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Element 1: Business Idea, Products/Services, Objectives & Unique Selling Point 
1.1 Business Idea
E S3NS3 is a start-up company in the United Kingdom, which designs, manufactures, and markets high-quality room and car air fresheners that are meant to improve everyday surroundings with smell. The company is built on the fact that contemporary consumers spend considerable amounts of their time indoors in their homes, vehicles, offices, and shared indoor areas of sharing. Scent is significant in these spaces and affects comfort, emotional well-being, mood, and overall impression of the space (Peña, 2025). Due to the increasingly active and stressful lifestyle, consumers are becoming increasingly interested in those products that can help them gain relaxation and self-care, as well as invest in personal well-being.
[image: ]	Although consumer tastes and preferences have changed, the market leader in the air freshener industry continues to be dominated by mass-produced, chemical-intensive products that are more concerned with covering unpleasant body smells with strong and even artificial fragrances. These products are often not aesthetic, sustainable, and sophisticated in terms of scent. At the other extreme, luxury fragrance brands have high-quality products, and sell them at a cost that cannot be affordable to most consumers to use in their daily lives. This will lead to an obvious gap in the market of a brand that is characterised by high-quality, stylish, and environmentally conscious air fresheners at a reasonable price (Endriyani, Ambarwati and Nabila, 2025). 
1.2 Products and Services
E S3NS3 will target two main product lines that will cater to the needs of both the individual and group space. The first one will be the room air fresheners that will consist of the fine mist sprays, reed diffusers, and solid gel fresheners (ROZANI, 2021). The products are meant for home, office, and small commercial settings like a salon or a boutique. The second one is the automobile air fresheners that will incorporate hanging diffusers, vent clips, and small refillable models that fit well in modern cars. These products are meant to be unobtrusive, trendy, and durable so that they do not overpower the interior of the car but are rather complementary to it.
Instead of overwhelming customers with a huge variety of products and confusing them, E S3NS3 will offer a limited selection of signature scents based on the nature and lifestyle themes. These can be citrus-related smells of freshness and energy, woody scents of warmth and classiness, flower-related perfumes of relaxation, and marine perfumes of cleanliness and tranquillity. This product-oriented strategy enables the business to have high-quality control, less complexity in the operation, and to create a recognisable brand name (Grassi, Figini and Fedeli, 2022). Where practicable, E S3NS3 products will be refillable. 
1.3 Business Objectives
To ensure controlled and sustainable growth, E S3NS3 objectives have short-term and long-term goals. Short-term (Years 1-2) are to be able to introduce the E S3NS3 brand successfully in the UK market and to gain a good digital presence. These involve the creation of an efficient e-commerce site, the creation of brand awareness via social media platforms, and a steady increase in sales every month (Semenda et al., 2024). The other important short-term goal is to break even in operating in the first 18-24 months, as this will make the business financially viable.
Long-term (Years 3-5) with seasonal scents and limited-edition scents in response to customer demand and market interest. The e-commerce side of the business is also set to expand into a few European markets via cross-border e-commerce to boost its consumer base and revenue opportunities. Also, they will establish relationships with lifestyle stores and automobile accessory shops that will help with brand recognition and distribution. Finally, E S3NS3 will aim to create a good brand image regarding quality, sustainability, and contemporary design.
1.4 Unique Selling Point (USP)
Unique Selling Point of E S3NS3 is that it combines the quality of premium scent, minimalism, and sustainability (Umpusinga and Purwoko, 2025). In contrast to traditional air fresheners, which use strong fragrances to conceal the smells, E S3NS3 is concentrated on the balanced, long-lasting smells that improve the environment subtly and efficiently. The products come in new, attractive, sleek packaging that aligns with the trends of modern houses and car interiors. Moreover, the focus on refilling and reusable designs and materials makes E S3NS3 stand out among numerous competitors. This strategy will be targeted towards the environmentally conscious customers, who are willing to buy inexpensive high-end products without sacrificing quality and values. Sensory experience, design, and sustainability make E S3NS3 a definite and competitive player in the air freshener market.
Element 2: Business Environment & Competitor Analysis 
2.1 PESTEL Analysis 
	Factor
	Summary

	Political
	UK regulations on chemical products, labelling, and consumer safety must be met, increasing compliance requirements but improving customer trust.

	Economic
	Rising living costs may affect discretionary spending; however, air fresheners remain affordable lifestyle products with steady demand.

	Social
	Growing focus on wellbeing, self-care, and home aesthetics increases demand for premium and pleasant scent solutions.

	Technological
	E-commerce platforms and social media enable low-cost market entry and effective digital marketing.

	Environmental
	Increased environmental awareness supports refillable products and reduced plastic packaging.

	Legal
	Compliance with consumer protection, health and safety, and intellectual property laws is essential.


 
Political Factors: E S3NS3 will be subject to the UK regulatory process on the UK consumer goods, especially those products that comprise chemical elements. Air fresheners should be in line with regulations on product safety, labelling, and chemical composition, such as UK REACH (Dwivedi et al., 2025). Although the enforcement of these regulations can raise the cost of doing business and administrative burden, they provide safety to the consumers and contribute to the establishment of trust towards the brand. 
Economic Factors: The UK economy has been facing the problem of increasing inflation and rising living expenses, and this may cause consumer spending on non-essential commodities to be low (Samundeeswari, 2024). Nevertheless, air fresheners are rather inexpensive lifestyle commodities and can be discussed as affordable luxuries.  
Social Factors: The business concept of E S3NS3 is highly backed by the social trends. Consumers are becoming more aware of wellbeing, self-care, and the effects that environments have on mental health. The functionality of air fresheners is becoming less absolute because of an increase in their connection to relaxation, productivity, and mood elevation.  
Technological Factors: Ease of entry by start-ups has been reduced due to changes in technology. The current systems of online selling, digital payment, and social media marketing tools enable E S3NS3 to access a big customer base without spending a lot of funds initially. Instagram and TikTok are the most successful social media platforms that work best with lifestyle brands that are visually appealing.  
Environmental Factors: Sustainability in the environment is currently becoming a critical variable in determining what consumers will buy. A significant number of consumers are going after brands that are seen to be responsible in terms of environmental issues, like minimising the use of plastics or providing products that can be refilled (Polyportis, Magnier and Mugge, 2023). The importance of the refillable formats and the environmental packaging of the products of E S3NS3 conforms to these expectations and can be a competitive advantage. 
Legal Factors: E S3NS3 should adhere to the UK consumer protection laws, health, and safety regulations, as well as advertising standards. To avoid legal risks, product information and open marketing are necessary. Moreover, registration of intellectual property like brand names and logos as a trademark will be significant to avoid imitation and enhance the value of the brand.
2.2 Competitor Analysis 
The UK air fresheners and home fragrances market comprises several existing competitors:
	Brand
	Price Level
	Scent Quality
	Design
	Sustainability
	Availability

	Febreze
	Low (£2–£5)
	Functional, strong
	Basic
	Limited
	Supermarkets, online

	Air Wick
	Low–mid (£3–£10)
	Functional to moderate
	Traditional
	Some refill options
	Supermarkets, online

	Yankee Candle
	Mid (£10–£25)
	Strong, long-lasting
	Decorative
	Limited
	Retail stores, online

	Rituals / Jo Malone
	High (£30–£60+)
	High-quality, complex
	Premium
	Limited
	Brand stores, online

	E S3NS3
	Mid (£8–£28)
	Refined, balanced
	Minimalist
	Refillable focus
	Online-first


 
This comparison brings out the gap in the market between the functional mass-marketed brands and the luxury brands that are luxurious and expensive. E S3NS3 will fill this gap by providing a high scent experience and design at a medium price.

2.3SWOT Analysis

	Factor
	Summary

	Strengths
	Strong brand concept combining premium scent quality, modern design, and sustainability. Refillable products encourage repeat purchases and customer loyalty.

	Weaknesses
	New startup with limited brand awareness and no established customer base. Restricted financial resources may limit early marketing and production capacity.

	Opportunities
	Growing demand for home fragrance and wellbeing products. Expansion through e-commerce and potential partnerships with lifestyle and car accessory retailers.

	Threats
	Intense competition from established brands and low-cost alternatives. Risk of imitation and increased regulatory or compliance costs.


 
Strengths: The clear brand positioning of E S3NS3 as a low-cost, premium air-freshener brand is one of this company's core strengths. Emphasis on premium aromas, minimalism, and eco-friendliness is what makes the business stand out from the mass-market competitors. 
Weaknesses: Being a new venture, E S3NS3 has no brand recognition or customer trust, and the initial sales may not grow fast. At the initial stages, there is also a possibility that the business will have limited financial resources that will limit its marketing and extensive production (Buer et al., 2021). 
Opportunities: The growing demand for home fragrance and well-being products presents strong prospects for E S3NS3. Growth in the form of e-commerce allows to reach national and international markets without retaining the physical space of retailing. Repeat purchases and a stronger brand interaction can be triggered by the launch of seasonal or limited-edition scents. 
Threats: The air freshener market is very competitive, and a company that has established brands enjoys economies of scale and brand loyalty. Low-cost producers are a threat to price rivalry, especially in economic times of uncertainty (Ali, Ho, and Papadopoulos, 2025). 

Element 3: 4Ps, Market Segmentation & Marketing Strategies
3.1 Market Segmentation

Market segmentation also ensures that businesses can identify and target specific groups of customers better by segmenting the market into segments with common attributes. In the case of E S3NS3, it is necessary to divide the market into segments to make sure that the marketing efforts are targeted at the consumers who can be interested in high-quality scent, design, and sustainability.
Demographic Segmentation: E S3NS3 is mainly aimed at consumers of the age group between 20 and 45. This is the age group that consists of students, young professionals, and families at the early stages who are more concerned with the quality of lifestyle, personal wellbeing, and home design (O'Shea et al., 2024). The consumers in this group normally have averagely high disposable income and are ready to incur relatively high prices on products that provide a value added in the form of design, quality, and sustainability.
Psychographic Segmentation: The psychographic factors also play a major role in E S3NS3 positioning. The target customers attach importance to self-care, the state of mind, and personal expression via lifestyle. Mostly, they will be eco-friendly and will be drawn to brands that display their values. These consumers tend to find products that will boost the mood and comfort, but not necessarily the functional solutions (Chou et al., 2023). This renders the premium air fresheners an appealing product line.
Geographic Segmentation: To begin with, E S3NS3 will target the UK market, especially the cities and suburbs, where consumers are more exposed to the trends of lifestyle and online shopping. City living is characterised by a lack of space in the home and a heavy use of cars, which makes room and car air fresheners highly demanded. In the long-term, the geographic expansion to the selected European markets will be contemplated by way of cross-border e-commerce.
Behavioural Segmentation: E S3NS3 will be behaviourally oriented to focus on consumers who buy lifestyle and home products online frequently, accept digital marketing, and are brand loyal when they are satisfied with the quality of products. Reusable packaging and loyalty programs will attract repeat customers who want convenience and sustainability (Barbosa, Shabani Shojaei and Miranda, 2023). 

3.2 Target Market
According to the segmentation analysis, the main target market of E S3NS3 is consumer groups comprising people aged 20-45 years old, who live in the city and care about their health, beauty, and environmentally friendly consumption. One of the secondary target markets will be car enthusiasts and small office owners who look to find long-lasting, pleasant, and professional smells of cars and work areas.

3.3 Marketing Mix (4Ps)
Product: E S3NS3 is a product offering company with its core product being quality room and car air fresheners that are available in a functional and sensory experience (Zha et al., 2022). The products are also meant to provide long-lasting, balanced fragrances, as opposed to the mass market alternatives, which give too strong a fragrance. Emotional involvement and brand differentiation are supported with well-thought-out scent profiles that are based on nature and lifestyle themes. The packaging is a very important aspect of the product strategy. Minimalist and modern designs also apply that products complement the modern interior and dashboard of the vehicles in a visual way.  
Price: E S3NS3 will follow a mid-range pricing strategy, establishing itself as a low-cost premium brand. The prices will be lower than those of mass-market air fresheners but very high compared to luxury fragrance brands. This pricing will be based on the quality of the ingredients, design, and sustainability features, but at affordable prices offered to the target market (Nguyen-Viet, 2023). The encouragement of repeat purchases will be through psychological pricing methods like bundle offers and refills available at discounted prices. First-time pricing can also be used at the launch to minimise perceived risk in first-time buyers and aid them in the acquisition of customers.
with examples:
· Room spray (100ml): £10–£12
· Reed diffuser: £22–£28
· Car diffuser: £8–£12
· Refills: £6–£10

Place: Distribution shall be mostly achieved by the official ES3NS3 e-commerce site, where direct-to-consumer sales will be possible, and control over branding and customer experience will be greater. It can also be done by increasing visibility through online marketplaces and reaching more people. Later, E S3NS3 would seek to develop the selective distribution offline with lifestyle retailers, concept stores, and automobile accessory venues. This discriminatory placement strategy keeps the brands in their position and adds more accessibility. The distribution model that is concentrating on online facilitates scalability and minimal fixed costs involved in having physical retail outlets (Pamisetty, 2021). 
Promotion: The promotion will be more digitally intensive to match the media consumption patterns of the target market. The promotional efforts will be focused on social media platforms like Instagram and TikTok since they are a visual medium and have high levels of engagement. The content will be based on lifestyle images, scent narratives and user-generated content to establish authenticity and trust. The strategy will involve influencer marketing through the cooperation with micro-influencers whose values will correspond to sustainability and lifestyle branding. Social media advertising will be done at a fee to aid the reach and the conversion, especially on the launch of products and seasonal sales. 

3.4 Evaluation of Online Marketing Strategies
One of the main elements of the growth strategy of E S3NS3 is online marketing. It will be created with a robust social media platform to generate awareness of the brand and community interaction. Brand identity will be enforced with the help of visual storytelling of the emotional benefits of scent and reinforcement of the brand image (Suryana, 2024). The site will be optimised on search engines (SEO) to be found in more organic traffic, especially when using the keywords that pertain to home fragrance, car air freshener, and sustainable lifestyle products. Another application of paid search advertising can be through periodic periods to produce targeted traffic. 
The E S3NS3 marketing strategy will be structured to be in line with consumer behaviour and market trends. A digital-first approach is cost-efficient and scalable, whereas the emphasis on segmentation makes the marketing efforts relevant and specific. Nevertheless, the use of online media is associated with other challenges, like stiff competition for digital attention and increased advertising rates. To curb this, E S3NS3 should strive towards genuine branding, product quality, and customer experience to establish long-term loyalty.
Element 4: Legal, Management & Financial Planning
This section talks about the legal considerations, management structure, and the way to plan the funds to be used in the successful establishment and functioning of E S3NS3. 
[image: ]
4.1 Legal Definitions 
Sole Trader is a company that is owned and run by one person and is in complete control of the company; there are no limitless liabilities of that person on the debts and other legal issues (Yani, 2023). This is an easy structure to put into place, and it is associated with more personal risk.
Partnership entails the co-ownership of property, profits, and liabilities of two or more persons. Although partnerships permit sharing of responsibility and skills, sharing of business liabilities, partners are equally liable unless the partnership is a limited liability partnership.
Limited Company (Ltd) Shareholders are limited in terms of their debts, and the company is liable for its own debts (Shi, Gao and Aguilera, 2021). This forms an excellent structure in terms of credibility, and it is appropriate for businesses interested in growth and outside investments.
A franchise is a business structure that enables a person or company to use an already known brand and business model in return for payments and royalties. Franchises minimise risk but limit the freedom of the entrepreneur.
Online Enterprise uses online platforms as its main mode of operation by employing e-commerce and online marketing to access customers who do not have a physical retail store (Tabaku, Duçi and Lazaj, 2024). 
Social Enterprise is a business company that places its focus on a social or environmental agenda along with profit-making, and it uses the profits to further its cause.
4.2 Legal Structure of E S3NS3
E S3NS3 will be a Private Limited Company (Ltd). This type of business structure is the best suited to the business because it offers limited liability protection, which protects the personal assets of the founder. Being a limited company also increases professionalism when dealing with the suppliers, customers, and other prospective investors (Natsir and Bangun, 2021). In addition, it enables one to grow more in the future, either by incorporating more shareholders or other external capital, which would be more complicated in a sole trader setup. Besides the registration of the company, E S3NS3 will also be obligated to abide by the product safety regulations, consumer protection act, and chemical compliance standards in the UK concerning air fresheners. 
4.3 Management Structure
The Founder and Managing Director shall oversee general business strategy, decision-making, product development, control, and supply chain relationships. It is also the role of determining the brand vision and alignment of the business objectives with the market opportunities.
The Marketing and Brand Manager will direct his or her attention to online marketing, social media management, development of content, and interaction with the consumer (Mitchuk et al., 2023). This position is necessary to create brand awareness, control online campaigns and have a consistent brand image.
The Operations and Finance Support position will deal with stock control, order fulfilment, coordination of suppliers and simple financial administration like bookkeeping and monitoring the cash flow. This function can be subcontracted or worked part-time in the initial phases to keep the costs in check. 
4.4 Financial Planning
To make E S3NS3 viable and sustainable within its startup phase, it is necessary to do financial planning. Start-ups of the business would be estimated between £25,000 and £35,000, with product development and the intensity of marketing. The major start-up expenses are product formulation and testing, packaging design or development, starting inventory, web development, branding, and marketing (D'Ambrosio, 2023). Other expenses are the fees associated with registering the business, insurance, and legal compliance fees.  
Startup Cost
	Cost Category
	Estimated Amount (£)

	Product formulation & testing
	6,000–8,000

	Packaging & design
	4,000–6,000

	Initial inventory
	8,000–10,000

	Website & e-commerce setup
	2,500–3,500

	Marketing & launch promotion
	3,000–5,000

	Legal, insurance & compliance
	1,500–2,000

	Total Start-up Costs
	25,000–35,000


 
4.5 Funding Sources
The preliminary start-up cost of E S3NS3 will be financed by a mix of personal loans and small business capital. Individual investment exhibits dedication and minimises the use of external borrowing. Inventory and marketing expenses can be covered using small business loans or startup programs sponsored by the government. Angel investors can be viewed as helping in the expansion in the medium term, especially when the business has shown good performance in the initial stages and where there is a possibility of the business creating a brand. 
Achieving break-even in the operations in 18 to 24 months is a major financial goal. This will be underpinned by proper pricing mechanisms, repeat purchases due to refillable products, and proper marketing. Some of the financial risks include decreased sales, increased cost of production, and inefficiency in marketing (Tulli 2023). As a measure to offset these risks, E S3NS3 will track the financial performance on a regular basis and change strategies when they are needed.
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