                            [image: ]

       
              Name of student: kalani sanjana Bipinkumar
                           Student id: 2422384
           Module: BUSINESS DEVELOPMENT PROPOSAL
                                 Module code: LCMB7037      
An E-Commerce Business Specialising in Ethically Sourced South Asian Artisan Products










Table of Contents
Chapter 1: Introduction	6
1.1 Background and context	6
1.2 Problem or opportunity statement	6
1.3 Initial observation of demand	6
1.4 Aim, objectives and research questions	7
1.5 Scope and boundaries	7
1.6 Structure of the report	8
Chapter 2: Company Description	8
2.1 Business identity and legal structure	8
2.2 Product or service and the problem solved	8
2.3 Founding idea and brief history	8
2.4 Mission, vision and values	9
2.5 Business objectives and goals	9
2.6 Alignment with trends and opportunity	10
Chapter 3: Literature Review	11
3.1 Introduction to the Literature Review	11
3.2 Ethical Consumption and Consumer Demand for Artisan Products	11
3.3 Supply Chain Transparency, Provenance and Fair Trade Governance	11
3.4 The External Environment and Competitive Structure	12
3.5 Resources, Capabilities and Strategic Direction	12
3.6 Business Model Design and Value Creation	12
3.7 Chapter Synthesis and Identified Gap	13
Chapter 4: Research Methodology	14
4.1 Methodological Approach and Opportunity Identification	14
4.2 Market Insight and Data Collection	14
4.3 Qualitative Evidence	15
4.4 Data-Analysis Methods	15
4.5 Application and Integration of Frameworks	15
4.6 Reliability, Validity, Limitations, and Ethics	16
Chapter 5: Market Opportunity Analysis	17
5.1 Scope and Market Definition	17
5.2 Market Size and Growth Trends	17
5.3 Segmentation and Target Customer	19
5.4 Pain Points, Unmet Needs, and Demand	21
5.5 Economic and Geographic Conditions	23
5.6 Research Findings and Synthesis	24
Chapter 6: Competitive Environment Analysis	25
6.1 Scope, Frameworks, and Competitive Set	25
6.2 Key Success Factors	25
6.3 Main Competitors and Positioning	26
6.4 Porter's Five Forces	27
6.5 PESTLE and External Change	30
6.6 Industry Attractiveness, Gaps, and Synthesis	33
Chapter 7: Strategic Analysis and Business Strategy	35
7.1 Strategic Situation and Frameworks	35
7.2 Internal Analysis Using VRIO	36
7.3 SWOT and Strategic Issues	38
7.4 Strategic Alternatives and Choice	41
7.5 USP, Value Proposition and Positioning	42
7.6 Competitive Advantage and Success Factors	44
7.7 Strategic Synthesis	45
Chapter 8: Business Model Canvas	47
8.1 Model Overview and Strategic Alignment	47
8.2 Customer Segments and Value Proposition	47
8.3 Channels and Customer Relationships	48
8.4 Revenue Streams and Cost Structure	49
8.5 Key Resources, Activities and Partnerships	50
8.6 Integration, Assumptions and Conclusion	52
Chapter 9: Financial, Marketing and Sales, and Human Capital Management Plan	53
9.1 Integrated Plan Overview	53
9.2 Financial Plan	53
9.3 Marketing and Sales Plan	58
9.4 Human Capital Management Plan	63
9.5 Integration and Conclusion	68
Chapter 10: Operations Plan	69
10.1 Operating Model, Scope and Frameworks	69
10.2 Operational Workflow and Capacity	69
10.3 Location, Facilities, Equipment and Technology	70
10.4 Supply Chain, Procurement, Inventory and Logistics	71
10.5 Quality, Compliance and Operational Controls	72
10.6 Operational Synthesis	73
Chapter 11: Feasibility Analysis	74
11.1 Feasibility Basis and Decision Criteria	74
11.2 Ethical and Market Feasibility	74
11.3 Technical/Operational Feasibility	76
11.4 Financial Feasibility	77
11.5 Strategic Fit, Risks and Mitigation	78
11.6 Integrated Viability Judgement	79
Chapter 12: Implementation Plan — Kalakriti & Co.	79
12.1 Implementation Approach and Launch Phases	79
12.2 Milestones and Timeline	79
12.3 Resource Allocation and Priorities	80
12.4 KPIs, Monitoring and Control	81
12.5 Change Management and Implementation Risks	82
12.6 Implementation Readiness Summary	83
Chapter 13: Conclusion and Recommendations	83
13.1 Evaluation of Theoretical and Analytical Frameworks	83
13.2 Synthesis of Key Findings	84
13.3 Overall Feasibility Judgement	84
13.4 Strategic Recommendations	84
13.5 Final Decision	84
13.6 Future Development Needs	85
Reference List	85



Table of Figures
Figure 1: Global handicraft Market Trend	20
Figure 2: Industry Scale and Market Outlook	21
Figure 3: UK Online Retail Market	22
Figure 4: Consumers who prioritize buying from brands that demonstrate sustainable and ethical practices	23
Figure 5: Tik Tok UK in 2025: At a Glance	24
Figure 6: Sustainability Demand Among Gen Z	25
Figure 7: Handicrafts at the Heart of India’s Rural Economy	27
Figure 8: Key Etsy Marketplace Figures	29
Figure 9: India’s Handmade Good Market	31
Figure 10: Social Media for E Commerce	32
Figure 11: Etsy Number of Active Buyers	32
Figure 12: UK-India Trade Deal Boosts Handmade Exports	33
Figure 13: Value of handicrafts exported from Indian between financial year 2011 to 2025	34
Figure 14: TikTok GMV in 2025	35
Figure 15: UK Sustainable Fashion Market	36
Figure 16: India UK Ceta	38
Figure 17: Email Marketing Insights	40
Figure 18: Digital Passport for Textile Industry	42
Figure 19: Benefits to the UK Business	42
Figure 20: Reasons for Cart Abandoning	43
Figure 22: Global Overview of the Handicrafts Market	46
Figure 23: UK Christmas Gift Spending	50
Figure 24: Value Proposition Canvas	51
Figure 25: Email Marketing ROI	52
Figure 26: Shopify Plans for the Businesses	53
Figure 27: Business Model Canvas	54
Figure 28: Top ten retail services: May 2023/2024/2025	61
Figure 29: Handicraft Market Concentration	63
Figure 30: Importance of Packaging	64
Figure 31: Social Media Platform and Retail Sales	65
Figure 32: National Minimum Wage rates to apply from 1 April 2026	70
Figure 33: Rolling three-month and monthly index for the quantity bought in all retailing	73
Figure 36: 40% of consumers say they returned products due to incorrect information	78
Figure 37: Cost of Living problem of UK	79
Figure 38: Black Friday Sale in UK	81
Figure 39: PwC Consumer Sentiment Index	85



List of Tables
Table 1: VRIO Analysis of Kalakriti & Co.	40
Table 2: Financial Assumptions	56
Table 3: Start-up Costs and Funding Requirements	57
Table 4: Operating Cost Structure	58
Table 5: Revenue Model and Pricing Strategy	59
Table 6: Five-Year Profit & Loss Forecast	59
Table 7: Break-even Analysis	60
Table 8: Sensitivity and Scenario Analysis	60
Table 9: Customer Acquisition Funnel	64
Table 10:  Sales Strategy & Controls	66
Table 11: Marketing Tactics & Measurement	66
Table 12: Human Capital — Organisation & Roles	67
Table 13: Compensation, Benefits & Compliance	67
Table 14: Staffing Plan & Labour Cost	68
Table 15: Recruitment, Training & Development	69




[bookmark: _Toc239506018]Chapter 1: Introduction
[bookmark: _Toc239506019]1.1 Background and context
The e-commerce industry of the United Kingdom has grown tremendously in the last 10 years, and people are more and more demanding to have products which are authentic, crafted and that of ethical provenance which is provable (Daggar, 2025). One niche particularly in this world of landscapes has found itself in the realm of handcrafted goods directly obtained by visiting artisan communities in South Asia, such as textiles, jewellery, pottery and home decor based in traditional methods handed down through generations. The increased knowledge of fair trade ideals, sustainability and transparency of the supply chain has recast the decision making of the UK consumer with many shifting beyond the mass produced icons to the products with an identifiable provenance (Kjersti Nes, Antonioli and Pavel Ciaian, 2024). Online technology has reduced the obstacles between a small foreign producer and potential customers in foreign markets, and made it possible to sell directly to consumers without involving exploitative chains of middlemen. In this context, there is a business opportunity to introduce the South Asian artisans to a direct relationship with ethically minded customers, providing them with a business model that is commercially viable and sustainable and protects fair compensation and ethical production of culturally authentic products that are meeting the increasing demand (Burnstine and Camargo, 2025).
[bookmark: _Toc239506020]1.2 Problem or opportunity statement
Millions of artisans in South Asia rely on a multi-layered series of intermediary networks that appropriate a disproportionate amount of the retail value and leave makers with unreliable and inadequate income streams in spite of intense end-market demand for their work. At the same time, UK consumers who want to purchase ethically sourced artisan products often find it hard to find reputable retailers with clear supply chains and with authentic goods crafted by artisans, but not by high production volumes that use those goods as an excuse to sell the fake ones (Mathew and Mazzarella, 2023). This is an opportunity which would fit perfectly: by creating a direct, ethically regulated supply relationship between artisans and UK purchasers, the gap in incomes and the gap in trust between the latter would be bridged.
[bookmark: _Toc239506021]1.3 Initial observation of demand
Early evidence of the UK online retail landscape suggests that there is an overall increase in interest in morally produced, culturally-upon-itself items as seen in the increasing popularity of Fair Trade marketplaces, artisan sites and searches on ethically derived products. Terms like ethically sourced handmade gifts and fair-trade decor have rapidly grown in search communities and some of the existing platform’s claim waiting lists and scarce artisan-authenticated stocks (Schiaroli, Fraccascia and Dangelico, 2024). These cues are indicative of an unfulfilled need of delivering to the UK buyers a dedicated transparent channel that links them with the proven producers of South Asian artisans.
[bookmark: _Toc239506022]1.4 Aim, objectives and research questions 
1.4.1 Aim
The primary aim of undertaking the present research is thoroughly exploring the potential of setting up a lucrative e-commerce business where the South Asian artisans could be directly linked to the UK and European customers via ethical sourcing models that provide a guarantee of fair payment and working conditions to the makers.
1.4.2 Objectives
· To examine the current UK and European consumer trends towards ethically sourced, handcrafted products.
· To assess and compare existing ethical sourcing models applied by similar fair-trade e-commerce companies.
· To determine the logistical and regulatory needs to enter artisan goods in South Asia into the UK market.
· To create a reasonable business model with the right balance between artisan wellbeing and business value.
1.4.3 Research questions
How can a UK-based e-commerce venture develop a commercially viable and ethically robust sourcing model that directly connects South Asian artisans with UK and European consumers, while ensuring fair remuneration, safe working conditions, and full compliance with cross-border logistical and regulatory requirements?
[bookmark: _Toc239506023]1.5 Scope and boundaries
The target market of this proposal is the UK consumer market in ethically sourced and handcrafted South Asian artisan products, and will include such categories like textiles, jewellery, pottery and home decor sold on a direct-to-consumer e-commerce platform (Market Intel and Patel, 2026). The analysis is of the period during which an initial venture has been planned up to the initial sixteen weeks of the development. At this point, specific forecasting, comprehensive competitor benchmarking and official supplier contracting are excluded.
[bookmark: _Toc239506024]1.6 Structure of the report
[bookmark: _Toc239506025]Chapter 2: Company Description
[bookmark: _Toc239506026]2.1 Business identity and legal structure
The business proposal is the establishment of a new business but not as an expansion of an existing organisation called Kalakriti & Co. It is proposed that the company will be formed as a limited company in England and Wales (privately incorporated business) to protect against liabilities and to provide the commercial credibility that such an arrangement would provide to new online retailers aiming to establish trust with UK buyers and overseas commercial artisans (Coddan CPM LTD, 2025). It would operate in the UK, and its sourcing relationships would be proactively established in various communities in South Asia that are artisans.
[bookmark: _Toc239506027]2.2 Product or service and the problem solved
The model of operation of Kalakriti and Co. will be a direct to consumer online retailing company dealing with handcrafted products of South Asian artisan, such as textile, jewellery, pottery and home decor, as opposed to selling these products through the multifaceted intermediation systems (Malhotra and Palanisamy Saravanan, 2025). Every item listed will have provenance information to be verified indicating the identity of the craftsman or workshop involved, filling in the transparency gap that was found in Chapter 1, and enabling consumers in the UK to buy with real confidence in the authenticity and ethical sourcing of their product. The business plans to cut out exploitative middlemen in the supply chain to achieve a more consistent payment to the artisan, and at the same time provide competitively priced, truly differentiated products to well-informed buyers in the UK who want to buy products with real quality (Connolly, Bogue and Repar, 2022). Its fundamental value proposition is based on the integrity of ethical sourcing and the authentic craftsmanship.
[bookmark: _Toc239506028]2.3 Founding idea and brief history
Kalakriti and Co. was an idea inspired by noting the increasing disparity between the increasing demand to purchase ethically manufactured goods in the UK and the lack of shops capable of showing the real sustainable sourcing practices with its artisan producers. One of the initial scout surveys of the available fair trade websites showed that the system of transparency was rather uneven, and that the range of products offered was relatively limited, so there was at least the potential of a new business founded on certifiable sourcing and direct collaboration with the artisans (Osei et al., 2023).
[bookmark: _Toc239506029]2.4 Mission, vision and values 
2.4.1 Mission
The mission of Kalakriti & Co. is to bridge the gap between consumers in the UK and ancient block-carved products of South Asian artisans who have been ethically certified, to be a partner that remunerates makers of products fairly and consistently, and to turn their ethical shopping into something simple and fun.
2.4.2 Vision
It aims to transform into a recognised and trusted UK destination of verified artisan products, expansion of partnerships in South Asian regions and Europe in general as the platform continues to mature over time.
2.4.3 Values and principles
Three fundamental values, which will guide the business are transparency, which means each product has an information on the credibility of origin; fairness, which means how artisans are paid a fully equitable amount (Khaliq, Yan and Khaliq, 2026). The quality which will ensure high standards of craftsmanship are observed in the whole business.
[bookmark: _Toc239506030]2.5 Business objectives and goals
During the initial period, Kalakriti & Co. will focus on implementation of approved sourcing contacts with no less than ten artisan associates in South Asia during the initial six months of operation, and the development of a pilot market in the UK as part of a target-oriented digital publicity. An initial target to break even in eighteen months of launching will be used to steer initial resource allocation and be backed with specific targets in terms of consistent order fulfilment times and customer satisfaction rating averaging high across the board (Mariani and Dwivedi, 2024). Development of partnerships with fair trade certification agencies will also be actively undertaken at this time in efforts to build the credibility of the venture and be able to support future growth longer.
[bookmark: _Toc239506031]2.6 Alignment with trends and opportunity
Kalakriti Co. will be structured to address the identified consumer and market trends assessed on Chapter 1, specifically; an increasing UK demand of ethically sourced, culturally authentic products and an increased attention of consumers towards supply chain practices, on the whole. Through establishing trusted, in-person artisan connections early on, the enterprise has an opportunity to seize the demand that has not been served by current retailers to the fullest (Uswatun Hasanah et al., 2023). The success or failure of this positioning in terms of economic viability will have to be verified in the later chapters in terms of detailed market, competition and financial analysis.

[bookmark: _Toc239506032]Chapter 3: Literature Review
[bookmark: _Toc239506033]3.1 Introduction to the Literature Review
This chapter is a review of the academic literature which will form the basis of the analysis of Kalakriti and Co., a direct to consumer model of making South Asian artisans and UK buyers meet. Six themes are discussed: ethical consumption and demand, supply chain transparency and fair trade governance, external environment and competition, resources, and strategic direction, business model design, and viability and implementation. The reason behind each theme being chosen is based on the specificity of each theme that is focused on a given research goal identified in Chapter 1 and is not due to the framework being traditional or well-known.
[bookmark: _Toc239506034]3.2 Ethical Consumption and Consumer Demand for Artisan Products
The research of ethical consumption justifies the premise of demand but makes it complex. The review of 217 studies by Schiaroli, Fraccascia and Dangelico (2024) reveals that concern and moral obligation are predictors of intention, whereas price, scepticism and limited availability are predictors of not making a purchase, creating an attitude-behaviour gap that no amount of segmentation by stated values can address. Similarly to this, Nes, Antonioli and Ciaian (2024) draw a similar conclusion on the supply side, with the frenzy of sustainability claims increasing much quicker than consumer capacity to comprehend them. Khaliq, Yan and Khaliq (2026) focus this criticism closer, showing that the intensity of competition undermines a set of trust and perceived-value pathways on which positioning based on this premise relies.  
[bookmark: _Toc239506035]3.3 Supply Chain Transparency, Provenance and Fair Trade Governance
The proposal of the venture is based on transparency, but what it promises is not what the literature proposes. Budler, Quiroga and Trkman (2024) state that the concepts of visibility, transparency and traceability are applied interchangeably without conceptual background and disclosure without the assurance of the third party does not create a trust. Osei et al. (2023) make the focus more on the organisational culture instead of disclosure but argue that sustainable performance of the supply chain lies in the values of the company instead of the information posted. Additionally, Hasanah et al. (2023) note that artisan producers are often researched as beneficiaries, but not participants in these agreements. Taken together, these studies warn that provenance information will not suffice to back the ethical argument, which will have to be addressed in Chapter 10 by establishing verifiable sourcing practices.
[bookmark: _Toc239506036]3.4 The External Environment and Competitive Structure
Frameworks of external analysis are extensively taught and even arguably weakly defended. Pangarkar (2024) admits that the Five Forces still applies in stable boundaries of the industry, but admits its zero-sum logic to be inapplicable to innovation, collaboration or ecosystem strategies that are typical of digital retail. This constraint is important in and of itself, as an artisan marketplace does not directly compete with clear competitors like platform intermediaries and certification institutions do. The regulatory and labelling dimension of PESTLE that Nes, Antonioli and Ciaian (2024) provide is merely a resultant description, but not a priority. Chapter 6 will thus use both frameworks as structuring devices alone, but with prioritisation, weighting and dynamic interpretation provided by the evidence in markets over the models itself since neither is prioritizing the factors it produces.
[bookmark: _Toc239506037]3.5 Resources, Capabilities and Strategic Direction
Resource-Based View lives under a long-standing systematic criticism. Synthesising 46 studies, Kero and Bogale (2023) say that VRIO cannot be operationalised, is based on a static environment, and has no defined way to achieve long-term advantage and therefore dynamic capabilities are needed to be used to explain competitive survival. Hasanah et al. (2023) provides a partial counter introduction as they demonstrate that the knowledge of artisan crafts is socially constructed and presented in fact hard to copy, which is exactly what RBV expects but does not often see. The debate is fruitful: Chapter 7 of VRIO will discuss the capability audit, and Porters generic strategies and the Ansoff Matrix will contextualize the decision on a course of action, the SAF/SFA tests that decision, and any declaration of long-lasting advantage will be moderated by dynamic-capability arguments.
[bookmark: _Toc239506038]3.6 Business Model Design and Value Creation
There is no longer a need to use the original canvas in business model literature. According to Pepin et al. (2024), the system of the Business Model is ordered with missing mission, governance and negative impacts, and suggests an alternative responsible system, the fourteen blocks in form of a consistent, desirability, feasibility and viability propose. Their review is noteworthy to a venture, the value of which is based on producer welfare, which is recorded on no standard canvas. Osei et al. (2023) support this by identifying the value creation into culture and not structure. Chapter 8 will continue to apply the Value Proposition Canvas to position the customer jobs, pains and gains to the offer, but the outputs will remain assumption-based and lack the behavioural evidence that Schiaroli, Fraccascia and Dangelico (2024) seek.
[bookmark: _Toc239506039]3.7 Chapter Synthesis and Identified Gap
There are two leading roles in this review. The former, which is developed by Schiaroli, Fraccascia and Dangelico (2024), Nes, Antonioli and Ciaian (2024) and Khaliq, Yan and Khaliq (2026), believe that ethical positioning turns into purchase under certain evidential and competition circumstances. Budler, Quiroga and Trkman (2024), Osei et al. (2023) and Pepin et al. (2024) believe that governance and culture are the necessities of transparency and value creation and not disclosure. Kero and Bogale (2023), Pangarkar (2024) and Argaw and Liu (2024) attribute the strategic frameworks to the qualifications. The empirical difference between theoretical and conceptual is as follows: Hasanah et al. (2023) note that artisan-oriented ventures do not receive sufficient research to be considered a justified commercial organisation, and thus the proposed proposal will need to create its own customer and supplier base, not subsuming the findings drawn by larger companies in non-comparable industries.

[bookmark: _Toc239506040]Chapter 4: Research Methodology
[bookmark: _Toc239506041]4.1 Methodological Approach and Opportunity Identification
This report has a secondary qualitative research approach to assess the commercial viability of an e-commerce business proposal based in the United Kingdom that proposes the trading of South Asian handicraft products of ethical origin to the United Kingdom. The strategy is suitable as respectable qualitative evidence on ethical consumer behaviour, market forces, competitor positioning and regulatory legislation are publicly available in government publication, literature, industry reports, and competitor resources (Wu et al., 2026). The opportunity is recognized by the self-evidenced increase in ethical consumption in the UK, the lack of presence of genuine South Asian artisan brands in the mainstream e-commerce, and the presence of exploitative intermediaries within established supply chains. Secondary qualitative research allows a thorough market analysis, customer analysis, competitor analysis and operational analysis in the project time frame without gathering personal information about the subjects (Sawtooth Software, 2024).
[bookmark: _Toc239506042]4.2 Market Insight and Data Collection
The secondary qualitative data is gathered on the ethics in consumer behaviour in the UK and Europe, the e-commerce market factors, competitor positioning, and the supply capacity of South Asian handicrafts and on the importation control across the border. Search in Google scholar, Emerald Insight, Scopus, Statista, IMARC Group and the Fairtrade Foundation are done using these terms (Fairtrade.net, 2021). The ethical e-commerce UK, fair trade artisan retail, South Asian handicraft exports, sustainable consumer behaviour and cross-border ethical sourcing. Articles published since 2022 are given preference over older seminal theoretical publications (e.g., Osterwalder and Pigneur, 2010) retained in cases where they are foundational. Sources are added when they are credible, up to date, geographically relevant to the UK market and their methodology is transparent. The sources are eliminated when they are not dated, promotional, unsubstantiated, duplicated, or not geographically pertinent (Chekhovich and Khazov, 2022). The competitors, such as People Tree, Ten Thousand Villages, Fabindia UK, and Novica, are chosen according to the scope of their operations, their presence in the UK, their existing similar products and the availability of relevant business information on the web (to benchmark).
[bookmark: _Toc239506043]4.3 Qualitative Evidence
Only qualitative evidence is collected to create a rich, meaning-centred knowledge of the opportunity. This involves consumer motivations, ethical buying attitudes, competitor brand positioning and messaging, artisan working conditions, regulatory compliance needs, post published reviews on similar ethical retailers by the customers and professional commentary by the industry publications (Lim, 2024). Where quantitative data, like market size or market growth rates are shown in qualitative reports, they are viewed as narrative rather than underlying statistical analysis. This qualitative orientation is suitable since instead of statistical measurement, the proposed study is based on the aim to learn ethical consumer meanings, cultural authenticity, and competitor differentiation (Nicmanis, 2024).
[bookmark: _Toc239506044]4.4 Data-Analysis Methods
Two analytical approaches are used in order to transform the collected qualitative evidence into a form of actionable information. Such comparative analysis benchmarking compares the competitors with consistent identity such as ethical certifications, product line, brand positioning, target demographic, storytelling strategy, and digital marketing strategy that allows finding out the competitive gaps that can be exploited by the proposed venture (Isik, 2026). Thematic analysis is used on academic texts, competitor communications, industry texts, and customer reviews, and collaboratively examined and classified into common themes including authenticity, greenwashing issues, artisan welfare, cultural bond, and consumer scepticism. Disagreement in findings is documented without any attempts at filtering them and exceptions to the rule are made in order to protect analytical integrity (Lamers et al., 2021). This combination ensures that competitive behaviours, consumer meanings and market conditions are documented using rigorous and replicable qualitative processes leading to the creation of a commercially-based foundation of the feasibility judgement without exaggerating the evidence base.
[bookmark: _Toc239506045]4.5 Application and Integration of Frameworks
Chapter 3 presents frameworks that are used in a sequential manner. PEST analysis summarises qualitative evidence on political, economic, social, technological, legal and environmental developments in order to examine the macro-environment relying on government policy papers, industry commentary, social trends reports (Yitbarek et al., 2025). The Five Forces developed by Porter is then implemented on the basis of the qualitative competitor data, supplier scenario of South Asia artisan clusters, buyer behaviour data and analysis of the substitute merchandises to assess the attractiveness of the industry. The results of the two frameworks are combined to find entry points, opportunities of differentiation and threat of competition, so that the frameworks can be used as complementary instruments of analysis rather than independent one-hour analyses.
[bookmark: _Toc239506046]4.6 Reliability, Validity, Limitations, and Ethics
Triangulation enhances reliability by comparing the results and different sources such as government publications, peer-reviewed academic materials, and industry reports. Authority is given importance in such a way that preference is given to the reputed regulatory bodies, scholarly journals and established industry journals rather than commercial sources that are not verified (Donkoh and Mensah, 2023). Currency is ensured through prioritizing 2022-2026 publications as evidence of markets and competitors to maintain the theoretical basis of old seminal publications. Where there are incompatibilities in their interpretations, consistency checks are implemented, and divergent views are not deleted, but instead documented (Guillen-Aguinaga et al., 2025). 
The key constraints are; lack of primary consumer perspective, use of publicly available qualitative data that may not be representative of niche artisan segments, and is there likely to be bias in industry sponsored reports which fosters desirable construals. These are alleviated by the cross-source check and the serious appraisal of credibility of publications (Ocak, 2025). Ethically, sources are all used legally, cited correctly in accordance with UWTSD Harvard guidelines and application of all interpretations in a responsible manner without preference towards reporting. There are no personal data in the research, which rules out the issues of privacy and consent, making the research process transparent, reproducible, and academically sound.

[bookmark: _Toc239506047]Chapter 5: Market Opportunity Analysis
[bookmark: _Toc239506048]5.1 Scope and Market Definition
This market is considered the ethically sourced handcrafted South Asian artisan goods, which include textiles, pottery, jewellery and home decor, which will be bought by individual consumers within the UK and Europe during the period of 2025-2028 on a direct-to-consumer e-commerce platform (Choudhary and Mishra, 2025). They include mass-produced and B2B procurement as well as wholesale channels. The chapter evaluates the existence of a viable, desirable and available opportunity for the customers by looking at the size of the market, market segmentation, demand and economic environment.
[bookmark: _Toc239506049]5.2 Market Size and Growth Trends
Market Size
[image: ]
[bookmark: _heading=h.d8xf8harftmg][bookmark: _Toc239506213]Figure 1: Global handicraft Market Trend
(Source: IMARC Group, 2025)
In the year 2025 the global handicrafts market value has reached USD 986.9 billion, which is expected to rise to USD 2.03 trillion in 2034 at 8.39% (IMARC Group, 2025). Asia Pacific exemplifies with a hegemony of 36.42% of the total revenue. India has 744 clusters of handicrafts, which employ almost 212,004 people and manufacture more than 35000 unique items (Indiehaat.com, 2026). 
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[bookmark: _heading=h.sl7x5yfhxnid][bookmark: _Toc239506214]Figure 2: Industry Scale and Market Outlook
(Source: IBEF, 2026)
India's handicraft exports reached USD 3.72 billion in FY2025, up from USD 2.39 billion in FY2014-15 (IBEF, 2026). The segment of products that is likely to occupy over 32.4% of the product base will be handprinted textiles and other embroidered products due to the great popularity of the art and culturally inclined products in the world (Future market insights, 2026).
Growth Trends
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[bookmark: _heading=h.ewnunskihi3n][bookmark: _Toc239506215]Figure 3: UK Online Retail Market
(Source: IMARC, 2025)
The UK e-commerce market is more than £286 billion area and online retail comprises nearly 30% of total purchase and almost 46 million adults buy goods via the Internet regularly (IMARC, 2025). In 2026, the UK had an estimated retail e-commerce sales of £137 billion and continues to hold the top position as the largest e-commerce market of Europe with 28.5% e-commerce penetration, compared to the European average of 23.1% and the global average of 17.3% (Boase, 2026). British consumers spend 3,715 on online shopping on average per year, with the front runners in London being the consumers of £4,500 per year (Dunn, 2025). In 2026, e-commerce increased by 4.0% a year on year, as it had grown 3.5% a year on year in 2025, demonstrating a consistent growth in a maturing e-commerce market.
[bookmark: _Toc239506050]5.3 Segmentation and Target Customer
Demographic Segmentation and Targeting
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[bookmark: _heading=h.ftnbe4o85fpy][bookmark: _Toc239506216]Figure 4: Consumers who prioritize buying from brands that demonstrate sustainable and ethical practices
(Source: Statista, 2025)
The key audience is the UK consumers within the age bracket of 18-44. More than 64% of consumers attractive to UK Gen Z like the brands sustainable and ethical, compared to 55% millennials (Statista, 2025). The Gen Z adoption of e-commerce is at 98.9% in 2026, and the millennials are at 97.4% (PromoCode UK, 2026). Almost 50% of millennials shop more online than offline, and the age group of 25-34-year-olds is the largest on TikTok in the UK, making social commerce a discovery channel finding its natural place in this venture.
Psychographic Segmentation and Targeting
The customer with the target believes in authenticity and cultural storytelling, as well as transparent sourcing. Gen Z shoppers report that almost three-quarters are choosing to purchase based more on sustainability than on brand name (Rohm, Namin and Stefl, 2026). By 2026, approximately 60 Gen Z will check the ethical credentials of the UK via mobile prior to purchase, mostly using QR codes and Digital Product Passports (Psarommatis and May, 2026). It has been established that provenance is a real competitive power as emotional attachment to ethically certified products is 50% greater than to non-certified options (Šálková, Čábelková and Hommerová, 2023).
Behaviour Segmentation and Targeting
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[bookmark: _heading=h.aehi6klqp0pv][bookmark: _Toc239506217]Figure 5: Tik Tok UK in 2025: At a Glance
(Source: Calloway, 2025)
The number of active UK TikTok users is 26.8 million, 83% of whom are under 35 (Calloway, 2025). In the UK, social commerce generated revenue of £11.75 billion by 2026 which is estimated at £16 billion by 2028 (Lamb, 2025). Over half - 56% - of UK shoppers have used social media to make purchases and 44% of UK Tik Tok users have made purchases in-store. Gen Zers are 75% controlling the fashion and millennials have a higher sweep of the basket at 73% with the intention of making lasting purchases (Bennett, 2026).  
[bookmark: _Toc239506051]5.4 Pain Points, Unmet Needs, and Demand
Pain Points
The consumer distrust in greenwashing is broad - 49% of consumers in the UK think that it is the main aim of brands to employ ethical cause marketing to gain publicity (Ethical Consumer, 2023). The level of awareness of the Fairtrade mark is highest among UK citizens at 88%, but without trust awareness is meaningless. The distance between having been aware of a label, and having faith in the claims of a brand, puts in place a lack of trust which is not easy to work with in a mass retail setting (Collen, 2024).
Unmeet Needs
About 43% of consumers are attracted to personalised, handcrafted goods, 39% driven by demand to find products with traditional regional crafts , and the predominant commercial in the UK is inaccessible to authenticated south Asian artisan products. Other ethical retailers that were present focussed on fashion and accessories and did not offer home decor, pottery and artisanal jewellery (Business Research Insights, 2026). Over 305 million individuals worldwide are involved in the production of handicrafts, and the majority of them are not linked with the consumers in the west since they are not directly linked with Western market through intermediaries.
Demand
[image: ]
[bookmark: _heading=h.x6tda6aylsa6][bookmark: _Toc239506218]Figure 6: Sustainability Demand Among Gen Z
(Source: Tink, 2025)
Ready to spend- Gen Z and millennials 63% and 62% will be willing to spend more on ethically made products (Tink, 2025). Nonetheless, the expressed intention is not an indicator of the purchasing behaviour. Price is mentioned by only 12 of the consumers in the UK as the main factor; convenience and variety are mentioned more. The value of average orders increased by 7% in 2024; this trend indicates fewer but larger and supports a preference towards high-end and premium products by story. The multi-channel approach is justified by the fact that the consumers of the UK have higher chances of buying products of a retailer with an omnichannel by 90%. Demand is at its peak at Diwali, Christmas, Eid as well as in gifting seasons (Iglesias-Pradas and Acquila-Natale, 2023). 
[bookmark: _Toc239506052]5.5 Economic and Geographic Conditions
Economic Conditions
The living standard fee continues to exist all over the UK. 7 out of 10 households in 2026 indicate higher spending every year, but four out of five people are still concerned about the rising essential prices (Raju Sajwan, 2026). Consumers continue to spend but are more deliberate and focused on their expenditures. Ethical retail has traditionally been quite robust in recession periods compared to the mainstream non-essential types of retail. The values-based spending no longer proves to be value-neutral even during a global crisis because values become central to consumer purchasing choices. A fifth of consumers during the COVID-19 pandemic intentionally purchased more Fairtrade products in order to take care of vulnerable communities (Leal Filho et al., 2022). This counter-cyclical trend indicates that morally oriented businesses experience lesser demand variability as compared to traditional businesses in times of economic insecurity.
Geographic Conditions
UK online spending Londoners dominate UK consumer online spending at an average of £4,500 per person a year, as compared to Northern England of 2,800. The most populated areas are major metropolitan metropolitan university cities (London, the South East, etc.) which have the largest concentration of ethically minded, digitally active consumers within the target demographic, and should be a more than primary geographic focus to initiate marketing efforts (PromoCode UK, 2026). 
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[bookmark: _heading=h.uwkw7o1b185][bookmark: _Toc239506219]Figure 7: Handicrafts at the Heart of India’s Rural Economy
(Source: Pib.gov.in, 2025a)
In the supply side, there are about 64.66 lakh handloom and handicraft artisans in India of which more than 32 lakh are registered handloom artisans under the Pehchan ID Programme giving them access to credit and training facilities. The India-UK Comprehensive Economic and Trade Agreement which is set to be signed in July 2025 enhances relations between both countries in terms of trade and may decrease tariff restrictions on imports of foreign artisans (Pib.gov.in, 2025a). Already, the UK is one of top five handloom export destinations of India, which is a testament to the well set trade routes and familiarity with logistics.
[bookmark: _Toc239506053]5.6 Research Findings and Synthesis
The opportunity is presented in evidence in a conditionally strong way. The international handicrafts market is expanding, ethical demand in the UK has been maintained by the intergenerational changes and the infrastructure of artisans in India offers the market a rich supply with government support.
Constraints exist. Transparency has to be verifiable by consumers. The addressable segment can be narrowed due to cost-of-living pressures. The visibility is a problem due to competition with Etsy, Amazon Handmade, and long-standing retailers of fair-trade. Social commerce in the UK grew exponentially yet is still predominantly consumed with beauty and fashion with artisan homeware not having relative success on Tik Tok Shop (Ömer Sezai Aykaç et al., 2025).
On the whole, the fact is a conditional market opportunity. The demand exists, is increasing, and in line with the value proposition, yet it will not be in the commercial business without the validation of true differentiation, open sourcing, and social first marketing. The best opportunity is most plausible when the venture builds trust by telling stories artisanal-ly, has a competitive logistics platform, and a season/peak demand.
[bookmark: _Toc239506054]Chapter 6: Competitive Environment Analysis
[bookmark: _Toc239506055]6.1 Scope, Frameworks, and Competitive Set
In this chapter, the author explores the internet-based retail market with regard to the sale of ethically-sourced handcrafted artisan products to consumers in the UK and the European market. There are three categories of competitive categories. Direct competitors are also certain ethical online shops like NOVICA and Fabindia (Narula, 2025). The large-scale marketplaces that include the artisan sellers are considered as the indirect competitors, and that is Etsy and Amazon Handmade. Alternatives are mass retailers with factory-produced culturally-inspired products with a lower price range, including H&M Conscious, IKEA, and Primark. The Five Forces and PESTLE analysis of Porter are used to analyze the intensity of competition and external environment as well as the general attractiveness of the industry to a newcomer in the field.
[bookmark: _Toc239506056]6.2 Key Success Factors
Authenticated provenance: Almost 50% of the consumers in the United Kingdom believe that the ethical causes that brands are using are marketing gimmicks. Awareness of fairtrade marks in UK performance is 98 but without trust there is no advantage to the awareness. As a trust alternative, verified artisan sourcing is the largest and a venture lacking the latter is yet another store (Edwards, 2024).
Social commerce capability: In 2026 TikTok had 26.8 million users in the UK, 44% of which made purchases directly on the platform. The UK social commerce turnover was as high as £11.75 billion, which is expected to rise to 16 billion by 2028 (Linnworks.com, 2026). Social sites are replacing search engines as product discovery engines - one in every three consumers in the UK give a Social site the highest rating against search on what to purchase. A new platform will just not be discovered without social-first content.
Accessible pricing: The mean Etsy order is about $31. Four out of five families in the UK are concerned with the cost of living. The price should be between the mass-market and the luxury, which is morally right to warrant the price, but affordable enough to allow frequent buying (Global Marketing Team, 2026).
[bookmark: _Toc239506057]6.3 Main Competitors and Positioning 
NOVICA
The most powerful direct rival. With the support of National Geographic, NOVICA earned more than 20 million of gross revenue in 2025 and has supplied 142 million to artisans around the world. With a potential valuation of $74.18 million in 2026, it is raising funds to develop Handmade.com, an AI-driven marketplace to bring on board millions of makers. It has crafts manufacturing centres in Asia, Africa, and Latin America (Saha, 2026). The National Geographic association is an automatic credibility. Weakness is geography- marketing, pricing, delivery infrastructure is set up based on the US market. The consumers in the United Kingdom encounter expensive delivery services, delay in delivery and the inability to access localised information.
Etsy
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[bookmark: _heading=h.x96itzdbawxv][bookmark: _Toc239506220]Figure 8: Key Etsy Marketplace Figures
(Source: Etsy, Inc., 2025a)
The biggest compelled player that has 86.5 million active customers and 5.6 million sellers in December 2025. Global GMS was at 11.9 billion with the UK buyers 14%- about 12 million individuals. Revenue was $2.81 billion in 2024. Reach is unparalleled, authenticity is being undermined (Etsy, Inc., 2025a). Listings that are made using AI and mass-produced products spam the platform. There is no sourcing verification of ethics. A minority of sellers grab 43% of the sales. Repeat customers decreased by 13.4 year-on-year in 2024. The share of Etsy was 35% points under the all-time high and the market believed that there was a risk of quality erosion (Digital Web Solutions, 2025a). Etsy also provides volume but not trust to consumers who desire the authentic provenance.
People Tree (collapsed)
The greatest ethical fashion retailer on the Ethical Company Index in 2025 in the UK has gone into liquidation in September 2023 having debts amounting to £8.5 million. In July 2025, the parent requested to be struck off Companies House. It confirms that ethical retail that is driven by missions and lacks efficiency in its operations is in a weak commercial position (Butler, 2023).  
Fabindia
Linking more than 55,000 craftsmen in the rural parts of India yet minimal foreign e-commerce. The UK shoppers have to deal with high shipping rates and a low level of Western-oriented online advertising. The profound supply-chain genuineness, no online access (Mahajan et al., 2024).
[bookmark: _Toc239506058]6.4 Porter's Five Forces
Threat of New Entrants — Moderate
It is cheap to start an online store - Shopify lets an entrepreneur do so in the course of a weekend. It takes years to create an authenticated artisan supply chain and gain consumer confidence. The UK has an exit barrier of low digital barriers with 200,000 businesses selling via Tik Tok Shop (Brabners, 2025a). The sexual orientation of modern slavery and the UK Modern Slavery Act, and GDPR impose regulatory burdens that small players will not internalize.
Bargaining Power of Suppliers — Low to Moderate
[image: ]
[bookmark: _heading=h.45vwdcolru3u][bookmark: _Toc239506221]Figure 9: India’s Handmade Good Market
(Source: PIB, 2026)
India has 64.66 lakh artisans in 744 clusters where they produce 35 000 products. The number of those registered is over 32 lakh through the Pehchan ID Programme. The National Handicraft Development Programme under the government has a budgeted outlay of ₹837 crore in terms of both FY2022-26 that will enhance infrastructure further (PIB, 2026). There is plenty in the supply which constrains personal power. But ethical sourcing promises imply voluntary higher-than-market rates.
Bargaining Power of Buyers — High
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[bookmark: _heading=h.y7teiia393dg][bookmark: _Toc239506222]Figure 10: Social Media for E Commerce
(Source: Sinha, 2025)
Substitutes abound Etsy, Amazon, charity shops, Vinted, Depop. Cart abandonment exceeds 70%. The majority of UK consumers like a combination of internet and store shopping (83%) and it is difficult to capture their loyalty. With price as the main motivator, only 12% say it is influential, convenience and trust are more important (Sinha, 2025). The experience they have is their only defence and they can never stop it in other locations.
Threat of Substitutes — High
Mass retailers do not only sell goods inspired by the culture at a drop of the artisan prices. IKEA, Primark, H&M Conscious are similar to visuals though they do not have ethical premiums. The secondary market in the UK is thriving - Vinted has more than 80 million users and Depop was bought by Etsy at $1.6 billion (PLOTT DATA, 2026).  
Competitive Rivalry — Moderate to High
[image: ]
[bookmark: _heading=h.oaf4y5kqjc1z][bookmark: _Toc239506223]Figure 11: Etsy Number of Active Buyers
(Source: Marketplace Pulse, 2026b)
There is no platform that monopolised ethically sourced South Asian artisan products (and with UK focus). Fragmentation makes entry room, but competition increases with NOVICA raising capital to grow, Etsy boasts 12M buyers in the UK and Amazon enjoys logistics benefits. Last reported quarter 2026 Q1 it was 86.60 million, down by -2% year-over-year from 88.50 million (Marketplace Pulse, 2026b). Tik Tok Shop GMS increased by two times to reach 66 billion all over the world in 2025, introducing fresh competition dynamics as shopping resurfaces discovery through social commerce. 
[bookmark: _Toc239506059]6.5 PESTLE and External Change
Politics
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[bookmark: _heading=h.n2mvkvglqnx5][bookmark: _Toc239506224]Figure 12: UK-India Trade Deal Boosts Handmade Exports
(Source: Rediff Money Desk, 2025)
The India UK trade deal (July 2025) may lower duties on handmade imports and lay off the customs. With FY2026, India has allocated ₹837 crore to handcrafts development to reinforce the handicraft supply. The Brexit divergence hurts the expansion of Europe, but it does not affect the core UK market (Rediff Money Desk, 2025).
Economics. 
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[bookmark: _heading=h.ur2yh2eum0wo][bookmark: _Toc239506225]Figure 13: Value of handicrafts exported from Indian between financial year 2011 to 2025
(Source: Statista, 2025b)
Fair trade in the world was selling at a rate of 9.8 billion, annually with 5-10% growth in which the UK had sold 1.33 billion. In FY2025, India has reached $3.72 billion (Rs. 149.43 billion) in exports of handicraft. The pressures of cost of living temper expenditure, but ethical segments generally perform better than mainstream retail in tough times - values-driven customers reduce other segments of expenditure first (Statista, 2025b).
Social. 
More than three-quarters of UK Gen Zers like ethical brands. There are 26.8 million users of Tik Tok in the UK; 44% of whom have made a purchase on the platform. Social commerce is projected to more than double to £16 billion by 2028. The majority is made by the UK consumers between the ages of 45 (73% have made a purchase via social media) (Retail Economics, 2025).  
Technological. 
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[bookmark: _heading=h.x8471zxg44z4][bookmark: _Toc239506226]Figure 14: TikTok GMV in 2025
(Source: AutoFaceless Team, 2026)
AI customisation boosts online sales by 15-25%. Tik Tok Shop GMV increased twofold to $66 billion throughout the world in 2025. Mobile commerce is a 2026 generation of 60% online retail of $4.01 trillion worldwide. These changes give advantage to the nimble niche players which develop content that is compelling compared to the old school retailers trapped in the old channels (AutoFaceless Team, 2026).
Legal. 
The GDPR, consumer protection and Modern Slavery Act reporting introduce compliance costs but helps sieve off sloppy competition, safeguarding more serious businesses. Awareness of the Fairtrade marks in the UK reaches 88%.
Environmental. 
[image: ]
[bookmark: _heading=h.k4fts34h6nka][bookmark: _Toc239506227]Figure 15: UK Sustainable Fashion Market
(Source: IMARC, 2025b)
Artisan products produced by hand combining natural materials can be consistent with the emergent consumer demands toward environmentally friendly packaging and zero-carbon transportation. Sustainable fashion in the UK is increasing by a solid 22.64% CAGR, which is much higher than mainstream fashion (IMARC, 2025b).
[bookmark: _Toc239506060]6.6 Industry Attractiveness, Gaps, and Synthesis
The demise of People Tree left a lapse in the ethical crafters of retail in the UK. NOVICA is American centered and soliciting funds to expand to America via the help of Handmade.com. Etsy loses their clients that browse their store once more and fail to guarantee authenticity. Fabindia lacks an online presence in the UK (FabIndia UK, 2026). Economics India-UK trade agreement is boosted.  
The business opportunity is also real: e-commerce by the UK with authentic products manufactured by South-Asian artisans with an established provenance, a compelling story to tell, and believe, the delivery. It is not played by any existing player. The UK 12 mn Etsy customers are interested. The channel is evidenced by the fact that this represents a social commerce market of £11.75 billion. The ethical consumer market refers to 141.6 billion pounds: it depicts at least a value congruency (Statista, 2025b).
Dangers are no less tangible, though. A high buyer power necessitates an unblemished customer experience and not conscience. Substitute threats should be visible, and should be defensible differentiation. One mistake which is worth restating is the failure of People Tree: moral crusade which is not business within the field leads to bankruptcy, and not action (News-Desk, 2023). 
The most reasonable chance is when the venture is capable of building trust as approved-artisan relationships, investing in social-first marketing in Tik Tok and Instagram, facing competitive prices in an ethical-premium market, and efficiency in the work becomes a strict necessity already in the initial stages of venture. The conditions affect the following strategic, operational and financial planning.

[bookmark: _heading=h.hg8yjyun5m0i][bookmark: _Toc239506061]Chapter 7: Strategic Analysis and Business Strategy
[bookmark: _heading=h.hj2u7bv33gu2][bookmark: _Toc239506062]7.1 Strategic Situation and Frameworks
Chapters 5 and 6 laid the groundwork of a conditional opportunity. The market of authenticated, ethically produced artisan goods is tangible and is expanding, yet no one retailer in the UK offers both garnered provenance and everyday, affordable prices. This discovery is turned into a strategy in this chapter. The market emptying left by the US orientation of NOVICA, the loss of trust of the Etsy user base and the lack of a UK presence of Fabindia. 
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[bookmark: _heading=h.z6gmchudxl5w][bookmark: _Toc239506228]Figure 16: India UK Ceta
(Source: PIB, 2026)

The CETA India-UK trade agreement has eliminated tariff and paperwork barriers on the specific seller commodities that Kalakriti sells now. The overall ethical market of the UK is already at £141 billion, which is a clear sign that values-based spending is not a niche but rather mainstream (PIB, 2026). This chapter is carried in three frameworks. VRIO tests that internal capabilities are able to maintain competitiveness. SWOT is a technique of condensing Chapter 5 and Chapter 6 results into a strategic problem set. Three strategic options are then reduced to a single strategic option by a Suitability, Acceptability and Feasibility test and the chapter ends with a positioning statement.
[bookmark: _heading=h.garz6jhc7i0d][bookmark: _Toc239506063]7.2 Internal Analysis Using VRIO
[bookmark: _heading=h.ujapze9yobv6]7.2.1 VRIO Application
	Resource
	Valuable
	Rare
	Costly to Imitate
	Organised
	Competitive Implication

	Direct artisan relationships
	Yes
	Yes
	Yes
	Not yet
	Temporary advantage

	Founder sourcing network
	Yes
	Yes
	Yes
	Not yet
	Temporary advantage

	Shopify e-commerce platform
	Yes
	No
	Yes

	No
	Competitive parity

	Story-led content approach
	Yes
	No
	Yes
	No
	Competitive parity

	England-and-Wales Ltd structure
	Yes
	No
	Yes
	No
	Competitive parity

	Working capital
	No
	No
	Yes
	No
	Competitive disadvantage


[bookmark: _heading=h.pnbwj741hhsc][bookmark: _Toc239506198]Table 1: VRIO Analysis of Kalakriti & Co.
[bookmark: _heading=h.twt6p0q2q4zp]7.2.2 Internal Analysis
There are two resources that pass all four VRIO tests, although none of them is organised to the full extent. The provenance relationships of Chapter 2 are so direct an artisan relationship that they are truly unique. Etsy and Amazon Handmade have no ability to scale verification of individual makers, and the infrastructure of NOVICA operates through the US (Loop, 2026). This can only be copied and not upgraded in a system after years of face-to-face trust-building. The two resources are in the box of temporary-advantages of value, scarce and difficult to imitate, but still not supported by formal systems and processes. The first step towards organising the ten partner, six-month target in chapter 2 will help accomplish the target. 
There are three par resources. Shopify platform, the story-based content strategy and the England-and-Wales Ltd structure are all worthy though all competitors can possess the same (Clutch, 2026).
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[bookmark: _heading=h.bz68w3155ie][bookmark: _Toc239506229]Figure 17: Email Marketing Insights
(Source: Jordie van Rijn, 2025)
Working capital is one such resource that is a real weakness. Kalakriti will not be able to compete with NOVICA or Etsy with respect to advertising expenses. The email marketing is the best channel of operation because it generates about 52% returns on every 1 dollar spent in the ecommerce business and hence the best channel to operate a business with low capital budget (Jordie van Rijn, 2025).
The most evident gap is certification. Kalakriti now makes ethical claims without third-party verification. Fairtrade has a system that has already touched more than two million farmers and workers across the globe, and the producer organisations of Fairtrade received over 1 billion pounds in the payments of premiums in the period of 2021-2025 strategy. Over 3,000 UK businesses have now been certified to become B Corporations (Rolt, 2026).  
[bookmark: _heading=h.6q3tq01x4ex1][bookmark: _Toc239506064]7.3 SWOT and Strategic Issues
[bookmark: _heading=h.1f0bt4prbg15]7.3.1 SWOT Analysis
Strengths: Kalakriti will have three actual advantages, namely, the direct-to-artisan model, which eliminates the exploitive mediators, the mid-market price policy between retail and the high end, and the UK Ltd designation, which indicates a level of commercial acumen to both artists and consumers (Haddad, 2025).
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[bookmark: _heading=h.v2yn3rlvs2mk][bookmark: _Toc239506230]Figure 18: Digital Passport for Textile Industry
(Source: Psarommatis and May, 2026)
Weaknesses: The company is untested. It will lack so much trading history, no third-party ethical certification, and a small team in comparison with its ambitions. It has a small capital base compared to financed competitors. It lacks preparedness in the Digital product passport of the EU that will demand certified material and sourcing information about the textiles (Papile and Curto, 2025).
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[bookmark: _heading=h.o6uuaydl3vdf][bookmark: _Toc239506231]Figure 19: Benefits to the UK Business
(Source: Crown copyright, 2025)
Opportunities: The India-UK trade agreement, the CETA, became effective on 15 July 2026 and removes duties without delay on 96.8% of UK tariff lines, even including textile lines which had up to 12 duties previously. Small shipments less than 1000 pounds require no formal customs certificates, which would suit the Kalakriti parcels of goods to be shipped of the direct-to-consumer variety (Crown copyright, 2025).  
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[bookmark: _heading=h.gn35ovjsxbrm][bookmark: _Toc239506232]Figure 20: Reasons for Cart Abandoning
(Source: Baymard Institute, 2026)
Threats: Acquisition costs in the digital arena are increasing in the industry. The average cart abandonment in ecommerce is 70.22%, with cart abandonment being about 80% in the mobile market. UK households are still very wary of non-essential spending. The use of buy-now-pay-later which is now reported by 54% of UK adults (compared to 42% a year ago) indicates that shoppers are extending payment up to smaller value items (Baymard Institute, 2026).  
[bookmark: _heading=h.jp3lsokpqym]7.3.2 Key Strategic Issues Emerging from SWOT
Three issues follow. First, to avoid making the credentials of provenance claims verifiable, Kalakriti must minimize the verifiability gap by its rivals. Second, it should cushion margin against increased acquisition expenditure, which could be via squeezing or employing email and organic content as opposed to paid reach. Third, it must not regard the CETA tariff adjustment and the impending EU passport regulations as details of its bigger European project, but as accessories (European Commission, 2026).
[bookmark: _heading=h.unpnbgsywn8n][bookmark: _Toc239506065]7.4 Strategic Alternatives and Choice
[bookmark: _heading=h.fsqih9ww8k1q]7.4.1 Strategic Option 1: Focused Differentiation through Ethical and Authentic Artisan Products
Kalakriti continues as a UK-only, direct-to-consumer retailer, and isn’t competing in a price war with Etsy or the mass retailers, instead competing solely on provenance and artisan provenance. Documentation, photography and content go into investments, rather than paid reach. This aligns with the resource foundation found in the VRIO analysis and further goes on the already existing, hard-to-copy artisan relationships which are rare (Mirjana Milova, miljanovic and Novakovic, 2022).
[bookmark: _heading=h.p7h8nupysomp]7.4.2 Strategic Option 2: Market Development through Wider UK and European Reach
Kalakriti entered continental Europe in addition to the UK with the same product line in order to tap a broader base of ethically-sensitive customers earlier. This would enable the demand to grab more rapidly, but puts thin capital in more markets, more currencies, and more compliance regimes including the Digital Product Passport requirements when they come into effect before the UK base is made quite certain (UK Government, 2023).
[bookmark: _heading=h.kjaiq3osmfpm]7.4.3 Strategic Option 3: Partnership-Based Growth through Fair-Trade and Artisan Networks
Kalakriti applications Fair trade pursuit The organisation strives to achieve official recognition by an established group, like the World Fair Trade Organisation, which already certifies fair trade in an enterprise-level, or Fairtrade/B Corp certification directly. This alternative obtains external credibility soon but carries a price, audit time and eligibility to be met that a business that has not yet been in business as long as a year and a half is not likely to be able to meet in the first eighteen months (World fair trade organization, 2026).
[bookmark: _heading=h.sojqbdtji1cz]7.4.4 Suitability, Acceptability and Feasibility Analysis
Suitability: Option 1 follows the market gap and internal resources found within this chapter best; Option 2 will be appropriate when the UK model has been proven; Option 3 will be appropriate, but untimed. 
Acceptability: The stakeholders, such as artisan partners who are in need of fair and steady compensation, are better off with the slower, trust-first approach as represented in Option 1 than taking the financial risk in Option 2 (Eelager et al., 2025). 
Feasibility: Option 1 will be available in current capital and among ten partners target; Option 2 will need capital yet to be sourced; Option 3 will need certification options, which currently this business cannot certify in a year or so (Fairtrade.net, 2024).
[bookmark: _heading=h.6qzy2ok2fg6w]7.4.5 Selection of the Preferred Strategy
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Figure 21: Journey of A Handicraft from India to UK
(Source: Global, 2026)
Kalakriti will select Option 1 which will be focused on differentiation through ethical, authenticated artisan products, sold directly to UK consumers. Reflection, Option 3, is a gradual addition, which would be made after trading history to be repeated to cause an audit. European expansion, Option 2, is not a year one commitment, and will be a year-two growth assumption in Chapter 8, after the UK base has been demonstrated (Global, 2026).
[bookmark: _heading=h.b8bvouj0sf9i][bookmark: _Toc239506066]7.5 USP, Value Proposition and Positioning
Market segmentation: The market is UK adults aged 18-44 who already purchase on ethical grounds and who desire the decoration in homes, jewellery and gifts of textiles that have a traceable manufacturer behind them, found in London and the South East, as observed by Chapter 5. A digitally native generation that likes to shop with a smaller retailer right from their own webstore.
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[bookmark: _heading=h.n25k92ndb3ig][bookmark: _Toc239506233]Figure 22: Global Overview of the Handicrafts Market
(Source: Lavhale, 2026)
Issue: The current selection available to shoppers of authenticated South Asian artisan goods is Etsy, which has no verification, NOVICA, which offers its service based in the United States, or Fabindia, which is not an e-commerce site in the United Kingdom. None of these has a combination of evidence of origin with a UK buying experience (Lavhale, 2026).
Advantages: all products are certified with information about the maker. Handicraftsmen do not go through a multi-level exploitative chain of payment. The pricing is between mass retail and luxury, and therefore, no luxury budget will be needed when making ethical purchases. The CETA elimination of most textile tariffs maintains the landed cost, and thus, shelf price, competition.
Evidence of demand: UK gift spending was estimated to be an approximate of £26.7 billion in 2025. Homewares Decorative homewares is already among the categories in which the majority of UK shoppers are more active in the quest to get peer-review prior to purchasing, with 58% of shoppers citing this as such (Stevens, 2026). In ecommerce email marketing produces up to $45 per $1 invested, trust-based content is a viable acquisition channel given a small budget first minutes commercial venture.
Point of difference: Provenance by name and maker on all listings not under an ethically-sourced generic heading. Rivals speak about ethics; Kalakriti has ushered in, product after product.
Positioning statement: In the case of UK shoppers in need of handcrafted, South Asian merchandise, which they can place their trust in, Kalakriti & Co. is the direct-to-consumer retailer where the ethics claims are not left unchecked on the marketplace as the case is with marketplaces (Walid, 2026). 
[bookmark: _heading=h.xyb15yigczsa][bookmark: _Toc239506067]7.6 Competitive Advantage and Success Factors
[bookmark: _heading=h.wblo635xeqpk]7.6.1 Ethical Sourcing and Supply-Chain Transparency
Kalakriti records the source of each product when they are sourced, rather than following a complaint. This is in direct response to the Chapter 6 finding that trust and not awareness is the scarcity in this category. The ethical labels are already familiar with most of the shoppers in the UK but they do not believe what they claim.
[bookmark: _heading=h.fh3qddskuv4e]7.6.2 Authenticity and Artisan Provenance
On each listing is the name of the maker, community and craft technique. This goes beyond faking any general sustainability statement and it is more difficult to imitate by a marketplace such as Etsy, which operates millions of sellers that are third parties not run by it directly (Kennedy, 2026).
[bookmark: _heading=h.wwrze2i7bfzn]7.6.3 Direct Artisan Relationships
Kalakriti would enjoy the advantage of sourcing visits and direct contracts, as opposed to an intermediary agency, where it can have control over pricing and quality and a platform-only competitor cannot. The relationship also allows the business to react to the CETA-related move to simplified origin documentation of small shipments.
[bookmark: _heading=h.8rcin3wous9x]7.6.4 Digital Brand and Storytelling Capability
Around real makers, built content performs better compared to generic marketing. Influencer endorsement has been surpassed by peer review and user content amongst UK shoppers, by 65% to 58% (Williams, 2025). The content strategy used by Kalakriti relies on the basis of customer and artisans stories instead of payment to influencers.
[bookmark: _heading=h.717qjwfscgz]7.6.5 Customer Trust and Credibility
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Figure 23: Influence of social media on purchase decision
(Source: Manock, 2025)
Utilizing apparent evidence: sourcing photos, creator bios and authentic customer responses instead of brand statements. This is relevant to decorative homewares than in most of the categories as in this segment 58% of the UK shoppers will search out peer-to-peer product information before making a purchase (Manock, 2025). The rate of cart abandonment continues to exceed 70% throughout the ecommerce sectors; all that could be done to mitigate that friction is through transparent pricing and an honest checkout.
[bookmark: _heading=h.4qxdq8szitm6]7.6.6 Conditions for Sustainable Competitive Advantage
This benefit is only ensured when verification is before imitation. The moment a bigger platform develops a similar maker verification, the Kalakriti advantage won't be proven anymore but the richness of its connection with artisans and the confidence it has established by fulfilling a similar production process in the past. Both of them are more difficult to imitate by a competitor.
[bookmark: _heading=h.4fp24g6axae6][bookmark: _Toc239506068]7.7 Strategic Synthesis
[image: ]
Figure 4: Strategy Canvas
Kalakriti focuses on the differentiation of the small market but on trusted provenance as opposed to price or size in the UK and only then considers European expansion. The option corresponds to the rare and hard to imitate resources detected using a VRIO and requires minimum capital. It is also consistent with the post-CETA zero-duty environment in the majority of the textile lines. CETA removes tariffs on 1,143 specific textile tariff lines, removing previous duties of up to 12% (Singsit, 2026). Institutionalise artisan documentation, build guard against margin via retention and email marketing instead of paid reach, and initiate Early Preparation of EU Digital Product Passport requirements (Mmadubuko et al., 2025). Thin capital alongside financed competitors, and a certification gap to bridge before Option 3 is plausible. Evaluated on the basis of suitability, acceptability and feasibility, it is only the Option 1 that passes all the three tests. It propels the venture into Chapter 8 business model.


[bookmark: _heading=h.eiyob63bwxy][bookmark: _Toc239506069]Chapter 8: Business Model Canvas
[bookmark: _heading=h.vi34q169h1o9][bookmark: _Toc239506070]8.1 Model Overview and Strategic Alignment
This chapter transforms the Option 1 strategy in Chapter 7 into a business model. The model is organized into the standard nine block Business Model Canvas which includes only one test of alignment: could every block support proven, direct-to-consumer artisan trade without introducing cost and complexity that would be borne by the current resource base? In places where a block is longer than Chapter 7 permitted, it is indicated as an assumption at a later stage, not an obligation at year one (TSI_Insights, 2026).
[bookmark: _heading=h.tufdjknk5hfu][bookmark: _Toc239506071]8.2 Customer Segments and Value Proposition
[bookmark: _heading=h.6mtlmga8odpf]8.2.1 Priority Customer Segment
Priorities segment to be targeted includes UK adults aged 18 to 44 years that already purchase ethically and are focused on London and the South East in line with the segmentation of Chapter 5. In this group, the gift purchasers are most important during the first year. 
[image: ]
[bookmark: _heading=h.uow3r91rcfrp][bookmark: _Toc239506234]Figure 23: UK Christmas Gift Spending
(Source: Edwards and Edwards, 2025)
The estimated UK spending on gifts in 2025 is about £26.7 billion and the decorative homewares are already listed as one of the most actively sought categories by UK shoppers concerning getting peer reviews before purchasing: 58% already. This part does not require that it is converted into ethical values (Edwards and Edwards, 2025). It requires demonstration that the assertions of a particular retailer are genuine, which is precisely what the provenance model is providing to Kalakriti as opposed to anonymously labeled sustainability. Another, less addressable now category is the corporate and small-business gifting segment which attaches importance to traceable sourcing because of its own reputational concerns and generally orders in more generally less price-sensitive quantities (Vivek and Vidani, 2024).
[bookmark: _heading=h.fbm002syy8ns]8.2.2 Value Proposition
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[bookmark: _heading=h.qtjevrpw21d8][bookmark: _Toc239506235]Figure 24: Value Proposition Canvas
Kalakriti provides verified provenance of hand-made South Asian textiles, jewellery and pottery and home decor with prices between mass retail and high end. The value proposition will be based on evidence, not on assertion: each listing will be coupled to a particular craftsman to a particular product, with the credibility void Chapter 6 found. The offer of the artisan part of the model is just, immediate payment without an intermediary layer chain. The positioning statement in chapter 7 can be summarised as follows: Kalakriti is the marketplace that, unlike marketplaces that leave claims of ethics un-scrutinised, checks before letting an artisan fly their products (Ministry of Textiles, 2026).
[bookmark: _heading=h.wnfzwldw4bhe][bookmark: _Toc239506072]8.3 Channels and Customer Relationships
[bookmark: _heading=h.c4xmjx1lmi95]8.3.1 Customer Acquisition Channels
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[bookmark: _heading=h.t8gngdx8cajm][bookmark: _Toc239506236]Figure 25: Email Marketing ROI
(Source: Bernatavičiūtė, 2026)
The main channel will be the direct-to-consumer web of Kalakriti itself with organic story-based social content and no paid placing of influencers. The percentage of peer content over influencer endorsement preferred by the UK shoppers now stands at 65% to 58% (Feeley, 2025). The main retention channel is through email marketing, which has paid between $36 and $45 for every $1 spent, in ecommerce. A second channel will be gifting-occasion campaigns timed to the annual UK gift market, with less attention paid to the increasing cost of acquisitions as noted in Chapter 7 (Retain Marketing, 2025).
[bookmark: _heading=h.zevuzg22vnyh]8.3.2 Customer Service and Relationship Management
The relationships are established very easily because of maker stories, responsive order support and visible customer reviews as compared to loyalty discounting. Buy-now-pay-later and flexible payment is provided at checkout since 54% of adults in the UK have been using it (Editorial Team, 2026). The main objective of the relationship is retention, as it is much cheaper to retain the customers than it is to acquire customers over the paid channels.
[bookmark: _heading=h.7fwkvi54vech][bookmark: _Toc239506073]8.4 Revenue Streams and Cost Structure
[bookmark: _heading=h.29bgr5t7suvj]8.4.1 Revenue Streams
Direct product sales via the Kalakriti site generate revenue, which is enhanced by occasion gift packages, targeting the gifting calendar in the UK. A smaller wholesale channel to independent gift retailers in the UK (not revenues in the first year) is a phase-two addition, matching well with the focussed, UK-only approach Chapter 7 chose. The average order value will be projected to be higher than the average marketplace baskets, which are eccentric to the mid market prices, as developed in Chapter 7 of the value proposition, but this will be evaluated with the actual trading data when the business comes online (Koussis and Silaghi, 2023).
[bookmark: _heading=h.dnvu5j3cf5uk]8.4.2 Overall Cost Structure
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[bookmark: _heading=h.m8v2k815bbud][bookmark: _Toc239506237]Figure 26: Shopify Plans for the Businesses
(Source: Charle London Limited, 2026)
Fixed costs are a shopify subscription, which costs between about 25 a month on a basic plan in the UK, and card processing, which costs around 2% plus 25 pence per transaction. Such costs as fair payment to artisans, international shipping, packaging and marketing are considered to be variable (Charle London Limited, 2026). The CETA elimination of tariffs on most of its textile lines, which concludes 15 July 2026, and reduced paperwork in customs on orders that are less than 1,000 directly reduces landed cost and lead time in shipments on Kalakriti core product range. When ecommerce in the form of cart abandonments are over 70%; the checkout needs to be transparent on all the expenses that would make the loss harder (Global Textile Times, 2026).
[bookmark: _heading=h.9ea6k0gaudvw][bookmark: _Toc239506074]8.5 Key Resources, Activities and Partnerships
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[bookmark: _Toc239506238]Figure 27: Business Model Canvas
[bookmark: _heading=h.ogabiq50245w]8.5.1 Key Resources
The main asset is the personal network of artisans found uncommon and difficult to replicate in the VRIO analysis in Chapter 7 (under core resource) with backup of sourcing documentation, product photography, and personal on-the-ground sourcing connections of the founder. The supporting resources such as the Shopify platform and the working capital are required but were evaluated in Chapter 7 as places of equality or weakness, rather than a strength.
[bookmark: _heading=h.381jf7xkwck0]8.5.2 Key Activities
The major operations include the sourcing/artisan verification, the production of content recording provenance and order fulfilment and shipping across borders as well as the customer relationship management with reviews and direct support (Kalla et al., 2025). The activity most directly safeguarding the competitive advantage highlighted in Chapter 7 is verification because it is the aspect a marketplace competitor finds most difficult to copy on a larger scale. The simplified CETA documentation has enhanced shipping and customs handling with less operations load on a small staff.
[bookmark: _heading=h.qhnllgfud2st]8.5.3 Key Partnerships
The partnerships start with separate artisan groups, not an established certification authority, as in year one, which is in line with the slowness and trust-first approach of Option 1. Longer term, membership of an organisation like the World Fair Trade Organisation, certified fair-trade practice in over 70 countries, or a Fairtrade certification, because its own system already includes more than two million farmers and workers in many countries around the world, would be a plausible next progression once trading history has justified the audit process (Fairtrade International, 2024).
[bookmark: _heading=h.9ju8kf2izloh][bookmark: _Toc239506075]8.6 Integration, Assumptions and Conclusion
The canvas sticks together on the basis of a single dependency: provenance checked leads to value proposition, the customer association as well as the competitive strength. Its core belief is that organic acquisition and email-based retention through trust can be acquired and sustained on too small of a marketing budget to compete with on the paid reach. Should the assumption not translate into low costs customer acquisition within Year 1 Chapter 7 Option 2 European expansion and Option 3 certification path are decided closer to the present time limits than desired.


[bookmark: _heading=h.hh8eetubze7][bookmark: _Toc239506076]Chapter 9: Financial, Marketing and Sales, and Human Capital Management Plan
[bookmark: _heading=h.axsyjarql60n][bookmark: _Toc239506077]9.1 Integrated Plan Overview
The financial, marketing, sales and human capital plans of Kalakriti are developed as a complex system to ensure commercial viability and scalable growth. Marketing action generates awareness and qualified traffic, sales transform demand to order and revenue and human resources offer the capacity needed to fulfil and provide good customer service. The financial model transforms these activities into profit, cost, cash-flow and profitability decisions (Uloma Stella Nwabekee et al., 2021). The core assumptions of the launch are related to the volume of orders, average order value, variable costs, marketing funds and gradual staffing, which establish an objective platform to assess sustainability and expandability.
[bookmark: _heading=h.he7qzr3k4soy][bookmark: _Toc239506078]9.2 Financial Plan
[bookmark: _heading=h.t56ecad7hwf2]9.2.1 Financial Assumptions
[image: ]
[bookmark: _heading=h.19gq3glzd03d][bookmark: _Toc239506199]Table 2: Financial Assumptions
The financial plan will work out the funds, expenses, earnings and cash that Kalakriti and Co. will need to start up and grow. Average order value (AOV) will be used in the launch plan and be 72%, and the growth will be 3% per year of the planned product mix, and pricing development. Annual orders will increase from £1,200 in 2027 to £2,100 in 2028, £3,000 in 2029, £4,000 in 2030 and £5,200 in 2031. The result is scheduled increases in revenue projected to increase to £86,400 in 2027 to an average of £421,391 in 2031. This path will give a quantifiable rationale on whether or not the marketing action and the profitability potential will sustain the planned growth (EY, 2024).
[bookmark: _heading=h.k13c086s86m5]9.2.2 Start-up Costs and Funding Requirements
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[bookmark: _heading=h.2vol1teo6eai][bookmark: _Toc239506200]Table 3: Start-up Costs and Funding Requirements
Variable costs will be budgeted at 45.5% of sales. Product costs will account for 35%, fulfillment and delivery for 6%, payment processing for 2.5%, packaging for 1.5%, and returns for 2%. This will leave a contribution margin of 54.5% and every order with a total cost of £72 will earn about 39.24 as profit and cost of fixed. The management will then track the contribution per order and order volume, AOV and customer acquisition cost (Manav, 2026).
[bookmark: _heading=h.ypc0vwpu5iwr]

9.2.3 Operating Cost Structure
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[bookmark: _heading=h.hvyhdl50177r][bookmark: _Toc239506201]Table 4: Operating Cost Structure
The start-up capital will consist of foundation equity of £40,000 with a projected 17,000 loan and will yield a total capital of 57,000. Startup cost will include initial inventory, hardware and furniture, set up of packaging, web development, branding and content, professional cost, insurance, software, opening marketing material, current working capital and contingency. The comprehensive startup plan will cost a total of £56,000 which will leave a starting amount of £1,000 in funds. The excess will offer some insurance against early liquidity stress and thus spending will have to occur in increments and discretionary spending will be disbursed based on the performance of the trading (Cont, Kotlicki and Valderrama, 2020).
[bookmark: _heading=h.1wwotieb4rz8]9.2.4 Revenue Model and Pricing Strategy
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[bookmark: _heading=h.icr4pzjeu4cd][bookmark: _Toc239506202]Table 5: Revenue Model and Pricing Strategy
The expenses of operation will include marketing and other types of operating fixed costs, remuneration of the founders as well as the wages of employees and employer National Insurance where applicable. Marketing expenditure will increase from £15,000 in 2027 to £45,000 in 2031, while other fixed operating costs will rise from £26,000 to £48,000. The initial payment plans that will be made to the owner will be annual remuneration of £24,000. The salary increases will go up by 3% per year. Applicable 2026/27 planning parameters and Employment Allowance treatment will be used to incorporate Employer National Insurance (HM Revenue & Customs, 2026).
[bookmark: _heading=h.vlkyjrc6gj64]9.2.5 Financial Projections
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[image: ]
[bookmark: _heading=h.84y190qbijo3][bookmark: _Toc239506203]Table 6: Five-Year Profit & Loss Forecast
The profit forecast will indicate that at its inception, the business will be operating below the scale of the business needed. Operating profit before interest will be approximately -£48,162 in 2027, -£41,342 in 2028 and -£15,923 in 2029. The model will then transition to positive operating profit of about £14,030 in 2030, and 53421 in 2031. Through this development, it will be revealed that the plan will rely on the realization of an adequate level of order density prior to the fixation costs being completely settled. The increment in the revenues will consequently require enhanced acquisition accuracy, recurrent buying, product input and operational output (McLaughlin et al., 2023).
[bookmark: _heading=h.jfmic61ldgh5]9.2.6 Break-even Analysis
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[bookmark: _heading=h.ahyisbdte5yb][bookmark: _Toc239506204]Table 7: Break-even Analysis
An analysis of break-even will give a critical control of viability. First-year fixed and people costs of about £95,250 and contribution of about 39.24 orders will each give the break-even volume of about 2,427 orders, which translates to about £174,771 in revenue at the initial AOV. The management will therefore not consider the initial goal of attaining break even in 18 months as indicated by the current yearly forecasts. Before that objective can be even thought of as possible, a new 18-month plan with monthly order (target), conversion (target), AOV (target), contribution (target) and cost targets will have to be revised.
[bookmark: _heading=h.16609r2i42n2]9.2.7 Sensitivity and Scenario Analysis
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[bookmark: _Toc239506205]Table 8: Sensitivity and Scenario Analysis
In all three scenarios, there is an operating loss in Year 1, as one would anticipate with a pre-revenue start-up spending on sourcing, content and trust-building before sales. The movement of downs and ups is approximately 36,200 and this has been chiefly influenced by the volumes of orders and the variable cost of operation. Even when it trades to profit upside, it loses its profit by a margin of £29,612, which makes it clear that Kalakriti cannot trade to profit on organic growth during the Year 1. The loss incurred under the base case of £48,162 is within the £15,000 founder investment and early revenues, as long as money is provided on a monthly basis (Seegmiller, 2026). Break-even changes to mid-Year 2 on base assumption, to late year 2 on downside, which confirms the conclusion of Chapter 7 that certification and European expansion should not happen until the UK model is shown to be self-sustaining.
[bookmark: _heading=h.2onezym8fye8][bookmark: _Toc239506079]9.3 Marketing and Sales Plan  
[bookmark: _heading=h.jjjbf55tag8q]9.3.1 Market Segmentation and Target Audience
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[bookmark: _heading=h.z43u8yhwb7r0][bookmark: _Toc239506239]Figure 28: Top ten retail services: May 2023/2024/2025
(Source: OFCOM, 2025)
Geographically, Kalakriti & Co. will focus on digital consumers in the UK areas, with a narrow focus on the urban and culturally diverse areas where e-commerce transactions and interest in the South Asian products will be highest. Targeting will be done demographically, based on adults whose disposal income and gift demand is discretionary. Values-led, design-conscious and authenticity-seeking consumers, psychographically, will be prioritised. On the behavioural front, focus will be given to people who shop online frequently: 98% (32.2 million) UK online adults used an online retail service in May 2025. The priority segment will thus be the amalgamation of ethical interest, cultural appreciation and online buying willingness (OFCOM, 2025).
[bookmark: _heading=h.ul85zem26yq1]9.3.2 Positioning Strategy
Kalakriti & Co. will establish itself as a reliable destination of authentic South Asian artisan products in the UK with proven provenance and more equitable relationships with makers. The customer value proposition will comprise cultural authenticity, craftsmanship, ethical sourcing and convenient direct-to-consumer purchasing (Guha, Mandal and Kujur, 2025). Authenticated artisan histories and provenance will offer differentiation instead of competing principally based on low prices.  
[bookmark: _heading=h.ih8wh47bmobx]9.3.3 Marketing Messaging
The promise is going to be in the essence that the customers will buy unique pieces of South Asian art with a better understanding of its origin, relationship and quality with the maker. Information about provenance, stories about the artisan, product, reviews and involved certification relationships will be used as supporting evidence (Asian Art Museum, 2025). The tone will be friendly, straightforward, culturally sensitive and informative; not advertising and rhetorical. The issues associated with greenwashing, sincerity, price, quality and delivery will be resolved with the special evidence and definite policies. 
[bookmark: _heading=h.gpx66ml05vvf]9.3.4 Marketing Mix — 7Ps
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[bookmark: _heading=h.vl6059ji340c][bookmark: _Toc239506240]Figure 29: Handicraft Market Concentration
(Source: ReAnIn, 2025)
Product: Product will include the selected textiles, jewellery, pottery and home decoration with the aid of provenance, quality assurance, and appropriate packaging (ReAnIn, 2025).
Price: Price will be aimed at a starting AOV of £72 and product level price at a level of craftsmanship, materials and contribution requirements.
Place: Place will be owned by a UK e-commerce channel which will be backed by quality delivery (Wadud, Liang and Polkinghorne, 2025).
Promotion: Promotion will be a combination of social content, search, creators, email, PR and selected events.
People: Specialists specializing in product areas will be joined together with craftsman relationships and progressive marketing/customer-service potential (Scholdra, Wichmann and Reinartz, 2023).
Process: Process will streamline discovery, checkout, fulfilment, returns and support.
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[bookmark: _heading=h.z4zhd9xft2n4][bookmark: _Toc239506241]Figure 30: Importance of Packaging
(Source: Schifferstein, de Boer and Lemke, 2021)
Physical Evidence: The photographs, reviews, packaging, provenance information and evidence of certification where necessary will be considered physical evidence (Liu et al., 2026). 
[bookmark: _heading=h.l5mbiodspxg2]9.3.5 Customer Acquisition Strategy
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[bookmark: _Toc239506206]Table 9: Customer Acquisition Funnel
After the awareness, engagement, lead generation, conversion, retention and advocacy will follow the importance of acquisition. The 2026 research Ofcom will conduct will aid social-first activity: 89% of the adult internet users of the UK will visit at least one social platform, and the percentage will climb to 97% among the 16-34 age group (Ofcom, 2026). The workbook will target 600,000 audience, 4% interaction, 30% qualified-visitor conversion and 2.5% on-site conversion. To accommodate the 1,200-order Year-1 projection, these assumptions will need more campaigns and more sources of traffic.
[bookmark: _heading=h.qhphy8i0irqt]9.3.6 Digital and Offline Marketing Tactics
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[bookmark: _heading=h.r6mdoynmhcn][bookmark: _Toc239506242]Figure 31: Social Media Platform and Retail Sales
(Source: Ofcom, 2026b)
Social media will establish visual discovery; information will be clarified about artisans, provenance and application; inventors and locales will provide trusted contact; search will be capturing needy demand; email will be aiding retention; events will result in a physical touch. The 2025 data published by Ofcom will demonstrate that Google Search will access 82% of adults in the UK and approximately 3 billion searches each month by then, and that the number of Instagram users in the UK will increase to 35.5 million by end of 2025 (Ofcom, 2026b). The reach, traffic, conversion, CAC, AOV and repeat-purchase data will be used to optimise performance. The workbook will allocate £6,000 to paid social, £3,500 to paid search and £2,500 to creator partnerships.
[bookmark: _heading=h.hquhqxsddxod]9.3.7 Sales Strategy
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[bookmark: _Toc239506207]Table 10:  Sales Strategy & Controls
The customer journey will be fed by sales primarily being pushed by the owned e-commerce site, but also aided by social, search, creator and partnership activity. The discovery of products will result in provenance-led consideration, checkout and fulfilment, review and retention activity. AOV of £72 and Year-1 orders of 1,200 will be used to give the financial model, which will create a revenue of £86,400. Repeat buying, cross-selling and gifting will lead to an increment in the customer lifetime value and decreased dependency on the acquisition of first-time buyers (Lundin and Kindström, 2023).
[bookmark: _heading=h.6dk577ku3ufe]9.3.8 Marketing Budget and Performance Measures
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[bookmark: _Toc239506208]Table 11: Marketing Tactics & Measurement
Year-1 marketing expenditure will be £15,000, increasing to £21,000 in 2028 and £28,000 in 2029 as planned orders rise. CAC will be measured relative to the contribution of 39.24 off 72 orders. These metrics that the management will monitor are reach, leads, conversion, orders, AOV, CAC, repeat purchase and contribution. As per ONS (2026) in the three months to July 2026 online spending is going to be 11.0% more than in the same time last year; online sales is going to be 28.3% of the retail sales.
[bookmark: _heading=h.7s8zkpmqd7vq][bookmark: _Toc239506080]9.4 Human Capital Management Plan  
[bookmark: _heading=h.581t5puasyjr]9.4.1 Organisational Structure
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[bookmark: _Toc239506209]Table 12: Human Capital — Organisation & Roles
Kalakriti & Co. shall use lean functional structure to contain employment cost, but at the same time have adequate growth potential. The Founder/Managing Director will then supervise the strategy, artisan relations, finances, governance and brand management. An Operations assistant will then be in charge of stock, fulfilment, quality control and customer service, and a Marketing and Customer Experience employee will take care of campaigns, CRM, content, customer communication and analytics (Jerab and Mabrouk, 2023). When needed, specialty work such as accounting, photography, web development and legal services will be hired. This will enable the business to maintain strategic control without allowing itself to become tied down to overheads that it may not need permanently (Alawamleh et al., 2024).
[bookmark: _heading=h.t84p9oj5q699]9.4.2 Staffing Requirements
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[bookmark: _Toc239506210]Table 13: Compensation, Benefits & Compliance
The Founder/Managing Director will be full-time from Month 1. Recruitment of the Operations Assistant will be done in Month 4 when the order volumes will rise and necessitate more fulfilment and inventory. Marketing: Month 7 will be the time of marketing and CX recruitment since the activity of customer acquisition and retention will be more complicated. The additional employees will also not be given a thought until volumes of orders, customer requests as well as fulfillment hours or even marketing have surpassed current capacity. Freelancers will also be retained on the basis of specialist needs where they are flexible as they will not become permanent on payments (Pires et al., 2024).
[bookmark: _heading=h.lh7558vagqkj]9.4.3 Labour Costs
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[bookmark: _Toc239506211]Table 14: Staffing Plan & Labour Cost
Founders will be budgeted at £24,000/year, Operations Assistant and Marketing and CX will be budgeted at £23,000/year and £26,000/year respectively, with a 3% . annual pay rise. The supplementary rate of 15% on top of the 2026/27 yearly secondary amount will be added as Employer National Insurance. Statutory workplace pension will also be available to eligible employees and employers will usually be required to make quite a contribution of at least 3% on qualifying earnings (Government Digital Service, 2025). Recruitment and development will consist of the following spending: operations recruitment at £1,200, onboarding at £800, Marketing/CX recruitment at £1,200, and specific training budgets.
[bookmark: _heading=h.efqnbwob7ait]9.4.4 Recruitment and Selection
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[bookmark: _Toc239506212]Table 15: Recruitment, Training & Development
Web based job sites, professional networks, local communities and pertinent e-commerce or marketing networks will be utilized to recruit new employees (Ruparel et al., 2023). It will be selected based on operational reliability, digital capability, customer-service orientation, communication capabilities and readiness to learn more about South Asian artisan products and provenance. It will be started by the Founder with recruitment, through the screening of structured CVs, competency-related interviews and practical tests (Hall, 2024). The operations applicants will be evaluated based on accuracy and fulfilment ability whereas Marketing/CX candidates will be evaluated based on content, analytics and customer-engagement exercises. Recruitment cost will not be exceeded by the budgeted figure of £1,200 per major position.
[bookmark: _heading=h.81b88qoxfktl]9.4.5 Training and Development
The new employees will be subjected to organized induction which includes the values, responsibilities, systems and operating procedures of Kalakriti and Co. Training of products and artisans will create an understanding of provenance, craftsmanship, materials and cultural background to facilitate the communicated credibility to the customer (Sharma et al., 2025) . Training on customer-service will prepare a standard response in terms of handling complaints and standards of dealing with customers. Technical development at the level of analytics, CRM, optimisation of content and campaigns will be offered to marketing/CX employees. Training will entail quarterly product/provenance and customer-service development and biannual digital analytics development (Dwivedi et al., 2021) . Performance will then be measured based on operation accuracy, measures of customer service, response time, CAC, conversion and repeat purchase.
[bookmark: _heading=h.r2siihvaf908]9.4.6 Compensation, Benefits and Compliance
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[bookmark: _heading=h.10k86lidtyhx][bookmark: _Toc239506243]Figure 32: National Minimum Wage rates to apply from 1 April 2026
(Source: Low Pay Commission, 2026)
To aid with retention, the business will offer clear wages, legal benefits and rewards based on performance. Review of salaries will be taken after one year on the basis of responsibilities, performance and affordability. The appreciation process will involve building potential, growth in responsibility and feedback of performance as opposed to using monetary rewards only. Duties, pay, working arrangements, leave and policies related will be defined within employment contracts. As of April 2026 the National Living Wage of employees aged 21 and above will be 12.71%, which is based on a 4.1% rise over the 12.21% of April 2025 (Low Pay Commission, 2026). The following will be met in the business working-time, pension, equality, data-protection and health-and-safety requirements. The automatic enrolment into a workplace pension will typically be necessary to eligible employees who are earning at least 10000 per annum, and possess both the age and UK-working reasons (GOV.UK, 2025). These measures will ensure safety of the employees and curb financial and legal liabilities in employment.
[bookmark: _heading=h.ki0k7hus9pws][bookmark: _Toc239506081]9.5 Integration and Conclusion
The financial, marketing and human-capital plans will be a system which will work together. The investment in marketing will lead to the creation of reach and qualified leads, which will be translated to a customer, order and revenue. The increase in orders will result in higher fulfillment and customer-service loads, but only further staffing will be triggered by the requirement of operational capacity (Arun Geddada et al., 2025). Contribution, profitability and cash requirement will in turn feed off staffing, marketing and operating expenditure. The model will first utilize lean models and will utilize contractors in cases where permanent employment is not yet financially viable. The orders, AOV, conversion, CAC, repeat purchasing, workload and cash available will be constantly monitored by the management. This solution will facilitate controlled scalability and minimize the possibility of hiring too many people or too many overheads and poor service (Md Mainul et al., 2025).
[bookmark: _heading=h.p1qzwhyh7toy]

[bookmark: _heading=h.on16pt8qyt15][bookmark: _Toc239506082]Chapter 10: Operations Plan
[bookmark: _heading=h.qyvm71geja4u][bookmark: _Toc239506083]10.1 Operating Model, Scope and Frameworks
Kalakriti & Co. will be an e-commerce company headquartered in the UK and will deal directly with consumers that will operate between trusted South Asian artisans and the ones in the UK. Operating model will include sourcing, product onboarding, digital sales, fulfilment, delivery and retention (Qiang, Liu and Steenbergen, 2021). The flow and capacity control will be supported with lean operations management, and process mapping will be performed to resolve responsibilities and bottlenecks. The model will presuppose direct artisan connections, sale based on Shopify, outsourced cross-border logistics and scalable online operations.
[bookmark: _heading=h.ns35f9vt841u][bookmark: _Toc239506084]10.2 Operational Workflow and Capacity
[bookmark: _heading=h.cnxa38k86ub6]10.2.1 End-to-End Workflow
The operations will be commenced by finding the communities of artisans, making verification visits and signing of direct fair-pay contracts. Maker identity, community, craft and product photography will be recorded in provenance (Tarquini, Mühlbacher and Kreuzer, 2022). Photographing, cataloguing, and uploading product photos to Shopify with maker stories, and organic social and email will then be used to direct the customer to transparent checkout.
[bookmark: _heading=h.285zdxnaig02]10.2.2 Customer Journey and Capacity
[image: ]
[bookmark: _heading=h.magi29bgdid1][bookmark: _Toc239506244]Figure 33: Rolling three-month and monthly index for the quantity bought in all retailing
(Source: Retail Sales team, 2026)
Once the payment is received an order confirmation will be executed with artisan partners, and packed and shipped via customs to consumers in the UK. Repeat purchases and referrals will be encouraged by providing a post purchase review, customer photos and customer retention emails. The UK online market can affirm this model: ONS statistics show that online spending has increased 11.0% greater in the three months to July 2026 than it was a year earlier, with online sales comprising 28.3% of retail sales in July 2026. The 2025 annual online sales of the UK were 27.4% of total retail sales (Retail Sales team, 2026). Capacity will be then measured by order volumes, dispatch time, stock availability, delivery performance and returns where fulfillment becomes the major bottleneck of operations as sales increase.
[bookmark: _heading=h.b64mks2wchym][bookmark: _Toc239506085]10.3 Location, Facilities, Equipment and Technology 
[bookmark: _heading=h.rpr93hlfhrt6]10.3.1 Location and Facilities
Kalakriti will be operated with an online-first operating model where management and customer services will be located in the UK, and the sourcing activity will be located in South Asia. A small UK storage and packing facility will be desirable as compared to a retail shop since the forecast model favours e-commerce and it is restrictive of the cost of fixed premises (Urquhart et al., 2022). This warehouse will also offer safe storage and adequate space of receiving, checking, packing and dispatching-artisan products.
[bookmark: _heading=h.b0lg4v77e34e]10.3.2 Equipment and Technology
There will be shelving and packing benches, weighing equipment, product-photography equipment and computers (intended to be expensive and secure). Shopify will handle product listing and ordering, payment, customer-service, email/CRM and analytics and inventory applications will fibulate the operating workflow. This will offer the room to grow orders without commensurately rising premise expenses.  According to Faye Digital’s 2025 analysis, a mid-market manufacturer slashed order-processing time from 18 to three minutes, saving 2,050 hours annually and cutting error rates dramatically; equaling a 247% return on investment (ROI) in 18 months (Hurd, 2025).
[bookmark: _heading=h.mkmml51cwzx3][bookmark: _Toc239506086]10.4 Supply Chain, Procurement, Inventory and Logistics  
[bookmark: _heading=h.cslqljtwxjnc]10.4.1 Sourcing and Procurement
The supply will be established based on direct associations with verified artisan communities and will exclude any needless intermediaries. The price will be purchased with an agreed fair-pay basis, specifications of the product and provenance paperwork. First sourcing will focus on trusted makers and the controlled network of a minimum of ten artisan partners, and purchase orders will be aligned with the demand to decrease the risk of inventory. The supplier performance will be evaluated based on quality and reliability, lead time and ethical requirements (Indiehaat, 2026).
[bookmark: _heading=h.qxa2ayz0xvzk]10.4.2 Inventory and Logistics
[image: ]
Figure 34: UK–India Goods Exports and Average Tariffs Before and After the CETA
(Source: Parliament.uk, 2026)
Products will be transferred out of the artisan production to quality checking, packaging and international shipment to the UK customers. An inventory of stock will be made to record SKU, quantity, cost of purchase, provenance and order status. International logistics will demand customs documentation, proper product classification and efficient carriers. The UK-India CETA became effective on 15 July 2026 and for which the tariff liberalisation will be applied to large portions of bilateral goods trade; whether a product will be eligible will require its origin and rules of the agreement (Parliament.uk, 2026). Alternate carriers; stocking of high demand products; alternative sources of artisan suppliers; diversified sourcing sites and anticipated tracking of customs delays will be included in contingency.
[bookmark: _heading=h.sfuubm75wq3][bookmark: _Toc239506087]10.5 Quality, Compliance and Operational Controls 
[bookmark: _heading=h.sd5pkbacerdi]10.5.1 Quality and Compliance Controls
The quality will be managed by artisan inspection, product specifications, photograph inspection and pre-dispatch inspection and the provenance record of each product will be kept. Complaints of customers, returns and supplier problems will be recorded and checked to see common failures or faulty descriptions (Cromwell et al., 2025). This is going to be significant to business as clients will trust the company more, the avoidable returns will be minimised, and the ethical stance of Kalakriti will be established. Quality checks will thus include craftsmanship, dimensions, materials, product description and packaging.
[bookmark: _heading=h.ystkvuaplkap]10.5.2 Legal, Safety and Data Controls
[image: ]
Figure 35: Cumulative growth in real hourly and weekly pay for workers aged 21 and over, UK, 1999-2026
(Source: Low Pay Commission, 2026)
Operation will keep proper records of customs, consumer-order and privacy controls and safe payment. Staff will be organised in accordance with the UK regulations now and from April 2026, nationwide Wage levels are 12.71 per hour with a minimum wage of 21 years and 15%  as the employer National Insurance rate. Packing, manual handling and risks in the workplace will be included in the health-and-safety procedures (Low Pay Commission, 2026). Operational KPIs will be the order accuracy, the dispatch time, their delivery performance, the rate of returns, complaints, stock discrepancies and supplier defects, so corrective action can be taken before the quality of service can decline.
[bookmark: _heading=h.l753dvhqrqiv][bookmark: _Toc239506088]10.6 Operational Synthesis
The model will harmonize ethical sourcing and scalable digital sales process with outsourced logistics that are cross-border. The reliability of the delivery internationally, the availability and capacity of the inventory to satisfy demands will be the key limitations. Provenance records, sufficient stock covers and timely logistics, plus certified suppliers will be important to successful implementation (Achebo, 2025). These measures will facilitate feasibility with capacity and staffing growing as demand increases.
[bookmark: _heading=h.5a88wb8smisd][bookmark: _Toc239506089]Chapter 11: Feasibility Analysis
[bookmark: _heading=h.tggne39p5209][bookmark: _Toc239506090]11.1 Feasibility Basis and Decision Criteria 
The feasibility of Kalakriti will be evaluated based on market evidence, stakeholder/ethical analysis, operations/capacity analysis, break-even and sensitivity analysis, and strategic-fit logic. It will determine whether demand is available, ethical arguments are valid, operations can occur, cash considerations are solvable and financial resources agree with the proposed model. Judgement will not make any assumptions on whether it will work out or not and thus, would be made under conditions (Nair, Maity and Pai, 2025).
[bookmark: _heading=h.1p8o5pmz83mu][bookmark: _Toc239506091]11.2 Ethical and Market Feasibility  
[bookmark: _heading=h.yta042jph2ze]11.2.1 Ethical and Stakeholder Acceptability
[image: ]
[bookmark: _heading=h.1lo72q3pxfng][bookmark: _Toc239506245]Figure 36: 40% of consumers say they returned products due to incorrect information
(Source: Schick, 2025)
The ethical promise of Kalakriti would be high since its prototype will directly relate the South Asian artisans to the consumers of the UK and record provenance instead of ethical rhetoric. This concerns the issue of material trust: in 2025, 65% of UK consumers said that they made purchase decisions on the basis of reviews/comments, with 66% of that category of orderers stating that a mismatch between what they received and what was described made them give a negative review (Feeley, 2025). 40% had sent back a product due to provision of incorrect or false product information (Schick, 2025). As a result, display of provenance, proper description and equitable remuneration contracts will be controls of viability, rather than just feature boasting.
[bookmark: _heading=h.kdfppt21rgaz]11.2.2 Market Demand and Competition
[image: ]
[bookmark: _heading=h.uesvuxkaa2p7][bookmark: _Toc239506246]Figure 37: Cost of Living problem of UK
(Source: Ryan, 2026)
The market that will be available will be large and not monopolistic. According to Ofcom (2026a), 98% (32.2 million) of adults in the UK visit an online retail service in May 2025, and they have an average 18 minutes a day spent on online retail services. In 2025, online retail increased to 27.4% of UK retail sales and, in July 2026, it reached 28.3% and online spending grew by 11.0% year-on-year in the three months to July 2026. This is a pointer to digital expansion though careful expenditure is a limitation: 90% of the respondents in the April 2026 survey by PwC cited cost of living as their overriding issue and 80% of their future spending outlay was to be reduced in the short-term (Knowles, 2026).
[bookmark: _heading=h.cjr6yxl063yy][bookmark: _Toc239506092]11.3 Technical/Operational Feasibility
[bookmark: _heading=h.tdkq7en4w17g]11.3.1 Workflow, Technology and Capacity
The given workflow will be practically implementable since the sourcing, provenance verification, Shopify onboarding, digital ordering, international fulfilment, and post-purchase retention are interconnected processes that can work together. The first goal of setting up at least 10 artisan associates in six months offers a comfortable supplier base.
[bookmark: _heading=h.1cgusryq7mmr]11.3.2 Suppliers, Staffing and Compliance
Direct sourcing will enhance less reliance on the intermediaries, but cause supplier and logistics hazards. The FTA between UK and India became effective on 15 July 2026, although in 2025, UK-India trade had reached 48 billion; the agreement affords the country enormous tariff relief yet the use of product-specific rules of origin still bear relevance (GOV.UK, 2026). The lean operational staffing will commence and will increase as the order workload increases. Technology is an option, yet the issue of data protection cannot be overlooked: the Data (Use and Access) Act 2025 was legislated in June 2025, and the appropriate provisions were incorporated thereafter.
[bookmark: _heading=h.1vwdm6kwofa][bookmark: _Toc239506093]11.4 Financial Feasibility 
[bookmark: _heading=h.y5vi6q4h5nlk]11.4.1 Revenue, Margin and Break-Even
Kalakriti’s 2027 forecast assumes 1,200 orders, a £72 AOV and £86,400 revenue. Variable costs are 45.5% and this will yield a 54.5% contribution margin and a contribution per order of about 39.24%. However, fixed and people costs produce an estimated break-even requirement of approximately 2,427 orders, equivalent to about £174,771 revenue. Hence, the forecast fails to indicate the initial 18-month break-even target with the assumed conditions. The key weaknesses in financial feasibility are the gap.
[bookmark: _heading=h.scbif3af0vnr]11.4.2 Funding and Sensitivity
The proposed funding of 57,000 (a £40,000 equity and £17,000 debt) is barely over identified start-up expenses of about 56,000, and thus, offers scanty non-bank overdraft cover during the launch period. The working-capital discipline and possibly funding renewal are therefore necessary in the model. Such an issue is motivated by 2026 conditions in consumer behaviour: 54% of all UK adults had made a BNPL purchase, as compared to 42% in 2025, signifying payment flexibility yet also a potentially price-sensitive market (Parker, 2025). The financial feasibility is thus a conditional factor, and the order quantity and the amount of cash available is the determining factor.
[bookmark: _heading=h.sh1nlh4il2rx][bookmark: _Toc239506094]11.5 Strategic Fit, Risks and Mitigation 
[bookmark: _heading=h.ckkwz5hfaua5]11.5.1 Strategic and Business-Model Fit
[image: ]
[bookmark: _heading=h.speft8evh94d][bookmark: _Toc239506247]Figure 38: Black Friday Sale in UK
(Source: PricewaterhouseCoopers, 2025)
The differentiation of Kalakriti will also fit its target proposition due to the elements of authenticity, provenance, direct relationships with the artisans and ethical remuneration that will support its DTC model. The online path is highly placed: 89% of adults in the UK aged 60 and above who are internet users in 2026 will transpire to 97% of those between 16-34 years (Ford, 2026). Moreover, PwC projects the UK Black Friday expenditure to over £6.4 billion in 2025, most of the expenditure being carried out online, which shows the significance in business of digital retail (PricewaterhouseCoopers, 2025).
[bookmark: _heading=h.93zt5zoip05y]11.5.2 Material Risks and Mitigation
The most impactful risk will be lack of demand since the 1,200-order forecast is less than 2,427-order break-even point. The management is to use a progressive release, trial CAC/conversion tracking as well as adaptable advertisement spending. The second significant threat is a lack of trust due to false provenance or product description; it will be alleviated by verification with Makers, photography and documented product information.  Lastly, labour costs must be controlled since the 2026 National Living Wage is 12.71/hour which is 4.1% higher than in 2025 whereas the employer NIC is at 15% (Prasad et al., 2025).
[bookmark: _heading=h.pikjd632oyi6][bookmark: _Toc239506095]11.6 Integrated Viability Judgement  
The evidence confirms the need to continue adjusting and conditioning, and not to introduce such change at once and on a large scale.  On the positive side, online retail sales comprised 27.4% of UK retail sales in the year 2025, online spending grew 11.0% in 2026 and 98% of online adults in the UK utilized online retail services in May 2025. Verified artisans, provenance controls and diversified logistics will also make ethical and operational feasibility possible. Once the financial viability is also the concluding limit since the scheduled 2027 sales of 1,200 orders are well short of the estimated break-even mark of about 2,427 hence an order.
[bookmark: _heading=h.l56rklus0cjc][bookmark: _Toc239506096]Chapter 12: Implementation Plan — Kalakriti & Co.
[bookmark: _heading=h.hzde38s85jbj][bookmark: _Toc239506097]12.1 Implementation Approach and Launch Phases
Kalakriti & Co. will follow a step-wise implementation process starting with preparation, and proceeding to testing, soft launch, full launch and stabilisation. This will minimize the risk of execution because it will guarantee that before significant marketing spending is done on the business, the suppliers, technology, staffing and compliance are verified. The strategy will represent the high rates of online-retail in the UK: 98% of UK online adults (32.2 million) accessed an online retail service in May 2025 spending 18 minutes per day on online retail services on average (Ofcom, 2025).
[bookmark: _heading=h.ws99pvvtnn97][bookmark: _Toc239506098]12.2 Milestones and Timeline
[bookmark: _heading=h.u6o8gyabkj8]12.2.1 Key Milestones
[image: ]
Table 16: MILESTONES AND LAUNCH-READINESS GATES
The timeline is not going to be a launch-event based schedule, but it will be filled with milestone gates. This matters as the UK-India FTA came into effect on 15 July 2026, whereas the UK-India trade stood at 48 billion in 2025; nevertheless, tariff schedules, customs/origin obligatory will have to be operated (Crown copyright, 2025).
[bookmark: _heading=h.tbz516byx2i7][image: ]12.2.2 Gantt-Style Implementation Schedule
Table 17: Gantt Chart
The soft launch will offer evidence on demand and quality of services and fulfilment prior to unlimited scaling, in line with the milestone and dependency requirements as mandated in the guidance.
[bookmark: _heading=h.fgba47hz4zpa][bookmark: _Toc239506099]12.3 Resource Allocation and Priorities
[bookmark: _heading=h.khhl3qfeunj5]12.3.1 Resource Allocation
Implementation will align with £57,000 funding (£40,000 equity; £17,000 loan) against £56,000 start-up costs, leaving a £1,000 buffer. The initial leader will be the Founder/MD then Operations Assistant, and Marketing/CX staff. The operations will be supported by Shopify and provenance systems, and sourcing will be supported by 10 artisan associates and backup suppliers (Shopify, 2026).
[bookmark: _heading=h.khxhct5fqf70]12.3.2 Short- and Long-Term Priorities
The compliance, reliability of the platform, the reliability of the suppliers, the process of acquiring customers and conserving cash will be prioritized in short-term terms. The forthcoming long run investments will be geographic expansion, new product lines, automation and higher capacity of suppliers (Rashid, 2020). This difference helps to avoid the unnecessary spending of funds in time and adheres to the resource requirement of the handout.
[bookmark: _heading=h.8lmb35nel24d][bookmark: _Toc239506100]12.4 KPIs, Monitoring and Control
[bookmark: _heading=h.m2t2leu9s2bo]12.4.1 KPI Measures and Targets
	KPI
	Target
	Frequency
	Owner
	Corrective action

	Orders
	1,200 Year 1
	Monthly
	Founder
	Reallocate acquisition spend

	AOV
	≥£72
	Monthly
	Marketing/CX
	Test bundles/pricing

	Conversion
	≥2.5%
	Weekly
	Marketing/CX
	Improve UX/content

	CAC
	Within budget
	Monthly
	Marketing
	Pause weak channels

	On-time fulfilment
	≥95%
	Weekly
	Operations
	Escalate supplier issues

	Contribution margin
	≥54.5%
	Monthly
	Founder
	Review sourcing/pricing

	Cash reserve
	≥3 months fixed costs
	Monthly
	Founder
	Delay discretionary spend


Table 18: KPI and Control
[bookmark: _heading=h.tu79jb116ybb]12.4.2 Monitoring and Control
Weekly launch meetings will be used to compare actual vs planned progress, budget and operational KPIs. The monthly financial review will evaluate revenue, contribution, CAC and cash. Probability or impact change will cause a risk register to be updated. This is in direct relation to the frequency, ownership and corrective action that is required in the handout (Treelife, 2026).
[bookmark: _heading=h.xzfkem9yhbkn][bookmark: _Toc239506101]12.5 Change Management and Implementation Risks
[bookmark: _heading=h.qenkz1nxq51i]12.5.1 Change Management
Adopting Shopify, provenance documentation, direct-artisan workflows and customer-service standards will be needed to be implemented. The department employees will undergo training on their respective roles, and the suppliers will undertake prescribed quality requirements. The soft launch will detect resistance, problems with the system and difficulties with the workflow prior to full implementation. Ofcom (2026) adds to this, indicating that 89% of adults using the internet in the UK went to social media, but 97% of individuals aged 16-34 years.
[bookmark: _heading=h.x1lyd4vah09x]12.5.2 Implementation Risks and Contingencies
[image: ]
[bookmark: _Toc239506248]Figure 39: PwC Consumer Sentiment Index
(Source: PwC, 2026)
The staged marketing will be initiated by the demand risk and the alternative artisans will be started by the supplier failure. Technology downtimes will need backups and manual processes, recruitment delays will consist of temporary support. Intermediate spending will be limited by cost overburdens. PwC (2026) identified 9 in 10 consumers whose cost of living worry and 8 in 10 plan to spend cutbacks. Increased pressure on labour-costs will also be put on with the introduction of the £12.71 2026 National Living Wage.
[bookmark: _heading=h.jmbz1m9i2mvz][bookmark: _Toc239506102]12.6 Implementation Readiness Summary
Kalakriti and Co. will be prepared to be launched in a controlled manner, similar to and not exceeding control growth; once it has proven that it can fund, comply, test artisan verification, staffing, platform testing and supplier preparation. The logic implementation will safeguard the limited working capital, but the real customer evidence will be used in place of assumption which was not certain enough. The full launch will be completed based on the soft launch performance at Month-3 that is satisfactory in terms of conversion, fulfilment, customer response and cash performance.  
[bookmark: _heading=h.exz8ypf1tcdd][bookmark: _Toc239506103]Chapter 13: Conclusion and Recommendations
[bookmark: _heading=h.7f46hhxhgvsw][bookmark: _Toc239506104]13.1 Evaluation of Theoretical and Analytical Frameworks
The frameworks employed throughout this proposal were most useful where they compelled evidence-based choice, as opposed to description. In Chapter 7, VRIO chose its way clear, making a distinction between the two resources that could be used to maintain the advantage, namely direct artisan relationships, sourcing network of the founder and resources simply at parity, which initially it assumed that ethical positioning would be the only distinguishing factor between Kalakriti and its competitors. Chapters 5 and 6 became one defensible strategic decision using SWOT and the Suitability- Acceptability- Feasibility test, and revealed the CETA tariff change and certification gap that became the CETA tariff change and certification gap that consumed the choice (Somya, 2026). The main constraint of theirs was the concept of static framing: with the aid of each of these tools the frequency with which a competitor would bridge the gap of verifying was not measured, and that is why the financial and break-even modelling of Chapter 11 became the decisive one over the qualitative work of this strategy in concluding on feasibility.
[bookmark: _heading=h.mo07spallhvt][bookmark: _Toc239506105]13.2 Synthesis of Key Findings
Together, the evidence provides an answer to the research question in favour of Kalakriti only to some degree. Market and ethical drivers have high scores: UK online shopping stays positive, provenance and authenticity have underutilization in Etsy, NOVICA and Fabindia, CETA agreement erases the principal cross-border barrier, highlighted in the objectives (Barkho, 2023). Strategic and operational insights are also encouraging - the differentiation strategy aligns with the resources that VRIO identifies, and the sourcing-to-fulfilment workflow can be implemented with a ten-artisan core. Economic results are, however, not yet supportive of this image: Year-1 predictions of 1,200 orders would be way below the 2,427-order break-even point, and the funding buffer of 1,000 would be inconsequential in view of early cash limitations. The proposal thus achieves its targets on ethical sourcing design and market/operational validation only but not on demonstrating commercial viability at the desired launch level (Tandon et al., 2025).
[bookmark: _heading=h.hgqb5fue8m43][bookmark: _Toc239506106]13.3 Overall Feasibility Judgement
Cumulatively, the evidence confirms the judgement in Chapter 11 based on conditional feasibility as opposed to unqualified viability. Each of the five is ethically, market, and operationally sound, with the limiting variable being financial feasibility due not only to the order-volume gap but also due to the thin working-capital margin.
[bookmark: _heading=h.kzzjz1egcjyr][bookmark: _Toc239506107]13.4 Strategic Recommendations
There are three activities that should be of priority. To begin with, it is imperative that Kalakriti bridges the verifiability gap revealed in the VRIO and SWOT analysis through formalisation of provenance documentation before seeking costly third-party certification as the strategy of differentiation is secured at minimum expense (Solutions Hub, 2023). Second, it is advisable that the management adjusts the funding structure: either with more equity or with staged marketing expenditure based on a monthly cash trigger, since the current buffer of £1,000 is too small in comparison to the projected operating losses through 2029. Third, customer acquisition must be built upon the retention-based, low-cost strategies like email marketing, due to the 45:1 payback determined in Chapter 7, and not paid acquisition, which cannot be maintained in the presence of more funds and strong competitors (Bose, 2026).
[bookmark: _heading=h.gz8wxn2vvfuo][bookmark: _Toc239506108]13.5 Final Decision
This suggestion is tentative. Kalakriti & Co. ought to move to the soft-launch stage as is laid down in Chapter 12, provided it secures more working-capital protection and can show within the Month-3 soft-launch that it has been converting and that its order volumes are trending towards the break-even point, before full-scale marketing spending is incurred.
[bookmark: _heading=h.5oay01b4jumc][bookmark: _Toc239506109]13.6 Future Development Needs
Subsequent efforts ought to confirm the 2.5% conversion target with soft-launch data, ensure a price elasticity test on the target around the AOV of £72, It is also helpful to keep track of the timeline of the EU Digital Product Passport as each of that directly influences whether the financial disparity as observed in this chapter is realistic.
[bookmark: _heading=h.ixuf081859jq][bookmark: _Toc239506110]
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The majority of Gen Z (63%)
and millennials (62%) are
willing to pay more for
ethically made items
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Key Takeaways

 Handicrafts Industry employs 64.66 lakh artisan workers; Women account for
64% of total artisans and 71% of the handloom weavers.

* Handicrafts exports rehched ¥33,122.79 crore in 2024-25, reflecting increased
global demand.

+ Government led initiatives such as NHDP, CHCDS, Labour Codes and Pehchan
ID, creating better infrastructure, market access and social security for artisans.

+ Comprehensive skill development initiatives undertaken to upgrade traditional
eraft skills for modern, high-value markets
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Key Etsy Marketplace Figures
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Founded Items for Sale Annual Gross Merchandise Sales in 2025

~5.6M ~86.5M

Active Sellers (as of Dec. 31,2025) Active Buyers (as of Dec. 31,2025)





image10.png
livelihoods.

India currently has an estimated 64.66 lakh handloom and handicraft artisans. Women form a major part of this workforce, accounting for 71% of handloom weavers and
64% of total artisans as of August 2025. This strong participation highlights the sector’s role in supporting employment and empowerment, especially in rural communities.

‘With a large number of artisans and weavers, the sector confinues to hold an important place in India’s evolving marketplace. As commerce becomes increasingly digital, online
access is helping these craft communities participate more directly in the market. Through the Digital India initiative, traditional livelihoods are increasingly gaining access o
digital commerce opportunities.
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Reigning Supreme in Social
Commerce

The key social platforms for discovery and research are also the ones through which UK
shoppers first develop an interest in products they haven’t previously encountered.

. Top social platforms for product discovery and research
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UK-India Trade Deal Boosts Handmade Exports

By Rediff Money Desk, New Delhi

© 1MinuteRead  § § Listen to Article Jul 25,2025 1631

India-UK free trade agreement eliminates tariffs on textiles, opening growth opportunities for handmade products. Industry players see
increased demand and potential for artisans.

New Delhi, Jul 25 (PTI) The elimination of tariffs on textiles and apparel under the India-UK free trade agreement
signed on July 24 will open up strong future opportunities for handmade products, an industry player said.

Leading handmade fashion and fibre craft supplier Magic Needle founder Heena Patel said India has an incredible
pool of skilled artisans, and fair trade policies can help unlock global demand, giving artists and creators the
platform and recognition they deserve.

Government support around streamlining access to subsidies, funding, and simplified export processes would help

smaller brands scale and encourage more people to explore handmade entrepreneurship, Patel said.

Patel said that Magic Needle has consistently seen a double-digit CAGR in the handmade segment. "We closed the
last financial year with Rs 10 crore in revenue, and we expect to maintain similar growth going forward,” Patel said.
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Value of handicrafts exported from Indian between financial year 2011 to 2025 (in billion Indian
rupees)
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1. TikTok Shop global GMV reached
$66 billion in 2025

TikTok Shop achieved $66 billion in global gross merchandise value for 2025, nearly
doubling the $33.2 billion recorded in 2024. The platform hit $26.2 billion in GMV in just
the first half of 2025, demonstrating accelerating momentum. This growth trajectory
represents one of the fastest e-commerce platform expansions ever recorded, surpassing
the early growth rates of established marketplaces. Source: Resourcera TikTok Shop
Statistics / Marketing LTB Statistics
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UK Sustainable Fashion Market Forecast
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Global Opportunities for
India’s Young Talent
Indian on contract to UK across 33

sub-sectors can operate in UK for 12
months in any 24-month period

-

Independent professionals in UK across
16 sub-sectors can operate in UK for 12
months in any 24-month period

No Economic Needs Test (ENT) for
Indian professional going to UK

Dual social security contributions are
eliminated for assignments of up to
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—
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Reasons for abandoning online purchases at checkout

Reasons respondents say they abandoned an online purchase in the prior 3 months

Percentage who selected each option, with multiple selections allowed

1 was browsing / not ready to buy 42%
Extra costs too high (shipping, etc.) 40%
Delivery was too slow 20%

I didn't trust the site with my crediit card (2

}\I

Had to create an account 18%
Too long/complex checkout process k23
Website had errors/crashed 7%
Return policy wasn't satisfactory 13%

I couldn't see total order cost upfront K223
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SHOPPERS MORE LIKELY TO TRUST USER REVIEWS
THAN INFLUENCERS

65% of UK consumers say they have made a
purchase based on online reviews or comments
from fellow shoppers, as opposed to 58% who
say they have made a purchase thanks to a
social media endorsement

Sports and leisure equipment (63%), decorative
homewares (58%), luxury goods (56%), and
cultural events (55%) are identified as product

categories where consumers are most likely to 0. 8.0 8 8 ¢

find peer-to-peer information valuable
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Strategy Canvas — Kalakriti & Co. vs Key Competitors
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The UK is planning to spend £26.7 billion on Christmas gifts in 2025
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Value Proposition Canvas — Kalakriti & Co.

VALUE MAP

Products & Services

- Handcrafted South Asian textiles, jewellery, pottery, home decor
- Named-maker provenance on every listing

- Direct-o-consumer Shopify website (UK-focused)

- Story-led content: artisan profiles, sourcing photography

- Occasion-based gift bundles (Diwali, Christmas, Eid)

Pain Relievers

- Verified artisan identity replaces unverifiable ethical claims

- Transparent pricing (no hidden fees — reduces 70%+ cart abandonment)
- CETA zero-quty on textiles keeps shelf price competitive

- BNPL option at checkout (54% UK adults now use BNPL)

- Direct sourcing removes mult-layer intermediaries

Gain Creators

- Peer reviews and UGC (trusted by 65% of UK shoppers)

- Emotional connection through maker stories and cultural heritage
- Ethically meaningful gifting in £26 7bn UK gift market

- Fair artisan payment builds buyer's sense of social impact

- Unique, non-mass-produced products with provenance story

CUSTOMER PROFILE

Customer Jobs

- Find genuine handcrafted artisan products online
- Buy gifts that reflect personal values
- Support fair-pay artisan communities
- Discover culturally rich, unique home decor

Pains.

- Greenwashing scepticism (49% UK shoppers distrust brand claims)
- Etsy flooded with mass-produced and Al-isted goods
- NOVICA shipping expensive and siow for UK buyers
- Hidden checkout costs drive cart abandonment above 70%
- Cost-of-iving pressure limits non-essential budgets

Gains.

- Confidence that purchase directly helps a named artisan
- Unique, conversation-starting home items

- Accessible ethical price point (£20-£60 range)
- Social sharing value from provenance stories
< Guil-free gifting with verifiable impact

(Source: Author's own analysis, adapted from Osterwalder et al., 2014)
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Shopify Payments is Shopify's built-in payment processor, powered by Stripe. It accepts
Visa, Mastercard, American Express and all major digital wallets, plus the wider set of
payment methods customers expect at checkout. Using Shopify Payments eliminates
third-party transaction fees entirely, leaving you only with the credit card processing rate.
Current UK online credit card rates are:

« Basic: 20%+ 25p pertransaction
« Grow: 7%+ 25p per transaction
« Advanced: 15% +25p per transaction

« Plus: From 13% + 25p (negotiated lower at high volume)
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Business Model Canvas — Kalakriti & Co.

Koy Partners

- 10+ South Asian artisan groups|
(Year 1)

- Shopify (platform)

 India Post / DHL (shipping)

- BNPL provider
(KlamalClearpay)

- WFTO |/ Fairtrade (Year 2+)

- UK customs brokers (CETA
documentation)

Key Activities

- Artisan sourcing & verification
- Product photography & provenanc
documentation

- Story-led content creation

- Order fulfiment & cross-border

shipping

not promise
identified by name
- Mid-market pricin
mass)

Key Resources competitive

products

irect artisan relationships (VRIO:
rare, hard to imitate)

- Founder sourcing network

- Sourcing documentation &

photography
- Shopify platform (parity)

(&

/alue Proposition

- Verified, named-maker provenance on

- Fair direct payment to artisans
- CETA zero-duty keeps prices

 Culturally authentic, handcrafted

Customer Relationships Customer Segments

- Maker stories & artisan profiles
- Peer reviews (65% trust over
influencers)

- Responsive order support

- Email-ed retention (not
discounting)

NPL at checkout (54% UK adul

Primary: UK adults 18-44,

e: every artisan East

g (not luxury, not Gift buyers: £26 7bn UK gift

market (2025)

Channels business gifing (Year 2+)

Behaviour: 58% seek peer
reviews in homewares before
buying

- Own DTC website (Shopify UK.
~£25/mo)

- Organic social media (story-led
content)

- Email marketing (primary retention)|
- Gifting-occasion campaigns
eer-review-driven discovery

ethically minded, London & South

Secondary: Corporate & small-

~

-

Cost Structure

Fixed: Shopify subscription (~£25/mo), domain, basic tooling
Variable: Fair artisan payments, intemational shipping (India—UK), packaging, card processing
(2% + 25pitxn). content production, marketing

Advantage: CETA removes up to 12% textile duty; customs-free on shipments under £1,000
Risk: CAC rising ($68-584 average across ecommerce, up 60% since 2023)

1\

Revenue Streams

Primary: Direct product sales via own website (Year 1)
Secondary: Occasion-based gift bundles (Diwali, Christmas, Eid)

Phase 2: Wholesale to independent UK gift retailers.

Phase 2: Corporate gifing channel

Pricing: Mid-market ethical premium (above Etsy avg ~$31, below luxury)

/
<
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Assumption Value Unit / Type Status / Basis

Launch timing Jan-2027 Planning Management assumption

Average order value 72 GBP/order Management assumption

Annual AOV growth 3.0% % Management assumption

Year 1 orders 1,200 orders Management assumption

Year 2 orders 2,100 orders Management assumption

Year 3 orders 3,000 orders Management assumption

Year 4 orders 4,000 orders Management assumption

Year 5 orders 5,200 orders Management assumption

Product cost 35.0% % of sales Management assumption

Fulfilment & delivery 6.0% % of sales Management assumption

Payment processing 2.5% % of sales Management assumption

Packaging 1.5% % of sales Management assumption

Returns/refunds 2.0% % of sales Management assumption

Employer NI rate 15.0% % Verified 2026/27

Employer NI threshold 5,000 GBP/year Verified 2026/27

Employment Allowance 10,500 GBP/year Verified 2026/27 maximum

National Living Wage £13 GBP/hour Verified from Apr-2026

Target conversion rate 2.5% % Management assumption

Planning tax rate 19.0% % Planning assumption; confirm with accountant

01. Integrated Assumptions
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Category Item Amount (GBP) Timing Funding source Notes

Physical assets Initial stock £12,000 Pre-launch Founder equity Opening artisan inventory

Physical assets Equipment/furniture £3,500 Pre-launch Founder equity Packing/office equipment

Physical assets Packaging setup £1,500 Pre-launch Founder equity Initial packaging materials

Intangible/professional Website/e-commerce build £6,500 Pre-launch Founder equity Digital storefront

Intangible/professional Branding/photography/content £3,000 Pre-launch Founder equity Launch assets

Intangible/professional Legal/registration/professional £1,800 Pre-launch Founder equity Planning allowance

Intangible/professional Insurance/setup £1,200 Pre-launch Founder equity Planning allowance

Intangible/professional Software/setup £1,000 Pre-launch Founder equity Initial systems

Marketing Launch marketing assets £2,500 Pre-launch Founder equity Launch campaign assets

Working capital Working capital reserve £20,000 Launch Loan/equity Liquidity buffer

Contingency Contingency £3,500 Launch Loan/equity Uncertainty allowance

TOTAL INITIAL REQUIREMENT £56,500

Funding sources

Founder equity £40,000

Small business loan £17,000

Total funding £57,000

Funding surplus / (shortfall) £500

02. Start-up Costs & Funding Requirement
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Cost item Type FY2027 FY2028 FY2029 FY2030 FY2031

Product cost Variable £30,240 £54,508 £80,204 £1,10,147 £1,47,487

Fulfilment & delivery Variable £5,184 £9,344 £13,749 £18,882 £25,283

Payment processing Variable £2,160 £3,893 £5,729 £7,868 £10,535

Packaging Variable £1,296 £2,336 £3,437 £4,721 £6,321

Returns/refunds Variable £1,728 £3,115 £4,583 £6,294 £8,428

Marketing spend Fixed/step £15,000 £21,000 £28,000 £36,000 £45,000

Other fixed operating costs Fixed £26,000 £30,000 £35,000 £41,000 £48,000

Founder salary People £24,000 £24,720 £25,462 £26,225 £27,012

Operations assistant salary People £17,250 £23,690 £24,401 £25,133 £25,887

Marketing & CX salary People £13,000 £26,780 £27,583 £28,411 £29,263

Employer NI People £0 £29 £367 £715 £1,074

Total operating cost £1,35,858 £1,99,414 £2,48,515 £3,05,396 £3,74,290

03. Operating Cost Structure
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Metric FY2027 FY2028 FY2029 FY2030 FY2031

Orders 1,200 2,100 3,000 4,000 5,200

Average order value £72 £74 £76 £79 £81

Revenue £86,400 £1,55,736£2,29,154£3,14,705£4,21,390

Product cost £30,240 £54,508 £80,204£1,10,147£1,47,487

Fulfilment & delivery £5,184 £9,344 £13,749 £18,882 £25,283

Payment processing £2,160 £3,893 £5,729 £7,868 £10,535

Packaging £1,296 £2,336 £3,437 £4,721 £6,321

Returns/refunds £1,728 £3,115 £4,583 £6,294 £8,428

Total variable cost £40,608 £73,196£1,07,703£1,47,912£1,98,054

Contribution £45,792 £82,540£1,21,452£1,66,794£2,23,337

Contribution margin 53.0% 53.0% 53.0% 53.0% 53.0%

04. Revenue Model & Pricing
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Metric FY2027 FY2028 FY2029 FY2030 FY2031

Revenue £86,400 £1,55,736 £2,29,154 £3,14,705 £4,21,390

Variable costs £40,608 £73,196 £1,07,703 £1,47,912 £1,98,054

Gross profit £45,792 £82,540 £1,21,452 £1,66,794 £2,23,337

Gross margin 53.0% 53.0% 53.0% 53.0% 53.0%

Marketing £15,000 £21,000 £28,000 £36,000 £45,000

Other fixed operating costs £26,000 £30,000 £35,000 £41,000 £48,000

People costs £54,250 £75,219 £77,813 £80,484 £83,236

Total operating costs £95,250 £1,26,219 £1,40,813 £1,57,484 £1,76,236

Operating profit before interest (£49,458) (£43,678) (£19,361) £9,309 £47,100

Interest £1,360 £1,360 £1,360 £1,360 £1,360

Profit before tax (£50,818) (£45,038) (£20,721) £7,949 £45,740

Tax - - - £1,510 £8,691

Net profit (£50,818) (£45,038) (£20,721) £6,439 £37,050

05. Five-Year Profit & Loss Forecast
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Metric FY2027 FY2028 FY2029 FY2030 FY2031

Opening cash - (£50,318) (£95,356) (£1,16,077) (£1,08,128)

Equity/loan funding £57,000 - - - -

Revenue cash receipts £86,400 £1,55,736 £2,29,154 £3,14,705 £4,21,390

Operating cash payments £1,35,858 £1,99,414 £2,48,515 £3,05,396 £3,74,290

Start-up investment £56,500 - - - -

Interest paid £1,360 £1,360 £1,360 £1,360 £1,360

Net cash movement (£50,318) (£45,038) (£20,721) £7,949 £45,740

Closing cash (£50,318) (£95,356) (£1,16,077) (£1,08,128) (£62,387)

06. Cash Flow Forecast
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Selling price / AOV

£72.00

Variable cost per order

£33.84

Contribution per order

£38.16

Annual fixed & people costs

£95,250.00

Break-even orders / year 2,496

Break-even revenue / year 1,79,717

Planned Year 1 orders

1,200

Headroom / (shortfall)

-£1,296.07

Critical interpretation

07. Break-even Analysis

Break-even should be compared with actual capacity, demand, 

conversion and cash timing. The formula is a threshold, not proof that the 

business can achieve it.
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Scenario Orders vs base AOV vs base Variable cost % Marketing Revenue Contribution Other fixed + people Operating profit

Downside 75.0% -5.0% 49.0% £17,000 £61,560 £31,396 £97,250 (£65,854)

Base 100.0% 0.0% 45.5% £15,000 £86,400 £47,088 £95,250 (£48,162)

Upside 125.0% 5.0% 43.0% £14,000 £1,13,400 £64,638 £94,250 (£29,612)

08. Scenario & Sensitivity Analysis
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Average time

Total adult audience in month

O UK onlineA spent by
Rank call service Year-on- | adult reachin | vi
year May 2025
1 Amazon 41.4m 41.5m 43.2m 88% 02:15
2 eBay 30.5m 30.2m 30.7m 63% 01:18
3 Temu 13.8m 20.1m 28.4m 58% 01:10
4 Apple 20.9m 20.6m 22.7m 46% 00:18
5 Tesco 18.4m 18.3m 19.4m 39% 00:22
6 Argos 16.1m 17.4m 18.0m 37% 00:10
7 ASDA 14.5m 15.2m 15.1m 31% 00:14
8 Lidl UK 11.1m 12.8m 14.6m 30% 00:22
9 Vinted 9.4m 11.4m 14.3m 29% 02:42
10 Shein 9.6m 10.5m 13.9m 28% 01:50
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Stage Input / assumption Basis Formula result KPI

Reach / impressions 6,00,000 Planning assumption 6,00,000 Reach

Engagement rate 4.0% Planning assumption 24,000 Engaged users

Qualified visitor rate 30.0% Planning assumption 7,200 Qualified visitors

Site conversion rate 2.5% Planning assumption 180 Orders

Average order value Linked to revenue model 72 GBP/order

Acquisition spend Linked to marketing budget £15,000 GBP

Customer acquisition cost Spend ÷ orders £83 GBP/customer

10. Customer Acquisition Funnel
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Age group Gender

Age18+ Age18-34 Age 35-54 Age 55+ Male 18+ Female 18+
WhatsApp Whatsapp. WhatsApp. WhatsApp WhatsApp WhatsApp.
92% 94% 9% 93% 90% 94%
Facebook Facebook Facebook Facebook Facebook Facebook
80% 85% 86% 83% 81% 89%
Google Google Google Google Google

Maps VLI Maps Maps Maps Maps
77% 84% 79% 75% 78% 77%
VouTube  72%  instagram  82%  YouTube  75%  YouTube  60% VouTube 7% nstagram  73%
Instagram  67%  GoogleMaps 79% Instagram  70%  Amazon s6% Amazon 62%  Youlube 9%
Amazon 6%  Gmal 6%  Amazon 8%  Messenger  55% Instagram €%  Amazon 3%
Gmait 5% Spotity 66%  Mossenger  G1% Instagram  52% Gmail 6% Messonger  62%
Messonger  57%  TikTok 65%  Gmai 5% Gmail s2% Messonger  52%  Gmail 7%
AppleMusic  52%  Amazon 6%  ApploMusic 50%  ApploMusic 49% AppleMusic  49%  AppleMusic 5%
TikTok 46%  AppleMusic 5%  eBay 50%  GooglePlay  48% GooglePlay  48%  Tikok s0%
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Stage Customer action Kalakriti process Control / KPI Owner

Awareness Discovers brand Paid/organic content and creators Reach; engagement Marketing

Consideration Reviews products/provenance Product proof, reviews, FAQs Add-to-cart; time on page Marketing/CX

Conversion Places order Value, delivery/returns and frictionless checkout Conversion; AOV CX/Ops

Fulfilment Receives product Quality check, packaging, tracking and support On-time dispatch; returns Operations

Retention Considers next purchase Email lifecycle, new makers, gifting Repeat purchase rate Marketing/CX

Advocacy Reviews/refers Review request and referral prompt Reviews; referrals Founder/CX

Sales Strategy & Controls
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Tactic Audience Budget (GBP) Owner Primary measure

Paid social Values-led UK shoppers £6,000 Marketing/CX CAC; ROAS

Paid search High-intent artisan/gifting searches £3,500 Marketing/CX Conversion; CAC

Creator partnerships Design, ethical and cultural-interest audiences £2,500Founder + Marketing Tracked sales

Email/CRM Visitors and customers £1,000 Marketing/CX Repeat rate

PR/content Ethical retail/design audiences £1,000 Founder Referral traffic

Pop-ups/markets Local discovery audiences £1,000 Founder + Ops Sales; leads

Total Year 1 marketing £15,000

Marketing Tactics & Measurement
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Role Start Engagement Core responsibilities Growth trigger Reporting to

Founder / Managing 

Director

Month 1 Full-time Strategy, artisan 

partnerships, finance, 

governance, brand

Supplier network and 

management workload

Owner

Operations Assistant Month 4 Full-time Stock, fulfilment, quality 

checks and customer 

support

Order volume exceeds 

founder capacity

Founder

Marketing & CX Month 7 Full-time Campaigns, CRM, content, 

CX and analytics

Channel complexity 

and retention workload

Founder

Specialist 

freelancers

As 

needed

Contract Legal, photography, web, 

accounting

Task outside core 

capability

Founder

Human Capital — Organisation & Roles
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Area Policy / approach 2026/27 reference point Action / control Owner

Base pay Pay above legal minimum and 

benchmark specialist roles

NLW £12.71/hour for age 21+ from 

Apr-2026

Annual pay review Founder

Employer NI Model employer NI on qualifying 

earnings

15% above £5,000 secondary 

threshold

Payroll calculation + allowance 

review

Accountant

Leave / statutory pay Comply with current employment rights Current rules apply HR and payroll checklist Founder/Accoun

tant

Health & safety Safe packing/storage/work environment Legal compliance required Risk assessment and training Founder

Data/customer 

records

Protect customer and employee data Current UK data protection 

requirements

Privacy and access controls Founder

Supplier ethics Maintain provenance and artisan-

payment records

Business commitment Supplier due diligence Founder

Compensation, Benefits & Compliance
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Role Headcount

Annual salary 

basis

FY2027 FY2028 FY2029 FY2030 FY2031

Founder / MD 1 £24,000£24,000£24,720£25,462£26,225£27,012

Operations Assistant 1 £23,000£17,250£23,690£24,401£25,133£25,887

Marketing & CX 1 £26,000£13,000£26,780£27,583£28,411£29,263

Total salary cost £54,250£75,190£77,446£79,769£82,162

2026 National Living Wage benchmark £12.71

Staffing Plan & Labour Cost
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Activity Timing

Budget 

(GBP)

Owner Purpose

Success 

measure

Operations recruitment Month 3 £1,200

Founder Hire capacity before 

fulfilment bottleneck

Role filled by 

Month 4

Operations onboarding Month 4 £800

Founder/Ops Quality, stock, 

fulfilment and 

service

Independent task 

completion

Marketing/CX recruitment Month 6 £1,200

Founder Build acquisition and 

retention capability

Role filled by 

Month 7

Product/provenance 

training

Quarterly £600

Founder Maintain authenticity 

and product 

knowledge

QA pass rate

Customer service training Quarterly £400

Marketing/CXConsistent service 

standards

CSAT / response 

time

Digital analytics training Biannual £500

Marketing/CXImprove acquisition 

efficiency

CAC/ROAS 

improvement

Total planned 

development spend

£4,700

Recruitment, Training & Development
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National Minimum Wage rates to apply from 1 April 2026

NMW Annual Annualincrease
rate increase (£) (per cent)
National Living Wage (for those £12.71 £0.50 41
aged 21and over)
18-20 Year Old Rate £10.85 £0.85 8.5
16-17 Year Old Rate £8.00 £0.45 6.0
Apprentice Rate £8.00 £0.45 6.0

Accommodation Offset £11.10 £0.44 41
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Metric UK to India India to UK
Annual ExportsE £19 billion £98 billion
Annual Goods Expons@ £6.7 billion £11.2 billion
Average Tariff® 12% 4%

Post CETA Average Turiﬁﬂ 3% 0%
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40% of consumers say they returned
products due to incorrect information
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UK CONSUMER CONFIDENCE

=13

Down from -1 in January — sharpest fall since June 2022

90% worried about cost of living
80% plan to cut spending
Fuel cutbacks doubled: 12% - 24%
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= Black Friday spending in the UK is set to reach £6.4bn, 1.5% higher than last year

= Interest in Black Friday falls to 46% from 53% of shoppers last year, but those participating
will spend £262 per head, 13% more than in 2024

= Men are set to increase their spending by 17% and will spend 43% more than women

= Four out of every five pounds will be spent online, either for home delivery or click & collect,
with younger shoppers most likely to physically spend on the high street

Black Friday spending in the UK is set to reach £6.4bn this year, primarily driven by consumers
looking for electricals, technology and fashion deals for themselves, according to new analysis
from PwC UK.
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Milestone Target Owner Gate / Decision If Not Achieved Priority

M1 Funding secured Month 1 Founder / Finance Proceed to build Delay discretionary commitments Critical

M2 Compliance ready Month 1–2 Founder / Adviser Proceed to build Delay full launch Critical

M3 Artisan readiness Month 2 Founder / Operations Proceed to catalogue build Use alternative verified suppliers Critical

M4 Platform readiness Month 3 Founder / Web support Approve soft launch Fix defects before pilot Critical

M5 Staffing readiness Month 3–4 Founder Approve pilot/full launch Use temporary support High

M6 Soft-launch completion Month 4 Founder / All functions Approve full UK launch Extend pilot / revise acquisition Critical

M7 Post-launch control Month 5 Founder Continue staged scaling Reallocate spend / slow expansion Critical

M8 Growth gate Month 9–12Founder Approve controlled expansion Maintain UK focus and optimise High

KALAKRITI & CO. — MILESTONES AND LAUNCH-READINESS GATES
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ID Phase / Activity Key Deliverable Timing Dependency M1 M2 M3 M4 M5 M6 M7 M8 M9 M10 M11 M12

1.1 Secure £57,000 funding package M1 Feasibility approval ■

1.2 Business registration, insurance and compliance checks M1 Feasibility approval ■

1.3 Confirm customs, origin and import requirements M1–M2 Supplier/product list ■ ■

1.4 Define launch governance and RACI responsibilities M1 Funding decision ■

2.1 Identify and onboard initial artisan associates M1–M2 Supplier criteria ■ ■

2.2 Verify maker identity, craft and provenance evidence M1–M2 Artisan selection ■ ■

2.3 Agree direct fair-pay contracts and product terms M2 Verification complete ■

2.4 Validate backup artisan/supplier arrangements M2–M3 Primary supplier onboarding ■ ■

3.1 Configure Shopify store, catalogue and navigation M1–M2 Funding / product data ■ ■

3.2 Configure card/BNPL payment and checkout M2 Shopify setup ■

3.3 Implement provenance pages and maker profiles M2–M3 Verified provenance ■ ■

3.4 Test checkout, mobile UX, analytics and backups M3 Core platform complete ■

4.1 People & Training Recruit Operations Assistant M2–M3 Role design / budget ■ ■

4.2 People & Training Operations induction and provenance training M3–M4 Recruitment ■ ■

4.3 People & Training Recruit Marketing & CX support M6–M7 Demand validation ■ ■

4.4 People & Training Customer-service and analytics training M7 Marketing/CX recruitment ■

5.1 Marketing Preparation Build brand assets, content calendar and launch creative M2–M3 Brand / product data ■ ■

5.2 Marketing Preparation Prepare social, email and paid acquisition campaigns M2–M3 Website readiness ■ ■

5.3 Marketing Preparation Set CAC, conversion and AOV tracking dashboard M3 Analytics setup ■

6.1 Soft Launch Controlled pilot with limited customer acquisition M3 Platform + suppliers + staff ready

■

6.2 Soft Launch Collect customer, fulfilment and product feedback M3–M4 Pilot orders ■ ■

6.3 Soft Launch Resolve critical defects and approve full-launch gate M4 Pilot evidence ■

7.1 Full Launch UK public launch and staged marketing release M4–M5 Soft-launch gate ■ ■

7.2 Full Launch Monitor acquisition, conversion, AOV and service M4–M12 Live traffic ■ ■ ■ ■ ■ ■ ■ ■ ■

7.3 Full Launch Monitor supplier lead time, quality and fulfilment M4–M12 Live orders ■ ■ ■ ■ ■ ■ ■ ■ ■

8.1 Stabilisation Monthly revenue, contribution, CAC and cash review M4–M12 Live financial data ■ ■ ■ ■ ■ ■ ■ ■ ■

8.2 Stabilisation Monthly risk-register and contingency review M4–M12 KPI/risk evidence ■ ■ ■ ■ ■ ■ ■ ■ ■

8.3 Stabilisation Quarterly product and artisan portfolio review M6, M9, M12 Sales / feedback data ■ ■ ■

8.4 Stabilisation Capacity and process optimisation M6–M12 Demand evidence ■ ■ ■ ■ ■ ■ ■

9.1 Growth Readiness Evaluate expansion against KPI and cash gates M9–M12 Sustained KPI performance ■ ■ ■ ■

9.2 Growth Readiness

Prepare additional products, partnerships or geographic 

expansion

M10–M12 Growth approval

■ ■ ■

KALAKRITI & CO. — DETAILED IMPLEMENTATION GANTT CHART

Pre-launch

Artisan & Supplier

Technology & Platform
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