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[bookmark: _Toc214641561]Executive Summary
GlowGuard Ltd is an innovative startup company in the UK that aims at producing a smart, green-friendly student-friendly, cyclist-friendly, and urban commuter-friendly backpack. The backpack itself incorporates solar panels to charge devices, LED lights, which are more safety-oriented and materials that can be used in all weather conditions and are waterproof. There are also USB charging ports and a removable battery pack incorporated in the product, which means that users can also charge phones or other small electronic gadgets. As urban life is made more portable and eco-friendly, GlowGuard will be appealing to students, commuters, and outdoor enthusiasts who are more focused on convenience, sustainability and their personal safety.
GlowGuard Ltd will be established as a Private Limited Company (Ltd), where the personal liability will be minimised, the company will have a better chance of gaining the credit of potential investors, and financing options will be easier to secure. The business will require start up capital of 50,000, covering prototype development, initial production, digital marketing programmes, legal expenses and the first month of operational costs. Such financing will assure that GlowGuard is able to create a high quality market ready product and at the same time initiate effective marketing and sales programmes.
The marketing strategy of the company takes advantage of the digital platform, influencer relationships and e-commerce platforms to attract the target audience effectively (Burns, 2018). Integrating new technology, environmental-friendly materials as well as safety Measures, GlowGuard expects to seize a good share of the urban commuting and student backpack market. As the importance of sustainability increases and the demand on smart consumer products rises, GlowGuard can be expected to have a high sales growth in the first year of its operation, becoming a brand in the UK market and providing the basis to further grow to Europe.
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[bookmark: _Toc214641563]Business Description
GlowGuard Ltd is a consumer electronics and lifestyle business, a company that aims at incorporating smart technology in the everyday products. The corporation is focused on creating, manufacturing, and selling hi-tech backpacks that are sustainable, as well as providing personal safety and convenience. The company can position itself as a progressive lifestyle brand by providing a product that can cater to several consumer demands in the city, such as charging devices, giving them visibility at night, and minimising negative environmental effects.
The company will market its products to both its e-commerce site and through third party online markets like Amazon. By targeting UK market first, GlowGuard will build brand recognition, market testing and streamlin its operations and then expand to other markets.
The legal form of a Privately Limited company (Ltd) offers shareholders with shields of liability, credibility under investors and the ability of the company to function well in raising funds to conduct research, produce and market its products and services (Drucker, 2017).
[bookmark: _Toc214641564]Product Description
The GlowGuard Smart Backpack flagship has a variety of new features:
Inbuilt solar panels: The inbuilt solar panels enable the users to charge their mobile devices or smaller electronics as they continue to use them regardless of their reliance on power outlets.
In-body LED lights: Enhances visibility and individual safety on the way to work or riding in the dark with adjustable light effects.
Waterproof, long lasting material: Protects the goods against deplorable weather and gives long-term use.
Ergonomic design: It is lightweight and has a way of adjusting to the best levels of comfortability when commuting or walking long distances (Kotler and Keller, 2016).
USB charging: USB charging points and removable battery pack: Just one more convenient feature of the digital life.
Design and colour customization: Capture the diverse consumer preferences, between the students and professional commuters.
The GlowGuard backpack is characterised as a high-cost low-cost product that is both technologically and stylishly designed and sustainable. Its two-fold solution of greener materials and safety measures tackles the increasing urban issues regarding sustainability, commuter safety and mobile device addiction.
[bookmark: _Toc214641565]Business Objectives (SMART Objectives)
[bookmark: _Toc214641566]Short-Term Objectives (less than a year)
1. Sell 1000 units in the 1st half year of launching, and this will create first brand presence and demand.
2. Within the first year, develop a social media audience of 10,000 subscribers on Instagram, Tik Tok and YouTube to aid the marketing and communicate directly with consumers.
3. Organise relationships with three well-known UK cycling or student lifestyle influencers who will use their social networks to build product awareness (Hisrich, Peters and Shepherd, 2017).
4. Keep the customer satisfaction rates at the level of above 90, which is tracked via online reviews, feedbacks and post purchase surveys.
5. Develop an efficient online sales and customization of LED lights and tracking of solar charging online services within the initial two months, with an online store and a mobile application.
[bookmark: _Toc214641567]Long-Term Objectives (more than a year)
· On the second year, introduce GlowGuard Pro and GlowGuard Mini products to capture various market segments like professionals and students with small backpacks.
· Earn a total of £180,000 in direct sales, online marketplaces, and retail relationships in the second year.
· Widen distribution with five leading UK retail stores in the lifestyle, tech, and cycling products.
· Enhance the mobile app with the latest functionality like customization of the LED patterns, analytics of solar charging, and push notifications of safety and device status.
· By the third year, start to plan on how to enter the European market, through the use of e-commerce distribution and strategic retailing collaboration.
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[bookmark: _Toc214641569]Market Analysis (Competitors, Customers, Target Groups)
Customers:
· Commuting students to school/university.
· Cyclists and commuters in the cities.
· Young professionals that ride the bus or ride bikes (Schumpeter, 2017).
· Sustainable, tech-savvy eco-conscious consumers.
Competitors:
· Voltaic Systems: It sells solar-powered backpacks at a premium.
· XD Design: Specialises in smart backpacks with anti-theft capabilities with limited LED or solar capabilities (Tidd and Bessant, 2018).
· Thule: High-end commuter backpacks, but do not incorporate smart technology, mostly aimed at outdoors people.
Target Market:
· Age range: 16–35 years old
· Individuals in the middle income bracket and youths in the professional sector.
· City dwellers who are focused on their safety, sustainability, and convenience.
The solar-powered charging and LED safety features combined with environmentally friendly materials that differentiate GlowGuard as a low-cost but high-end product making it an affordable but high-end product designed for urban living.
[bookmark: _Toc214641570]PESTEL Analysis
Political: The UK government initiatives encourage products and green energy, which may include potential incentives to tax or grants.
Economic: Growing city cycling and commuting provide business opportunities; the sales could be affected by changes in expendable income (Osterwalder and Pigneur, 2016).
Social: The increasing environmental sustainability, personal safety, and health awareness stimulate the use of technology-based and environmentally friendly products.
Technological: The general use of wearable technology and smart devices opens the possibility of incorporating the functionality of solar charging and LED.
Environmental: Emission of electronic waste and renewable energy is also relevant to the product of GlowGuard (Grant, 2016).
Legal: The solution must comply with the UK consumer protection laws, electrical standards and product labelling regulations.
[bookmark: _Toc214641571]SWOT Analysis
Strengths:
· New solar and LED combination.
· Ecological and fashionable design.
· Low prices in comparison to other tech-enabled backpacks (Hill, Jones and Schilling, 2014).
Weaknesses:
· New brand whose recognition in the market is low.
· Only a few items can be produced as they cost a lot initially because of technology and green materials.
Opportunities:
· Expanding green city consumer base.
· Corporate gifting and outdoor product development and overseas expansion.
Threats:
· The established backpack companies can launch the same technology.
· Discretionary spending can be decreased by economic recessions.
[bookmark: _Toc214641572]Marketing Mix (4Ps)
Product: GlowGuard Smart Backpack, which is solar powered and has LED safety lights, ergonomic design, and environmentally friendly materials.
Price: Fair competitive price of £79.99, neither too expensive nor too cheap.
Place:
· Company on-line (direct-to-consumer)
· E-marketplaces include Amazon.
· Collaborations with lifestyle, technology and bike stores.
Promotion:
· Instagram, TikTok, and YouTube social media campaigns.
· Cycling and student influencers.
· Discounts on pre-orders.
· The e-mails of sustainability and safety characteristics.
· Present events in major cities with interactive exhibitions.
[bookmark: _Toc214641573]Management Team
[bookmark: _Toc214641574]Management Team and Their Background
CEO - Alex Morgan: MBA graduate, e-commerce and product development experience, strategic decisions.
Operations Manager- Priya Singh: 6 years experience in supply chain and electronics and consumer goods.
Marketing Manager- Jordan Lewis: Digital marketer who has worked in influencer marketing and social media campaigns.
Product/Tech Developer: Emily Zhao: Solar panel integration, LED technology, and wearable technology development Electronics engineer.
[bookmark: _Toc214641575]Organisational Chart

Figure: Organisational Chart (Self-Prepared)
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	Milestone
	Completion Date

	Prototype development
	Month 1

	Website and app launch
	Month 2

	Start of production
	Month 3

	Marketing campaign launch
	Month 4

	First 500 units sold
	Month 6

	Break-even achieved
	Month 12
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[bookmark: _Toc214641578]Sources of Finance
Total amount of funding that will be required: £50,000 which comes through:
· Angel investors (tech and sustainability experience) £25,000.
· £15,000 UK Start-Up Loan
· Personal investment of founder of £10,000.
This funding guarantees the coverage of the prototype development, startup production, online marketing, legal expenses, and operational costs.
[bookmark: _Toc214641579]Cash Flow Forecast (First 3 Months)
	Month
	Cash Inflow
	Cash Outflow
	Net Cash Flow

	Month 1
	£0
	£9,000
	-£9,000

	Month 2
	£5,000
	£6,500
	-£1,500

	Month 3
	£12,000
	£7,500
	+£4,500


Positive cash flow begins from Month 3 due to pre-orders and early sales.
[bookmark: _Toc214641580]Sales Forecast
· Year 1 projected sales: 1,800 units
· Average selling price: £79.99
· Total revenue: £143,982
[bookmark: _Toc214641581]Cost of Production Forecast
· Unit manufacturing cost: £35
· Annual production cost (1,800 units): £63,000
[bookmark: _Toc214641582]Break-Even Analysis
Break-even point = Fixed Costs ÷ (Selling Price – Variable Cost)
= £35,000 ÷ (£79.99 – £35)
≈ 778 units
[bookmark: _Toc214641583]Operations and Management Plan
[bookmark: _Toc214641584]Production of Goods and Service
· Good and Service Production.
· Produced by a supplier based in the UK which is eco-friendly.
· Pre shipment quality inspections.
· Recycled material packaging.
[bookmark: _Toc214641585]Technology Plan
· Solar panels and LEDs incorporated into backpacks.
· Mobile app to customise LEDs and charge their solar power status.
· E-commerce site facilitates online selling and interactions with the customers (Scarborough and Cornwall, 2015).
[bookmark: _Toc214641586]Human Resource Plan
· Other employees: CEO, Operations Manager, Marketing Manager, Product/Tech Developer, 2 Customer Service employees.
· Special workers that are contracted at times of high demand.
· Employee education in sustainability, product applications and customer care.
[bookmark: _Toc214641587]Expansion Plan
· Year 2: Release GlowGuard Mini to students and GlowGuard Pro to commuters.
· Go global to the European markets through e-commerce.
· Collaboration with universities and cycling communities as well as lifestyle retailers to make bulk purchases.
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