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[bookmark: _Toc226809751]Executive Summary
EcoPack Solutions is a startup in the UK that provides sustainable packaging services (biodegradable, compostable, and recyclable packaging) to small and medium-sized businesses. The business will be a Private Limited Company, which will need initial capital of £50,000 to start with. This will be raised with the help of a UK Start Up Loan (£30,000) and personal investment (20,000).
Market research confirms that the demand is high, as the UK Plastic Packaging Tax, the Environment Act 2021, and increased preference of consumers towards eco-friendly solutions contribute to it. Porter's Five Forces Competitive Analysis reveals distinct differentiation opportunities in an underserved segment of SMEs.
Marketing to customers will be done using digital marketing, SEO, and social media as part of the 7Ps marketing structure. The financial projections show that the breakeven point is about 1,015 units in a month, which is attainable during Month 3. EcoPack Solutions is poised to achieve both good business profits and significant environmental impact in the UK sustainable packaging business.
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[bookmark: _Toc226809752]Overview of the Business Idea
EcoPack Solutions is an eco-friendly packaging company that offers alternatives to plastic packaging that are environmentally responsible. The business will sell biodegradable, compostable, and recyclable packaging products. Such as food containers, mailer bags, and branded boxes customized to specific brands. It will be aimed at small and medium-sized e-commerce companies, food vendors, and retail brands that want greener packaging solutions(Kumar et al., 2019).
The company will be in the form of a Private Limited Company (Ltd), which will offer limited liability protection without restricting the flexibility of the operation. In this legal structure, there is investor confidence and scalability over the long term.
At start-up, the management will be lean. An overall strategy and sales will be managed by the founder with the assistance of a procurement and operations manager. Dealing with supplier relationships and fulfilment, and a marketing coordinator, dealing with digital outreach. Major production will be on contract to qualified sustainable suppliers, which will cut down on the initial capital outlay(Ncube et al., 2020).
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PESTEL Analysis
Political: The UK government is actively promoting sustainability by implementing such initiatives as the Plastic Packaging Tax (2022) that levies a fee of £200 per tonne on plastic packaging that does not contain over 30 percent of recycled material (GOV.UK, 2022). This is a direct push towards sustainable substitutes to the advantage of EcoPack Solutions(Prakash & Pathak, 2016).
Economic: The sustainable packaging market in the UK is expected to expand tremendously, owing to increased consumer expenditure on more environmentally friendly products. Nonetheless, inflation and increased costs of raw materials are still some of the problems that can influence pricing and profit margins, especially for a startup(Dilkes-Hoffman et al., 2019).
Social: Consumers in the UK are becoming more environmentally conscious. According to a report published by A Nielsen (2023), more than 60 percent of consumers in the UK like brands with sustainable packaging. This cultural transformation to greener alternatives sets the stage for a strong and increasing customer base to EcoPack Solutions(Testa et al., 2013).
Technological: Innovations in biodegradable materials (e.g., seaweed-based, mushroom-based packaging) are increasing product options. By investing or collaborating with suppliers of novel materials, EcoPack Solutions will be in a position to remain competitive and provide state-of-the-art solutions(Packaging Waste, 2026).
Environmental: The ambition of the UK to reach net zero by 2050 imposes a lot of pressure on businesses to minimize plastic waste. This regulatory and environmental environment is highly biased towards companies that provide sustainable packaging, and this makes EcoPack Solutions a well-timed and appropriate business(Dangelico & Vocalelli, 2017).
Legal: The Environment Act 2021 and Extended Producer Responsibility (EPR) policies compel companies to be more responsible when it comes to packaging waste. These legal systems drive the businesses to sustainable packaging suppliers, directly boosting the demand for the products of EcoPack Solutions(Dangelico & Vocalelli, 2017).
Competitive Analysis: Porter's Five Forces
Threat of New Entrants – Moderate: The sustainable packaging market is comparatively easy to enter since the supply of biodegradable materials is becoming more available. Nevertheless, this will take time and investment to build supplier relationships, certifications, and brand trust, which offers some security to the current businesses, such as EcoPack Solutions(Bocken et al., 2013).
Bargaining Power of Suppliers – Moderate: The power of specialist suppliers of sustainable materials lies in the scarcity of certified, eco-friendly raw materials. EcoPack Solutions will overcome this by establishing rapport with various suppliers so that it will not be dependent on a single supplier.
Bargaining Power of Buyers – High: The packaging available to SMEs and retail brands is vast, which allows them a high switching power. EcoPack Solutions will respond to this by providing competitive prices, customisation features, and trustworthy customer care to attract repeat customers(Geueke et al., 2018).
Threat of Substitutes – Moderate: Traditional plastic packaging is also cheaper and more readily available, with a threat to substitute. But the threat is eroding over time as more legal constraints and consumer pressure gradually decrease the appeal of plastic.
Competitive Rivalry – High: The market is controlled by established players like DS Smith, Smurfit Kappa, and Vegware, who have strong brand recognition and economies of scale. EcoPack Solutions will be differentiated through serving the underserved SMEs with low-cost, customisable, and 100 percent compostable packaging options(Singh & Ordoñez, 2015).
[bookmark: _Toc226809754]Marketing Communications
Marketing Mix – 7Ps Framework
Product: EcoPack Solutions will be providing biodegradable, compostable, and recyclable packaging items such as food packages, mailer bags, and branded boxes. The products will be accompanied by well-known eco-labels, like the EU Compostability Certificate, and will reassure the client about being truly sustainable. Its product range will also be periodically updated with new sustainable materials to satisfy the changing customer requirements.
Price: Competitive pricing strategy will be embraced, which will position EcoPack Solutions as a low-cost but quality provider in the SME market. There will be volume-based discounts in order to promote repeat purchases and long-term contracts. The prices would be transparent and explain the difference between the value of sustainable alternatives and the standard use of plastic packaging(Soler, 2010).
Place: EcoPack Solutions will be mainly direct to the customer's e-commerce website, which will cut down on overheads and will be able to reach the whole of the UK. Moreover, collaborating with sustainable business directories and platforms like EcoVadis and Buy Wholefoods Online will raise the profile of its products. One of the future considerations is to supply via B2B trade platforms to the retail and food service industries.
Promotion: The marketing of the products and building of brand community among environmentally conscious companies on Instagram and LinkedIn.
Search Engine Optimisation (SEO) such that the site is highly ranked on any UK relevant search, such as sustainable packaging in small businesses.
Send email marketing to SMEs with updates, sustainability tips, and offers on products(Ncube et al., 2020).
Objective: The company's blog about the issue of packaging regulation, sustainability trends, and the advantages of turning its business green.
Attending UK sustainability trade shows like The Packaging Innovations Exhibition will also enhance brand awareness among industry professionals.
People: Employees will receive training on product knowledge and sustainable values to make sure that each customer experience reflects the brand as environmentally friendly. Customer service will be made a priority, and good word-of-mouth is especially important in the SME community.
Process: EcoPack Solutions will have a smooth online ordering system whereby customers will have the option of the product being customised, they will be given instant quotes, and the orders will be tracked efficiently. An easy and straightforward procedure will lessen friction and enhance the general customer experience, promoting re-business.
Physical Evidence: Since it is an online company, the physical proof will be provided in the form of a professional website design, certified product labels that are eco-friendly, branded packaging samples, which will be sent to the potential clients, and verified customer reviews. These are the aspects that establish trust and credibility among new customers who are unable to visit a store physically(Ncube et al., 2020).
[bookmark: _Toc226809755]Financials
Funding Requirements
EcoPack Solutions will need a start-up capital of £50,000, which is to cover one month's operations, stock purchase, web development, and marketing. This finance will be raised from two sources:
Bank Loan: £30,000 through a UK Start Up Loan scheme (GOV.UK, 2024), which has low-interest rates that can be used by new businesses.
Personal Investment - the founder has invested £20,000, showing goodwill and decreasing the total loan dependency.
This is a combination strategy that reduces the risk of financial risk and gives enough capital to start operations without fear(Singh & Ordoñez, 2015).
Startup Expenses – First Month of Operations
	Expense Category
	Estimated Cost (£)

	Website Development & E-commerce Setup
	£3,500

	Initial Stock & Packaging Materials
	£15,000

	Branding & Logo Design
	£1,000

	Marketing & Advertising
	£2,500

	Office & Storage Rental
	£2,000

	Legal & Accounting Fees
	£1,500

	Staff Wages (2 employees)
	£4,000

	Packaging Certifications
	£1,200

	Miscellaneous/Contingency
	£1,300

	Total
	£32,000


Monthly Budget – First 3 Months
	Budget Item
	Month 1 (£)
	Month 2 (£)
	Month 3 (£)

	Income
	
	
	

	Sales Revenue
	8,000
	12,000
	18,000

	Total Income
	8,000
	12,000
	18,000

	Expenses
	
	
	

	Stock & Materials
	5,000
	6,500
	8,000

	Staff Wages
	4,000
	4,000
	4,000

	Marketing
	2,500
	2,000
	1,500

	Rent & Utilities
	2,000
	2,000
	2,000

	Loan Repayment
	600
	600
	600

	Miscellaneous
	500
	500
	500

	Total Expenses
	14,600
	15,600
	16,600

	Net Profit/Loss
	-6,600
	-3,600
	+1,400


The budget shows that the first two months will have an expected loss and this is common in start-ups. It is expected that the sales increase and there will be a positive payoff in Month 3 since sales are increasing and marketing investment is decreasing.
[bookmark: _Toc226809756]Conclusion
EcoPack Solutions is an attractive and promising business opportunity in an expanding UK market on sustainable packaging. The overall PESTEL analysis, as well as the five forces analysis by Porter, have assisted the business in identifying an existing gap in the market that will be exploited through serving the neglected SMEs. The 7Ps marketing model is a systematic and effective means of accessing the target customers. The business is viable, since its breakeven is projected to be in Month 3 and there is a positive cash flow across. With extremely close government support in the shape of the Plastic Packaging Tax, and a constantly increasing demand from consumers towards environmentally-friendly solutions, EcoPack Solutions has a high probability of turning into a prosperous business, and also making an enormous contribution to the environment.
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