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[bookmark: _Toc131112841]Executive Summary 
SustainBox is an innovative service that delivers sustainable and environmentally friendly home and personal care products directly to customers' doors. Target customers, service delivery, website creation, payment services, and marketing tactics are all discussed in detail, along with other aspects of creating and maintaining the SustainBox business. Customers that value sustainability and want to lessen their impact on the planet are who
SustainBox aims to attract with their subscription service. The service will be available through a Shopify-powered e-commerce website, making product ordering and delivery a breeze for the general public. Social media marketing, paid search engine marketing, and email marketing are just a few of the methods that will be used to keep the service afloat. Compliance with the Data Protection Act 2018 and the Privacy and Electronic Communication Regulations (PECR) will be at the forefront of the SustainBox service's commitment to privacy and security. Customers can efficiently and transparently exercise their rights, such as "the right to erasure," with the help of this service. With encrypted communication in transit and at rest and protected access to the cloud provider, security will be a primary emphasis for the SustainBox service.
With an emphasis on environmental friendliness and consumer convenience, SustainBox stands out as a novel and sustainable service in the retail sector. The service is set up for success with a thorough marketing plan and a firm dedication to users' privacy, data protection, and security.


[bookmark: _Toc131112842]1.0 Introduction
The demand for environmentally friendly goods has increased in recent years as people become more aware of the consequences of their actions. This report aims to propose a suitable online retail store that would appeal to customers in the current volatile economic situation in the UK. The report acknowledges the challenges involved with the Brick and Mortar business model due to increased operational costs, and therefore, recommends the adoption of an online retail store to reach a wider customer base.
This report provides a comprehensive analysis of SustainBox, an innovative service that delivers sustainable and environmentally friendly home and personal care products directly to customers' doors. The report covers various aspects of creating and maintaining the SustainBox business, including its unique service proposition, target customers, service delivery, sustainability, competitors, e-commerce, marketing, external environment analysis, and privacy and data protection. The report is structured into eight sections, starting with an executive summary and followed by an introduction that provides an overview of the report's contents. The report concludes with a summary of the key findings and recommendations. By the end of this report, readers will have a better understanding of the key factors that contribute to the success of a sustainable and environmentally friendly e-commerce business, and how SustainBox has leveraged these factors to stand out in the retail sector.
.
[bookmark: _Toc131112843]2.0 Unique Service Proposition
Establishing an online retail store could be a sensible business move in light of the current economic climate (Kremer et al., 2019, pp.64-77). Compared to brick and mortar storefronts, online stores have a more significant opportunity to reach a wider audience, contributing to their rapid expansion in recent years. Thus, there is a chance to launch a prosperous enterprise by developing a novel product or service and its distribution via the Internet. One strategy could be to use cutting-edge tools like artificial intelligence and data analytics to provide customers with more tailored shopping experiences. One viable alternative is a curated online marketplace that learns from consumers' tastes and shopping habits to make personalised product recommendations (Dawson and Andriopoulos, 2021, pp.600-670). Creating a website that is simple and conducive to buying would be crucial to this strategy. One alternative is to launch a web store selling only eco-friendly and sustainable items. 

SustainBox is a subscription-based online service that provides customers with a simple, affordable, and environmentally friendly way to meet their everyday household needs. The service offers a one-of-a-kind shopping experience by including personalization tools, eco-friendly and sustainable product possibilities, and a sophisticated AI-powered recommendation system (Dawson and Andriopoulos, 2021, pp600-670). On the SustainBox website, customers can join up for a recurring monthly subscription and tailor their regular orders to their specific tastes and needs. Various foodstuffs, including perishables, perishable dairy products, fresh meat, and pantry basics are available for their selection. SustainBox can acquire its items from regional and local producers, suppliers, and retailers by promoting community involvement and economic support.
SustainBox stands out from the competition thanks in large part to the eco-friendly and sustainable products it includes. The site provides numerous options for greener versions of standard products, such as compostable cleaning supplies, reusable food storage containers, and organic foods from responsible farms. Consumers can lower their carbon footprint and support sustainable practices by subscribing to an entirely eco-friendly package or tailoring their orders with eco-friendly options (Kremer et al., 2019, pp.64-77). The service also features an intelligent AI-driven recommendation engine that makes suggestions based on the user's past preferences and purchases. The system can track users' buying behaviours and make specific recommendations based on their preferences (Dawson and Andriopoulos, 2021, pp.600-670). Customers may rest assured that their preferences will be considered, and this function will save them time.
SustainBox prioritised ease of use and convenience for its customers. Customers have complete freedom over their orders because of the service's adaptable subscription model, which allows them to skip, halt, or cancel anytime. Customers can save time and energy by not travelling to real stores because the service provides a free delivery right to their door. SustainBox aims to give each consumer a unique and individualised buying experience. The site offers a social media platform where users may meet others who share their values, hobbies, and lifestyle choices and benefit from exchanging ideas, recipes, and other helpful information. Sustainable methods, environmentally friendly substitutes, and similar issues can be discussed on this page.
SustainBox must continue providing high-quality goods while staying true to its eco-friendly and sustainable concept to keep its creative business model strong. The service can stand out from the competition by forming relationships with regional and local manufacturers, distributors, and retailers. If SustainBox wants to expand its reach and influence, it can also form strategic alliances with other businesses and organisations that share its commitment to sustainability. 
Using Rogers' Innovation Diffusion Theory will be integral to creating the new venture's strategy, which will centre on e-commerce (Correia, 2021). The theory proposes a bell-shaped distribution of adopters with five subgroups including innovators, early adopters, early majority, late majority, and laggards (Correia, 2021). Various factors, including demographics, values, and access to information, influence the decision to accept or reject innovation. Many elements, such as the innovation's perceived relative advantage, compatibility, complexity, trainability, and observability, play into whether or not it gets adopted (Correia, 2021). Mass media, interpersonal interaction, and online social networks are all essential communication channels that help disseminate innovations throughout communities.
[bookmark: _Toc131112844]2.1 Target Customers
SustainBox is aimed at eco-conscious people and families who prioritise efficiency, longevity, and savings when purchasing groceries for their homes. These buyers care about environmental impact, garbage output, and green business policies. People may be looking for greener home options because they are worried about the effects traditional items have on the planet and their health. Professionals, parents, and those who have a lot on their plates and put a premium on efficiency and convenience would love SustainBox. Some consumers may need more time or interest to frequent brick-and-mortar stores but would instead use a convenient and adaptable online subscription service. In addition to the time and effort savings afforded by SustainBox's AI-powered product recommendation engine, customers may value the service's personalised and customisable alternatives. Communities with comparable values and interests can be reached through SustainBox, such as college students, young professionals, and city dwellers. Members of these groups use social media and would be open to discussing and exchanging ideas with others online about how to live more sustainably. By connecting like-minded people online, SustainBox hopes to increase interest in and enthusiasm for the company's novel offering.

[bookmark: _Toc131112845]2.2 How to Provide Services 
SustainBox will provide its services through an online retail store, which will be accessible via desktop and mobile devices. Customers can visit the SustainBox website and create an account to browse, select, and customise their subscription options. The website will feature an intuitive interface that makes it easy for customers to navigate and find products that meet their needs and preferences.
SustainBox will leverage the latest e-commerce technologies to ensure seamless transactions, secure payments, and timely delivery of products. The subscription service will offer various options, including monthly or bi-monthly deliveries, and customers can customise their orders by selecting the frequency, quantity, and types of products they want (Kremer et al., 2019 ,pp.64-77).
[bookmark: _Toc131112846]2.3 Sustainability of Innovative Business Proposition
SustainBox can sustain its innovative business proposition by offering quality products, maintaining its eco-friendly and sustainable ethos, and providing excellent customer service. The service can also differentiate itself by partnering with local and regional producers, suppliers, and retailers, fostering community engagement and support. To sustain its innovative business proposition, SustainBox will employ several strategies:
· Customer engagement and retention: SustainBox will prioritise building a loyal and engaged customer base by offering personalised services, responsive customer support, and a user-friendly interface. The subscription model will enable SustainBox to capture customer data and preferences, informing its product offerings and marketing strategies (Stieglitz and Foss, 2015, pp104-122). SustainBox will also leverage social media and other digital channels to engage with customers, foster community, and share sustainability tips and news.
· Partnerships and collaborations: SustainBox will partner with local and national suppliers, manufacturers, and distributors of eco-friendly products to ensure a diverse and high-quality product range. SustainBox will also explore collaborations with relevant organisations, such as environmental nonprofits, to amplify its sustainability mission and create a broader impact.
· Technology and innovation: SustainBox will continuously invest in the latest technologies and innovations to optimise its operations, enhance its product offerings, and improve its customer experience. For instance, SustainBox may explore blockchain technology to ensure transparency and traceability of its supply chain and products' sustainability credentials. SustainBox may also leverage AI and machine learning algorithms to improve product recommendations and predict customer preferences.
· Scalability and growth: SustainBox will aim to scale its operations and expand its customer base through targeted marketing, partnerships, and geographic expansion. As sustainability concerns continue to grow, SustainBox can leverage this trend to attract more customers and promote its unique value proposition.
· Cost optimisation: SustainBox will prioritise cost optimisation by reducing waste, minimising overheads, and optimising its supply chain. As a result, SustainBox can offer competitive prices to its customers, making its services accessible and attractive to a broader customer base by optimising its operations.

[bookmark: _Toc131112847]2.4 Competitors
Several competitors in the sustainable online retail market include companies like Package Free, and The Good Trade. These companies focus on sustainable products and reducing waste, similar to SustainBox.
However, SustainBox intends to differentiate itself from competitors by offering a more personalised and convenient service. SustainBox will use AI-powered recommendations and customised subscription options to tailor its services to customers' needs and preferences. In addition, SustainBox will provide a wide range of sustainable household products, including food, beverages, and home decor, to cater to diverse customer needs.
While competitors like Package Free and The Good Trade provide a similar range of sustainable products, they offer a different level of customisation and personalisation than SustainBox. EarthHero provides a more comprehensive range of products, including clothing and personal care items, but does not focus exclusively on household products (Stieglitz and Foss, 2015 ,pp104-122). Regarding service delivery, SustainBox will partner with local and national suppliers to source its products and use environmentally friendly packaging and delivery options to reduce its carbon footprint. Competitors like Package Free and EarthHero also use eco-friendly packaging, but the specifics may vary.
[bookmark: _Toc131112848]3.0 E-Commerce
[bookmark: _Toc131112849]3.1 Using Shopify 
SustainBox's service delivery could be improved by launching an online store. SustainBox can expand its market, provide better customer service, and save operational costs by launching an online platform (Stieglitz and Foss, 2015, pp.104-122). Using a Software as a Service (SaaS) platform like Shopify is one way to build an online store.
Shopify has many tools that can assist SustainBox in making its online store look and function well. Inventory management apps, online payment processing, and template customization are all included (Lindgren, 2018, pp.1-244). Shopify's reporting and analytics features provide valuable information for SustainBox to gauge customer and sales trends and make informed business decisions.
Shopify also provides several connections to external platforms, apps, and services, in addition to those already mentioned (Ozuem, 2017, pp.298-307). SustainBox, like many other businesses, might benefit from integrating its e-commerce website with its social media networks to better advertise its products and interact with its consumers. Shopify's shipping integrations could help it save money and time on deliveries.
Ultimately, launching an e-commerce website on a software as a service (SaaS) platform like Shopify can help SustainBox better provide its services to its customers (Blythe et al., 2023 ,pp378-389). The platform's tools and connectors allow SustainBox to build a polished and user-friendly online store, simplify internal processes, and expand the company's reach and quality of service to customers.

[bookmark: _Toc131112850]3.2 Using Marketplace
SustainBox can improve the quality of its service delivery by using a marketplace like Amazon. SustainBox may expand its customer base and optimize its operations by taking advantage of these marketplaces' enormous user bases and well-established infrastructures.
Access to an extensive consumer base is a significant perk of using a marketplace that SustainBox can use (Lindgren, 2018, pp.1-244). The millions of shoppers on Amazon and eBay make it simple for SustainBox to expand its consumer base. These markets have already earned the confidence of their customers, which SustainBox can leverage to win over new clients. Using a marketplace is an excellent way for SustainBox to expand its customer base and save time (Blythe et al., 2023, pp378-389). Using a marketplace allows SustainBox to save time and money by leveraging pre-existing payment processing and shipping infrastructure. This is helpful for SustainBox because it means the company doesn't have to spend time and money creating and maintaining its own e-commerce website. 
Using a marketplace may have drawbacks, including less customer experience management. It may be challenging for SustainBox to differentiate its items and increase brand recognition among consumers and rival market vendors. The fees or commissions that some marketplaces demand can also affect profitability (Blythe et al., 2023, pp.378-389). Despite these limitations, SustainBox may succeed in adopting the marketplace model used by companies like Amazon and eBay (Lindgren, 2018, pp.1-244). By integrating with these platforms, SustainBox can gain access to a larger audience, simplify its processes, and boost revenues.
[image: Amazon Market Place]
Figure 1: Example of Amazon Marketplace 
.
[bookmark: _Toc131112851]3.3 Creating Content
SustainBox can improve its service delivery and attract customers by launching an e-commerce website. SustainBox's website will give clients a simple way to research the company's offerings and place orders. Setting up an online store requires much work, including creating high-quality content like copy and photos. This content must be aesthetically appealing and engaging while conveying SustainBox's products' distinct value proposition (Natsir et al., 2020, pp.1019-1029). The unique features and benefits of SustainBox's goods may be highlighted with high-quality product photography, and the brand's mission and values can be conveyed with captivating writing. 
In addition to product images and descriptions, SustainBox could provide clients with educational blog posts and other materials about sustainable lifestyles and the effects of their purchasing decisions on the environment. This information has the potential to elevate SustainBox's profile and solidify the company's position as an industry leader in the realm of eco-friendly home design. SustainBox, in its pursuit of an effective e-commerce platform, should give equal weight to the quality of the customer experience provided. Customers are more likely to make purchases if the website is user-friendly and offers them opportunities (Brown and Thompson, 2022, pp.1-8). Since many buyers will use mobile devices to view the site, it must be mobile-friendly. Additions like user feedback, suggested products and social network sharing buttons would be great additions to SustainBox's e-commerce website. Potential customers' confidence can be boosted, interaction can be increased, and sales can be driven higher with these additions (Brown and Thompson, 2022, pp.1-8).
[bookmark: _Toc131112852]3.4 Using Payment Services     
Online payment processing is a crucial part of any successful e-commerce website (Brown and Thompson, 2022, pp.1-8). Credit and debit cards and widespread online payment systems like PayPal are all viable options for SustainBox to accept payments. However, Payment Card Industry Data Security Standards (PCI-DSS) compliance issues must be considered if the website intends to accept card payments.
The payment card industry developed the PCI-DSS to ensure the safety of financial transactions (Barletta et al., 2022). Any company that takes credit card payments must follow these guidelines to protect its customers' financial data. Failing to meet these requirements may result in financial penalties, legal action, and harm to the company's good name.
SustainBox, as an e-commerce provider, must guarantee that its website employs PCI-DSS-compliant security measures, such as the use of secure payment gateways, the encryption of payment data, and the restriction of access to such data. Regarding PCI-DSS compliance, SustainBox can employ a payment gateway provider already in compliance (Barletta et al., 2022). In addition to PCI-DSS compliance, SustainBox may accept payments via PayPal and similar services. PayPal is a widely used online payment service because it provides buyers a safe and simple transaction environment. SustainBox has made it easier for clients to pay using the fast, secure, and commonly used PayPal by integrating the service within their website. When it comes to improving service delivery, integrating payment services into an online store is crucial (Barletta et al., 2022). SustainBox may gain the trust of its clients and attract new ones by maintaining PCI-DSS compliance and allowing for the use of secure payment methods like PayPal.
[image: Payment Methods: 8 Popular Options (2023)]
Figure 2: Available Payment Options for Target Customers 
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[bookmark: _Toc131112854]4.1 Use of Social Media 
Marketing SustainBox's online storefront is essential to bringing in new consumers and expanding the company's reach. Marketing the service on social media sites like Facebook can be quite efficient (Nuss, 2019, pp.145-171). SustainBox can take advantage of numerous features and functions provided by Facebook to reach better and engage its target demographic. A Facebook business profile can be made by SustainBox, detailing the company, its services, and any current deals or discounts. High-resolution product images and a prominent call to action that directs readers to the online store's homepage are also necessary (Ozuem, 2017, pp.297-307). SustainBox can expand its audience by using Facebook Advertising and making a company page. Advertisements on Facebook can be tailored to the demographics, interests, and behaviours of the users who are most likely to purchase SustainBox's wares. Location, age, gender, and other demographics can all be used to tailor advertising campaigns.
Engaging and useful content shared on Facebook can also help spread the word about the business. Content like this may strengthen brand recognition and promote SustainBox as an industry leader (Nuss, 2019, pp.145-171). In addition, SustainBox can use Facebook Live to provide engaging product demonstrations and how-to videos for its customers. Besides, SustainBox can collaborate with bloggers and influencers with a sizable audience interested in sustainability-related topics. Promoting SustainBox products through these individuals can help spread the word about the company and bring in new clients. 
Promoting SustainBox's e-commerce site on Facebook, for example, can help the company reach a wider audience, raise its profile, and position itself as an authority in the field (Natsir et al., 2020 ,pp1019-1029). SustainBox can expand its online visibility and develop a dedicated following of eco-conscious customers by utilising Facebook Advertising, interesting content, Facebook Live, and influencers collaborations.
[image: How to create a social media marketing strategy? - Jezweb]
Figure 3: Social Media Marketing preferences 
[bookmark: _Toc131112855]4.2 Using Paid Search Engines 
Paid search advertising is a powerful tool for promoting an online business (Lindgren, 2018, pp.1-244). It allows businesses to target potential customers searching for products or services online. The following outlines how the SustainBox service can be facilitated using paid search advertising on Google.
· Keyword Research: The first step in promoting the SustainBox service using paid search advertising is to conduct keyword research. This will involve identifying the keywords potential customers use to search for similar products or services. This will allow SustainBox to create ads relevant to the user's search query, increasing the likelihood of the ad being clicked.
· Create Relevant Ad Copy: Once the keywords have been identified, SustainBox needs to create ad copy that is relevant and compelling (Blythe et al., 2023, pp378-389). The ad copy should highlight the key features and benefits of the SustainBox service, such as its environmentally friendly packaging and ethical sourcing of products.
· Landing Pages: The landing pages that potential customers are directed to after clicking on an ad are crucial to the campaign's success (Blythe et al., 2023, pp378-389). The landing pages should be designed to provide visitors with a clear understanding of the SustainBox service and encourage them to purchase. The pages should be optimised for conversion, with clear calls to action and easy-to-use checkout processes.
· Bidding Strategy: SustainBox needs to develop a bidding strategy that will allow them to maximise the return on investment from their advertising spend. This will involve setting a maximum bid for each keyword and determining the daily budget for the campaign.
· Ad Testing: It is essential to continuously test the ad copy and landing pages to ensure they are effective (Blythe et al., 2023, pp378-389). This can involve testing different ad copy and landing pages to see which combination performs best. By regularly testing and optimising the ads, SustainBox can improve the campaign's overall performance.
· Tracking and Analytics: SustainBox needs to track the performance of its advertising campaigns using analytics tools. This will allow them to identify which keywords and ads drive the most traffic and conversions. This data can be used to refine the bidding strategy and optimise the campaign for maximum return on investment.
· Retargeting: Retargeting is a powerful technique that allows businesses to target users who have previously visited their website or interacted with their brand (Blythe et al., 2023, pp378-389). SustainBox can use retargeting to show ads to users who have visited their website but have yet to purchase. This can be an effective way to increase conversions and improve the campaign's overall performance.
[image: Blog post about paid search advertising]
Figure 4: Use of Google Services to enhance marketing

[bookmark: _Toc131112856]4.3 Role of Customer Journey 
Customer journey mapping will be used in SustainBox's marketing initiatives to provide targeted consumers with a consistent and tailored experience (Blythe et al., 2023, pp378-389). The consumer's path from learning about a product or service to purchasing and providing feedback afterwards is known as the "customer journey." 
Awareness is the initial phase of the consumer journey (Agius, 2023). At this point, prospective buyers are made aware of the SustainBox service. The marketing team will utilize search engine optimization (SEO) to boost the site's visibility in SERPs for targeted keywords, allowing the business to connect with its target demographic easily (Bynder, 2022). Content will be shared, and interactions with potential customers will occur on social media sites like Facebook, Instagram, and Twitter. 
The second phase of the journey of the customer is a consideration (Agius, 2023).  Customers, at this point, start investigating SustainBox as a possible answer to their problems. The marketing department aims to get more people to sign up for SustainBox by distributing compelling content that answers their concerns and explains how the service can solve them. Articles on blogs, case studies, and feedback from satisfied clients are all part of this (Bynder, 2022). Ads will be shown to website visitors who have not converted into buyers using retargeting technology.
According to Agius (2023), the decision phase is the third and last phase of the customer journey. At this point, prospective buyers have decided to buy the SustainBox service. Marketing will emphasize delivering clear, straightforward information about the service's pricing, features, and benefits to facilitate a smooth purchasing experience. (Bynder, 2022) Each website page will feature a prominent call to action to persuade visitors to complete a transaction (Agius, 2023). In addition, the website will accept many forms of payment, including major credit cards, PayPal, and others, to facilitate a quick and easy checkout procedure.
The post-purchase evaluation phase is the customer journey's final phase (Agius, 2023). Here, patrons reflect on their time spent using SustainBox. The marketing department will prioritize high-quality support and service to boost ratings and repeat business. After purchasing, a follow-up email will be sent to assure client satisfaction and encourage them to submit a review on the website or social media platforms.
[bookmark: _Toc131112857]4.4 Email Marketing
Email marketing is excellent for reaching potential consumers and spreading the word about the SustainBox service (Ozuem, 2017, pp297-307). Step one is collecting email addresses of people who have shown an interest in sustainable lifestyles, zero waste, and similar issues. Social media, targeted marketing, and online sign-up forms on the SustainBox website are all great ways to get the word out before the official launch. Collecting email addresses is the first step in launching an email marketing campaign. Start with a warm greeting that briefly describes the SustainBox service and its advantages, then send a series of emails that go into greater depth about the items, sustainable business methods, and other pertinent issues. 
Personalising the content and choosing a subject line that piques the recipient's interest can help prevent the email from being flagged as spam (Ozuem, 2017 ,pp298-307). The information should be personalised for the reader and end with a clear call to action, such as suggesting that they subscribe to SustainBox or follow the brand on social media. Email marketing can be even more successful if the email list is divided up into subsets based on where the customer is in the customer journey. This involves classifying subscribers into distinct groups according to their level of engagement with the decision-making process such as an awareness, consideration, and decision. Content that is more relevant to the needs and interests of each subset of users can boost interaction and, ultimately, conversion rates (Ozuem, 2017, pp.298-307). Besides, promotional offers and discounts can be emailed to subscribers in addition to customised material to entice them to purchase or recommend the SustainBox service to others. Subscribers' thoughts and ideas can be included in future product development and advertising via email surveys. 
[bookmark: _Toc131112858]5.0 External Environment Analysis
[bookmark: _Toc131112859]5.1 PESTLE Analysis 
Scanning external environment is essential to enhance the success of new venture, thus a PESTLE analysis of the external environment in the UK is highlighted below to enhance the success of SustainBox
Political
· Environmental regulations: The UK government's focus on reducing carbon emissions and promoting sustainability may provide opportunities for a company such as SustainBox to emerge.
· Trade agreements: The UK's trade agreements with other countries may affect SustainBox's ability to source items from other regions or compete with foreign companies.
Economic
· Consumer spending: The UK's economic conditions and consumer spending may affect the demand for SustainBox's offerings.
· Availability of financing: The availability of financing for new ventures may affect SustainBox's ability to fund its operations and expansion.
Sociocultural
· Changing consumer preferences: The increasing awareness of environmental issues and the shift towards sustainable products may provide opportunities for SustainBox.
· Demographic shifts: Changes in the UK's population demographics, such as the aging population or the increase in single households, may affect SustainBox's target market.
Technological
· Digital innovation: The increasing use of technology and e-commerce may provide opportunities for SustainBox to reach a wider customer base.
· Cybersecurity: The risk of cybersecurity threats may affect SustainBox's ability to secure its online platform and protect customer data.
Legal
· Consumer protection laws: The UK's consumer protection laws may affect SustainBox's operations and marketing strategies.
· Labor laws: The UK's labour laws may affect SustainBox's ability to hire and retain employees.
Environmental
· Climate change: The impact of climate change and the UK's focus on reducing carbon emissions may provide opportunities for a company such as SustainBox.
· Availability of sustainable resources: The availability of sustainable resources for SustainBox's products may be affected by climate change and environmental factors.
[bookmark: _Toc131112860]5.2 Porter’s Five Forces
Threat of new entrants
 	The threat of new entrants in the subscription-based online service industry is relatively high. SustainBox may face competition from new companies with similar business models and offerings. For instance, SustainBox may focus on creating a unique and differentiated value proposition that sets it apart from competitors to enhance its chances of success. It can include offering a wider range of eco-friendly and sustainable products with personalised shopping experiences
Bargaining power of suppliers
The bargaining power of suppliers for SustainBox may be relatively high as the company relies on sourcing products from local and regional producers, suppliers, and retailers. For example, SustainBox may work on developing strong relationships with its suppliers to ensure reliable and cost-effective supply chains. Besides, the company may consider expanding its product offerings to include products from a wider range of suppliers to mitigate any risks associated with dependence on a single supplier.
Bargaining power of buyers
The bargaining power of buyers for SustainBox may be relatively high as customers have access to a wide range of subscription-based online service providers. In this case, SustainBox may focus on creating a loyal customer base by offering personalized experiences, exceptional customer service, and a wide range of eco-friendly and sustainable products. The company may also consider offering competitive pricing and subscription models that provide flexibility to its customers.
Threat of substitutes
The threat of substitutes for SustainBox's offerings may be relatively low as the company's focus on sustainability and eco-friendliness may set it apart from other household item subscription services. However, customers may be able to purchase similar products from other retailers or subscription services, which may impact SustainBox's market share. For example, SustainBox may focus on offering a wider range of unique and sustainable products, as well as developing a strong brand identity that resonates with customers.
Competitive rivalry
The competitive rivalry in the subscription-based online service industry is high. SustainBox may face competition from established players and new entrants. In this case, SustainBox may focus on developing a strong brand identity that resonates with customers, offering a wide range of eco-friendly and sustainable products, and providing exceptional customer service. The company may also consider expanding its product offerings to include products from other categories such as household cleaning products, personal care items, and more, to differentiate itself from competitors.

[bookmark: _Toc131112861]6.0 Privacy and Data Protection
[bookmark: _Toc131112862]6.1 Data Protection Act 2008
Customer information security and confidentiality are top priorities for any company in the modern digital world (Petrlic, 2019, pp.31-36). When it comes to the General Data Protection Regulation (GDPR), the Data Protection Act of 2018, and the Privacy and Electronic Communication Regulations (PECR), businesses need to take extra precautions (Babu et al., 2020, pp.177-189). A company's reputation and financial stability are at risk if this does not happen.
For this reason, SustainBox will be extremely cautious about keeping user information secure. SustainBox will use customer information only as described in its privacy statement and only with the customers’ permission. Customers who do not want to receive promotional materials from the online store can "opt out" via an interface that is both straightforward.
The new venture will utilise a pre-launch advertising plan that complies with GDPR to collect email addresses for our email marketing campaign. Customers will be asked to submit their email addresses and then confirm their agreement to receive marketing emails from the online store as part of a "double opt-in" process. This satisfies the GDPR requirement that the new venture document each customer's affirmative consent.
In addition, the new venture will check to see that all of customers email marketing initiatives follow PECR rules. Customers who have yet to give us their authorisation to send them marketing emails will not receive them. All of customers’ emails will have a prominent and simple "opt-out" feature that will allow recipients to stop receiving emails from the online store anytime.
In addition to these safeguards, the business will uphold the right to deletion and other consumer rights granted by the General Data Protection Regulation (Petrlic, 2019, pp.31-36). This implies that if a customer asks the online store to erase their information, this will be done safely and swiftly. Data retention policies will also be implemented detailing how long the business will store customer information and when it will be erased.
According to Barletta et al. (2022), data privacy and protection are crucial factors for any firm in the digital age. At SustainBox, the privacy and security of all customers' information will be taken seriously, making it a point to adhere to all applicable laws and standards. The online store expects to increase customer confidence in SustainBox and strengthen the brand's position in the market by doing so.
[bookmark: _Toc131112863]6.2 Security and Importance
While establishing a cloud-based e-commerce platform like SustainBox, data and financial security, as well as the platform's reliability, is of the utmost significance. A company's ability to operate, reputation, and customers' faith can all take a hit if its security is compromised.
Securing connections to the cloud service that houses the platform is a necessary precaution (Barletta et al., 2022). To prevent unwanted access to the cloud provider's infrastructure, it is essential to implement stringent authentication techniques such as two-factor authentication, password rules, and access controls (Petrlic, 2019 ,pp.31-36). it is also important to keep the default level of access to a minimum and check access privileges regularly to further ensure that only authorised users have access to the system,.
Encryption of data at rest and in motion is also vital to safeguards the privacy and integrity of any information the user's browser sends to the website or stores in the cloud (Goddard, 2017 ,pp703-705). Data encryption algorithms like Advanced Encryption Standard (AES) can be used to safeguard data at rest. In contrast, Secure Sockets Layer (SSL) or Transport Layer Security (TLS) encryption protocols are often employed for secure transmission.


[bookmark: _Toc131112864]7.0 Conclusion	
In conclusion, the report has discussed the challenges of starting and managing a brick-and-mortar business in the current volatile economic situation of high inflation. It has proposed an innovative solution, the SustainBox service, an online platform that offers eco-friendly, sustainable household essentials through a subscription-based model. The report has provided a detailed description of the unique service, target customers, and how the service will be delivered and sustained through various means such as partnerships, social media, email marketing, and paid search engines.
Moreover, the report has highlighted the importance of privacy and data protection, focusing on GDPR/Data Protection Act 2018 and the Privacy and Electronic Communication Regulations (PECR). The need for consent, the provision of facilities to opt out of marketing communications, and the support of rights such as the right to erasure has been emphasized. The report has also highlighted the importance of security and the need to ensure secure access to cloud providers, sensitivity to default access and frequent changes, and traffic encryption in transit and at rest.
Ultimately, the SustainBox service is a viable business proposition that can offer sustainable solutions to customers while mitigating the challenges of the current economic climate. Through strategic marketing and adherence to data protection and security measures, the service can build a loyal customer base and sustain long-term growth.
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