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executive summary
1.1 MISSION STATEMENT
To provide mutually beneficial fashion choices for consumer and garment industry workers by

partnering with female-focused organizations to produce high quality, fashion forward clothing.

1.2 VISION STATEMENT
We envision a world where ethically made clothing is not a luxury, and being paid a living wage

is not a privilege. Through partnering together, we believe that both consumer and manufacturer

can co-create ethical progress in the fashion industry.

1.3 STATEMENTS Of  Be l ie f
• We believe in freedom of choice for both consumer and manufacturer.

• We believe in the inherent right of all people to freedom, love, safety, shelter, sustenance and 

the pursuit of self-actualization.

• We believe that all people are entitled to be paid a living wage and to work in a dignified envi­

ronment.

• We believe that empowering women economically can change families and communities for 

the better.

• We believe that choosing to buy clothing makes us partially responsible for how the clothing 

was made.

• We believe that participating in the fashion industry does not have to mean perpetuating an 

oppressive system.

• We believe that fashion is a valid way of expressing not only individuality and creativity but of 

expressing beliefs and empathy as well.
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1.4 co m pan y  o v er v iew
Same Thread Apparel is a new fair trade clothing concept that uses partnerships with women- 

focused organizations to expand access to ethical clothing while economically empowering female 

garment workers. In addition, we aid our partners in business and product development to help them 

expand their scale in the marketplace. Located in Seattle, WA, Same Thread hopes to bridge the gap 

between fashion and ethics in the growing fair trade fashion sector.

Same Thread Apparel is a general partnership corporation co-founded by Katie Metzger and 

Danielle Neufeld in 2013. The concept for Same Thread was bred out of a research trip to Southeast 

Asia that focused on aftercare for women coming out of

the Thai sex industry. Katie and Danielle

found themselves drawn to the W h a t ?
entrepreneurial efforts of many 

of the NGOs they encoun­

E th ica lly  m ad e , fa s h io n a b le  c lo th in g  a t  h ig h ly  
c o m p e tit iv e  p ric e  p o in ts .

tered and felt that these 

programs could be H O W ?
improved and ex­

pounded upon. This 

interest led to many 

discussions regard­

T h ro u g h  p a r tn e r in g  w ith  NGOs a n d  
so c ia l e n te r p r i s e s  w o rk in g  to  e m p o w e r  
w o m e n  eco n o m ic a lly  th ro u g h  p ro v id in g  

a liv in g  w ag e  to  fem a le  g a rm e n t 
p ro d u c e rs .

ing the role of social W h y ?
enterprise in the eco­

nomic empowerment 

of women.

The initial office

W e believe in freedom ; freedom  from  
partic ipation  in perpetual oppressive 

system s. W h eth e r as consum er or 
m anu factu rer w e believe in the right to 

opt-out o f th is cycle . It is our goal to 
provide eth ical a lte rn ative s fo r all 

stakeho lders in the clothing industry .

location will be located in the 

proprietors home in the Central District
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o f  S e a t t le , w i t h  a n  e v e n t u a l  d e d ic a t e d  o f f ic e  lo c a t io n  b e in g  r e n t e d  i n  t h e  s a m e  n e ig h b o r h o o d .  S e a t t le  s e r v e s  a s  

a n  id e a l  h u b  a s  it  i s  a  l e a d e r  i n  t h e  f a i r - t r a d e  a n d  s o c i a l  e n t e r p r is e  m o v e m e n t s 1. W e  b e l ie v e  t h a t  t h e  s u p p o r t  o f  

o t h e r  l i k e m i n d e d  e n t r e p r e n e u r s  w i l l  s e r v e  a s  a  g r e a t  s u p p o r t  n e t w o r k  f o r  t h i s  v e n t u r e .

I n i t i a l  r e t a i l  c h a n n e ls  w i l l  i n c lu d e  a n  e - c o m m e r c e  s to r e ,  w h o le s a le  a n d  “p o p - u p ”  s t o r e s  i n  S e a t t le  m a r ­

k e t s  a n d  a t a p p r o p r ia t e  e v e n t s .  F u t u r e  g o a ls  i n c lu d e  e x p a n d e d  m a r k e t  s h a r e  i n  t h e  f a i r  t r a d e  c lo t h in g  in d u s t r y ,  

t h e  o p e n in g  o f  a  p h y s i c a l  r e t a i l  lo c a t io n ,  a n d  p r o f it a b le  w h o l e s a l in g  p a r t n e r s h ip s .

product and service analysis

2.1 pr o d u ct  d escr iptio n
S a m e  T h r e a d  A p p a r e l  w i l l  p r o v i d e  c u s t o m e r s  w i t h  a  w i d e  v a r i e t y  o f  f a s h i o n a b l e ,  r e a s o n a b l y  p r i c e d  f a i r ­

t r a d e  c l o t h i n g .  A l l  p r o d u c t s  w i l l  b e  s o u r c e d  f r o m  o r g a n iz a t io n s  t h a t  f o c u s  o n  t h e  e c o n o m i c a l  e m p o w ­

e r m e n t  o f  w o m e n .  W e  w i l l  p a r t n e r  w i t h  N G O s  w h o  w a n t  t o  d e v e lo p  i n c o m e  s t r e a m s  a n d  e m p l o y m e n t  

o p p o r t u n i t i e s  f o r  t h e  w o m e n  t h a t  t h e y  w o r k  w i t h .  O u r  i n i t i a l  p r o d u c t i o n  p a r t n e r  w i l l  b e  T h e  B r i d g e ,  a n  

N G O  b a s e d  i n  t h e  I s s a n  p r o v i n c e  o f  T h a i l a n d .  T h e  B r i d g e  f o c u s e s  o n  e d u c a t io n  a n d  e m p o w e r m e n t  f o r  

t h e  w o m e n  o f  I s s a n  w h o  a r e  v u l n e r a b l e  t o  b e i n g  d r a w n  i n t o  t h e  T h a i  s e x  i n d u s t r y 2.

W h e n  p a r t n e r i n g  w i t h  p r o d u c t i o n  o r g a n iz a t io n s  w e  w i l l  e m p l o y  a  3 - p o in t  e v a lu a t io n  s y s t e m :  

c o m m u n i t y  i m p a c t ,  e c o n o m i c a l  i m p a c t  a n d  e n v i r o n m e n t  i m p a c t .  I t  i s  v i t a l  t o  o u r  m i s s i o n  t h a t  w e  o n l y  

p a r t n e r  w i t h  o r g a n iz a t io n s  t h a t  h a v e  t h e  s a m e  f o c u s  a n d  p h i lo s o p h y .  S a m e  T h r e a d  A p p a r e l  w i l l  p r i m a r i l y  

p r o v id e  c l o t h i n g ,  b u t  w i l l  a l s o  h a v e  a c c e s s o r ie s  a n d  o t h e r  r e la t e d  p r o d u c t s  a v a i l a b le  f o r  p u r c h a s e .  P r o d ­

u c t s  w i l l  i n c lu d e :  a  w i d e  v a r i e t y  o f  f a i r - t r a d e  b lo u s e s ,  d r e s s e s ,  s k i r t s ,  p a n t s ,  a n d  a c c e s s o r ie s  t h a t  w i l l  h a v e  

a n  u r b a n - b o h e m i a n  a e s t h e t i c .  W h e n  a t  a l l  p o s s ib l e  w e  w i l l  o f f e r  n o t  o n l y  f a i r - t r a d e  i t e m s  b u t  e c o - f r i e n d l y

1 S e a t t le  i s  h o m e  t o  m a n y  s o c i a l  e n t e r p r i s e s  a c r o s s  i n d u s t r i e s  a s  w e l l  a s  s o c i a l  b u s i n e s s  e d u c a t i o n  
p r o g r a m s  a n d  v e n t u r e  p h i l a n t h r o p y  o r g a n i z a t i o n s  t h a t  h a v e  m a d e  S e a t t le  a  h u b  f o r  s o c i a l  e n t e r p r i s e  
s t a r t - u p s .
2 T h e  B r i d g e  i s  a  s t a r t - u p  N G O  t h a t  i s  o p e r a t e d  b y  T h a i  n a t i o n a l s  w i t h  a n  e x i s t i n g  k n o w l e d g e  o f  g a r ­
m e n t  p r o d u c t i o n  a n d  t e x t i l e  m a n u f a c t u r i n g .  T h i s  o r g a n i z a t i o n  w i l l  s e r v e  a s  a n  i d e a l  i n i t i a l  p a r t n e r  d u e  
t o  t h e i r  c o m m u n i t y  r e l a t i o n s h i p s  a n d  k n o w l e d g e  o f  l o c a l  t e x t i l e  p r o d u c t i o n  p r a c t i c e s .
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i t e m s  a s  w e l l .  B e c a u s e  w e  w i l l  b e  w o r k i n g  d i r e c t l y  w i t h  t e x t i le  a n d  g a r m e n t  p r o d u c e r s  w e  w i l l  b e  a b le  t o  

h a v e  a  g r e a t e r  l e v e l  o f  c o n t r o l  o v e r  t h e  t e x t i le s  t h a t  w e  u s e .

S a m e  T h r e a d  w i l l  o f f e r  f e m a le  c o n s u m e r s  a  “o n e - s t o p - s h o p p in g ”  e x p e r i e n c e  f o r  t h e  s o c i a l l y  

c o n s c i o u s .  W e  w i l l  p r o v id e  f a s h i o n a b l e  t r e n d  p ie c e s  a s  w e l l  a s  w a r d r o b e  b a s i c s .  S a m e  T h r e a d ’s  a p p r o a c h  is  

u n i q u e  s i n c e  m a n y  f a i r - t r a d e  c l o t h i n g  m a n u f a c t u r e r s  f o c u s  p r i m a r i l y  o n  e i t h e r  s p e c i a l t y  i t e m s  o r  c a s u a l  

b a s i c s .  A d d i t i o n a l l y ,  m a n y  o t h e r  f a i r  t r a d e  m a n u f a c t u r e r s  s o u r c i n g  f r o m  S o u t h e a s t  A s i a  p r o d u c e  l o w -  

g r a d e  a c c e s s o r ie s  a n d  s o u v e n i e r s .  I t  i s  v i t a l l y  i m p o r t a n t  t h a t  w e  n o t  o n l y  f o c u s  o n  t h e  e t h i c a l i t y  o f  t h e  

c l o t h i n g  b u t  o n  b e i n g  f a s h i o n  f o r w a r d  a s  w e l l .  C o n s u m e r s  p u r c h a s e  c l o t h i n g  p r i m a r i l y  d u e  t o  a e s t h e t i c s  

n o t  e t h i c s .  E t h i c a l  c l o t h i n g  h a s  b e e n  h i s t o r i c a l l y  t h o u g h t  o f  a s  s e p a r a t e  f r o m  t h e  m a i n s t r e a m  f a s h i o n  

i n d u s t r y  d u e  t o  i t s  l a c k  o f  a t t e n t io n  t o  t r e n d s .  P r o v i d i n g  c l o t h i n g  c h o ic e s  t h a t  a r e  b o t h  h i g h l y  f a s h i o n a b l e  

a n d  h i g h l y  e t h i c a l  i s  w h a t  w i l l  s e t  u s  a p a r t 3. A d d i t i o n a l l y ,  w e  w a n t  t o  d e v e lo p  p r o d u c t s  t h a t  c a n  f it  s e a m ­

l e s s l y  i n t o  t h e  w a r d r o b e s  o f  m a n y  d i f f e r e n t  t y p e s  o f  w o m e n ,  t h e r e f o r e  w i d e n i n g  o u r  c o n s u m e r  b a s e .

2.2 SERVICE DESCRIPTION
I n  a d d i t i o n  t o  o f f e r in g  h i g h  q u a l i t y  f a i r - t r a d e  c l o t h i n g  S a m e  T h r e a d  A p p a r e l  w i l l  a l s o  m a k e  a v a i l a b le  

s e v e r a l  s e r v i c e s  t o  o u r  p a r t n e r  o r g a n i z a t i o n s .  O u r  g o a l  i s  t o  n o t  o n l y  b e  a  s u c c e s s f u l  p r o d u c e r  o f  e t h i ­

c a l l y  m a d e  c l o t h i n g  b u t  t o  a l s o  a i d  o u r  N G O  p a r t n e r s  i n  b u s i n e s s  a n d  p r o d u c t  d e v e l o p m e n t .  W e  h o p e  

t o  a s s i s t  o u r  N G O  g a r m e n t  p r o d u c t i o n  a f f i l i a t e s  i n  t h e  f o l l o w i n g  w a y s :

• S t a b le  e m p l o y m e n t  a n d  j o b  s k i l l s  d e v e l o p m e n t  f o r  t h e  w o m e n  p a r t i c i p a t i n g  i n  t h e i r  p r o g r a m s

• I n c r e a s e d  m a r k e t  a c c e s s

• P r o d u c t  d e v e l o p m e n t  t h r o u g h  s a l e s  a n d  m a r k e t  f e e d b a c k ,  a s  w e l l  a s  p r o d u c t  d e s i g n

• P r o d u c t  d i v e r s i f i c a t i o n

• L e a n  p r o d u c t i o n  o p e r a t i o n s  a n d  i n c r e a s i n g l y  c o m p e t i t i v e  p r i c i n g

• C o n t i n u o u s l y  d e v e l o p i n g  h i g h e r  e t h i c a l  a n d  e n v i r o n m e n t a l  s t a n d a r d s

3A c c o r d i n g  t o  T h e  M a r k e t  f o r  E t h i c a l  a n d  S u s t a i n a b l e  F a s h i o n  P r o d u c t s  2 0 1 1  r e p o r t ,  “ S h o p p e r s  b u y  o n  
d e s i g n  a n d  s t y l e  f i r s t .  E t h i c a l / e c o  c r e d e n t i a l s  a r e  a  b o n u s  t h a t  c a n  h e lp  s e c u r e  t h e  s a le ”. R e p o r t  r e t r i e v e d  
f r o m  h t t p : / / w w w .e t h i c a l f a s h i o n f o r u m . c o m / a s s e t s - u p l o a d e d / d o c u m e n t s / M a r k e t _ f o r _ s u s t a i n a b l e _ f a s h -  
i o n _ B r i e f i n g _ 2 0 1 1 . p d f
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We at Same Thread Apparel strive to be a platform to showcase organizations that are improv­

ing the lives of female textile and garment workers. The services that we offer our partners are intended 

to help them grow and develop as an organization, thus allowing them to increase program funding 

through partnering with us.

2.3 COMPETITIVE EDGE
Key Competitive Strengths

There is currently a deficit in the marketplace between affordable and accessible fair-trade fashion and 

the level of current demand. Many fair-trade clothing retailers concentrate their focus on ethicality 

and not on current trends. We believe that in order to be competitive in the marketplace we must not 

only focus on the ethicality of our clothing but also on the design and relevance to current trends.

Same Thread Apparel will be one of the few ethical fashion companies to really focus on the aesthetics 

of their products. We will work to become the premier fashion-forward ethical clothing company in 

the United States. Our target market will not only be the conscious consumer but also the mainstream 

consumer, where our message of ethicality would be an added bonus not a primary sales tool.

Key Competitive Challenges

The major challenge that Same Thread Apparel faces is that it is a new company. Because we are en­

tering into the market, we will have to address challenges in visibility and brand loyalty. Due to our 

relationships with other organizations we will have to navigate how to achieve successful, mutually 

beneficial collaborations. However, we believe that our unique model, expanded selection, pricing and 

wholesale offerings will give us a competitive advantage over the more established ethical clothing 

companies.

2.4 Sourcing
We at Same Thread Apparel will be extremely hands-on in our sourcing channels for our clothing that 

will be available for wholesale purchase and direct sales through our e-commerce website. All textiles
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a n d  g a r m e n t  p r o d u c t i o n  w i l l  b e  s o u r c e d  d i r e c t l y  f r o m  o u r  N G O  p a r t n e r s .  T h i s  w i l l  i n i t i a l l y  i n c l u d e  o u r  

p r o d u c t i o n  p a r t n e r  T h e  B r i d g e .  T h e  B r i d g e  w i l l  s o u r c e  a l l  o f  t h e i r  t e x t i le s  l o c a l l y  f r o m  I s a a n  b a s e d  

p r o d u c e r s 4. T h e  I s a a n  p r o v i n c e  i s  r e n o w n e d  f o r  t h e i r  t e x t i le s ,  i n c l u d i n g  T h a i  s i l k ,  c o t t o n ,  a n d  c o m p le x  

t r a d i t i o n a l  w e a v i n g  p a t t e r n s 5. W e  w i l l  b e  u t i l i z i n g  t h e i r  e x p e r t i s e  i n  t e x t i le  m a n u f a c t u r i n g  t o  i n c r e a s e  t h e  

q u a l i t y  a n d  a e s t h e t i c  a p p e a l  o f  o u r  c l o t h i n g .  O u r  c l o t h e s  w i l l  i n c o r p o r a t e  t r a d i t i o n a l  f a b r i c s  a n d  p a t t e r n s  

w i t h  m o d e r n  s i lh o u e t t e s  t o  a c h ie v e  a n  u r b a n - b o h e m i a n  e f f e c t .

T o  s t a y  t r u e  t o  o u r  m i s s i o n  w e  a t  S a m e  T h r e a d  A p p a r e l  w i l l  b e  e x t r e m e l y  d i l i g e n t  i n  o u r  r e ­

s e a r c h  o f  s o u r c i n g  c h a n n e l s  f o r  o u r s e l v e s  a s  w e l l  a s  o u r  p a r t n e r s .  A l l  a s p e c t s  o f  s o u r c i n g  m u s t  m e e t  

h i g h  q u a l i t y  a n d  e t h i c a l  s t a n d a r d s  a s  a l i g n e d  w i t h  o u r  m i s s i o n ,  v i s i o n ,  a n d  s t a t e m e n t  o f  b e l ie f s .  A d d i ­

t i o n a l l y ,  w e  w i l l  w o r k  a s  c l o s e l y  a s  p o s s i b l e  w i t h  o u r  p a r t n e r s  a s  t o  n o t  i n c u r  e x t r a  c o s t s  f r o m  “ m i d d l e  

m e n ” o r  u n n e c e s s a r y  c h a n n e l s .

2.5 TEChNOLOGY
T h e  u t i l i z a t i o n  o f  p r o p e r  t e c h n o l o g y  w i l l  b e  a n  i m p o r t a n t  a s p e c t  o f  S a m e  T h r e a d ’s  p r o d u c t  a n d  s e r v i c e  

d e l iv e r y .  O u r  t e c h n o l o g y  s t r a t e g y  w i l l  i n c l u d e  2  k e y  c o m p o n e n t s :  h i g h  c a p a c i t y  e - c o m m e r c e  w e b s i t e  

f o r  w h o l e s a l e  a n d  d i r e c t - t o - c o n s u m e r  p u r c h a s e s ,  a s  w e l l  a s  h e a v y  o n l i n e  m a r k e t i n g  e f f o r t s .

O u r  e - c o m m e r c e  w e b s i t e  w i l l  s e r v e  a s  a  d i r e c t - t o - c o n s u m e r  r e t a i l  c h a n n e l  t h a t  w i l l  n o t  o n l y  

b e  h i g h l y  f u n c t i o n a l  a n d  u s e r  f r i e n d l y  b u t  w i l l  a l s o  b e  a e s t h e t i c a l l y  p l e a s i n g .  W e  a r e  c u r r e n t l y  w o r k i n g  

w i t h  a n  e x p e r i e n c e d  w e b s i t e  d e s i g n e r  w h o  w i l l  a s s i s t  u s  i n  t h e  d e s i g n  a n d  o n g o in g  m a i n t e n a n c e  o f  o u r  

e - c o m m e r c e  s i t e .  A c c o r d i n g  t o  t h e  U . S .  C e n s u s  B u r e a u  e - c o m m e r c e  s a le s  h a v e  s t e a d i l y  i n c r e a s e d  o v e r

4A c c o r d i n g  t o  N i g h t l i g h t ,  a n  N G O  o p e r a t i n g  i n  T h a i l a n d  w o r k i n g  w i t h  s e x  i n d u s t r y  w o r k e r s ,  9 0 %  o f  
g i r l s  w o r k i n g  i n  t h e  s e x  b a r s  i n  B a n g k o k  a r e  f r o m  t h e  I s a a n  p r o v i n c e .  T h i s  s t a g g e r in g  n u m b e r  i s  d u e  t o  
p o v e r t y  a n d  l a c k  o f  e d u c a t i o n  f o r  g i r l s  i n  t h i s  p o o r ,  n o r t h e a s t e r n  p r o v i n c e .  I n f o r m a t i o n  r e t r i e v e d  f r o m :  
h t t p : / / n i g h t l i g h t i n t e r n a t i o n a l . c o m / u n c a t e g o r i z e d / i s s a n - b i r t h p l a c e - o f - d a u g h t e r s - s u p p l i e r - f o r -  
p r o s t i t u t i o n /
5 T h e  e x p o r t i n g  o f  T h a i  t e x t i l e s  h a s  i n c r e a s e d  s t e a d i l y  i n  r e c e n t  y e a r s ;  i n  2 0 1 3  a l o n e  t e x t i l e  e x p o r t i n g  
r o s e  b y  8 %  a c c o r d i n g  t o  t h e  T h a i l a n d  T e x t i l e  I n s t i t u t e .  T h i s  g r o w t h  i s  d u e  i n  p a r t  t o  l o w  m a n u f a c t u r ­
i n g  c o s t s  a n d  t h e  e x c e l l e n c e  o f  T h a i  t e x t i l e  q u a l i t y .
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the last several years and will only continue to grow in the future6. We hope to effectively leverage this 

sales medium as it is low cost and allows us to directly engage with our customers. This consumer 

trend demonstrates the need for a quality, user-friendly website. In addition to serving as a 

direct-to-consumer retail channel our website will also be able to be utilized by our wholesale cus­

tomers. Wholesale customers will be able to log onto their Same Thread account to track purchases, 

see wholesale pricing information and submit customer service inquiries. This will allow for a fast and 

easy to use sales system for our wholesale customers.

Furthermore, technology will be employed for our marketing and promotion efforts. We will 

be utilizing social media outlets, fashion blogs and online advertising to increase our brand visibility. 

This will be discussed in further detail in section 5.1 Target Market Segment Strategy.

M A R k E T  A N A LY S IS
The sale of fair-trade products is not only increasing but is projected to continue to increase for the 

foreseeable future. According to a 2011 Harvard study consumers are willing to pay 5-10% more for 

items they know are ethically made. Furthermore, adding a third-party designated fair-trade label 

increases sales by 10% on average7. Although fair-trade products are readily available in industries such 

as coffee or chocolate, the apparel industry has been slow to see change. Same Thread Apparel wants 

to help facilitate change in the clothing industry by giving a retail platform to those organizations that 

are working for change in a progressive way. The growth that is taking place in the fair-trade market is 

exciting and will provide many future opportunities.

6 This information was taken from the 2011 Annual Trade Report released by the U.S. Census Bureau. 
This report shows steady online sales increases for all areas of retail including the clothing industry.
7 This Harvard study was done in conjunction with MIT and LSE. Over a 6 month period this study 
observed consumer behavior and buying patterns in relation to coffee labeled fair trade. They also 
surveyed customers about the impact of ethicality on their purchasing. Study report retrieved from: 
http://papers.ssrn.com/sol3/papers.cfmfabstract_idM801942
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3.1 MARkET TRENDS
Although child labor and visible forced labor is on the decline in the clothing industry these practices 

are still widespread. It is estimated that 80% of clothing in North America has been made in sweatshops 

overseas8. Use of forced labor is especially present in the production of textiles, as textile manufacturing is 

harder to monitor than the garment production itself. Due to increased consumer knowledge and media 

coverage surrounding the plight of garment and textile workers consumers are more aware than ever. 

Therefore, as the media continues to be an ever-present force it will continue to bring to light the often 

inhumane way in which mainstream clothing is made.

Consumer trends towards the fair trade industry are extremely positive and are projected to 

steadily increase in the future.

• Fair-trade products have seen expanded market share in the United States, Western Europe, Aus­

tralia and New Zealand. Although, there was a drop in sales in the U.S. during the 2008 recession, 

sales have been strong in other western nations9. Response to ethically made products has been 

especially good in the UK.

• Consumers are demanding fair-trade products and corporate social responsibility in such numbers 

that it is bringing about tangible change10. Major corporations are beginning to try to adjust their 

corporate image by offering some ethically sourced products

• Ethically sourced brands are attracting an affluent customer who has a large amount of buying power11.

8This figure comes from the Institute For Global Labour and Human Rights.
9As discussed in the 2012 Center For Global Development Policy Paper http://www.cgdev.org/ 
files/1426831_file_Elliott_Fair_Trade_Really_Fair_FINAL.pdf
10 Corporations such as Starbucks, Gap and H & M have made adjustments to their supply chains due 
to consumer demand. They have also begun to highlight ethically made products and use ethicality as 
selling point.
11 “Goodbrand’s Social Equity Index report classifies consumers on four levels according to their ethi­
cal stance. This is judged by whether they claim to recycle waste material, support local retailers, make 
charitable donations, buy Fairtrade products, buy organic food, check companies’ ethical claims and 
do voluntary work. The study finds that consumers classified as “highly ethical” are likely to be wealth­
ier than less ethically motivated people, with nearly two-thirds of this group falling into the ABC1 
social class.” Retrieved from: http://www.marketingweek.co.uk/the-only-way-is-ethics/3028974.article
SAME THREAD APPAREL 9
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UNITED STATES fAIR TRADE SALES fIGURES12

12 Both charts sourced from Fair Trade International.
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C O M P ET IT IV E A N A LY S IS
As demand for fair trade and eco-friendly products has increased, so has the number of companies 

that manufacture and sell these products. Commodities such as coffee, sugar and produce have seen 

huge gains in the fair trade sector recently. However, due to the intrinsically aesthetic nature of the 

fashion industry, selling fair trade clothing is complex. You must not only appeal to the consumer’s 

ethics but also to their own personal sense of style, which is highly emotional. Same Thread Apparel 

strives to bring personal style and ethics together by producing fashion forward clothing at reasonable 

prices.

Currently there are a number of ethically focused companies sourcing from Thailand. However, 

the majority of these companies produce items such as paper beads, handmade cards, budget jewel­

ry, and a variety of other trinkets and accessories. Same Thread Apparel will not follow this common 

model, but will seek to be a leader in the manufacturing of on-trend, wearable clothing. We will be 

focused on systemic change in the clothing industry and will not rely on novelty only. By leading with 

the clothing aesthetics and quality we will differentiate ourselves from organizations that rely heavily 

on marketing through their mission. Our commitment to innovation and creative problem solving will 

be a distinguishing feature of Same Thread Apparel. This will ultimately allow us to increase our viabil­

ity and sustainability.

4.1 KEY COMPETITOR ANALYSIS
Below we have identified what we believe to be some of our key competitors. By identifying our key 

competitors strengths and weaknesses we will be able to clearly articulate what our strategic advantage 

is. Our key competitors are defined in the following way(s):

• Fair Trade clothing producer

• Sources from overseas garment producers

• Women’s wear focused trying to cater to a fashion forward demographic

• Either headquartered in the U.S. or has a significant online market in the U.S.
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K E Y

C O M P ETITO R

S T R EN G T H S w E A k N E S S E S OUR

A D V A N T A G E
Alternative
Apparel
Located in Atlanta, GA 
and Los Angeles, CA 
founded in 1996
Brand Aesthetic:
Comfort and simplicity

• Fashion-forward 
casual wear

• Young, fresh branding 
aesthetic

• Wide variety of 
products

• High price points
• Extremely casual 

aesthetic is not 
appealing to all 
customers.

• Lower price points
• Wider range of styles 

and aesthetics.

American Apparel
Based in L.A. founded 
in 1998
Brand Aesthetic:
Casual basics

• Globally recognized 
brand with strong 
brand loyalty

• Strong messaging 
related to their ethical 
standards

• Good price points

• Marred public image 
due to advertising and 
sexual harassment 
scandals

• Singularity of target 
demographic

• Steady decrease in 
revenues recently

• Overly simplistic 
clothing

• Widened target 
demographic

• Wider range of styles 
and aesthetics.

Annie Greenablle
U.K. based company 
founded in 2007
Brand aesthetic:
Body conscious, on- 
trend women’s wear

• Partnership with 
established brand 
Topshop

• On-trend clothing
• Competitive price 

points

• U.K. location makes 
wholesaling expensive 
for U.S. based retailers

• Limited size 
availability

• Repetitive silhouettes

• Our U.S. location 
gives a economic 
advantage with U.S. 
based retailers

• We will offer a wider 
variety of sizes and 
silhouettes

Good & Fair
Located in Austin, TX 
founded in 2008
Brand Aesthetic:
Hip, graphic screen- 
prints

• Fair Trade and 
Organic certified.

• Modern, on-trend 
design for men and 
women.

• Professional, user- 
friendly website.

• Does not offer a full 
line. Only offerings 
are t-shirts, under­
wear, and scarves.

• Small company with 
very limited wholesale 
customers.

• We will offer a full 
line of women’s cloth­
ing that will include 
everyday pieces as 
well as unique, state­
ment pieces. We want 
to be a go to clothing 
option for any 
occasion.
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K E Y

C O M P ETITO R

strengths weaknesses OUR

A D V A N T A G E
Mata Traders
Located in Chicago, Il 
founded in 2004.
Brand Aesthetic:
Bohemian prints with 
simple silhouettes

• Wearable, figure 
flattering clothing

• Extended sizes 
including plus size 
offerings

• Competitive price 
points

• Singularly bohemian 
aesthetic will not 
appeal to a wide 
variety of customers.

• Silhouettes are very 
simple and repetitive

• We will appeal to a 
wide variety of 
women by offering 
pieces that could be 
incorporated into 
anyone’s wardrobe.

• Increased variety of 
clothing silhouettes

People Tree
Located in the U.K. 
founded in the 1990s
Brand Aesthetic:
Fashion focused with 
clean, modern design

• Well recognized 
brand garnering 
celebrity endorse­
ments

• Fair Trade certified
• Wide variety of 

products

• Price point is high, 
especially for the U.S. 
based customer

• U.K. location makes 
wholesaling expensive 
for U.S. based retailers

• Our U.S. location will 
give us a pricing 
advantage to U.S. 
based retailers

prAna
Located in Carlsbad, 
CA founded in 1992.
Brand Aesthetic:
Yoga-inspired, 
wearable, cotton 
clothing

• First major company 
to produce fair trade 
clothing in North 
America.

• Fair Trade certified
• Large variety of 

clothing choices 
ranging from swim 
suits to bags.

• Aesthetic is not on 
trend

• High price point
• Focus on yoga life­

style may alienate 
some potential 
customers

• More fashion forward 
aesthetic which will 
draw in a younger 
consumer base

• Not specific to one 
sub-culture

M A R K ET IN G  S T R A T EG Y
Marketing and promotion is crucial to any successful sales strategy. We believe that by clearly defin­

ing our target market, offering industry competitive prices and employing effective promotion tactics 

we will be able to build a successful brand. This will help us to become financially viable and lucrative 

within a short period of time.
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5.1 TARGET MARkET SEGMENTATION
Same Thread Apparel will cater to a target demographic that we believe will connect most eagerly with 

our messaging and aesthetic. Building brand loyalty with this consumer group is extremely important 

to our overall sales and marketing strategy. Although our branding will be targeting a specific target 

market, because our primary sales channel will be the internet we will have an international as well as 

local presence. Below we will outline both the demographic and psychographic attributes of our target 

market.

Target Market Demographics:

• Female

• Age 18-35

• Middle to upper income level

• Single or newly married

• College educated

• Lives close to an urban center

Target Market Psychographics:

• Above average socially conscious buying patterns (i.e. Purchasing organic produce, fair trade coffee and 

chocolate, supporting small/local businesses)

• Identifies with liberal political views

• Cares about ethics in fashion but also craves luxury and status

• Savvy urban dwellers with an affinity for anything with a bohemian/ethnic aesthetic

• Shops at stores such as Free People, TopShop, Nordstrom Savvy Department, Anthropologie and Urban 

Outfitters.

• Early trend adopters

• Purchases vintage items to integrate into their wardrobe

• Either travels internationally or views international experiences as chic and fashionable
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Women fitting this demographic and psychographic description have unique buying patterns that dif­

ferentiate them from other market segments. Millennial women crave a more personal experience and 

products that tell a story13. We will offer this experience by using our message of ethicality and woman 

empowerment to engage our target demographic. This will be accomplished by telling the stories of 

our products from raw material through production process and how it has affected the lives of wom­

an along the way.

5.2 PRICING STRATEGY
At Same Thread Apparel we will strive to offer the most competitive prices for the quality of our prod­

ucts in the fair trade marketplace. However, because our clothing is ethically made we will not be able 

to offer the “fast fashion”14 prices of as little as $25 for a party dress. Our prices points will be competi­

tive with other women’s wear lines focusing on the contemporary market15.

Our pricing structure will include a 30% markup for our wholesale customers. This will only be 

applicable to bulk ordering in predetermined amounts. Our suggested retail price will be 50% greater 

the wholesale price. For example, if we manufacture a dress for the cost of $25 we will sell it at whole­

sale for $32.50. In turn, the stores that carry our products will sell the same item for $48.7516. We 

believe this pricing strategy will help us to become financially viable in a short period of time. Fur­

thermore, these pricing markups are in line with industry standards.

13 The millennial generation is most commonly defined as those who are born between the years of 
1980-2000.

14“Fast fashion” is a term used in the fashion industry to describe low-cost, low-quality clothing that 
can be used and discarded from season to season. Due to the high volume of “fast fashion” that is 
being consumed, international garment workers are under increasing pressure to produce more 
garments in less time with lower cost of production. According to an Oxfam study conducted from 
2002-2007 Sri Lankan garment workers are regularly forced to work 60-90 hours of overtime per 
month in extremely poor conditions to keep up with production demand.

15 “Contemporary” is a term used in the fashion industry to describe on trend clothing that services the 
demographic between budget clothing and high-end fashion.

16 This pricing strategy is known as a “cost-plus” pricing tier and is commonly used in the clothing 
industry. It takes into account the relationship between manufacturer, retailer and consumer.
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5.3 ADVERTISING AND PROMOTION
Same Thread Apparel will be heavily focused on the promotion and visibility of our brand; because we 

are a new company this will be one of our top priorities. Our advertising and promotion strategy will 

include the following channels:

• Producing an ethical lifestyle blog that will serve as a promotional tool for Same Thread Apparel as 

well as other companies and causes we are passionate about. Cultivating a following through blog­

ging is a low-cost and effective way to build up interest in our products through an organic reach. 

This will also allow us to connect with our target demographic in a more personal way, which is 

often one of the most important things to female millennial consumers.

• Social media outlets such as Facebook, Twitter and Instagram. These mediums are great ways to 

connect directly with our target demographic and promote our brand in a more wide spread way.

• Partnering with fashion bloggers to widen our audience17. We will be participating in cross-promo­

tional activities with popular fashion blogs that share our values.

• Utilizing Kickstarter to produce a campaign to raise visibility and some initial seed funds.

• Online banner advertising on Facebook, Twitter and fashion blogs.

Our advertising and promotion strategy will be exclusively online, as this is the best way to 

consistently reach our target demographic. Through all of our promotional channels we will always 

strive to add a personal touch while telling the story of our products. This will allow us to connect with 

our consumers in a more genuine way, thus increasing brand loyalty in the long run.

17 Fashion bloggers have gained much notoriety in the last few years as their readership and influence 
have caused major impacts in the fashion industry.
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F IN A N C IA L  A N A LY S IS
6.1 SALES FORECAST
Basedupon research of industry trends and annual sales reports we have forecasted our projected sales 

per unit for the first three years. These sales projections are based on the projected amount of unique 

website visitors per month as well as wholesale contracts.

PROJECTED UNIT SALES

P r n j r c t r d  U n i t  S a l e s  Y r s r  1 
P r n j r c t r d  U n i t  S a l e s  Y e a r  2  
P r o j e c t e d  U n i t  S a l e s  Y e a r  3

6.2 ExPENSES BUDGET
Below we have outlined our projected fixed costs as well as our projected variable costs. The fixed costs 

graph is based on a monthly budget that includes the rental of an eventual dedicated office space. The 

projected variable costs is based on a per unit estimation. Each section is appropriated by percentage of 

cost per unit.
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MONTHLY FixED COSTS
• Website Maintenance
• Advertising
• Office Suplies
• Accounting Services
• Domain Hosting
• Office Rental
• Utilities

MONTHLY VARIABLE COSTS
Labor

• Raw Materials
• Exporting
• Shipping
• Machinery Maintenance

6.3 BREAK EVEN ANALYSIS
Through calculating our fixed costs per unit and our projected sales we have cultivated a break-even 

analysis graph. This figure shows at which point we will recover our costs and begin to make a prof­

it. Based upon this estimation, you can see that at month four we will begin to see small profit gains 

above and beyond our costs. Since we will be operating as leanly as possible we will be able to break­

even and begin making profit gains fairly quickly. This will allow us to reinvest into our company and 

move to scale.
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BREAK-EVEN ANALYSIS

J a n u a r y  A p r i l  J u l y  O c t o b e r

■  Total Net Sales
■  Total Costs
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