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1. [bookmark: _Toc202079349]EXECUTIVE SUMMARY

Purity is a Cardiff based start-up offering customizable, eco-friendly hygiene bags designed for health-conscious individuals. Blending style, function and sustainability, our bags are durable made with recyclable materials and tailored to personal preferences in design. 
Targeting young professional, students, travellers and wellness driven consumers, Purity stands out due to product personalization with a strong commitment to environmental responsibility. 
Our short-term goals include launching an e-commerce platform, producing our first 600 products, securing funding and growing an online community. In one year, we aim to attend pop-up events, partner with influences and establish brand credibility in the wellness market.  





























[bookmark: _Toc202079350]2. THE BUSINESS IDEA

2.1 The Product/Service

Company Name: Purity  
Location: Cardiff, Wales  
Industry: Personal Care and Lifestyle Accessories 

[bookmark: _Toc202079351]The Product and what we serve
Purity is a next-generation hygiene brand for Gen Z, offering fully customizable hygiene bags that blend fashion, function and wellness. Designed for travel, these bags help users stay fresh, organized and confident wherever they go. Each bag is tailored to individual style and routines, with option for color, size, comparments and vibe. Once delivered, users can add their favorite hygiene products creatin a personalised self-care kit that compact and ready for any adventure.  

[bookmark: _Toc202079352]Features and benefits of the product/service
Features:  
· Fully customisable hygiene bag 
· Joint compartments for hygiene items  
· High-quality materials  
· Access to hygiene essentials from trusted brands  
Benefits:  
· Self-expression of personal style
· Convenience
· Empowerment of your self-care  
· Sustainable product
· Trend-Forward

[bookmark: _Toc202079353]Value proposition 
Purity makes hygiene personal, going beyond the basics by turning everyday self-care into a stylish, empowering experience. For Gen Z consumers who value individuality, authenticity and convenience, purity is not just a product- it's a statement.  

[bookmark: _Toc202079354]2.2 SWOT Analysis Summary

[bookmark: _Toc202079355]Key strengths and weaknesses 

Purity’s key strengths is its innovativate approach to personalisation, which resonates strongly with Gen Z values such as authenticity, aesthetic appeal and a focus on self-care. This alignment helps the brand connect with a socially conscious and visual driven demographic, giving it a competitive edge in terms of relevance and engagement. However, a major weakness lies in the difficulty of building trust as a new brand in a saturated and competitive market. Simply stated by Waite., R (2024) the importance of trust being the most important elements of building a successful busieness. Establishing credibility and customer loyalty takes time and consistent effort, particularly when competing against well-established names in the industry. 

[bookmark: _Toc202079356]Opportunities and threats

Opportunities for Purity include riding the wellness trend and using social media and influencer marketing to quickly build brand awareness and loyalty (Contributor, 2024). Furthermore, customers now know the hygenic threats of travelling but with the use of Purity travellors can stay germ-free and at ease with their travelling route. 
To stay aware amid threats like competition and shifting consumer spending, Purity will partner with trusted hygiene brands, build a social community through ambassador programs and offer tiered pricing which will maximise growth while minimising risk. 








































[bookmark: _Toc202079357]3. THE TEAM

[bookmark: _Toc202079358]3.1   Key Personnel

Name and Company Position: Ayda Bekisoglu, Owner 

Skills: Clearly share a brand vision, with strong knowledge of wellness and hygiene trends. Skilled in managing production, inventory, fulfilment and quality control. Strong leadership to build and guide a team. 

Experience: Entrepreneurial background, experience in wellness, fashion and lifestyle. 

Role and Responsibilities: Vision & brand leadership, business strategy & growth, team building, community engagement


Name and Company Position: Stracy Taylor, Product manager 

Skills: Experience in managing DTC (direct-to-consumer) products, understanding of Gen Z values, skilled with production planning and inventory risks. 

Experience: 3-5 years in product management for a consumer lifestyle brand, exposure to sustainable sourcing, packaging innovation and compliance in hygiene products. 

Role and Responsibilities: Product development and customisation, Customer and market insight, brand and community integration, growth and integration. 


[bookmark: _Toc202079359]3.2 Skills Gaps & Key Partners

[bookmark: _Toc202079360]3.2.1 Additional Staff Requirements (Roles and Responsibilities):

· Brand & Marketing Manager
Role: Develop and implement a strong brand identity aligned with Gen Z values and increa brand engagement. 
Key Responsibilities: 
· Create targeted marketing campaigns across digital platforms 
· Analyse customer feedback and marketing performance metrics 
· Oversee social media strategy and content development 
Skill gaps addressed: Strengthens strategic marketing, digital engagement and Gen Z communication.

3.2.2 [bookmark: _Toc202079361]Training and Development:

To address the hygiene compliance gap, Purity will introduce a blended training approach comining online modules with hands-on and on-the-job training. This method fosters both regulatory understanding and practical application. Accroding to SRSCC (2024), digital and collaborative learning enhances adaptability and innovation across teams. As Pearson., R (2023) notes, educating staff on cross-contamination risks and the importance of personal hygiene cultivates accountability and pride in maintaining high standards. When employees are empowered with knowledge, they become active participants in upholding a safe and compliant workplace culture. 

[bookmark: _Toc202079362]3.2.3 Outsourced Support / Key Partners:

To enhance its digital infrastructure and DTC capabilities, Purity will form a short-term partnership with Shopify, a leading e-commerce platform known for supporting customisation and user-freidnly integration. This partnership will serve two main purposes: 
1. Knowledge transfer: Shopify’s tools and support will be used to train the internal digital team on platform functionality and optimisation. 
2. Operational strengthening: By integrating with a trusted partner, Purity will improve its personalisation offering and lay the groundwork for long-term digital success in the wellness and lifestyle space. 
This collaboration will help position Purity as a modern, tech-forward brand capacble of delivering a seamless, customied experience for its Gen Z and wellness conscious audience. 

[bookmark: _Toc202079363]
4. MARKET RESEARCH

[bookmark: _Toc202079364]4.1 Market Information, Trends and External Factors

The global hygiene products market is projected to reach $237.18 million (£187.37 million) by 2030, growing at 5.56% annually (Industry ARC, 2025). Growth is fuelled by increasing demand for personal and female hygiene, health awareness and product innovation. Curity.,V, Schmidt.,W , Luby.,S ,Florez.,R , Toure.,O and Biran., A (2011) states that there is clear growth in the understanding of what shapes hygiene behaviour and creative partnerships are changing the way improvement is being approached. Further explain, that the evidence for giving hygiene a much higher priority is strong and to a large extent. 
Top brands include Nivea, Dove, Colgate, Dettol and Tampax. 

Key Trends (Grand View Research,2024; Gotadki., R, 2025): 
· Covid- 19 heightened awareness of hand hygiene and sanitizer use 
· Eco-friendly getergents dominate, with landry as the leading application 
· Asia Pasific leads growth due to rising income and awareness 
· Consumers now prefer natural, organic and medicated products with sustainable features 

The rising health and hygiene awareness- driven by media, government efforts and the Covid-19 pandemic- has boosted demand for hygiene products (Gotadki., R, 2025). 

The PEST analysis highlights key external factors impacting purity: 
· Rising demand for sustainable products: a shift of consumer preferences and segments of the market (Edison and Bard, 2024), clearly marketing Purity’s benefits to attract consumers. 
· Social media and wellness trends: this influences consumer behaviour, by investing in influencer marketing and user-generated content will strengthen brand perception. 
· Rising healthcare costs: Consumers are less likely to purchase medication or hygiene products do to expenses (City Harvest London, 2024; Healthwatch, 2024). Partnering with healthcare providers or pharmacies can enhance distribution and credibility.  

[bookmark: _Toc202079365]4.2 Customer Profiles

1. Young adults (ages 25-35): Health-conscious, digital savvy and highly influenced by social media trands, peer reviews and influencers. They value conviences and sustainability. Purity will engage this group via influencer partnerships and user-generated content on social media 

2. Parents (aged 30-40): They pritoritze gentle, family-safe ingredients and seek products that they can trust to protect their children and home. Purity will reach them through targeted facebook and youtube ads,educational blog content on hygiene and disease prevention, and family focused offerings. 
3. Older adults (aged 60): They trsut established brands and appreciate clarity in communication and design. Purity will target them through healthcare professionals, pharmacists and senior wellness programs, emphasising long-term health benefits and practical protection, especially during travel.

4.3 [bookmark: _Toc202079366]Competitor Profiles

1.  Nivea- a trusted global skincare brand seen as traditional by Gen Z (The Brand Hopper, 2024). 
Oppportunity: use digitial marketing and influencer collaborations to reach younger audiences Nivea under-serves. 

2. Dove- known for emotional branding around beauty, self-esteem and inclusivity but criticised for greenwashing (Carrara.,A, 2024).
Opportunity: position as practical, ethical and moder, avoid over-reliance on emotional stortytelling.  

3. Colgate- Recognised for oral care with broad global reach and affordability, but faces concerns over toxic ingredients in products (Berman., H, 2025). 
Opportunity: emphasise eco-conscious innovation, clean ingredients, design and multi-functionality. 


























[bookmark: _Toc202079367]5. MARKETING PLAN

[bookmark: _Toc202079368]5.1 Price

Prices vary based on size, compartments and design (see Appendix C). While slightly higher than some competitors, they reflect focus on quality, durability and personalisation. Our strong emphasis on customer satisfaction ensures Purity is both trusted and profitable. 

[bookmark: _Toc202079369]5.2 Product

Purity’s hygiene bags blend functionality with personal style, offering customizable colors, materials and layouts to suit individual preferences. The intuitive Purity website guides customers through the design process with ease, featuring a clean, calming layout inspired by the fresh, hygienic company Purity truly is (Color Navigator, 2018). Tailored for travellers, the bags are compact, durable and easy to clean- perfect for maintaining hygiene during travel. Product manager Stacey brings expertise in DTC and sustainability, ensuring each design aligns with Gen Z values. 

[bookmark: _Toc202079370]5.3 Placement

Purity hygiene bags will be sold exclusively through our online platform, where customers can design their bags and select delivery options based on speed and price. Powered by Shopify, the site ensures seamless payments and smooth customer interaction. Our chief shop will be based in Cardiff during our first five years served as both a retail space and brand experience hub, helping attract and engage more customers. 

[bookmark: _Toc202079371]5.4 Promotion

Purity’s multi channel strategy blends digital and traditional tactics (Bykadarov, 2025). Online, we’ll leverage social media, influencer partnerships and user-generated content to showcase our customisable, travel friendly bags. Offline, we’ll engage with customers through wellness expos, pop-ups at universities, shopping centres and QR codes in gyms. Additionally, we will put together a Purity Edit Blog keeping all of our customers up to date with wellness tips. The highlight is our workshop experience in our only location which is in Cardiff. Our customers will explore a curated selection of components- from fabrics and fastenings to compartments and wellness-inspried features. Hand picking each detail to suit their lifestyle and preferences. Its more than a shopping trip- it’s a tactile, personalised design journey where customers can see, touch ad bring their perfect bag to life right before their eyes. 




[bookmark: _Toc202079372]6.  KEY RESOURCES

[bookmark: _Toc202079373]6.1 Premises
· Production and storage: A small workshop or shared studio is needed for assembling orders, storing materials, quality checks and packaging. Shared spaces are a cost-effective option for starups, Business Money (2024) 
· Administrative and Customer Serice: These operations can be handed from a small office or remotely, equipped with basic office furniture and technology, Institution of Directors (2020) 
· Location: Cardiff offers suitable commercial spaces, such as industrial units on Portmanmoor Road Industrial Estate, with good transport links and rents starting around £1,542/month for 2,054 sq ft, Jerkins Best (2025)

[bookmark: _Toc202079374]6.2 Equipment
· Sewing Machines: The Brother HF27 strong & tough is ideal for handling heavy-duty fabrics. 
Cost: £329.99 (Palmer,2025; Best Products Review, 2025) 
· E-commerce plaform: Shopify will manage Purity’s online store, sales and customer engagement. 
Cost: Basic Plan £19/month, Shopify plan £49/Month and Advanced Plan £259/Month (Shopify,2025)

[bookmark: _Toc202079375]6.3 Key Suppliers

1. Alibaba: Offers bulk fabrics, zippers and fasteners ideal for custom production, including waterproof nylon. 
Estimated costs: Fabric rolls from £1.50–£5.00 per metre; zippers and fasteners in bulk from £0.10 per unit (Alibaba.com, 2025)

2. Cullen Sustainable Packaging: specialises in eco-friendly, recyclable and biodegradable packaging. 
Estimated Cost: Eco boxes from £0.30 each (bulk pricing); biodegradable filler and inserts approx. £0.15–£0.40 per unit (Cullen Sustainable Pakacing, 2025)












[bookmark: _Toc202079376]7.  FINANCES AND START-UP SUPPORT


	EXPENDITURE
	Year 1 
£

	Company Registration
	£50

	Rent/Rates
	£18,504

	Staff Wages
	£12,000

	Travel/Accomodation
	£2,000

	Telephone (mobile)
	£300

	Broadband
	£300

	Utilities
	£2,367

	Marketing and materials 
	£ 4,265

	Insurance
	£500

	Capital Expenditure/Equipment
	£5000

	Training & Development
	£500

	Accounting/Legal
	£750

	Outside Services
	£4000

	Stock/Materials Purchases
	£13000

	Bank Charges
	£200

	Office Consumables 
	£16,246

	Loans Repayments
	£1000

	Total Expenditure
	£ 80,982


	INCOME
	Year 1 
£

	Sales A
	£42,000

	Sales B
	£45,000 

	Sales C
	£67,500

	Capital Introduced
	£5,000

	Funding 
	£10,500

	Loans/Borrowing
	£1000

	Total Income
	£ 171,000




	YEAR ONE PROFIT/LOSS
	£

	Total Income
	£ 171,000

	Total Expenditure
	£ 80,982

	
	

	Profit/Loss
	£90,018

	
	















[bookmark: _Toc202079377]7.1 	Financial Summary

[bookmark: _GoBack]In our first year, we expect the profit of £90,018 with total income estimated at £171,000. Income is primarily driven by the goal to sell a certain number of products, totalling £154,500 including 100 small bags sold at £35, 75 medium bags sold at £50 and 75 large bags sold at £70. Additional income includes a £5,000 personal investment, £10,500 in funding from the Cardiff Growth Fund and Wales Grand (both non-repayable unless misused) and a £1,000 loan. Key expenses include £20,871 for rent and utilities, £12,000 in staff wages, £13,000 for stock and materials and £4,265 for marketing and events to support our e-commerce launch and pop-up presence. Other costs such as office consumables, equipment and training included to ensure smooth operations. These figures, based on supplier and market research support our strategy to build a strong and scalable foundation for long-term growth. 
 







































[bookmark: _Toc202079378]APPENDICES
[bookmark: _Toc202079379]Appendix A – SWOT Analysis

	Strengths:  
· Highly customizable product appeals to Gen Z’s demand for personalisation  
· Stylish design with a focus on both function and fashion  
· Strong alignment with current wellness and self-care trends  
· Eco- conscious with sustainability values  
· Direct-to-consumer model allows for deep customer engagement and data insight  
	Weaknesses:  
· Customisation process may increase production time and costs 
· Requires strong supply chain coordination for hygiene product partnership  
· New brand with low initial market recognition  
· Dependent on tech platform for customisation interface and customer experience  

	Opportunities:  
· Growing market for Gen Z and Millennial consumers investing in personal wellness  
· Rising interest in sustainable and ethical brands  
· Potential for influencer/creator collaborations to expand reach  
· Ability to scale into other customisable wellness or travel products  
	Threats:  
· Competition from established hygiene brands with greater resources 
· Trend-based demand may fluctuate 
· Economic downfall may affect spending  
· Potential issues with hygiene regulation and product compliance  


 



[bookmark: _Toc202079380]Appendix B – PEST Analysis

	Political 
· Government and health authority compaigns promote hygiene awareness 
· Covid-19 response policies increased demand for sanitzers, masks and disinfectants
· Regulations supporting eco-friendly packaging and ingredients influence product development 
	Economic 
· Growing middle-class population and rising disposable income, especially in Asia-Pacific, fuel market expansion
· Increasing healthcare costs drive preventive measures like hygiene product use
· Demand for sustsainable and organic products affects pricing and market segmentation 

	Social 
· Heightened hygiene awareness due to pandemics and media education 
· Social media influencers and wellness trends shape consumer behaviour 
· Shift towards natural, organiz and medicated personal care products 
· Greater focus on self-care and cleanliness in dialy routines
	Technological 
· Innovation in product formulations (e.g. hypoallergenic, antibacterial) 
· Development of biodegradable and eco-friendly packaging
· Enhanced information access through digital plaforms boosts consumer awareness and demand




Appendix C- Product prices 

	Small hygiene bag (without design) 
	£5

	Medium hygiene bag (without design) 
	£10

	Large hygiene bag (without design) 
	£15

	Each added compartment 
	£2.50

	Persoanally chosen design of the bag
	£7.50

	Customised message on the hygiene bag 
	£10

	Personaly customised design for the hygiene bag 
	£15




Appendix D – Copy of Pitch Supporting Material
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O [k Serip!
¥ University of Wales Good afternoon, I'm Ayda Florence Bekisoglu, the founder of purity.
Trniy San Purity isal about offeing a tailored solution o tay fresh and confident- no
matter where lifetakes you. Purity asists you in saying goodbye to the

discomfortof unhygienic situations, eajoying the frecdom of travel and relaxing
with peace of mind. So,jin purites path in taking control of your hygiene,
your way, anytime and anywhere.

Dashboal

Course  More v

During the Covid- 19 pandemic, I became aware of the importance of hygiene
especially while travelling. Struggling with anxiety in crowded environments, I

came up with the idea for a portable hygiene kit. This concept has now evolved

into a business, providing travellers with essential hygiene products for safe and
‘more comfortable journeys.

ASSESSMEN N touism (2024) reports  significantincreae n travel post covid-19, .

people rushed to explore the world before another potential outbreak. On the.
other hand, Sanchez-Teba., E.M, Garcia-Mestanza., ] and Rodriguez-
Fernandez. M (2020) suggest that policies could help restore tourist confidence
7] Enterprise Project and encourage travel post covid-19, as many travelers remain cautious due to

health concers. Travelers are keen to explore different countris, but on the.
there are sill & number of people who are anxious of traveling.

2 Final Submission Wi th use ofpoviding  customizable bygine ki, you will b smpovering

customers to take control of their health and safety. This personalized solution
To submit this PDP Part 1/ ensures they fecl confident, secure and ready for any joumey, no matter where
travel takes them.

Kelley., G (2024) argues that ensbling customers to personalize their belongings
stimulates a sense of control and ownership. By offering the option to
personalize their hygiene kits, customers gain a sense of authority over their
hygiene routines during travel or leisure activiies. Providing customers with
his control not only cenhances their confidence in the product but also

7] Enterprise Project ‘empovwers them to travel with comfort, trusting that their personalized hygicne

kit meets their specific requirements while on the go.
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Customers will have the liberty of selecting their preferred products from a list
of options. As highlighted by Bench., T (2022) awareness of germs and
cleanliness has risen since the COVID-19 pandemic. In order to cater to the
evolving needs, customers will be offercd the choice of adding as many
sanitizers that's housed in a re-usable metal bottle. Additionally, following
Bench., T (2022), emphasizes the importance of antibacterial wipes, which
customers willalso have the choice to sclect and add to their kits.

Given the ongoing impact of COVID-19, UK Research and Innovation (2024)
notes that face masks have become a regular part of daily life in the UK. In
response, face masks will be available within the sclection list as part of the
hygiene kit, recognizing their continued necessity. Furthermore, MedlinePlus
(2024) underlines that gloves remain an essential protective measure as they are
a form of personal protective equipment, providing a barrier between germs and
hands. In this case, gloves will be offered, addressing critical aspects of
personal hygienc

Customers can customize their hygiene kits by adding items such as soap, facial
wipes, full facial masks, emergency medical kits, hand cream, toilet seat covers,
thermometers and various types of vitamins. All items contributing to the
importance of having a fulling tailored hygiene kit that meets our customers”
needs. Furthermore, all products will comply with airport regulations and will
be designed to meet the size and security limits for travel,

Finance:

Ourtarget demographic spans to individuals ages 18 and older. While this may
seem broad, the reason for our inclusive approach is supported by rescarch from
Hu, Y., Xu, L., Wang, X. et al. (2022), which reveals that the COVID-19
pandemic has heightened awareness of personal hygiene across all age groups.
Duwinsayanti, N-MU, Lubis,D.S and Hariana N. P.A (2021) suggests that with
the use of shaping the perception of hand hygiene as a norm within a
community,individuals may be more likely to adopt and maintain proper hand
hygiene practices. As a result of thi, our product will capture customers”
atention by hamessing the powerful influence of social trends and societal
impacts.

Our product is secured for success in this current market, as the ongoing
concerns surround COVID-19 continues to influence behayiors, particularly in
public spaces and while travelling. As individuals remain cautions, they are
secking offective ways to protect themselves and maintain their hygiene.
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‘What sets this product apart from the market is the ability to fully customize
‘your own hygiene kits filled with your preferences. We empower customers to
take control of their personal hygiene, creating a sense of ownership and.

satisfaction while customizing the product, situating us to stand out from the
competifive market.

Providing this unique customization, we not only meet a growing demand for
health products but also creates an opportunity for customers to engage with our
brand in a meaningful and a personal way.

By partnering with me on this exciting venture, you'll be offering customers a
Iuxurious product that will enhance their travel and leisure experiences like
never before. Together, we'll promote a greater awareness of personal hygiene,
‘making it not only a priority but an enjoyable part of daily routines through our
customizable premium product,

So, join me on this exciting business journey to provide our customers with the
convince and comfort of a personalized hygiene kit, making their travel
experiences casier, safe and more enjoyable.

T (2022) How Has Hyglano Changod in @ Post-Gayjd World”
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