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[bookmark: _yjc20ev2l8cu]Element 1: Business Idea, Product/services, Objectives & USP
1.1 The business idea 
The Eco Crochet Toys store for kids is a small handmade toy business that focuses on soft toys made with natural and safe materials. This idea is Focus down simple production method where each toy is created by hand using organic cotton yarn and recycled stuffing with basic crochet tools. The store name is “VNV Crochet Toys” that is working mainly through an online platform but the owner can also offer at local craft markets or small community fairs when possible. 
It is intended to offer toys that are gentle and long lasting as well as safe for children while also helping in reducing waste in the toy industry. Instead of using plastic or factory made parts the toys are slowly shaped stitch by stitch that is making every piece slightly different and more personal. The business also keeps the process small so the owner can control quality, material choice, and design style. The store offers a simple range of handmade soft toys that can be appealing to children as well as gift purchasers and people who prefer eco-friendly products. These toys are kept in a warm and friendly style so that they feel like unique gifts rather than a mass produced item. Orders are prepared in small batches, posted directly to customers, and packed with biodegradable packaging.
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Image 1: Eco Crochet Toys by VNV Crochet Toys 
1.2 Product or service overview
The store focuses on a few main product types that keep the brand clear and easy to understand. The first group is eco-friendly soft toys that are made from natural yarn and soft recycled filling. These toys are gentle to hold and safe for daily playing. The second group includes handmade soft figures that are slightly decorative, sometimes bought by adults for gifting or as small room displays. 
Simple Crochet keychains are also offered but they are presented as small add on items rather than a long list of design. Gift sets are another product group usually made by combining one or two toys with small extras like a name tag or a tiny pouch. These sex help customers who want an easy and ready-made gift option. Along with this to the main product the business also provides a few extra services that make it more personal. Custom orders are accepted when customers want a toy in a specific colour or a simple personalised feature. Personalised toys can include stitched initials or a small accessory chosen by the customer. These stores can also host very small crochet workshops either online or in local species where beginners can learn basic stitches. These sessions are kept simple and friendly in order to connect with customers and build interest in handmade craft. 
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Figure 2: Personalised toys with name and detail and baby’s blanket
1.3 Business objectives 
	Short term (1 year)
	To launch the eco-crocheted toy store smoothly and make people aware that the brand exists. The owner wants to build a small but steady customer base by keeping the products simple and the service friendly

	
	An online presence will be set up through a basic website and active social pages, where new designs and small updates are shared. These steps help the business learn what customers like and what needs improvement.

	Long term (3-5 years)
	Over the next few years, the store hopes to grow in a slow but steady way. The product range may expand with a few new toy styles or handmade gift items, but only if they fit the eco-friendly idea.

	
	The owner also wants to build partnerships with local eco suppliers or small craft groups. If the business performs well, it may move into a slightly bigger workspace or a small studio to increase production with a handmade feel.



1.4 Unique selling point 
The Eco Crochet Toys store, VNV Crochet Toys stands out because every toy is made slowly by hand that is giving each piece its own small differences. The toys are created with naturally yarn mostly organic cotton and staffing is chosen from recycled or reuse materials whenever it is possible. This makes this particular product safe for children and it is also gentle and kind to the environment. Many regular toys are made in factories by using plastic parts but this particular store is avoiding any type of plastic usage almost fully that gives it a clean and safe feel (Rangaswamy et al., 2018). Another part of the unique selling point is the personal touch. Customers can ask for small changes like colour choice or tiny accessories or even initials that match the interest of children. These details make the toy feel like it belongs to one person rather than everyone and the owner always tries to keep the design simple and warm so that people feel the toy is made with care rather than rushed. Customers sometimes look for gifts that feel thoughtful and handmade toys usually give that feeling naturally. The store also pays attention to safe materials as the toys are made mainly for children and the yarn with its filling is checked carefully so they do not contain harmful chemicals. Packaging is also kept eco friendly using paper wrap or biodegradable bags this is giving customers a complete sustainable experience from the product to the final delivery. The small scale of the store is working as a strength because it allows the owner to talk directly with customers, adjust design quickly according to the needs without long waiting time, and understand what they actually want. Their personal connection mixed with the eco focus and handmade value that gives the store a unique place in a very crowded toy market.
[bookmark: _792cwpicug7j]Element 2: Business Environment & Competitor Analysis
2.1 PESTEL Analysis 
Political factor 
The United Kingdom government is supporting small craft businesses through a local enterprises scheme that is helpful for new owners to manage market cost. Almost 32% of the UK craft startups depend on community or Council Grand when they started their operation (Craftscouncil, 2025). Stable political conditions in the United Kingdom are responsible for creating a predictable environment for the small handmade businesses. It has been also observed that the local councils sometimes run small market events that are giving craft sellers a space to meet customers directly. Policies encouraging sustainable products help equal friendly toy makers to gain visibility.
Economic factor 
Inflation in the United Kingdom is affecting material prices so natural yarn can cost more at times. Many UK customers still spend on personalised gifts even during slow economic periods. The United Kingdom handmade sector has grown by 15% recently that is showing rising demand for crafted items (Axa, 2025). Online cells are contributing strongly into the craft economy with the large share of customers choosing small sellers while a poor economic period can reduce impulse purchasing because it is affecting the luxury handmade toys slightly.
Social factors 
Almost 48% of the UK customers are preparing to purchase eco-friendly toys when possible as parents are becoming more careful about time materials so they are choosing safer handmade options (Toddleabout, 2025). Social trends are responsible for showing the increased interest in supporting local makers and small craft brands and crocheted toys are really appealing to families who are paying value to slow made products. Personalised gifts remain very popular in the UK that is helping custom toy orders to grow.
Technological factors 
Affordable online tools make it easier for craft owners to manage sales and payment. About 90% of the UK small sellers use social media in order to promote their products and simple editing apps help the toy store to create clear product photos and videos (Premier badges, 2025). Online workshops can be done by using a free platform that is allowing companies to connect with customers and at the same time digital marketing tools are also helping small stores to test different promotions without high cost.  
Legal factors 
The store must check materials that meet the UKCA safety mark. More than 70% of small UK drawing makers for the street toy safety standard and online sellers are following clear return and refund rules (Which, 2025). Data protection law is applied when collecting customer details for orders and fair trading loan needs honest description and safe product claim
Environmental factors 
Almost 60% of the UK consumers try to reduce plastic use in their daily purchase (Packaging news, 2025). Eco friendly packaging is becoming more common and customers expect sustainable delivery options. Natural yarn has a lower environment and back then synthetic fiber that is supporting their brand message. They reduce waste by making ties in small batches only and the environment and rules encourage business to recycle packaging and limit harmful material.
2.2 SWOT Analysis 
Strengths and Weaknesses 

	Strengths 
	Weaknesses 

	Handmade toys give the business a warm and personal style that makes customers feel the product is special.
	Production is slow because everything is made by hand.

	Natural materials like organic cotton offer safety, which many parents prefer.
	Limited stock may disappoint customers during busy seasons.

	Small-scale production lets the owner control quality at every step.
	Costs of natural yarn are sometimes higher than synthetic materials.

	Custom orders allow the store to meet individual customer needs easily.
	The owner manages all roles, which may cause delays in work.

	Eco-friendly branding helps the business stand out in the crowded toy market.
	Marketing skills might not be strong at the beginning.



Opportunities and Threats 

	Opportunities 
	Threats 

	Growing interest in eco-friendly toys gives the brand a wider market.
	Mass-produced toys are cheaper and attract budget-focused customers.

	Social media helps small craft businesses reach customers without high cost.
	Other handmade sellers on platforms like Etsy add competition.

	Many UK buyers prefer personalised gifts, supporting custom toy orders.
	Rising material prices can reduce profit margins.

	Local craft fairs offer places to connect with families and gift buyers.
	Delivery delays or supply disruptions may affect orders.

	Partnerships with eco-friendly suppliers can improve product appeal.
	Changes in UK toy safety rules may increase compliance costs.



2.3 Porter’s Five Forces
Threat of substitute 
Mass produced plastic toys act as a substitute for homemade toys. Digital toys and applications also compete for the attention of children. Customers can choose affordable alternatives even if they prefer eco-friendly products (Saini et al., 2024). Personalised and handmade features reduce substitute threats to some extent.
Competitive Rivalry 
The handmade toy market in the United Kingdom has many small sellers that is making the competition high for eco-friendly and personalised toys. Social media is allowing sellers to reach similar customers by increasing visibility of competition (McKenzie, 2023). Competitors can offer a similar price range or product style that is adding pressure on new businesses and along with this evening design and personalisation help to reduce direct rivalry impact.
Customer power 
Customers have a strong choice online so customer power is high. Price comparison tools make customers sensitive to cost differences and customisation options provide some control back to the business over customer decisions (Azzolina et al., 2021). Repeat customers can be loyal, slightly reducing their bargaining power.
Supplier power 
Yarn and filling suppliers have moderate power because eco-friendly options exist in the UK market and along with their organic cotton is very expensive, giving supplier influence over cost. Local suppliers help in reducing shipping delay and supply chain issues while relationships with small suppliers can also help in reducing supplier power with the help of regular orders.
Threat of new entrants 
Low start up costs in crafts make new entrance possible. Online platforms like Etsy allow quick entry for new sellers while brand recognition and loyal customers help in reducing impact from new business (Tarakanova, 2023). Compliance with safety rules can be a small barrier to entry.
[bookmark: _8xc1gjzhy4x9]Element 3: 4Ps, Market Segmentation & Marketing Strategies 
3.1 Market segmentation and target customers.
	Customer group
	· Parents with young children buy toys that are safe, soft, and eco-friendly.
· Gift buyers look for personalised or unique items for birthdays and holidays.
· Eco-conscious shoppers prefer products made from natural and recycled materials (Protassova and Yelenevskaya, 2025).
· Collectors purchase decorative or limited-edition handmade toys.


	Demographic
	· The age of buyers ranges from 25 to 45 years, mostly middle-class families.
· Gender split is roughly even, but mothers often lead purchase decisions for children.
· Income level varies, but customers are willing to pay slightly more for eco-friendly quality.

	Geographic 
	· Urban and suburban areas in the UK have higher demand for handmade toys (Thomas, 2023, August).
· Major cities like London, Manchester, and Birmingham are primary online shipping targets.
· Rural buyers are smaller in number but may attend craft fairs locally.

	Psychographic 
	Buyers value sustainability, ethical production, and handmade quality over mass-produced items.

	
	Customers are often interested in personalisation and unique gifts rather than standard toys.

	
	Eco-conscious families focus on reducing plastic use and prefer safe, natural products.

	
	Many buyers are active on social media, following craft or handmade product pages (Protassova and Yelenevskaya, 2025).

	
	Interest in slow-made and artisanal products drives repeat purchases and word-of-mouth referrals.

	
	Buyers often care about emotional value and connection with the product rather than just utility.


 
3.2 4Ps of Marketing 
Product 
The products offered by the VNV Crochet Toys are made using natural and safe yarn that reduces chemicals and plastic. Each toy is slightly different because they are individually crocheted. Personalised options include colour choices and stitched initials as well as small accessories while other products include keychain, soft figure, and small gift set for children and collectors. Eco friendly packaging and value and supports sustainable branding (Khizerulla and Lavanya, 2024).
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Figure 3: Beautiful Crochet Gift Toys and Blanket
Price
The pricing strategy of VNV Crochet Toys is affordable and slightly higher than mass produced toys that reflect handmade quality. Cost based pricing helps in ensuring materials, packaging, and labour are covered. Value based pricing is applied for personalised or gift set items while special offers or small discounts can be used to attract first time customers. Prices kept simple and transparent can help in building trust with customers.
Promotion 
For promotion social media accounts are used to post images and videos as well as product updates. Collaboration with eco conscious influencers improve visibility to targeted customers. As it has been observed at present day that there is increasing demand for transparency and eco-friendly products it is clear that their collaboration with Eco conscious influencers will definitely provide them an opportunity to enhance their business and influence trust among customers. Eco brand new shows sustainable materials and handmade production methods. Story telling about toy creation is connecting emotionally with customers and encouraging loyalty (Tiiri, 2024). Occasional campaigns such as promotion of seasonal gifts are helpful for boosting awareness and sales.
Place
The main sales channel is an online store accessible across the UK. The market stalls at craft fairs offer direct customer introduction and local exposure while orders are packaged carefully for delivery to protect delicate handmade items. Online market places such as Etsy can be used to reach a wider audience and at the same time a small studio or home workplace can charge as production and storage space.
3.3 Online marketing strategies
The eco-crocheted toy store focuses on reaching customers mainly with the help of digital platforms. Instagram is used in order to post images of new toys, short videos can help show the making process, while behind the scenes creation can make it more transparent. The visuals are responsible for making the products more appealing and help the followers to understand the handmade value. TikTok is also used in order to reach younger audiences who really enjoy quick and engaging videos (McKenzie, 2023). Short clips of toys being completed or style for gifting are shared to attract attention and encourage sharing. Etsy is acting as an additional sales platform where handmade and personalised toys are showcased. The store will list important products with clear descriptions as well as pricing and images. The search tools allow interested customers to discover items without direct advertising. Customer retention strategies are included in order to maintain ongoing relationships and loyalty offers such as small discounts on repeat orders will help in encouraging customers to come back. Personalised messaging with the help of emails are social media replies that make customers feel valued and recommended such as sending a thank you message after an order or a reminder about customisable gifts always increase engagement (Peng, 2023). Regular updates on social media about seasonal items along with new products and upcoming workshops also help to maintain interest. Engaging posts, interactive stories, and polls are responsible for inviting feedback that is making customers feel part of the brand. By combining Instagram, Etsy, product videos, TikTok, and reels loyalty and personalized communication the store will be able to build a consistent online presence and make its customer base stronger while also promoting eco-friendly handmade toys.
[bookmark: _ymuxgm5hi9b0]Element 4: Legal, Management, and Financial Planning 
4.1 Legal structure
The Eco Crochet toy store is set up as a sole trader which is the simplest legal structure for a small handmade business and this particular structure allows the owner to have full control over all decisions including product design, marketing, and pricing. It is easy to register and it needs very less paper work in comparison to partnership or limited companies 
Being a sole trader shows that all profits belong directly to the owner that helps to manage finance simply without needing to share with partners or investors. Tax obligations are straightforward and accounting can be managed with basic book keeping (MAKUDZA et al., 2022). The owner can also claim business expenses such as packaging, materials, and online platform fees that reduce taxable income. This structural flexibility allows the owner to adapt production, customer interaction, and marketing strategies quickly. Changes can be made without asking for approvals from others that are very important for small craft business trends and customer preferences can shift quickly. However being a sole trader doesn't mean that the owner is personally responsible for all debt or legal issues. Despite this the simplicity along with full control and low setup cost make the sold trader structure ideal forest small and home based eco crochet toy business. It is supporting growth gradually while keeping operations manageable (MAKUDZA et al., 2022).
4.2 Organisation chart 
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Figure 4: Organisational chart
(Source: Self created)
The Eco crocheted toy store has a simple structure to keep operations clear and manageable. At the top is the owner who is looking for all finances and strategy and making decisions. Under the owner the production role is responsible for managing the handmade toy creation including staffing and crocheting, as well as finishing each item that is ultimately helpful for ensuring that all products meet quality and safety standards. The marketing role focuses on promoting these stores with the help of social media, occasional craft fairs, and online platforms. Marketing tasks include posting images that are making short videos and connecting with possible customers. Customer service rule is responsible for managing enquiry, feedback, and custom order that helps to maintain positive relationships and encourage repeat purchase. This simple chart keeps responsibilities clear and ensures smooth work flow that is ultimately allowing the store to operate efficiently even as a small home business and it is also making it easy to add new roles in future if the business grows. 
4.3 Start up funding needs
	Materials
	Organic cotton yarn, recycled stuffing, hooks, and small accessories needed for toy production.

	Website
	Costs for domain, hosting, basic design, and online store setup to reach customers.

	Equipment
	Basic crochet tools, scissors, sewing kits, measuring tapes, and small storage solutions.

	Branding
	Logo design, packaging, business cards, and eco-friendly labels for professional presentation.

	Source of funding 
	· Personal savings from the owner to cover initial costs.
· Small loans from local banks or credit unions for extra capital if needed.
· Crowdfunding through platforms to attract supporters and pre-orders.
· Government grants for small eco-friendly or craft businesses to reduce startup expenses



4.4 Month Cash Flow Forecast 
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