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Executive Summary

Brief Overview

Kasooli is dedicated to producing sustainable and affordable menstrual products crafted from

corn fiber, an agricultural resource. Our biodegradable pads offer an eco-friendly alternative to

conventional options, addressing both environmental concerns and menstrual health needs.

Mission Statement

Transform agricultural resources into eco-friendly hygiene solutions, fostering sustainability,

reducing waste, and empowering communities worldwide.

Vision Statement

Lead the transformation in menstrual health by making sustainable, biodegradable products

accessible to all.

Leadership Team

This team was formed from a Colorado State University Venture Backed Senior Design Project

Name Major Role

Samantha Preuss Mechanical and Biomedical Engineering Project Manager

Shelby Ardehali Chemical and Biological and Biomedical Co-Chemical Lead
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Engineering

Lauren Brainard Chemical and Biological and Biomedical

Engineering

Co-Chemical Lead

Kelli McGuire Mechanical and Biomedical Engineering Mechanical Lead - US

Centered

Monte Kalsbeek Mechanical Engineering Mechanical Lead - Global

Centered

Phillip Borchert Business Administration: Innovation

Management and International Business

Business Lead

Advisors

Name Title

Dr. Sam Bechara WSCOE Associate

Dean for Undergraduate Affairs, Mechanical Engineering Teaching

Dr. Seth Dillard Mechanical Engineering Associate Teaching Professor

Wade Troxell Venture Funded Senior Design Program Coordinator

Bert Vermeulen Venture Funded Senior Design Program Coordinator

Kipp Krukowski Clinical Professor, College of Business

Business Lead Senior Thesis Advisor
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Company Description

Nature of the Business

Kasooli is a for-profit business offering a low-cost, eco-friendly line of menstrual products

made from corn stalk fibers, a sustainable agricultural resource. We aim to address the growing

demand for affordable, biodegradable hygiene products. By innovating with low-cost,

renewable materials, Kasooli provides a viable alternative to mainstream menstrual products

while minimizing environmental impact.

Problem Statement

Despite growing awareness of environmental sustainability, affordable, planet-friendly

menstrual products still need to be improved, especially for consumers prioritizing both cost

and environmental impact. Many available options lack biodegradability, contributing to

significant waste and pollution. Additionally, consumers often face health concerns due to

low-quality, chemical-laden materials in existing budget products. There is a need for an

accessible, sustainable menstrual product that meets affordability, functional standards, and

environmental standards.
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Market/Industry Analysis

Market Size and Expected Growth
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Source: Secondary Research, Interviews with Experts, and MarketsandMarkets Analysis

The global sanitary pad market, a major segment of the feminine hygiene industry, is

projected to grow from $14.8 billion in 2023 to $19.8 billion by 2028, at a CAGR of 6.0%. This

segment represents approximately 60% of the total feminine hygiene market, highlighting the

dominance of sanitary pads as the preferred menstrual product worldwide. Increasing female

populations, rising awareness of menstrual health, and growing demand for sustainable

alternatives to traditional plastic-based products drive this growth.

Kasooli is positioned to address this demand for sustainable and affordable sanitary

pads. By focusing on the sanitary pad segment, the company targets a Total Addressable

Market (TAM) of $19.8 billion, which is 60% of the projected $32.2 billion total feminine hygiene

market by 2028. Within this TAM, the Serviceable Available Market (SAM) is estimated at $2

billion (10% of SAM), comprising eco-conscious consumers actively seeking biodegradable

alternatives. Kasooli’s Serviceable Obtainable Market (SOM) is a conservatively estimated

minimum of 1–2% of the SAM, translating to $20–40 million in sales volume. The rationale for

Serviceable Obtainable Market (SOM) of 1-2% is reasonable as 50% of respondents expressed

interest in our product, and with the right branding and product positioning, we can bridge the

7



gap between traditional and premium sustainable products, making it accessible to a broader

audience.

SWOT Industry Analysis

Strengths: The U.S. sanitary napkin market benefits from consistent demand and a

growing shift toward sustainability. Traditional disposable pads can take centuries to

decompose, leading eco-conscious individuals to seek greener alternatives. Brands are

responding with innovations like enhanced absorbency, breathable materials, and odor control,

improving both comfort and environmental responsibility.

Weaknesses: Despite the rising interest in sustainable products, eco-friendly sanitary

napkin brands face pricing challenges in a market dominated by established players with

strong distribution networks. These large companies thrive off customer loyalty and marketing

resources, making it difficult for new entrants to gain visibility. Additionally, sourcing

sustainable materials can increase production costs, impacting affordability.

Opportunities: The increasing demand for sustainable products presents significant

growth prospects. Brands are introducing biodegradable and compostable options, such as

bamboo-based pads. Innovations in comfort features like enhanced absorbency and odor

control further attract users.

Threats: Sustainable brands face intense competition from established companies like

Always and Kotex, which maintain market dominance through high-performance products and

aggressive pricing strategies. Regulatory compliance adds complexity, as brands must adhere

to health standards. Volatility in the cost of sustainable materials can threaten profitability.

*Note* Please reference Works Cited for Market Analysis in the appendix for sources.
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SWOT Analysis for Kasooli

Strengths

Innovative Use of Agricultural Resources: Utilizing corn fibers and other agricultural waste

materials aligns with sustainability goals and offers a unique selling proposition.

Affordability: Commitment to providing low-cost, biodegradable menstrual products makes

eco-friendly options accessible to a broader market segment.

Social Impact Initiatives: Potential partnerships with NGOs to address period poverty

enhance brand reputation and community engagement.

Weaknesses

Limited Brand Recognition: As a new entrant, Kasooli may face challenges in building trust

and awareness compared to established brands.

Production Scalability: Ensuring consistent quality and supply while scaling up production

could present operational challenges.

Opportunities

Growing Demand for Sustainable Products: Increasing consumer awareness and demand

for eco-friendly menstrual products present a significant market opportunity.

Product Line Diversification: Opportunity to expand into related products, such as reusable

menstrual cups or organic personal care items.

Educational Campaigns: Initiatives to educate consumers about sustainable menstruation can

drive brand loyalty and product adoption.
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Threats

Intense Competition: Established brands with significant market share and marketing budgets

may pose competitive challenges.

Regulatory Hurdles: Compliance with health and safety regulations across different regions

can be complex and costly.

Supply Chain Disruptions: Dependence on excess corn stalk availability may be affected by

seasonal variations and supply chain issues.

Consumer Skepticism: Overcoming skepticism regarding the efficacy and comfort of

biodegradable products compared to traditional options.

Organization and Management

Business Structure

Kasooli will be structured as a Limited Liability Company (LLC) to provide flexibility in

management, limit personal liability, and ease of setup operations. The LLC structure combines

the liability protection of a corporation with the tax efficiencies and simplicity of a partnership.

This structure allows for ease in bringing in new partners, such as additional investors or team

members, and simplifies profit distribution without corporate formalities. Kasooli’s management

team will include a founder-led approach, with roles focused on product development, supply

chain, sustainability, scalability, and marketing.

10



Trademark Protection

Kasooli will file for a trademark to secure exclusive rights to its name and logo, ensuring

brand distinctiveness and legal protection. This legal protection ensures that the Kasooli brand

remains distinct in the marketplace and prevents unauthorized use by competitors.

Product

Product Description

Kasooli Biodegradable Pads are made with a core of highly absorbent corn fiber sourced from

renewable agricultural resources with a leakproof adhesive layer with a soft, breathable top

sheet for comfort.

Unique Selling Proposition

Biodegradable: Offers an alternative to plastic-based hygiene products.
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Sustainable Sourcing: Absorbent corn fiber material from a renewable agricultural resource.

High Performance: Comparable absorbency and comfort as traditional products.

Community Impact: Work directly with local farmers, and we contribute to sustainable

agriculture practices.

Affordable Innovation: Competitive prices, Increasing access to affordable and sustainable

solutions.

Business Model Canvas

Key Partners

Farmers and Suppliers: Collaborate with corn farmers in the Midwest, particularly in the US

Corn Belt in Iowa and Nebraska, to source abundant corn stalks. This partnership supports

local agriculture and ensures a steady supply of raw materials.
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Retailers: Partner with major retailers such as Walmart and Target to achieve broad market

reach and accessibility. Additional high-end retailers like Whole foods, and Sprouts to cater to

eco-conscious consumers.

NGOs and Nonprofits: Collaborate with organizations like Days for Girls International and

PERIOD, which focus on menstrual health education and combating period poverty. Their

global reach and established networks can amplify Kasooli’s social impact initiatives.

CSU Strata: A key partner providing essential startup mentorship, financial assistance, and

support with patent filing and legal guidance. Through their Lab2Life 2 year incubation

program, they offer resources to help Kasooli succeed. In return, CSU Strata earns royalties on

the patented technology, aligning their success with Kasooli’s growth.

Key Activities

Sustainable Product Development: Innovate and refine biodegradable menstrual products

using corn fibers, ensuring they meet high standards of comfort and absorbency.

Efficient Manufacturing and Scaling: Establish manufacturing operations in the Midwest,

leveraging proximity to raw material sources and benefiting from local tax incentives for

sustainable businesses.

Distribution and Marketing: Strategically place products in selected retail outlets and develop

a robust online presence to maximize accessibility and brand visibility.

Education and Awareness: Conduct campaigns to educate consumers about the

environmental impact of traditional menstrual products and the benefits of sustainable

alternatives, promoting informed purchasing decisions.
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Key Resources

Raw Materials: Corn stock from Midwest farmers, ensuring a reliable and cost-effective supply

chain.

Manufacturing Infrastructure: Facilities equipped for large-scale production of biodegradable

menstrual products, strategically located alongside highways to optimize logistics and reduce

transportation costs.

Human Capital: Kasooli’s operations will be supported by a skilled team of approximately 15

employees. The team will include two Materials Engineers focused on developing and testing

biodegradable materials, as well as one Environmental Engineer dedicated to ensuring

sustainable manufacturing practices and regulatory compliance. To optimize production

processes, two Industrial Engineers will focus on manufacturing efficiencies. Marketing efforts

will be driven by two Marketing Specialists managing brand outreach, digital campaigns, and

customer engagement. Additionally, two Supply Chain Managers will oversee logistics, supplier

relationships, and raw material procurement. The manufacturing process will also involve five

Machine Operators running production equipment and operations.

Value Propositions

Affordability: Offering high-quality, eco-friendly menstrual products at competitive prices,

making sustainable options accessible to budget-conscious consumers.

Sustainability: Providing biodegradable pads made from corn fibers, significantly reducing

environmental impact compared to traditional products. Current market options are often made

with plastics that take centuries to decompose.
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Accessibility: Ensuring wide availability through partnerships with major retailers and a strong

online presence, making it convenient for consumers to purchase products.

Social Impact: Addressing period poverty by collaborating with NGOs such as Days for Girls

International and PERIOD to distribute products and educate communities, particularly in

developing countries.

Customer Relationships

Educational Engagement: Organize campaigns on sustainable menstruation practices.

Promote awareness about current products made from plastics that take centuries to

decompose, creating a strong sustainability narrative for Kasooli in advertisement campaigns

and social media awareness. Sponsor and host events focused on sustainability to drive

customer awareness and provide samples for consumers to test out.

Social Advocacy: Collaborate with NGOs like Days for Girls International and PERIOD to

support initiatives aimed at reducing period poverty and enhancing brand reputation.

Channels

Retail: Distribute products through major retailers such as Walmart, Target, and Whole Foods,

leveraging their extensive networks to reach a broad consumer base.

E-Commerce: Sell directly to consumers via platforms like Amazon and the Kasooli website.

Marketing Platforms: Utilize social media channels (Instagram, TikTok, Facebook) for targeted

advertising campaigns, collaborate with eco-conscious influencers on Social Media and

engage in sponsored content marketing through sustainability-focused blogs and podcasts.
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Customer Segment

Budget-Conscious Sustainability Seekers: Young women seeking affordable menstrual

products that align with sustainability, prioritizing cost but open to biodegradable options

within their budget.

Health-Conscious, Eco-Minded Professionals: Educated women balancing health and

eco-consciousness, willing to pay more for natural, non-toxic, and sustainable products that

prioritize safety and the environment.

Socially Driven Sustainability Advocates: Women supporting brands that set the example of

ethical consumption, valuing social responsibility and environmental impact alongside product

performance.

Cost Structure

Material and Production Costs: Focus on sourcing raw materials like corn fibers directly from

agricultural suppliers, ensuring affordability and minimizing environmental impact. Establish

relationships with local farmers and bulk suppliers to secure consistent quality and supply at

competitive prices. Implement efficient manufacturing processes to optimize production costs

while maintaining high product standards.

Research and Development: Invest in refining biodegradable materials and enhancing

product features such as absorbency, comfort, and durability. Dedicate resources to

prototyping, testing, and regulatory compliance to ensure the product meets safety and

performance standards.

Distribution and Logistics: Forge partnerships with established logistics companies to reduce

transportation costs. Strategically distribute products to major retailers, online platforms, and

regional stores to maximize accessibility while minimizing overhead costs.
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Marketing: Allocate funds to targeted marketing campaigns emphasizing the product’s

affordability, biodegradability, and social impact. Use digital platforms, including social media

and influencer collaborations, to reach eco-conscious and budget-friendly audiences.

Highlighting the benefits of sustainable production, health-conscious materials, and support for

period poverty initiatives.

Revenue Streams

Retail Sales: Kasooli pads will be sold in packages of 30, with a Manufacturer’s Suggested

Retail Price (MSRP) of $9.99 per pack. This competitive pricing aligns with the needs of

budget-conscious consumers while delivering a biodegradable and eco-friendly product.

Wholesale Partnerships: Wholesale pricing will be structured to incentivize bulk purchases by

large retailers, with packages priced between $6.00 and $7.00 per unit based on order volume.

This approach ensures attractive margins for retailers while expanding Kasooli’s footprint in

high-volume stores like Walmart, Walgreens and Target.

Online Sales: Through direct-to-consumer sales on platforms like Amazon and Kasooli’s

e-commerce site, products will be offered at $9.99 per pack.

Primary Research

Analysis of Survey Findings

Sustainability Importance and Product Awareness: Sustainability emerged as a significant

factor, with many respondents willing to pay more for environmentally-friendly products. One

respondent emphasized, “Sustainability is my top concern along with no fragrances added,”
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while another noted they were “willing to pay around $5 more” for sustainable menstrual

products. However, there’s also a clear need for transparency, with one respondent sharing, “I

appreciate ‘proof’ that proves it isn’t just another marketing angle,” highlighting a preference for

brands that avoid greenwashing.

Frustrations with Current Products: Comfort, toxicity, and durability were top issues. One

respondent said, “They aren’t comfortable and can worsen the effects of my period,” pointing

to both performance and discomfort issues with current options. Others were also cautious of

chemicals: “The chemicals used are my biggest concern,” indicating a strong preference for

non-toxic alternatives. Another pain point was the price. One respondent saying “Lack of

quality. If it is priced lower, I can expect it to have harmful chemicals,” showing that price

perception impacts trust in product safety.

Social Impact Appeal: Social responsibility holds weight for many consumers. One

respondent emphasized, “Absolutely! But I would prefer they donate menstrual products to

low-income, impoverished, and homeless people,” indicating that community-focused

initiatives are valued. Another respondent said: “Yes, because menstrual products are

expensive and it is important that communities with little to no income have access as well.”

Buying Channels and Preferences: Retail stores were the preferred purchase channel with for

the overwhelming majority of respondents, with very few purchasing menstrual products

online.

Targeted Consumer Profiles Based on Customer Discovery Findings

Group 1. Budget-Conscious Sustainability Seekers

Demographics: Women aged 18-30, with income below $50,000, typically students or

early-career professionals, often single or in small households.
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Psychographics: These consumers prioritize affordability but are increasingly aware of

sustainability. They are interested in plastic-free, biodegradable options as long as they remain

within a budget.

Supporting Quote: “I’m willing to pay around $5 more [for a sustainable product]. They aren’t

comfortable and can worsen the effects of my period, plus they can be pretty expensive.” -

Respondent, age 21, <$25,000 income.

Group 2. Health-Conscious, Eco-Minded Professionals

Demographics: Women aged 25-45, income between $50,000 and $100,000, well-educated,

often married or with children.

Psychographics: These consumers are highly concerned with health and environmental

impact, preferring products made with non-toxic, natural ingredients. They value sustainable

brands and are willing to pay slightly more for products that align with these values.

Supporting Quote: “The chemicals used are a big concern for me. I look at ingredients and

how they’re made. I’d be willing to pay more for sustainable, clean products.” - Respondent,

age 45, >$100,000 income.

Group 3. Socially Driven Sustainability Advocates

Demographics: Women aged 30-50, with income over $75,000, often educated, married or

with families.

Psychographics: These consumers strongly value ethical consumption, supporting brands

that demonstrate active involvement in social and environmental issues.
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Supporting Quote: “Absolutely! I would prefer they donate menstrual products to low-income,

impoverished, and homeless people/families.” - Respondent, age 50, $50,000-$75,000 income.

Takeaways From Expert Interview With Audrey from Marisol Health

Women's Health Clinic

Audrey from Marisol Health emphasized the need for affordable, sustainable menstrual

products, as many women rely on traditional pads due to cost and accessibility, despite their

harmful plastics and limited absorbency. There is growing interest in biodegradable options,

with patients willing to pay more for eco-friendly products that align with their values. Cost

remains a significant barrier, especially for low-income women, highlighting the importance of

making sustainable products affordable. Common frustrations include leaking, poor

absorbency, and adhesives that don’t stick well, underscoring the need for effective solutions.

Clinicians would recommend biodegradable options like Kasooli’s if safety and effectiveness

are assured, and educational campaigns could drive adoption by raising awareness about

environmental benefits and proper disposal methods. As sustainability becomes a priority in

women’s health, Kasooli’s product offers a timely and impactful solution.

Takeaways From Expert Interview With Steve Foster from CSU Strata

The interview with Steve Foster, Licensing Director at CSU Strata, provided crucial insights into

intellectual property (IP) management for the Kasooli project. Steve explained that the team

could either retain independent ownership of the IP, bearing patent application costs

themselves, or assign the IP to CSU Strata, which would file and manage the patent in
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exchange for a royalty-sharing arrangement. He emphasized the importance of clearly

documenting individual contributions to the invention, especially as the project evolves, to

avoid disputes over inventorship. To maximize protection, he recommended drafting the patent

broadly with comprehensive details about the invention’s purpose, differentiators, and

replicability. This guidance positions the team to protect their innovation effectively while

exploring options for commercializing the technology.

Patent Analysis

Based on the insights provided by Steve Foster, it is recommended that Kasooli partners with

CSU Strata for intellectual property (IP) management. CSU Strata can cover the substantial

up-front costs of filing a patent, which typically ranges from $20,000 to $25,000, alleviating the

financial burden on the team to raise immediate funds. Additionally, their legal and patent

expertise ensures the patent is drafted broadly and comprehensively. This helps maximize

protection and commercial viability preventing companies from capitalizing on the same idea.

Beyond patent support, partnering with CSU Strata Lab2Life incubation program, which

provides valuable resources, would provide great value in mentorship and networking

opportunities to aid in a successful product launch. While this approach involves sharing

royalties and loss of partial ownership, the benefits of reduced financial risk, expert guidance,

and a strong launch platform make it a strategic choice.

21



Financial Management

Financial Analysis

Please reference the appendix for details on the financial plan.

Category Year 1 Year 2 Year 3

Total Units Sold 21,549 279,700 1,675,594

Total Sales $172,818 $2,237,078 $14,662,787

Total Expenses $806,277 $1,906,788 $5,696,299

Total Cash +/- ($633,459) ($303,170) $8,663,317

Analysis: In Year 1, the business experienced significant upfront expenses as it established

infrastructure and launched initial production, resulting in an anticipated net loss. Moving into

Year 2, a growing customer base and sales lead to a rise in revenue. By Year 3, profitability was

reached by Month 27, driven by economies of scale, allowing the business to shift into positive

cash flow. This model highlights the project’s scalability for long-term success.

Funding Analysis

To establish a strong foundation for Kasooli and ensure a successful market launch, an initial

investment of $1,000,000 is requested.

Rationale
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Research and Development ($300,000): A significant portion will be dedicated to advancing

biodegradable materials using corn fibers, enhancing absorbency and comfort, and ensuring

compliance with safety regulations. Funds will also support prototyping, testing, and refining

sustainable production methods to maintain product affordability while meeting consumer

demands.

Marketing and Branding ($250,000): Investments in digital campaigns, influencer

collaborations, and educational initiatives will raise awareness about the environmental impact

of traditional menstrual products. Kasooli will leverage platforms like Instagram, TikTok, and

Facebook to engage users and highlight partnerships with NGOs such as Days for Girls

International to emphasize the social impact of the brand. Kasooli’s marketing campaign is

designed to position the brand as a leader in sustainable, affordable menstrual products while

creating a meaningful connection with eco-conscious and socially driven consumers. A

significant focus will be on digital marketing, leveraging platforms like Instagram, TikTok,

Facebook, and YouTube to generate awareness and drive online sales. These influencer

campaigns will center on product demonstrations, testimonials, and the narrative of Kasooli’s

commitment to addressing period poverty. Additionally, educational campaigns will raise

consumer awareness about the environmental damage caused by traditional menstrual

products, using compelling statistics and video content to illustrate the advantages of choosing

Kasooli.

Capital Expenditures ($200,000): These funds will cover purchasing manufacturing equipment

such as ovens, molds, and blenders.

Operational Setup ($150,000): Allocated to secure a manufacturing facility, establish

distribution logistics, and hire initial team members, including materials engineers, supply chain
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managers, and marketing specialists. Proximity to the Corn Belt in states like Iowa and

Nebraska will ensure a consistent and cost-effective supply chain.

Working Capital ($100,000): Reserved to address day-to-day operational needs, manage cash

flow, and provide a buffer for unforeseen expenses during the critical early months of

operation.

Appendix

Competitor Research

Traditional and Environmentally Friendly Competitors:

Traditional Competitors

Brand: Always (Procter and Gamble):

Products: Conventional disposable pads and tampons.

Price Point: Approximately $0.20 to $0.35 per unit.

Sustainability: Limited focus; primarily synthetic materials.

Link

Brand: U by Kotex (Kimberly-Clark)

Products: Disposable pads, tampons, and pantyliners.

Price Point: Approximately $0.20 to $0.40 per unit.

Sustainability: Minimal emphasis on eco-friendly materials.

Link

Brand: Equate (Walmart’s Private Label)
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Products: Low-cost menstrual products.

Price Point: Approximately $0.10 to $0.25 per unit.

Sustainability: Focuses on affordability; limited sustainability initiatives.

Link

Environmentally-Friendly Competitors:

Brand: Cora

Products: Organic, biodegradable pads, tampons, and menstrual cups.

Price Point: Pads are approximately $0.50 per unit. (Amazon)

Sustainability: Strong commitment; uses organic cotton and naturally sourced materials.

Link

Brand: Viv

Products: Plant-based, biodegradable menstrual products.

Price Point: Pads are approximately $0.71 per unit. (Amazon)

Sustainability: Emphasizes plastic-free, zero-waste solutions.

Link

Kasooli’s Price Positioning:

Proposed Price Point: $0.30 to $0.40 per unit

Focus: To bridge the gap between cost and sustainability, making eco-friendly menstrual care

accessible to a diverse consumer base.

Rationale

Affordability: Positioning our products within this price range ensures they are competitively

priced against traditional brands like Always and U by Kotex, which typically range from $0.15
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to $0.40 per unit. This strategy aims to attract consumers who prioritize cost without

compromising on quality.

Sustainability: By utilizing agricultural resources such as corn fibers, we reduce material costs

and promote environmental responsibility. This approach allows us to offer eco-friendly

products at a lower price point compared to premium sustainable brands like Cora and Viv,

which are priced between $0.50 and $0.71 per unit.

Market Accessibility: Setting our price between $0.30 and $0.40 per unit makes our products

accessible to a wider audience, including Budget-Conscious Sustainability Seekers who are

interested in sustainable options but are deterred by higher prices.

Competitive Advantage: This pricing strategy differentiates Kasooli in the market by balancing

affordability and sustainability, appealing to consumers seeking value without sacrificing

environmental considerations.
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Kasooli Financial Plan

Year 1
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Year 2
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Year 3

Expert Interviews

Expert Interview with Audrey from Marisol Health Women's Health Clinic

Conducted 10/30/2024 in Person

Product Awareness and Usage:

Current Product Options:
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- What types of menstrual products do you see most frequently used by the

women who visit your clinic (e.g., pads, tampons, menstrual cups, reusable

products)?

Primarily traditional pads due to accessibility and affordability. Some use silicone cups,

and many people are annoyed with the current product availability.

Awareness of Eco-Friendly Options:

- Are the women you see generally aware of eco-friendly or sustainable menstrual

products, and do they show interest in using them?

Some “flushable options” but plastic use is a big concern, but we then there’s trouble

with absorbency and issues with bleeding through, making absorbency a key factor.

Some of our consumers are aware of this, but many are not aware of biodegradable

options.

Primary Considerations:

- From a healthcare perspective, what are women’s primary factors when

choosing a menstrual product (e.g., cost, comfort, environmental impact, ease

of use, availability)?

Comfort, cost, and habit—many women use what their family members have

historically purchased. Brand alignment with values is necessary, the price is often a
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more pressing factor, which adds up due to the frequency of monthly product

purchases.

Health Impacts:

- Do you advise patients about any health risks or concerns related to everyday

menstrual products?

In terms of use, cheap brands are less absorbent and full of harmful plastics; however,

these are bought for cost reasons. Absorbency matters, and serious issues are caused

if not that people would be worth paying extra for.

Another major issue is disposal; some claim they can be flushed or are flushed,

causing serious septic issues for businesses and homeowners - especially when

non-biodegradable items clog the pipes.

True biodegradability would be great, especially in contact with water, but that’s a

product question if it can still be absorbent and biodegradable. But a true solution to

disposal would be interesting to see.

Material Sensitivities:

- Have you encountered patients with allergies or sensitivities to materials in

traditional pads or tampons? How important do you think hypoallergenic and

natural materials are for women’s menstrual health?
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Clearly, plastic is not good for the environment or our bodies and no one knows exactly

how we are being impacted.

For some women, there are sensitivities to chemicals or plastics found in conventional

products, leading to irritation or discomfort.

Interest in Biodegradable Products:

- Do you believe there is an interest in biodegradable or compostable menstrual

products among your patients? How significant is the environmental impact of

menstrual products on your patients’ choice and experience?

Yes, our patients have a strong interest in biodegradable products, particularly due to

concerns about plastic pollution and what we are putting in our bodies. Many would

even be willing to pay a little more—up to 25% extra—for a product they know will

break down quickly and not harm the environment.

Cost Barriers:

- How big of an issue is cost for women accessing menstrual products,

particularly those with lower incomes?
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Cost is a significant barrier. Many women are limited to lower-cost products, even if

they prefer a more eco-friendly or comfortable option. Making sustainable products

more affordable could be a game-changer for these patients.

Distribution and Accessibility:

- Are there certain barriers to accessing menstrual products that you notice

among your patients? Do you see value in a low-cost, eco-friendly product

being more widely available?

Many women purchase menstrual products primarily from large retailers like Walmart

and smaller wholesalers such as pharmacies and grocery stores.

If eco-friendly options aren’t available in these common locations, they’re often

overlooked compared to the generic cheap brands. Ensuring availability in these stores

or making them accessible at lower price points is crucial.

Feedback on Product Concept

Sustainable Product Interest:

- Given that our product aims to be affordable and sustainable, what features or

qualities would make it attractive to the women you serve?

Biodegradable, effective, and comfortable
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Common frustrations include issues with leaking, poor absorbency, and adhesives that

don’t stick well.

If these key areas are addressed in a sustainable product, it would be appealing.

Branding and Education Needs:

- Do you think an eco-friendly, low-cost menstrual product would require any

additional education or awareness-building for women to adopt it? If so, what

topics should be covered?

Yes/no education would definitely help. Many women understand but some don’t

understand the impact of plastics in menstrual products in terms of chemicals or the

benefits of biodegradable options. Birth control is an example that both have positive

benefits but often at negative costs that aren’t fully considered.

Educational advertising or showing the negative of current options could be effective

marketing for showcasing the environmental benefits of biodegradable products, which

would increase adoption - including clear disposal instructions.

Clinician Recommendations:

- Would clinicians at your clinic feel comfortable recommending a sustainable

menstrual product made from agricultural resources, assuming it met safety

standards? What additional information would you want to ensure its

effectiveness and safety?

34



Yes, but we only recommend it; it’s up to the buyer/consumer to choose the product.

Our many pieces of advice would be on absorbency and showcasing the safest

options for women’s bodies.

Trends in Women’s Health:

- Are there any emerging trends or needs in women’s health and hygiene that

could impact the demand for new menstrual products in the coming years?

Yes, towards sustainability and more health-conscious decisions

- Other Considerations:

Mainly in the area of disposal, making sure you have clear guidance on disposal

methods —especially if the product can break down quickly in various conditions—

would be an additional benefit, but it is hard to quantify how much until issues arise.

Expert Interview with Steve Foster, Licensing Director at CSU Strata

Conducted at Office Hours with Steve Foster on 11/6/2024 with Project Manager

Samantha Preuss

After explaining Kasooli’s status as a Venture-Backed Senior Engineering Project to

Steve, he gave us a very clear rundown on the unique situation regarding Intellectual
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Property (IP) at Colorado State University and options of turning this project into

protected IP utilized in business built around the patented technology.

Ownership: Establishing a clear picture of who came up with what ideas, even if it is a

5 person design team. Whoever originally came up with the idea or process behind the

desired patented technology owns the idea.

Potential Options: Steve explained the two potential pathways the project/Samantha

could use to protect the IP. Both methods involve fully disclosing how this process is

done and laying out steps to replicate it like a normal patent.

Option 1: The team/Samantha would own their own IP. They would go through the

process of filling and paying for the patent which is about 20-25k on average - and

additional for international patents. As the school is not paying them for research and

funding for the project comes from a student, the students own the IP.

Option 2: The team would assign the IP over to CSU Strata. Strata would then file the

patent for 20-25k and the team would be listed as inventors on the patent. If interested

they could continue to grow the company with the permission of Strata or Strata can to

license out the patent as they see fit. Thereafter the patent would be paid off as a

royalty deal with the stakeholders sharing the profit between the 4 parties of the
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inventor, CSU Strata, Department/College (College of Mechanical Engineering) and the

inventors gaining around 20 cents on the dollar, and CSU and CSU Strata and Office of

VP for research.

Considerations for Project Continuation and IP Management

Project Continuity: If the Kasooli project extends into subsequent semesters with new

team members, defining individual contributions to the invention is essential. Since

specific contributions to patent claims determine inventorship, adding new contributors

may complicate IP ownership.

Public Disclosure: Steve advised caution against public disclosures, such as

presentations or publications, before filing a patent application. Such disclosures could

compromise the novelty requirement critical for patentability.

Patent Drafting Strategy: Steve recommended drafting the patent application broadly

to maximize protection. This entails providing a comprehensive description of the

invention, outlining its purpose, and specifying its unique differentiators from existing

technologies. Sufficient detail enables skilled individuals in the field to replicate the

invention, meeting legal requirements.

Patent Creation - Assessing Novelty and Non-Obviousness:
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Novelty: The invention must be new, with no prior public disclosure. Steve stressed the

importance of conducting thorough research to ensure no previous disclosures

compromise the patent.

Non-Obviousness: The invention should not be obvious to someone skilled in the

field. For example, while similar processes may use alternative materials like banana

fibers, it’s crucial to demonstrate how Kasooli’s use of corn fibers offers unique and

non-obvious improvements.

Survey Data

Please see attached spreadsheet titled, “Sustainable Menstrual Market Discovery (Responses)”

for more details about customer discovery.
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