Case Study 1: Compound Footwear
Industry: Sustainable Fashion and Motorsport
Organisation: Compound Footwear
Product: Monte Carlo C1 Trainers
Company Background
Compound Footwear is a British footwear brand that combines motorsport heritage, sustainable design and premium fashion. Founded by Alex Witty, the company has developed an innovative approach to footwear manufacturing by incorporating recycled racing tyre rubber into its trainers.
Motorsport is an industry associated with high performance, innovation and engineering. However, it also generates waste, including used racing tyres. Compound Footwear has identified an opportunity to give some of these materials a second life by transforming them into desirable consumer products.
The company aims to appeal to customers who appreciate distinctive footwear, motorsport culture and more sustainable alternatives to conventional fashion products.
The Product: Monte Carlo C1
The Monte Carlo C1 is a premium trainer that incorporates recycled motorsport tyre rubber into its outsole. The product combines contemporary styling with a connection to the world of racing.
The trainers are designed in the UK and handcrafted in Portugal, with a retail price of approximately £225.
Unlike conventional trainers, the Monte Carlo C1 offers customers a product story connected to motorsport, recycling and craftsmanship.
However, the premium price and specialist nature of the product may present challenges when competing against established footwear brands such as Nike, Adidas and New Balance.
Starting Point for Research
Official website: https://www.compoundfootwear.com/
Students should conduct independent research into the organisation, its products, competitors and potential customers. Any factual claims used within the marketing communication should be accurate and supported by appropriate evidence.


Case Study 2: Eylure C-Lash
Industry: Beauty, Health and Inclusive Cosmetics
Organisation: Eylure
Product: C-Lash False Eyelashes
Company Background
Eylure is a well-established British beauty brand specialising in false eyelashes, eyebrow products and other beauty accessories. The company offers a range of products designed to help customers achieve different looks, from natural everyday styles to more dramatic appearances.
While false eyelashes are widely available, most traditional products are designed to be applied alongside existing natural eyelashes. This can create challenges for people who have experienced eyelash loss due to medical conditions or treatments.
Recognising this gap in the market, Eylure collaborated with Codilia Gapare, who experienced hair loss following cancer treatment, to develop a specialist false eyelash range called C-Lash.
The collaboration demonstrates how understanding a specific customer need can lead to product innovation and new market opportunities.
The Product: C-Lash
C-Lash is a range of false eyelashes designed specifically for people who have lost their natural eyelashes, including those affected by alopecia or hair loss associated with chemotherapy.
Unlike conventional false eyelashes, C-Lash features a wider, clear adhesive band designed to make application easier when natural eyelashes are absent.
The product provides an alternative for people who wish to wear false eyelashes but may struggle with conventional designs.
Although developed with people experiencing hair loss in mind, C-Lash also has potential appeal to other beauty consumers.
The product addresses a specialist need within the wider cosmetics market, demonstrating how inclusive product development can create opportunities for brands.
Starting Point for Research
Official website: https://www.compoundfootwear.com/
Students should conduct independent research into the organisation, its products, competitors and potential customers. Any factual claims used within the marketing communication should be accurate and supported by appropriate evidence.
Case Study 3: Cupffee Edible Coffee Cups
Industry: Hospitality, Food Innovation and Sustainability
Organisation: Cupffee
Product: Edible Coffee Cups
Company Background
Cupffee is an innovative Bulgarian company established in 2014 that develops edible alternatives to disposable beverage cups.
The hospitality industry relies heavily on takeaway packaging, particularly within coffee shops, cafés, hotels and events. As businesses and consumers become increasingly conscious of packaging waste, opportunities have emerged for products that offer more sustainable alternatives.
Cupffee has developed an unusual solution: a coffee cup that customers can eat after finishing their drink.
The company supplies products designed for hospitality businesses, combining an alternative to disposable packaging with a distinctive customer experience.
The Product: Cupffee Edible Cups
Cupffee produces edible cups made primarily from natural grain-based ingredients, including oat bran and wheat flour.
The cups have a crunchy, biscuit-like texture and can hold hot beverages such as coffee and tea without immediately becoming soggy or leaking.
They are available in different sizes, including 110ml and 220ml, making them suitable for drinks ranging from espresso to cappuccino.
The cups are vegan and biodegradable, providing an alternative to conventional single-use cups.
Beyond their practical purpose, the product offers customers an unusual experience: enjoying their drink before eating the cup itself.
However, introducing edible cups into hospitality businesses may present challenges relating to cost, customer expectations, food allergens and competition from conventional packaging.
Starting Point for Research
Official website: https://cupffee.me/en/
Students should conduct independent research into Cupffee, the hospitality industry, competitors and potential customers. Any factual claims used within the marketing communication should be accurate and supported by appropriate evidence.


