


BUSINESS DEVELOPMENT PROPOSAL
An E-Commerce Business Specialising in Ethically Sourced South Asian Artisan Products
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Chapter 1: Introduction
1.1 Background and context
The e-commerce industry of the United Kingdom has grown tremendously in the last 10 years, and people are more and more demanding to have products which are authentic, crafted and that of ethical provenance which is provable (Daggar, 2025). One niche particularly in this world of landscapes has found itself in the realm of handcrafted goods directly obtained by visiting artisan communities in South Asia, such as textiles, jewellery, pottery and home decor based in traditional methods handed down through generations. The increased knowledge of fair trade ideals, sustainability and transparency of the supply chain has recast the decision making of the UK consumer with many shifting beyond the mass produced icons to the products with an identifiable provenance (Kjersti Nes, Antonioli and Pavel Ciaian, 2024). Online technology has reduced the obstacles between a small foreign producer and potential customers in foreign markets, and made it possible to sell directly to consumers without involving exploitative chains of middlemen. In this context, there is a business opportunity to introduce the South Asian artisans to a direct relationship with ethically minded customers, providing them with a business model that is commercially viable and sustainable and protects fair compensation and ethical production of culturally authentic products that are meeting the increasing demand (Burnstine and Camargo, 2025).
1.2 Problem or opportunity statement
Millions of artisans in South Asia rely on a multi-layered series of intermediary networks that appropriate a disproportionate amount of the retail value and leave makers with unreliable and inadequate income streams in spite of intense end-market demand for their work. At the same time, UK consumers who want to purchase ethically sourced artisan products often find it hard to find reputable retailers with clear supply chains and with authentic goods crafted by artisans, but not by high production volumes that use those goods as an excuse to sell the fake ones (Mathew and Mazzarella, 2023). This is an opportunity which would fit perfectly: by creating a direct, ethically regulated supply relationship between artisans and UK purchasers, the gap in incomes and the gap in trust between the latter would be bridged.
1.3 Initial observation of demand
Early evidence of the UK online retail landscape suggests that there is an overall increase in interest in morally-produced, culturally-upon-itself items as seen in the increasing popularity of Fair Trade marketplaces, artisan sites and searches on ethically-derived products. Terms like ethically sourced handmade gifts and fair trade decor have rapidly grown in search communities and some of the existing platforms claim waiting lists and scarce artisan-authenticated stocks (Schiaroli, Fraccascia and Dangelico, 2024). These cues are indicative of an unfulfilled need of delivering to the UK buyers a dedicated transparent channel that links them with the proven producers of South Asian artisans.
1.4 Aim, objectives and research questions 
1.4.1 Aim
The primary aim of undertaking the present research is thoroughly exploring the potential of setting up a lucrative e-commerce business where the South Asian artisans could be directly linked to the UK and European customers via ethical sourcing models that provide a guarantee of fair payment and working conditions to the makers.
1.4.2 Objectives
· To examine the current UK and European consumer trends towards ethically sourced, handcrafted products.
· To assess and compare existing ethical sourcing models applied by similar fair-trade e-commerce companies.
· To determine the logistical and regulatory needs to enter artisan goods in South Asia into the UK market.
· To create a reasonable business model with the right balance between artisan wellbeing and business value.
1.4.3 Research questions
How can a UK-based e-commerce venture develop a commercially viable and ethically robust sourcing model that directly connects South Asian artisans with UK and European consumers, while ensuring fair remuneration, safe working conditions, and full compliance with cross-border logistical and regulatory requirements?
1.5 Scope and boundaries
The target market of this proposal is the UK consumer market in ethically sourced and handcrafted South Asian artisan products, and will include such categories like textiles, jewellery, pottery and home decor sold on a direct-to-consumer e-commerce platform (Market Intelo and Patel, 2026). The analysis is of the period during which an initial venture has been planned up to the initial sixteen weeks of the development. At this point, specific forecasting, comprehensive competitor benchmarking and official supplier contracting are excluded.
1.6 Structure of the report
Chapter 2: Company Description
2.1 Business identity and legal structure
The business proposal is the establishment of a new business but not as an expansion of an existing organisation called Kalakriti & Co. It is proposed that the company will be formed as a limited company in England and Wales (privately incorporated business) to protect against liabilities and to provide the commercial credibility that such an arrangement would provide to new online retailers aiming to establish trust with UK buyers and overseas commercial artisans (Coddan CPM LTD, 2025). It would operate in the UK, and its sourcing relationships would be proactively established in various communities in South Asia that are artisans.
2.2 Product or service and the problem solved
The model of operation of Kalakriti and Co. will be a direct to consumer online retailing company dealing with handcrafted products of South Asian artisan, such as textile, jewellery, pottery and home decor, as opposed to selling these products through the multifaceted intermediation systems (Malhotra and Palanisamy Saravanan, 2025). Every item listed will have provenance information to be verified indicating the identity of the craftsman or workshop involved, filling in the transparency gap that was found in Chapter 1, and enabling consumers in the UK to buy with real confidence in the authenticity and ethical sourcing of their product. The business plans to cut out exploitative middlemen in the supply chain to achieve a more consistent payment to the artisan, and at the same time provide competitively priced, truly differentiated products to well-informed buyers in the UK who want to buy products with real quality (Connolly, Bogue and Repar, 2022). Its fundamental value proposition is based on the integrity of ethical sourcing and the authentic craftsmanship.
2.3 Founding idea and brief history
Kalakriti and Co. was an idea inspired by noting the increasing disparity between the increasing demand to purchase ethically manufactured goods in the UK and the lack of shops capable of showing the real sustainable sourcing practices with its artisan producers. One of the initial scout surveys of the available fair trade websites showed that the system of transparency was rather uneven, and that the range of products offered was relatively limited, so there was at least the potential of a new business founded on certifiable sourcing and direct collaboration with the artisans (Osei et al., 2023).
2.4 Mission, vision and values 
2.4.1 Mission
The mission of Kalakriti & Co. is to bridge the gap between consumers in the UK and ancient block-carved products of South Asian artisans who have been ethically certified, to be a partner that remunerates makers of products fairly and consistently, and to turn their ethical shopping into something simple and fun.
2.4.2 Vision
It aims to transform into a recognised and trusted UK destination of verified artisan products, expansion of partnerships in South Asian regions and Europe in general as the platform continues to mature over time.
2.4.3 Values and principles
Three fundamental values, which will guide the business are transparency, which means each product has an information on the credibility of origin; fairness, which means how artisans are paid a fully equitable amount (Khaliq, Yan and Khaliq, 2026). The quality which will ensure high standards of craftsmanship are observed in the whole business.
2.5 Business objectives and goals
During the initial period, Kalakriti & Co. will focus on implementation of approved sourcing contacts with no less than ten artisan associates in South Asia during the initial six months of operation, and the development of a pilot market in the UK as part of a target-oriented digital publicity. An initial target to break even in eighteen months of launching will be used to steer initial resource allocation and be backed with specific targets in terms of consistent order fulfilment times and customer satisfaction rating averaging high across the board (Mariani and Dwivedi, 2024). Development of partnerships with fair trade certification agencies will also be actively undertaken at this time in efforts to build the credibility of the venture and be able to support future growth longer.
2.6 Alignment with trends and opportunity
Kalakriti Co. will be structured to address the identified consumer and market trends assessed on Chapter 1, specifically; an increasing UK demand of ethically sourced, culturally authentic products and an increased attention of consumers towards supply chain practices, on the whole. Through establishing trusted, in-person artisan connections early on, the enterprise has an opportunity to seize the demand that has not been served by current retailers to the fullest (Uswatun Hasanah et al., 2023). The success or failure of this positioning in terms of economic viability will have to be verified in the later chapters in terms of detailed market, competition and financial analysis.
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