






[bookmark: _Toc133805993]Executive Summary
This report presents a plan for a virtual personal shopping and styling service for sustainable fashion. The service aims to provide a convenient and personalized shopping experience tailored to customers' individual needs and preferences. The report discusses the identification of target customers, sales and sustainability strategies, competitor analysis, e-commerce plan, marketing strategy, and privacy and data protection. The report additionally highlights the potential growth of the fashion industry in the e-commerce sector and how the service may take advantage of this trend. Overall, the plan aims to provide a comprehensive and sustainable solution for fashion-conscious consumers who want to shop in a more ethical and eco-friendly way.
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[bookmark: _Toc133805994]Introduction 
The fashion industry is a significant contributor to the UK's economy, generating a value of £32 billion and employing over 800,000 people. However, it is also a major source of pollution, ranking as the second-highest polluting industry worldwide. Despite this, the industry has the potential to create positive change and improve its image, moving away from harmful practices that have been a part of its history (University of Chester, 2023). As so, the Virtual Personal Shopping and Styling Service for Sustainable Fashion has been taken into consideration. It will still provide a good service while maintaining the sustainability and being eco-friendly. 

This report outlines a plan for a new service, starting with a description of the service idea and the identification of target customers using the STP model. The sales strategy and sustainability plan are then discussed, followed by an analysis of competitors using Porter’s Generic Strategies model. In the second section, the report discusses e-commerce, including plans for SaaS, marketplace platforms, payment services, and compliance. A marketing plan is developed and explained, and finally, the report delves into the necessary privacy and data protection requirements for the online service.
[bookmark: _Toc133805995]Unique Service Description
Virtual Personal Shopping and Styling Service for Sustainable Fashion is a new concept in the fashion industry that combines sustainability with convenience. This service provides customers with personalized shopping experiences through online consultations with fashion experts, who assist them in selecting sustainable fashion items that fit their personal style and preferences. The virtual styling sessions can take place via video chat or messaging, allowing for a flexible and convenient shopping experience.  Hasbullah, Sulaiman, and Mas’od (2020) stated, the use of sustainable fashion items is emphasized, promoting eco-friendly fashion practices, and reducing the impact of fast fashion on the environment.

This service aligns with the growing trend towards sustainable and ethical fashion practices and addresses consumer concerns regarding the environmental and social impact of the fashion industry. By providing customers with access to sustainable fashion options and personalized styling advice, this service promotes a more conscious approach to fashion consumption (Abbate & et al., 2022).
[bookmark: _Toc133805996]STP Analysis of Virtual Personal Shopping and Styling Service
The STP (Segmentation, Targeting, and Positioning) model is a marketing framework which involves market segmentation, targeting, and positioning. It enables businesses to tailor their marketing strategies to reach their target audience, differentiate their brand from competitors, and drive customer engagement, loyalty, and revenue growth, says Camilleri (2018).

The STP Model is used to analyse the concept of Virtual Personal Shopping and Styling Service for Sustainable Fashion.

Segmentation: Consumers are becoming more aware of the negative impact of fast fashion on the environment and are seeking alternatives to make more conscious choices when it comes to their clothing consumption. According to a study by McKinsey & Company (2023), consumers are willing to pay more for sustainable fashion items, indicating a growing market for sustainable fashion. Additionally, according to Rasool, Cerchione, and Salo (2020), younger consumers are driving the demand for sustainable fashion as well.

Targeting: The target is to provide a Virtual Personal Shopping and Styling Service for Sustainable Fashion that caters to the needs and values of the target market. The service should offer a personalized shopping experience and guidance on sustainable fashion practices that align with customers' values.

Positioning: The growing market for sustainable fashion presents an opportunity to offer a Virtual Personal Shopping and Styling Service for Sustainable Fashion that can attract and retain customers who are interested in sustainable fashion and want a personalized shopping experience. By offering a service aligns with the values and needs of the target market, businesses can establish a competitive advantage and create value for their customers.

The analysis of the concept of Virtual Personal Shopping and Styling Service shows there is a growing market for sustainable fashion, and a service which caters to the needs and values of the target market can be a successful business venture.
[bookmark: _Toc133805997]Sales Strategy
The sales strategy for Virtual Personal Shopping and Styling Service for Sustainable Fashion involves providing a convenient and personalized shopping experience that is tailored to each customer's individual needs and preferences. The service will be providing through a variety of channels, including online platforms, mobile apps, and social media.

One approach to selling this service is through the use of social media platforms. For instance, fashion influencers on Instagram can showcase sustainable fashion items and promote the virtual personal shopping and styling service to potential customers. Collaborating with the service provider, influencers can educate consumers on sustainable fashion practices and emphasize the benefits of using the service.

Another sales strategy is to partner with sustainable fashion brands to offer exclusive discounts and promotions to customers who use the virtual personal shopping and styling service. This can help to drive sales and increase brand loyalty among customers who are interested in sustainable fashion.

Statista (2022) predicts, the e-commerce such as e-commerce websites and mobile apps are expected to be the fastest-growing sales channels for the fashion industry fashion industry will experience a compound annual growth rate of 14.2% from 2017 to 2027, and the industry is expected to be valued at $1 trillion by 2024. This suggests, an online platform would be an effective channel for providing the virtual personal shopping and styling service.
[bookmark: _Toc133805998]Business Sustainability Plan
To sustain the Virtual Personal Shopping and Styling Service for Sustainable Fashion, the business can focus on building long-term relationships with customers and sustainable fashion brands, suggest Armstrong and Lang (2013). By providing a personalized and convenient shopping experience which prioritizes sustainability, the business may establish itself as a trusted and reliable source for sustainable fashion products.

Additional revenue streams, such as affiliate marketing and sponsored content, would be explored while still maintaining a focus on sustainable fashion. Abashidze (2021) emphasized, data analytics could also be utilized to understand customer preferences and behaviours, allowing the business to tailor its services and offerings to improve customer satisfaction and loyalty.

In general, sustainability is crucial for the long-term success of the Virtual Personal Shopping and Styling Service. By emphasizing sustainability in all aspects of the business, including its supply chain and operations, the business can attract environmentally conscious consumers and create a competitive advantage (University of Chester, 2023).
[bookmark: _Toc133805999]Competitor Analysis
The proposed Online Personal Shopping and Styling service aims to differentiate itself from its competitors by focusing on sustainable fashion. Research has shown, the competitors in the virtual personal shopping and styling market include Stitch Fix, Nordstrom Trunk Club, and Rent the Runway.

Stitch Fix offers personalized styling services through a subscription-based model. However, the company does not have a specific focus on sustainable fashion (Lake, 2018). On the other hand, Nordstrom Trunk Club offers a similar service but with a focus on high-end and designer clothing (Nordstrom, 2023). While Rent the Runway provides rental options for special occasions and everyday wear, it also does not have a specific focus on sustainable fashion (Rent the Runway, 2023).

The proposed virtual personal shopping and styling service will differentiate itself from its competitors by offering virtual styling sessions that focus on ethical and eco-friendly brands. The service will collaborate with sustainable fashion brands to provide personalized recommendations for sustainable fashion choices. This differentiation can be a key selling point to attract customers who prioritize sustainable fashion choices.

To better comprehend the competition in this area it was applied the Porter's Generic Strategies Model.

Cost Leadership: This strategy aims to offer products or services at a lower cost than competitors. However, this strategy may not be suitable for the proposed service as sustainable fashion often comes at a higher cost due to the use of eco-friendly materials and ethical labour practices, discussed Chan (2020).
Differentiation: This strategy aims to offer unique and differentiated products or services to customers. The proposed virtual personal shopping and styling service differentiates itself from its competitors by focusing on sustainable fashion, which can be a key selling point to attract customers who prioritize sustainable fashion choices.
Focus: This strategy aims to offer products or services to a specific target market segment. The proposed virtual personal shopping and styling service can use a focus strategy by targeting customers who are interested in sustainable fashion. By offering virtual styling sessions that focus on ethical and eco-friendly brands, the service can attract customers with a specific interest in sustainable fashion choices (Chan, 2020).
Overall, while there are competitors in the virtual personal shopping and styling market, the proposed service's focus on sustainable fashion may set it apart from its competitors and attract customers with a specific interest in ethical and eco-friendly fashion choices.
[bookmark: _Toc133806000]eCommerce
E-commerce refers to the buying and selling of goods or services using the internet, mobile devices, or other digital technologies. E-commerce has revolutionized the way people conduct business, allowing them to reach a wider audience and operate more efficiently (Bloomenthal, 2023). However, e-commerce also poses challenges, such as ensuring the security of online transactions, dealing with customer data privacy concerns, and managing supply chain logistics (Aziz, Zunawanis, & Shahrulnizam, 2016). In this section is discussed regarding the plan developed for Personalised Virtual Styling Service. 
[bookmark: _Toc133806001]SaaS 
To set up an online website for this online service, there are various options to consider. One option is to use a SaaS (Software-as-a-Service) platform, which allows for easy setup and management of an online store. By using a SaaS platform provides more control over the website design and functionality, as well as allowing for a custom domain name and integration with various payment and shipping providers. Moreover, SaaS platforms typically offer a range of marketing tools, such as search engine optimisation (SEO) and email marketing, to help promote the service (Grant, 2022).

There are various online platforms available may be used to set up an e-commerce website, such as Shopify, WooCommerce, BigCommerce, Magento, etc. Each platform has its pros and cons, and the choice ultimately depends on the specific needs of the business. However, for the Virtual Personal Shopping and Styling Service for Sustainable Fashion, Shopify is the most convenient platform to use. 

Shopify is a user-friendly and affordable platform that offers a range of features and tools necessary to set up and run an online store successfully. It has a robust inventory management system, integrated payment gateways, and a responsive and customizable design (Shopify, 2023). Moreover, it offers various apps and plugins which enhance the functionality of the store.

Shopify also provides several sustainability-focused themes and apps that can be integrated into the website to align with the brand's values and promote sustainable fashion (Shopify, 2021). In addition, it has an excellent customer support system that assist in resolving any issues that may arise.

As a result, many businesses have chosen Shopify as their preferred e-commerce platform, and it has gained recognition as a leading solution in the market. Overall, Shopify's comprehensive features, affordability, and ease of use make it an appealing option for entrepreneurs looking to launch their online business.
[bookmark: _Toc133806002]Marketplace Platforms
According to Barrow (2017, p. 385), by using an internet or marketplace platform might provide more exposure to potential customers who are already looking for sustainable fashion products and services on these popular platforms. Marketplace platforms handle much of the logistics such as payment processing and shipping, making it a more streamlined option.

One of the most popular marketplaces for sustainable fashion is Depop. It is a mobile app which allows individuals to sell their used clothing items or even create their own sustainable fashion brand. Depop has a strong focus on sustainability and ethical fashion (Depop, 2023), which aligns well with the target market for a virtual personal shopping and styling service for sustainable fashion.

Depop has over 30 million registered users, and as of 2021, it has over 20 million active buyers and sellers on the platform (McAlone, 2021). In addition, Depop has a user-friendly interface, making it easy for sellers to upload their products and for buyers to search for items they want.

Another advantage of using Depop as a marketplace is its social media-like features, including the ability to follow other users, like and comment on posts, and message sellers directly (Depop, no date). As a result, this creates a sense of community and engagement on the platform, which will benefit for marketing the virtual personal shopping and styling service for sustainable fashion.

Altogether, it makes Depop’s a great choice for those looking to start their sustainable fashion business on a marketplace platform due to its large user base, sustainability focus, and user-friendly interface.
[bookmark: _Toc133806003]Content Creation
Good content is important for e-commerce. Content for virtual personal shopping and styling service for sustainable fashion should be visually appealing, informative, and optimized for search engines. Consistency in style and lighting of the photographs is necessary. A style guide should be developed to ensure consistency and a strong brand identity (Barrow, 2017, p. 414-416). Accordingly, it has been created a sample content copy for Shopify and Depop.

Shopify:
"Welcome to our Virtual Personal Shopping and Styling Service for Sustainable Fashion! 

Our mission is to help you build a sustainable wardrobe without compromising on style. Our team of expert stylists’ curate clothing and accessories that match your style and values from eco-friendly and fair-trade brands.

 Our virtual sessions help you discover new brands, trends, and build a kinder wardrobe to the planet and its people. Join us today and book your session now!"

Depop:
“Welcome to our Depop shop where you'll find sustainable fashion pieces that match your style and values. Our expert stylists select each item from eco-friendly and ethical brands. We support brands that provide fair wages and safe working conditions for workers and use sustainable materials and production methods.

Our virtual personal shopping and styling service is designed to help you build a sustainable wardrobe that's stylish and affordable. We provide personalized recommendations based on your style and budget.

Join us on our journey towards a more sustainable and stylish future. Shop our collection today and make a difference!”

[bookmark: _Toc133806004]Payment Services
For the Virtual Personal Shopping and Styling Service for Sustainable Fashion, it is essential to offer a secure and convenient payment service for customers. Shopify and Depop both offer various payment options, including credit and debit cards, PayPal, Apple Pay, and Google Pay, which customers would use to make purchases.

However, to provide more flexibility and convenience for customers, additional payment options such as Klarna, Afterpay, or Sezzle could be integrated. These payment services allow customers to split their payments into instalments, making it easier to manage their budgets and afford higher-priced items, suggests Dib (2018, p. 65).

It is crucial to ensure the payment service is secure and reliable to protect customers' sensitive information and prevent fraud. From Shopify’s “account security” page (Shopify, 2023a) and Depop’s “protecting our community” page (Depop, 2023a), it appears both have built-in security features and follow industry-standard security protocols. Additionally, using third-party payment services such as Klarna or Afterpay could provide an added layer of security.

By offering various payment options and ensuring the security and reliability of the payment service, the Virtual Personal Shopping and Styling Service for Sustainable Fashion would provide a seamless and convenient shopping experience for customers.
[bookmark: _Toc133806005]PCI-DSS Compliance
It is important to be aware of PCI-DSS (Payment Card Industry Data Security Standard) compliance issues when accepting card payments for an e-commerce website. PCI-DSS is a set of security standards designed to ensure all companies accept, process, store or transmit credit card information maintain a secure environment (PCI, 2023).

To comply with PCI-DSS, the website must meet at least a set of security requirements, which consist of: 
· Ensuring the network is secure and remains that way.
· Safeguarding sensitive payment information from theft or unauthorized access.
· Having a system in place to manage potential security vulnerabilities.
· Enforcing strong measures to control access to sensitive information and resources.
· Regularly checking and testing the network for potential security issues.
· Establishing policies and procedures to ensure the security of information and data.

On the PCI (2023) webpage stated, failing to comply with PCI-DSS will lead to penalties and fines, as well as reputational damage to the business. Hence, it is essential to ensure that the website's payment processing system is PCI-DSS compliant and regularly undergoes security testing and updates.

Therefore, to ensure PCI-DSS compliance for Virtual Personal Shopping and Styling Service, the following steps are undertaken. 

· Use a PCI-DSS compliant payment gateway: When setting up the payment process on Shopify or Depop, it is important to choose a payment gateway that is PCI-DSS compliant. This will ensure the payment card data is processed and stored securely.
· Use a secure connection: Ensure that the website has an SSL certificate and uses HTTPS to encrypt the data that is transmitted between the customer's browser and the server. This will prevent the data from being intercepted or tampered with.
· Implement strong password policies: The website will require users to create robust passwords consisting of a combination of uppercase and lowercase letters, numbers, and special characters, with a minimum length of 8 characters.
· Regularly update software and systems: Ensure that all software and systems used on the website, including the payment gateway, are kept up to date with the latest security patches and updates.
· Conduct regular security assessments: Perform regular security assessments to identify any vulnerabilities or weaknesses in the website's security and address them promptly.

By implementing these measures, Virtual Personal Shopping Service might ensure they are PCI-DSS compliant and are taking the necessary steps to protect their customers' payment card data.
[bookmark: _Toc133806006]Marketing
According to Dib (2018, p. 15), marketing is the process of “advertisement, promotion, publicity, sales” and selling products or services to potential customers. These processes include recognising the requirements of the customers, creating offerings which fulfil those needs, and conveying the benefits of the offerings to the intended audience. The effectiveness of these plans might impact a company's ability to retain customers, enhance brand recognition, and generate revenue growth. Marketing could be done through various channels such as social media, email marketing, content marketing, paid advertising, and more. In the sections below is discussed the marketing plan for Virtual Personal Shopping and Styling Service.
[bookmark: _Toc133806007]Promotion Strategies
The promotion strategies for the Virtual Personal Shopping and Styling Service for Sustainable Fashion can be explained using the 4P's of Marketing. Briefly said, The 4P's of marketing are Product, Price, Place, and Promotion. They describe the key elements of a marketing strategy, such as the product or service being offered, its price, distribution channels, and advertising and promotional tactics, explained Goi (2009).
In the case of Virtual Shopping and Styling Service as follows: 
Product: The service offers virtual personal shopping and styling for sustainable fashion. The focus is on sustainable fashion, which is an important aspect of the product that sets it apart from other personal shopping and styling services.
Price: The pricing strategy for the service will be competitive but also reflective of the value provided by the sustainable fashion focus and personalized service. The pricing strategy will be based on factors such as customer demographics, the cost of goods sold, and the level of competition in the market.
Place: The service will be delivered virtually through online platforms, making it accessible to customers worldwide. This means that the service will not be restricted by geographical barriers and can be accessed from anywhere.
Promotion: A comprehensive digital marketing strategy will be implemented, which includes social media marketing, influencer marketing, and email marketing. Social media platforms such as Instagram, Facebook, and Tik Tok will be used to showcase the products and services offered. Influencer marketing will be used to reach a wider audience and increase brand awareness. Email marketing campaigns will be designed to keep the customers informed about new product launches and promotions.
According to a study by Nielsen (2015), influencer marketing is a valuable tool in promoting the service, as more than 80 percent of consumers trust recommendations from influencers over traditional advertising. By partnering with influencers who align with the brand's values, the service may reach a wider audience and increase brand awareness.
Customer referrals and reviews will also be encouraged through incentives such as discounts and free services, as positive reviews and recommendations from satisfied customers will significantly impact the growth of the service (Hennig-Thurau et al., 2004).
Moreover, collaborations with sustainable fashion bloggers and websites will be explored as a means to reach the target audience and promote the service, given the service's focus on sustainable fashion (Mandarić, Hunjet, and Vuković, 2022).
The overall focus will be on building a strong brand identity, reaching the target audience through social media and influencer marketing, and encouraging customer referrals and reviews. 
[bookmark: _Toc133806008]Target Customers
The target customers for the Virtual Personal Shopping and Styling Service are individuals who prioritize sustainable and ethical fashion, value convenience, and seek a personalized shopping experience. According to a report by Mandarić, Hunjet, and Vuković (2022), sustainability is becoming an increasingly important factor in fashion purchasing decisions, with more than 60 percent of consumers willing to pay more for sustainable fashion items.
To reach these customers, the service has to use social media platforms such as Instagram, Facebook, and Tik Tok to showcase sustainable fashion items and provide styling tips. Also, as discussed above, influencer marketing could be effective in reaching the target audience, with sustainable fashion influencers promoting the service to their followers (Nielsen 2015).
Partnering with sustainable fashion brands can be advantageous, as it enables businesses to present their offerings to a similar target market (Armstrong and Lang, 2013). Taking part in sustainable fashion events and pop-up shops can also amplify exposure and attract potential clientele. 
Furthermore, the service can leverage email marketing campaigns to provide tailored styling recommendations and endorse new sustainable fashion products. Ultimately, employing paid advertising through Google Ads or social media advertising can be impactful in capturing the attention of potential customers.
For example, a potential customer could be a busy professional who values sustainable fashion but does not have the time to shop sustainably or lacks knowledge about sustainable fashion brands. Through targeted social media ads or collaborations with sustainable fashion brands, this individual can discover the Virtual Personal Shopping and Styling Service for Sustainable Fashion and receive personalized styling recommendations and convenient shopping options.
[bookmark: _Toc133806009]Social Media Marketing
Social media platforms such as Facebook, Instagram, and TikTok will be utilised to promote the Virtual Personal Shopping service. As stated by Nadaraja and Yazdanifard (2013), these platforms offer a vast audience reach and have become essential for businesses to engage with potential customers at a low cost.

Facebook will be used to create a business page and promote the service through sponsored posts and targeted ads based on user interests and demographics. Instagram, which has become increasingly popular among fashion enthusiasts, can be used to showcase sustainable fashion items and the personalized styling service through visually appealing posts and stories. Hashtags relevant to sustainable fashion and personal styling can also be used to increase visibility.

TikTok, a platform has gained immense popularity among Gen Z and millennials, could also be utilised to promote the service through creative and engaging videos that showcase sustainable fashion items and the virtual personal shopping and styling service. Plus, short informative videos would be useful to educate the audience on sustainable fashion practices and tips. 
[bookmark: _Toc133806010]Paid Search Engine Marketing
Another strategy would be to use ‘paid search engine marketing’ which is an effective way to reach potential customers who are actively searching for related keywords. By bidding on keywords related to sustainable fashion and personal shopping, the Virtual Personal Shopping and Styling Service can appear at the top of search engine results pages.

One option for paid search engine marketing is Google Ads. This platform allows advertisers to create targeted ads that appear at the top of Google search results. The ads can be targeted based on keywords, location, and demographics, among other factors (Google Ads, 2023). The Virtual Personal Shopping and Styling Service can bid on keywords related to sustainable fashion and personal shopping and create compelling ad copy that emphasizes the sustainability aspect of their products and services.

Another option is Bing Ads, which is the advertising platform for Microsoft's search engine, Bing. Bing Ads offers similar targeting options as Google Ads and can be an effective way to reach a different audience.

Some significant keywords that may be utilised are: 
· Sustainable fashion
· Ethical fashion
· Eco-friendly clothing
· Sustainable style
· Sustainable wardrobe
· Sustainable fashion stylist

These keywords will be employed for search engine optimization (SEO) purposes to help potential customers find the Virtual Personal Shopping service for sustainable fashion online.
[bookmark: _Toc133806011]Customer Journeys
The customer journey for the Virtual Personal Shopping and Styling Service involves several stages, from initial awareness to post-purchase follow-up. Therefore, a consumer decision making process model according to Panwar et al. (2019) has been considered for this service. 
The first stage is awareness, where potential customers become aware of the service through various marketing channels such as social media, search engines, or email marketing. Once they are aware of the service, they move to the consideration stage, where they evaluate the service's benefits and whether it aligns with their needs.
The next stage is the decision stage, where customers decide to purchase the service. This stage involves comparing the service with other alternatives, such as traditional shopping or other online shopping services. It is crucial to provide clear and concise information about the service, pricing, and sustainability aspects to aid customers in their decision-making process.
After the purchase, the post-purchase follow-up stage involves providing excellent customer service and encouraging customer feedback. This stage helps build customer loyalty and can lead to repeat purchases and positive word-of-mouth recommendations.
For example, a customer browsing Instagram sees an ad for the Virtual Personal Shopping and Styling Service for Sustainable Fashion. They click on the ad and are directed to the website, where they learn about the service's sustainability benefits and pricing. The customer decides to purchase the service and receives excellent customer service throughout the styling process. After the purchase, the customer receives a follow-up email requesting feedback and offering a discount for their next purchase.
[bookmark: _Toc133806012]Email Marketing
Email marketing can be a powerful tool to promote the Virtual Personal Shopping and Styling Service. The key is to ensure the emails are engaging, relevant, and personalized to the recipient (Barrow, 2017, p. 496).

Arnold (2011, no page) suggested some tips on his book regarding email marketing which was considered and will be applied for this service. 

One idea is to create a monthly newsletter which highlights new sustainable fashion products and offers styling tips. The newsletter can also feature customer success stories and highlight any upcoming events or promotions.

Another idea is to send personalized emails to customers who have shown interest in sustainable fashion items or have purchased from the website before. These emails can offer tailored recommendations based on their preferences and past purchases.

It is essential to segment the email list and ensure that the content is relevant to the recipient. For example, customers who have previously purchased sustainable fashion items may receive different content from those who have only shown interest but have not made a purchase yet.

Including incentives such as discounts or free shipping can also help increase open rates and conversions. However, it is important not to overuse these incentives as they may devalue the service and reduce profitability. Regardless of it, these ideas of email marketing can be an effective way to promote the Virtual Personal Shopping and Styling Service and increase customer loyalty.
[bookmark: _Toc133806013]Pre-Launch Promotion
In this last stage of marketing strategy is about pre-launching promotion to gather email addresses. One idea for pre-launch promotion is to create a landing page with a lead magnet that offers a discount code for the Virtual Personal Shopping and Styling Service in exchange for an email address (Jones, 2021). This can be promoted on social media platforms and through targeted paid advertising.
As discussed on the ‘Promotion Strategies’ section, another idea would be to partner with influencers or bloggers in the sustainable fashion industry to promote the service and offer a special promotion for their followers who sign up with their email address. This can help to reach a wider audience and gain credibility through word-of-mouth marketing.
Also, contests and giveaways can be used to gather email addresses. For example, customers will be asked to share a post on social media or tag a friend to enter a contest to win a free virtual styling session, and in doing so, provide their email address.
It is important to have a clear value proposition and a strong call-to-action to encourage visitors to provide their email address. Offering exclusive content or early access to the service is effective in generating interest and incentivizing sign-ups (Jones, 2021).
[bookmark: _Toc133806014]Privacy and Data Protection
Protection of customer data is a vital aspect of any business that operates online. Ensuring personal data is secure and not misused is of foremost importance. The GDPR and the Data Protection Act 2018 provide directives and regulations for collecting, storing, and using personal data, including the need for consent, giving customers the choice to opt-out of marketing communications, and the right to erasure (UK Government, 2018).
[bookmark: _Toc133806015]GDPR & Data Protection
According to the GDPR ACT 2018 (UK Government, 2018), Virtual Personal Shopping and Styling Service should ensure to have proper consent from their customers before collecting, processing, or storing their personal data. This means clearly explaining the purpose for collecting their personal data and obtaining explicit consent from customers before doing so. Additionally, customers should have the ability to easily withdraw their consent at any time.

The GDPR also provides customers with the right to access their personal data, as well as the right to request the deletion or correction of their personal data. Virtual Personal Shopping and Styling Service for Sustainable Fashion should have systems in place to address these requests in a timely and efficient manner.

To ensure the protection of personal data, Virtual Personal Shopping and Styling Service should implement appropriate technical and organizational measures, such as encryption and data anonymization. They should also regularly assess the security of their systems and processes to ensure they are adequately protected against potential data breaches.

Eventually, this service needs to have a clear and transparent privacy policy which outlines their data protection practices, including how personal data is collected, processed, and stored, and for how long. The privacy policy should also provide information on how customers can exercise their rights under GDPR.

By implementing these measures, Virtual Personal Shopping and Styling Service for Sustainable Fashion can ensure they are compliant with GDPR regulations and that their customers’ personal data is protected. Non-compliance can result in significant fines and reputational damage, so it is essential to take data protection seriously.
[bookmark: _Toc133806016]Securing Customer Data: Encryption and Other Measures
In order to ensure the security of customer data, the Virtual Personal Shopping and Styling Service will implement encryption facilities. Encryption is a technique used to convert plain text into ciphertext, which is unreadable without a secret key. This helps to prevent unauthorized access to sensitive customer data such as payment details, email addresses, and personal information, suggested by British Business Bank (2023).

The service will implement encryption on all customer data stored on its servers, including customer names, contact details, and payment information. This includes the use of SSL (Secure Sockets Layer) encryption technology, which is the industry standard for protecting sensitive information transmitted online.

In addition to SSL encryption, the service will also use secure servers with firewalls and intrusion detection software to prevent unauthorized access to customer data. Access to customer data will be restricted to authorized personnel only, and all employees will be required to undergo regular security training to ensure they are aware of the importance of data protection.

Moreover, the service will ensure that all third-party providers, such as payment gateways and cloud storage services, are compliant with GDPR regulations and have adequate security measures in place to protect customer data. The service will only work with providers that have proven track records of secure data management (British Business Bank, 2023).

Finally, in case of any data breaches or security incidents, the service will have an incident response plan in place to respond to the situation quickly and effectively. This plan will include notifying affected customers and authorities within 72 hours of the incident, as required by GDPR regulations.
By implementing these security measures, the service aims to protect customer data and provide a safe and secure online experience for its customers. 
[bookmark: _Toc133806017]
Conclusion
In conclusion, this report has presented a comprehensive plan for a new online service. The STP model was used to identify the target customers, and a sales strategy and sustainability plan were developed. The Porter's Generic Strategies model was utilized to analyse competitors. The e-commerce section discussed SaaS, marketplace platforms, payment services, and compliance. A detailed marketing plan was also presented. Lastly, the report discussed the necessary privacy and data protection requirements for the online service. This plan provides a solid foundation for the successful launch and growth of the new online service.
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