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Etsy’s Differentiation Approach
	Etsy has applied diverse strategies to gain a high market share in the highly competitive e-commerce market. The American company was launched in 2005 in New Work and enables diverse micro-manufactures to showcase and sell their products, which include items such as bags, clothing, jewelry, home décor, and toys, among a few. The differentiation strategy applied by the company involves selling handmade products. This approach also enables the organization to differentiate itself from competitors and target consumers who are interested in customized products and who prefer to purchase these products from highly target searches (Church & Oakley, 2020). 
	Esty mainly relies on producing handmade products as a differentiation approach. According to Church& Oakley (2018), handmade production adds value to items as it enables consumers to appreciate the emotional efforts applied in the manufacturing process. As a result, customers are more willing to pay extra costs to show their appreciation for unique products (AbdRazak et al., 2009). Besides, Esty’s focus on high-value sales, as opposed to high-volume sales, enables the company to retain consumers. Consequently, this approach also helps to gain a competitive advantage by enabling the company to reach a specific niche of consumers in the market. 
	Manufacture of made-for-order products is also another differentiation approach applied by Etsy. This approach enables micro-manufactures in Etsy to create products that target consumers’ specifications and preferences. As such, the consumer can choose the color or material to be used in the manufacturing process. This strategy also increases the value of the products and enables the sellers to command high sale prices. Consequently, this attracts high profits for the entire organization. 
	Etsy also applies pricing strategies to differentiate its organization from relevant competitors. For instance, the company charges a small price for vendors or micro-manufacturers intending to set up their store on the site. This fee is significantly low as compared to other online shopping services such as eBay and Amazon. As such, this approach enables the organization to retain valuable vendors appreciated by the organization’s clients (AbdRazak et al., 2009). Additionally, the organization also charges a small fee for purchase transactions to consumers. This strategy also allows customers to make more orders, thus increasing sales for the organization. So far, these strategies have promoted the organization’s growth and enabled vendors to maximize their potential by accessing a large pool of clients. 
	Etsy has also applied an effective approach to differentiate the diverse vendors on the website. For instance, the company requires each vendor has to describe their brand and maintain consistency to build trust and credibility. Besides, the organization has strict guidelines that focus on transparency and accountability (Church& Oakley, 2018). This approach helps to gain a competitive advantage by assuring customers of the value of the money they spend on authentic products. 
	To sum up, Etsy’s differentiation approach entails manufacturing handmade and made-to-order products, a low pricing strategy, and setting guidelines regarding products’ credibility. This approach has enabled consumers to differentiate Esty from competitors such as Amazon, thus growing the company’s market share. 
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