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Alvanon, a six-year-old New York-
based company, uses the latest
technology to help manufacturers,
retailers and brands update their
perceptions of women’s bodies to
help the apparel industry save
billions of dollars a year.

The company offers a process
involving software and X-ray
machines that measures a body to
calculate “Alvaspecs” or
measurements so that mannequins
(Alvaforms) can be made. 

The company helps the industry
better understand and serve its
customers through more accurate
and standardised measurements as
opposed to using more traditional
ways of measuring.

“This technology takes the
garment industry up to the next
level,” Alvanon managing director
Jason Wang said. 

Vendors equipped with better
tools to access customer needs
could benefit by being able to carry
out self-assessments of customer
needs. This could save time and
reduce costs because fewer samples
needed to be created.

“Without scanning there would
be no accurate data to rely on to
understand the target market. We
provide the industry with a tool to
understand the exact fit of a target
market,” Mr Wang said. 

The company’s goal is to create
a standard of fit through
understanding of the body shape of
customers. This is done by
duplicating the fit of target
customers then creating a
consistency of fit throughout the
supply chain. 

Every year, the apparel industry
loses money because of
inefficiencies in the supply chain.

Common problems can be
reduced through the use of
visualisation technology, allowing
companies to work more efficiently.

“Alvanon saw a need in the
garment industry because there is
no standard of clothing fit in any
country. Manufacturers had no
idea who the customer was and we
saw the need for data compilation,”
Mr Wang said.

Alvanon accomplishes data
mining though millimetre wave
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scanners, which are similar to
airport X-ray machines.

Unlike high-resolution
scanners that are more precise but
require subjects to remove their
clothing, a low-resolution scanner
is used to take body measurements
without a person undressing. Mr
Wang said it was an effective tool
for data mining. The technology
develops fit specifications and
grade rules to provide the best fit
for the customer base.

The company combines
technical design, analytical skill
and its global body measurement
and shape database to redefine
product specifications and apply
anatomically aligned grade rules. 

Jeff Cheung, general manager of
Alvanon HK, said: “We can break it
down to almost any target group
by looking at demographics,
lifestyle and geography. Our goal is
to better serve the customer.”

O
n July 19, 1O1O launched a
series of television
commercials with the
theme of “What matters
to you, matters to us”. 

The message showing that 1O1O,
one of the three mobile brands of
CSL, is constantly thinking of its
customers, offering them services
that matter the most, is just one
example of recent campaigns
launched by mobile service providers
fighting to attract customers in Hong
Kong’s highly competitive mobile
services industry.

Hong Kong, with a penetration
rate at more than 137 per cent and
five operators competing in a
relatively small market, is one of the
most competitive mobile markets in
the world.

Mobile network operators,
operating under a liberalised and
market-driven regulatory regime, are
struggling to create new ways to
attract customers.

PCCW, Hong Kong’s biggest
telecommunications company, in
June launched the first service in the
city that could automatically direct
traditional fixed-line voice calls, faxes
and voice-mail services to a mobile
device.

The company believed that the
service will boost its customer base. 

At that time CSL introduced the
HTC Touch smart device which
brings an innovative concept to
intuitive touch screen navigation and
supports Edge (enhanced data rates
for GSM evolution) with a range of
innovative products and new
services to keep its market-leading
position. 

“We believe a high-quality
network is essential. By adopting an
integrated 3G network [PRS/
Edge/3G] approach, we ensure our
customers enjoy stable, reliable and
high-quality voice and data services
whenever they want,” CSL general

manager, marketing
communications and public
relations, Michelle Au said. 

Diana Fu, media public affairs
manager of the Office of the
Telecommunications Authority, said
the mobile number portability
(MNP) introduced by the
government in March 1999 was a
significant step to promote mobile
market competition.

The MNP allows mobile service
users to retain their telephone
numbers when they switch to
another network operator, so the
growth of mobile services has been
profound since its introduction. 

“While in 1997, the penetration of
mobile services was only 25 per cent,
by April 2007, the number of mobile
service subscribers has grown to

almost 9.5 million, representing a
penetration rate at around 137 per
cent, which is among the highest in
the world.”

The number of 3G service
customers in Hong Kong had grown
to 1.5 million by the end of April as a
result of 3G networks being upgraded
with high speed downlink packet
access technology and HSDPA-
enabled services being introduced. 

CSL was the first to launch its 3G
Mobile TV which turns a 3G handset
into a TV set.

The service allows customers to
watch about 30 infotainment stations
including live news, finance and
entertainment around the clock on
their mobile phones with just a
simple click.

Targeting the younger generation,

the company came up with the
“freeBlog” cross-platform service
accessible by internet and mobile
phone.

One2Free customers can create,
upload and view their blog via their
handset to blog virtually anytime,
anywhere. 

“Hong Kong is one of the most
competitive mobile markets in the
world. However, the advantage of the
Hong Kong mobile market is that
customers are showing a higher
acceptance of new devices, service
applications and multimedia content
that is relevant to their daily lives and
business needs,” Ms Au said.

As part of its marketing strategy,
CSL is penetrating various segments
of the market through its three
registered mobile brands. The
business user’s choice is 1O1O,
known for its high quality service.
New World Mobility is positioned for
the mass market looking for practical
and value-for-money mobile
services. One2Free is more the
lifestyle, trendy brand with its

innovative, value-added services
popular among the younger
generation.

The heightened competition in
the industry means it is ultimately the
customer who comes out the winner,
benefiting from lower price levels,
excellent quality of service and a
variety of service choices.

Ms Fu said: “The intensive market
competition has enabled mobile
service customers to enjoy much
lower mobile service charges and
substantial savings in making mobile
calls. In the past 10 years the mobile
charges have substantially decreased
from an average of several dollars per
minute to less than 10 cents per
minute.” 

The Hong Kong market will
continue to be competitive. Ms Au
said: “Technological advancement
can enhance people’s lives and the
challenge for the mobile operator is
to translate complicated technology
to relevant, easy-to-use services to
make customers’ lives simpler and
better.”

Healthy rivalry heats up

Mobile brands are pushing new products to
increase market share as charges come down
and competition surges, writes Diana Danyi
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CSL was the first to launch 3G Mobile TV which turns a 3G handset into a TV set. The service allows customers to watch about 30 infotainment stations.


