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The following report will focus on the establishment of the cutting is online store which will be selling sustainable and eco friendly products. This business will focus on meeting the market's rising demand for sustainable products. The opening of the report will set a scene and provide the background information of the chosen business idea. it will also justify the decision and will offer the explanation of the innovative product. It will also discuss the primary Business Innovation theories that will guide the report.
The next section of the report will analyse the external factors which will occur during the Kuwait 19 and themic and has impacted the business environment and has created the chances for online product sales full stop. It will also use the competitive environment analysis which is porter 5 forces analysis followed by the value chain analysis.
Another section of the report will focus on the E-commerce website which will provide the critical overview of the industry and will describe the kind of information which will be available on the website. In addition to this it will also cover the compliance requirements which will be met as well as payment services that will be used for the sale of the product.
Another section will focus on the marketing strategy of the product and it will outline the promotion plan of the product and will specify the intended or target market full stop. The marketing mix that will be used to contact the target audience or target market will also be covered.
The following report will also focus on the significance of privacy and data protection. it will also describe how the company will comply with the data Protection Act of 2018 and the GDP are regulations. in addition it will describe how encryption tools will be used to protect the customer data.
Finally, the report will conclude with the emphasis on the opportunity for starting an innovative online business that will satisfy the expanding market for sustainable and eco-friendly goods. It will also suggest the implementation of the marketing plan which will focus on the specified customer categories. Implementing the advice could prevent opportunities from being lost and market share from decline. 
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The highly competitive corporate environment of today has left the only way to grow in the market is through innovation (Bouncken et al., 2021). To be ahead of the competition it has become important for the organisations to be innovative and adaptive to the changes in the market and shifting towards the market trends. In this report the innovative product idea will be discussed along with the models and theories which will analyse the feasibility of the business idea (Bouncken et al., 2021).
Innovative product idea for the following report will be the mobile application which will offer the customised dietary and exercise advice based on the preferences and goals of users (Bouncken et al., 2021).  For analysing the user data and offering personalised suggestions the mobile application will be embedded with AI in machine learning techniques.
 This innovative product will be created in response of Rising health issues and consciousness among the general public and also the demand for personalised dietary and exercise advice after Covid-19 pandemic (Chesbrough, 2019).  The mobile application will have the potential to take a suitable market share given the rising demand for health and Wellness goods and services.
Open innovation in lean start of models which are said to be the top innovation models in the field will be supported at the report. (Chesbrough, 2019) These models will be used to scale, create and maintain the product in the market.
The report will also cover the external factors which were there at the time of the Cold 19 pandemic  and how it created the opportunity for online product sales  business (Geissdoerfer et al., 2018). The marketing plans will also focus on advertising the goods to attract target customers. The following report will also discuss the GDP standards for data protection and how they will be followed.
Finally the report will give the readers The inside about the innovative product idea in the online Business model, the theories and models of innovation and the strategies which will be used to maintain and expand the company operations through marketing (Geissdoerfer et al., 2018). The following report will also give the organisation striving to innovate and be competitive in the industry.
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[bookmark: _jtgaec3jpq94][bookmark: _Toc133874758]SECTION 1 INNOVATIVE PRODUCT IDEA
OVERVIEW OF THE PRODUCT
The innovative product in this report will be the customised vitamin and mineral supplement packets which will be created as per the customer preferences based on their age, gender , health issues and Lifestyle choices (Geissdoerfer et al., 2018). The customers will be able to import their information on an online portal, website or mobile application by filling out the question Iyer which will obtain the individualised information for vitamins and supplements which would be helpful for them. These packets  will be sent to customers on a subscription basis monthly and quarterly early. It will provide a simple method to the customers to put their health first (Manners-Bell and Lyon, 2019). The innovative product will also distinguish itself from the  conventional companies and it will offer more focused and customised approaches to the personalised recommendations.


PESTLE ANALYSIS
[image: ]
	Political Factors
	The political unrest after the Ukraine conflict has increased the operational expenses of brick-and-mortar businesses and hence the online business is more profitable (Rachinger et al., 2018).

	Economic Factors
	The online business has the opportunity in the market because of the increase in e-commerce and online purchase of customers after covid-19 pandemic (Rachinger et al., 2018).
The Ukraine war also increase the  corporate expenses namely inflation and lower the overhead cost and greater customer reach

	Social Factors
	The customised vitamin and supplement packets will meet the rising demand for the customised health and Wellness (Snihur and Wiklund, 2019). The covid-19 pedonate has bought the attention of people on their health and wellbeing and this led to rising demand in the Healthcare sector.

	Technological Factors
	
The business strategy is more practical with the help of technology which includes the website and application embedded with the AI which helps in delivering the customised vitamin and supplement packets (Snihur and Wiklund, 2019).


	Legal Factors
	Being a part of the Healthcare sector the organisation must look after the health and wellbeing rules and regulations in the market (Snihur and Wiklund, 2019).


	Environmental Factors
	The organisation must focus on Sustainable packaging and should not harm the environment in any way (Oberg, 2019).



Overall the above pastel analysis has focused on the impacts of Covid- 19 on health and well being industry and the economic unrest taking place   after Ukraine Russia unrest (Oberg, 2019). The above pastel analysis has determined the factors which can be focused upon in order to be competitive while being fully  compliant with the external factors.
STP MODEL
The customisation of the vitamin and supplement packets are focussed on the health-conscious people of all age groups and genders who are concerned about their health and wellbeing and are ready to spend money on supplements for health sake (Oberg, 2019). The STP (Segmentation, Targeting and Positioning) will approach the business in locating the target market.
Segmentation - As per the demographic, psychographic and behavioural factors, the market will be categories. The main target market of the business will be of ages 25 to 60 with focus on women (Lee et al., 2019). People who are concerned about their health, fitness and wellbeing will be targeted along with ones with behavioural factors and focuses on fitness, activity and the ones who can spend money.
Targeting - The target market will be defined based on the segmentation such as psychographic and behavioural (Lee et al., 2019). The targeted customers will be those who are aware about the health benefits of vitamin supplements and those who are willing to spend money on health and wellness products.
Positioning - The positioning of the product will be simplified and attractive to the customers. The availability of the products will be made through the application based on customisation, further the customers will be able to refill their customised products by pharmacy stores nearby (Lee et al., 2019). The product packaging will be simplified and attractive and will be easier to understand by the old aged people too.
The E-commerce website of the product will make it available all through the world. It will make it simple for costumes to customise and purchase and for sellers to bifurcate the customer data and sell their products (Cusumano et al., 2019). The online sale will broaden the customer reach and it will not be limited to one country of city.  The use of social media marketing, influencer marketing will help in attracting potential customers.
BUSINESS SUSTAINABILITY
The business will sustain if it will continue to do the market research to be updated with the market trends in healthcare and target market and potential customers tastes and preferences (Cusumano et al., 2019). the business must comply with the changing rules and regulations along with the technological advancements in the field. The business is supposed to build a strong relationship with the suppliers and customers in order to crack the market competition. The business must be ahead of competition by developing one or more competitive advantages in the field (Cusumano et al., 2019). The market trend analysis and customer changing tastes and preferences are the main aspects to be taken care of by the business.
INNOVATION MODEL
The innovation model used in the business is both open innovation and closed innovation. The open innovation is the innovation which is done outside the business for the benefit of the business, this innovation can be in marketing, packaging, supply chain or co-creation products along with services or services along with products (Cusumano et al., 2019). The open innovation can involve robust customer service or after sale service. The closed innovation is vise versa, it takes place inside the organisation during the manufacturing process of designing of the product. The closed innovation also involves the use of intellectual property rights and its usage in product manufacturing and development (Bouncken et al., 2021).
The closed innovation starts from the process of research and development to the process and finishing the final product. innovation is at every stage of the business (Bouncken et al., 2021). The closed innovation is the personal and internal innovation which is enabled by the employees and workers of the organisations. open innovation starts when closed innovation ends. The open innovation takes place when the business tries to  cope with the current market trends, the customer taste and preferences and competitors strategies (Abdulkader et al., 2020). 
The customer data protection and piracy is the part of closed innovation whereas the customer satisfaction feedback mechanism is the part of open innovation. The mix of both innovation models is appropriate for any business (Abdulkader et al., 2020). VitaMe, while researching the demand in the market and developing products accordingly, is focussed on closed innovation and when it sells the finished product with different market tactics, it focuses on open innovation.



PORTER 5 FORCES ANALYSIS

	Threat of New entrants (Moderate)
	The threat of new entrants is moderate for VitaME because the healthcare sector is highly regulated and it is difficult to get the proper licensing for entering the market (Clauss et al., 2022). Yet there are still opportunities to enter the market.

	Bargaining power of suppliers (High)
	The business is relying on the raw material and the suppliers play a crucial role in the process. The bargaining power of suppliers tends to be high in the case of VitaMe (Clauss et al., 2022).

	Bargaining power of buyers (Moderate)
	The bargaining power of buyers is moderate, because there are various other similar products available in the market for customers (Clauss et al., 2022). The customers are attracted towards VitaMe because of the customisation. The bargaining power is moderate based on customer tastes and preferences.

	Threat of substitutes (Low)
	The threat of substitute products is low because there are not so many vitamin supplement sellers in the market who customise the products from the comfort of home (Kraus et al., 2019). There are no close substitutes available in the market and therefore the threat of substitutes products is low for VitaMe.

	Competitive rivalry (High)
	The competitive rivalry is high because the market is highly fragmented and there are many customers available who offer products for health and wellbeing (Kraus et al., 2019).





VALUE CHAIN ANALYSIS

	Inbound logistics
	The inbound logistics involves raw materials used in the manufacturing process which includes - vitamins, minerals and other supplements (Planing, 2018).

	Operations
	The operations involve the manufacturing and packaging of the products (Planing, 2018).

	Outbound logistics
	The outbound logistics involves the distribution of products to the retailer, wholesalers and to the customers with proper distribution channels (Varadarajan, 2018).

	Marketing and Sales
	Robust marketing and sales efforts are required in selling the products. the marketing through various channels such as - social media marketing, digital marketing and so on (Varadarajan, 2018).

	Service
	To build the customer loyalty and repeat purchase the business must provide the quality service and after sale  service followed by the feedback from customers for further improvement of products (Varadarajan, 2018).
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MARKETPLACES
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The marketplaces used in the business must be preferably the own eCommerce website of the products (Oberg, 2019). The personal website will help the business in streamlining its operations and it will help the customers to get the one stop solution for all their requirements. The eCommerce website must have the features like customisation survey, payment mode options, quantity options, categories to explore, the cart options, order tracking options and so on (Oberg, 2019). The website will be helpful in search engine optimization to bring more and more audience to the business. The website will also have the feedback options to track the customer reaction on the products. The feedback will help the customers in gaining insights about the improvement scope in their service and products. 
The other marketplaces such as Amazon, Pharmeasy, Netmeds can be used as the way of selling products. teh customisation will not be available in other marketplaces but the customer can buy to refill their previously bought customised products (Oberg, 2019). Marketplaces like Amazon have high traffic and there will be more chances for the product to get noticed.
Overall, the third-party marketing and having own eCommerce website are both feasible options for a business but when both are compared then more focus should be kept on own website to get more flexibility and customer retention (Oberg, 2019). The open website will help in developing the customer loyalty and brand recognition in the market unlike through third-party marketplaces.
TYPE OF CONTENT
The personal eCommerce website will contain the content which will help the business in pursuing and retaining customers and making them purchase the products (Di Vaio et al., 2021). the type of content which should be added for the above advantages are as follows -
· Product Description - The website will give the product description for each product. The description will consist of the type of products, its ingredients, its uses, its side effects and dosage. The product description will provide the customer with helpful insights about the products and possible precautions (Di Vaio et al., 2021).
· High-resolution photographs - High- resolution photographs of the product and packaging which will provide the customers the idea of what they will be getting if they buy. The high quality photographs are attractive to the customers and grab the customer's attention easily (Di Vaio et al., 2021).
· Customer reviews - The customers who have used the product and have given their personal reviews are posted on the website in different sections. The customer reviews makes potential customers relate with the previous customers and creates an impact of personalisation in their minds (Chesbrough, 2019).
· Health Articles - Health articles related to vitamin deficiency and its causes. the benefits of vitamin intake and so on (Chesbrough, 2019). Such articles will be given for the customer's understanding about the importance of vitamin supplements in different sections of the website.
· FAQs - Frequently asked questions such as what is the quantity of the product, how many days it will take to deliver and so on (Chesbrough, 2019). The frequently asked question section will be pinned to the front page of the website in order to provide answers of possible questions of customers.
· Personalisation tools - The personalisation tools will be given on the website such as a set of survey questions which they will answer and AI will generate the required supplement as per the needs of the customers (Duan et al., 2020).

PAYMENT OPTIONS
The website will contain various payment options to make customers comfortable with whichever method they prefer. The cash on delivery option will also be available in some cases if the order prices are high (Duan et al., 2020). The payment options will include the debit card, credit card, UPI and bank transfers. PayPal will be used as the main payment processor which is already embedded with various payment options mentioned above. Teh Paypal is sup[portive to various countries' payment and has less restrictions than any other payment processor (Duan et al., 2020). 
While dealing with the payment options, it comes with high regulations and the business must comply with the bank regulations related to payment (Duan et al., 2020). All the taxes and fee must be paid from the payment customers make and should not involve any fraudulent activities. The General Data Protection Regulation (GDPR) must be complied with in order to safeguard the customer bank details to avoid frauds with customer payment banks (Bocken et al., 2019). The Payment Card Industry Data Security Standard (PCI DSS) is one of the card data security regulations which should also be taken care of to protect customer data.
To be compliant with the payment regulations and to avoid the fraudulent activities the firm must follow the following measures -
· Use SSL encryption - The SSL encryption will enable the website to protect the data transferred between the website and payment service provider (Bocken et al., 2019).
· Store Data Securely - the data must be stored properly with limiting the excesses to authorised persons only. The data must not be accessible to all.
· Regularly update software - The regular update of software is also required in order to make the data privacy features updated in it.
· Ask for customer consent - Before entering the payment details the customer must be asked for the consent to save their information for future payments and should be notified about the secure payment policy they are following (Bocken et al., 2019).
· Provide clear privacy policy - The clear and considered notice about the privacy policy must be given to customers as a pop-up so that the customer gets aware about the secure payment they are making and customer will build trust on the website (Bocken et al., 2019).
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Marketing strategy is to be made to market the products of VitaMe. The robust marketing strategy will help the business in targeting customers and converting them into buyers and repeat buyers (Maier, 2018). The target market includes the people who are health-conscious and are able to spend towards the supplements. The marketing strategy of VitaMe is as follows -
Marketing Mix
The marketing mix involves the product, price, place and promotion of the product. The product will be customised as per the customers needs and requirements followed by the appropriate pricing and positioning (Maier, 2018). The place of the product will be decided as per the model and feasibility followed by the promotional tactics to attract the customers.
Product - The product element of the business is the Vitamin supplement packs, the packs will be designed as per the requirements and needs of the customers (Maier, 2018). The customers will be made aware about the product benefits through the campaigns and marketing tactics. The product will have the personalised packaging in order to be suitable and easier to use for any age person (Ibarra et al., 2018). The prescriptions will be written in simple language easier to understand by everyone.
Price - The pricing will be set competitively. the pricing will be reasonable in order to achieve economy of scale. The pricing will be set on different models such as monthly subscription, yearly subscription and quarterly subscription (Ibarra et al., 2018). the pricing will be comparative;y less than its competitors.
Place - the product will be sold on different marketplaces such as their own eCommerce website, Amazon Pharma and various pharma marketplaces (Ibarra et al., 2018). The Placement of the products will be done as per the specialisation so that the customer finds it as the one-stop solution for all their healthcare needs. 
Promotion - The marketing and promotion of the products will be done through the different channels which includes the social media marketing, influencer marketing, digital marketing and word-of-mouth promotion of the products (Rachinger et al., 2018). The more and more customers will be attracted by using different tactics. The larger audience will be covered with the help of different channels and therefore there will be increased chances of increase in sales.



TARGET MARKET
As it is discussed in the previous section of marketing mix and STP of VitaMe, the target market for the business will be men and women of age group 25 to 60. The target segment of customers will be converted into customers (Rachinger et al., 2018) . The target market will include the people who are concerned about their overall health needs and focuses on their health and wellbeing. Teh customised vitamin supplements will be an added advantage for such customers.
The segmentation of the market is the very first stage in targeting the customers. Firstly, the market will be segmented as per the behaviour, psychology, lifestyle and health consciousness (Rachinger et al., 2018). The segmented part of customers will then be targeted in order to be more specific about the product. The behavioural segmentation customers i'll be influenced by behavioural tactics similarly, the lifestyle conscious customers will be covered by lifestyle oriented advertisements and benefits (Geissdoerfer et al., 2018). 
After the segmented target market will then be reached with the health of various marketing channels such as - social media, email, digital marketing and so on (Geissdoerfer et al., 2018). on social media the customers can be attracted by the paid advertisements and influencer marketing. The digital marketing, paid ads on websites and partnering with the health and wellness coaches and bloggers online.
The positioning of the products will be done based on the personalised and easy to acquire solution to the customer (Geissdoerfer et al., 2018). The positioning of the products will be done on various marketplaces such as own ecommerce website and other marketplaces sucha s Amazon. The positioning of the products will be done to avoid the hassle in delivery and ordering the products. The simplification of the ordering process and tracking process is also one aspect of attracting customers (Geissdoerfer et al., 2018).
The marketing mix will be used to promote the products of VitamIN. The customer loyalty and customer retention techniques will also be used to retain customers for the long run (Khan, 2018). 




SOCIAL MEDIA MARKETING
The marketing of the product will be done through various channels (Khan, 2018). The social media marketing and digital marketing will be done along with email-marketing, search engine optimisation, paid advertisements, website popups and so on. The social media marketing will be done on various social media channels such as Facebook, Instagram, Twitter, Snapchat and so on (Snihur and Wiklund, 2019). Teh blog post and articles is another way of marketing in which the business posts educational articles on websites related to the vitamin supplements and their benefits on the human body. The nutrition content and health tips can also be posted on such websites.
Email Marketing - The email marketing is the type of digital marketing, in which the business sends emails regarding teh offers and discounts, on birthdays and anniversaries and and changes in the organisation (Snihur and Wiklund, 2019). The email is generally aimed to be promotional mail if it is sent for the purpose of informing about the offers and discounts to the customers. The email helps teh organisations to be connected with their customers.
Influencer Marketing - The influencer marketing would include the health and nutrition experts and social media influencers to post about the product and its benefits and reviews for the customers (Geissdoerfer et al., 2018). The influencer marketing is helpful for mid aged people who follow their role models. The influencer helps the business to follow the market trends and attract the customers.
Further the business will focus on segmentation, targeting and positioning of their products. Teh STP can be followed on social media marketing as well. Social media marketing is now-a-days very crucial and important for any business because the large number of audience follows the social media trends and are easily influenced by the products marketed on social media such as Instagram and Facebook (Geissdoerfer et al., 2018).
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GDPR RULES AND DATA PROTECTION ACT OF 2018
The General Data Protection Regulation (GDPR) and Data Protection Act of 2018 are the regulation on usage of customer data. These acts prevent the customer's privacy and data security (Geissdoerfer et al., 2018). The GDPR  and Data Protection Act of 2018 is required to be taken care of by all the organisations. The customer data is crucial and has to be kept safe. the organisations are required to ask for the consent of customers to use the data for any other purpose. If the customer agrees on the terms and conditions and gives the consent then only the organisation can save and use customer data for other purposes such as marketing (Geissdoerfer et al., 2018).
The organisations are required to take consent from customers before using their data for each type of marketing (Abdulkader et al., 2020). To remain marketing the organisation asks the customers to provide consent to send them emails similar for all other forms of marketing. teh unsubscribe and remove option is provided to customers to opt out of notifications for promotional purposes.
The organisations are required to keep the data end to end encrypted and there should not be any scope of selling data to other marketing consultancies (Abdulkader et al., 2020). Teh customer data must be limited access and only teh allowed parties can view the customer data. All such regulations are mentioned in GDPR and Data Protection Act of 2018.
The business, to protect the customer data and be compliant with all types of laws must appoint a Data protection officer (DPO) who will take care of the compliance measures (Abdulkader et al., 2020). The organisation must be compliant in order to build the customer trust and maintain a good image in the market.
For making sure of the compliance the VitamIN must take the following steps - 
· The privacy policies must be updated from time to time in order to make sure about the purpose of the data collection of customers (Varadarajan, 2018).
· The consent of the customers to use their data is necessary and should be taken before taking any action.
· The customers must be provided with the choice to unsubsubscribe from the marketing communication they get (Varadarajan, 2018).
· The security measures and regulatory actions must be taken to comply with the data protection law.
· The DPO must be hired to make sure of the customer privacy policy regulations (Varadarajan, 2018).
From the above it is clear that the customer data is to be protected and cannot be used for any other purpose, if used it is against the GDPR norms (Varadarajan, 2018). The data protection privacy policy must be taken care of by hiring the DPO. The DNA must take care of the data privacy norms and advise the organisation to comply with it.
SECURING CUSTOMER DATA WITH ENCRYPTION FACILITIES
To protect the customer data, the VitaMe and other similar organisations which collect the customer data for the customisation process as well as the data is collected while making payments (Lee et al., 2019). Such organisations need to safeguard the customer data by making it end-to-end encrypted. the end-to-end encryption is the process in which the data stored is converted into coded language so that even when it is accessed by any other party, the data is safe because it is difficult to decode the data from another end (Lee et al., 2019). 
The data must be protected as per the GDPR and Data Protection Act 2018. The data breach must be safeguarded as per the regulations of these acts (Lee et al., 2019). The encryption of ways to protect data from unauthorised parties who probably would misuse the customer data for any other purpose. The payment details are very risky data which is shared by customers while making the payment and then it becomes the responsibility of the business to protect such information.
The Secure Socket Layer (SSL) and Transport Layer Security (TLS) are the two secure protocols which can be used to encrypt the customer data (Lee et al., 2019). The complex algorithms are used by these protocols to protect the data, coding it and making it not usable by other unauthorised parties who are external to business. 
The businesses like VitaMe and others must organise the security audits regularly without informing the employees (Lee et al., 2019). The audit will make sure of the smooth running of the operations of the organisation. The audit will find out the vulnerabilities and corrective measures of data privacy measures. The employees of the organisation can also be trained towards the importance of data privacy to enhance the data privacy process (Chesbrough, 2019).
To conclude, data privacy is a must for any organisation. There are many organisations which sell the customer data to marketing agencies and this leads to fraudulent activities with the customers, the data breach leads to cybercrime and misuse of customer data (Chesbrough, 2019). Therefore, the organisations must comply with GDPR rules to protect their customer data and make sure of the safe and secure buying and payment.
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The above report has discussed the potential innovative business idea of VitaMe which is as per the current market trends of online marketplace business after the Covid-19 pandemic and economic recession after Ukraine ar. The brick-and-mortar model of business is replaced fully in the above business idea. This report has discussed the competitiveness in the market of the product, the external environment analysis and the possible innovation models used in the innovation. The report is then furthered with the marketing strategies used to market the VitamIN products followed by the ecommerce website set-ups and features to be added in it. The report ends with the data protection section, the data privacy of customers is said to be the crucial aspect for VitaMe and the business is advised to hire DPO to make the organisation comply with the data protection regulations.
RECOMMENDATIONS
After looking at the market scenario in the above report the following recommendations can be given to VitaMe business - 
· The organisation is advised to market its products effectively by adopting a creative and comprehensive marketing strategy. The marketing strategy will include the marketing mix and segmentation, targeting and positioning of the products in a proper way. The marketing can be done through the digital and social media channels followed by various traditional methods to attract the target market.
· Giving customers a safe and secure payment interface is a must for the business. The safe and secure payment partner must be adopted to make customers feel safe and build trust. 
· The data privacy of customers is a crucial aspect. The organisation must comply with the GDPR rules and regulations in order to make the business more trusted and reliable for customers. The organisations must ask its customers for the consent of using their data for any purpose related to the organisation.
· The continuous data privacy audits must be organised in order to make the organisation and employees aware about the data privacy importance and benefits.
Non-compliance with the recommendations may lead to negative consequences. the decrease in sales and customer disloyalty. VitaMe must comply with all the rules and regulations in order to be competent in the industry.
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