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Important: 

This document is confidential and by accepting delivery of this document, you agree to keep confidential 
all information contained herein. The document is a marketing document and is not intended to be legally 
binding. Nothing in this document shall be deemed to constitute a prospectus of any sort or a solicitation 
for investment, nor does it in any way pertain to an offering or a solicitation of an offer to buy any securities 
in any jurisdiction. The information in this document does not constitute a recommendation by any person 
to purchase HABITS tokens or any other cryptographic token or currency and neither the Issuer (HABITS 
Limited) has authorized any person to make any such recommendation.

Restricted Persons. 

The sale of HABITS tokens is not directed at, and each purchaser of HABITS tokens will be required to re-
present, among other things, that they are not: (a) a citizen, resident (tax or otherwise) of, a person located 
or domiciled in, or any entity organized in or owned by certain persons in (i) the United States (including any 
U.S. Person pursuant to the U.S. Securities Act of 1933 (as amended)), (ii) Canada, (iii) any jurisdiction listed 
by the Financial Action Task Force as high-risk or with strategic deficiencies; (iv) Cuba, Democratic People’s 
Republic of Korea (North Korea), Iran, Pakistan, Syria, the Government of Venezuela or Crimea or (v) any 
jurisdiction for or in which the sale of HABITS tokens, or any offer or solicitation in respect of HABITS tokens, 
would require registration or licensing not obtained by the Issuer or otherwise would be unlawful or which re-
stricts or licenses the activities of the kind that can be accessed or used with HABITS tokens; or (b) a person 
under the age of 18 years (any such person falling under (a) and (b) a “Restricted Person”). In addition, each 
purchaser of HABITS tokens will be required to represent that such purchaser is outside of the United States 
at the time of agreeing to purchase the tokens, was outside of the United States at the time any offers to sell 
or any offers to buy the token were reviewed, and will be outside of the United States at any time that such 
purchaser performs its obligations under the Token Purchase Agreement. Consequently, you must make 
your own assessment as to your ability to purchase HABITS tokens pursuant to laws applicable to you and 
to confirm that you are not a Restricted Person. No registration or other action has been or will be taken in 
any jurisdiction that would, or is intended to, permit the sale of HABITS tokens in any country or jurisdiction 
where registration or other action for that purpose is required. None of the Issuer or any of their respective 
agents or representatives, is making any representation to any potential purchase of HABITS tokens as to 
the legality of a purchase of HABITS tokens by such purchaser under the laws applicable to such purchaser. 

Important considerations
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Purchaser Sophistication. 

HABITS tokens are speculative and involve a high degree of risk and uncertainty. The sale of HABITS 
tokens is aimed solely at persons who have sufficient knowledge and understanding of blockchain and 
cryptographic tokens and other digital assets, smart contracts, storage mechanisms (such as digital or 
token wallets) blockchain-based software systems and blockchain or distributed ledger technology, to be 
able to evaluate the risks and merits of a purchase of HABITS tokens and are able to bear the risks thereof, 
including loss of all amounts paid and loss of HABITS tokens purchased. Potential purchasers must further 
make their own independent assessment, after making such investigations as they consider necessary, of 
the merits of, and their suitability for, purchasing any HABITS tokens and should consult their accounting, 
legal and tax representatives and advisers in order to evaluate the economic, legal and tax consequences 
of purchasing HABITS tokens. 

Forward-Looking Statements. 

Certain statements contained in this document may constitute forward-looking statements or speak to 
future events or plans. Such forward-looking statements or information involve known and unknown risks 
and uncertainties, which may cause actual events to differ materially. No reliance should be placed on any 
such forward-looking statements or information. 

Private Presentation.  

This White Paper is being delivered only to selected persons, and not through any general solicitation or 
general advertising. You may not, nor are you authorized to, deliver or disclose the contents of this docu-
ment to any other person. No person is authorized to provide any information or to make any representa-
tion not contained in this White Paper or in the Token Purchase Agreement. No person or entity other than 
the Issuer is authorized to sell, resell, or distribute the HABITS tokens on behalf of the Issuer or any of its 
affiliates. Purchasers of HABITS tokens, or any interest therein, from any person or entity other than the 
Issuer are not entitled to rely upon this White Paper or the Token Purchase Agreement. 

Risk Factors.  

Purchasing the HABITS tokens entails risks and purchasers could lose their entire purchase amount. Cer-
tain risks are described in the Token Purchase Agreement
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EXECUTIVE SUMMARY
Habits is the world’s first augmented reality fashion e-commerce, powered by 
blockchain. Born with customers’ in mind, Habits’ mission is to give back to shop-
pers what they deserve: the right to try before they buy. Habits is creating an 
accessible, low-entry barrier e-commerce platform  with competitive product listing 
costs, optimized thanks to the opportunity of uploading products in the form of 3D 
models. Through our first App and later trough our Habits Mirror, Habits leverages 
AR to innovate online shopping by offering customers a unique and unprecedented 
virtual try-on experience.

Brands wishing to increase their visibility can sponsor their items on Habits, while en-
suring a guaranteed reach on their marketing investment. The HBX Token is the fuel 
of the Habits store: it allows brands to purchase sponsorships on the Habits platfor-
ms, target their customers and get guaranteed AR Try-Ons. When a customer tries 
on an advertised product on Habits, a HBX transaction takes place simultaneously on 
the blockchain, providing transparency about their marketing campaign. Habits 
proposes a more evolved version of the impressions’ concept, allowing users not 
only to visualize the product, but to wear it thanks to augmented reality.
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1.1.1 The Rise Of Online Fashion Shopping

The Internet has revolutionized the way we shop. Over the past 25 years, e-commerce sales have 
skyrocketed making retail old fashion. From apparel to home furniture and groceries, shopping online 
has become the first option for many consumers due to its convenience. While this massive growth 
can be partially ascribed to the diffusion of the Internet, which has exponentially increased the number of 
potential buyers, the e-commerce market has also radically changed over the years, undergoing a series 
of major innovations as shown in the infographic below.

Nevertheless, finding better solutions to sustain this growth is still crucial. Many players in the market are 
currently facing the challenge of increasing the adoption rate and capturing undecided customers, 
hesitant to purchase online. According to a study by Custora, the cost of acquiring a customer via email 
has quadrupled over the last 4 years. Moreover, a recent study by Hubspot has shown how Content CAC is 
growing even faster than paid CAC. 

1. INTRODUCTION
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The main dilemma brands and retailers face today is how to make it easier for online fashion cus-
tomers to understand what looks good on them. Tackling this problem is a top priority for just about 
everyone selling fashion items online, not only to solve the intrinsic problem with buying apparel online - 
not being able to try items - but also to simultaneously boost conversion rates and minimize returns. It all 
comes down to who will be faster in implementing a solution, which will translate in a competitive 
advantage.
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To sum it all up, there are three major issues that the fashion e-commerce industry urgently needs to tackle:

1. Sluggish customer conversion rates: with an average conversion rate estimated to be around 1%1 in 
fashion the industry is missing opportunities which are magnified when considering the lifetime value of
a non-acquired customer.

2. Rising customer acquisition costs: brands seeking growth typically rely on Google, Facebook and 
other social media giants to grab the attention and enlarge the pool of their potential customers. Early 
on, customers were acquired for next to nothing but as of today acquisition costs can easily exceed 
$100 per customer.

3. Too many expensive returns: over one order out of four is returned (27%), placing an unbearable 
burden on e-commerce platform. The costs of shipping, handling, credit card processing, re-packaging, 
and restocking for seasonally sensitive products are utterly exorbitant.

These issues represent many challenges for the fashion e-commerce segment to face in order to thrive in 
the coming years and fulfil the expectations of an increasingly demanding audience. At Habits, we are on 
a mission to create the world’s first multi-brand fashion e-commerce platform powered by unique, cut-
ting-edge technological solutions to solve these excruciating problems.

1.1.2 The Three Challenges Of Fashion E-Commerce

1 E-Commerce Average Conversion Rates by Industry
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In 2017 the online penetration rate for e-commerce apparel platforms in the European market was around 
15%. For music and travel e-commerce platforms, the online penetration rate over the same time period 
was higher than 50%. What’s the reason behind this gap?

Once again, the size and fit issues mentioned above are among the main reasons for the customers’ con-
cerns regarding online apparel shopping. Finding a way to stop these concerns could lead to higher 
conversion rates and sales improvement, while solving the expensive problem of high product return rates, 
estimated at 30% for luxury purchases and at about 50% for mass market ones in the European market.

Yet how can we turn online fashion customers from undecided into confident customers? What 
can we do to give them a better idea of what they are buying so that they will shop more frequently and 
stop returning 50 to 30% of their purchases? Is there a way to recreate the ‘look and feel’ experience that 
physical stores provide? 

Technology might have an answer to these questions. Over the last few years, augmented reality technol-
ogies have made tangible progresses which can benefit several industries, including fashion. 

Looking at the market overall, Statista2 forecasts that the whole market of augmented and virtual real-
ity will be as big as $192 billion by the end of 2022. This massive increase will be mainly due to new 
smartphones with integrated augmented reality features allowing users to be more and more involved with 
new virtual reality experiences, mostly in the gaming market.

Needless to say, the fashion industry could benefit a great deal from this innovation: as a matter of fact, we 
believe that AR could be the solution to the look and feel problem and eventually to the size and fit 
issues that are preventing the fashion e-commerce industry from growing as much as it could. The use of 
augmented reality tools - i.e. allowing brands to create advanced 3D digital versions of their products - 
could be extremely beneficial both to consumers and to the industry. Getting a better idea of what they are 
buying and even virtually trying on the products might help customers choose better, and as a consequence 
the rate of returns could decrease considerably.

Besides AR, there is another technology that could help revolutionize the world of fashion e-commerce, 
addressing yet another couple of crucial issues concerning the fashion industry in general: customer acqui-
sition on the one hand, overproduction and counterfeiting on the other hand. 

Finding innovative solutions for customer acquisition is paramount for every player in the e-commerce 
industry, primarily to keep up with a fierce competition, and secondarily because most companies are deal-
ing with lower conversion rates and higher customer acquisition costs. This is where blockchain 
technology comes into the picture. Originally conceived for payments, distributed ledger technologies 

1.1.3 AR And Blockchain: Building The Future Of Fashion

2 Forecast augmented (AR) and virtual reality (VR) market size worldwide from 2016 to 2022 (in billion U.S. dollars) , © Statista | 2018
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are now finding their way in several industries, aiming to bring transparency and efficiency to the next level.
While some marketing channels are more effective than others, the higher cost of these marketing tools 
has made them inaccessible for most companies. At Habits, we believe fashion brands should get back 
control over their marketing expenses, and this is why launching a product campaign on Habits has been 
made easy: all you need to do is select the products and add the number of users you intend to 
reach and the target filters. The system will then provide the HBX Token cost corresponding to the 
target reach and estimate the time required to deliver the requested number of views based on Habits’ 
performances.

The fashion industry could benefit from many possible fields of application of DLT technologies, in 
particular to streamline the whole supply chain from customer acquisition to production, warehousing and 
delivery. Being the second largest polluting industry behind fossil fuel energy production accord-
ing to a study by EcoWatch3, the fashion industry could only benefit from a more sustainable production 
model. Not to mention the fact that counterfeiting has become an industry of its own, and a huge one 
indeed: the amount of total counterfeiting globally has reached to $1.2 trillion4.

In the future of fashion that we envision, blockchain will determine a major shift in supply chain, 
turning it into a ‘demand chain’ where the production of clothes will move back to locally distributed hubs. 
This will help companies understand what they need to stock, and consequently reduce overproduction 
waste. At the same time, these technologies will allow brands to create and “patent” their designs on the 
blockchain, so that they will be able to easily track the ownership chain related to their models, trade or 
exchange patents, and verify the genuinity of a product.

Through this unprecedented combination of AR and blockchain technologies, Habits aims to create
a new generation of digital assets, bringing the tokenization revolution into the fashion industry.

3 Fast Fashion Is the Second Dirtiest Industry in the World, Next to Big Oil by Gleenys Sweeny, EcoWatch | 2015.
4 The Global Brand Counterfeiting Report | 2018



© Habits 2020, all rights reserved 12

Habits  Rethinking The Fashion Industry | Whitepaper

2. HABITS’ CHANGE
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Fashion retailers often feel the pressure not only to keep up with the last digital craze, to deliver to increas-
ingly demanding customers, but also to create original content; In an extremely competitive environ-
ment, not surprisingly, the majority of fashion brands fall short in creating native engaging content 
and unique consumers’ experience. 

Recently, many famous brands have recently launched various initiatives, using AR and VR installations 
allowing consumers to become part of the advertisements. Nevertheless, these attempts to create innova-
tive user experience, using virtual and augmented reality, both in online and physical stores, were heavily 
influenced by marketing constraints and execution. 

The main problem with these commendable experiments, is that nowadays offering truly innovative 
user experiences requires a technologically advanced infrastructure, that most companies cannot 
afford the risk to develop. Avoiding the danger of remaining obsolete, the brands that cannot afford the 
venture to develop their proprietary system, should entrust the quality of the service of highly qualified third 
parties, concentrating their effort in finding the best collaborator. 

In the current scenario, with consumers massively turning to multi-brand channels, it is no longer plau-
sible for every single brand to have their own e-commerce platform with its specific functionalities 
in terms of user experience and quality. The present clearly shows that what online customers want is a 
single interaction standard and, ultimately, a single channel guaranteeing a technologically stable and 
up-to-date service, , as well as the chance to compare different types of garments and accessories all in 
one place.

“The opportunity to reach both time-pressed consumers who don’t have time to shop around on multi-
ple mono-brand sites and more rural customers who aren’t easily able to visit urban boutiques”5 is yet 
another asset of multi-brand e-commerce platforms that makes them more attractive to customers than 
single-brand digital stores.

Quite the same goes for brand mobile apps. In a digital world where buying decisions are strongly in-
fluenced by multiple channels, people tend to rely particularly on social media and customer reviews on 
multi-brand platforms to make their purchase, instead of downloading an app for every brand they like.

2.1.1 Fashion Tech is Another Store-y

5 The opportunity in online luxury fashion , by Jennifer Schmidt, Karel Dörner, Achim Berg, Thomas
Schumacher, and Katrin Bockholdt, McKinsey & Company | 2015
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Focusing on refund policies and solutions was the obvious quick fix for what still remains an unresolved 
issue: online sizing. About 27% of apparel items purchased online are returned by customers6. An 
enormous damage to companies from a financial  and operational perspective. The damage arising from 
high return rates can also be quantified by the number of customers lost due to time invested and by the
rate of consumers’ confidence: only 44%7 of people that return an item online, purchase another item from 
the same webshop. In brick and mortar, 66% of people re-purchase a new item at a physical store after 
returning goods (a lower figure, but still indicating the loss of 34% of consumers who made a return).

But why do consumers return products?

Statistics8 reveal different reasons behind the customer’s decision to return an item:

20% of orders are returned because the product is damaged;
22% of orders are returned because the product was different from expectations;
23% of orders are returned because the product is wrong;
35% other reasons. 

In the fashion industry, 41% of customers that return products buy the same items in multiple sizes,  
to understand their fit. Once they have made up their mind, consumers return the unwanted products causing 
a significant impact on the e-commerce  profits.

Ecommerce Returns: Policy, Rates, Best Practices & Statistics (2018 Holiday Ed.) by Nick Winkler | September 25, 2018.

2.1.2 The Ticking Of Bomb Of Returns

6  Narvar Report: Making Returns a Competitive Advantage I June 2017
7  UPS Pulse Of The Online Shopper. A Customer Experience Journey (US Study) | June 2017



© Habits 2020, all rights reserved 15

Habits  Rethinking The Fashion Industry | Whitepaper

Analyzing different types of data9 we could estimate the return rate of a product bought at a physical re-
tailer at about 8%. Habits aims to reduce the percentage of returns of items purchased online,  re-
ducing the gap with retail. Since 55% of retail customers  buy from stores rather than online, to physi-
cally touch the product, Habits will not be able to exactly replicate the experience of an in-store. Howev-
er, we believe that an evolution of the online fitting and sizing tools based on AR is the answer to 
the problem of e-commerce returns.

Habits can contribute to shrink e-commerce returns on the one hand, by helping customers choose the 
correct size, reducing the returns of multiple size of the same item. Secondly, by providing a better cus-
tomer experience, as AR can reduce the gap between the customer’s expectations and the actual 
product, reducing the percentage of customers (22%) that return a product because  different from what 
they expected.

© Habits 2020, all rights reserved 15

8 Invesp, E-commerce Product Return Rate – Statistics and Trends [Infographic] , by Khalid Saleh
9 LogisticsMatter, All You Need to Know About E-Commerce Returns in Europe, by Martjn Graat
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Nowadays, brands perform online marketing activities by publishing content on third-party platforms. They 
channel a percentage of users to their website and then convert a small fraction of those users into cus-
tomers. Habits aims to become a 2.0 alternative to that standard: a one and unique channel that acts 
as an interface for buying and browsing, allowing customers to visually compare products of 
different brands in a retail-like environment through an innovative system powered by state-of-the-art 
technology. 

Therefore, by leveraging Habits not only as a sales platform but also as a marketing channel, brands will 
be able to horten both the product cycle and the customer journey, consequently increasing con-
versions and engagement level.

With the accelerating evolution of the Internet, companies have been forced to incessantly find new ways 
to implement constant change to keep up with the fierce competition in the industry, going to a great extent 
to shorten the product cycle and integrate sustainable innovation in the design and production phases.

In this regard, digital innovation is going to be the behind-the-scene element: digitalization will play a 
major role in optimizing the supply chain, reducing costs and improving processes. The Habits infrastruc-
ture radically innovates the fashion e-commerce supply chain by automating product listing processes, 
leveraging blockchain and smart contract technologies.

Augmented reality (AR) and artificial intelligence (AI) are redefining entire industries, making an im-
pact across different aspects of the society. Both technologies are still largely undiscovered, although 
they are already considered as extremely promising tools in creating new ways to interact with 
consumers.

2.1.3 Our Vision
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Thanks to the smart contract and blockchain technologies, Habits will be able to guarantee brands that 
every single HBX token they spend corresponds to one try-on of a given product. Within the Habits envi-
ronment, every ‘virtual try on’ activates the smart contract, which takes care of deducting 1HBX from the 
brand’s account through the blockchain network’s validadtion system. As a consequence, we can rest 
100% assured that 1 spent HBX = 1 Try On. All the time.

AR is undoubtedly the best tool for increasing conversions, improving engagement and bringing down re-
turns in one shot. Unfortunately, the current technology has a few limitations that demand specific choices 
in order to obtain  high-quality result. For this reason, upon its launch Habits will be available for top-notch 
devices exclusively and sell only accessories, which allow for a higher level of perceived quality. 

The Habits app for iOS and Android devices will offer users the opportunity to virtually try on accessories 
by projecting them on users face or on a plain surface. Future updates will include new features for trying on 
bracelets and watches on the users’ wrists and sneakers on users’ feet. The accessory segment is a scalable 
niche to test AR technologies application in the fashion industry. Upon successful feedback on this pilot mar-
ket, Habits plan to expand into apparel, beyond the boundaries of the accessories business, with the launch 
of its flagship product: the Habits Mirror.

© Habits 2020, all rights reserved 18
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3. HABITS’ SOLUTIONS

Habits is the world’s first augmented reality e-commerce, powered by blockchain. Habits is an appli-
cation for iOS and Android which provides a wide range of innovative solutions to build the e-com-
merce of tomorrow and aims to shift the classic e-commerce customer acquisition paradigm 
focusing on content creation: with a particular attention to  user experience and interactive fea-
tures, the app will offer users the opportunity to follow their favorite brands, discover new ones, try 
and shop them. All in one channel.

© Habits 2020, all rights reserved 19

Habits  Rethinking The Fashion Industry | Whitepaper



© Habits 2020, all rights reserved 20

Habits  Rethinking The Fashion Industry | Whitepaper

Habits streams fashion products as 3D models on the user’s body, allowing customers to visually try my them 
on. Our innovative fashion store is split into two main areas:
- Accessories, available on the iOS and Android app;
- Apparel & Accessories, available on the Habits Mirror.
- Habits has its own Admin Panel, where brands can upload new products, manage existing ones, launch 
ad campaigns and edit content.

- As users try and purchase items through the App or Mirror, Habits collects new and innovative KPIs and 
elaborates this data to help brands boost their online presence.

3.1.2 The Habits App

The Habits App will give users the opportunity to try on every accessory available in the store in real time 
directly from their own smartphones, harnessing the latest technology available. They can share pictures 
on social networks, filter and search for other products or add items to the cart, all of this while staying in AR 
Mode enjoying a seamless experience flow. The Habits App is natively developed to be the most scal-
able and technologically advanced fashion store. Harnessing state of the art technology, it is built upon 
ARKit and ARCore frameworks:

- AR-Kit is the latest technology available for the development of augmented reality apps on iOS, deliver-
ing its best through iPhone’s True Depth Camera.

- ARCore is Google’s platform for building augmented reality experiences. Using different APIs, ARCore 
enables your phone to sense its environment, understand the world and interact with information.

3.1.1 How it Works
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Register

© Habits 2020, all rights reserved 21
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Discover your
favorite products
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Try it on, 
share on social 
networks and buy
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The Habits Mirror is an innovative smart 
mirror specially designed for the Habits 
fashion store that allows users to try on in 
real time and shop for every kind of fash-
ion product, from accessories to apparel. 
The Habits Mirror harnesses top tier hard-
ware and is built upon our own proprietary 
software. This way, we are able obtaining 
the best results for size & fit advising.

© Habits 2020, all rights reserved 24
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3.1.3 The Habits Mirror 
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Besides innovating frontend aspects such as user content and experience, Habits also brings fresh air to 
the backend side; the Admin Panel is the place where brands and designers manage their 360-degree 
presence in our fashion store. Brands need to display their products on their online stores, to offer cus-
tomers the closest approximation of a physical store. The tools brands usually rely on to give customers an 
idea of the products are images and videos showing products from many different angles and extensively 
highlighting their specific features. To create them, the merchandising team normally invests at least 40% 
of its working hours, engaging in time-consuming tasks, such as managing the video shooting process in 
collaboration with the photo studio. The Habits dashboard completely revolutionize this process: brands 
can upload their 3D models in minutes or request a digitalization, saving their time to focus on selling their 
products. It’s as easy as that, with Habits.

By using 3D product models instead of videos and/or images, brands can cut time and costs, 
saving on:

1. Time: no more need for the merchandising department to waste time creating briefing documents for 
the photo studio, coordinating the merchandising and photo studio teams in terms of goals and results, 
and taking care of post-production activities;

2. Resources: since 3D models are available even before  manufacturing the actual product, no more 
photoshoots are required, leading to a huge cost-cutting;

3. Inconsistencies: mistakes happen. Whenever a product preview image published on the website is not 
consistent with the actual product, returns increase dramatically. Unlike with average wholesaler, with 
the Habits Admin Panel all 3D models are personally uploaded to the dashboard by the brand, which 
has total control over the preview of each SKU on the app. Hence, the risk of such inconsistencies hap-
pening is much lower.

4. Samples: since no images or videos have to be shot, no samples are required by Habits. This benefit 
translates into savings in terms of costs (no additional samples produced) and timing (no time wasted in 
managing sample availability). 

UPLOAD 3D MODELS

WRITE INFORMATIONS

START SELLING!

© Habits 2020, all rights reserved 25
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brand_article1.dae

brand_article2.dae

document_informations.pdf
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4. HABITS’ SERVICES
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The incessant evolution of technology and the unprecedented results obtained by leading data science 
firms are here to show how exploiting the data collected by modern businesses can be a key source of 
value. Not only do data make it possible to mine more and more information, but they also allow com-
panies to create new services ex abrupto. A business like Habits, which is paving the way for innovation 
in the fashion industry, cannot miss the chance to take full advantage of the data it will collect through 
the service it is going to offer. Given the high quality of the data we expect to collect, Habits will be able 
to provide client brands with truly accurate market insights and trend analyses, as well as to employ Big 
Data-based business strategies leveraging artificial intelligence to provide users and business customers 
with groundbreaking services.

Some fashion business are already trying to adopt Big Data solutions, but McKinsey’s outlook on the 
fashion market for 201810 pointed out that over 75% of online retailers are willing to invest in the de-
velopment of AI in the next two years. Besides delivering competitive advantages to early adopters, AI 
has the potential to disrupt the entire fashion industry, becoming a new source of productivity and possibly 
further expanding the profit gap between high-performing firms and their competitors. 

In this context, Habits aims to become a leading player and to explore a wide range of brand new oppor-
tunities in the process.

4.1.1 Data Analysis

10 The State of Fashion 2018 , The Business Of Fashion and McKinsey & Company | 2017
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Because of its business model, Habits will be able to collect higher quality data than its competitors. 
By analyzing this data, Habits will create Habits Analytics for their brands’ partners. Unlike traditional 
e-commerce platforms, Habits will be able to collect and generate data on:

- Product features (fit, materials, details...) thanks to the uploaded 3D models;
- Customers’ physiognomy in association with their purchasing preferences;
- Customers’ facial expressions in association with the tried-on products;

These exclusive data, along with those regarding users’ purchase and navigation history, will give Habits 
a huge competitive advantage in the field of fashion market data analysis.

HBX Tokens will also be the currency used for purchasing paid analytics, and other types of advertising 
campaigns.

A new way to monitorate datas:
real time analytics, industry reports and 
much more!

© Habits 2020, all rights reserved 29
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5. FASHION TOKENIZATION
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To put in context an innovative product such as Habits, halfway between a digital multi-brand retail chan-
nel and a marketing platform, it is essential to design a positioning matrix comparing it both to social 
advertising channels using interactive and digital contents (such as Facebook and Instagram) and the 
retail world. Fashion brands willing to advertise themselves and their products efficiently have 
two choices:

- Using Facebook, Instagram and similar social medias to advertise themselves and their products - wh 
ch means spending X money and attracting a Y number of visitors to their online store, where they will 
convert a Z number of visitors into customers;

- Using online and offline channels to advertise their products - which means spending X money to at-
tract a Y number of customers to their physical store.

On the other hand, Habits :

- Costs less than acquiring a customer on Facebook/Instagram and deletes numerous steps in the 
customer journey, drastically increasing the number of potentially acquired customers and their conver-
sion rate, and cutting down customer acquisition costs. This happens because an ad display on Habits 
always corresponds to a virtual try on, possibly followed by a purchase.

- Costs less than acquiring a retail customer (single or multi-brand) while guaranteeing almost the 
same visibility and customer experience (virtual try-on vs real try-on). In case a brand should need to 
reach a given number of customers in a specific geographical area, then Habits could be an extremely 
advantageous alternative to physical retail investment.

5.1 Marketing Made Easy

11 Source: 2018 E-Commerce Benchmark, Compass | January 30, 2018
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Because Habits aims to be a leading player in the online shopping arena, the comparison with social 
advertising channels (from now on referred to as ‘traditional channels’) is particularly useful in order to 
understand the peculiarities of the Habits marketing process.
Within the traditional channels, everything revolves around impressions: as a matter of fact, Facebook and 
the other existing social media are designed to sponsor and boost a brand’s visibility in a general context. 
It should be noted that impressions are not very expensive: with comparatively low investments, brands 
can get a huge number of impressions. 

Yet does massive visibility necessarily turn into profits for the brand? The answer appears to be 
a resounding no. Among the users that land on a digital store from these channels, only a small portion 
is made up of people actually interested in the products. Once they reach the store, they will need to sign 
up, surf, add products to their cart and then, hopefully, proceed to check-out. The figures referring to the 
number of visitors channeled to a brand’s online store are ‘gross’ values including a large portion of users that 
will end up ‘bouncing’ back to the former step. In fact, official data11 reveal that the Conversion Rate (CVR) for 
Facebook is 1,05%: this means that users landing on an e-commerce platform from Facebook have a 1,05% 
chance of becoming actual customers. Besides being patently inefficient in terms of triggering the user’s 
desire to buy products, this process is far too long: with every single looking step, we are losing over 90% 
of our users. This implies that the most efficient process is one with the least possible steps 
in the path that leads from ad viewing to purchasing. In other words, an efficient process should have 
less impressions and a higher engagement rate. Within the Habits ecosystem, a user targeted by the 
brand as a potential customer experiences sponsored content in the form of an AR try-on, and becomes an 
actual customer as soon as the experience turns out positive. Whereas traditional social media focus 
on boosting impressions, Habits proposes a more evolved version of that concept, allowing users 
not only to see the product, but to wear it through AR technology.
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The Summary below describes the principal terms of the Habits tokens. Certain terms and conditions de-
scribed below are subject to important limitations and exceptions. Prospective purchasers should review 
the entire Token Purchase Agreement, available from the Issuer, including the risk factors stated therein. 
The summary below is qualified in its entirety by reference to the actual text of the Token Purchase Agre-
ement. Capitalized terms not defined herein shall have the meaning ascribed to such term in the Token 
Purchase Agreement. Habits Tokens are ERC865 Utility Tokens based on the Binance Smart Chain. The 
Habits token might launch an IDO round after Private Placement. The number of tokens available during 
the IDO, if there is such an IDO round, will be decided after the Private Placement is over and the tokens 
will be released according to the lock-up rules.

Overview

Token Name HABITS

Token Symbol HBX

Total HBX Token Amount 150,000,000

Emission Rate New token will never be created.

Purchase Price

Nominal value of 1 coin As decided in private placement 

5.2 Token Sale
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Issuance Key Facts

ISSUER - HABITS Limited, a Bahamas based company limited by shares, formed for the purpose of 
issuing HABITS tokens on behalf of its controlling entity HABITS Ltd, a Malta company.

TOKEN - HABITS, a utility token at the heart of the HABITS platform.

PURCHASER ELIGIBILITY - As set forth in the Token Purchase Agreement.

USE OF PROCEEDS - Proceeds may be used for working capital and general business purposes, 
including capital expenditures, operating expenses, repayment of indebtedness and other recapitaliza-
tion activities.

SALES DOCUMENTATION - Purchase and sale of the Habits tokens shall be on the terms and condi-
tions set forth in a Token Purchase Agreement.

TOKEN DISTRIBUTION - Up to 150,000,000 Tokens will be issued by the Issuer. The Tokens will be 
sold in a private offering outside of the United States without the means of general solicitation or gene-
ral advertising. Any Tokens that remain issued may be sold in the manner and times determined by the 
Issuer in its sole discretion.

LOCK-UP - As written in the tokenomics. 

COMMERCIAL USES - The HABITS TOKEN will used by companies to perform certain tasks succes-
sfully on the Habits Platform. It will be possible for Fashion companies to marketing the virtual try-on of 
their products using HABITS tokens by creating a profile on our platform, uploading the product and cho-
osing the desired marketing campaign. Coins will also be allocated to different sections of their profile.
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USE OF PROCEEDS               TOKEN ALLOCATION

TOKEN ALLOCATION - 40% of the overall tokens created will be sold during the IDO event. 50% of 
the funds will be used for the project development, 30% for sales and marketing expenses, 15% for 
general expenses and a remaining 5% liquidity will be used for reserve. The funds received during the 
contribution period will be used exclusively for the development of HABITS.

BURNING - None.

Reserve
5%

Reserve
16,7%

General
15%

Liquidity
10%

Bounty
1%

Project 
Development
50%

Ecosystem
20%

Marketing &
Partnership
12,3%

Sales
& Marketing
30%

Private
Placement
13,3%

Launchpad
Sale
26,7%
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The HBX Token is the fuel of the Habits store: it allows brands to purchase sponsorisation on the 
Habits platforms, target their customers and get guaranteed AR Try-Ons. When a customer tries on an 
advertised product on Habits, a HBX transaction takes place simultaneously on the blockchain, providing 
transparency about their marketing campaign. With every HBX Token purchased, brands will be 
guaranteed to have one user virtually try on a given product or product group. This will help brands 
reach their audience target.

1. Select the products and your  
target 1 HBX = 1 Try On

2. Brands can buy HBX Tokens  
directly on the Habits Admin Panel

3. The system will provide an estima-
ted time required to deliver the request 
number of views.

Need your views asap?
Buy priority and skip the queue.

4. Using Blockchain technology 
we can guarantee transparency on 
our campaign so that evertyone in 
the network can double check the 
target and the views, and no one 
is going to pay more than what 
is due.

5. Eventually, all the tokens 
are transferred to Habits Wallet 
and the marketing campaign is 
over.

5.3 The HBX Token
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The efficiency of the Habits marketing process is intrinsic to the nature of the platform, of the technologies 
it employs and of the services it offers. Like a veritable ecosystem, Habits relies on the virtuous inter-
dependence of its elements to obtain outstanding results, and the marketing process replicates this 
model on a smaller scale with several advantages:

- Impressions (or try-ons) are contextualized within a high engagement-rate channel where users and 
potential customers are already inclined to shop;

- Impressions (or try-ons) can quickly turn into add-to-carts with no need to launch a website from an 
in-app browser, which would make users uncomfortable in terms of security;

-  Because Habits is a marketing channel and, at the same time, a shopping interface, users feel safe and 
comfortable with in-app purchasing. As a result, the CVR is higher than average;

-  By allowing users to try on the items in a consistent environment, Habits considerably increases the 
chance that they will finally buy them;

-  Since users can get a proper idea of how an item will look on them, with Habits return rates are poten-
tially lower.

5.4 Campaigns on Habits
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The Habits revolution will continue with the launch of a digital fashion e-commerce for high-end, 
luxury limited editions items, collabs, and independent designers pieces. The Habits Marketplace 
blurs the lines between the digital and physical to an unprecedented extent exploiting the power of toke-
nization. Habits Marketplace will also work with independent designers, offering them the opportu-
nity to launch sales campaigns based on 3D models that have not been produced yet. This tool will 
offer fashion designers the opportunity to sign up on Habits and activate a pre-sale campaign, setting a 
minimum and a maximum order number, a target price and a time frame. If the maximum order number is 
reached before the campaign closure or after reaching the ‘soft cap’, the campaign comes to an end; the 
product will be developed and shipped by Habits straight to final consumers.

Limited Editions Tokens will have the following characteristics:

- Digital is Physical: long gone are the days were fashion items would have born on the tables of skilled 
tailors and artisans. Now everything starts with the clicks of a graphic designer. We want to break the 
border between the digital and the physical world, once for all, bringing ownership of items to customers 
before they even exist. Using tokenization and AR, we can do that. We can bring our customers a little 
closer to their dream products before they own it physically, so they can try it first. Whether they want to 
try it, collect it or resell it, they can do that before they own own it. 

- Authentic and Traceable: every single piece of apparel produced or shipped on the Marketplace is 
represented by an Non Fungible Token (NFT), which contains its unique serial number or ID code as-
sociated with its correspondent physical item. As we collaborate directly with the brand or designer, the 
authenticity of the items at the source are guaranteed by the binding agreements of such collaborations. 
Then, traceability is ensured by the use of Binance Smart Chain which offers an immutable, transparent 
and accessible ownership track record.

- Liquid: tokenized items will be exchangeable on any platform or application that supports digital assets 
trading, as well as on the Habits Marketplace. Liquidity would be especially beneficial and appealing for re-
sellers, allowing them to book instant profits and avoid inventory management and shipping related costs. 

5.5 The Habits Marketplace
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ANDREA SANTI
Chief Executive Officer & Founder

Management graduate, focused on innovation economy 
and new technologies. Serial startup founder, offered 
consultancy for early stage startups.

GIORGIO GUIDETTI
Chief Technology Officer & Founder

Management graduate with a solid technological 
background and a passion for innovation, blockchain 
and startups. Offered consultancy for various early-stage 
blockchain startups.

EDOARDO BRILLANTE
Legal

Business lawyer working in the corporate and capital 
markets department of GOP since 2014. In 2019 he 
is included in the Italian Under30 by Forbes for the 
category Law & Policy.

DAVIDE PELUSI
President & Investor

South EMEA CEO of the global financial services firm 
Morningstar. Has been providing an array of investment 
research and manage- ment services. Habits seed 
investor and president.

ALESSANDRO RABONI
Head of Business Development

Young professional with experience in business 
development and marketing. Ex Bloomberg and 
Salesforce, in the past few years he has developed a 
strong passion and expertise in cryptos and DeFi.

6. THE TEAM
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NICANDRO F. CENDAMO
Chief Sales Officer

MAXIM GAINA
Chief Blockchain Officer

FILIPPO TAFURI
Co Founder

PIYUSH SHARMA
Sr. Software Developer

ALESSANDRO SPALLINO
Chief Marketing Officer

EMMA DI LORENZO
Lead 3D Artist

FRANCESCO GALVANI
Advisor

PUNEET SHARMA
AR Architect

PAOLO BRILLANTE
Chief Financial Officer

BARBARA SCERBO
Lead 2D Artist

RAJAT SHARMA
Technical Architect

AMAN KAUSHIK
Solution Architect
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7. THE ROADMAP
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To register your interest please contact info@habitsproject.io THANK YOU.

HABITS Ltd
171, Old Bakery Street
Valletta VLT 1455, Malta

 habitsproject.io - info@habitsproject.io


