B context have bigger consequences and are therefore often taken in 

consultation with various people within the company. This is referred to as the decision-making unit or 

buyer center. Once it is clear who is involved in the decision-making unit of an organization, you can target 

them in a personalized way.  

 

As described earlier, we used both qualitative (interviews) and quantitative (survey) research to build the 

B2B personas. The predetermined objective was to conduct interviews from as many diverse industries 

as possible. This way we would have been able to identify different needs and build personas around 

those industry needs. However, sample selection sometimes brings difficulties with it. In this case, the 

challenge was convincing people from different industries to participate in our interview. Although the 

participants work in different companies, the industries in which they operated were found to be very 

similar. Those being: interior designers, stagers and property developers. A few exceptions came for two 

other companies where one is active in care facilities  and a co-working space. We have kept this limitation 

in mind during further analysis and persona building.  

 

When we began to make a comparison or distinction between the companies, one thing became clear to 

us. For all interviewed companies, flexibility appeared to be a key driver for furniture rental.  Although 

this driver contains different meanings for each respondent, this one came out as the most pronounced. 

Flexibility refers on one hand to the possibility of testing the furniture without buying them outright and 

on the other hand to the possibility to swap. In addition, we noticed that the driver price is also very 

closely aligned with flexibility. When analyzing this further, it turned out that this was mainly about 

minimizing financial risks by giving companies the possibility, and thus the flexibility, to make monthly 

payments. Instead of price, this driver could be replaced largely as “affordability” in our opinion.  

 

Because flexibility was so prominent in our analysis, Live Light should use this in their overall message 

towards different industries and companies. This way they are slightly assured that they will already reach 

a large segment. However, as also described above, decisions are made at different levels in a B2B 

environment. The overarching interest for the company could be flexibility, but within the organization, 

decision makers could also attach importance to other value drivers. This is where our survey results come 
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in. From these results, we managed to identify two more prominent distinctions. These distinctive insights 

were then also used to build the B2B personas3.   

 

11.1.1 Persona 1: Interior savvy Isabelle   

The first persona that we could create, based on the insights we got from the interviews and surveys is 

called interior savvy Isabelle. This decision maker is a woman as most of the people we interviewed and 

would place here, are women. This persona is relatively young and after having a successful career, she 

now goes for her great passion: interior design. She starts her own company and works as an interior 

architect where she stages for property developers and real estate offices. Although Interior savvy Isabelle 

is a big fan of timeless interior designer brands and pieces, she is also very open to unknown concepts and 

brands. As this persona wants to deliver the best to her clients, design and quality is what drives her in 

her search for furniture. Even though price is not the most important decision-criterium, it still plays a 

certain role for Isabelle. Sustainability is also always a nice touch, but it is not what prevails in her search. 

Isabelle is also very active on social media, including Instagram, Facebook, LinkedIn and Pinterest. She 

sees Instagram as the optimal platform for promoting her own business but also for finding inspiration. 

She also finds LinkedIn interesting to get in touch with other companies and thus potential clients. 

Pinterest is a source of inspiration for her projects. Renting furniture instead of having to buy and store it 

is an ideal solution for her. First and foremost, it gives her a lot of flexibility because she does not have to 

make large investments immediately, after which she has to store, reuse or sell the furniture. In addition, 

renting furniture gives her the opportunity to change her furniture portfolio, so that each property can be 

decorated in its own style.  

 

3 Important disclaimer: these personas are built on exploratory data and can therefore not be generalized to the whole B2B 
market.  
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Figure 63: Persona template - Interior Savy Isabelle 

 

11.1.2 Persona 2: Sustainable Steve 4  

The second persona we were able to develop is sustainable Steve. The insights used for this only appeared 

in one of the interviews. Although not significant, the differences with persona 1Interior savvy Isabelle 

were pronounced enough, in our opinion, to build a second persona from.  

 

Sustainable Steve is a middle-aged man who is operative in the social sector (e.g., care facilities). Steve 

has a senior position in a company as financial and technical director. He is responsible for financial 

decisions and property management. Part of Steve's job responsibilities is to look for partners who can 

assist the company in developing and furnishing the facilities. The company Steve is working for and him 

as well are big believers in sustainability and circularity. Therefore, they are always looking for partners 

who share this common vision. In addition to sustainability, quality is also a very important factor within 

 

4 We want to clarify that the findings for sustainable Steve need to be invested further by conducting new interviews with like-

minded companies so that these results can be confirmed. 



 
115 

the sector in which Steve works. Steve is particularly skilled in selecting durable and quality products but 

he likes to have a little help with the interior design as he does not have any experience with this. Price 

also plays a role in the decision process but does not predominate. The company itself is present on social 

media but Steve does not use this platform as an inspiration source. Given the specific industry, he often 

retrieves partnerships through word of mouth or he goes to industry-focused trade shows. Afterwards, 

he looks at the company's website, preferably an online catalogue that easily display all the products. 

Steve decides to rent furniture instead of buying for multiple reasons. First and foremost, it gives him a 

lot of flexibility because he doesn’t need to make large investments at once and take the risks of losing a 

lot of money. In addition, they really believe in an as-a-service model for two specific reasons: the product 

quality but also the service that comes with it.  

 

Figure 64: Persona template - Sustainable Steve 
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11.1.3 Marketing communication strategy for Isabelle  

Now that we know what the B2B personas look like, an appropriate communication plan is needed.  

At this moment Live Light's B2B story is still in the exploratory phase and the focus is mainly on selling to 

B2C customers. The B2B customers that Live Light already has acquired, came in naturally, without any 

marketing effort. The companies heard about Live Light through word of mouth, from B2C clients or via 

Live Light employees. However, there is still very large growth potential in this market for Live Light. In 

addition, the B2B segment is very important for the overall growth of the start-up since it already largely 

contributes to the revenues. To help further grow the B2B segment, a marketing strategy in which the 

four P’s are applied, is developed for interior savvy Isabelle. In addition, we provide Live Light with some 

first insights on how to approach sustainable Steve.  

 

Product  

The product consists of three layers: the core product, the tangible product and the augmented product 

(De Pelsmaecker, Geuens, van den Bergh; 2013). The communication strategy for ‘product’ will be 

discussed on the basis of these three elements, comparing Live Light's current product with what is 

suitable for Interior savvy Isabelle.  

 

The current core product of Live Light or the unique benefit that is being marketed, is described by the 

following tagline: “Dream interiors for a monthly fee – Change, return or buy whenever you want. Never 

pay more than the retail price.” (Live Light, n.d.). With this value proposition, they want to highlight the 

aspect of making design furniture accessible for everyone at an affordable price with the possibility to 

have flexibility in life what considers your interior design.     

As was mentioned in the interviews, flexibility and affordability are the top two motivators for companies, 

belonging to Interior savvy Isabelle, to rent instead of buy. As far as the aspect of flexibility is concerned, 

this is particularly stressed in the above value proposition via “Change, return or buy whenever you 

want.”. In the interviews, also the aspects of swapping and returning the furniture after the subscription 

came up as this is practical for stagers like Isabelle. If we compare this to the brand value drivers that are 

most important for Isabelle, “need to change” was one of the elements on which she scored the highest.   

Remarkable is, that the element of circularity is missing in the current tagline of Live Light, although they 

strongly highlight it as a part of their DNA.  In the interviews too, as well as in the survey, circularity came 

forward as an element that is more of an added value for Isabelle when purchasing furniture. This increase 

in attention to circularity was also reflected in the literature where it is noted that several companies are 
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consciously looking for more sustainable alternatives to offer their customers (Patel, 2021). Isabelle also 

mentioned that price and range limitations can play a decisive role in the importance attached to 

sustainability.  Although circularity plays an important role in Live Light's brand story, the previous 

elements indicate that it is important to indicate this clearly on the website but it is not necessary to make 

it part of the tagline. This could be done by means of pushing the storytelling that is already visible on the 

website, “Our sustainable approach to interior design - The end of disposable furniture”, on the social 

media platforms of Live Light.   

 

The core product must be translated into a tangible product. According to De Pelsmaecker, Geuens and 

van den Bergh (2013, p. 3), the latter refers to the “Product features, a certain level of quality, the available 

options, design and packaging”. The tangible product is translated at Live Light into the design aspect of 

the Ethnicraft furniture, with a focus on high-quality materials, outstanding craftsmanship and various 

versions of each piece of furniture.   

The element of design is the most important one for Interior savvy Isabelle as this was strongly 

emphasized in the various interviews, as well as in the survey. Since Live Light only rents out Ethnicraft 

furniture, which is seen by those who know the brand to be of high-quality and beautiful, this image of 

unique design is also considered to be an important value here. Isabelle is also aware that high-quality 

materials last longer and thus, they contribute to a circular model in an efficient way. As was mentioned 

above in the literature, cheaper items are harder to recycle as they consist of a diversity of cheap 

materials. This makes them thus often hard to repair due to their poor quality (Cummins, 2020).  

 

Eventually, the augmented product refers to the service layer on top of the tangible product. This refers 

to the service throughout the process and the white glove delivery of Live Light. Before starting a 

subscription, the customer is given personal advice, both on the product and conceptual level, whereby 

more information is provided about the products themselves and an interior designer is at the customer's 

disposal. In addition, there is also the complete delivery, installment and finishing touch with the existing 

interior for a fixed price.   

For Isabelle, the white glove delivery is also very interesting. In this way, she can do the interior design 

herself, the furniture gets delivered and installed on location and collected again after the staging. This 

way, she is completely relieved of all worries from beginning to end.   
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To conclude, the elements that Live Light identifies in its value proposition were also often revealed in the 

interviews and surveys, that represent Interior savvy Isabelle. Regarding the core product, Isabelle is 

mainly looking for flexibility, through returning the furniture whenever she wants, having the opportunity 

to swap but also the affordable aspect of it. The circular aspect is only added value for Isabelle when she 

looks for furniture as design and quality, as part of the tangible product, prevail. The white glove delivery, 

as part of the augmented product, was also strongly emphasized. Thus, the most important values on the 

product level for Interior savvy Isabelle are well represented on the homepage of the Live Light website 

as can be seen in the following picture:   

 
     Figure 65: Live light website suggestion (1) 

 
Price  

Just as the price aspect is very prominent in Live Light's value proposition, it is also seen by a large 

proportion of existing as well as potential B2B respondents, belonging to Interior savvy Isabelle. They see 

it as an economically advantageous way of still being able to use good-quality designer furniture. This way 

Isabelle doesn’t does not have to make big investments every time she has a new staging project. 

Therefore, we would recommend keeping the current price setting for Isabelle. However, a company, 

belonging to persona Isabelle, indicated having a misunderstanding when receiving their first invoice. 

Although the Live Light employees always answered their questions well and clarified everything, this did 

lead to a certain loss. Being surprised by the large amount of the first invoice, the company invested in 

their own transport to pick up the furniture from Live Light each time.  
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As has been mentioned in the above literature; due to the Covid-19 crisis and the current war between 

Ukraine and Russia, multiple companies face severe supply shortages (Olick, 2020). This is also the case in 

the construction of furniture. Interior design companies are therefore forced to increase their prices while 

making sure it is still affordable for their customers. As a consequence, it is crucial to always communicate 

very transparently about the prices with B2B clients like Isabelle.  Transparent communication must take 

place at both the product and delivery level. On the website, the price per month for renting a product is 

always made clear in a visually attractive way (as can be seen in the picture below). Since this price is 

always based on a 48-month subscription period, this ensures that people click on the product more 

quickly. However, it should be considered that this can cause people like Isabelle to be confused if they 

want to rent for a shorter period. For example, the cupboard in the picture would go from 37 euros to 

118.25 euros if rented for six months.   

 
    Figure 66: Live light website suggestion (2) 

 
Regarding the communication of the white glove delivery, the price of it can only be found in the FAQ or 

in the final step of the check-out. In most cases, B2B customers choose Live Light for flexibility and 

affordability. The delivery cost of 149 euros and 248 euros if a ladder lift is required thus often weighs 
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financially on many of the existing customers.  Also a first price indication of the total picture is given in 

the final step of the check-out where a lot of data has to be entered beforehand.   

 

Therefore, we would recommend providing a price calculator on the website. On the one hand, to make 

the communication regarding the price as transparent as possible and on the other hand to automate the 

process of giving a first price indication without B2B customers having to complete the checkout or 

contact a Live Light employee. This would then be based on the subscription period of a certain product, 

the location of delivery and whether a ladder lift is required. In addition, if the person lives at a further 

location outside Belgium, the associated costs could also be added.   

  

Place  

The tendency of the online activity that has been increasing, as mentioned before, is also noticeable for 

Interior savvy Isabelle.  When we link back to the literature, we noted that there are generally five stages 

within the consumer decision process (Dewey, 1910). With the following order, problem or need 

recognition, information search, evaluating alternatives, purchase and post-purchase behavior. After the 

first step, most of the interviewed participants that can be categorized as Interior savvy Isabelle indicated 

that the main source of inspiration primarily comes from online content. More specifically, Isabelle uses 

social media like Instagram to promote content about her own projects but also to get inspired. Pinterest 

is mainly a source of inspiration for her. LinkedIn and Facebook are useful to attract clients, pushing 

content from her past projects. Isabelle also often gets inspiration from online interior design blogs and 

websites.    

 

Since online has become increasingly important and the interviews also indicated that a website can be 

an important source of inspiration, the last could be more focused on B2B customers like Interior Savvy 

Isabelle. Until now Live Light's main communication focus was B2C, so the website was mainly designed 

for them. However, we discovered that a B2B customer like Isabelle wants something slightly different. 

There are certain price settings from her clients that she has to take into account and she likes to consult 

a catalog. If the Live Light website can be split up, there is a possibility to provide different content for 

both target groups. A potential visualization can be consulted in the picture below. First, when Isabelle 

comes to the Live Light website, she will get a pop-up where she can indicate that she is shopping as a 

B2B professional. Afterward, Isabelle will get redirected to the right website backhand. The B2C clients 

would  see the already existing website while B2B client Isabelle will see an adapted version. Over there, 
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she can consult past B2B success stories, book a showroom visit and download a catalog. The catalog 

suggestion was mentioned in various interviews because it gives a better overview for B2B clients 

compared to an online website.   

 
                 Figure 67: Live light website suggestion (3) 

  

 
                                   Figure 68: Live light website suggestion (4) 

Although online is very important, offline channels also remain a source of priority. Just as ‘The Digimeter 

report’ cited that physical stores have enduring importance, we noted that B2B clients like Isabelle also 

have a need for this (Imec, 2021). Especially the potential customers indicated in the survey not being 

comfortable at all purchasing furniture online but that they prefer to see and touch it first. Furniture has 

been a product people traditionally purchased offline because they value seeing and touching the 

product.  
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Considering Live Light has a showroom in place, it is something they can take even more advantage of. In 

addition to a physical store or showroom, an interview respondent, categorized as Interior savvy Isabelle 

gave the suggestion of creating an offline presence in retail stores to attract B2B clients like Isabelle. This 

could be done by collaborating with another company, like Impermo. The interview with the company 

revealed that they will be looking for a partner soon to set up their experience boxes. These boxes display 

their products (flooring) in a realistic setting (e.g., a living room). However, they don’t have experience in 

anything else but flooring and currently, it is a big investment to create concepts with furniture. Therefore, 

they are looking for a partner who can help install and update those in-store boxes after a certain time. 

Since Live Light can complement Impermo, it could become the ideal place to promote the Live Light 

concept for Interior Savvy Isabelle. This can then serve as an offline presence in a showroom that can be 

visited at any time of day in more than twenty different stores in Belgium. The visual below gives an idea 

of what this might look like.  

 
         Figure 69: Live Light x Impermo 

In addition to partnerships to expand Live Light's offline story, interior design fairs are also an interesting 

place to reach potential B2B customers like Interior savvy Isabelle. Throughout our interviews and surveys, 

we found that Isabelle also considers interior fairs a great source of inspiration. We are aware that a fair 

stand is a rather heavy expense. Nevertheless, we thought it is a strong recommendation as it could be of 

added value to the expansion of the B2B client portfolio and to reach Interior savvy Isabelle. The focus lies 

mainly on the Benelux, as Live Light's customer portfolio is primarily based on this today. Below, we list 

the trade shows that seem most interesting to us, including the location and more information. 
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Table 30: List of interesting fairs for Live Light 

Name   Location Information 

Architect@work 

Kortrijk, BE 

Brussels, BE 

Rotterdam, NL 

Manufacturers, exclusive importers or distributors with a 

national distribution of: 

• Structural work/external finishing 

• Interior techniques and finishing 

• Services, software and media 

• Organizations and federations 

SFEER 
 

Ghent, BE 

Lifestyle fair: 

• (Interior) design 

• Garden and swimming pools  

• Art  

• Travelling and second holiday home  

Horeca expo Ghent, BE 

Trade fair for the catering industry, industrial kitchens and 

food shops: 

• Food and beverages 

• Kitchen equipment 

• Nightlife 

• Interior and decoration 

• Technology, delivery and vending 

Realty  Brussels, BE B2B gathering of Real Estate professionals in Belgium 

Cocoon  Brussels, BE 

Largest home and interior design fair in Belgium:  

• Design 

• Furniture 

• Textiles 

• (Table) decoration  

• Garden  

PROVADA Amsterdam, NL Largest real estate fair in the Netherlands. 

Design District Rotterdam, NL Interior design fair: 200 interior design brands 

 

Sources: Architect@work (2022), SFEER (2022), Horeca expo (2022), Realty (2022), Cocoon (2022), PROVADA (2022), Design 

District (2022) 
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To conclude this part, as indicated by research from Volumetree “the best of the lot are stores that can 

offer a blend of online and offline shopping which can reduce return rates, enhance customer satisfaction 

and rake up volumes […]” (Gupta, 2011). This is precisely how Live Light should approach it for the B2B 

segment and more specifically for Interior savvy Isabelle.   

 

Promotion  

Promoting a product in the most efficient way, is crucial to get the right message across. This is where the 

value proposition for Interior savvy Isabelle comes in. Throughout the interviews, it became clear that 

there are a couple of elements that bring the most value to her: flexibility, design, quality and need to 

change. Therefore, we recommend linking communication messages to these values.  

The three main values also need to be communicated through the right channels to reach Isabelle. As 

previously mentioned, Isabelle mainly looks online on interior design websites, blogs and social media for 

interior inspiration. She is rather skeptical about buying furniture online straight away as she likes to see 

and feel it in real life first.  

 

Let us first have look at Google as this is a powerful tool to promote the Live Light website and to reach 

Isabelle, across her search for interior design inspiration. Using Google search ads, Live Light can reach 

Isabelle in her explorative phase when she is looking for inspiration and comes across different interior 

design brands. Some interesting assets emerged that could be used in Google search ads. Isabelle attaches 

a great deal of importance to partnerships and is actively looking for a good partner to work with for her 

staging projects. Therefore, this can be used as a B2B message. In addition, Isabelle also likes to make use 

of an (online) catalog to inform her clients and to make her interior-related decisions. Finally, it is also 

important for Isabelle to be able to experience and see the products in real life. An interesting approach 

to a possible Google search ad can be found in the image below:   

 
Figure 70: Example Google search ad B2B 
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As Isabelle also gets inspiration from scrolling through interior design websites and online blogs, Live Light 

could also promote their own blog posts like in the picture below through Google display ads.   

 
Figure 71: Example Google display ad B2B 

Another powerful tool to reach Interior savvy Isabelle is social media. Isabelle is very active on social media 

as she uses is to promote her own business, to get inspired or to get in touch with potential clients. 

Therefore, we recommend putting a lot of effort in reaching this persona through advertising on social 

media but also through beautiful, interactive content on the Live Light account.  

 

Throughout interviews with the existing respondents, that can be categorized under Interior savvy 

Isabelle, we noticed that a lot of them came across Live Light through social media ads.  

Since Isabelle also indicated that she gets inspiration from social media platforms such as Pinterest and 

Instagram, both are interesting to target this persona there with ads. Content-wise, both Pinterest and 

Instagram are aesthetically very appealing when it comes to promoting the design but also the quality 

aspect of the Ethnicraft furniture. On Instagram, it would also be interesting to focus on the way Isabelle 

can be completely taken care of from start to finish, through the rent and return aspect but also through 

the white glove delivery. In addition, the content that is always shared on Instagram can also be posted 

on Facebook. As far as Facebook is concerned, the interviews showed that Isabelle sees this less as a 

platform from which she draws inspiration and more as a way of showcasing her own business. That is 

why we think it is interesting to spend a smaller budget on advertisements here and to really focus on the 
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flexibility that Live Light has to offer. Isabelle is also active on LinkedIn but uses this platform more to 

attract customers to her company. Because of this and the high cost of ads on LinkedIn, it can be 

interesting to focus on the content, such as previous successful projects, that Live Light is already sharing 

there.  

 

In general, when it comes to content, it is important to keep two elements in mind. On the one hand, 

content that is in line with why people are active on the social media platform, such as the aesthetics of 

design furniture on Pinterest. On the other hand, the most important brand value drivers for the persona 

you want to reach, including interior design, quality and the need to change, with flexibility being the 

overarching factor. Below you can find the framework for B2B that summarizes our strategy:  

 

Figure 72: Communication journey - B2B 

11.1.4 Marketing communication strategy for Steve  

While we do not have enough information for Sustainable Steve to develop a full 4P marketing 

communications plan, we are able to already share some interesting insights for this segment.  For 

Sustainable Steve, the main drivers in his search for furniture are flexibility, sustainability and quality and 

thus this needs to be communicated to this segment. However, this is where it gets hard. This segment is 

not like others, they do not use social media as a source of inspiration or to communicate about their own 

business. Therefore, the question raises “Where should this message be communicated?”. From what we 

can tell now, this segment prefers rather traditional media channels. They tend to go to industry-specific 

fairs or get inspired through WOM. We assume that it would be more of an added value to call and explain 

the concept through calling or approaching them in real life. In addition, Live Light could opt to be present 

at certain fairs. However, we are aware that this carries a huge cost. Therefore, another suggestion would 

be to invite them to the showroom and show them the atelier where all furniture is refurbished so they 

can experience the sustainable story in real-life.    
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12. B2B & B2C FINAL CONCLUSION  

The purpose of this In-Company Project was to help accelerating the growth of an online furniture rental 

start-up by developing buyer personas on a B2C and B2B level to optimize the marketing communication 

strategy. We were assigned this project by Live Light, a Belgian start-up which is combatting the trend 

towards one of today’s unsustainable business models: fast furniture. In order to effectively gather data 

and develop personas, we set up multiple research questions and sub questions. Our main target was to 

find the customers of Live Light and the ways to reach them. To fulfill this target, we have developed a 

twofold strategy: an extensive quantitative survey approach in the B2C market and a qualitative approach 

in the B2B environment, supplemented by a limited quantitative data set. Both strategies included 

reaching potential and existing subscribers.  

 

Currently, Live Light reaches multiple segments. For B2C, we were able to define five segments, based on 

their scores on key brand value drivers concerning the search for furniture. The segments are listed 

following their priority, starting with the least important for Live Light: The Careless Casual Casper, The 

Digital Doubter Daniel, The Premium Parent Paula, The Sensitive Switcher Sophia and the Live Light Lover 

Lizzy. Even though Live Light is reaching these segments, we have identified one clear segment to 

prioritize: The Live Light Lover Lizzy. For the B2B environment, we could categorize three main groups 

inside the Live Light portfolio, consisting out of interior designers, stagers and property developers. Other 

reached segments are rather limited. We have defined two segments for Live Light’s B2B future strategy, 

of which one’s potential is still unsure: Sustainable Steve. However, the decision maker inside most 

respondents’ business is Interior savvy Isabelle. Her brand value drivers are closely in line with the values 

of Live Light.  

 

Doing both research in the B2C and B2B world, we could find a significant similarity. The largest 

opportunity for Live Light in B2C is actually overlapping with the most important decision-maker inside 

B2B. Actually, more concise, we believe that Interior savvy Isabelle might also be a Live Light Lover, like 

Lizzy. Both personas highly value interior design and quality in their search for furniture. For Lizzy is 

sustainability more important than changing her interior, while for Isabelle it is the other way around. Due 

to this similarity, we believe that Isabelle can be reached for her business purposes, in the same way Live 

Light reaches Lizzy.  
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Taking a closer look at how to reach these segments, we have identified multiple key takeaways, based 

on the most important brand value drivers, as well as barriers. First of all, even though we live in an online 

world, the personas are still not 100% comfortable with buying online. We therefore suggest Live Light to 

communicate more extensively about a possible showroom experience. We like to refer back to our 

literature for this conclusion, as we learnt that people indeed still look for a physical aspect when it comes 

to buying furniture, which is a more complex decision-making process than most other products. In 

addition to this, we have learnt that for B2C, the swapping aspect is not perceived as sustainable, as 

people are not fully aware of the circularity concept yet. The tagline could therefore be slightly adapted, 

highlighting more key values such as quality and interior design, rather than swapping and renting. 

Although these are core practices of Live Light, we believe they should be communicated later in the 

conversion funnel. Focusing on social media platforms, we see that both the B2B and B2C priority 

personas are influenced for interior inspiration on Instagram and Pinterest. The suggestion to increase ad 

presence on these platforms could be forwarded to Upthrust. In addition, even though both Isabelle and 

Lizzy are active on LinkedIn, they do not see this platform as one that can influence their interior 

preferences. These suggestions are generally focused on the message Live Light can communicate 

towards potential subscribers. The reason for this is, that according to the NPS values we have found, 

current subscribers are to be described as satisfied.  

 

As we dove into the competition landscape and performed desk research on the most notable players in 

the market, we could carry out several conclusions here as well. Considering Live Light’s current place in 

the market, we would say that this is a beneficial positioning: clearly being in the upper layer of the 

competitive environment. However, knowing that Lizzy for instance, prioritizes sustainability, the start-up 

could communicate this value more elaborately, as the US-based rental giant CORT does. On customer 

reviews, Live Light is positioned more in the middle part, but we do not see this as a real drawback for the 

start-up, as they recently entered the market and score high on NPS.  

 

Considering all above mentioned conclusions, we can clearly state that Live Light has growth potential in 

the future, as it can redefine its brand story and message with only slight adaptations. In addition, the 

start-up now has a clear overview of who they should reach out to in the future and what adapted strategy 

could be implemented.   
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12.1 Research limitations & recommendations for future research  

This research tried to define the potential and existing Live Light customers in a B2C and B2B environment 

in the Benelux, followed by a marketing communication strategy to further grow the business. These 

findings and recommendations were developed from striking insights gained through quantitative (B2C) 

and qualitative (B2B) research in addition to a preceding literature review. Even though these 

recommendations are based on research and literature, they should be examined and implemented by 

Live Light to find out if this discovered strategy also proves to work in practice.  

 

Qualitative and quantitative are two methods with high gains. However, drawbacks should not be 

neglected. Like any other research, this study is also subject to limitations. First, the sample collection 

method might affect the representativeness of the results. In this study we were able to collect over 500 

responses for the B2C analyses. Although this is a sufficient number, taking in consideration our time 

frame, we want to highlight once again that these responses were collected using convenience sampling. 

Therefore, we discovered some points of bias: the sample is overrepresented by women with a relatively 

high academical background and young of age. The latter is also due to our survey spreading method, 

being online communication. In addition, as this is where we live and where our networks are present, we 

reached overly more people in Antwerp and in the East-Flanders. As Live Light is present in the Benelux, 

we consider this reach as a limitation, because we have mainly analyzed respondents from Belgium. 

Enlarging the sample selection, collecting and comparing data from other countries could solve these 

problems in future research. However, due to our time frame and capacity, we were not able to do this. 

Next to this, we need to be aware that participants filling in a survey engage in self-reporting. This may 

cause them to answer in a socially desirable way. Therefore, the results may not always be a 

representation of their actual behavior.  

 

To map out the B2B market, we were able to conduct interviews with 12 people of which four were 

existing customers and eight potentials. However, we need to highlight that most of the respondents 

came from similar industries (real estate, property developers, interior designers). This limitation was 

mainly due to the fact that we cannot force participants to take part of an interview. Therefore, we need 

to take into account that our research findings and recommendations are for a large part only applicable 

to these industries. We recommend that future research investigates other potential industries and 

compares the results with the once that we have found to this date. Next to the sample size, interviews 

are also subject to other limitations and biases. First, people do not always tell the truth during an 
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interview. They sometimes tend to tell you what they think you want to hear (Berger, 2000). Besides this, 

it goes without saying that highly interactive and personal data will always depend on both the 

respondent’s and researcher’s interpretation of matters. Lastly, with qualitative research it is difficult to 

establish external validity and generalize the results from this study to the entire B2B landscape (Kapborg 

& Berterö, 2002). 

 

Apart from our research limitations, we also have recommendations for Live Light for the future. Firstly, 

as Live Light is still a start-up, we were not able to base our hypotheses on a large existing data base. That 

was of course no surprise, as this was one of the main reasons we got this assignment. However, as already 

mentioned in the report, we suggest Live Light to use this information as a launch for future research and 

insights. Therefore, they can implement our communication suggestions, following certain persona 

definitions as a pilot strategy.  
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