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[bookmark: _Toc211763361][bookmark: _Hlk212372161]Element 1: Business Idea, Products/Services, Objectives & USP
[bookmark: _Toc211763362]1.1 Business Idea
Made Just for You is a digitally native, product-based business that aims at tapping into an expanding market of individualized lifestyle gifts by using an e-commerce platform. The company is taking advantage of the growing consumer interest in emotion and gift-giving to uniquely attach to gifts that signify identity, relationships and individual achievements. The idea behind it is an inefficiency in the market: though the gift-giving system is deeply rooted in the cultural practices, mass products commonly cannot provide a person with a sense of significance. The concept of online personalized gifting fills that gap with the help of customization by the user. The company is strictly online based and does not have to incur any big overhead, and it is highly scalable, which is extremely important in the digital-first economy. According to recent studies, the perceived technical opportunities and the low entry barriers of e-entrepreneurial ventures flourish when digital ecosystems feature flexible and interactive customer experience (Li and Kang, 2022). This ecosystem alignment enables the adoption of a lean business model by Made Just for You, where orders are processed automatically, products previewed online, and delivered to a consumer, which are crucial elements and help to make the company be nimble and responsive to market realities. 
[bookmark: _Toc211763363]1.2 Products or Services
Made Just for You is a carefully edited collection of unique personalized lifestyle items, organized by purposely differentiated into three major categories: personalized mugs and drinkware, customized jeweler and customized home furniture. Every product is designed in such a way that it allows the emotional interaction with the product via the aesthetic individualization of the product, where the customer has a chance to put in the product names, dates or meaningful messages to the high quality material. On top of aesthetics, these solutions fulfill a two-fold market consideration the urge to give meaning to gifting and the rising need to find sustainable and small-scale alternatives to mass production. Our environmentally friendly packaging and focus on design longevity is a reaction to consumer attitude: environmentally and socially friendly. It is proved that customization leads to better emotional resonance and brand involvement, which in turn leads to higher customer loyalty and positive word-of-mouth behaviours (Wang et al., 2022; Lang et al., 2020). The practical use is that of giving out products that are more than unique but are also emotionally customized - not only satisfying expressive but also practical requirements in the current digital market of gifting.
[bookmark: _Toc211763364]1.3 Business Objectives 
In the first six months Made Just for You will focus on accomplishing three measurable short-term objectives: (1) sell at least 300 personalized items and gain a gross revenue of at least £5,000, (2) enlist at least 1,000 followers on Instagram and Tik Tok by a targeted ad campaign that will cost Made Just for You no less than £500, and (3) receive at least 75 customer reviews with an average rating of 4.5 stars or higher (Zettel et al., 2024). The success will be short-term in validation of product-market fit and a break-even financial model within a month six.
Long-term (1224 months), the company will increase its range of products by 50 percent, including new products like custom products and events-based (e.g., weddings, baby showers) packages. It is planned to generate monthly recurring income in the amount of 4,000 pounds and at least the gross margin of 60 percent. This follows strategic scaling models which focus on product innovation in small steps and selective reinvestment. A combination of entrepreneurial goal clarity and affective commitment makes a person more likely to continue growing even after the survival stage (Ekinci et al., 2020).
[bookmark: _Toc211763365]1.4 Unique Selling Point (USP)
The three measurable distinctions of Made Just for You, including deep customization, 48-72 hours fulfilment, and plastic-free packaging, make Made Just for You unique in the personalized gift market. The modular design also enables every customer to co-create gifts to enhance emotional investment and the sense of uniqueness, which the study indicates enhances purchase intent and satisfaction (Caldieraro and Cunha, 2021). Rapid delivery will be one of the primary solutions to a frequent consumer pain point of tailor-made e-commerce, which is facilitated by just-in-time production and regional logistics partners (Shi et al., 2024). Sustainable packaging is not a value addition, but one of core values, which is in line with 73 percent of Gen Z consumers who are interested in environmentally friendly brands (Ho-Dac & Mulder-Nijkamp, 2025). This three-legged trifecta creates a definite USP relating to the promise behind the brand namely emotionally meaningful, responsibly made gifts delivered fast. These qualities improve brand equity by providing value in terms of experience as well as ethically.
[bookmark: _Toc211763366]Element 2: Business Environment & Competitor Analysis
[bookmark: _Toc211763367]2.1 Introduction to Porter’s Five Forces 
Porters Five forces is a strategic analysis model of the industry which critically evaluates the intensity of competition and profitability of a business environment. The model has five major dimensions including rivalry in the industry, threat of new entrants, threat of substitutes, bargaining power of buyers and bargaining power of suppliers. All these forces together determine the attractiveness of the market and contribute to the strategic decision-making process to achieve long-term competitive advantage (Pangarkar and Prabhadesai, 2024). When applied rigorously the framework helps the entrepreneurs to develop defensive and offensive strategies to deal with external threats and to capitalize on the market opportunities.
[bookmark: _Toc211763368]2.2 Industry Rivalry
The customized gift industry is very competitive, and the direct competitors are (custom mugs, frames, and urgent delivery), (LED cushions, magic mugs), (engraved keychains, pens),(gift boxes, lamps), and (wood-engraved wedding gifts, £65+). Gift box aggregators, local boutique stores and print-on-demand platforms are the indirect competitors. Prices will be between and including: Mugs: £5, and advanced engraved gifts: £65 and up. As Toobas.pk has 165+ reviews, Etsy sellers can have thousands, which means that there is a difference in scale. The major points of differentiation are quick delivery and accuracy of customization. The lack of entry conditions and homogeneity of the products increase competition in the market, making it necessary to have a strong brand identity, outstanding CX, and responsive fulfilment to maintain competitiveness (Crunch, 2023).

[bookmark: _Toc211763369]2.3 Threat of New Entrants 
The technology of entering the personalized gift market is not very demanding as simple sublimation and UV prints are available between 300-2000. Scaling on the other hand is limited due to expensive customer acquisition (average cost of acquiring a customer in Meta ads £0.75-1.20 per click) and brand-building requirements. Bestsellers of Etsy tend to have more than 10,000 reviews, which is why it is hard to gain such trust so fast (OpenPR, 2024). Good logistics, reviews, and product differentiation are soft barriers, which do not allow rapid entry by new entrants.
[bookmark: _Toc211763370]2.4 Threat of Substitutes
The crucial substitutes are gift cards (Amazon, ASOS, £10100), homemade crafts (Etsy, Not on The High Street), and mass-made presents (e.g. Tesco, Primark). We are living in the age of gift cards, as 40% of adults in the UK in 2023 choose convenience shopping because it is convenient and flexible (HarlaArts, 2023). Homemade products compete based on emotional appeal and those produced by mass production will compete by reducing prices by 30-50 percent. These substitutes compel the personalized brands to provide high-quality emotional and experience value as a justification to price.
[bookmark: _Toc211763371]2.5 Bargaining Power of Suppliers
Some of the suppliers that will be contracted to provide Made Just for You with components like blank mugs, frames and printing materials will include more than one supplier which will help in decreasing dependency and increasing the bargaining power of the company. Nonetheless, international wholesalers such as PapaChina and TALMUD have minimum order levels (usually 100-300 items per SKU) which provide them with medium pricing power particularly in the case of start-up companies with low volume. Such supplier delays (average of 14 21 days shipping) and fluctuation in prices based on resin, paper or metal costs also add to the exposure especially when there are no domestic suppliers and when there is no contract.


[bookmark: _Toc211763372]2.6 Bargaining Power of Customers
The price sensitivity of the UK consumers is also rising: 63 percent today actively postpone non-essential purchases because of inflation, and 70 percent of them compare prices on platforms and buy personalized products (BCG, 2024). At an average disposable income of 32,300/year in the UK, everyone who would want to offer another person a personalized gift of a price above 25 will be in a discretionary category. Thus, customers are demanding of high emotional or aesthetic content. Flexible pricing, seasonal packages, and observable quality indicators are key to lessening the customer power and decreasing the churn. Made Just for You has competitive pressures as summarized in the table below in terms of Porters Five Forces with the strength of each force in relation to others and the strategic phenomenon of positioning in the market and the operational strategy.
Table 1 Summary Table – Porter’s Five Forces.
	Force
	Impact Level
	Key Insights

	Industry Rivalry
	 High
	Saturated market; 10+ direct/indirect rivals with overlapping price points.

	Threat of New Entrants
	Medium
	Low-tech entry; branding, CAC, and scale are significant barriers.

	Threat of Substitutes
	High
	Gift cards, handmade crafts, mass-market items compete on price & convenience.

	Supplier Power
	Medium
	MOQ constraints and long lead times limit small buyers’ bargaining power.

	Buyer Power
	High
	70%+ compare prices; highly price- and value-sensitive market segment.




[bookmark: _Toc211763374]Element 3: Marketing – 4Ps, Market Segmentation & Digital Strategy
[bookmark: _Toc211763375]3.1 Market Segmentation
Demographic
We target mainly women between the ages of 25 and 40 years old with a middle to upper middle income ( 25,000 -50,000 net annual disposable income). This sample is statistically one of the most active gift buyers: 2534 year-olds in the UK are most associated with special occasion gifting (65% as opposed to older age groups). These women tend to buy partners, friends, or family a gift, and are not afraid to shop on-line.
Geographic
The company aims at the whole UK market in terms of online users, who are located in England, Scotland, Wales, and Northern Ireland. In the UK personalized gift market (Forecasted CAGR 11 -119 2024 2029), which is dominated by the online channel, it is a justified broad reach. We anticipate 70+ percent of sales to be made by urban and suburban postcodes that have well-developed delivery systems.
Psychographic
These customers are sensitive to emotional attachment, authenticity and sustainability. They will be willing to spend more on meaningful and custom gifts more than generic gifts. With the influence of social values, most people like brands that incorporate environmentally friendly materials and open operations. In the UK, there is an environmental awareness that is becoming more eco-aware and sustainability is a part of the purchase decision, particularly with younger populations.
Behavioural
Customers usually buy when it comes to gift-driven (birthdays, anniversaries, Christmas, Valentine) purchasing and display repeat purchasing behaviour upon satisfaction. They want bespoke experiences - they demand design flexibility, preview tools and responsive delivery. A UK study on the gift industry indicates that incorporating the element of personalization can boost the average spend by approximately 7, and the spend becomes more than 40 pounds per gift. The typical customer we have therefore is a 30 year old working professional in Greater London or Manchester that has disposable income who purchases 4-6 custom gifts a year, is on social media and cares about being sustainable and emotionally attached to what he purchases.
[bookmark: _Toc211763376]3.2 4Ps of Marketing
3.2.1 Product
Made Just for You is a personalized lifestyle gift company that creates its products using ethically sourced products, including FSC-certified wood, food safe ceramics, and biodegradable packaging, in line with increasing demands of sustainable retail offerings. The product lines are personalized mugs, art framing, earrings, and decoration. Every product is customizable with the help of an interactive online option, where customers may add their names, dates or messages. This increases the feeling of attachment and is part of the consumer patterns that prioritize individuality and self-expression over mass production (Padual et al., 2024). 
3.2.2 Price
We have a value-based pricing strategy, which aims at the perception of emotional value and quality, and not merely cost. Prices of core products range between £10 to 45 depending on the complexity and materials. This ranks us -10 at the big sellers of Etsy and -15 at similar products brands such as Not on The High Street. The use of bundle pricing (e.g. purchase two items, get 15 percent off) and seasonal campaigns is to boost the average order value and attract price-sensitive groups. This progressive pricing scheme establishes viable points of entry and optimizes the feeling of exclusivity. Personalization also assists in price inelasticity, which makes it possible to maintain small premiums (Jullien et al., 2022).
3.2.3 Place
The entire distribution is online, which is backed by an e-commerce branded site that uses Etsy and Tik Tok Shop to capitalize on organic traffic on platforms. Orders are shipped out of a centralized hub and sent using Royal Mail and Evri and provide 48-hour delivery and next-day delivery services (express). 85% of consumers in the UK now purchase gifts online due to its overall convenience and increased assortment. Multi-channel fulfilment will guarantee that we fulfil the criteria of reliability and speed, critical in the market where delays are likely to destroy a brand trust (Elfadel et al., 2024).
3.2.4 Promotion
The promotions will be very specific. The process of Instagram and Tik Tok campaigns will be carried out in partnership with micro-influencers (5k-50k followers) who have shown engagement in the gifting and lifestyle niche 5-10 percent. The organic reach will be created by referring (10% discount) to establish the uses of such product. Automation of emails will focus on cart abandonment and birthday. The sustainability and emotional gifting will be emphasized in the content of the campaign and backed by UGC (user-generated content) to support community. Personalization has an 80 percent higher CTR and conversion in e-commerce than a static ad (Hallikainen et al., 2022). The target audience of paid reach will be UK women aged 25-40 who have shown online gifting behavior
[bookmark: _Toc211763377]3.3 Online/Digital Marketing Strategy
Platform-specific engagement is the priority of our digital marketing strategy to ensure that the ROI and customer conversion are maximized. The main visual storytelling channels will be Instagram and Tik Tok, and this part will focus on 18-35 audience group with the help of collaboration with influencers and UGC-oriented campaigns. Pinterest will be used as a discovery engine, and optimized pins will be associated with custom collections of products to meet high-intent shoppers. The behavioral data will be used to segment the email newsletters to send personalized offers, which has been proven to increase the open rate of the newsletters by 29% and conversions by 27% when executed with subtle cues of persuasion (Thomas et al., 2022). Long-term visibility will be anchored by SEO which aims to function on product-related high purchase intent keywords. A blog will be used to create brand storytelling, sustainability, and gift guides, which will enhance organic reach and authority. The partners to be engaged as strategic influencers will include nano- and micro-influencers, as it is expected to be cost-effective, and sponsored posts and giveaways in TikTok are expected to generate 812% engagement (Su et al., 2020). Advertisements on Meta and Google will employ lookalike audiences and retargeting in order to minimize cart abandonment and attain mid-funnel interest.
[bookmark: _Toc211763378]Element 4: Legal, Management, and Financial Planning
[bookmark: _Toc211763373]4.1 Legal Structure
The legal form to be used on this business is a Limited Company, which has been chosen at strategic levels to maximise control, minimize liability, and improve credibility among the stakeholders. Limited Company is a type of business structure that dissociates the legal identity of the business with the owners, thereby shielding the personal property against business debts that are critical to the survival of small businesses (Benjamin, 2021; source). It also increases the availability of capital and decreases the perception of risk by investors and creditors because the legal form is a major indicator of credit quality (Bracht et al., 2024; source). This option is also supported by taxation advantages: the rate of corporation taxes (25 percent on profits over 250,000) in the UK is generally lower than income tax with higher rates, which allows saving in the long term (Venâncio et al., 2020; source). The registration involves the incorporation through Companies House including articles of association and registered office address. The formalized governance structure enhances transparency and discipline in operations though this is at the expense of the extra administrative burden caused by annual filings and accounting requirements.
[bookmark: _Toc211763379]4.2 Organisational Chart
The organisational structure of Made Just for You is shown below and projected. During the initial stages, the Founder will be multitasking in all the core functions. Nevertheless, delegation of duties will be done as the business grows in order to achieve efficiency and specialization.
Figure 1 Organisational chart.
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4.3.1 Start-up Costs & Funding Required
The start-up cost of the Made Just for You will be estimated at about £9,500 which will cater to the basic operational and marketing requirements. It is estimated that developing a website and creating e-commerce (hosting, domain, and Shopify theme) will cost £1, 200. First stock purchases (personalised mugs, frames, jewellery, etc.) will cost 3,000 pounds and the custom eco-packaging materials will be approximately 1,000 pounds. The cost of marketing, such as the use of influencers, ads on Instagram, and launch marketing, will be estimated at £2,000. Digital asset professional photography and branding are likely to incur costs of £800 and miscellaneous operational costs (stationery, legal, software such as Canva Pro or QuickBooks) amounts to £1,500. These numbers are compared to the start-up businesses of gifts in the UK and indicate lean but scalable start-up. These funds shall be obtained by combination of self-saving and a small business start-up loan.
4.3.2 Funding Sources
Two main sources of funds will be suggested to fund the initial phase of the business, including personal savings and Start-Up Loan Scheme funded by the UK government. Personal savings are the most convenient capital that is readily available and has no interest, thus it is the best capital to start with and low risk of finances especially when most of the new entrepreneurs prefer to start with self-financing to maintain control over their companies and avoid debt (Robinson, 2023). In supplement, UK Start-Up Loan Scheme offers up to 25000 loans with a fixed interest rate of 6% that are tailored to those entrepreneurs who do not have access to external credit (Cowling & Dvouletky, 2022). As the business becomes mature, it may find itself thinking about equity-based crowdfunding when traction and social proof is found.
4.3.3 Key First-Year Costs
The essential initial operational expenses are as follows (1) raw material and traceable delivery; (3) targeted social media advertisement (£3,000) since 74 of online shoppers in the UK learn about new products via social media platforms such as Instagram; (4) hosting, security, and e-commerce software (£1,200); and (5) design and automation software including Canva Pro These variable and fixed costs are required in order to sustain scalable expansion, responsive service, and continuous brand development. To stabilize the cost, the business will employ drop-shipping on low-demand SKUs, lean inventory approach, and subscription-based marketing tools to cut upfront costs. These plans make sure that the cost is put in check without affecting the customer experience or potential to grow.
Table 2 Financial Plan – Funding Needs & Sources.
	Category
	Estimated Amount (£)
	Details

	Total Start-up Costs
	£9,500
	Website, inventory, packaging, branding, ads, legal & tools

	Funding Source 1
	£5,000
	Personal Savings – Low risk, flexible, immediate access

	Funding Source 2
	£4,500
	Start-Up Loan (UK Gov) – Fixed 6% interest, repayable over 5 years

	Key First-Year Costs
	—
	—

	Inventory & Materials
	£4,000
	Raw stock for mugs, frames, jewellery

	Shipping & Fulfilment
	£2,500
	Postage, delivery, packaging logistics

	Digital Advertising
	£3,000
	Instagram, TikTok, influencer campaigns

	Website & Hosting Tools
	£1,200
	Shopify, plugins, security, domain

	Design & Automation Tools
	£600
	Canva Pro, Zapier, email automation
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