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- easy hygiene 
 
 
General information of the company 
 

Hygio Oy is located in Salo, South-Western Finland and it has currently four 
employees. The company was established in 2014 as a subsidiary of another 
SME, Juha Punta Oy, also located in Salo (different premises, about 20 km from 
Hygio). Juha Punta Oy designs and manufactures high-quality, highly durable 
storage furniture. The mother company is privately owned and more than 30 
years old.  
 
Products and production 
 
Hygio provides professional hygiene solutions. The heart of its solutions is a new 
technique called hygiofying which offers easy, efficient and cost-effective 
possibility to improve the level of hygiene in places where that is needed. 
Hygiofying refers to an ozone treatment which improves the hygiene level of 
diverse items by removing odours, microbes and other disease transmitters. The 
treatment is suitable to almost any material, also including difficult-to-maintain 
clothes, equipment and tools.  
 

 
 
Hygio Oy’s first product is Hygio a40, a versatile and efficient appliance, which 
can be used to hygiofy clothes, equipment and tools. Hygio Oy develops and 
markets the products, but they are manufactured by the mother company, Juha 
Punta Oy. The device consumes normally 10-80 W, equivalent to the power of a 
led lamp. Hygio a40 has 3 programs (10, 30 and 60 minutes). In many cases the 
shortest program is sufficient but when there is a lot of contaminated load, we 
recommend the longest treatment. Approximately 3 to 5 sets of working clothes 
and shoes fit in. In most cases hygiofying removes odors and pathogens like 
bacteria and viruses in less than an hour. Moulds, fungi and their spores 
sometimes require multiple treatments to be eradicated. It should be noticed that 
hygiofying doesn’t remove dirt and therefore it does not replace washing.  
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The device is easy to maintain by cleaning it regularly with a vacuum cleaner and 
a humid rag. The device has been tested by VTT and it has a two year warranty. 
Hygio offers maintenance services to all its customers, if needed. The net price 
of one Hygio a40 is approximately 3800 euros; additionally the customer pays a 
small, annual service fee for compulsory maintenance.  
 
Hygio’s product is unique, the only competitors with similar products are located 
in the US and in Far East. The US competitor offers much bigger and bulky 
product, mainly for NHL and the product has not been tested. On the other hand, 
the quality of the products of the competitors in Far East is not even close to the 
one of Hygio’s product. 
 
Sales and marketing 
 
Hygiofying can be used to improve the freshness and hygiene of diverse 
products, including work clothes and gear, sports equipment and clothes, health 
care clothes and appliances, cleaning textiles, tools and accessories and rental 
clothing. Additionally, also pillows, carpets, knitwear, stuffed animals, toys, 
books, games, puzzles, crayons, wallets, keys, tools and phones are examples 
of items which can be hygiofied. Basically the only exceptions of the rule are 
goods made of natural rubber, because the treatment brittles latex. For this 
reason, rubberbands, protective gloves and sealants cannot be hygiofied. 
 
The sales arguments for hygiofying vary slightly depending on the target 
customer. For all customers, the benefits include improved durability of the 
product and savings in washing costs. However, for some equipment it offers the 
only possibility to improve their hygiene, thus something completely new. There 
are also additional benefits for specific customer groups: e.g. for police it 
provides a possibility to remove traces of customer contamination or from the 
viewpoint of firemen it is important that the process decreases the ignitability of 
their washed gear. 
 
Because of the broad applicability of the technique, also the potential target 
customers of Hygio are diverse. For example, veterinaries, health care sector, 
fitness centers, clothing rental companies and child care units could be their 
clients. However, given the newness of the innovation, it is more than probable 
that new customer groups still emerge.  
 
The most positive reply to the marketing efforts has been among sports 
organisations and the public sector, e.g., police and fire departments. This is 
rather natural as their equipment is in daily use and its unit price is very high. 
Therefore, extension of the durability of the gear easily creates fast savings 
which rapidly compensate the price of Hygio’s products. On the other hand, of 
the planned target groups the health sector has proven to be more conservative 
and depending on very limited budget funds. In this target market progress has 
been slower than expected.  
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Hygio as a company is very young and so far its marketing efforts have been 
modest, mainly due to limited resources. Its main efforts have been directed to 
potential reference customers which could be used in future marketing. The 
majority of current customers are located in South-Western Finland and in the 
public sector. However, in the future the company aims to grow both in Finland 
and abroad.  
 
So far in the marketing efforts the focus has been in market creation: it has been 
important to verify that the market exists and that potential customers are really 
willing to pay for the product. However, given the limited financial resources of 
the case company, after getting the first reference customers it has been 
essential that the product has also generated a positive cash flow.  
 

 
 
Internationalisation so far and plans for the future 
 
The top management of the company sees the product being an innovation 
which can be sold also outside Finland and plans for incremental international 
growth. Short term plans focus on the Nordic countries but long term visions 
include also other countries. It should be noticed that the transporting costs for 
the product are reasonable within Northern Europe, but in case markets 
elsewhere become relevant, the top management is also willing to consider other 
operation modes, such as licencing or co-production.  
 
Year 2015 is considered as a piloting year for exports. The aim is to find potential 
partners and first pilot project has already started in Russia. There the 
partnership is based on the idea that the partner carriers all the risk. Next 
distributors are expected to be found in Sweden and Denmark. These markets 
have been chosen because they are close and in Denmark and Russia the 
mother company has already some activities. Due to limited resources future 
expansion is based on collaborative efforts, subsidiaries or other forms of organic 
growth are considered to be too expensive.  
 
Hygio a40 is the first product of the company, but it is planned to be the first one 
of a product family, so it is more than possible that in the future the company will 
be offering its customers a broader set of products which all are based on the 
hygiofying process.  
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Sources: 
 
Interview with Timo Jaatinen, managing director of Hygio Oy 24.2.2015 
Presentation of Timo Jaatinen at the Turku School of Economics, 9.3.2015 
Hygio Oy’s website at www.hygio.fi  
Juha Punta Oy’s website at http://www.punta.fi/en/  
 


