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Summary: 

Business Description 

Syrup Threads was originally designed as a small store located within an 
online market place for crafters and antique collectors. The name itself 
was designed to allow for an expansion into other products and eventually 
move into a brick and mortar store. The business originally focused on 
hand dyed yarns, but after realizing the difficulty of selling a textiles 
product online, it was time to look at other possibilities for the expansion 
for this store. The goal of expanding the store into a brick and mortar 
facility will be to gather a larger customer base and to expand products 
and services into the generalized fiber arts market for knitters and 
crocheters. Fibers are unique because of texture and color; it is often 
difficult to translate these aspects to an online store. This is also why 
Syrup Threads is expanding to a brick and mortar store over creating a 
larger online presence.   The store will also feature classes teaching the 
basics in knitting and crocheting and move into more advance techniques 
as the target market demands. Long term goals for this business include 
the possibly of including more and more challenging classes in store and 
expanding inventory to include supplies for other textile arts such as 
spinning and felting.   Pendleton, Indiana is the location that has been 
chosen to house this fiber arts shop because of its current fiber arts market 
and availability of retail space.  

Purpose 

The purpose is to expand Syrup Threads online presence into a 
brick and mortar fiber arts store that specializes in knitting and crocheting 
by focusing its product selection to specialty yarns and high quality 
crafting supplies.  This proposal has also been created in order to garner 
possible financial assistance from a bank or lending facility in order to 
open the store proposed.  

Products and Services 

The main focus of Syrup Threads will be to provide specialty yarns 
to individuals who knit, crochet or utilize these supplies for fiber arts.  
Fibers carried by this store will include wool, alpaca, organic cotton and 
some blends. Synthetic yarns will be kept to a minimum, generally 
because synthetic yarns are not associated with “high quality fibers.” This 
can be seen at trade shows or in selection at yarn stores. Generally 
synthetics are carried but in lower quantities usually in baby yarns. Syrup 
Threads will carry some acrylics, but try to find acrylics that are not in 
local chain stores, this is for individuals who have allergies or who do not  



use animal based fibers.  Print magazines, project books and pamphlet patterns will be offered in the 
store as well as knitting/crocheting notions, accessories and classes. Services will include winding 
services for yarns, classes offered to beginners and experienced knitters and crocheters and an e-mail 
newsletter and incentive promotions to keep people purchasing from Syrup Threads.  

 

Critical Factors in Success and Vulnerabilities 

  The critical factors to success and vulnerabilities for Syrup Threads, described in this 
section, are important factors to consider for the long term success of the business. Addressing 
current needs for the business and evaluating weaknesses within the company that need to be 
improved. These basic factors can also be implemented in current and future SWOT (Strength, 
Weakness, Opportunity & Threat) analyses.  

 

Factors in Success 

1. Involvement with the TNNA- having access to trade shows and information on product 
availability, as well as having a large organization who is providing research on trends and up 
coming needs of fiber artists will help in starting a business.  

2. Advertising by word of mouth- Pendleton, IN is a very close-knit community. Word of mouth is 
the way that many of the businesses in that area thrive and was also one of the number one ways 
in which businesses that were interviewed in this study generated their customer base. 

3. Potential future hire of employees- being able to hire sales associates including individuals who 
have skill and knowledge about knitting or crocheting to teach classes and get people started on 
fiber arts projects will be important once the business is established. It also helps break up the 
load of the business to more than one person. Having other employees will also allow the shop to 
stay open hours that the owner cannot be present.  

4. Inventory size - Inventory needs to be adequate to meet the needs of the consumers while not 
tying up capital. This includes what retailers call the five R’s: having the right product, at the 
right price, at the right place, at the right time, in the right location.  It needs room to grow but at 
the same time budget considerations need to allow for sufficient start-up for the business. 

5. Creating Social Networking- Social networking is important to Syrup Threads not only for good 
publicity, but also to generate repeat business. During interviews with small shop owners, many 
of them stated that building a customer base or a social network not only leads to the word of 
mouth advertising system but also generates repeat business (Beck, 2011).  Consumers interested 
in fiber arts often complete multiple projects, therefore there is the potential for repeat business 
and people will come back for classes or knitting/crocheting groups.  
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Factors in Vulnerabilities 

1. Debt- the amount of debt that will need to be acquired in order to start the business venture could 
pose problems in the future of the business, especially if the business is not successful. 

2. Time involved in building a social network- Because the business is run by the sole proprietor, 
there is only one person to create social ties, do advertising and network with the community. 
This means ideal networking may not occur because of lack of man power.  

3. Competition- The direct competing business, The Trading Post for the Fiber Arts, has been 
established for a few years and has already begun to develop a consumer base. Loyal consumers 
of that shop may see a new fiber arts shop as a threat. Advertising will have to proceed carefully.  

Client and Market Analysis 

   The client market, after examining the surrounding area of Pendleton, Indiana and looking 
over industry data about individuals who purchase fiber arts goods, will be a mostly female 
population between the ages of 20 and 65. The largest market will be between the ages of 30 and 
50 for the area and products offered will need to focus on younger knitters as the overall 
demographic of this area is younger than the larger U.S. population. Products that focus on locality 
and economy will be important to carry as the market pulls out of the economic slump. Women in 
this area already have access to some fiber arts and Pendleton features several different shops that 
focus on various fiber arts.  

 

Financial Picture 

  A finalized financial assessment will be made before entering the market. Membership to 
the TNNA must be obtained in order to gain more knowledge about pricing and estimates for stock, 
display equipment and final quotes on insurance and other business necessities. In the mean time, 
averages of current market offerings, assumptions on pricing based on current listings, and a 
location have been included to generate the overall concept for the business proposal to start 
Syrup Threads as a brick and mortar store. The largest amount of revenue will come from a bank 
loan and will be needed to cover at least two years worth of expenses, as average fiber arts retail 
stores do not begin turning a profit until year two (Starting Out, 2008).  
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Business Goals and Objectives: 

Business description 

Syrup Threads started as a small Internet based business on Etsy 
(an Internet based marketplace for crafters and antique dealers) that 
focused on specialty hand dyed fibers for knitters and crocheters. In order 
to change the direction of the store and expand the inventory selection, 
this business is seeking to become an established member of the TNNA 
and join a larger market of fiber arts retailers. Syrup Threads will expand 
into specialty fibers and notions for fiber artists who focus on knit and 
crochet or other applicable fiber crafts. The business is looking to be 
established within the next five years.  The business itself has a focus on 
providing high quality yarns and notions that will allow fiber artists to 
create projects with better accuracy, craftsmanship and skill. The store is 
being formed in response to an increase in interest in fiber arts. The shop 
is being located in the Midwest, as the Midwest has the largest 
concentration of fiber artists in the United States (The State, 2010).  

 The purpose of this store is not only to provide quality products, 
but also to provide quality customer service and offer classes in order to 
recruit new interest into the fiber arts and to expand upon current 
knowledge of fiber artists in the area. The store is also focused on 
providing a means of community interaction between retail stores and 
consumers of the fiber arts. Fibers will include finer wools, cottons, linens 
and other natural fibers, as well as more ecologically friendly synthetic 
fibers.  The focus on natural fibers is important for two main reasons. The 
first is that it gives the business a competitive edge over chain retailers and 
big-box stores because it offers selections of finer fibers with higher 
quality instead of a focus on a larger volume basic assortments and value 
yarns. The second is that natural fibers such as organic cottons, alpaca and 
wool are better in the long term for environmental sustainability and 
biodegradability of the fibers themselves. The focus will be to find fibers 
that are not only longer lasting if taken care of properly, but also do not 
add pollution to surrounding areas with chemical baths or harmful dyes. 
There are also some large American manufacturers of natural fiber yarns, 
such as Cascade, that allow the store to draw customers who want to 
purchase American made items as well as those who would prefer to 
purchase locally grown or manufactured items. Some acrylics or higher 
quality synthetic blends will be represented within the store in order to 
provide selection for individuals who prefer not to use animal fibers, or for 
individuals who have allergies to wool. In order to keep sustainability in 
mind, fibers that utilized post consumer recycled goods such as yarns 
made from recycled plastic or denim will be offered. 

 



There are a total of twelve TNNA certified yarn businesses currently within the state of Indiana, 
but this does not account for the stores that are not certified with the trade organization. There are 
approximately six fiber arts stores within a 50 mile radius of Pendleton. Three are located within 
Indianapolis, two in Noblesville and one fiber arts studio in Pendleton (the proposed location for Syrup 
Threads). TNNA data (The State, 2010) showed that knit and crochet consumers desire to shop at local 
yarn stores, but a small percentage of them had to travel more than an hour to reach a local yarn store.  
Pendleton would be a centrally located area to Noblesville, Indianapolis, Anderson, Muncie, New Castle, 
Markleville, Yorktown and Fishers. Although there are existing competing stores in some of these 
locations, it would be closer to areas like Muncie, Anderson and Yorktown who do not currently have a 
specialty fiber shop at their disposal.  

The reason for choosing Pendleton as the location for beginning this business is not only because 
of its growing local population, but also because of its younger age (Fact Sheet, 2000).  The TNNA noted 
that there has been an increase in interest for knitters between the ages of 20 and 30, where the previous 
demographic cited has been mostly with women in their early 40’s to late 50’s (The State, 2010). With 
the younger population in this area, it should allow for Syrup Threads to reach out to a new consumer 
market as well as addressing the current fiber artists market. The location in the historic downtown area 
was chosen for its juxtaposition to other craft and specialty stores that focus on high quality quilting or 
fashion fabrics and the abundance of crafters within this area.  It is also positioned right off of a major 
highway that is used for commuting to Anderson, Markleville, New Castle, Fishers, Noblesville and 
other surrounding towns. It would have high visibility and ample parking to those passing through or 
taking shopping trips to downtown. Pendleton itself is home to a merchant’s organization, has high value 
for community and outreach, and has a rich historical culture that draws people to shop in its downtown.  
However, because it is a small town with a population under 20,000, it still allows for the close small 
community connections.  

 

Long and Short Term Goals 

Financial  

According to the TNNA, most new businesses start covering their own expenses after about a 
year and a half (The State, 2010). This means that most brick and mortar fiber arts stores start generating 
enough revenue to cover rent and supply sales after that time. Short term financial goals include saving 
and borrowing enough money in order to carry a sufficient inventory to generate this revenue. This 
means carrying enough of a variation in types of fibers and a large enough assortments of classes and 
supplies to get people into the store to generate business. The short term goals, in order to conserve 
money, means starting with perhaps one or two higher end more expensive yarn brands and filling in 
with some less expensive options for both the store and consumers. One Indiana shop owner who was  
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interviewed said that her business started out with the bare minimum until she could generate the revenue 
to get started. She said focusing on products that are not carried in local chain stores will take your 
inventory far (Beck, 2011). 

In the long term this means more revenue to build a larger base of luxury yarns and an expansion 
of products. The products the store will need to start will include notions to get people started such as 
stitch markers, needles, hooks, cable needles, stitch holders, some storage, pattern sources such as 
magazines, books and project kits. Yarns carried in the stores examined in the current study varied 
between shops in Indiana anywhere from 5- 31 different brands, but the main assortment of fibers 
included wool, super wash wool, some acrylic, cotton, alpaca and silk blends. The long term goal is to 
focus on luxury yarns that cannot be purchased at chain stores and products that are specific to the shop. 
In the long term, Syrup Threads will carry hand dyed, hand spun and locally created yarns and products. 
This may have to wait until the store gets started. The final financial goal is to be turning a profit by the 
end of year two and have the loan taken out for the business paid off within 5 years of opening the 
business. 

Customer Service 

Syrup Threads short-term goals are to set up a unique atmosphere and create a marketing mix for 
potential new customers at the brick and mortar store. In order to create a good customer service 
atmosphere and generate repeat business, it will be important to take time with each customer and 
address his or her needs. This can be accomplished by helping individuals with patterns, finding projects 
to get them started and offering classes to get more people interested in fiber arts projects. This means 
creating a class schedule and advertising in local social venues and possibly the newspaper and finding 
out what consumers who walk into the store want to learn. In order to create a better customer service 
atmosphere the business will need to invest in a yarn winder and a yarn swift to wind yarns into useable 
center pull balls for projects. Assisting individual customers with fiber arts needs and questions and 
offering incentives for shopping in the store such as frequent buyer cards or discounts for bringing in new 
customers will help to create the quality customer service atmosphere.  Customer service is an important 
aspect of the stores interviewed within the state of Indiana. Shop owners interviewed offered schedule-
your-own classes as well as additional help to consumers who visited their shop. One of the shops said 
that often times the most frequent requests of your consumers are questions on what types of yarn to use 
or how to read a pattern (Beck, 2011). It is important to include these types of services for customers to 
feel welcomed.  

The long-term goal will be to have enough of a customer base interested in fiber arts to have a 
knitting and/or crocheting group that is involved in community and charity events. The goal is that this 
group will meet weekly and twice annually create garments that will benefit the community by getting 
involved in charities such as hats for the homeless, where knitters, crocheters and seamstresses make hats 
and donate them to local homeless shelters during the winter months. Long term goals also include 
creating more class options based on customer needs and requests.   
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Advertising and Marketing 

Syrup Threads short term advertising goals include finding local publications such as the 
Pendleton Times to advertise the business. It will be important to start out with advertising in some 
traditional formats in order to get the business started. Traditional forms of advertising may also be the 
only available venues when opening the store. Offering a snail mail or e-mail mailing list for customers 
who come into the store will help keep consumers updated on up and coming classes as well as in store 
sales and events. Short term goals also include creating a branded image for Syrup Threads that 
incorporates logos into bags, flyers, or freebies given out at each purchase. Items such as bumper 
stickers and buttons are often used for these types of marketing techniques. Stores that were interviewed 
within the state of Indiana often found the most helpful marketing strategies relied on customer bases 
that would pass on information about the store and utilized word of mouth as their main source of 
advertising. Word of mouth was one of the most effective ways other businesses advertised. This will be 
a crucial beginning step after building a customer base. Other potential publications or areas of 
marketing reported by the shop owners interviewed included Internet sites for their business that kept an 
updated list of new classes, as well as new products and other events at each shop. The goal for Syrup 
Threads would be to expand the current website on Etsy into a website that would give individuals a 
place to go look up information on the store and its events. As expressed by other stores in the state of 
Indiana, social networking is an important part of advertisement for small fiber arts businesses. Building 
a social network for Syrup Threads will not only entail keeping in contact with consumers who come to 
the store, but also joining networking sites such as Facebook and possibly creating a blog for the 
business.  

In the long term, Syrup Threads will offer incentive programs for repeat customers and for 
individuals who advertise for the shop. Offering discounts to individuals buying all of the supplies for a 
project, giving a percentage off to repeat customers who bring new consumers into the store and 
offering customers the chance to sign up for raffles to take free classes or get free supplies from the 
store are a few possibilities for building the initial customer base.  Building a philanthropic image for 
the store is also an important part of the marketing mix by involving the knitting/crocheting group in 
knit/crochet-a-longs (projects where everyone in a knitting/crocheting group knits/crochets the same 
object together to be then given for charity, or donating goods or time to local charities).  

 

Vision for Syrup Threads 

For the future of the Store: 

 The ideal outcome of Syrup Threads is a store that can always change and adapt to the fiber arts 
market. The goal is to generate enough revenue in order to obtain new and interesting fibers and fiber 
arts projects for consumers in the market and to maintain an edge over competition. In order to maintain 
a competitive advantage, the eventual outcome of Syrup Threads will be a fiber arts environment that  
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provides sustainable and locally produced goods for those looking for specialty products for fiber arts 
such as knitting and crocheting. Additional goals of the store include the creation of an area for people 
with fiber allergies and those who do not use animal fibers to also explore the world of specialty fibers, 
beyond inexpensively made acrylic yarns.  

Potential Market 

According to The National NeedleArts Association (TNNA) (The State, 2011), the projected 
market of needle artists are generally women between the ages of 20 and 70 years. The demographics 
for knitters accounts for 13% between the ages of 20 and 29, 17% between the ages of 30 and 39, 20% 
between the ages of 40 and 49, 32% between the ages of 50 and 59 and 17% ages 60 and older. 
Crocheters are similar with this distribution with 6% less between the ages of 20 and 29 and a larger 
percentage of individuals ages 60 and older. The median income for knitting fiber artists was $75,000 
annually in 2009, which was approximately $24,000 over the average income within the United States. 
Crocheters had a similar income situation with the median household income coming to $60,000 or 
$10,000 over the average income within the United States. This means that individuals making 
purchases in the fiber arts have a larger disposable income overall (The State, 2010).  

The projected location for this business will be in the downtown historical district of Pendleton, 
Indiana. Pendleton is a sleeper town, (there is a high percentage of people who live there that commute 
to the surrounding area for work). It has a population of approximately 11,751 individuals, 
approximately 45% of this population is female, 10% is above the age of 65 and 75% are of the ages 18 
and older (Fact Sheet, 2000). The demographic for this area has a higher concentration of younger 
knitters between the ages of 20 and 40, which is a growing age interest group according to the TNNA. 
The median age for the town of Pendleton is 36 years (Fact Sheet, 2000). The median household income 
for the town of Pendleton ranged between $50,000 and $60,000, making many of the demographics of 
this population similar to those that reported by the TNNA (Fact Sheet, 2000).  

Demographics alone do not account for the possibility of success within this town. Pendleton is 
home to several crafting stores such as Ruth’s Legacy, a specialty fabric shop which has been in 
business since 1996, and The Trading Post for the Fiber Arts which opened a store in 2009. The fiber 
arts current representation within this area is a positive indicator that there are individuals interested in 
participating in the fiber arts.  

Needle artists who focus on knitting and crocheting spend an average of 6 to 10 hours a week on 
their projects, they make approximately 24 - 31 knitted or crocheted projects a year and often branch 
out into other fiber arts (The State, 2010). This means that knitters are also likely to crochet projects or 
pick up another fiber art and vice versa. The population of fiber artists are interested in having supplies 
to make products such as hats, baby items, toys, sweaters, and gloves. The most completed project types 
reported to the TNNA by knitters included hats, scarves, socks, sweaters and baby items. Crocheters 
finished projects such as toys, baby items, hats, scarves and blankets. When asked what projects they 
would be interested in starting next over half of crocheters and knitters stated that they would like to try  
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knitting and crocheting respectively (The State, 2010). This demographic wants to try new fiber arts as 
well such as spinning, felting and trying new techniques within their craft. Crocheters and knitters are 
on the lookout for new and interesting patterns, yarns, tools, and hardware for their projects and are 
utilizing specialty shops to find these products. The majority of knitters and crocheters said that they 
would be most likely to visit a specialty yarn store over a chain store for their supplies (The State, 
2010).  

The consumers found within Pendleton will be slightly different in their choices than the 
averages presented by the TNNA as there is a larger male population in this location and also the 
presence of a younger population. The TNNA noted more interest by younger demographic groups, 
which this means adjusting product offerings to the local consumer needs. In order to satisfy the needs 
of the younger market, it is safe to assume that because more interest is being generated by this 
population, it will be important to include more beginners classes and keep projects fresh and exciting 
for younger populations. Overall the target market wants to see new products and so keeping up with 
new and up and coming products within the market will be important. This means keeping an eye on 
the TNNA’s highlighted newest business affiliates and new products being offered by wholesalers. 
Crocheters, as reported by the TNNA, were also clear that their top priority when it comes to looking 
for new products, is finding new and interesting patterns. Keeping a stock of new and trendy crochet 
patterns will also be important to satisfy this market.  

According to the TNNA (The State, 2010),the current market needs several changes. The first 
being that more classes and workshops should be offered in specialty fiber arts stores. These classes 
should be based on consumer suggestions from the shop and should add elements of relaxation and 
creativity. According to the TNNA, hundreds of dollars are spent by each consumer every year on 
classes. Therefore, listening to consumers for ideas is essential. Having products or supplies for projects 
that are functional in their end use is important to crocheters and knitters. Individuals in fiber arts are 
calling for projects that are fun and practical but are also easier on their budget.   

The Internet is also an important aspect of this market and keeping up with consumers or 
potential consumers through a website, blog or e-mails can become essential to drawing in new 
business, even if products are not sold on the website (The State, 2010). Consumers in this market need 
shops to be convenient to them and offer them more services such as stash busting classes (classes 
where consumers can learn new ideas for materials they have collected or stashed) . The TNNA noted 
in their study that stash supplies accounted for over 1/3 of the supplies used in fiber artists current 
projects, a stash is a collection of supplies for one’s fiber art and stash busting means using up stash 
supplies before purchasing new items.  Other possible projects could incorporate new fiber arts interests 
such as felting, roving, dying or spinning (The State, 2010).  
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Sales 

Sales vary from store to store. At this time it is difficult to judge the amount of sales volume that would 
occur for Syrup Threads. A representative of the TNNA noted that they did not have start up costs 
outlined for starting shops because every store has a different product mix and representation. The 
amount of sales volume can also vary based on the type and amount of stock carried within the store, 
which is not predetermined within this industry. Sales information will become clearer when preparing to 
obtain a bank loan for this business venture. Businesses in fiber arts generally are able to begin covering 
their overhead costs after a year and a half of business. It varies by business when profits are generated, 
but most businesses start to see profit after year two (Starting, 2008). The fiber arts market is a buyer 
driven market and profits and returns vary based on availability.  

Although actual sales figures cannot be assessed as far as the final store until closer to the time in 
which the store will be obtaining a loan, it is however foreseeable to provide a hypothetical projection. 
For example, an estimate of the revenue acquired from components such as classes can be assessed. If 
Syrup Threads offers two classes a month, for example, a beginner class and an advanced project class, 
and each class is roughly $50 per participant per class (not taking into account material costs generated 
from these classes), then $700 will be generated each month from class fees. Storeowners interviewed 
stated that beginner class participants were often offered a package deal of one skein of yarn, a pattern 
and a set of needles or hooks for a starter project. This was used to offer savings to the consumer and 
also add incentives to become a repeat customer. If the package deal costs the shop $8 and a keystone 
markup is applied, then the set of startup goods costs the customer $16 to get started for a total of $66 
(50 + 16).  For a first time participant, their first class would offer them both a class and supplies for $56 
instead of the $66 it would cost to purchase items separately. For advanced classes, the amount of yarn 
purchased will increase depending on the type of project. The revenue generated from classes alone 
could add up to over $1000 monthly and according to the five TNNA certified shop owners interviewed, 
classes are actually a small component of the revenue generated within the shop. If classes generate at 
least one third of the revenue for the business, the average monthly revenue for the shop could be 
upwards of $3000 per month.   

 Shop owner #1 said that even as her business has slowed down recently during the recession, she 
still has full classes and at least two-three customers a day. There is no way to determine the amount of 
clientele or business that will be generated at the store in Pendleton, but the TNNA noted that the average 
knitter spends at least $807 per year and the average crocheter spends $569 per year on supplies alone. 
The amount of revenue generated on classes ranged from $200-$500 per person per year in addition to 
what individuals were already spending. A regular customer who spends the average on product and 
classes could be over $1300 per year. In order to sustain the shops expenses as little as 30 average fiber 
arts spending customers per year could potentially sustain the store.  
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Competitive Analysis 

There are six fiber arts stores within a 50 mile radius of the potential location for Syrup Threads. 
There are three stores in Indianapolis, two stores in Noblesville, and one store down the street from the 
desired location. These shops are not TNNA certified and therefore were not included in the research 
conducted for this study. This was because the intended outcome of Syrup Threads was to follow TNNA 
standards and guidelines and utilize the TNNA network with other retailers and wholesalers, therefore 
obtaining TNNA certification.  

Of the shops surveyed, commonalities were identified in inventory selection and product 
categories. Each of these businesses share similar products and services. The competitive advantage of 
Syrup Threads will be the focus on sustainable fibers, locally produced products and product offerings 
for individuals with aversions to animal fibers or allergies. These product categories were not addressed 
by other stores. The store located in Pendleton down the road from the intended shop (Trading Post for 
Fiber Arts) focuses primarily on spinning and spinning supplies and less on knitting and crocheting 
supplies. They are also only open two days a week and by appointment only. They offer classes only 
four times a year and operate as a farm first and foremost (Trading, 2011).  

The advantage the Trading Post for Fiber Arts will have over Syrup Threads will be their market 
establishment, their access to raw materials from their local alpaca farm and their knowledge of some 
fiber arts. Syrup Threads, on the other hand, has the advantage of higher visibility based on its location, 
a larger selection of yarns for knitting and crocheting and more consistent hours.   
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Strengths: 
- Will have trade organization 

membership that gives accessibility 
to information about the industry 
and wholesalers. 

- Have stable hours 5 days weekly 
- Mailing list 
- 2 classes offered per month 
- a focus on supplies for knitters and 

crocheters with allergies or an 
aversion to animal fibers 

- a good selection of locally crafted 
goods.  

Weaknesses: 
- Smaller start up inventory due to 

costs such as rent and utilities.  
- Smaller building space with no 

room for expansion. 
- No ability to alter the inside of the 

building because of its historical 
significance.  

- Building will not be owned, will 
have to be rented 

Opportunities: 
- Joining the trade organization will 

give the business a competitive 
edge and access to more suppliers 

- The availability of trade shows will 
allow for more networking 
opportunities. 

- High visibility (along a main road) 
will allow for easier advertising. 

- Pre-existing interest in the area in 
fiber arts and crafts. 

- A local business association to join 
within the town of Pendleton to 
network with surrounding small 
businesses.  

- A historical area that draws a lot of 
tourist traffic and has craft festivals. 

 

Threats: 
- Not borrowing enough money to 

get a sufficient start.  
- Not generating enough revenue to 

keep the business going. 
- Other retail stores could start 

carrying the same products for less 
money 

- Location could become too small 
and not allow for expansion. 

- Strict land lord rules could prohibit 
putting in fixtures or needed 
equiptment for the shop. 

- City ordinances could limit 
advertising. 

- Wholesalers could provide product 
late. 

 
 

SWOT Analysis 
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Marketing Strategy 

In order to generate awareness of the store, a Syrup Threads sign will be added to the outside of 
the business. Ads in the local paper, the Pendleton Times, and the Anderson Paper, The Herald 
Bulletin, will be used to generate business within the first month of opening. Utilizing press releases 
will potentially reduce cost of posting in these papers and also generate some interest upon the store 
opening. There are several community posting boards in Pendleton located at the public library, the 
community building at the park and other local businesses downtown. These types of advertisements 
will be important for the first few months of business to get word out about the shop.  

During interviews with TNNA shops in the state of Indiana, shop owners said that word of 
mouth and their website was the most effective advertisement for their businesses (Beck, 2011). Setting 
up a small online representation for the business and including website and e-mail information on fliers 
and local postings will give interested parties something to investigate before traveling to the shop.  
According to the TNNA, over 84% of retail shops that specialize in yarns have an online presence 
including websites, Facebook accounts and blogs (The State, 2010). Implementing an e-mail and snail 
mail mailing list will also be important in the first few months of business. Customers can sign up for 
free and will be contacted about sales, up coming promotional events and class schedules.  One shop in 
the state of Indiana implemented an incentive program for individuals who shopped at their store called 
the word of mouth incentive program. Individuals who asked their friends and family to come to the 
store and check it out would have the person give the shop owners their name. The shop would send 
them a thank you and a percentage off their next purchase (Beck, 2011). Implementing something like 
this would be beneficial in a market that thrives so well on word of mouth.  

Syrup Threads will have two other start up promotional or incentive programs, a project 
discount and a frequent buyer card. The shops visited in Indiana did not offer these types of incentives, 
but it might encourage people to purchase more or return for future purchases from the shop.  The 
project discount will be an incentive for individuals to come to the shop and purchase supplies for a 
project. For example, if a woman comes in with a hat pattern she likes and purchases the needles, the 
yarn and a project bag, she would receive 10% off her purchase. Allowing consumers to bring in their 
own patterns is important to encourage them to come in and ask questions about projects they are 
already interested in. This project incentive could include several different project packages (e.g., a 
pattern, yarn and needles). The frequent buyer incentive is something that many retail shops currently 
use. For example, for every $200 spent at a shop you receive a discount of 25% off of your next 
purchase. Luxury yarns are costly and after markup can range from $7 to $100 a skein depending on 
the fiber content and the nature of construction. Hand spun yarns and cashmere yarns can range in the 
hundreds of dollars, but keeping the frequent buyer cards low will encourage individuals who buy 
smaller projects more frequently a chance to receive a discount. 

Important marketing tools for this business will also include building the brand by creating an 
image with the logo, name, and promotional materials. The promotional materials will reflect the  
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atmosphere of the shop. Getting screen-printed project bags to sell inexpensively to customers also 
allows for subtle publicity of the shop. Because the fiber arts industry is so reliant on word of mouth, 
these promotions will have to be adjusted over time to the market in Pendleton. Trial and error, according 
to other fiber arts storeowners, is sometimes the only way to figure out what works for your consumer 
markets.  

The store will accept cash and credit (both Visa and MasterCard) within the store. Sales in the 
first five years will only occur within the brick and mortar store. If revenue allows for an expansion to 
sell products on the website, it would be considered at that time. Feedback from consumers will be 
utilized before branching into this possible market. Product mix will be determined by current interest of 
consumers in the area, taking stock of what sells in the store most frequently, what consumers are asking 
for, as well as TNNA suggestions on up and coming products for consumers. Because of the time 
consuming nature of fiber arts, there are generally two seasons to consider when stocking new product. 
Re-stocking products that are selling out should happen year round, but beyond that, there are two 
distinct buying seasons for fiber arts supplies Spring/Summer and Fall/Winter (similar to fashion seasons 
except more lead time is needed for supplies for be obtained for products to be finished by the desired 
season),. Implementing a new line, accessories, notions, patterns, and classes to change with the seasons 
and up coming holidays are crucial to keeping customers coming back. Because knitting and crocheting 
can be so time consuming, a class on hand knitted Christmas ornaments may need to be held in late 
September or early October instead of during the holiday months. Sweater projects to wear for Spring 
may need to be implemented in January so individuals can enjoy wearing their item when the weather 
gets warmer. Overall an important aspect to the marketing mix of Syrup Threads is to create a 
comfortable and relaxed atmosphere for fiber artists, while maintaining a professional appearance in the 
store.  
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Products and Services: 

Potential Products 

After scouting potential brands and interviewing small fiber arts 
businesses, a general picture on the types of products to be carried in 
Syrup Threads has been achieved. The actual feasibility of these products 
are still in the initial stages as product pricing and minimum orders need to 
be assessed before moving any further. The brands listed in Figure 1 such 
as Cascade, Crystal Palace, Chia Goo and Malabrigo are brands that will 
ideally be carried in Syrup Threads. If it is not a possibility to carry all of 
these brands in the beginning stages of the store, this is a look at the final 
goal of brands to be obtained.  

 

Yarns:  

- Alpaca with a Twist 
- Cascade 
- ClassicElite 
- Crystal Palace 
- Malabrigo 
- Muench Yarns 
- Plymouth Yarn Company 
- Textured Yarn 
- Trendsetter Yarns 
- Westminster Fibers 

Notions: 

- Addi Turbo 
- Boye 
- Chiao Goo 
- Clover 
- Hiya-Hiya 
- Knit Picks 

 

Publications: 

- Crochet! Magazine 
- Direction Press 
- Interweave Knits 
- Knit ‘n Syle Magazine 
- Vogue Knitting 

Figure 1- Brands to Potentially Carry at Syrup Threads 



Branding Features 

The name Syrup Threads and the logo (Figure 2) have already been trademarked within the state 
of Indiana. The branding image has already been partially established through the use of the Etsy 
(online) storefront creating a color palate (Figure 3) for marketing and advertising materials. Other 
promotional materials such as the shops business card (Figure 4), promotional mailer (Figure 5) and 
letter head (Figure 6) have also already been designed. 

 

Figure 2 Logo 

Figure 3 Color Palate 
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Figure 4 Business Card 

Figure 5  Post Card Mailer 
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Syrup Threads 

Figure 6 Syrup Threads Letterhead 



Unique Features 

Features that will set Syrup Threads apart in the current market will include keeping a product 
mix that is generally not available at local chain stores. Many of the chain stores offer a large assortment 
of synthetic fibers so Syrup Threads will strive to carry more organic and natural fiber such as wool, 
alpaca, organic cotton, organic linen, and silks that have less of an impact on the environment. Popular 
brands like Lions Brand Yarn have been seen in specialty fiber arts shops as well as chain stores. Often 
times smaller stores have to charge more for these brands, but carrying a small assortment may be 
necessary to offer to clients who would rather purchase this brand from a small business.   

 Another market that seems to be ignored in many fine fiber arts stores are individuals who do not 
use animal fibers for their fiber arts and fibers for individuals who are allergic to fibers such as wool or 
alpaca. There are natural and specialty fibers that are available for individuals who fall into these two 
categories, but they are not directly marketed to. It will be important to market to this group specifically 
in the shop to draw business from individuals who do not, or cannot, use specialty wools. Many of the 
shop owners interviewed said they try to focus only on natural fibers, but the majority of the products 
they carry include wool and wool blends. Therefore, these groups are an ignored market within fiber arts. 
A hypoallergenic, animal free section of the store will create an atmosphere where these individuals can 
shop for specialty fibers that they could not get at chain stores.  
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Management Organization: 

Legal Structure: Sole Proprietorship 

A sole proprietorship is defined by the United States Small Business 
Association is an individual “doing business as” a legally fictitious identity. 
Sole proprietorships are businesses that are owned and operated by one 
individual, that are not incorporated with any other legal entity or business 
(Cole, 2011). For the case of this business, in order to address it as a sole 
proprietary retail store my legal documentation will state: Jessica Beck 
DBA Syrup Threads.  

Resume: See Following Page 

 



Jessica Beck 
 

813 W. University Ave Mailbox #8 • Muncie, Indiana 47303 •765.620.9074 • jebeck@bsu.edu         
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Operations: 

Location and Facilities 

The facility chosen for this proposal is located at 811 W. Water 
Street in Pendleton, Indiana (See Figure 7). This facility was chosen for its 
prime location in downtown Pendleton. The business would be located on 
a major road and have high visibility. It is also surrounded by other small 
businesses. The shop itself is located in Historical downtown, which has 
been deemed a tourist location by the town of Pendleton. Historical 
locations were popular among the shops interviewed in the state of 
Indiana. Of those stores, three of the five shops were located within 
historical downtown areas and another was located less than two miles 
away from a historic downtown location. Interest in the fiber arts exists 
within Pendleton, but the market has not been saturated when it comes to 
fiber arts such as knitting and crocheting. Pendleton is home to three other 
fiber arts shops, two specializing in quilting and another specializing in 
knitting, crocheting, spinning and weaving. Local interest in the fiber arts 
and other crafts can be seen at the annual Fall Heritage and Craft Festival 
held every year in October. 

The building Syrup Theads is projected to be located in (Figure 7), 
has access to free street parking and three surrounding free lots. The store 
in this building is 1000 square feet. This fits within the range of the 
buildings that were used for the small fiber arts businesses interviewed in 
Indiana. The shops sizes ranged from 600 square feet all the way up 1600 
square feet. The store location fits directly in the median sales floor size 
for current retailers belonging to the TNNA (The State, 2010). The 
building itself has no minimum rental time, is available for $750 a month 
with approximately $300 a month in utilities. The landlord is easily 
accessible and owns another business down the street. The building itself 
has laminate flooring and has access to an indoor restroom and small 
kitchenette. The only drawback is that permanent wall fixtures or walls 
cannot be added to the interior space due to its historical nature, but 
painting and interior temporary fixtures such as partitions can be utilized 
within the space. Figure 8 shows the current store layout of the building 
and Figure 9 shows potential design changes to the space in order to ready 
it for the fiber arts business. This location outside the city of Indianapolis 
and is located in a small town with a quiet atmosphere, but central enough 
to be located near Markleville, Anderson, Frankton, Lapel, New Castle 
and Yorktown, which do not have their own fiber arts store.  

 



Figure 7 Store front view from street 

Figure 8 Basic Floor Layout 
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Image9 Proposed Basic Store Layout 
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Suppliers 

Annually the National NeedleArts Association has a trade show that is generally where 
individuals starting businesses go to decide upon their inventory mix for their store. Suppliers will be 
determined by budget and availability of wholesalers. This will happen closer to the time of opening this 
business. Desired suppliers for Syrup Threads include brands such as Cascade, Plymouth, Crystal Palace 
and Knit Picks (See Figure 1 for a full list of desired brands). 

 

Staff 

For the first five years, I plan to be the sole employee of the business. This is not uncommon for 
this type of business, which was discovered while researching other businesses in this field (Beck, 2011). 
Until the business begins turning a profit, having a part time or additional full time employee will not be 
an option financially. It may be an option to have volunteers who belong to the knitting/crocheting group 
involved in running the store in exchange for goods or services. Hiring a full time or part time staff 
member will be re-assessed after five years of owning the business.  
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Start up Plans and Financial Forecast: 

In order to open a TNNA certified fiber arts store, membership 
will be the first thing that must be acquired. The cost is currently $60 
annually to belong to the TNNA as a retail business. This cost does not 
include workshops sponsored by the TNNA, therefore these additional 
costs need to be factored into the final budget for this start up information.  
The membership fees do allow members access to some of the field 
research conducted on consumers and access to a database of current 
affiliates within the TNNA. This list of affiliates includes wholesalers, 
other retail businesses, publishers and manufacturers of fiber arts products 
(TNNA, 2011).  After TNNA membership has been obtained, it will be 
pertinent to visit a trade show such as the annual trade show in Columbus, 
Ohio to obtain wholesaler information, pricing guides and seek out 
products for Syrup Threads’ intended market. The trade show was most 
frequently used by the interviewed shops to gather information on what is 
new in the fiber arts and where to find the brands and materials you want 
to sell in your shop (Beck, 2011).  

The tradeshow features wholesalers for everything from yarns, 
notions and buttons, to accessories for knitters and other fiber artists. The 
trade show is a three-day show and hotels and restaurant lists are provided 
to members. This year the workshops required separate registration and 
were $80 - $100 each, but this included supplies.  For knitting and 
crocheting, there were at least ten classes at the 2011 trade show. In order 
to leave time for vendors, two to three workshops looked like a reasonable 
option to participate in while attending the trade show. Workshops took 2 
- 4 hours depending on the type of technique or project being taught. 
Besides these workshops, the main focus of the trade show is to interact 
with new vendors and make purchases from wholesalers for your business. 
Many of the wholesalers will not give out information about the cost of 
their goods until the representative for the store is ready to purchase.  

Trade show admission is free for members, so classes, workshops, 
travel and lodging are the main expenses for these trips. Some of the 
wholesalers do not have minimum requirements for orders, but based on 
information obtained through a phone call to the TNNA and Plymouth 
yarns, it is not uncommon for a wholesaler to require a $1000 - $2000 
minimum order. Once final decisions have been made on the brands and 
specific merchandise that will be carried in the store, the finalized budget 
for the business can be constructed to include an itemized list of brands 
and product types.  

 



The majority of the money for the start up of the business will be obtained from a bank loan. 
When approaching the amount that needs to be borrowed, a few things need to be taken into 
consideration. First, according to the TNNA, most fiber arts businesses do not start turning a profit until 
after year two. It will be important to borrow enough money to cover at least two years expenses. 
Expenses to consider in the final budget will include rent, utilities, renters insurance, liability insurance, 
cost of set up including shelving and signage for the store front, inventory costs, class expenses, 
promotional materials, workshop, salary, trade show costs, membership fees and miscellaneous 
expenditures (See hypothetical break down of budget allocation for years one and two in figures 10 and 
11).  

The cost of rent for the current location being considered for Syrup Threads is $750 per month. 
According to the landlord, the average amount for utilities is approximately $300. Utilities for this 
facility include, gas, heat, water, sewage, and garbage pickup. These utilities are paid to the town of 
Pendleton, and before being approved to rent the location, one must fill out an application for utilities 
with the town. All of the utilities are combined by the local business association and taken care of 
through the town treasurer.  

Purchases for furniture in the store will need to include seating for classes, which in the case of 
Syrup Threads will include a small living room furniture set. This set can be purchased second hand if 
necessary for budget limitation. Second hand markets will also be scouted for some interesting pieces of 
furniture for yarn display such as dressers, curio cabinets and shelving units. The majority of yarn will be 
displayed in white closet organization units as were seen in other knitting locations. These units can be 
purchased through many retail locations as well as some wholesalers through the TNNA. These units 
cost anywhere from $80 to $100 for a unit of 9 cubes. There are wholesalers available at trade shows that 
specialize in storage for these businesses as well, which could become a valuable resource and change 
final decisions on display options for merchandise within the store.  

Basing the cost of yarn and supplies off of data from the TNNA and Plymouths order minimum 
of $2000, it is safe to assume that many yarn suppliers will also have higher priced minimums for their 
goods. Because the store will start with no inventory, the first year of inventory will have larger start up 
costs than year two. The justification for this is that certain products such as knitting needles, some 
notions, pattern books and some accessories are sold consistently over time but at a slower rate than the 
yarn products. This is because once these products are purchased they do not need to be replaced for each 
project. For example, if I buy a hat needle to knit a hat, when the hat is finished I will be out of yarn, but 
I can re-use this hat needle for a very long time before it might need to be replaced. Expenses for 
inventory will also be more costly in the first few years because of a lack of network. Once the business 
is established and is networked with other independent shops it may be more realistic to look at sharing 
more expensive inventory costs and products with local retailers in the area.  Signage will also be a one-
time fee but must follow a rigorous set of standards set out by the Pendleton retail association. Currently 
Syrup Threads uses Staples and Vista Print for promotional material needs. Costs are reduced by 
ordering in larger quantities and promotional materials will include letter head and stationary, 
promotional mailers, business cards and possibly promotional bags.  

 

 
27 



Average monthly expenses for this business will be around $4000 per month, that includes 
employee pay, new inventory, rent, utilities, insurance and miscellaneous expenses. The business will 
need to at least clear the $48,000 of the second year’s expenses to turn a profit. According to the TNNA 
yarn stores averaged about $177,000 in sales annually in 2009, with a 13% profit margin (The State, 
2010). 

The figures below are based on the actual prices located through the landlord, estimates from 
credit card and Internet companies, or by setting a budget for supplies. For example, I could spend $3000 
on living room furniture set for my classroom, but I want my budget to stay within the $800 range. I will 
do this by purchasing second hand furniture. One time expenses from the first year are not included in the 
second year assessment. Personal overhead expenses include my living expenses, since I will be the sole 
proprietor or this facility.  
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Syrup Threads Year 1

Description Cost

Trade Organization

TNNA Dues Annual $60

Trade Show Free

Workshops 3 per year $300

Trade Show Travel and lodging Hote 2 nights $150

Gas round trip $150

Food $150

Parking $40

Facilities

Rent Monthly x12 $9,000

Utilities Monthly x12 $3,600

Internet Monthly x12 $600

Credit Card Processing Fees Monthly x12 $240

Insurance Yearly $300

Inventory & Set Up

First time Start up Signage $500

Furniture $800

Display Fixtures $3,000

Register $500

Misc. Hardware $500

Inventory Yarn $8,000

Combined $3,000

accessories and notions

Advertising and Promotions

Advertising Newspaper press release Free

Flyers $30

trade magazines $1,000

Promotional Materials Total budget $1,000

Miscelaneous

Includes: Bathroom supplies One budget for all $500

Regiser paper

pens

cleaning supplies

Personal Overhead

Living expenses Montly x12 $9,000

Total: $42,420

Figures 10 Forecasted Finances Year 1 
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Syrup Threads Year 2

Description Cost

Trade Organization

TNNA Dues Annual $60

Trade Show Free

Workshops 3 per year $300

Trade Show Travel and lodging Hote 2 nights $150

Gas round trip $150

Food $150

Parking $40

Facilities

Rent Monthly x12 $9,000

Utilities Monthly x12 $3,600

Internet Monthly x12 $600

Credit Card Processing Fees Monthly x12 $240

Insurance Yearly $300

Inventory 

Yarn $8,000

Combined $1,000

accessories and notions

Advertising and Promotions

Total Budget $2,000

Miscelaneous

Includes: Bathroom supplies One budget for all $500

Regiser paper

pens

cleaning supplies

Personal Overhead

Living expenses Montly x12 $9,000

Total: $35,090

Figure 11 Forecasted Finances Year 2 
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