Business Model for Greenesta

The marketplace model has high network effects ( buyers / sellers ) but at the same time it has

the chicken and egg problem and needs valuable commissions or toll to make sense.
The Business Model

The commission model for Greenesta is a strategic revenue-generation approach designed to
align with the marketplace's sustainability goals and cater to its unique business ecosystem.
Initially, Greenesta plans to charge vendors a 10% commission per transaction, plus additional
charges for shipping and handling returns, which add another 7%. This baseline structure
ensures a straightforward entry point for vendors while covering operational costs like logistics

and returns management.
Segmentation of the Commission Model

As the platform scales, Greenesta's commission structure will adapt dynamically, ranging from

10% to 20% based on several factors:

1. Product Category: Certain green or sustainable products, like high-margin items (e.g.,
luxury eco-friendly goods) or niche products (e.g., bamboo furniture or solar gadgets),
may carry higher commissions. Low-margin essentials (e.g., biodegradable packaging)

might remain closer to the base 10%, making it appealing for vendors to list them.

2. Customer Type: Institutional or bulk buyers like businesses (B2B transactions) might
attract lower commissions to encourage volume-based transactions. Retail customers
(B2C) purchasing higher-end or specialized goods could incur a higher commission due

to the added value these transactions bring to Greenesta.

3. Transaction Volume: High-volume sellers may receive discounted commission rates as
an incentive to drive more activity on the platform. This helps nurture long-term

relationships with vendors and secures consistent inventory flow for buyers.

4. Transaction Cost: Complex or high-value transactions might justify a slightly higher

commission due to increased support, logistics, or quality assurance efforts required.
Why This Model?

This commission model is designed to achieve several strategic objectives:
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¢ Encourage Vendor Participation: A competitive base commission rate of 10% makes it
attractive for vendors to list products, reducing barriers to entry while gradually

introducing higher tiers based on performance and product differentiation.

e Align Costs with Value Delivered: Segmenting commission rates ensures that
Greenesta captures a fair share of the value it facilitates, balancing affordability for

vendors and profitability for the platform.

¢ Promote Sustainability: By tailoring commissions to product categories, Greenesta can
prioritize eco-friendly, sustainable items. For instance, higher commissions on luxury
green products can subsidize lower commissions on essential sustainable goods,

broadening the accessibility of eco-friendly products.

e Scale Revenue Proportionally: The model allows Greenesta to scale its revenue as
transaction volume, product diversity, and customer segments grow. It builds a flexible

financial framework that adapts to marketplace evolution.

¢ Manage Operational Costs: Incorporating shipping and return charges into the model
ensures that operational expenses are directly offset, making the business financially

sustainable without eroding margins.

In essence, this commission modelreflects a balance between affordability for vendors, fair cost-
sharing, and the ability to scale sustainably as Greenesta grows into a leading marketplace for
green products. It is not just a revenue tool but a strategy to promote sustainable practices,

nurture vendor relationships, and ensure long-term viability in a competitive marketplace.
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