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2.0 Owner’s Background

I am Charlotte Davies, the founder of ReVenture. I 
am currently pursuing an undergraduate degree in 
Fashion Buying and Merchandising at the Manchester 
Metropolitan University, where I have developed a 
strong understanding of consumer needs, sustainable 
sourcing and manufacturing, circularity and trend 
forecasting. My fashion background began with A-level 
textiles, where I explored changing fashion trends and 
developed hands-on skills in designing and creating 
products. 

Alongside my academic experience, I gained valuable 
experience in the customer service industry at a well-
established golf club. This role taught me how to deliver 
a high-quality luxury service that guaranteed consumers 
the best possible experience. 

With a foundation in both fashion and customer 
experience, I am launching ReVenture to offer 
responsibly sourced, circular products that encourage 
consumers to prioritise ethicality and sustainability 
over price. My aim for ReVenture is to inspire a shift 
in the way consumers approach fashion consumption 
and give them insight into how changing this can have 
a positive impact on the planet. ReVenture represents 
a step in the right direction towards inspiring 
meaningful change in the fashion and outdoor 
industry. 
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3.0 Company Description

ReVenture is a sustainable company creating outdoor bags from 
pre-loved fabrics, trims and other outdoor equipment, with a focus on 
festival tent waste. Prioritising circularity, ReVenture o�ers a lifetime 
guarantee and discounts on future products if a bag is unrepairable. 

Business Statement: 

Vision:Values:

Mission:
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To create circular products that tackle the waste problem 
in the fashion industry, one bag at a time.

To create a more sustainable future for fashion, driving an 
industry that prioritises planet over pro�t.

- Adventure

- Ethics

-  Sustainability- Transparency

-  Inclusion- Creativity
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4.0 Business Opportunity 

Additionally, 69% of consumers state they want to 
spend more time participating in outdoor activities 
(Orisha Commerce, 2024). This is reflected in the 
author’s primary research, with 48.3% of respondents 
considering themselves active and nature-driven 
(Appendix 3.6) (Author, 2025). It also highlights the 
growing demand for sustainable alternatives (Sender 
Ceron, 2024), with 65% of respondents actively seeking 
out sustainable brands (Appendix 3.7) (Author, 2025). 
Another 46.7% cite sustainability as very important 
when purchasing (Appendix 3.4) (Author, 2025). This 
is supported by Mintel (2024), who identified that 57% 
of Britons see sustainability as important in fashion 
(Sender Ceron, 2024). Furthermore, 87% of outdoor 
consumers consider sustainability when purchasing 
products (ESW, 2025). These factors highlight the 
growing consumer desire for sustainability and the 
demand for products like those offered at ReVenture 
(Clear Channel, 2024) (ESW, 2025). 

ReVenture operates within the UK outdoor industry, 
with strategic plans to expand into the global market. 
Global considerations are integrated throughout the 
plan to support ReVenture’s long-term expansion 
strategy.

In 2025, the global outdoor industry generated $27.96 
billion US Dollars (USD) in revenue (Statista, no date), 
reflecting a 6.4% increase from $26.29 billion in 2024 
(Statista, no date), with the UK contributing $1.28 
billion (Statista, 2024a). This growth is due to shifts in 
consumer lifestyle choices (Innova Market Insights, 
2025), with many in the UK choosing fitness and 
outdoor activities over social drinking and late nights 
(Experian, 2025). ReVenture is poised to capitalise on 
this growing interest, offering sustainable products that 
align with these changing consumer habits (Innova 
Market Insights, 2025). 
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According to Emerald (2024), ‘Consumption of clothing has increased 
by 60% in the past 10 years’, resulting in an equal increase in waste 
(Abankwah Ofori et al., 2025, p1-24). The global fashion industry is 
responsible for the annual production of 92 million tonnes of waste, 
with the UK contributing 300,000 alone (Matthews, 2024). 250,000 UK 
music festival tents are abandoned each summer (Black, 2024), many 
of which go straight to land�ll, contributing to approximately 900 
tonnes of waste (Guest, 2024). These factors directly contribute to 
land�ll and water pollution, negatively impacting human and animal 
well-being (Waste Managed, 2025). 

Water pollution is another problem, signi�cantly contributed to by 
the outdoor industry, due to the harsh PFAS (per- and poly�uoroalkyl 
substances) chemicals (DWI, 2025) required in the production process 
of Gore-Tex and waterproof items (Turner, 2024). 

61% of UK consumers identify a�ordability as a pain point when 
adopting sustainable lifestyles (Fenech et al., 2024, pp 27). 
Additionally, with 56% of Gen Z consumers living 
paycheck-to-paycheck (Jalloh, 2025) (Deloitte, 2024), a�ordability 
often outweighs sustainability (Jalloh, 2025). Many consumers 
ultimately choose fast fashion brands that disregard circular business 
models (Sender Ceron, 2024) (Aponte et al., 2024). These brands fuel 
fashion waste, promoting a ‘throwaway culture’ (Morrison, 2024), 
through weekly collection drops that drive constant consumption of 
new, trending items (Statista, 2024b)(Pryor, 2024). 

 PFAS chemicals contribute to water pollution, making the water 
unsafe for human consumption and uninhabitable for ecosystems 
(The Rivers Trust, 2025) (European Environment Agency, 2024) 
(Fidra, 2025); in fact, 75% of UK rivers pose a serious risk to human 
health due to contamination (Surfers Against Sewage, 2025).

The information discussed highlights the demand for sustainable 
alternatives that tackle these issues and appeal to the 70% of primary 
research respondents who believe fashion waste harms the 
environment (Author, 2025) (Appendix 3.10), as well as Gen Z and 
Millennials seeking low-impact products (PWC, 2024). 

4.1 Problem/Pain Point
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Figure 1: Garment waste Pile. (Sasha, no date24).
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4.3 Consumer Value & Profitability

ReVenture’s consumer was identi�ed as Gen 
Z and Millennials(Section 6.5) by the 
Sustainability Seekers report (2022) and the 
author’s primary research (Appendix 3.0) 
(Albella et al., 2022) (Author, 2025). These 
consumers are the target demographic for 
sustainable products (Clear Channel, 2024), 
with 10% willing to pay up to 50% more for 
sustainable items (Fashion’s Finest, 2024). 
The primary research supports this, with 
84.6% of Gen Z and Millennial respondents 
stating they are likely to pay more for 
sustainable products (Appendix 3.8) (Author, 
2025). However, as the survey was limited to 
60 respondents, due to reach and time 
constraints, their willingness to pay more 
remains uncertain (Author, 2025). 

ReVenture delivers value to these consumers 
through stylish, functional, a�ordable and 
environmentally friendly products, directly 
aligning with their desires and meeting their 
pain points (Jalloh, 2025) (Sender Ceron, 
2024)(Deloitte, 2024) (Brito, 2024). 

Furthermore, ReVenture will be pro�table through 
direct-to-consumer e-commerce sales and 
strategic wholesale partnerships (Snelling, 2022) 
(Leanne, 2023). These sales channels will provide 
consumers with greater access to the brand 
(Snelling, 2022), improving consumer-brand 
relationships (Stack In�uence, 2024), thus 
increasing pro�tability for ReVenture (Snelling, 
2022). ReVenture will partner with eco-conscious 
platforms, like Good on You (Good On You, 2025), 
to generate revenue through a�liate marketing to 
increase brand engagement and consumer 
awareness of sustainability (Acuna, 2025). 

To conclude, ReVenture’s product o�ering aligns 
with current trends of upcycling (Caprioli et al., 
2024) (Edwards, 2022) and sustainable, 
cost-conscious purchasing (Business of Fashion 
and McKinsey and Company,2024, pp 62)(Mintel, 
2024). It addresses existing waste problems, 
prevents future waste, and reduces environmental 
impact, making it an ideal eco-friendly 
alternative. 

By disrupting the market with its alternative 
approach to waste reduction and niche product 
o�ering, ReVenture sets the standard for a more 
environmentally responsible outdoor industry. 
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Figure 3: Visual representation 
of the 32L bag in blue being 
worn (Source: Author, 2025)
(Nikokvfrmoto, no date26) (WGSN, 
no date). 9

32L front 32L back

Deadstock Range
Deadstock 
Waterproof 
Polyester

Waterproof-zip4.4

32L sold at £100 to meet a 28% pro�t margin of the calculated direct cost price.

Chest&waist straps 
to provide greater 

support.

Hanging loop from 
excess fabric.

Adjustable, lightly 
padded straps, for 
comfort and size 

inclusivity. Di�erent coloured 
sections dependent on 

quantity of 
deadstock&colour 

variation available at 
time of purchase.

Outdoor clothing typically 
re�ects natural colours (Back 
Country Altitude, 2023), 
including earthy tones such as 
olive, navy, green, dark grey, 
maroon, and burnt orange (Back 
Country Altitude, 2023) (Hicks, 
2021). These commonly used 
colours in�uenced the author’s 
product range choices, as 
deadstock fabrics are most likely 
available in similar shades. With 
no WGSN report beyond A/W 
24/25 (Harman, 2023), it is 
unclear exactly what the colours 
may be; however, existing 
research supports the use of 
earthy tones (Back Country 
Altitude, 2023). The tent colours 
will follow a similar palette, 
though a broader variety has 
been selected to re�ect the 
extensive colour range found in 
tents (Vitiello, 2025).

 Created from excess 
deadstock fabric layered 
ontop to make a thicker 

strap.
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Figure 4: 32 Litre Backpack. 
(Source: Author, 2025) 
(WGSN, no date).
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18L front 18L back

Deadstock waterproof nylon 
canvas (Deadstock varies 
dependant on availability at 
time of purchase) (Guy, 2024) 
(Yu-City, 2024).

Same colourings as 32L  
just inverted creating 

more variety and 
ensuring as little waste as 

possible/maximum 
utilisation of deadstock.

Release buckle 
strap to 

open&close bag
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Figure 5: 18 Litre Backpack. (Source: Author, 2025) (WGSN, no date).
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32L front

32L back

Consumer Range

Old jacket zips
Pre-loved waterproof 
polyester backpack 

straps, bag loops&buckle 
straps

Consumer end-of-life waterproof GoreTex 
jackets/trousers/camp chairs for main body

18L front&back
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Figure 6: 32 Litre Backpack. (Source: Author, 2025) (WGSN, no date). Figure 7: 18 Litre Backpack. (Source: Author, 2025) (WGSN, no date).
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9.2 Branding

The brand colours were 

chosen from these 

inspiration images to 

re
ect ReVenture’s values 

of supporting and enjoying 

nature, whilst highlighting 

the outdoors’ sense of 

playfulness, fun and 

relaxation.
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Figure 28: Mood Board. (Source: 
Author, 2025) (Pinterest, no date11) 
(Pinterest, no date12) (Pinterest, 
no date13) (Pinterest, no date14) 
(Pinterest, no date 15) (Pinterest, 
no date 16) (Pinterest, no date7) 
(Pinterest no date 10). 40

9.2.1 Font&Logo

ReVenture’s logo incorporates aspects of nature 
to reflect the brand’s environmental values and 
promotion of outdoor activity participation. 
Positioned like a badge on each bag, it acts as 
an emblem (Nisha, 2022). Variations of the logo 
were created to better complement the different 
bag colours and enhance visual appeal.

Kiro Bold, a minimal and simple condensed 
sans-serif (Adobe, 2025) is used in the logo and 
headings to reflect brand identity and ensure 
continuity. Bagatela Regular is used for body text 
due to its readability and compatibility with Kiro 
Bold (Typograma, no date). 
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Bagatela: ReVenture

Kiro: ReVenture
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Figure 29: ReVenture Logo 
(Source: Author, 2025).

Logo colours

6.3 Competitor Analysis

The competitor table, in appendix 5.0 analyses 
ReVenture alongside their competitors, 
focusing on competitive advantage, 
performance potential, and key similarities and 
differences in brand strategy, sustainability, 
product offerings and pricing architecture.  

The table highlights ReVenture’s unique market 
position, offering consumers one-of-a-kind 
backpacks (section 4.2). While competitors 
prioritise sustainability and promote social 
causes (Roka London, 2025a)(Cotopaxi, 2025a)
(Crackpacs, 2025a), ReVenture is differentiated 
by targeting festival waste and offering 
consumers the chance to recycle end-of-life 
products through the development of a pre-
loved range. 

ReVenture’s pricing strategy is also a key 
differentiator, offering a more accessible 
alternative compared to higher-priced 
competitors like Cotopaxi and Crackpacs 
(Cotopaxi, 2025f)(Crackpacs, 2025d). By 
combining affordable pricing with niche-waste 
solutions, ReVenture offers a compelling, eco-
friendly alternative for consumers seeking high-
impact sustainability (ESW, 2025). 
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The brand positioning map highlights the similarities and differences between ReVenture and their competitors. 
Each brand has a similarly high level of sustainability, with Cotopaxi being ranked as the most sustainable, due to their commitments to people and 
planet (Cotopaxi, 2025b) (Cotopaxi, 2025a). Pricing architecture is where the brands differ, with Cotopaxi at the high-price end, Crackpacs around the 
middle and Roka London and ReVenture at the low end (Appendix 5.0). Direct price comparison is challenging due to variations in bag sizes, with Roka 
London only offering up to 20L (Roka London, 2025e), and Crackpacs up to 28L (Crackpacs, 2025c). However, compared to Cotopaxi’s £195 32L bag 
(Cotopaxi, 2025f), ReVenture has a more affordable, same-size alternative at £100. ReVenture’s prices represent better value for money, especially when 
compared to Crackpacs’ smaller 28L bag priced at £130. 

These findings reinforce the strong consumer demand for products like ReVenture’s, driven by affordable pricing, sustainable values and unique 
offerings. 

6.4 Brand Positioning
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Figure 11: Brand Positioning Map. (Source: Author, 2025).

Low-Price 
E.g.£55

Low-Level of 
Sustainability

High-Level of 
Sustainability

High-Price
E.g.£230£143

Crackpacs

Roka London

ReVenture

Cotopaxi
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Upcycled Tent Range

32L Front&Back 18L Front&Back
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4.6

Waterproof main body 
of tent 

Straps from tent pole bags 

Pre-loved consumer item 
straps

Figure 8: 32 Litre Backpack. (Source: Author, 2025) (WGSN, no date). Figure 9: 18 Litre Backpack. (Source: Author, 2025) (WGSN, no date).
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Once a bag is beyond repair, ReVenture will 
utilise the zips, toggles, clips and anything else 
salvageable in a new bag, ensuring recyclability 
and circularity (Messent et al., 2025).

Beyond Repair
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4.7

Figure 10: 32 Litre Backpack taken apart and then salvageable pieces 
used in new backpack. (Source: Author, 2025) (WGSN, no date).
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5.0 Business Objectives

5.1 Product Development

Create and launch bag ranges using low-impact materials, appealing to eco-conscious 
consumers and aligning with SDG target 6.3 (Appendix 1.2)(United Nations, 2025a).

Y1:

Y2:

Y3:

- Launch two deadstock fabric backpacks: 32L and 18L.

- Partner with 3 festival companies to collect abandoned tents.
- Launch upcycled tent bag range 
- Increase sales by 40% from year 1 through festival pop-ups and bags. 

- Introduce 4 bags utilising pre-loved and end-of-life consumer products
- O�er 10% discount in exchange for pre-loved items.
- Increase sales by 20% from year 1.
- Introduce repair service
- Introduce DPP to improve supply chain transparency and consumer awareness of 

products’ sustainability (Sheehan and Szegedi, 2024, pp 4). 
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5.2 Sustainability

Reduce carbon footprint and enhance consumer awareness and engagement with 
sustainability to support UK’s Net Zero by 2050 target (Gov UK, 2022). 

Y1:

Y2:

Y3:

- Reduce carbon footprint by 30%, through sourcing and manufacturing nearshore (UK).

- Achieve carbon neutrality certi�cation by end of year three through o�setting any 
remaining carbon emissions (United Nations, 2025b). 

- Improve consumer awareness and engagement of sustainability by 50%, through a range 
involving their end-of-life products. 

Established 2025

From Waste to Wear

15

6.5.2 Customer Mood Board
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27Figure 12: Consumer Mood Board (Source: Author, 2025) (Pinterest, no date1) (Pinterest, no date2) 
(Pinterest, no date3) (Pinterest, no date4) (Pinterest, no date5) (Pinterest, no date6) (Pinterest, no date7) 
(Pinterest, no date8) (Pinterest, no date9).

ReVenture

Charlotte Davies
21366559
Fashion Enterprise
Fashion Buying and Merchandising
Word Count: 4943

Established 2025

From Waste to Wear

7.0 Marketing/Sales Strategy
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7.1 Marketing Objective 1

Business Objective 1: (Section 5.1)

Achieve 70% cumulative brand engagement and 65% increase in brand awareness over three years, through 
targeted eco-conscious marketing campaigns showcasing bag ranges and their sustainable practices. 

Y1:

Y2:

Y3:

- Boost engagement by 30% and awareness by 25% via social media campaigns 
(Instagram/Facebook/TikTok), focused on the sustainability of deadstock backpacks. 

- Drive �nal 15% (70% total) engagement and 20% (65% total) awareness increase through 
festival pop-up shops.

- Increase engagement by 25% (55% total) and awareness by 20% (45% total) through a 
loyalty program o ering 10% discounts for customers who return their end-of-life 
products. 
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Supporting marketing objective:
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8.0 Action Plan

38

This action plan outlines the project and marketing timelines from company formation to post-launch.
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Figure 26: Cardboard box with visual representation of 18L bag being lowered into box. (Source: 
Author, 2025) (WGSN, no date).

Figure 27 Swing Tag (Source: Author, 2025).

9.1 Packaging

9.0 Brand Pack

With sustainable and 
non-polluting properites, 
eco-friendly paper pulp will be 
used for boxes and swing 
tags(Green Compostables, 
2024). Made from materials 
like hemp, bamboo �bre or 
wheat straw (Green 
Compostables, 2024), it 
reduces waste, avoids tree 
harvesting for pulp (Green 
Compostables, 2024), and has a 
more energy-e cient, 
low-chemical production 
process compared to regular 
paper (Green Compostables, 
2024).
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Paper-pulp 
cardboard 

box&swing tag

Neutral logo

UPC 
label&barcode
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DPP QR 
code


