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Eco Clean Essentials offers a selection of natural and chemical-free cleaning products through an online marketplace. The store focuses on eco-friendly viable alternatives like vinegar, baking soda, essential oils, and other environmentally friendly products which can be used instead of traditional cleaning solutions that are often harmful for the environment. The proposal of the store is intended to be an easy and affordable solution for households that are looking into sustainable cleaning (Baldassarre et al., 2017).
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Innovative Product/Service Proposition:
What distinguishes the store is that it offers natural alternatives only. As the consumers become more wary of the potential environmental and health hazards of cleaning chemicals, Eco Clean Essentials looks to become a one-stop destination for all such home needs, providing eco-friendly, sustainable alternatives and making them a normal choice. 
Customer Profile:
The product is intended for consumers who are concerned about the environment and their impact on it. The target audience can be segmented as follows:
Eco-conscious households: 
families trying to reduce their carbon footprint to minimize the use of harmful chemicals.
Health-conscious customers: 
people suffering from allergies and respiratory issues that may be caused or worsened by traditional cleaning chemicals.
Green lifestyle advocates: 
clients who are committed to a sustainable lifestyle and are looking into eco-friendly options for all household needs (Clauss, 2017).


Sales Channels and Strategy:
The store will be online-only, providing access to customers all around the country and convenient shopping options for everyone. The online structure allows for ease of use and added focus on education and customer service, as well as reduced overhead costs associated with physical stores. The online-only store will rely on a number of digital marketing channels to attract customers (Cooper, 2019).
Search Engine 
Optimization in order to improve search engine performance and attract organic traffic.
Social Media Marketing: 
engaging with the potential customers on popular platforms like Instagram and Facebook, using educational posts and ads, promotions, and community building.
Content Marketing: 
in order to provide customers with the information they need and address their concerns, including their environmental and health implications of traditional cleaning chemicals.
Valuable Content Delivery:
Blog posts, cleaning tips, and product comparison on e-commerce site educating customers.
Email Marketing:
Personalized promotions, product notifications, and tips about new eco-friendly cleaning trends.
Innovation:
Regular product replacement to add new eco-friendly cleaning products as they will emerge in market (Cooper, 2019).

Competitors and Differentiation:
Method, well-known for its stylish, environmentally-friendly cleaning products. Seventh Generation, offers a variety of green cleaning product and has a significant focus on privacy and sustainability. They provide a broad range of eco-friendly cleaning products. Eco Clean Essentials will have certain advantages over competitors (Cooper, 2019).
Differentiation Strategy:
Curated Product Range: 
Unlike its competitors, who only carry products in a variety of product categories, the shop only carries the sustainable products
Educational Focus:
To facilitate the adjustment of customers to eco-friendly cleaning products, the store will provide a wealth of information and knowledge
Affordability: 
It is committed to providing price-competitive eco-friendly items that are not low quality, because harsh chemicals, environmentally damaging compounds, and lax sourcing and manufacturing practices are an unsustainable commitment to environmental protection.
Competitors’ Sales Channels
Mostly Method and Seventh Generation s sell through major retailers like Walmart and Target
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eCommerce Setup for Eco Clean Essentials
To successfully launch Eco Clean Essentials as an online store for eco-friendly cleaning products, several key considerations are essential in setting up the eCommerce platform.  
Choosing the Platform:
Software as a Service (SaaS) Solutions:
Shopify offers a range of customizable templates and built-in features that cater to various business needs, including inventory management, customer relationship management, and marketing tools. The platform’s scalability is beneficial as it supports growth by allowing easy integration of additional functionalities and applications. Shopify’s user-friendly interface and extensive support resources will help streamline the process of setting up the online store, making it accessible even for those with limited technical expertise (Kristensen and Remmen, 2019). 
Marketplaces: 
Alternatively, leveraging established marketplaces like Amazon or eBay can provide immediate access to a broad audience. These platforms offer high visibility and built-in trust with consumers, which can be advantageous for new ventures. However, using marketplaces also means competing with numerous other sellers and adhering to their rules and fee structures (Yu and Sangiorgi, 2018).
Creating Content:
Website Content:
high-quality content helps engage visitors and turn them into customers. It is important that the content is well-written and explicitly detail the advantages of eco-friendly cleaning products. Moreover, it must introduce the store’s unique selling proposition and extensively describe the products. The content should also be made visible and available to search engines. In particular, the website’s content should include engaging blog posts, product guides, and informative articles on residential cleaning with eco-friendly products (Yu and Sangiorgi, 2018).
Photography: 
another aspect of the content, quality photography, is indispensable for online stores. Images of products in high resolution form a critical ground on which customers build their idea of the product and make purchasing decisions. Products must also be photographed from all sides, showing in detail all the characteristics that may be necessary for the buyer (Baldassarre et al., 2017).
Payment Services: 
payment options and services addressing payments range of associated issues.


Payment Services:
Payment Options:
It is important to provide the customers with a variety of choices when it comes to payments. Thus, Eco Clean must accept all major credit and debit cards and offer the PayPal service. Many customers may find the time to make their decision, so they may need to be reminded of the products and offered to return their shopping carts. In this case, some customers might leave and not return even in case they like the goods offered. Such practice is associated with the policy of holding the goods in one’s cart (Baldassarre et al., 2017).
PCI-DSS Compliance: 
when accepting payments through carts or other means, the company must follow the Payment Card Data Industry Standard. The purpose is to ensure that the card information belonging to the customer is handled following their policies and that the business meets the mandatory compliance requirements to safeguard their clients’ payment data from fraud (Clauss, 2017).
Marketing Strategy for Eco Clean Essentials
Digital Marketing:
Digital marketing channels, such as Search Engine Optimization and social media marketing, play a crucial role in directing traffic to the online store. SEO involves improving the content and structure of the website to enable higher search engine ranking and ultimately, attract organic traffic. Social media platforms, especially Instagram and Facebook, will enable Eco Clean Essentials to interact with customers, share educational content, and promote special offers (Clauss, 2017).
Email Marketing: 
Automated email campaigns to a specific audience, such as prospective buyers who did not make a purchase, will enable the establishment of personal relationships with Eco Clean Essentials’ customers. Personalized emails can feature product recommendations, special offers, and specific cleaning tips that are related to the company’s mission and offers (Yu and Sangiorgi, 2018).
Influencer Partnerships: 
this strategy involves collaboration with social influencers and bloggers who share the company’s values. Influencers can be paid to create content that describes the products and persuade their fans to visit the online store and make a purchase.
Customer reviews and testimonials:
satisfied customers can be encouraged to post their reviews and success stories, and an online selection of these can help to attract prospective buyers and increase trust. Prospective buyers are more likely to believe other customers if they perceive them as similar to themselves.
Promotions and Discounts: 
Offering promotions, discounts, or special deals will be one of the most efficient tools to deliver the necessary value to customers and attract new ones to the business. Having limited-time offers or bundle deals, either on a regular basis or as a part of pre-launch activities, may also guarantee impulse buying. In this case, the combination of a bundle deal and a discount seems appropriate, and a referral program that implies the involvement of a new customer and promotes loyalty can also be valuable (Yu and Sangiorgi, 2018).
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Promotion Strategy:
Implementing a multifunctional and comprehensive promotion approach relies on the utilization of multiple digital and online channels and understanding what target customers do on the Web and which of these activities can become the subject of targeting. Promotion strategy involves deploying pre-launch activities, activity on social media, online paid searching, and email marketing to ensure effective ways of reaching target customers and relaying the ECO Clean Essentials information to them (Yu and Sangiorgi, 2018).
Target Customer and Approach to Reaching
Eco Clean Essentials is intended for families and individuals who care about the environment and are ready to include changes in their lifestyles to become environmentally friendly customers. The target customers also include health-conscious housewives, eco-geeks, and families who are extremely aspirational in terms of having an ecologically clean and sound home and house care. 
Social Media Utilization:
Facebook, Instagram, and Pinterest are going to be at the heart of utilizing social media for the marketing campaign. Those platforms allow to generate brand awareness and help connect with communities, as well as drive traffic to the shop. Along with that, using the ad platform on Facebook would allow targeting people who are interested in environmental products and green technologies (Baldassarre et al., 2017).
Paid Search Engines:
Paid search is going to be used with the highest-intent customers, who usually search for the needed products. A form of their search is not always known, so the paid search engine advertising is going to be used for them to find Eco Clean Essential. At this point, the pay-per-click on Google Ads is going to be used, with the company’s name appearing at the top of the search of the topic, such as “natural cleaning product”, “environmentally friendly soap”, etc. 
Understanding Customer Journeys:
Mapping out the customer journey is essential for any marketing campaign optimization, as understanding each step an individual makes while interacting with the product, can greatly increase the sales, as well as improve customer satisfaction. In the case with EcoClean Essential, the preferences of the natural cleaners and their prior behavioral history can be affected by the way the campaign is going. For example, the journey of a customer includes four main steps, which include awareness, consideration, purchase, post-purchase (Baldassarre et al., 2017).
Email Marketing:
Considering the kind of business, email marketing will have a significant role in creating and maintaining relationships with customers. The opportunity provided by an email to personalize the message will be used optimally for offering valuable content to potential buyers, such as cleaning tips, updates about new products, or special deals. For customers that are not yet ready to buy, email marketing also helps to follow up to nurture those leads (Clauss, 2017). 

Pre-Launch Promotion:
A popular tactic that stimulates the collection of email addresses before the actual opening of the store is pre-launch promotion. For this, a simple homepage, the so-called landing page, is launched, featuring some teasing offer, such as discount, first access, or any similar. Furthermore, by promoting that notice on social channels, blog content, media, and even involving influencers to mention that, visitors are generally guided to the access of this ‘pre-launch’ homepage (Clauss, 2017). It should be noted that email addresses collected this way must be one hundred percent traffic sourced to avoid any legal issues or wasting time and effort.
SCAMPER's 6 Hats Method for Eco Clean Essentials
SCAMPER is a creative thinking method which is used to come up with innovative ideas or solutions. SCAMPER stands for Substitute, Combine, Adapt, Modify, Put to Another Use, and Eliminate. Applying SCAMPER’s 6 Hats Method to Eco Clean Essentials will help to consider different aspects of business to improve its strategy. Here are the ideas on how to do so:
Substitute:
Products:
Current Products:
Vinegar, baking soda, essential oils, and other natural cleaning agents.
Substitute Ideas:
Consider substituting them with the new or specialized eco-friendly products that were not presented in list. For example, this could use plant-based cleaning concentrates or biodegradable cleaning cloths (Cooper, 2019).
Suppliers:
Current Suppliers:
Traditional suppliers of natural cleaning products.

Substitute Ideas:
Explore the new suppliers who supply the unique and not commonly available eco-friendly products to make product the only place where such items can be found.
Combine:
Products:
Current Products:
Individual eco-friendly cleaning items.
Combine Ideas:
Package them into the cleaning kits which consist of multiple items that could be used together, for example, “Green Cleaning Starter Kit”, which would consist of vinegar, baking soda, and reusable cloths.
Marketing Channels:
Current Channels:
Social media, paid search engines, email marketing.
Combine Ideas:
Combine these channels into single marketing efforts, such as social media ads, influencer content promoting the benefits of products, and email promotions, which all run similarly themed promotions to attract customers to the store.
Adapt:
Business Model:
Current Model:
Online store with sales of cleaning supplies for customers.
Adapt Ideas:
Add to model subscription service, with which will send the customers eco-friendly items necessary for cleaning every week or month in exchange for a monthly subscription. This will increase customer loyalty to store and provide with a constant revenue stream.
Content:
Current Content:
Product descriptions, blog posts, and educational articles.
Adapt Ideas:
Adapt the content so that the customers would contribute into it, such as share their experiences and cleaning tricks or submit the product reviews. This would facilitate the building of community around the product and increase trust (Cooper, 2019).
Modify:
Product Features:
Current Features:
Standard eco-friendly cleaning products.
Modify Ideas: 
Packaging: change the packaging used to recycled packaging waste products or biodegradable packaging waste products. Packaging the product well and having a better outer container will be very useful. Using refills is also a good option.
Website Experience:
Current Experience: 
As of now, in a consumer’s view, when they visit the website, they don’t see any features on how our products are cleaned and made. They do not access a quick way to see new and old products, they just need to go through the website and search for products time to time. Very basic type of website we have (Clauss, 2017).
Current Use: 
Product cleaning
Another Use Ideas: 
For bio- friendly products, other uses can be cleaned in office and commercial purposes. Create a special product for cleaning the office and commercials. Creating products for pets and humans with allergy can also be beneficial (Clauss, 2017).
Marketing Tactics:
Current Tactics:
Email campaigns
Another Use Ideas:
For example, holding a workshop on how products are made and how to be eco- friendly and an email should be sent out to all customers disclosing the event.
Eliminate:
All the categories which do not support the action above should be eliminated. Some specific examples are:
Products:
Current Products: 
Eco- friendly products.
Eliminate Ideas:
This ensures the low purchased products due to the high price and competition are eliminated and the products client need are produced. All non- useable product will be cancelled.
Processes:
Current Processes: 
General sales process.
Eliminate Ideas:
Eliminating the sales and marketing which was developed earlier but is not in use. Automating and using CRM tools to follow up on clients manually following them will be eliminated.
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Privacy and Data Protection for Eco Clean Essentials
Privacy and Electronic Communication Regulations (PECR):
Eco Clean Essentials must ensure that under the privacy and electronic communication regulations marketing communication must be conducted by consent. The first point is that customers should easily opt out of data whether it be processing, collection, and access for marketing communication. Any request to opt out must be complied with at any time. They must also support rights such as “right to erasure” whereby clients have the right to demand that their data is erased when it is no longer required for processing or they for their data to be deleted once collected to marketing (França et al., 2017).
Security Measures:
Secure Access:
One of the most vital steps towards securing personal information is ensuring that access to the cloud provider is secure. This can be achieved through the use of robust authentication means. For example, employ the use of multi-factor authentication in order to block any form of unauthorized access. User access rights must be frequently monitored and managed.
Sensitivity and Access Controls:
It is vital to be aware of default access settings. Access controls must be updated and adjusted frequently to reflect the rapid changes in staff roles and responsibilities. Access to information can only be granted on a ‘need-to-know’ basis in order to minimize the risks of exposure.

Data Encryption:
Another most vital step involves data encryption when it is in transit and at rest. The main reason lies in protecting the data from unauthorized access. Encryption of information when in transit ensures that the information is kept confidential. On the other hand, encrypting stored data helps protect the information from unauthorized access even when the physical security of the storage area is compromised.
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The market gap or problem and proposed

solution (product/service)

» Eco Clean Essentials addresses a significant market gap in the cleaning
product industry:

» the lack of accessible, affordable, and convenient options when it
comes to truly eco-friendly cleaning solutions.

» While the market and general population have become more aware of
the environmental impact of standard cleaning products, an observable
incongruence still remains.

EcoClean
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Highlights of market and competitive analysis

» The market for eco-friendly cleaning products is growing at a rapid
pace due to the increased awareness among consumers about the
environmental sustainability and health hazards of the traditional
cleaning solutions.

» The market analysis key findings have shown that the share of people
who are concerned with preserving the nature and Favor eco-friendly
solutions and ingredients is growing, allowing Eco Clean Essentials to
offer a largely demanded product.
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Summary business (product/service) concept
and model

» Eco Clean Essentials is an e-commerce platform that is dedicated to
promoting natural and chemical- free cleaning product.

» The concept of the business is to create a one stop shop for customers
who want to live sustainably and reduce their carbon footprint.

» It seeks to satisfy a need in the market that is currently unmet, which is
the demand from customers who want greener but also more affordable
cleaning products.
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Competition and Differentiation strategy

» In the competitive environment for the market of eco-friendly cleaning
products,

» Eco Clean Essentials will face the competition from such brands as
Method, Seventh Generation, and Mrs. Meyers, as well as general
retailers that offer the line of green products, including Whole Foods and
Target.
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Marketing Strategy

» The marketing strategy of Eco Clean Essentials is aimed at
building brand recognition, attracting a loyal customer base, '

and boosting sales through a multi-channel approach focused *uu:rg
on emphasizing the company’s value offer as affordable, =
accessible eco-friendly cleaning products (Baldassarre et al., Y
2017).

» Primary, the strategy will involve a potent digital marketing )\
campaign, exploiting social media presence on Instagram,
Facebook, and Pinterest for engaging potential customers

interested in green living. Sl
E\, -
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Privacy and Data protection.

» Eco Clean Essentials has online privacy and data protection rights. The
company ensures the implementation of secure data collection measures
and storage means in customer information.

Data
Protection

» They apply strong safeguard technologies to protect personal data from
unauthorized access and ensure privacy (Yu and Sangiorgi, 2018).
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what have I learnt from this assignment and how will it
benefit in the future?

» From this assignment, I have learned the lessons and skills that would be especially
useful for any future business.

» One of the main insights is the process of creating and developing a business concept
such as an online marketplace for sexual orientation.

» Completing this assignment has developed a clear understanding of how market gaps
can be identified and addressed (Yu and Sangiorgi, 2018).
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Conclusion

» To conclude, the development of innovation and creative thinking in a business context
is a strategy that must be implemented to ensure additional growth and survival. Thanks
to this cherished synthesis, businesses will be able to achieve success.

» Many business leaders today will apply these principles and integrate them into their
procedures, allowing them to become successful in ways that have never been possible
before. Consequences.
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Introduction

» Business must support innovation and creative thinking of more than ever. It is a result
of several factor changes in the corporate globe and rhythms.

» Any company must be competitive to be in a constant state of finding. It relates to the
increasing global competition and the accelerating speed of technology advancement.

» Creativity and innovation are essential to any business for fitting the operational
efficiency and client worth. It exists..




