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The capacity for installing a innovative oriented business or entrepreneurship venture is always lucrative. This helps in meeting the customer demands and innovation helps in making firm’s identity more popular in front of the customers. The present innovative business concept that is being portrayed is about starting an online retail store or e-commerce website based shop names “Ecom-it” that will tend to serve the grocery and merchandising retailing of various products to end customers. 
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The innovative service that will be rendered by “Ecom-it” is e-commerce retail website which will sell different merchandise and retail items to UK shoppers. The manifesto of UK consumers luring to online shopping, the website will adhere to selling of different items with flexibility of electronic payment gateway for convenience of shipped products being delivered to the customers on priority basis after the payment is done (Kirby-Hawkins et al., 2019). 
It can be seen that UK adding up to 4.8% sales of retail e-commerce in 2022, it can be seen that it is mainly because of the customers of different age groups who like to visit different online e-commerce sites for verifying price and product features before buying them. However, it can be seen that “Ecom-it” coming out as an e-commerce website shopping platform for the customers, they will fulfil the emerging needs of customers in terms of product accessibility, various range of merchandise items being visible to websites with price tags benefits. Moreover, the e-commerce business will also fulfil the tech savvy needs of the customers of UK who has been engaged in internet surfing for enriching their shopping experience (Davies et al., 2019). Moreover, it can also be found that looking for best price products has also been an emerging trend for UK customers, especially the youths and from this point of view, it can be viewed that “Ecom-it” will attend customer needs with affordable pricing statistics. 
The targeted customer segment for the e-commerce website “Ecom-it” can be seen as the youths aging between 18-22 years and also millennial group aging between 25-45 years while choosing to purchase different retail grocery and other merchandise (Fouskas et al., 2020). On the other hand, the youths will be also an important target segment of consumers depending over their intensity to products searching online along with enthusiasm being shown in tagging other friends about new product variants available though the e-commerce website “Ecom-it”. 
In terms of selling different and varied range of retail items and merchandise, “Ecom-it” can use their own platform or website where they can put forth different items for selling with pictures and price of the products being mentioned. In fact, “Ecom-it” can create their own selling platform referred to as self-hosted e-commerce platform for selling their own brand and other recognized brand products in the UK e-commerce market. In terms of establishing their self-hosted platform of e-commerce, “Ecom-it” can sell their product through customization and also can make changes to online shopping experience of the customers (Obilesu et al., 2022). In terms of selling, “Ecom-it” will adhere to their open source of e-commerce plug-in with creation of their own product content and building on an online store presence in front of customers of UK, especially in London based areas. Moreover, “Ecom-it” as a new innovative online e-commerce website platform will set up for end-to-end process and propagate for discoverable online product accessibility and price information online so that it can meet up customer needs in a comfortable way. 
The USP of the e-commerce website selling retail goods and merchandise items can set upon perfect reason to beat an extremely competitive market in UK. For “Ecom-it”, the USP of their service innovation of e-commerce retailing can be identified as user-friendly navigation with accurate product description by brands and labels along with price comparative feature to other e-commerce websites. This adds an added feature to their website innovativeness for attracting the customers. In fact, it can be seen that today’s shoppers being price sensitive can easily lure to this self-hosted e-commerce website for satisfying customers’ needs. In fact, the sustainability of the business innovation being started by “Ecom-it” is indicating how they can extend their customer reach and frequency of their website search while influencing customer interactivity (Šaković Jovanović et al., 2020). In terms of sustaining the innovativeness of the business, proposition for e-commerce retail of “Ecom-it”, it is important to lure to best navigation and user-friendly content messaging being created in front of customers so that customers can rip off best of benefits from them. 
In terms of competitors, while operating in UK, it can be seen that Shopify is the most poular one in terms of their search volume based content to the end customers. Shopfy has nearly over 50,000 product baseline. Moreover EKM is one of the most important competitor for UK e-commerce retailer segment as it has been first cloud based e-commerce retailing platform sending new ways to promote product specification with new insights for customers who shop online. Amazon is another major competitor in the market as their large product base along with third party retailer connection help in manifestation of diversified product retailing portfolio. Moreover, their in-built AI assistant like Alexa makes them distinguish from other e-commerce retailers in market (Hånell et al., 2019). For “Ecom-it”, their competitive advantage lies in their way of acting as a self-hosted platform selling their own labelled products that can be user-friendly and cost effective for consumers of UK. 
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In order to set up its business, “Ecom-it” would focus on its self-hosting platform forming its own website for which it needs an outline set-up for its business. Accordingly, the following areas are to be considered for its business purpose: 
Content Creation: one of the most essential areas where “Ecom-it” needs to work is the content management area. The creation of its own website requires the “Ecom-it” to focus on how it would be able to set up its default theme for the website that finds relevance with its business idea. Choosing its theme and creating its own website including all content including copy, photographs, the colour palette, as well as ensuring that the themes are responsive equally in customers’ phones as well (Mandi, 2022). The creation of content for the “Ecom-it” could be done using the platform of WordPress which is one of the most used and popular content management systems. The creation of the website should also ensure that not just the theme but even the menu list should complement the idea of the business including all categories and products that the brand would sell. 
Finances: “Ecom-it” needs to be an open-source site which can be downloaded for free however, selling over the platform would require the brand to create the online platform which would include certain amount of cost and investment. This could be done by “Ecom-it” using effective WordPress tools and hence, a good hosting site for the WordPress. In order to ensure that the online website is effectively functional it needs to make purchase for extensions and add-ons (Braun, et al., 2021). However, in terms of making huge investments for its online website store as well as ensuring that it is able to start its business, it needs to find source of finance from banks, from third-party investors or even crowdsourcing allowing the market to make their investments. 
Equipment and Supplies: “Ecom-it” needs to ensure that it has SEO plugins through its WordPress Editor that would allow the creators to edit meta descriptions, alt tags, product slugs, and optimise the entire website while working through the WordPress. Having the WordPress as one of its sole equipment would allow the “Ecom-it” to ensure that it is able to optimise its entire online store efficiently. In terms of supplies, “Ecom-it” could get its retail merchandise and other products from different group of suppliers in the market connecting them through distribution centres (Pullman, and Gu, 2020). Effectively, it becomes important for the business to ensure that it is able to have enough stock in its inventory allowing customers to make their purchase. The suppliers may include from clothing sector, shoes and accessories, etc that can be sold online. Connecting directly with the sole makers of the products would also allow the brand to be able to incur direct supply for the products. 
Staff: for setting up its online business, even “Ecom-it” requires its own group of staff that would be responsible for certain roles and responsibilities. It is essential that the company is able to hire minimum and most required staff from the market. This includes efficient content creators who would write efficient copies for the website, social media as well as for its promotional campaigns in social media platform. It would also need graphic designers and photographers who would provide extensively clicked and designed photos of the products in the website (Bridgeford, 2020). Further, the graphic designer and a website developer should be responsible developing the website and mobile application as well as for setting up and customising themes. The staff would also include the need for technical experts who would responsible in ensuring the security of the website and ensuring that it keeps all its product designs and themes and ideas secure and safe. The entire staff would have proper training sessions that would prepare them for effectively ensuring that they delivery efficiency through their work and deliveries. 
Payment Mode: it is essential that being an online retail shopping website, “Ecom-it” is able to provide the necessary requirements for the customers including an efficient payment gateway. The payment mode should include, online card payment, PayPal, Google Pay, along with cash or card on delivery of the product. This is mainly to assure customers that they can purchase their products safely and securely without any hassle. It is important that the company is able to ensure that they standardise with PCI-DSS compliance orders thereby ensuring that the company is able to secure itself from frauds and thefts when customers try to make online payments (Dragomirov, 2020). Multiple checkout and transition phases are required that would ensure that the company enables a secure payment gateway for the customers. 
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offering buying accessibility and attractiveness to the customers of UK. The use of boosting organic social presence of the e-commerce site “Ecom-it”, can be useful along with paying for Google advertisement. Another important way to promote the website is to create for In terms of marketing or promoting service for “Ecom-it”, it can be projected that online or digital media along with some traditional promotional tactics can be of best method to promote the new e-commerce retail website offering new way of innovative services to customer shopping experience in UK. In terms of traditional marketing tactics, it can be seen that illustrating about new e-commerce platform to be launched can be promoted through banners and flyers in various prime locations of London where people visits the most and can get the most information about how innovative the e-commerce website shopping platform is (Tolstoy et al., 2021). In terms of promoting, sales promotion can also be useful in finding the right audience as this tactic indulges for offering discounts and more offers for customers while shopping from their online website retail platform. The digital media promotion is one of the most important one, as this can indulge for website promotion useful content and optimize SEO search content for customers while buying (Miljenović, and Beriša, 2022).
It can be seen that in terms of using Google advertisements, the paid search engine contents can be effective promotional strategy for the newly built e-commerce website for entrenching the customers. In fact, the use of social media can be seen to be the most useful platform for attracting the customers. According to Rosário, and Raimundo, (2021), it can be seen that for promoting new e-commerce retail website “Ecom-it”, social networking sites like Facebook, Instagram can be useful in getting customer feedbacks and responses about how productive the new innovative services by “Ecom-it”,  have been presented in front of targeted customer segments like youths of UK. With the help of Facebook and Instagram blog content, they can build upon their brand profile and also create awareness about customized delivery or service, the new innovative business by “Ecom-it”, is capable of. However, it can be seen that use of online media can be seen to be most effective one for the promotion of e-commerce website for “Ecom-it”, as the use of optimizing SEO content can raise the organic reach of the customers in front of millennial who are seen to be second most using targeted customer segment in UK for shopping through online websites (Saridakis et al., 2018). In terms of reaching the millennial group as major customers segment for “Ecom-it’s own label product range, the use of mobile marketing can be useful one with emancipation of constant messages being flowed to the end customers at various festive occasions. This can certainly imbibed with various pricing discounts, new products launch while benefitting the customers regarding availability of products. Moreover, the unique customer service support is also a part of their promotional strategy by “Ecom-it”. Regarding superior customer service and support program, it can be seen that there will be use of FAQ page with availability of online payment portal for the company so that it can help in easy transaction for customers (Saridakis et al., 2018). In fact, with online payment gateway to be flourishing in UK, it can be represented that promoting the secured online payment gateway with interactive customer feedback comments section can procure to higher customer retention rate for “Ecom-it”. 
Moreover, the “Ecom-it” can also consider collaborating with the online social media influencers who would become brand faces for the retailer thereby gathering more target customers for the company. Accordingly, through local social media influencer collaboration, “Ecom-it” would be able to ensure that is able to attract its target customers through the followers of the influencers who would promote the brand in return for a fixed matter of payment for their service (Segares, 2021). With the creation of website content and blogs through the WordPress, that uses proper SEO Tools and including keywords that has the highest search volume by the customers are utilised hence, ensuring that it ranks in Google search page at the top most list. This would allow the company to effectively ensure that its marketing tactics are paying off and engaging customers with the website. The development of mobile application would further allow customers to search through their favourite products from the app itself and have their own personalised experiences. 
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From the above report, it can be evaluated that online website-based store can turn out to be immensely lucrative with proper business plan and analysis of the market environment. Accordingly, it is possible for the brand to ensure that it is able to enhance its efficacy by considering the outline setup for the business as well as enduring the marketing plan. 
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