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1. Value proposition: Gamification and personalization of shopping to promote customer self-Health care
The conceptual approach promotes consumers to eat correctly by pushing them to purchase healthier food and goods online. People eat what they buy, hence if one purchase better foods, they consume healthier meals.
Rewards are a common persuasive tool in gamified systems like collaborative educational settings [1] and fitness apps [2]. When consumers purchase healthy items, our recommended solution delivers them incentives in the form of points, as demonstrated in figure 1. A consumer will collect points that may be applied for online purchases the more frequently they chose healthful alternatives.
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Figure 1 points awarded for purchasing healthier food item
1.1. Emerging customer need: Customized user experience by personalization
E-tailers provide tailored customer services to boost consumer satisfaction. Client services vary in value. Economic and emotional factors affect the perceived value of e-services. This shows that "dual-core" tailored services have both economic and emotional effects and that e-tailers may utilize them to improve customer care rather than only money benefits. [3]
1.2. The venture
Venture Name: Nutritiously Shopped
Mission Statement: let’s keep shape, Healthy and shop with purch.com
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Figure 2 The ventures name and statement
1.3. Selling Nutritiously Shopped
Rather than treating consumers as customer kinds or groups, customers expect to be recognized with their particular interests and preferences and interact with them as such [4]. The innovation adapts the messages and product descriptions that are presented to customers depending on the factors of customers’ purchasing preferences and personalities.
1.4. personalization based on customer purchasing patterns and personality
Consumer purchase habits must be known to adequately target different customer groupings [5]. E-retail will benefit from understanding customer sentiments and what influences their purchases. This data will customize customer experiences [6]. Moe's [7] divides online shoppers into four groups based on their browsing habits and page-to-page click stream data.
These are: 
i. Directed consumers are clients who focus on particular items within a small number of categories.

ii. Customers that browse often look for new items or product information to learn about.

iii. Customers that are searching with a specific product in mind are goal-driven searchers.

iv. Customers who are interested in gathering knowledge frequently browse pages; they are typically more focused on learning than purchasing.

The framework will use existing influence techniques to match customers to the right persuasion strategies for their shopper type and deliver healthy food product specifics. This sort of user receives more thorough product descriptions than guided customers, who frequently seek fewer product details [7]. For instance, Knowledge-building shoppers may want product information.
The innovation framework customizes product descriptions based on user personality. Personality includes a person's values, mannerisms, and social relationships. [8] Current research link personality characteristics to persuasive strategies. Orji et al. [9] found that reward-driven people are high on agreeableness and extraversion and less open to new experiences. Such consumers will be persuaded by messages and representations that emphasize the rewards they may receive for adopting better food choices (like option A in figure 2) rather than the health benefits (option B in figure 2)
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Figure 3 Optional choices for persuation
1.5. SWOT analysis: Gamification and personalization of shopping to promote customer self-Health care
1.5.1. Strengths
 Enhancement of user engagement and motivation
Experience points, levels, badges, leaderboards, and challenges increase consumer engagement, online involvement, and proactivity, according to Barata et al. [18]. Cechanowicz et al. argue that game elements have cumulative effects on participation and motivation: combining a game mechanism with other game elements increases motivation. [10]
1.5.2. Weakness
Uncertain impacts on user behavior and attitudes
Points do not increase performance or induce psychological effects like social comparison and goal setting for most users in utilitarian contexts like e-commerce and trade platforms, according to Hamari [11]. Hence, game elements' usefulness depends on their service.
1.5.3. Opportunities
Influencing behavior
When altering people's behavior, Rao suggests rethinking conventional gamification tactics centered on competition, winning, leaderboards, and points. Gamification promises to change people's behavior toward better lives and more sustainable consumption. [12]
1.5.4. Threats 
Ethical problems and the manipulation of behavior
Gamification's manipulative power has several warnings. Gamification may sneak into many facets of life without consumers noticing. It becomes important to neoliberalism without people noticing. It's a contemporary sort of cognitive manipulation, and like any cognitive manipulation, it may assist and harm individuals. [13]
1.6. Sustainability
Awareness drives self-monitoring and feedback. Self-monitoring and feedback will let people track their performance and see how their decisions affect a system [14]. Our system uses scoreboards (Figure 3) to show customers how much they have earned by buying healthier items.
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Figure 4 point accumulation scoreboard and overall leaderboard
Scope 3 emissions give the highest chance for effect, hence engaging with the supplier base with similar values will lower them. These standards will enable tracing emissions, and collaborating with vendors to innovate further. [15]
1.7. Competition
Amazon suggests products that customers often buy together [16]. 
In this framework approach, better recipes are suggested to urge people to pick healthier foods. As seen in figure 4, if a consumer buys a muffin, bananas, and a banana bread recipe created by another customer may be suggested.
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Figure 5 Customer suggested recipe to other customers
2. Online food Ecommerce Using Shopify
2.1. Create a store with Shopify
The Business name is Purch.com food shop. The next step is to Create a Shopify Account which is an easy task. Adjusting Preferences Carefully is required. The Shopify store is optimized with a few simple settings. You can access Shopify's configuration options by clicking the cog-shaped "Settings" button in the program's upper left corner. Including specifics about the shop, of course. [17]
 Shopify automatically calculates taxes based on worldwide sales tax rates. However, you can calculate the proper tax just to be sure. Override the default tax settings for items with regional tax obligations [17]
2.2. Food Laws
registration with the local government. Registration is completely free, and it cannot be rejected. It takes at least 28 days to register before the opening.
Some factors influencing the type of items to be sold are
i. Is it acceptable to market and sell this item online in the country from where you ship?

ii. Is it possible that your item is too delicate to be shipped? What kind of specialized packaging would be needed to transport it safely? Imagine a glass jar filled with flaky pastries.

iii. Is it difficult to keep track of stock due to the perishable nature of your food item? For example, guacamole or baked pastries.

iv. Does it need to be cold stored? If so, how does it restrict your choice of carriers or the distance they may deliver to? 

Since there isn't a kitchen to service the store, the franchisees will concentrate on selling items that need little in the way of startup capital, few resources in the way of equipment, and fewer regulatory hurdles when it comes to shipping. For example, Candy, Packaged snacks
Canned and pickled products, Dried herbs, Baked goods ingredient kits, Bulk nuts and seeds
Raw ingredients (flours, etc.), Curated resale (products made by other vendors), Coffee, tea, vegetables, and Fruits. [17]
2.3. Developing the Brand
Taste—the most critical decision-making sense—can't be accessed online, making food sales difficult. Branding is crucial as people cannot sample your goods. Package design, photography, website, product page, and writing must work together to convey your narrative and let people visualize how your product tastes. [17]
This will involve developing customized packaging, and pitch-perfect photography of the items for display on the webpage. The following are steps on how to get quality product photos:
i. Get the item ready for the camera by setting the display to highlight its finest qualities.

ii. Using lighting from the side instead of directly in front. When artificial light is necessary, use softer bulbs and more of it. Look out for deep, ominous shadows.

iii. Take pictures from a variety of perspectives and play around with the composition. If you want your food to seem tasty, choose colors that are closer to reality to draw attention to the most mouthwatering parts of your shot, you can use depth-of-field.

iv. Using expert picture editing software: Hone your appearance. White-balance adjustments are used to suppress blue tones and highlight reds, oranges, and yellows. Slightly amp up the contrast, brightness, and saturation.

v. Use your imagination; there is no penalty for being original. You may make your food images stand out by taking them from a different angle, using a different viewpoint, using a different color palette, or changing the composition.

2.4. The Finances
The startup will first operate out of the owner's home, where costs are lower, with plans to move to more permanent, commercial quarters as the company develops. Starting an internet food business requires less money than opening a brick-and-mortar location since there is no need to pay for a kitchen, servers, or other overhead expenditures. [17]
	Service/Item
	monthly Costs
	total 

	Shopify online store
	£ 49.00
	 £              588.00 

	Inventory
	£ 1,000.00
	 £          1,000.00 

	logo design
	£ 100.00
	 £              100.00 

	Product Photos
	£ 30.00
	 £              360.00 

	Rented Warehouse
	£ 6.00
	 £                72.00 

	Email Personalization Software
	£ 10.00
	 £              120.00 

	payroll
	£ 100.00
	 £          1200.00 

	Any other Expenses
	£ 100
	£ 1200

	total startup Costs
	
	 £          4640.00 


From the above summary, the startup cost can be estimated to be £5000. Drop shipping can greatly reduce the startup cost since one doesn’t necessarily have to have the inventory.
2.5. Pricing Strategy
A Break-even pricing strategy. Factors that will influence the pricing.
i. Cost of goods sold

ii. Production time

iii. Promotional materials


iv. Shipping


v. Affiliate commissions

vi. Total per-product cost

vii. Profit margin

viii. Fixed costs

2.6. Payments Processing
At this startup stage, I will use Shopify payments. It accepts credit cards, Google Pay, Shopify Pay, and more. Shopify Payments requires company, personal, product, and bank account information to get started. [18]
Credit card processing, storage, and transmission facilities must adhere to the PCI DSS, which was developed by the Payment Card Industry. It implemented PCI security requirements and boosted account security for transactions on September 7th, 2006. The PCI DSS is managed by the PCI Security Standards Council (PCI SSC), an independent organization established by Visa, MasterCard, American Express, Discover, and JCB. Contrary to the PCI SSC, compliance is enforced by payment brands and acquirers. [18]. Shopify meets Level 1 PCI DSS. Shopify stores automatically comply. [19]
3. Market Analysis
Businesses are now being compelled by trends in health and well-being to sell more than just a product. They must instead promote a sensation, an experience, or a better way of life. Consumers can make healthy purchases thanks to gamification based on point awards. Finding a more substantial incentive for people to buy your products is the greatest approach to capitalize on this trend. It should be your goal to persuade them that using your product would help them in their quest for a happier and more satisfying life. The marketing techniques that will be used to advertise Nutritiously Shopped Services are listed below.
i. The platform's online presence
There will be exhibited on the Purch-On.com website as an online shop. There will be a service section on the Purch-On.com website that describes in detail what the service is and how customers can use it.
ii. Fostering a culture where the requirements of the customer come first.

The client is prioritized by the customer-first strategy, and these ideas must be upheld to advance the service.
iii. integrating a chatbot with the website
Customers and support staff benefit from automation. Chatbots answer simple customer care queries and link customers to agents. For consumers who need service quickly and in detail, this method is balanced.
iv. omnichannel assistance
Facebook Messenger may be preferred by some customers over the phone. By meeting customers where they are and increasing accessibility for support personnel, additional support channels enhance the customer experience. Multiple channels of contact make it easier for customers to get information quickly.
v. Taking action on consumer feedback
Because the best innovations are those that are driven by customer requirements, customer input may be a huge source of inspiration for an online retailer. You can do this by responding to customer reviews.
vi. prioritizing excellent customer service.
Providing outstanding customer service is a great method to draw in new customers. People will want to work with your company even if your products are slightly more expensive if you provide excellent customer service. One in four clients in almost every business is willing to pay up to 10% more if they are certain they will receive excellent customer service. This implies that if your customer service is better than that of your competitors, you will have another marketing tool available to you for generating new leads.
3.1. Mapping the Gamification Journey
Understanding the more intricate gamification mechanics and how they apply to the website is crucial. The gamification experience for customers won't be real-time. Outlining various gamification choices as applied in the cutting-edge service, and concentrating on those that function well for the company, and your clientele. It will undoubtedly discover approaches to elevate the consumer journey via some trial and error. [20]
3.2. Reaching out to the Target Audience
Most internet users easily avoid online ads. The advertising industry tracks what people read and buy online to adapt to digital viewing patterns. With this knowledge, the company can push products they think customers will like. This practice, called tailored advertising, is prevalent even if it may seem weird to others. [21]
In this scenario, groups that prioritize self-care and shop online are included. Targeted online advertising focuses on a consumer's attributes, interests, and preferences. This information can be gathered in a variety of ways, including random polls, cookie tracking, or a combination of the two. 
3.3. Tools to use for target advertising
3.3.1. Social Media Advertising
Social media marketing is a term that is used in a variety of industries to describe the process of creating, communicating, delivering, and exchanging offerings that are valuable to the stakeholders in a business. [22]
Social Media advertising can be done on various platforms. These platforms include Twitter, Facebook, Instagram, and TikTok. Each platform offers a unique way of connecting to the audience.
Facebook is used by 66% of the UK population as a whole. About 44.84 million of the estimated 67.9 million individuals who call the UK home use Facebook regularly. [23] This really creates a huge potential for reaching out to customers by using Facebook ads
In the three months before July 2022, the total number of users that advertisers can reach with Twitter ads climbed by almost 21 million (+4.5%). According to the most recent statistics, 6.1% of the world's population currently uses Twitter. There are at least 19.8 million active Twitter users in the UK. [24] However, Twitter is not as massive in advertising compared to Facebook. It is worth placing ads on it too.
By July 2022, Instagram might have 1.440 billion users, ranking it fourth among the most 'active' social media sites in the world. [25] Instagram is a photo-based platform, here we can use share photos of the business products from the official store account. Insta ads also can be used to advertise 
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