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1. Introduction
Jewelleries are part of fashion for many people regardless of gender, age, location and culture. They complement outfits, enhance natural beauty, provide confidence boost and offer a number of health benefits. Jewellery and Watches industry is very lucrative and fragmented with players ranging from small jewellers to large multinational retailers dividing the market into luxury and more affordable segments. Due to high cost, the share of platinum and gold is decreasing while the sizes of stones in the jewelleries are growing. Even in the bridal market the use of traditional materials is reducing. (MarketLine, 2020a, p.9) As a result, the use of silver and semi-precious stone jewellery is expected to increase and favourably impact small independents. This report provides an insight of the fashion jewellery market and a business plan.

2. Business Description 
LiliLu will be a licenced fast fashion and upper market jewellery business based in the UK. It will be owned by myself, a sole proprietor and employ an experienced jewellery designer who’ll get commissions on pieces made. We will work with semi- precious stones, beads, imitation gems, silver and fabrics. Specialize in affordable rings, earring, necklaces, pendants, brooches and gem decorated clothing as well as more expensive jewellery pieces. The jewellery will be hand finished as well as imported in bulk from China, Turkey and Athens. Designs will be attractive, contemporary, trendy as well as traditional, simple or elaborate and serve all customers at all price ranges- worn every day or at occasions. Emphasis will be put on the therapeutical property of the jewelleries and a percentage of the sales would go to a charitable cause. As an online business, orders will be processed through a website and delivered nationally and internationally. Our mission is to create value and make people feel unique, while attracting and retaining customers.
Jewellery and Accessories symbolize beauty and classicism and are always popular especially in the post pandemic world. As life goes back to normal and people socialize more, the lift of travel restrictions and favourable socio- demographic factors such as younger generation loss of interest towards luxury jewellery, would drive the lower market growth and encourage consumption. 
In addition, the market LiliLu operates is lucrative and present many opportunities as price per item is much higher than the production cost of hand- made jewelleries or the ones bought in bulk from abroad. The high inflation deters customers from buying the luxury segment of the market and direct them to the more affordable fashion jewellery sector. Start-up costs are not high leading to small independent businesses thrive alongside mass consumer chains and upmarket boutiques. (Marketplace, 2020a, p. 12) The business will require small space to operate which makes fixed costs such as rent easier to manage. Therefore, producing a well- thought forecast equivalents a well-prepared business plan which will sharpen projections and ideas. (Blackwell, 2011, p. 26)

3. Industry Analysis/ Market research
Evaluating the target market and industry is core to determine the validity of a business idea. Using market data and statistics help validate these estimates. Moreover, the cost factors should be calculated together with returns on investment. The analysis of products viability also feeds into this calculation and with these projections made, the return on capital can be evaluated to give the idea the green light or not. (Mariotti and Glackin, 2015, p.64)
The Jewellery, Watches and Accessories industry includes silver and gold jewellery, precious jewellery such as diamond and platinum, non- precious, pearls and semi-precious such as quartz, opal, topaz, coral etc. The global jewellery market has a historical strong growth expected to continue but at slightly decelerated rate. In 2020, the upturn in global economy suggested market expansion more prominent in China as a global standout, India with Europe expected to pick up too. By the end of 2025, European market is expected to increase to a value of $143.2bn with the UK market growth with CAGR of 3.2% or $14.8bn over the five-year period. (Fig.1) (MarketLine, 2021, p.8)
The growing popularity of shopping online led to the online retail sector growth of 16.9% in 2018 and it’s expected to increase further 98% by the end of 2023 to $898.3b and CAGR of 6.9%. Variety, convenience, and lower prices which online retailers of jewellery offer win over more and more customers. However, while this helps market growth, the heavy discounting and lower prices online has decreased revenues. (MarketLine, 2020, p. 8)
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Figure 1: Europe Jewellery and Watches market value forecast (Source: MarketLine, 2021)

As inflation reduces incomes in the UK, the coronavirus pandemic and Brexit related uncertainty have adverse implications for the economy making the luxury jewellery market increasingly out of reach. However, entrepreneurs launched successful online affordable jewellery business even during lockdown thanks to social media. (BBC, 2022)
In August to October 2022, the pay growth fell by 2.7% on the year, one of the largest falls in growth since 2001. (ONS, 2022) It is below the rate of inflation meaning that in real terms pay is still declining. The Bank of England expected the inflation to peak at 11% however, that level was reached in October 2022. According to them, the inflation would slow down in 2023 and eventually fall to 5% at the end of the year. (BBC, 2022) Overall, lower inflation doesn’t mean prices would decline but continue to rise at a slower rate. Consequently, this could increase sales for fast fashion jewellery and accessories as more people stir towards silver and semi- precious jewellery.
Raw materials in the industry are provided by mining companies as well as textile companies for accessories such as hats, scarfs and other clothing items. Decorative apparel and semi- precious jewellery products manufacturing is usually outsourced for major retailers. These are usually small and medium enterprises and are fairly fragmented with production sites located in a low-cost countries, mostly in Asia. New entrance is easy because the majority 80% of global fine jewellery is unbranded, often bought from national retailers or single branch enterprises. In addition, the 10 biggest jewellery group capture about 12% of the global sales. (MarketLine, 2020a, p. 9, 16)



4. Porter’s 5 Forces 

Bargaining power of customers- medium
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Figure 2: Drivers of buyer power 2020 (Source: MarketLine, 2021)


In 2020, UK accounted for 10.2% of the European market value. Most of the customer in the jewellery and watches retail market are a large number of small buyers which weakens the buyer power. Ultra High Net Worth individuals are an exception as they have high purchasing power and their buyer power is increased. However, most end users are large in numbers and small in financial power. Additionally, jewellers with strong brand name, able to quickly adapt to consumers demand make customers more astute with their purchases. As switching retailers costs zero, price, product differentiation and customer service is essential for buyer’s power improvement. Customers can backward integrate by making jewellery themselves although not to retailers’ standard. (MarketLine, 2021, p. 15)

Bargaining power of suppliers- medium
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Figure 3: Drivers of supplier power 2020 (Source: MarketLine, 2021)

Designers and manufacturers are the main suppliers which differentiate by products design. Abilities and knowledge to mine raw materials increase supplier’s power. Backwards integration, the use of alternative raw materials, currency fluctuations having more suppliers to purchase from weakens the supplier power. There could be some switching costs. Overall, supplier’s power is moderate. (MarketLine, 2021, p. 17-18)
Threat of new entry- strong
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Figure 4: Drivers of new entrants, 2020 (Source: MarketLine, 2021)

The threat of new entry is particularly high at the low-end market where players can make their own jewellery and keep low fixed costs. The vast number of wholesalers make this threat very high as suppliers are easily accessible. Weak regulations and restrictions increase this threat, and the UK government business reforms may also prove attractive to new entrants. Brand identity, advertising, good customer relations and variety of products at every price point of the market can be a barrier to entry. (MarketLine, 2021, p.20)

Threat of substitutes- strong
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Figure 5: Threat of substitutes, 2020 (Source: MarketLine, 2021)

Most jewellery items in the market are bought as gifts and luxury ones are not essential. However, a large number of gift substitutes or alternative luxuries can be bought instead. Furthermore, there are different substitutes at different price point. Sometimes jewelleries are bought as an investment. Homemade jewellery is a good substitute for this market although it needs knowledge and time. There are also counterfeit forms of jewellery on the market which cause loss of sales, jobs and profits. (MarketLine, 2021, p. 22)

Degree of rivalry- strong
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Figure 6: Rivalry (Source: MarketLine, 2021)

Jewellery, watches and accessories industry is highly competitive. Businesses compete against other retailers on price, quality, stores, discount rates etc. There are many similar products, vast number of players and low switching costs. Strong rivalry.

5. Competitive rivalry: who are your main competitors and how you can differentiate from them?


	1. Online jewellery makers
	easy buying process and honest communication, ties to a core emotion- love, happiness/ honourable, charitable cause/
message of jewellery- prosperity, elegance, wisdom/ jewellery and clothing made to order and customer design. 

	2. Physical stores
	Variety of products and online exposure

	3. Famous brands
	Similar products at cheaper price, follow ups




Operations

· Supplying semi-precious stones, ready-made silver jewellery, clothing, usually from China, Athens and Turkey through direct contact with wholesalers there and retailers.
· Manufacturing new products from home office. Partner who makes jewellery professionally and decorates clothing with semi- precious stones. Specific tools and a desk.
· Taking professional pictures and videos of products and uploading them on the business website.
· Selling online through a website and online shop.
· Advertising and directing traffic to the website.
· Deliveries in the UK and abroad through DPD, Royal Mail, Parcelforce.


Revenue 

1. Determine the goals
2. Focus on loyal customers
3. Complementary products
4. Pricing strategy reviews
5. Marketing 
6. Avoid liabilities

 Prevention of revenue loss

1. Reduce exchange and returns by adopting longer window return policy.
2. Detailed description and high visuals on the products.
3. Customers reviews
4. Identifying problematic customers
5. Constant analysis of the business processes and improvement
6. Accounting reports/ expense monitoring

Management Team

	Name 
	Skills 
	 What they bring to the firm

	Lilija T.
	Manager, Customer service
	Customers, Managing orders

	Lucy V.
	Jewellery maker, Seamstress
	Operational efficiency




6. Marketing

Product 
Low cost, high quality, attractive jewellery pieces for all customers. This includes rings, necklaces, bracelets, broches hand- made and ready-made, imported from China, Turkey or Athens. Additionally, there will be a clothing line- t shirts, scarfs, hats, tops decorated with semi-precious stones, coloured stones, beads and sequins and accessories- gua sha, face rollers, keyrings, healing stones, figurines.

Price
All the products will be priced differently, and price adjusted according to demand. For example, prices would start at £13.00 to £ 300.

Promotion
Start up promotional prices, 15% sign up discount, advertising on social media, website, blog, videos and articles submitted to online sites, giveaways, and a charitable cause- percentage of sales go to a chosen charity.
Clear description of the benefits of the products such as healing, mood lifting or therapeutic properties of the stones. But the most important power of the jewellery is that they make people feel unique. 

Place 
The business will operate from home with plans to open physical shop in future too. The products will be distributed nationally and internationally with delivery companies, selected according to cheaper rates. 

7. Financials 
LiliLu will be funded with own savings of £ 8,000.

	
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	Revenue 
	£ 5000
	£ 5800
	£ 6000
	£ 6200
	£ 7000
	£ 7000

	Fixed costs/ 
Inventory costs, web design, domain name, salaries, internet bill, income and sales tax
	£ 3000
	£ 3000
	£ 3000
	£ 3000
	£ 3000
	£ 3000

	Variable costs/ raw materials, shipping, transaction and delivery fees, travel expenses, labour
	£ 1500
	£ 1200
	£ 1300
	£ 1300
	£ 1500
	£ 1400

	Profit 
	£ 500
	£ 1600
	£ 1700
	£ 1900
	£ 2500
	£ 2600






8. Conclusion 
According to the industry analysis, market research and forecasts it is safe to say that LiliLu online jewellery business together with personal input has the window of opportunity to become a successful business e.g., entering the market as it grows creates opportunities for entrepreneurs to establish profitable position. (Barringer and Ireland, 2018, p.65) 
People will always buy jewellery. Whether it’s a celebration of colour, pattern or tribute, each jewellery tells a personal story and shows the unique style of its wearer. (Pandora, 2023) The favourable market conditions for lower cost jewellery makes it easier to start a business and enjoy investment and returns. Despite Covid-19 outbreak and market disruption consumers are set to drive the demand for this segment upwards much to the benefit of smaller businesses such as LiliLu.































References

Barringer, B. and Ireland, R. (2018) Entrepreneurship: Successfully launching new ventures. 5th Ed. Pearson: Harlow 

BBC (2023) What is the inflation rate in the UK and why is the cost of living rising?  Available at: https://www.bbc.co.uk/news/business-12196322 (Accessed: 11 January 2023)

Mariotti, S. and Glackin, C. (2015) Entrepreneurship: starting and operating a small business. Pearson: Harlow

MarketLine (2020) Global Jewellery and Watches Market: Value Chain Analysis. Available at: https://advantage-marketline-com.ezproxy.uwtsd.ac.uk/Analysis/details/global-jewelry-watches-market-value-chain-analysis-62812 (Accessed: 10 January 2023)

MarketLine (2020) Global Jewellery and Watches. Available at: https://advantage-marketline-com.ezproxy.uwtsd.ac.uk/Analysis/ViewasPDF/global-jewelry-watches-93273 (Accessed: 10 January 2023)

MarketLine (2021) Jewellery and Watches Retail in Europe. Available at: https://advantage-marketline-com.ezproxy.uwtsd.ac.uk/Analysis/ViewasPDF/europe-jewelry-watch-retail-116666 (Accessed: 11 January 2023)

ONS (2022) Average weekly earnings in Great Britain: December 2022. Available at: https://www.ons.gov.uk/employmentandlabourmarket/peopleinwork/employmentandemployeetypes/bulletins/averageweeklyearningsingreatbritain/latest (Accessed 10 January 2023)

Pandora (2023) Our history. Available at: https://us.pandora.net/en/discover/pandora-world/about-pandora/history/ (Accessed: 13 January 2023)

Blackwell, E. (2011) How to prepare a business plan. 5th Ed. Kogan Page: UK
BBC (2022) Stourport jewellery business success thanks to social media. Available at: https://www.bbc.co.uk/news/uk-england-hereford-worcester-59981419 (Accessed: 13 January 2023)




References (Figures)

MarketLine (2021) Europe Jewellery and Watches market value forecast [Figure 1]. Available at: https://advantage-marketline-com.ezproxy.uwtsd.ac.uk/Analysis/ViewasPDF/europe-jewelry-watch-retail-116666 (Accessed: 12 January 2023)

MarketLine (2021) Drivers of buyer power [Figure 2]. Available at: https://advantage-marketline-com.ezproxy.uwtsd.ac.uk/Analysis/ViewasPDF/europe-jewelry-watch-retail-116666 (Accessed: 12 January 2023)

MarketLine (2021) Drivers of supplier power [Figure 3]. Available at: https://advantage-marketline-com.ezproxy.uwtsd.ac.uk/Analysis/ViewasPDF/europe-jewelry-watch-retail-116666 (Accessed: 12 January 2023)

MarketLine (2021) Drivers of new entrants [Figure 4]. Available at: https://advantage-marketline-com.ezproxy.uwtsd.ac.uk/Analysis/ViewasPDF/europe-jewelry-watch-retail-116666 (Accessed: 12 January 2023)

MarketLine (2021) Threat of substitutes [Figure 5]. Available at: https://advantage-marketline-com.ezproxy.uwtsd.ac.uk/Analysis/ViewasPDF/europe-jewelry-watch-retail-116666 (Accessed: 12 January 2023)

MarketLine (2021) Rivalry [Figure 6]. Available at: https://advantage-marketline-com.ezproxy.uwtsd.ac.uk/Analysis/ViewasPDF/europe-jewelry-watch-retail-116666 (Accessed: 12 January 2023)


2

image3.png
ek E Suckuarcsinag o
Unairentates oo 4 erinazpendence
B
Tendencytosueh 2 e sie

Produedispensabity Financio rusce

Prcesemsiedy




image4.png
5
Swiching coss. Formmdinagrton
Swsterss Irpornce of sy
Payerindspendnc: o s

e aspensaony ‘Ouaspaly




image5.png
5

- Ieubents scsisso.

[ — [re—

Sopissecssie utereguaten

[




image6.png
nespatemate





image7.png
. ogorie .

cosnmgme ;) Eusyo o

[ — ot
Soragecoss Lsakoraversy
Sinserycrpaye —

[— [r——




image1.emf
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David

$
::.q
%

BA(Hons) Business Management

Student Name: Lilija Tconeva
Student Number: 2029799

Course Name: Entrepreneurship A2
Lecturer Name: Nishi Ramsurrun

Session: October 2022 Term









 

 

 

 

 

BA(Hons) Business Management  

 

 

 

Student Name: Lilija Tconeva 

Student Number: 2029799 

Course Name: Entrepreneurship A2 

Lecturer Name: Nishi Ramsurrun 

Session: October 2022 Term  


Microsoft_Word_Document.docx
[image: ]









BA(Hons) Business Management 







Student Name: Lilija Tconeva

Student Number: 2029799

Course Name: Entrepreneurship A2

Lecturer Name: Nishi Ramsurrun

Session: October 2022 Term 

image1.png

Prifysgol Cymru
% Y Drindod Dewi Sant

. University of Wales
Trinity Saint David

»







image2.png
-iion — % Growh

Soiln

140,

88888 E

e




