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1. [bookmark: _Toc36830822]Introduction 
Etsy is an ‘online market place for unique and creative goods’ that was established in 2005 in Brooklyn (Etsy, 2020). Etsy operates as a global online peer to peer marketplace that facilitates the buying and selling handmade/unique items; because of this Etsy’s business model has only been possible with the digital revolution. While Etsy is a digital platform their mission is to ‘keep human connection at the heart of commerce’ and Etsy describes their business as facilitating their sellers create successful business by enabling them to create a personalised ‘shop front’ as well as connecting sellers with over 40 million sellers (Etsy, 2020; Smith, 2020).

2. [bookmark: _Toc36830823]Online Value Proposition
An online value proposition (OVP) analysis allows for a company’s online experience to be assessed; through content, visual design, interactivity, personalisation, and integration with any offline presence (Chaffey & Ellis-Chadwick, 2012). The 6 C’s that have been used to evaluate Etsy’s online presence are; content, customisation, community, convenience, cost reduction and choice (Chaffey, 2019; Hanlon, 2016).  For full OVP see appendix 1. Etsy’s key appeal is the, as discovered from the OVP analysis, the choice that is offered as well as the personalisation of user accounts, both buyers and sellers, and the community of that has been built up. Etsy has a community of over 2.5 million sellers with between them list over 60 million products that span 8 key categories (Smith, 2020; Etsy, 2020). Etsy has a highly responsive search function that helps buyers to navigate the mass of listings by mating the search terms to key terms within product titles and descriptions (Etsy, 2020). In addition to the search being highly responsive Etsy uses customers search data to create a personalised homepage placing frequently searched topics on the user’s homepage (Etsy, 2020). In addition to buyers’ profiles being customisable the seller’s pages are also highly customisable giving the sellers control over how their store looks on Etsy as well as their marketing within the platform (Etsy, 2020). Etsy also gives users the option of synchronising their Etsy account with their Google and/or Facebook accounts as well as having a favourite product function which allows customers to easily access products they may wish to purchase again. Given that 81% of purchases on Etsy are from return buyers this may be a highly utilised function (Smith 2020). Overall the OVP analysis has showed that Etsy’s website does appear to be successful in meeting the needs, as set out by Chaffey & Ellis-Chadwick (2012), of both of Etsy’s client bases; buyers and sellers. In particular the number of items that are listed on Etsy and the customisation that is offered for the sellers on Etsy.

3. [bookmark: _Toc36830824]SWOT Analysis
3.1. [bookmark: _Toc36830825]Strengths
One of Etsy’s significant strengths is the extensive and diverse catalogue of sellers who list their products through Etsy. Currently Etsy has over 2.5 million sellers, from 83 countries, who have listed over 60 million products between them (Smith, 2020). Because of the volume and global spread of Etsy’s sellers this can improve the service that can be delivered to the buyers. In addition to this the fees, regulations and expectations Etsy has of its sellers are clearly outlines within the sellers handbook meaning that, providing  sellers read the handbook, there should be little confusion as to what is expected of each seller as well as what sellers will be charge by Etsy for (Etsy, 2020). Within the current digital age online users tend to favour personalisation and integration of other online platforms and in terms of personalisation Etsy has a highly personalised interface that is created through data analytics (Kemp, 2020).  Etsy also has a user-friendly interface on both mobile and desktop which, given 67% of purchases are made via a mobile device, allows users to access Etsy any time and any place (Smith, 2020).  User of Etsy also have the option to sign in and synchronise their account with Facebook and Google as well as the option to use Google and Apple Pay allow for ease of use from a buyer perspective (Etsy, 2020). In addition to the personalisation from a buyer perspective Etsy also over a highly customisable interface for sellers to create their own storefront which includes the ability to reorganise listings. In addition to this Etsy allows sellers control of their own marketing in terms of key word function to ensure they appear in as many relevant searches as possible (Kruger, 2014; Etsy, 2020).   

3.2. [bookmark: _Toc36830826]Weakness
One weakness that Etsy has is, although Etsy does have rules and regulations to control the standards of products listed on the site, individual sellers are responsible for the quality of the products and the service buyers receive (Etsy, 2020). This could lead to a negative buyer experience that could result in a buyer not shopping on Etsy again.  Another potential weakness is that Etsy is an American company and therefor the majority of sellers on Etsy are also American. Due to this only 34% of sales come from outside the USA, Etsy may be limiting their global appeal by having such a heavily US seller base and given that not all sellers deliver outside of their country of origin (Smith, 2020; Etsy, 2020).

3.3. [bookmark: _Toc36830827]Opportunities 
[image: ]E-commerce sales in the US have been increasing by at least 13% every year since 2010, as can be seen from figure 1 (Young, 2020). Given that Etsy has been running since 2005 it has established its place as a key player in the specialist retail market and therefor has benefited from the boom in online shopping. At presence Etsy relies on individual sellers to provide all the listing on the site. To gain a certain level of control and potentially increase profits Etsy could have their own collection of crafting supplies and potentially offer these at a discounted price for sellers that list their products with them. Figure 1: (Young, 2020)

In 2017 it was found that only a third of the sellers on Etsy have their Etsy shop as their sole occupation while the remaining two thirds have their Etsy shop as a part time occupation to supplement their income (Etsy, 2017). Currently Etsy does not differentiate between those using their site as a primary source of income and those using it on a part time basis. Differentiating between those seller bases, and basing what fees are charged on the seller’s usage, could provide Etsy with an opportunity to gain more sellers and therefor increase their profits.

3.4. [bookmark: _Toc36830828]Threats 
A key threat that Etsy faces is Amazon entering the market place in 2015 with Amazon Handmade (Oakley & Church, 2018). With Amazon controlling over 40% of the US e-commerce market share them entering Etsy’s domaine could reduce not only the number of buyers Etsy has by also could draw sellers away from Etsy in favour of listing with Amazon Handmade (Lunden, 2018). Another potential threat that Etsy faces is sellers leaving the platform. It has been found that less than 13% of sellers on Etsy have been listing on Etsy for 4 years or over (Smith, 2020). As Etsy relies on having a multitude of sellers listing their items for their continuation of their business model if sellers stop listing with Etsy, they have no business. 



















4. [bookmark: _Toc36830829]Reach-Act (Interact)-Convert-Engage (RACE)
RACE is a means of analysing how effectively a company engages with a variety of digital media channels to support the business goals and enhance the customer experience (Chaffey & Ellis-Chadwick, 2012). ACT
Act is about engaging audiences by encouraging them to interact with the business and/or other customers (Chaffey & Ellis-Chadwick, 2012). Every Etsy listing has a buyers comment section that encourages buyers to leave feedback on products (Etsy, 2020). In addition to this Etsy also offers a message the seller function in which buyers can message sellers directly without the need for a prior purchase which allows for buyers to request personalised commissions (Etsy, 2020).
REACH
Reach is about utilising other sites to draw more traffic to the main site as well as increasing general web presence (Chaffey & Ellis-Chadwick, 2012). Etsy has 3.6million followers on Facebook and 2.2million followers on Instagram  (Facebook, 2020; Instagram, 2020). Along with this social media presence Etsy also used Facebook and Instagram paid for advertising to target users that often look at crafting on their social media handmade sites through 


CONVERT
Convert is about converting those who are reached through marketing into paying customers (Chaffey & Ellis-Chadwick, 2012). Etsy makes its revenue through fees they charge sellers and therefore the number of sales and Etsy’s revenue are not the same. However every time a listing is sold Etsy does receive a percentage as a fee. In 2019 Etsy’s annual revenue was over $800 million which is $200 million more than the previous year showing Etsy’s growing success (Clement, 2020).
ENGAGE
Engage is about building customer relationships and retaining customers (Chaffey & Ellis-Chadwick, 2012). Etsy does not have a high retention of its sellers as only 13% of all sellers on Etsy have been using Etsy for over 4 years; however Etsy has a high return rate for buyers as 81% of sales on Etsy are  from returning customers (Smith, 2020). 


 Overall from the RACE analysis it can be seen that Etsy has utilised social media to expend their reach and given the interactive nature of the platform allows buyers and sellers to interact with each other to create a strong community on Etsy additionally this community of buyers are highly engaged as there is a high return purchase rate.

5. [bookmark: _Toc36830830]Conclusion & Recommendations 
Overall given the OVP, SWOT and RACE analysis Etsy is a highly successful business that has retained its prominent position within the specialty retail market. Etsy has a highly customisable platform for both buyers and sellers that allows sellers to create unique storefronts without the need for them to have prior web experience. Etsy has a very high return rate of its buyers however retention of sellers is a major problem for Etsy. In addition to this Etsy does not differentiate between those who use Etsy on a part time basis and those who use Etsy full time. To increase the retention of sellers Etsy could introduced different fees for based on how much sellers use Etsy such as lower listing fees for part time sellers and lower percentage of total for full time sellers as without the sellers Etsy does not have a functional business. With Amazon Handmade entering the market place Etsy could also increase their media presence outside of their sites in order to ensure they remain relevant within the handmade market. 
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7. [bookmark: _Toc36830832]Appendix 1: Online Value Position Analysis of Etsy.com

	
	Application to Etsy

	Content
	Etsy has 8 key areas to their website; jewellery & accessories, clothing & shoes, home & living, wedding & party, toys & entertainment, art & collectibles, craft supplies & tools, and finally vintage. These sections then have an innumerable amount of subsections based on crafting specifics as set out by individual sellers (Etsy, 2020).  
Etsy has an easy search bar that matches key words from sellers descriptions to the buyers searches. In addition to this the website has a good flow with picture tiles showing all the products under the buyers search (Etsy, 2020).

	Customisation
	[image: ]Etsy allows users both buyers and seller to have personal profiles that will help Etsy to place items of interest at the top of users feeds. Etsy has used analytics to track the items that users click on to view in more detail as well as tracking key words in searches to present items that contain those key words in their descriptions (Etsy, 2020). Etsy also allows users to add products to a favourite list to make it easier for users to find products they may wish to repurchase.

	Community
	[image: ]Every listing on Etsy has a comments section where buyers can leave both positive and negative comments and leave a 5 star rating. Buyers can also leave photographs within their response for potential buyers to see (Etsy, 2020). Sellers can also be reviewed as a hole not just on their products but also their speed of service and personable nature while messaging buyers (Etsy, 2020).

	Convenience
	Etsy is ‘open’ 24/7 however not all Etsy shops are available 24/7 as Etsy offers an option for seller to close their shops ‘for holiday’. The delivery time, additional postage charges and after sale service is down to the individual seller however Etsy does protect buyers purchases should sellers not deliver the service that is promised (Etsy, 2020).

	Cost Reduction
	It is difficult to establish wether the prices on Etsy are value as pricing is down to individual sellers. Etsy does have a listing fee of $0.20 per listing and charges sellers a 5% fee on the total value of the item sold plus vat and postage (Etsy, 2020). Although this may not seem like a large fee it may cause sellers to put prices up to account for the fees that come with listing on Etsy, or other sites like Etsy. Compared to buying directly from crafters Etsy may be more expensive for the same product however the convenience and extra layer of buyer protection of shopping through Etsy may make up for the potential higher price than shopping direct from crafters.

	Choice
	Etsy has currently got over 60 million products listed on its site from over 2.5 million different sellers. Etsy’s seller base has grown by 1.2 million seller in 5 years (Smith, 2020). The delivery timescale as well as the return policy is down to the individual sellers.
Users of Etsy can pay for products through; Credit Card, Debit Card, PayPal, Apple Pay, Google Pay as well as Etsy Gift Cards that can be purchased directly from Etsy (Etsy, 2020).
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https://www.youtube.com/watch?v=vv3EkGXIH8I&feature=youtu.be&fbclid=IwAR101LZFGaap23GyzbI29thab8GWiFmK22mrtAJmDt4V--kT-mc4Qufz02M
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