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Introduction
The Naissance Innovation and Trading Company is an SME based in Swansea, and it is dealing win Beauty and Natural health sector. The company's mission is to continually innovate and enhance its products while minimising the impact of its products on the environment. The vision of the company is to be a globally profitable and innovative company for its long-term growth while offering affordable products to the market.
[bookmark: _Toc34291191]Business Innovation and Marketing
The Small to Medium Enterprises (SMEs) are spread worldwide with their potential in adding value to the business world through innovation and integrating various technological models for business improvement. There exist various ways and paradigms when looking at preparation. Some of these ways include business planning, personal planning, as well as hard-working. Besides focusing on business plans, financial and emotional preparedness are essential elements in putting up a business. Entrepreneurship needs dynamism of ideas and a flow of innovations to outdo the possible competitors (Sun, Wu & Yang, 2018). There is a need to work hard and smart as an entrepreneur in the SME industry in becoming a hardcore and successful business undertaker. Priorities must be kept straight and adhered to by all means.
Swansea is the economic centre in the South West Wales expanse with significant investments and employment opportunities. Planning needs focus on the continuous effort of defining business success. Marketing a business, for instance, deals with fulfilling the market's desires and the needs of the consumers. Public relations usually centres on developing a favourable business outer image (Ahmed, 2018). In this build-up, factors such as being a good neighbour, providing open house days, and being involved within the surrounding community are essential (Ismail, Zainol, Daud, Rashid & Afthanorhan, 2018). This kind of undertakings builds more network as well as gaining trustworthy with those around Swansea, who in turn are the possible customers of beauty and natural health products. It also allows one to get an understanding of the customers' needs and enrich their innovation and the appropriate business model to meet the demands of the customers. 
[bookmark: _Toc34291192]Company’s Current Models/Theories
The study exploits on how innovation is useful in business adventure and its effectiveness in improving business performance in SMEs. In this case, two ideal proportions identified as Diffusion of Innovation (DOI) and Technology - Organisation - Environment (TOE) are models exploring their role in developing an environment favourable for SME in creating a sustainable business (Zhang, Wang & Owen, 2015). It is visualised that effective implementation of the SME framework, this will enable their growth with increased internal capabilities and market flexibility (Morris, Kuratko & Schindehutte, 2001). Social media also play a pivotal role in supporting business adventure to reach targeted audiences and getting information more effectively (Fjeldstad & Snow, 2018). Some of the common social media platforms include web services, blogging sites, video YouTube, wiki, advertisement Google AdSense, and social networks like Facebook. Social Media considers these two theoretical models in SMEs' planning and innovation (Al Shobaki, Abu-Naser, Amuna & El Talla, 2018). Therefore, by incorporating these two scopes, a theoretical framework to achieve social media adoption in a business plan is developed and presented.
Technology-Organisation-Environment Framework (TOE) Theory
The TOE theoretical outline is primarily described as the comprehensive course encompassing invention. The framework embodies one fragment of the process regarding the business’ context impacts both the application and putting into practice of inventions (Täuscher & Abdelkafi, 2017). Elementary factors are influencing the process and decision making, namely; the organisational perspective, the technological perspective, and the environmental perspective (Fjeldstad & Snow, 2018). The organisational perspective refers to the resources as well as characteristics of a business, including the linking structures between the employees, business size, intra-firm communication processes, and the implementation decisions.
Diffusion of Innovation (DOI) Theory
The DOI model is mainly recognised as one of the most inclusive and dominant frameworks in the field of technological adoption. This theory is also applied in several other fields, including education, history, technology, and economics (Morris, Kuratko & Schindehutte, 2001). According to Morris and the rest, in this scheme, technology is principally well-defined as a strategy meant for contributory accomplishment that minimises the improbability within the pursuit of a cause-effective connection involved in attaining the anticipated result (Fjeldstad & Snow, 2018). The key idea of DOI is known as The Innovation-Decision Process, which can be defined as information on the lookout for and information dispensation doings whereby a person or business gets driven in reducing the improbability on the merits and demerits of an innovation.
[bookmark: _Toc34291193]Innovation Life Cycle Along in Marketing and Business
The innovation process entails certain significant stages, namely; persuasion, knowledge, decision, implementation, and confirmation. Firstly, knowledge can be defined as how and why the innovation works. Knowledge comprises of awareness-knowledge, principles-knowledge, as well as how-to-knowledge (Ebel, Bretschneider & Leimeister, 2016). Awareness knowledge is the facts of the innovation’s actuality, and this can motivate an individual to study more concerning novelty (Täuscher & Abdelkafi, 2017). The how-to-knowledge refers to all the information on a practical and right way of using innovation idea. Finally, the principles-knowledge illustrates the rudimentary widespread familiarity with why and how innovations work as well as how they can be applied.
The second stage is persuasion, explaining materialisation of favourable or disapproving approach on route to an innovation that does not always clue directly or tortuously to its acceptance or dismissal. The third phase involves choice making, which is an essential role in adopting innovation. Decision making reflects on the total usage of innovation as the superlative progression of exploit presented or else rejected. The fourth stage entails implementation, whereby some level of indecision is involved. Uncertainty over innovation's implementation can cause difficulties at this stage (Jan & Saqib, 2019). Therefore, enhancing knowledge at all levels is a vital aspect to address implementation and innovation uncertainties (Mamabolo, Kerrin & Kele, 2017). Social media platforms, as well as out-sourcing technical experts, surround the final stage referred to as confirmation. It is anticipated that the adopter needs support in reaching and establishing the decision or if the innovation turns to be less appealing.   
[bookmark: _Toc34291194]The Four P’s of Entrepreneurship and Application
The four Ps concept has been in existence way back around the 1950s, with recent additions which include process, people, and physical evidence as vital components product marketing to the public (Morris, Kuratko & Schindehutte, 2001). The idea was popularized by Neil Borden using his position as an advertising professor. In the environment of entrepreneurship and business world, the four P's are vital factors to success. They stand for; passion, price, product, promotion, and place (Mamabolo, Kerrin & Kele, 2017). Though the marketing process and the entire entrepreneurship seems to be fairly complex, as a marketer, it is always thought one can find ways to make things easier for the general public. In urban areas such as Swansea, beauty and natural health business is always anticipate facing the possible challenges in circumventing through the narrow route of success in entrepreneurship and this can be possible by applying Neil Borden's analysis tool which has been developed over the years. 
The concept indicated the mechanisms used by businesses in advertising as tactical tools in engaging the customers. Before the greater integration between consumers and businesses and internet networking, the marketing mix played a significant influence in helping businesses to account for the possible physical barriers preventing widespread product adoption (Schneider & Spieth, 2013). Nevertheless, the concept is still being applied in today’s marketing. 
Market Analysis is an outstanding tool for any successful entrepreneur with proper planning. Thus, while looking on this kind of adventure, as a marketer, it is noble to understand that marketing can be described as a context whereby one has the precise product, in the exact place and at the accurate time (Schneider & Spieth, 2013). However, for the non-marketers, the minimalism of this concept makes sagacity that if a business puts a right product at a reasonable price tag, in the access of interested customers or buyers at the right time, then the customers are likely to buy with ease (Lai, 2017). On the other hand, there exist other variable factors that influence the marketing and entrepreneurship process as well.
[bookmark: _Toc34291195]Beauty and Natural Health Business in Swansea
 In Swansea, beauty and natural health businesses exist and continue flowing into the industry with each of them trying to find that customer experience on the broad list of customers' preferences. Understanding customer needs a way of appreciating the role of entrepreneurship. It differentiates successful firms from failures (Garbuio, Dong, Lin, Tschang & Lovallo, 2018).  Hence, price, product, promotion, and place remain to be the central pillars of a good start in understanding the basics and principles of marketing as well as getting to know how businesses get their products and services in the disposal of the right customers.
[bookmark: _Toc34291196]Understanding the Marketing Mix
Product 
The use of new technology and production strategies, Naissance innovation and trading company have developed products that satisfy the needs and demand of the current market. With the concerns of sub-standard products in the current market, the company has heavily invested in product production and research to meet these specific needs. Through innovation and variation in a product’s taste or preferences, Naissance innovation and trading company has a strategy in reducing the rating costs while ensuring quality products to its customers (El Talla, Abu-Naser, Al Shobaki, & Amuna, 2018). Thus, the products of the company are relatively cheap, based on its innovation strategies in product development.
Process
In getting a clear understanding of the product viability and market availability within the Swansea area, Naissance innovation and trading company have invested in research in their product development (Garbuio et al., 2018). In this view, Naissance innovation and trading company's products have a life cycle that is competitive to the current market why diversifying its products to expand its market base (Al Shobaki et al., 2018). Also, Naissance innovation and trading company operates in a business model that is meant to fulfil the needs and demands of its customers through its marketing, distribution and packaging of its products.
Position
Naissance innovation and trading company has revolutionized beauty and health product in the Swansea market while positioning itself in the international marketplace as an environmentally friendly company. Based on its innovative marketing and packaging strategies have enhanced the competitiveness of the company in the Swansea market (Osterwalder & Euchner, 2019). Thus, Naissance innovation and trading company has mastered the organic products that fit the need of their customers while enhancing the conservation of the environment through its packaging and distribution channels.
Paradigm 
In ever-changing beauty and natural health product in Swansea, Naissance innovation and trading company has become a household name with its unique environmentally conscious strategy. The company has taken essential measures in ensuring that its products are environmentally friendly through its distribution channel through research and providing less plastic packaging for its products. Also, the company has taken further steps in its marketing and its campaigns aimed at enhancing better health outcome for its clientele in the Swansea markets. Through this marketing and distribution channel has made Naissance innovation and trading company by getting its products to the right stores based on its business model (John, 2018). The goal businesses are to get their product/services in front of consumers that are most likely to purchase.
[bookmark: _Toc34291197]The Purpose of the Four Ps
In the current competitive environment, the 4 P’s of marketing or the marketing mix enhance the company’s effectiveness and performance in the marketplace. Market Mix helps brands to know what their digital media strategies entails and how they can apply social media platforms in advancing their business goals. If one of the 4P’s gets ignored, then the entire strategy could as well fall apart (Osterwalder & Euchner, 2019). Also, if your small business has the right product at the wrong price, then a buyer may perhaps choose that of a competitor (John, 2018). Equally, if you have both the right maize flour product and price within Swansea but with the wrong promotion, then an otherwise interested buyer may never know the existence of the product in the market audience (Al Shobaki et al., 2018). Thus, the four P’s must work as a single entity for a marketing strategy in reaching its full potential.
[bookmark: _Toc34291198]Major Intra-business Personalities for Successful entrepreneurship
The marketing mix comprises of several other variables that interdepend one another in ensuring proper planning models in achieving the set objectives. In starting a beauty and natural as SME business within Swansea, it needs passion and persistence to stabilise and gain customers since the area already has other businesses established within the same market environment. Passion gives an individual the motivation and drive in overcoming obstacles along the road to greater things, aiding one to continue working even when things are tough (El Talla, Al Shobaki, Abu-Naser & Amuna, 2018). Correspondingly, perseverance speaks on the emotional ability or strength needed as an entrepreneur in a competitive market of beauty and natural health business in Swansea.  
As an entrepreneur, the main business of concern entails paying attention to details with a vision for the future and passion engulfed with persistence in seeing one's business through the ups and downs of entire surroundings (Scaringella & Radziwon, 2018). An entrepreneur should always be flexible and radical in capturing unique marketing conditions and the dynamics surrounding consumers' requirements. There is a need for constant monitoring and market surveillance. Customers should be a significant point of focus in putting up and running a business.
[bookmark: _Toc34291199]The Role of Innovation in Naissance Innovation and Trading Company
Technological advancements have been on the scope of business evolution with new trends emerging in the business world. Small and Medium Enterprises (SME) have a role to play in driving global economic recovery regarding their contribution to economic growth. An SME entrepreneur needs to be innovative within the business environment as well as in designing future policies. Innovation is the potential driver of entrepreneurship in a business adventure (Ebel, Bretschneider & Leimeister, 2016). The effectiveness of knowledge hybridisation relies on subsidiary involvement and the laid channels of communication as a business. Understanding hybridisation within the context of innovation, there lay several primary considerations such as getting to grasp the local constraints, local needs, and the commercial knowledge within the Swansea market environment concerning the right marketing tools in the demand-supply chain.
[bookmark: _Toc34291200]Conclusion
[bookmark: _Toc34291201]There is a lot to do as an entrepreneur regarding the lifecycle of innovation and the existing theories. Financial limitations, competing for limited resources, and the available market remains the centre parts of innovation. The two models referred to as Diffusion of Innovation (DOI) and Technology –Organisation-Environment (TOE) discussed above are models that explore their role in developing an environment that is favourable for SME in creating a sustainable business infrastructure. Technological advancements are vital in SME and factors such as public relations, and competition need a plan to control one's interest. The four Ps stand for; passion, price, product, promotion and place and both are interconnected in achieving the set objective.
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