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	Key partners 
Aurora Jewellery LTD will work with reliable suppliers and wholesalers that provide gold, silver and white gold jewellery. It will also use insurance, security and delivery companies to protect valuable stock. These partners will help the business obtain products, reduce risk and operate more efficiently (Strategyzer,2026). In the UK, suppliers and retailers must make sure that relevant precious-metal jewellery meets hallmarking requirements before it is sold (GOV.UK, 2025).







	Key Activities 

The main work will be choosing jewellery from suppliers, checking product quality, organising stock, setting prices and selling items in the shop and online. The business will also take product photos, advertise on social media, answer customer questions, pack orders and arrange deliveries. These activities are necessary to offer products to customers and make sales (Strategyzer,2026).





	Value Proposition 
Aurora Jewellery LTD will sell attractive and trustworthy gold, silver and white gold jewellery for everyday use, gifts and special occasions. Customers will be able to choose from different styles and prices, making jewellery available to people with different budgets. Clear information about the metal, price and quality will help customers buy with confidence. A value proposition explains why customers choose one business instead of another (Strategyzer,2026). Hallmarks help customers identify genuine precious-metal jewellery in the UK (GOV.UK, 2025).
Political:
This business must comply with UK laws when selling gold, silver and white gold jewellery. It is also important to ensure that all products meet hallmarking requirements to give customers confidence in the quality of the jewellery.
Economic:
 The cost of gold, silver and white gold can change regularly, which affects the price of the products. If the company is weak, some customers may spend less on jewellery, so the business need to offer products at different price ranges.
Social:
People often buy jewellery for birthdays, weddings, anniversaries and other occasions. Customers also follow fashion trends and social media , so the business should regularly update its products to meet demand. (Forum Europe, 2026)
	Customer Relationships
Aurora Jewellery LTD will build customer trust by offering friendly advice in the shop and quick support through the website, email, social media and WhatsApp. Customers will receive clear answers about prices, materials and available products. Personal assistance and online self-service are both recognised ways to support customers in a business model (Strategyze,2026.)
	Customer Segments 
Aurora Jewellery LTD is for different types of customers in Central London where the business will  target customers living, working, and visiting Central London. The business will also serve people buying jewellery for birthdays, anniversaries, weddings and other celebrations. Some customers may look for affordable silver jewellery, while others may prefer higher-value gold or white gold pieces. This means the business will serve different customer groups with different budgets and needs (Strategyzer,2026).

	
	Key Resources 
Aurora Jewellery LTD will need jewellery stock, a physical shop or display area, secure storage, a website, product photographs, a brand name, sales staff and money to buy products from suppliers. Security equipment and insurance will also be important because the business will sell valuable items. Key resources can include physical, human, intellectual and financial assets (Strategyzer,2026)







	
	Channels 
Customers will find and buy jewellery through a physical shop, an online store and social media platforms. The website will show products and prices, while social media will help the business promote new items and reach more customers. WhatsApp can be used to answer questions and confirm orders. Channels are the methods a business uses to reach customers and deliver its products (Strategyzer,2026).
	

	Cost Structure 
The largest costs will be buying jewellery stock from suppliers, especially gold and white gold items. Other costs will include rent, staff wages, insurance, security, website costs, advertising, packaging, payment fees and delivery. Cost structure includes the costs of the resources and activities needed to run a business (Strategyzer,2026).



	Revenue Streams 
The business will earn money only from selling gold, silver and white gold jewellery. Income will come from products such as rings, necklaces, earrings, bracelets, pendants and wedding bands. Prices will depend on the type of metal, the design, the weight and the quality of each item. Revenue streams explain how a business receives income from its customers (Strategyzer,2026).


Business Model Canvas                                                                Credit – Strategyzer.com 
	Key partners 
Some activities and resources in your business may need outsourcing. List the key partners and activities they will perform.  

Who are your key partners? 
Who are your key suppliers? 
Which key resources are you acquiring from partners? 
Which key activities do partners perform? 
What are your motivators for this partnership? 
· Acquisition of resources
· Reduction of risk and uncertainty 
· Optimisation and economies to scale 
	Key Activities 
Actual tasks and activities required to create and deliver the business offering. List the key activities required to be successful. 

What key activities are needed for:
· value proposition
· distribution channels
· customer relationships
· revenue streams 

	Value Proposition 
Your Value Proposition is the reason why customers turn to your company over another. It solves your customer's problem or satisfies your customer's need.

What value do you deliver to the customer?
What problem do you help to solve for your customer 
What product and / or service will you be offering?
Which customer needs are you satisfying?  
Characteristics of value proposition
· Newness
· Performance
· Customisation
· Design
· Brand / status
· Price
· Cost Reduction 
· Accessibility
· Convenience / visibility 
	Customer Relationships
It is essential to establish and maintain relationships with customers. Clarify the type and purpose of the relationship. 
What type of relationship does each of our customer segments expect us to establish and maintain with them?
Which ones have you established?
How are they carried out
How much will it cost?
	Customer Segments 
For whom are you creating value? How can you identify your customers and the segments f customers you will have?

Who are your most important customers?
Are your customers individuals / business / individuals with a business

What will they expect:
· Self service
· Automated service
· Personal Assistance 
· Communities
· Co-creation 

What does your customer segments look like:
· Mass market
· Niche market 
· Segmented
· Diversified 
· Multi sided platform

	
	Key Resources 
What key resources does your value proposition need. 

What key resources are needed for:
· value proposition
· distribution channels  
· customer relationships
· revenue streams 

Types of resources – Physical, Intellectual (brand, copyright, patents, data) Human, Financial.
	
	Channels
How will you communicate?
Through which channels do our customer segments want to be reached? 
How are you planning to reach them?
Are your channels integrated?
Which ones work best?
Which ones are most cost effective? 
How do you plan to integrate them in you customer routines 
Channel types – Sales force, web sales, own shops / stalls, partnership shops, wholesalers 
	

	Cost Structure 
What are the most important costs inherent in your business. 
· Which key resources are the most expensive 
· Which key activities are the most expensive 
Is your business more
· Cost driven (leanest cost structure, low price value proposition, maximising automation, extensive outsourcing)
· Value driven (focused on value creation, premium value proposition 
Consider- Fixed costs such as salaries, rentals, utilities 
Income, expenses, earnings or profit, sales, gross margins, break even. 
	Revenue Streams 
Consider how the business will charge and receive income. 

What are your customers willing to pay? 
What do they currently pay and how does your offering differ? 
What is your revenue model?
What are your pricing structures?
How do your customers pay now?
How would they refer to pay? 
How much does each revenue stream contribute to the overall revenue? 
Will you use: Fixed pricing, list pricing, product feature, customer segment or value dependent








Business Model Canvas                                                                Credit – Strategyzer.com 
Three-Person Team Structure – Jewellery Retail Business
                                                                    Small responsibility for a jewellery business selling gold, silver and white gold


OWNER / BUSINESS MANAGER (ME)
                                                                                                                                    · Choose and approve suppliers.
· Place stock orders.
· Set prices and discounts.
· Check sales and payments.
· Control the budget and expenses.
· Supervise the team.
· Handle refunds and complaints.
· Check product labels.          


                                                                                                                




                                                                                                                                                             
                               
















SALES ASSISTANT / JEWELLERY ADVISOR                                                                                                                   ONLINE SALES AND STOCK ASSISTANT
                                                                                                                                                                                                                                                   · Open and close the shop safely.
· Welcome and assist customers.
· Show jewellery from cabinets.
· Explain prices and metal types.
· Process cash and card payments.
· Give receipts and package purchases.
· Keep displays clean and organised.
· Report missing or damaged items.
· Record customer requests.


· Add products to the website.
· Upload photos, prices and descriptions.
· Update stock after each sale.
· Reply to online messages.
· Prepare and package online orders.
· Book deliveries and send tracking.
· Check supplier deliveries.
· Update inventory records.
· Post jewellery on social media


   
                                                                         
                                                        
                                                      




.



                                                                                                     External support when needed: accountant, insurance provider, security company and secure delivery company.
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