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Executive Summary 
[bookmark: _Hlk132308981]
The “Developing Innovation and Creativity for Business Advantage” report is mainly based on the creation of an “Internet-connected Kitchen Appliances” product. Description of the product has been analysed as important of this unique product with potential customers. Identification of selling methods by following a consultative model in both digital and retailer marketing places has been chosen. Based on the four stages of sustainable proposition the product has been developed its competitive advantages by comparing the products of competitors. 
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[bookmark: _Toc132228071]Introduction
Creativity and innovations are two essential components that can enhance business advantage. Appropriate development of innovation and creativity leads an organisation to improve its problem-solving ability to ensure the growth of the organisation. Creativity and innovation develop appropriate ways to improve the production rate of existing products, on the other hand, it is associated with developing innovative products that can meet customer expectations. These two components optimise business service and allow entrepreneurs to evaluate their thinking process beyond the traditional solutions or outside of the box by capturing modern innovative solutions. This report is going to describe a household appliance's innovative product named “Internet-connected Kitchen Appliances” by identifying its potential customers, selling process, and sustaining business proposition. It also figures out its competitors and their selling process to enhance the productivity of the innovative product. It proposed an online website where we can "Brick and Motor organisation" can sell the innovative product. It also attaches analysis of marketing methods and use of data protection regulations in order to the production of innovative products.
[bookmark: _Toc132228072]






The innovative product 
[bookmark: _Toc132228073]Importance of Innovative product 
As per the given scenario, this can be stated that due to digitalisation the cost of living has increased all over the UK since 2021 (Ullah et al. 2022). The annual inflation rate of this country has reached by 11.1% and this type of high inflation affects goods or affordable services for households. By following the “Consumer Price Index” (CPI), this has been generated that the cost of good customer service has increased in 2022 of December by 10.5% rather than the previous year. Due to the raising cause of inflation supply chain bottlenecks and consumer factors has getting affected as a result of the food price increase all over the UK. Dealing with busy lifestyle, most people may not be able to take the time for preparing food. Instead of this people most working populations prefers ordering food from outside of the house rather than making it inside. The increasing rate of inflation can create difficulties for these people because of the high rate of food products and their demand. 
[image: ]
Figure 1: Increasing rate of Gas Price in the UK
(Source: Hang et al. 2022)
Moreover, another important factor due to inflation has been days is the increasing rate of household energy tariff with its price. From December 2021 to 2022 in the UK the price of domestic gas has increased by 129%. This type of increasing rate of gas price has breakdown its record level after the Russia-Ukraine war (Ullah et al. 2022). During the war, the UK has to cut some of its supply to Russia as a result electric price and the gas price increased with the rising cost of living. Due to this type of problem, every householder needs an innovative product that can save the use of energy and cooking gas.  
[bookmark: _Toc132228074]Descriptions of Innovative Product
By focusing on the above-mentioned issues here the “Internet-connected Kitchen Appliances” innovative products have been selected. This type of kitchen appliance has been developed with an automatic connection to the Internet. The main reason to develop these kitchen appliances is to save energy, time and money (Kutieshat and Farmanesh, 2022). Internet connecting these kitchen appliances has considered smart kitchen gadgets that can connect with home automation systems for saving and convenience energy or time. With the help of these kitchen appliances, one can able to comment on making coffee immediately after waking up. Suppose a person has forgotten to turn down the microwave oven and went to the office. The person can be able to comment turn off the microwave oven from the office if the person uses “Internet-connected Kitchen Appliances”.  
Instead of that with the help of these kitchen appliances householders can preheat the oven for making dinner easily and able to optimise the temperature of freezers refrigerators ovens and use of gas during the making of food (Chollisni et al. 2022). It sometimes happened that after preparing food some people forget to turn down the gas. These innovative kitchen appliances can ensure the user command to turn off the cooking gas from anywhere at any time. Generally, these smart kitchen appliances are connected to smart devices that are normally used so that the user may not have to carry any type of other device to control kitchen appliances. Moreover, these appliances come at affordable prices and tend to be worth because it can be able to save 43% of energy. Though these kitchen appliances are developed with smart kitchen devices for maintaining sustainability that's why this appliance has come with an “ENERGY STAR” rate instead of “FIVE STAR”, which shows it consumes less energy rather than any other product.
[bookmark: _Toc132228075]Identification of potential customers 
According to the global report of 2021, this has been regulated due to the increasing rate of cooking gas and energy price in UK the marketing size of global smart kitchen appliances has increased value by more than 13.8 billion dollars. From this type of marketing scope, this can be predicted that the annual compound annual growth rate of smart kitchen appliances has increased by 18.4% from 2022 to 2030 (Patrucco et al. 2022). From the pandemic situation, increasing date of customer awareness regarding energy consumption leads product-developing organisations to increase the development of innovative kitchen appliance products. 
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Figure 2: Global scope for smart innovative kitchen product 
(Source: Bacq and Aguilera, 2022)
By investing in innovative kitchen appliances an organisation can manage its sustainable environment and promote efficiency by enhancing its logistic and manufacturing activities. The UK has more than 64 million population and the 3.1% unemployment of this country shows that most populations spend their busy lifestyle (Hémous and Olsen, 2022). This type of marketing segment for this innovative product generates scope for enhanced marketing demand. After analysing this type of marketing scope of smart kitchen appliances this has been illustrated that most householders are key customers of this product. However, hotels and restaurants can be able to use this product to save time and effort. 
[bookmark: _Toc132228076]Marketing place and selling method
To improve the marketing process of this product both traditional marketing places and modern marketing places can become effective. By selling products in different non-e-commercial retailing stores, general people especially those who are not dependent on social media marketing can buy this product (Lina, 2022). On the other hand, by using digital marketing place this product can attract more customers rather than retail stores. According to the global business report 2022, more than 78% of people prefer the online product purchasing process rather than going to the shop. Thus, by following both digital and non-digital marketing places this product can grapes more customers. However, by investing in digital marketing place product marketers can be able to promote different types of AI-related advertisements for this product that can attract customers from different countries and communities. 
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Figure 3: Consultative Selling Model
(Source: Alzoubi et al. 2022)
Based on the consultative selling model that is developed by Mack Hanan, this has been evaluated that to manage online and offline selling of this product the marketers need to provide importance on 6 stages. The preparation stage ensures need for the product by analysing all requirements of the product in the consumer market. The state helps to enhance production of the product and enhance dynamic reputation of the organisation that is associated with developing or marketing this product. The connection stays help to build appropriate reports with the customers. By creating different types of digital platforms this step can conduct a survey where potential customers can comment on their opinion of this product. This type of process helps to develop all aspects of the production and mitigate risk that is associated with product marketing process. By following third step of understanding marketers can understand expectations and needs of customers regarding their product. In this way, if there are any kind of such problems visible product development can mitigate the problem (Clauss et al. 2022). In recommendation stage, a clear recommendation about the possible solution has been generated which can help to improve efficiency and effectiveness of product and helps to develop best result. The commit step has been associated with making of clear commitment regarding the product to show the client. This process helps to provide appropriate commitments regarding requirements of this product. It also helps the customer to understand why they choose these products rather than other products. In last stage of the act, the marketers can review all the steps and make sure that the product meets all commitments of its requirement.  
[bookmark: _Toc132228077]Venture for products  
In the context of selling an innovative product, Ascension can become an appropriate venture. because the entrepreneurs of this venture provide importance to adopting next-generation technology. This venture invests a huge number of funds in technology for enhancing opportunity that involves- tax-efficient funds like Ascension SEIS, Ascension EIS, and the Ascension Life Fund and different types of institutional funds such as Good Food Fund, and Foodtech companies (Stark, 2022). Though this venture may not represent its investment rate, however, it has been predicted that the investments of this venture are between 300k to 1.2 million dollars. Furthermore, “Internet-connected Kitchen Appliances” has been associated with next-generation innovations that’s why this venture is appropriate for this product.    
[bookmark: _Toc132228078]Way to sustain the innovative business proposition
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Figure 4: Steps for sustainable business propositions
(Source: Sadriddinovich and Tukhtamirzaevich, 2022)
As per the above image, this product will follow the four steps of sustainable propositions. With the help of expanding business Canvas this brand can discover their potentials stakeholders and identify valuable opportunities. The innovative business model can help to demonstrate societal and environmental benefit of this product, 3rd step link to drivers of advantages help to connect product with environmental benefits to enhance its competitive advantage regarding sustainability. At last scale of initiative identifying dynamic stakeholders need to create a new boundary for marketing competition
[bookmark: _Toc132228079]Analysis of Competitors 
Differentiation of products from other competitors' products
The Wickes become potential competitors for this product because this organisation has more than 14 Bespoke range of kitchen appliances in different styles and also offer free installation services (Singh et al. 2022). This organisation has associated with more than 230 stores in UK and provides variety of colours in their products. It also provides an appropriate warranty for each kitchen appliance which can be able to attract the trust of customers. Though this organisation has offered 14 range of kitchen appliances however those products are not able to consume less energy rather than this product. On the contrary, DIY products of kitchen appliances can enhance sustainability level of this organisation and its products which create competition for the selected product.   
Selling methods of competitors
The Wickes organisation has followed the challenging selling method. This method basically creates some selling approaches that can help to understand customer demand and needs regarding the products and identify business challenges with the help of product preferences (Azimovna et al. 2022). By following this selling methodology this organisation has engaged a salesperson that can directly connect with customers for search opportunities. Though this method is effective however it is too time-consuming. 
[bookmark: _Toc132228080]e-Commerce
[bookmark: _Toc132228081]Using Saas Website: Shopify
Using a SaaS platform like Shopify to build an e-commerce website for an innovative product like internet-connected kitchen appliances for a UK firm includes numerous significant considerations.
Selecting an Appropriate SaaS Platform
Shopify is a well-known SaaS platform created primarily for e-commerce firms (Golik-Górecka and Komorowski, 2022). It provides various e-commerce-specific features and capabilities, including product listings, payment processing, shipping and fulfilment, and marketing and SEO tools. Selecting the best Shopify package for its company's goals and budget is critical.
Design and personalization
Its e-commerce website's design and customization are crucial variables that might impact its clients' purchasing decisions. Shopify has a variety of configurable themes that may be utilized to build a one-of-a-kind and appealing website that matches its business (Abraham, 2021). Furthermore, Shopify provides a variety of customization possibilities, such as the ability to integrate custom code and plugins to construct a website that suits its exact requirements.
Processing of Payments
It is critical to have a variety of popular payment alternatives in the UK, such as credit and debit cards, PayPal, and Apple Pay. Shopify provides a variety of payment choices, including these popular UK payment methods, which may assist in increasing sales and improving customer happiness (Ilieva et al. 2023). While accepting card payments, ensuring that its website is PCI-compliant is critical. 
Personalizing Shopify Store
When developing an e-commerce website for a new product, designing a shop that matches its brand and successfully shows its items is critical. Shopify has a variety of customizable themes that organization may use to design a website that is unique to its company. It is critical to select a template that is suited for the UK market and to adapt it so that it is appealing to UK clients.
[bookmark: _Toc132228082]Using a Market Place: Amazon
Using a marketplace like Amazon to create an e-commerce website for an innovative product like internet-connected kitchen equipment for a firm in the UK includes numerous critical factors.
Costs for Using the Marketplace
The costs involved with selling its goods on a marketplace like Amazon are among the most important considerations (Bloodstein, 2019). Amazon charges several fees, such as referral, fulfilment, and storage fees. These costs might vary based on the type of goods being sold, their price, as well as their size and weight.
Product details and photography
Providing extensive product descriptions and high-quality pictures is critical to attracting potential buyers to its innovative product on Amazon. Amazon provides a variety of tools to assist organizations in creating appealing product listings, such as the option to upload numerous product photos, product descriptions, and product details.
Shipment and delivery
Fulfilment by Amazon (FBA) is Amazon's fulfilment service that allows retailers to keep their items in Amazon's warehouses while Amazon handles shipping and customer care (Lin et al., 2022). This might be an excellent choice for companies that need help managing fulfilment. However, it is crucial to remember that utilizing FBA incurs additional expenses.
Marketing and search engine optimization
Ensure its innovative product is visible and searchable on Amazon to attract buyers. Amazon provides various marketing and SEO tools to assist organizations in optimizing its product listings and increasing visibility. Amazon also provides advertising solutions such as sponsored items and brands to help market its product to a larger audience.
Processing of Payments
Amazon Pay is the company's payment processing system. It enables users to purchase on third-party websites using their Amazon account credentials (Ezennaya-Gomez et al., 2021). Furthermore, Amazon Pay may provide clients with various payment alternatives, such as credit and debit cards, bank transfers, and monthly payments.
[bookmark: _Toc132228083]Creating content, including copy and photograph 
When developing an e-commerce website for an innovative product, such as internet-connected kitchen appliances for a UK firm, investing time and resources in developing engaging content, such as writing and photos, is critical. This will help to attract potential buyers to its website and highlight its product's distinctive characteristics and benefits. 
Copy
While creating text for its e-commerce website, remember that its potential buyers will be seeking product information. It is critical to give extensive product descriptions, including specs, features, advantages, and use cases (Trang et al., 2020). Organizations may also utilize content to highlight distinguishing features, such as energy efficiency or user-friendly controls. Furthermore, posting customer reviews and testimonials will assist in developing trust with potential consumers and persuading them to buy.
Photography
High-quality images are required to showcase its new goods on its e-commerce website. Consider hiring a professional photographer or investing in high-quality equipment to ensure that its images are clear and well lit. Having many images of the product from various perspectives and attributes is critical. Moreover, lifestyle photos can show how the product can be used in real life.
Video
Video information, in addition to images, may be an efficient approach to displaying its creative product (Brucks and Levav, 2022). Consider making a product demonstration film that shows the product in action and highlights its distinguishing features and advantages. Moreover, customer testimonial films may effectively develop trust and inspire potential consumers to buy.
[bookmark: _Toc132228084]Using a Payment Services e.g., card, PayPal 
While developing an e-commerce website for a new product, such as internet-connected kitchen appliances, for a firm in the United Kingdom, it is critical to examine the payment systems that will be utilized to receive payments from clients. Payment systems such as card payments and PayPal are extensively utilized on e-commerce websites and provide users with ease and security (Lakeman et al., 2021). While taking card payments, however, it is critical to be mindful of Payment Card Industry Data Security Standard (PCI-DSS) compliance risks. The Payment Card Industry Data Security Standard (PCI-DSS) is a collection of security standards designed by the payment industry to secure consumer payment data against theft and fraud. PCI-DSS compliance is required for all merchants that take card payments, and failing to comply can result in hefty fines and brand harm.
E-commerce websites must ensure that sensitive credit card data is securely kept and sent to comply with PCI-DSS regulations (Mitra et al., 2022). This may be accomplished by putting security mechanisms like encryption, firewalls, and access limits in place. E-commerce websites must also conduct frequent vulnerability assessments and penetration testing to discover and resolve security flaws. When using payment services such as PayPal, clients must be led to a secure payment page hosted by PayPal rather than directly inputting payment information on the e-commerce website. This decreases the danger of a data breach by ensuring that critical payment data is not retained on the e-commerce website.
[bookmark: _Toc132228085]Marketing
[bookmark: _Toc132228086]How will an organization promote its product OR service?
The business may use digital marketing tools like social media, email marketing, and sponsored search engines for marketing Internet-connected kitchen appliances. Social media sites like Facebook, Instagram, and Twitter may be used to promote the characteristics and advantages of the product as well as to interact with potential consumers by posting and running targeted advertisements (Infante and Mardikaningsih, 2022). To inform interested consumers about the product's release, discounts, and new features, email marketing may be used. Using paid search engines like Google AdWords can boost exposure and drive traffic to a company's website. Pre-launch advertising may also be a successful strategy for creating buzz and increasing anticipation for the product's arrival. The business may conduct a social media campaign to collect the email addresses of potential buyers interested in being notified when the product launches. 
[bookmark: _Toc132228087]Who are its target customers? How will organization reach them? 
The company's internet-connected kitchen gadgets are marketed to people in the UK between the ages of 25 and 45 who like cooking and are tech-savvy. This age group will likely have more money to spend and can easily utilize technology to improve their cooking. The business may promote the characteristics and advantages of the product on social media sites like Instagram and Facebook to attract this target group (Liao et al., 2021). To highlight the capabilities and distinctive aspects of the product, the firm can provide interesting content, such as pictures and videos. Also, collaborating with bloggers and influencers focusing on technology and cookery may help build brand recognition and reach a larger audience. T
[bookmark: _Toc132228088]Consider the use of social media
The business may use numerous social media channels, including Facebook, Instagram, Twitter, and other platforms, to advertise Internet-connected kitchen appliances. These platforms offer a great chance to present prospective clients with the product's features, advantages, and value proposition. The product may be given its page on Facebook, where regular updates, images, and videos showcasing its features can be posted (Sahoo and Gupta, 2020). The business may use demographic information to target users interested in food, home appliances, and technology with adverts on the site. Instagram may be used to publish aesthetically engaging material, such as top-notch images and videos demonstrating the product. The site also permits the usage of hashtags to broaden the audience and enhance exposure. Partnering with food bloggers and influencers with a significant following and the same values as the business may be a successful strategy for influencer marketing on Instagram. Twitter may communicate brief product-related updates, news, and promotions. Business may interact with consumers on the platform and answer their questions and opinions (Wei et al., 2020). Depending on the target market and marketing plan, other sites like YouTube, Pinterest, and TikTok may also be considered to advertise the product. Social media platforms may greatly expand the product's exposure and reach among potential buyers, ultimately resulting in more sales and income for the business.
[bookmark: _Toc132228089]Consider the use of Search Engines
The firm can effectively contact prospective clients looking for kitchen appliances online using sponsored search engines like Google AdWords and Bing Ads. The business may make sure that its product adverts show up at the top of the search engine results page by paying on relevant keywords. The company's e-commerce website may see a boost in exposure and traffic (Phomkamin et al., 2020). The business must research to find the most pertinent keywords and phrases that potential clients would enter while looking for internet-connected kitchen equipment to use sponsored search engines efficiently. The business may also write attractive landing pages and ads that showcase its goods' special qualities and advantages. This increases the likelihood of generating clicks and turning website visitors into paying clients. 
[bookmark: _Toc132228090]Understand the role of customer journey
Promoting and selling Internet-connected kitchen appliances requires a thorough understanding of customer journeys' role (Javaid et al., 2021). The procedure a potential client goes through before choosing to make a purchase is called a customer journey. The many phases a consumer experiences, from awareness to deliberation to the actual purchase, are covered. The business might begin by developing client personas to comprehend the customer journey. They are made-up individuals that stand in for the ideal business clients. The business may utilize the personas to pinpoint the many phases of the customer journey, the problems consumers face, and the moments they interact with the good or service. After creating the consumer personas, the business may design a customer journey map. Using the customer journey, the business may create a focused marketing plan that addresses each step of the customer journey (Micheaux and Bosio, 2019). For instance, the business may utilize social media channels to raise brand recognition and spark interest during the awareness stage. The business may employ retargeting advertisements to remind customers about the product and persuade them to buy at the decision-making stage. The firm may increase the chance that a customer will make a successful purchase choice by recognizing the function of customer journeys and creating a marketing plan that matches the consumer's demands at each point of the journey.
[bookmark: _Toc132228091]Consider the use of email marketing
Email marketing is useful for reaching out to potential buyers about Internet-connected kitchen appliances. Based on demographics, hobbies, or prior contacts with the brand, the corporation may design customized email marketing to reach particular groups. The emails may include links to the business's website or social media sites as well as details on the product's features, advantages, and promotions. Email marketing aims to remind customers about the product and entice them to buy it (Thomas et al., 2022). The business is looking for pre-launch advertising to acquire email addresses and create buzz before launching the product. It's crucial to understand the rules that apply to email marketing, though. With their permission, businesses can email everyone since it would be deemed spam. Alternatively, the business can collect email addresses from potential consumers using opt-in forms on their website or social media accounts. Customers should be able to opt-out at any time, and a clear explanation of how their email address will be used should be provided on the opt-in form. The business can design a pre-launch email campaign to raise interest and anticipation for the product once it has a list of email addresses (Nordström, 2022). The emails may include sneak peeks, behind-the-scenes looks, and exclusive promotions to entice people to join up. The corporation may boost the likelihood of a successful product launch by cultivating a relationship with customers before the launch.
[bookmark: _Toc132228092]Privacy
[bookmark: _Toc132228093]GDPR/Data Protection Act 2018
Understanding the General Data Protection Regulation (GDPR) and the Data Protection Act 2018 in the UK is essential when discovering and marketing new products like Internet-connected kitchen appliances to ensure that the business complies with the law and safeguards consumer data privacy. Customers' express and informed consent must be obtained before businesses can collect or handle their data, according to the GDPR (Chhetri et al., 2020). This involves gathering information through email marketing campaigns, cookies on the corporate website, and other channels. Moreover, the business must ensure that consumers can view their data, make changes, and request deletion. All data breaches must be disclosed to the appropriate authorities and the impacted customers within 72 hours (Shastri, 2021). When consumers use Internet-connected kitchen appliances, the corporation may gather personal information about them, including names, email addresses, and usage habits. The product's performance may be improved using this data, or it may be utilized for marketing. 
[bookmark: _Toc132228094]Privacy and Electronic Communication Regulations (PECR)
The UK has a series of laws called the Privacy and Electronic Communications Regulations (PECR) that control the security and privacy of electronic communications. Companies must adhere to the guidelines set out by the PECR when utilizing electronic communications for marketing.
[bookmark: _Toc132228095]The need for consent
A key component of the UK's Privacy and Electronic Communication Regulations (PECR) is the requirement for consent. Before sending customers any marketing messages via electronic channels like email, SMS, or phone, businesses must have their express consent (Kumar and Mittal, 2021). The consent must be freely provided, precise, well-informed, and clear. It follows that the individual must be given clear and simple information about the communication's goal, the name of the firm, and the data processing procedures that will be used. Moreover, the person must be allowed to revoke their consent. To ensure that people have control over their data and how it is used, express consent must be obtained. Demonstrating that the firm values and respects its customers' privacy rights also help increase consumer trust (Wang et al., 2021). Significant fines and reputational harm can arise from failing to get express consent or honoring someone's right to revoke consent. Thus, businesses must prioritize getting express consent and ensuring that the individual's expectations and preferences are met by the data processing activities they engage in.
[bookmark: _Toc132228096]Provision of facility to "opt out" of marketing communication
Companies are required by the Privacy and Electronic Communications Regulations (PECR) to offer people an easy way to unsubscribe from marketing mailings. Businesses must allow customers to revoke their agreement to receive marketing messages at any time, and the opt-out procedure must be simple and user-friendly. The opt-out option may be a website preference center, an unsubscribe link in email communications, or a reply message with a specific phrase to cease receiving SMS texts (Habib et al., 2020). Businesses must ensure that those who choose not to receive marketing communications are not sent any further marketing messages and that their decision is quickly honored. Respecting an opt-out request might result in violating the PECR, which could result in penalties and reputational harm.
[bookmark: _Toc132228097]Need to support rights such as "the right to erasure"
The Privacy and Electronic Communication Rules include a provision known as the right to erasure or the right to be forgotten (PECR). It enables people to ask businesses handling their data to delete the personal information they have on them. Companies are required under the PECR to react to erasure requests swiftly and ensure that all personal data has been deleted from all their systems, including backup systems (Officer and Leads, 2021). This includes any private information that may have been disclosed to outside service providers. Moreover, businesses are required to give customers explicit instructions on how to exercise their right to erasure. It should be simple to get this information, and it should be presented in an easy-to-understand way. As it gives people control over their data, the right to erasure is crucial to data protection. 
[bookmark: _Toc132228098]Security
Every firm selling internet-connected kitchen products must prioritize security. These gadgets are extremely vulnerable to cyber-attacks, and a breach may have major ramifications for the corporation and its consumers. Security measures should include assuring secure access to the cloud provider, encrypting communications in transit and at rest, and applying sensitivity surrounding default access and frequent modifications (Abiodun et al., 2021). It is also critical to use strong passwords and multi-factor authentication, monitor network traffic for anomalies frequently, and maintain all software up to current with the latest security updates.
[bookmark: _Toc132228099]Secure access to its cloud provider
Secure access to its cloud provider is crucial when it comes to finding and selling breakthrough products like internet-connected kitchen appliances. It is critical to ensure that only authorized individuals have access to the cloud infrastructure and that this access is secured using proper authentication measures, such as multi-factor authentication. Unauthorized persons might obtain access to sensitive data, compromise the infrastructure, or launch attacks against the cloud environment if secure access is not provided (Alexei and Alexei, 2021). This might lead to data breaches, financial losses, and company reputation harm. Companies must create robust access controls and evaluate and update them regularly to ensure secure access to the cloud provider.
[bookmark: _Toc132228100]Sensitivity to default access and frequent changes
Sensitivity to default access and frequent modifications is critical to internet-connected kitchen appliance security. Default access is frequently the first line of protection against illegal device access. Businesses must use strong passwords and two-factor authentication to ensure that default access is safe and difficult to guess (Ali et al., 2021). It is also critical to update default access credentials on a regular basis to avoid illegal access. Businesses must ensure that access credentials are changed regularly and that new credentials are securely delivered to authorized individuals only. 
[bookmark: _Toc132228101]Encrypting traffic in transit and at rest
Encrypting communication in transit and at rest is critical to internet-connected kitchen appliance security. As data is sent via the internet, it can be intercepted by hackers and other hostile actors. Encrypting communication in transit helps to ensure that anyone who intercepts it cannot access or modify the data (de Araujo Zanella et al., 2021). Similarly, encrypting data at rest, or when it is kept on servers or in the cloud, aids in preventing data breaches and illegal access. Hackers cannot read or retrieve any encrypted data if they gain access to a company's servers or cloud storage. Encryption is especially critical for sensitive information, including user accounts, payment details, and personal data. Without encryption, this information might be readily intercepted and misappropriated.
[bookmark: _Toc132228102]Recommendation and conclusion
From the above study, this can be recommended that the product needs to select an appropriate marketing place to maintain its digital marketing system. proper selection of market can help to increase range of customers and create marketing opportunities for enhancing demand of the product in market. It also can be recommended that selection of an appropriate e-Commerce marketing strategy can facilitate customers. This has been recommended that product will become effective because it is based on the present situation in the UK regarding increasing rate of cooking gases and energy. E-Commerce marketing place helps to create marketing content by removing various issues of product marketing. It also helps to enhance customer demand for this product which can maintain competitive advantages. Digital marketing can promote a product range that can meet expectations of target customers. Digital marketing helps to reach customers easily and understand the role of customers. It also concluded that by maintaining all rules and regulations of data protection this product can consider an email marketing process to reach its customers. 
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