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Executive Summary 

NINSA is a limited liability partnership that has developed “stencil tape”. NINSA Stencil 
Tape is an environmentally friendly painter’s tape with congruent stencils throughout it 
that comes in two different sizes (30 yard and 60 yard rolls).  Application of the product 
simply involves the customer lining the tape along a given substrate, painting in the 
stencils and then removing the tape. NINSA’s target market is 25-35 year old new 
homeowners and new parents. Given this target, we have created a wide range of 
sophisticated and postmodern designs for the new homeowners and we have created 
more playful and imaginative designs for the children of the homeowners. This target 
market is heavily interested in DIY projects and are environmentally conscious. Our 
tape is manufactured in the United States and is biodegradable. Although starting in the 
business-to consumer market, we will eventually expand into the business-to-business 
market, selling our tape to professional painters and interior designers. 

Although stencil tape is unique to NINSA (in terms of market presence), there is still stiff 
competition within the home DIY market. Other similar products including individual wall 
stencils and stick on wall stencils have great visibility, but do not offer the same value 
and affordability as NINSA. In general, NINSA offers an original product that is much 
easier to use and less time consuming than products currently on the market.    

NINSA is limited liability partnership. This structure protects business owners and 
investors, while keeping our costs down. The management team consists of Sarah 
Machamer (General Manager), Ila Megidesh (Creative Director and Marketing Manager) 
and Ognila Biswas (Supply Chain Manager). Since the management team does not 
possess all the desired skills needed to run a startup, NINSA will be hiring an 
accountant (part-time initially). As our business grows, we will hire a customer service 
representative to address customers’ concerns and a truck driver to deliver our 
inventory from our warehouse to retailers around the Northeast. 

NINSA is outsourcing the stencil tape to Budnick Converting, Inc. in Oklahoma City, OK. 
The tape will then get transported to our warehouse in Rochester, NY and then we will 
distribute to our retailers, in Rochester, New York State, New England and eventually 
throughout the entire Northeast.  

NINSA will be utilizing hybrid distribution, selling both online and through retailers. The 
final selling price for the 30 yard roll is $15.99 and $31.99 for the 60 yard roll. Through 
our retailers, we will receive $10.99 for the smaller roll and $21.99 for the larger roll. In 
order to start our business, we will need $1.03 million dollars. We are taking out a small 
business loan of $180,000 to get us started and we are asking the investors for 
$850,000. This will help us cover our cost of goods sold and operating expenses for the 
full first year and beginning of the second year.  
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Company Description 
  

NINSA, LLP is a U.S. based small start-up firm that produces and distributes stencil 
tape. Our tape creates simple and beautiful wall designs for the do-it-yourself consumer. 
Specifically, NINSA Stencil Tape is an environmentally friendly painter’s tape with 
congruent stencils throughout it. It involves the consumer unrolling it along their desired 
substrate, painting in the stencils with their desired color and then simply removing the 
tape and allowing designs to dry. The tape, although not reusable, is biodegradable, so 
it will leave no harmful impact on the environment when discarded. In terms of 
competition, our stencil tape is much easier to use than other similar stencil products. 
Current wall stencils involve consumers picking up and moving the stencil often, which 
risks messy lines. The continuous adjustment, realignment and taping to complete the 
project can also take up much of the consumer’s leisure. Our product resolves these 
issues. Our stencil tape is easy to use and is less time consuming than current wall 
stencils, while still creating visually appealing designs. We want people to spend less 
time taking care of their houses and use that time to spend it with their families. We plan 
on doing this by creating stunning designs that are also easy to apply. We want 
consumers to get the professional look at a fraction of the cost. We plan on targeting 
busy homeowners, especially young families, in the United States, who have less time 
to spend on interior decorating. They are more likely to use DIY products and want more 
time for recreation. NINSA is providing the solution to an unmet need and will provide 
ongoing value to its customers by giving them a beautiful and professional look, at an 
affordable cost. 

Mission Statement 

NINSA provides their customers with interior design products that create a professional 
look through fast and intuitive application. 
  
Vision 
  
Initially, NINSA plans to distribute to local craft stores within the Rochester area, and 
expects to grow throughout New York State in the next few years. NINSA then plans to 
expand further into the entire Northeast and distribute to big-name home improvement 
and craft stores. Eventually, NINSA plans to go beyond the consumer market and 
expand into the business-to-business market, selling our products to home decorators 
and interior design firms. NINSA also projects to extend its product line to other DIY 
design applications and related products to ensure continuous customer satisfaction 
and brand growth. 
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Goals/Objectives 
  
Short-term goals/objectives: 
■ Differentiate ourselves from direct competitors within the first 6 months. 

■ We will monitor this based on the number of hits we get on the social 
media websites. 

■ After the first two weeks of our debut into the local craft store we will take 
this data and see which of the social media outlets yield the most 
respondent and focus our advertising further through these outlets. 

■ Develop an intuitive demonstration video/instrument - to help the public 
understand our product and the benefits it will provide them as opposed to our 
competitors 

■ This video will be posted online on our website and we will monitor the 
number of views it receives after the first two weeks of going out into our 
test market. 

■ At the same time, when we expand we plan on making these 
demonstrations visible in actual branded stores for the first couple of 
weeks of our debut. 

■ Starting with retail, NINSA aims to be available for the public in local craft stores 
as well as home decor stores 

■ We will keep in contact with our test market of five local craft stores and 
take data from them. 

■ We will be giving them 100 units to sell within a month. Based on the 
timeframe we will note if certain craft stores sell out faster than others - this 
will help us determine the certain characteristics of a craft store that sells 
our product the most. 

■ Establish a functioning website which NINSA will use to establish online profits 
■ We will keep a tracker to see how many people actually come to the 

website for help, feedback, or comments. 
■ Through the website we also plan on monitoring which of the less popular 

designs are the most popular - this will allow us to see if certain designs 
can be moved into the retail space. 

   
Long-term goals/objectives: 
■ Within the first 5 years, NINSA plans to increase its market size by expanding not 

only to the NY state region, but also throughout the northeast region of the US 
■ Starting out with our test market, we will have 5 craft stores working with 

us and selling approximately 100 rolls of tape per month. 
■ After the initial year and the data collection period, assuming that we are 

going to have a positive response from the market, we will increase our 
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craft store distributors to a total of 58 and have each store sell 200 rolls 
every month. 

■ From here on we will monitor to make sure the stores that we are 
partnered with, within the New York State region, are profitable based on 
the amount they sell, amount they reorder, and the time frame they use to 
sell our product. 

■ Generate occasional surveys, for the public to take, to determine what products/
styles are amongst the market preferences 

■ These surveys will be online surveys and will be primarily for research 
purposes as it will let us know which of the designs we should be moving 
from online to retail market. 

■ Expand on the business to business approach - through consultations with 
various home decor businesses 

■ This is something we plan on working on during our fourth year into the 
business. 

■ We will try reaching out to home decor agencies and selling our product to 
them - but as of now we would like to focus on retail and online products 

■ If we come up with new ideas that would go along with our brand, then 
reaching out to interior design agencies will be much easier. 
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Market Trends 

Business-to-Consumer: Home Improvement products (including home decorating 
supplies) make up the largest portion of sales among consumers in the Home and 
Garden market. Currently, Home Improvement products account for more than 65% of 
the Home and Garden market share . Home center retailers that sell DIY home 1

products reached a staggering $206.6 billion in sales last year and are predicted to 
reach $216.5 billion in sales by the end of 2015 . A home center can be defined as any 2

large retailer that sells home improvement, home decorating or garden related products. 
As of now, roughly 72% of people (U.S.) participate in DIY projects . Consumers are 3

garnering an increasing interest in do-it-yourself home improvement and home 
decorating. This growing market guarantees great potential for NINSA, especially in 
terms of retail distribution. Within the DIY Home and Garden market, consumers are 
becoming more environmentally aware and are specifically looking for more green ways 
to decorate their home. It’s now very common to see people refurbish antique furniture, 
repurpose ordinary objects and generally evolve their home into a more minimalistic 
interior. Natural and organic textures and patterns are popular among modern interiors. 
The use of less harmful chemicals, safer paints and biodegradable materials is also an 
ever-increasing need among consumers.  

NINSA plans on taking full advantage of producing with sustainable materials. In recent 
years, water-soluble biodegradable adhesive has been developed using a starch base. 
Since NINSA stencil tape will not be reusable, it will be able to decompose over time so 
no damage is left on the environment. NINSA will also limit its use and production of 
packaging materials and other synthetic polymers. 

Business-to-Business: Although NINSA will initially target consumers through hybrid 
distribution, we will expand to selling directly to businesses, including interior designers 
and firms. The interior design industry has been growing and is expected to grow within 
the next few years. Interior design jobs are supposed to increase by 13% within the next 
decade. The 11,000 interior design establishments and 16,000 self-employed interior 
designers generate an annual revenue of $8 billion for the industry. 75% of those sales 
are from full-service interior design, while 15% of the revenues are generated through 
merchandise sales . NINSA Stencil Tape can be sold to increase both categories of 4

revenue among interior design firms. Our stencil tape can be purchased by designers 
who can either sell it directly to their consumers as a DIY product, or they can use the 
product to help decorate their clients’ home (possibly selling it to painters they hire). 
Less than 5% of interior designers let customers purchase products directly from other 

 Home Improvement Retailing in the United States: Market Snapshot to 20171

 Statista - Do It Yourself Sales in the United States for 20142

 Fresh Home - What People Buy: Purchasing Trends in Home Decor3

 Interior Design Services: Quarterly Update 1/5/20154

!5



businesses . NINSA will establish relationships with designers and firms to ensure our 5

products are pushed to our consumers, if not done directly. Trends within the interior 
design industry include fashion consciousnesses and using sustainable substances. 
Designers must keep up-to-date with current fashion decor trends when considering 
space, color, themes, style and materials. Since fashion trends are constantly changing 
and change rapidly, interior designers must be prepared for redesign and redecorating 
within a few years after a project. As mentioned in the above B2C section, consumers 
are more concerned about their environment, so interior designers are also conscious 
about diminishing their carbon footprint. They provide their clients with energy efficient 
appliances, non-carcinogenic paints, various renewable resources and other “green” 
home decorating products. 

Segmentation 

Northeastern Homeowners 

The chart above shows us that our product can be used by a diverse group of people.  We have decided 
to split up our target markets into different age groups. It can be used by new homeowners, parents with 
young children and people in retirement. New homeowners want to make their homes their own, but they 
do not have the money to pay a professional. The age group, 25 to 35, understands the need to consume 
less resources and they want to help the planet. Parents with children want to create a unique look for 
their children’s bedrooms that is less time consuming and less expensive than normal stencils. Retired 
adults are downsizing into smaller homes, but they still want to create a unique look that is easy to use, at 
an affordable price.  

Demographics Psychographics Behavioral Beliefs and Values

(1) 
-Age: 25-35  
-New homeowners  
-New parents

busy lifestyle, both 
parents work, have 
leisure on weekends, 
enjoy spending leisure 
with family, lower-middle 
class

conscientious 
consumers, medium 
users, seek fast and 
easy way to spice up 
their homes and kids 
rooms, on-the-go

raising healthy children, 
maintaining marriage, 
style, hard work, 
environment

(2) 
-Age:36-50  
-Have children 1-18 
years old 

DIY projects, bringing 
children to extracurricular 
activities/school, lower-
middle class

medium user, seek 
inexpensive and simple 
way to make home 
presentable to friends 
and family

strong family values, 
style, social

(3) 
-Age: 51-70  
-Retired

Downsizing household, 
have plenty of leisure, 
middle-upper class, 

light user, want simple 
activity to accomplish

happiness, living life to 
fullest, companionship, 
activity, social,

 Brandon Gaille - 12 Interior Design Industry Statistics and Trends5
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Northeastern Businesses 

The chart above shows that although we are not going to target businesses first, it shows how we can 
expand and increase our market size. Interior designers are also looking for easier and faster ways to 
create beautiful looks for their consumers. These interior designers have the same vision that we have. 
This could be potentially be a large market to expand to, but we feel that consumers’ vision matches our 
vision more.  

Targeting  

We are targeting the age group 25-35 years old. This age group tends to be new 
homeowners and also new parents. They are looking for inexpensive and easy ways to 
make their home their own. This group tends to have less income than other age groups 
so they want an inexpensive way to decorate their new homes, without the cost of a 
professional decorator. This group also into DIY projects and “green” decorating. They 
want to create less trash to help the planet. We will need to keep this in mind when we 
create our product. We are finding ways to create biodegradable tape and minimal or 
recycled plastic packaging. 

Demographic (#) Product Benefit

(1) less time consuming, biodegradable 

(2) more family time, simple, less expensive than a professional

(3) easy to use

Business Description Operating Practices Culture/Behavior Goals/Values

-Home interior design 
firms 
-Small 
-Large product variety 
-Private

for individuals, operate 
from office and project 
site

market followers Save customers time, 
fulfill customer 
expression, 
sustainability, customer 
collaboration, honesty

-Home interior design 
firms 
-Large 
-Large product variety 
-Private

for individuals, operate 
from offices, project site, 
retail shops

market followers/
competitors

Save customers time, 
fulfill customer 
expression, 
sustainability, customer 
collaboration, honesty

-Self-employed interior 
designers 
-Private 
-Very small 
-Limited services

for individuals, operate 
from home/office 

N/A fulfill customer 
expression, 
sustainability, customer 
collaboration
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Size 
 

According to the  US Census data, the size estimate in 2013 (based on the 2010 
Census) of people ages 25-34 years old was about 43 million in the United States. This 
is about 14% of the population in the United States. We have decided to focus on new 
homeowners in the Northeast (Connecticut, Maine, Massachusetts, New Hampshire, 
Rhode Island, Vermont, New Jersey, New York and Pennsylvania.) These states are 
identified as the Northeast by the US Census Bureau. The number of people within 
these states that are 25-34 was about 7,400,000 These numbers show us that a 
majority of our target market lives in New York state . We are testing out our market in 6

Rochester, New York, then in Year 2 and 3 we are going to be in New York and then in 
Year 4 we plan on being in New York and New England. 

The graph above about home sales from January 2014 to January 2015 is good for our 
business because the trend will increase throughout 2015 . 7

State Population 
(25-34 

years old)

Connecticut 440,000

Maine 151,000

Massachusetts 913,000

New Hampshire 152,000

Rhode Island 135,000

Vermont 72,000

New Jersey 1,100,000

New York 2,800,000

Pennsylvania 1,600,000

Total about 
7,400,000

 United States Census Bureau6

 United States Census Bureau News: New Residential Sales in March 20157
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The chart above shows that our target market is a 
huge portion of the population. The top two states 
with the highest number of potential consumers is 
in New York and New Jersey. 5

The graph above shows that home sales in the US have 
increased from January 2014 to January 2015.
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Profile 

Our target market, new homeowners ages 25-35 years old. This is an increasing 
market. This trending statistic of about 15% more people are buying homes in January, 
2015 than in January, 2014 this shows that more people are moving this year.  These 
new homeowners tend to be new parents too. New parents are mostly likely going to be 
in this age range since 75% of women who give birth are ages 20-34 years old. 38% of 
people who are buying homes are first time homeowners. This is a huge portion of 
home sales. These people are most likely going to be in our target market. The median 
household income of first time home owners is $64,400 . This is more than the national 8

median household income level of about $52,000 . Homeownership is expensive and 9

homeowners need money to decorate and take care of their houses. Although first time 
homeowners have a higher median than the national median, they still need 
inexpensive ways to decorate their homes.  

Our target market is also into DIY projects. Since they do not have as much income as 
experienced homeowners, they need to find inexpensive yet a creative way to create a 
unique look for their home. DIY projects have been becoming more popular among 
Americans. 72% of homeowners do DIY projects. Most of first time homeowners buy 
older homes too7. These older homes need revamping.   

Being “green” is still an ongoing trend and important part of decorating for our target 
market. These consumers do not want to throw away as much trash. This will become 
an important aspect of our product, since it is important to our consumers.  

Since our target market is mostly the younger part of the population, they are into social 
media. Social media sites such as Facebook, Twitter, Instagram and Pinterest will be an 
important part of our business. Pinterest lines up closely with our business. Pinterest 
users share DIY crafts with their friends and followers. Our target market does not 
usually watch the typical way of watching television. Watching television is online is 
more popular. It will be important to understand how our consumers use media sources 
in order to effectively reach them through advertising.    
  

 National Association of Realtors - Field Guide to Quick Real Estate Statistics8

 United States Census Bureau: Income and Poverty in the United States, 20139
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Product  
 
General Product Information  
NINSA represents both the company and brand for NINSA Stencil Tape. The 
product is currently in its developmental stage, soon to be in its introduction 
phase of its product lifecycle. Most consumers in our target market will 
consider NINSA a shopping product, although it will be relatively inexpensive. 
Our product will not be part of a habitual purchase and will require more 
cognitive decision making.  

Core  
The main benefit of NINSA stencil tape will be the creation of beautiful border designs in 
our customers’ homes (demonstration shown below).  

!  
Actual - Design Specifications  
Properties/aesthetic: 

•Sturdy and flexible 
•Biodegradable 

• main ingredient: wood pulp cellulose 
•Color: C(50.2) M(0) Y (70.98) K (0) 
•Congruent Designs spread ¾” apart 

• excluding “Textures” and some “Urban” styles 
• continuous without spacing 
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Available sizes: 

Standard painter’s tape ranges from 30-60 yard widths and average bedrooms and 
bathrooms have a perimeter much smaller than 30 yards. For our target, one roll of our 
30 yard tape should be enough to decorate at least two small rooms, or potentially one 
large room and one small room. Regular painter’s tape is roughly one millimeter in 
thicknesses. For our unique purposes, we find doubling that depth to add more 
durability and structure for application. We find three inches for height to be appropriate 
for the border style we are providing. In the future, we will also provide six inch stencils 
for a more exaggerated wall design. Stencils that are not “textures” will be spread ¾” 
apart. This distance provides just enough space between designs so the tape remains 
intact while removing and looks aesthetically appealing.  

Designs: (50 total) 

*continuous without spacing  

Considering our target market of 25-35 year old homeowners with young children, we 
must design stencils that appeal to both adults and children. We have determined six 
design categories: Nature, Kids, Urban, Geometric, Textures and Miscellaneous. The 

Width (rolls) Thickness Height (L from top to bottom)

30 yards 2mm 3” 

60 yards 2mm 3” 

Nature Kids Urban Geometric *Textures Miscellaneous 

Leaves 
Northern Red Oak 
White Ash 
Cottonwood 
Tulip Tree

Baby 
Rubber Ducks 
Bows 
Cupcakes 
Bottles 
Safety Pins 
Toy Blocks 
Teddy Bears 
Rocking Horses 
Balloons

*Skyscrapers Triangles 
(interchanging 
directions)

Pattern 
Bohemian 1 
Bohemian 2 
Tribal 
Checkered

Tea set

Pine cones & 
needles

Imagination 
Rocketships 
Princess Crowns 
Carriages

*Bridges 12+ Pointed Stars Organic 
Waves 
Brick

Keys

Flowers 
Lily 
Daffodil 
Orchid 
Kangaroo Paw 
Collarette

Animals 
Dolphins  
Dragonflies 
Butterflies 
Penguins 
Dinosaurs 
Rabbits

Sail Boats Diamonds Fashion 
Rope 
Ribbon 
Zipper

Crowns

Fruit 
Apples 
Grapes

Bicycles Feathers
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Nature section will appeal to most adults, providing a very sophisticated and mature 
look for any room in the house. The Kids section includes designs meant for children 
0-12 years old. The “baby” designs include typical symbols associated with infantry and 
provide a fun and playful appeal. The “imagination” and “animals” section are more 
designed for older children and also create a fun and happy look. All of our other 
designs are for our more “postmodern” consumers, who want an innovative and fresh 
addition to their homes. City skylines, bridges, diamonds, tea sets, etc… are all quite 
atypical and will provide a very unique look for our contemporary customers.  

Sample designs: 

! ! !  
From left to right: zipper, rubber duck, bow, kangaroo paw, apple, rocketship 

Packaging Design: packaging design will be printed on thick, recycled paper 

!  
The above label includes manufacturing information, product usage, dimensions and relevant 
environmental information. Visually the label displays a blue-to-green gradient scale, NINSA logo, 
demonstration with a leaf pattern, North America and other various symbols. This label will wrap around 
tape roll and a translucent flap (shown in gray at top) will stick to tape layers to ensure static position. The 
demonstration displayed on the package is simply to show ease of usage. More specific instruction can 
be found on our website.  

Augmented 
Customers service: 
■ Please call us at 1-800-NINSA-01 for any questions, concerns or feedback 
■ Customer service hours: Mon-Fri, 9am-4pm 
■ Customer service representative functions: 

■ processing refunds or exchanges 
■ order changes (if applicable) 
■ explaining how to use product 
■ representing brand by being friendly, helpful, and engaged 
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Delivery: NINSA delivers to all regions of United States. NINSA does not deliver 
internationally. All orders will be shipped after processing and should take 3-5 business 
days to arrive at any given U.S. address. Shipments will be sent via UPS in ULINE 
corrugated boxes to individual consumers. Orders will be delivered via truck in larger 
ULINE corrugated boxes to businesses (when NINSA expands to the B2B market).  

Refunds: NINSA guarantees refunds to both individuals who order online and to 
retailers. Qualifying refunds include wrong orders and defective products as defined 
under our product warranty section. 

Warranty: 
■ Defect Coverage:  

■ Physical defects: defects incurred by NINSA during processing, packaging 
or shipment  

■ Manufacturing defects: visual and adhesive defects resulting from 
manufacturing error. This includes ripped, scuffed or scratched stencils 
and ineffective adhesive   

■ Warranty Limitations: warranty only extends to the defects listed above. Misuse 
or damage to substrate are not included 

■ Misuse limitation: If defect occurs from non-recommended usage 
■ Substrate limitation: If substrate is damaged due to adhesive or misuse   

Place 

In the beginning of our product distribution, we plan to make sure that our tape is 
available at local craft stores near the Rochester area. Though this approach will be part 
of our test market, we plan to expand to other outlets. Because NINSA Stencil Tape is a 
shopping good, our company plans to hit a large number of select outlets such as 
Michaels, A.C. Moore and Jo-Ann, through selective distribution. 

Target Market Shopping Locations

Age: 25-35  
New homeowners 
New parents

Large (branded) craft stores 
Large (branded) home improvement stores 
Local craft stores 
Online - ninsa.com 
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We will have our own trucks to transport the NINSA Stencil Tape and they will be 
packaged with recyclable lining. Along with the exterior packaging of the tape, the tape 
will be bulked and shipped in corrugated boxes. Assembly is required, however, our 
company plans on spending a limited amount of money on packaging since we are a 
startup. 

We will be purchasing our boxes, in bulk, for cheaper packaging. Our company will be 
using ULINE to purchase boxes that are $1.60 each in an order of 25 boxes. 

Distribution Locations: The following are local craft stores NINSA will distribute to 

■ Craft Service 
■ Parkleigh 
■ The Art Store 
■  Rochester Art Supply 
■ Pistachio Press 

NINSA plans to work with the stores above and determine how many shipments of our 
tape they are able to sell within a one month time span. Our packaging boxes will 
contain 100 individual tapes. We estimate that each month, these local craft store will 
be able to sell approximately 100 tapes. However, within the first 4 weeks of our launch, 
we plan to take accurate data of tapes sold in each store, so that we can adjust it 
depending on population and interest. 

We will be treating Michaels, AC Moore and Jo-Ann distributions differently as these 
outlets are considered as branded craft stores that have a higher purchase rate due to 
their ability to sell to more people. We will be providing them with exclusive deals as we 
expect them to buy more of our product than the smaller craft stores. The first five 
shipments (100 pieces of tape in each shipment) will be priced similar to that of the 
smaller craft stores. However, after the fifth shipment they will receive a 5%-15% 
discount from the NINSA company. Furthermore, this will allow NINSA to get more 
recognition at the cost of selling our products cheaper to larger stores. We plan on 
having some type of new arrival sale partnered with the larger craft stores, but this is 
subject to change. 

As for online shipments, all the boxes will adhere to the size of individual tapes for 
individual shipment. Most of the designs online will be similar to that of the ones on 
retail; however, through surveys we will determine the least favorite designs and keep 
them online only. 

Further Down the Line: Because one of NINSA’s goals is to distribute to B2B methods 
by expanding to businesses, including interior designers and firms, we will be having 
different deals for them. In the early stages of B2B, we do not expect a high influx of 
orders for our tape. This will mean that each shipment will be based on only what they 
order (not in bulk sizes as these projects are different from individual craft decorations). 
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To help ensure the efficiency of the distribution channel, NINSA plans to get well 
acquainted with a logistics manager and continue to monitor new trends in today’s 
environment for different designs and possible expansion channels. 

Price  

NINSA will be practicing a low-cost based price strategy. Even though NINSA Stencil 
Tape is a unique product, there is still heavy competition within the Home DIY market, 
so price will be a key indicator of consumer interest and decision making. More 
specifically, NINSA will utilize a market-penetration price strategy. We will initially keep 
our prices low to effectively introduce ourselves into the market. This gives consumers 
incentive to purchase our product immediately, and will spark rapid sales volume. Since 
NINSA will be practicing this strategy, we can expect our unit cost per tape roll to 
decrease as our volume increases. If demand grows quickly, our manufacturing costs 
per unit will decrease dramatically, enabling for some profit margin. Profit will be 
negative in the first year, but as demand and customer-perceived value increases, we 
will yield positive profits in the upcoming years.   

Our current price is $15.99 for the 30 yard roll and $31.99 for the 60 yard roll this 
includes the cost of materials (wood-pulp cellulose, biodegradable adhesive and dye, 
and recycled paper for packaging), labor and selling, general and administrative 
expenses. The price does not include delivery (that will be charged separately). As 
stated above, even with these expenses and affordable cost to consumers, we will 
eventually be able to yield a small profit margin with enough demand. We will receive 
$10.99 for the smaller roll and $21.99 for the larger roll from retailers.  

Hybrid Distribution: NINSA will be selling directly to consumers through ninsa.com, 
and also through channel intermediaries. NINSA will sell to retailers, including local and 
national craft and home improvement stores. National stores will range from Michaels, 
to A.C. Moore, to Jo Ann Fabrics, to Home Depot to Lowes and potentially to more.  

When consumers purchase through the NINSA website, an additional shipping cost will 
be added on to the original price. If consumers purchase the tape through a given 
retailer, they will be charged the flat retail price of $15.99 or $21.99, depending on which 
roll, plus a sales tax (percentage depends on the state). A greater profit margin will be 
achieved through website transactions since SG&A expenses will be much lower and 
delivery will be charged to the consumers.  
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Competitive Comparison: NINSA competitors include Cutting Edge Stencils, Royal 
Design Studio Stencils, iStencils, DecoArt and various Etsy accounts. These brands 
have the greatest distribution of wall stencils nationally and have the greatest search 
engine optimization. Most of the brands, however, are not direct competition. They 
provide substitutes for our product. The closest product to ours, sold by any of the 
companies, is a border stencil sheet. Their border stencils do not extend to the full 
length of a wall, and require constant movement and realignment (no adhesive). Prices 
of our competitors range from $4.99 (for 5”x5” design) to $99.95 for large stencil sets. 
Average stencil prices among the brands are around $21 for small “full-wall” stencils. 
Our current market price, although not far from the average, is relatively more affordable 
when considering the proportion of benefits (refer to “Product” section for benefits and 
features). Of the Etsy users, the closest product to ours is a wall stencil sticker, where 
the customer places the design on their wall and paints in the segregated sections to 
create one cohesive image. Much like the other products, they do not offer full border 
stencils, and require a lot of time to complete a full wall look. They also require multiple 
purchases for a full wall look, which makes them less affordable even though their price 
per stencil is relatively inexpensive.  

Promotion  

Advertising 
Online Presence: Since NINSA is a startup, our online presence will be important for 
us to expand outside the New York State area and out of the Northeast. People will be 
able to purchase our product from outside our target and geographic market. We are 
going to ensure this potential through our website and by using social media sites. 
Social media sites, including Facebook, Twitter, Instagram and Pinterest, are important 
for our success as a company. They will allow us to reach our target market of 25-35 
year olds that tend to be new homeowners and new parents and others outside that 
specific segment. We are going to use Facebook and Twitter to hear feedback from 
customers and to share exciting promotions. We are going to use Instagram to share 
new products, promotions and designs our customers have created. Then we are going 
to use Pinterest to share our product to DIY consumers and share other home decor 
ideas to our existing customers. These social media sites will help us grow our business 
and address any problems that may occur. 

!                            !                             !                            !  
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Test Market: 25-35 year olds in the Rochester Area. We are testing our product in the 
Rochester area because (1) we have limited access to funds to initially distribute 
throughout the Northeast and (2) to solve any problems that may occur later on in the 
process. This will allow us to make any changes in our marketing plan and tangible 
product that would lead to inefficiencies when we expand. Within the test market we will 
be...  
■ distributing our product to locally-owned craft and home improvement stores and 
■ advertising our product in local newspapers (online & print) such as the Democrat 

& Chronicle, etc. 

Public Relations 
Customer Service: Before we start selling our product, we are going to have a 
customer-service satisfaction plan in place. This will guarantee that our customers are 
completely content with our product. We will have customer satisfaction employees on 
the phone and most importantly online.  

Media in Magazines & Blogs: During the first year of our business, we will advertise in 
the Rochester & Genesee Valley Parent Magazine. The Rochester & Genesee Valley 
Parent Magazine will help us reach our direct target market of new parents and it is 
well-distributed. Their target market is exactly our target market so it will be a perfect fit 
and we will get the most bang for our buck. As we gain market share across the United 
States, we will advertise in craft and parent magazines, such as Do It Yourself, House & 
Home, Family Circle and Parents. Advertisements in these magazines are expensive, 
but when we gain a larger profit margin, we will be able to allocate more capital towards 
our advertising budget. We are initially going to promote using a small amount of funds 
and then build up our business. These magazines can help our online sales and 
advertise to our emerging geographical markets.  

We are going to give our product to DIY and “mommy” bloggers. These bloggers are 
vital because consumers trust other people similar to them. Consumers are going to 
trust other DIY people and new parents. So, recommendations from these opinion 
leaders will help generate more revenue. 

Sales Promotion  
We are going to encourage our customers to try our product by setting up a booth at 
stores such as Home Depot, Lowes, Michael’s or Hobby Lobby. We will have a fake wall 
put up and have consumers try our product out. They are going to realize how easy our 
product is to use and then see how affordable it is when considering its utility and 
performance.   
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Direct Marketing  
From the simple handout of NINSA business cards, we will be forming relationships with 
retailers, both local and national stores, that will create greater potential for shelf space. 
We understand that retail space is hard to get, so we will have to put a lot of effort 
towards this. The distribution of business cards and advertising specialties, along with 
personal face-to-face communication with retail managers will guarantee a positive 
perception of our brand.  

!18



Organization and Operations 

Management Team   

Sarah Machamer: General Manager 
Sarah is majoring in Marketing and minoring in Advertising & Public 
Relations at the Rochester Institute of Technology. Sarah will serve as 
NINSA’s General Manager. As the general manager, Sarah will 
oversee the operations of the business. Throughout high school, Sarah 
has shown her leadership skills through participating in her high school 
cheerleading team, participating in DECA, being involved in yearbook 
club and being involved French club. During her high school 
cheerleading career, she was captain, received many awards such as 
Coach’s Award and the Monarch Award, was a finalist for a 

cheerleading scholarship and cheered on the prestigious Eddie Meath All-Star Team. 
Sarah also showed her leadership roles through participating in DECA sophomore 
through senior year. She went to states all three years, placed in the top 20% in DECA 
states 2013 in the Quick Serve Restaurant Event and then placed first at the DECA 
states 2014 in the Entrepreneurship Written Event. She was the editor for yearbook 
and a co-president of French club. Sarah is also a Rochester native which is important 
for NINSA because it is where we are establishing our company. With Sarah’s 
leadership skills and her knowledge of Rochester, Sarah is going to take the company 
to where it needs to be.  

Ilanit Megidesh: Marketing Manager & Creative Director  
Ilanit is majoring in New Media Marketing and minoring in Media Arts 
and Technology at Rochester Institute of Technology. Growing up in the 
Boston area, Ilanit had many opportunities to explore the realms of 
design and business even before college. Courses at Rhode Island 
Institute of Design and the Art Institute of Boston provided her with 
proficient skills in Adobe software and introductory knowledge of 
fashion marketing. With internships at business strategy firms and 
and almost two semesters of college completed, Ilanit now possesses 

the foundations of marketing strategy and is fully competent to implement strategies for 
price, product, promotion and distribution. As Marketing Manager and Creative Director 
of NINSA Stencil Tape, Ilanit oversees all marketing related activity and executes 
strategy. She is also responsible for social media marketing, website, packaging, brand 
and product design, brand awareness and creating and maintaining relationships with 
retailers.  
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Ognila Biswas: Supply Chain Manager 

Ognila is an International Business and Management Information 
System double major at the Rochester Institute of Technology. Growing 
up in New York City she was exposed to many cultures and growing 
ideas. Proficient in English, Bengali and Chinese, she has been 
exposed to extensive cultural diversity and many communicative 
resources. Graduating high school with an International 
Baccalaureate Diploma and with more than 200 Creativity, Action 
and Service hours, she has proved to be capable of withstanding the 

IB curriculum. With the knowledge she received from systems analysis and design, 
Ognila will handle being the supply chain manager of NINSA by ensuring that delivery 
routes are efficient from Bucknick Manufacturing all the way to Rochester. 

Hiring 

Start-ups require countless hours of hard work and focus to create awareness and to 
distribute their product. The main team are unable to allocate more time to other 
responsibilities and are not specialized in certain fields, so NINSA will be hiring other 
employees to help efficiently run the company.  

■ Finance & Accounting: Since we do not possess the skills in accounting 
and finance, NINSA will be hiring an accountant for general financials, 
budgeting and tax purposes. We will hire them immediately for part-time 
work during the first month of our business. We will pay them a salary of 
about $23,000 a year . As we grow our business, we are hiring one full-10

time and then hire more as our business needs more.  
■ Truck Drivers: Truck drivers are needed to deliver product from the 

warehouse to the local retailers. A part-time truck driver costs $34,000 
each a year . As our business expands, we will hire a full-time truck driver 11

to drive the products from the factory to our warehouse. We will also hire 
many full-time truck drivers to drive around to our retailers by the fourth 
year. A full-time truck driver will cost around $50,000 with benefits . 12

Although this is going to be far into the future, we are going to need a truck 
driver at some point when we are selling a lot of rolls of tape and it is more 
cost beneficial. 

 Indeed - Part Time Bookkeeper Accountant Salary Rochester, NY 10

 Indeed - Truck Driver Part Time Salary Rochester, NY11

 swz.Salary - Truck Driver, Light12
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■ Customer Service Representative: One customer service representative 
(will hire more in future) will be trained on all the ins and outs of NINSA 
and will be able to offer expert advice and help services to our customers 
over the phone. He/She will also answer customers’ emails. During the 
first year and second years, we are going to do the job of the customer 
service representative since we need to build up our customer base 
before we hire from them. As we expand during the third and fourth years, 
we will hire one part-time customer service representative. As we expand 
across the United States, we will hire one full time or many customer 
service representatives. A part-time customer service representative’s 
salary is about $12,000 a year .  A full-time customer service 13

representative will cost as about $50,000 which includes the base salary 
and benefits .  14

!  

 Jobview.Monster - Customer Service Representative Job13

 swz.Salary - National Averages, Customer Service Representative I14
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Organization 

NINSA is going to be a limited liability partnership. We would not be liable for the debts 
of the company and it less expensive to start up compared to a corporation. The limited 
partners are only liable for the their funds that they put into the business and the 
business’ assets. The general partners maintains most of the power in the business. 
The authority can be divided as we choose or split up equally. The general partners 
assume personal risk; the general partners give up their personal assets when 
payments are missing . 15

Operations 

While we were performing research, we found many different tape manufacturers. The 
one that we have chosen is called Budnick Converting, Inc.. Budnick, located in Illinois, 
manufactures their tape in the U.S. and is a women owned business. We believe that 
this dynamic is also present in our company. We want to make sure that when we 
outsource our product, we stay true to our values by supporting U.S. workers and being 
environmentally conscious.  

Budnick has two manufacturing centers: one in Tampa Bay, Florida and one in 
Oklahoma City, Oklahoma. These cities are about equal distance (roughly 1200 miles) 
from Rochester, but we decided to pick the manufacturing center in Oklahoma City. This 
one is located in the center of the country so it will be easier when eventually expand 
across the United States, outside of our geographic market of the Northeast.  

We have decided to order our stencil tape through a process called blanket orders. This 
solution is when we place orders every few weeks This will help us to maintain inventory 
so we don’t have too much inventory sitting around. We are invoiced when the inventory 
is shipped so the payment is evenly spaced out and easy to plan for.  16

 Rocket Lawyer - Limited Partnership Advantages and Disadvantages 15

 Budnick 16
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Warehouse 

NINSA will be leasing space from the University Business Center in Rochester, NY for 
inventory storage. The space, specifically located in building 3 of the UBC, is 525sq/ft at 
$11.25 per square foot per year. The total cost will be roughly $5906.25 per year during 
the first year. This space will be large enough for our monthly delivery of inventory from 
Budnick for at least our first year in our test market. Once we see results in our test 
market and expand, NINSA will lease storage at another facility with a much larger 
square footage. We will expand our space by 20% each year which will cost us about 
$10,000 by the fourth year. After the first 2-3 years, NINSA will likely be able to 
purchase it’s own warehouse, while still outsourcing to Budnick or other manufacturers. 
We will also use this space for our office for running our business. Since this space is 
more of an office building, than an actual warehouse space, it will be comfortable for our 
management team to work.  

!  

Budnick Inc. to Warehouse: After outsourcing to Budnick Converting, Inc., we expect 
the company to make a total of 6000 rolls of tape every for year one.The distance from 
Budnick to Rochester is about a nonstop 20 hr drive. Therefore, we will be ordering from 
Budnick only twice per year (this will reduce shipment cost that we have to pay) and 
then storing half a years worth in our rented warehouse. Budnick’s blanket orders will 
allow us to receive orders as we see fit. Though this may be the more expensive option, 
it is preferable for a startup company. Budnick will be delivering this product to us using 
their resources. The amount of tape we order from budnick will change per year once 
we start to recognize growth. 
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Warehouse to Retailers: From our warehouse we will be delivering monthly supply of 
rolls to our retailers using trucks and drivers that we hire. For the test market (which is 
going to be in the Rochester area) we will be supplying retailers with a total of 100 rolls 
of tape every month (this is considering that we make partnerships with at least five 
retailers). We are putting our product in local craft and home improvement stores and 
expanding to chain stores such as Home Depot, Lowe’s, and Michael’s in the future. 

In the Future: In order to later expand the market to the northeastern region, we will 
take data from these retailers. We will change methods that were not efficient in the 
supply chain. Generally, if our model works well for the test market, we will increase our 
purchases from Budnick and we will increase our warehouse space. 
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Financials 

Revenue 

We are selling in local retail stores and online. Examples of stores in the Rochester 
Area that we are considering are Craft Service, Parkleigh, The Art Store, Rochester Art 
Supply, Pistachio Press and Dan’s Crafts & Things. During the first four years, we are 
expanding from the Rochester Area into the rest of New York State and New England. 
We are assuming that 5% of  people are more likely to try it out in the beginning and 
buy our product again for more rooms once satisfied initially. Also, they may need a few 
rolls depending on the size of the room.  

We determined the retail price and the price that we will establish online. We are going 
to sell the small 30 yard roll to our retailers at $10.99 and our large 60 yard roll to our 
retailers at $21.99. This is about a 30% profit margin for us since our costs are about $7 
for the 30 yard roll and about $15 for the 60 yard roll. Our retailers will have a 40% profit 
margin when they sell the smaller rolls at $15.99 and the larger rolls at $31.99.  
Year 1: Rochester Area (Monroe, Ontario and Wayne County)- Test Market 

■ Types of Rolls/ How we are selling them 
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Year 1 (5%)

Type Distribution Quantity Price

Small (30 yards) Online 350 $15.99

Small (30 yards) Retailer 4,200 $10.99

Large (60 yards) Online 150 $31.99

Large (60 yards) Retailer 1,800 $21.99

Year 1 (10%)

Type Distribution Quantity Price

Small (30 yards) Online 350 $15.99

Small (30 yards) Retailer 8,400 $10.99 

Large (60 yards) Online 150 $31.99

Large (60 yards) Retailer 3,600 $21.99



■ We are starting out with 500 online since it is hard to establish market 
presence and we need to work on advertising and increasing brand 
awareness, but we are expanding our online market presence in the 
coming years. We believe that 70% of rolls are going to be the smaller rolls 
because the average sized room is smaller and we want to hit a specific 
price point with new homeowners aged 25-35 years old.  

■ Estimate for 7% of the market: 111,243 x10%= 7,787.01 people 
■ rolls: rounded to 8,000 rolls 

■ Estimate for 5% of the market: 111,243 x 5%= 5562 people 
■ rolls: rounded to 6,000 rolls 

Year 2 & 3: New York  (Population Size-25-35 years old: 2,800,000) 
■ From Year 1 to Year 2, there is a drastic increase in sales which is 

because year 1 is only a test market and year 2 is when we really start our 
business.  

■ We need to show growth during this time even though we are staying in 
New York State 
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Year 2 (5%)

Type Distribution Quantity Price

Small (30 yards) Online 700 $15.99

Small (30 yards) Retailer 98,000 $10.99

Large (60 yards) Online 300 $31.99

Large (60 yards) Retailer 42,000 $21.99

Year 2 (10%)

Type Distribution Quantity Price

Small (30 yards) Online 700 $15.99

Small (30 yards) Retailer 196,000 $10.99 

Large (60 yards) Online 300 $31.99

Large (60 yards) Retailer 84,000 $21.99 



■ Double what we are selling online from year 1 to year 2 and then year 3 to 
year 4 → 1000 and 2000 respectively 

■ We estimated that sales would increase from 5% of NYS in Year 2 to 7% 
for Year 3.  

■ Estimate for 10% of the market: 2,800,000 x 10%= 280,000 rolls  
■ Estimate for 7% of the market: 2,800,000 x 7%= 196,000 rolls 
■ Estimate for 5% of the market: 2,800,00 x 5%= 140,000 rolls 

Year 4: New York & New England 
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Year 3 (10%)

Type Distribution Quantity Price

Small (30 yards) Online 1,400 $15.99

Small (30 yards) Retailer 195,300 $10.99 

Large (60 yards) Online 600 $31.99

Large (60 yards) Retailer 83,700 $21.99 

Year 3 (7%)

Type Distribution Quantity Price

Small (30 yards) Online 1400 $15.99

Small (30 yards) Retailer 137,200 $10.99

Large (60 yards) Online 600 $31.99

Large (60 yards) Retailer 59,000 $21.99

Year 4 (10%)

Type Distribution Number Price

Small (30 yards) Online 2,800 $15.99

Small (30 yards) Retailer 326,900 $10.99 

Large (60 yards) Online 1,200 $31.99

Large (60 yards) Retailer 140,100 $21.99 



■ Double what we sold online in year 3 → 4000 
■ Population Size- 25-35 years old: New York Population + New England 

Population= 4,661,735 people 25-35 years old 
■ Estimate for 5% of the market: 4,661,735 x 5%= 233,086 people 

■ 233,000 rolls 
■ Estimate for 10% of the market: 4,661,735 x 10%= 466,174 people 

■ 467,000 rolls 

By year 10: Northeast 
■ Population Size-25-35 years old: 7,500,000  
■ Estimate for 10% of the market: 7,500,00 x 10%= 750,000 
■ Estimate for 5% of the market: 7,500,000 x 5%= 375,000 

Cost of Goods Sold (outsourced manufacturing) 

We were unable to receive a quote from Budnick, so we had to calculate the cost of 
goods sold ourselves. We managed this by comparing the weight of a normal painters 
tape to the volume of that tape. From there, we estimated how much ours would weigh 
and cost. We then estimated how much each portion of the tape would weigh. We 
calculated that 90% of the weight comes from the starch and dye, 5% comes from the 
adhesive and 5% comes from the packaging.  

Direct Materials: Our tape is made from wood-pulp cellulose and biodegradable liquid 
dye. This would cost us $0.04 per ounce, which means that it would cost $0.42 for the 
30 yard roll and $0.84 for the 60 yard roll. The biodegradable liquid dye would cost us 
$1.40 an ounce, which would be about $1.82 per 30 yard roll and $3.64 per 60 yard per 
roll. 

The adhesive would cost us about $0.03 per ounce which would be about $0.02 per 30 
yard roll and $0.04 per 60 yard roll.  
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Year 4 (5%)

Type Distribution Number Price

Small (30 yards) Online 2,800 $15.99

Small (30 yards) Retailer 163,100 $10.99

Large (60 yards) Online 1,200 $31.99

Large (60 yards) Retailer 69,900 $21.99



The recycled cardboard roll that holds the roll of tape together is about $0.05. Our 
packaging is made out of pigment based printer ink and recycled mixed-pulp paper. The 
ink will cost us $0.01 per 30 yard roll and $0.02 per 60 yard roll. The paper is the same 
at $0.01 per smaller roll and at $0.02 per 60 yard roll.  

Calculations for Direct Materials: 
Total volume (per 30 yard roll): 13 oz 
■ Wood pulp-cellulose: $1150/ton (rg: $1050-$1250)   17

■ 1 ton= 32,000 ounces 
■ 1 ounce = $0.04 
■ about 80% comes from the paper → 10.4 ounces 
■ 1st roll: 10.4 x $0.04= $0.42 per roll 

■ Biodegradable liquid dye tracer (Bright Dyes): $26.60/pint   18

■ 1 pint=1.2 pounds 
■ 1.2 pounds= about 19 ounces 
■ 1 ounce= $1.40 
■ 10% comes from the dye → 1.3 ounces 
■ 1st roll: 1.3 ounces x 1.40= $1.82 per roll 

■ Biodegradable starch adhesive: $1000.71/ton   19

■ 1 ton= 32,000 ounces 
■ $0.03 per ounce 
■ 1st roll: 0.65 ounces x $0.03= $0.02 per roll 

■ Recycled cardboard (for roll): $500/100 sheets   20

■ painter’s tape (66yrds x 1mm)  
■ circumference: 16.5”  
■ roll circumference: 9” → ratio: .54545 

■ our tape: (30yrds x 2mm)  
■ circumference: (30/66)16.5(2) = 15in  
■ roll circumference: .545(15in) = 8.181in 
■ cardboard roll (30yrds x 3in x 2mm): 3in x 8.181in, A=24.543in^2 

 Alibaba17

 Bright Dyes and Grainger - Dye Tracer Liquid, 1 pint18

 Alibaba19

 Ecocern - A1 Recycled Brown Cardboard20
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■ 500 sheets of 35.83” x 25.59” 
■ A=916.8897in^2, A(500) = 458,444.85,  
■ [A(500)]/24.543 = 18,679.25 cardboard rolls from one shipment of 

500 sheets 
■ 100/18,679.25 = $00.005/unit 

■ Packaging 
■ Pigment-based printing ink: $20/liter   21

■ 1 liter= about 1314 fl ounces 
■ $20/1314= $0.02 per ounce 
■ about 2% of the weight comes from the dye  
■ 2% x 13 ounces= 0.26 ounces  
■ 1st Roll: 0.26 ounces x $0.02= $0.01 per roll 

■ Recycled mixed-pulp paper: $757.50/ton   22

■ 1 ton= 32,000 ounces 
■ $757.50/32000= $0.02 per ounce 
■ about 3% of the weight comes from the paper in packaging 

■ 13 ounces x 3%= 0.39 ounces 
■ 1st roll: 0.39 ounces x $0.02= $0.01 per roll 

Labor: Based on the average factory worker wage ($11 per hour ),  we estimate that 23

direct labor would cost us about $1 per smaller roll and $2 for the larger roll.  

Budnick’s Profit: Since we are unsure what Budnick wants to make on each product, 
we decided that a 50% profit margin would be reasonable.  

Delivery - Budnick to Rochester: We are assuming Budnick will be delivering our 
inventory to our warehouse, charging us the appropriate service fees. To estimate this 
cost, we calculated diesel fuel costs per gallon for the 2016 year. The forecasted cost 
per gallon is $3.24 . There is a 1309 miles distance between Oklahoma City and 24

Rochester. The total cost of fuel round-trip would be $4241, and round-trip twice a year 
would be a total fuel cost of $8482. One truck driver would be needed to make this bi-
annual delivery, who would work for $17/hour (assumption based on current average 

 Alibaba21

 Alibaba22

 PayScale - Factory Worker Salary (United States)23

 eia - Short-Term Energy and Summer Fuels Outlook24
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truck driver wage) . It is a 19.25 hour straight drive from Oklahoma City to Rochester. 25

Considering this, the labor for the truck driver should be around $1309 for the whole 
year. The total cost for delivery would then be around $9791 per year.  

Delivery Cost calculations: 

■ Fuel 
■ average cost of Diesel for 2016: 3.24/gallon  

■ 1309 miles from OK-NY 
■ 1309(3.24) = $4241.16  
■ delivering twice a year: 4241.16(2) = $8482.32 

■ Truck Driver Cost 
■ average truck driver wage: $17/hour, from OK-NY 

■ 19.25hrs(17)=327.25(2)=$654.50 
■ delivering twice a year: 654.5(2) = $1309  

■ Total: $8482.32 + $1309 = $9791.32   

Shipping to Retailers:  
Projections for Year 1 
■ We are going to be using UPS to ship our tape to retailers during the first few 

years. When we increase our inventory, we may be able to justify truck drivers, 
the trucks and the diesel, but it is very expensive and not cost effective.  

■ If we plan to sell 6,000 rolls of tape in the first year and have 5 local retailers - we 
would deliver 100 rolls per retailer monthly 

■ The dimensions of the box would be 24”x30”x15” and it would weigh a total of 
126 lbs 

■ Packaging in terms of  LxWxH - 4 rolls x 5 rolls x 5 rolls 
■ Small (30 yard) - 70% of the order so, 70 rolls @ 1.2lbs each 
■ Large (60 yard) - 30% of the order so, 30 rolls @ 1.4lbs each 

■ This will make our shipment costs, through the UPS Ground Service $97.07 per 
box  

■ Cost of 2 boxes per month x 5 retailers x 12 months 
■ $97.07 x 5 x 12 = $5,824.20 for the first year 

Projections for Year 2 

 PayScale - Truck Driver, Heavy/Tractor-Trailer Salary (United States) 25
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■ Based on the following we expect shipping costs to be approximately 
$135,121.44 

■ By year 2 we are going to expand our market to the New York State region 
■ We are expected to increase the number of retailers from 5 (test market) to 

58 
■ We will be making partnerships with these retailer by letting them know 

that they have to order, from us, a minimum of 200 rolls of tape per month  
■ Since we are going to use the same size boxes as used in year one we expect to 

deliver 2 boxes to each retailer each month (each box contains approx. 100 rolls) 
■ Expenditure: 2 boxes x delivery charge of $97.07 per box = $194.14 per 

month per retailer 
■ $194.14 x 12 months x 58 retailers = $135,121.44 for the second year 

Projections for Year 3 
■ The only thing that we are changing about year 3, in terms of shipments, are the 

number of retailers 
■ We are increasing retailers from 58 to 80 (still within the New York State 

Region) 
■ We are still expecting retailers to sell approx. 200 rolls every month 
■ $194.14 x 12 months x 80 retailers = $186,374.40 for the third year 

■ Throughout the year we will also be monitoring which of these stores we benefit 
the most from 

■ By doing this we can either increase shipment to some stores  
■ Or end partnerships with other depending on the number of sales they are 

able to make 

Projections for Year 4 
■ By year 4 we are going to increase our market to the New England region of the 

US 
■ With this we plan on increasing the number of retailer from 80 -100 
■ We might adjust the placement of some of these retailers as some of them 

might be more beneficial than others 
■ We are still expecting retailers to make a minimum order of 200 rolls per month in 

our partnerships 
■ This number is subject to change depending on the size and brand 

presence of the retailer 
■ By this time we plan to work with at least one major retailer 

■ Expenditure are expected to be $232,968.00 
■ Since we are still using the same delivery service the same formulas apply  
■ $194.14 x 12 months x 100 retailers = $232,968.00 for the fourth year 
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■ Depending on the projections for the following years we might want to hire 
our own truck driver and rent a truck to make our own deliveries to reduce 
expenditure during shipments. 

Operating Expenses 

Rent: We are going to need a warehouse and an office space for us to work. We are 
starting out with 525 ft2 with each square foot being $11.25 which will cost us $5,906.25 
per year. As our inventories grow, we will increase our inventory space by 20% each 
year. During the second year, we are going to have 630 ft2 which will cost us $7087.50 
that year. Then in the third year we are going to increase our space again by 20%, 
which will bring us up to 756 ft2 and it will cost us $8,505 during the third year. Then 
during the fourth year, we will increase our space again by 20%, which will make our 
space 907.2 ft2 and it will cost us $10,203.75 that year.  

Salaries and Wages: As our company expands, we are going to have to increase our 
team. The first person we are going to hire is an accountant. Since we do not have the 
accounting skills needed to run a business, this person will be a valuable part of our 
team. At the beginning, we will only need the accountant for a little bit of time per week. 
This will cost us $11,500 during the first year. The during the second year and third year, 
we plan on needing the accountant more which will cost us $23,500. Then during the 
fourth year, we are going to hire the accountant full-time which will cost us $70,000 with 
benefits. Although a full-time accountant is expensive, we feel that he/she will be an 
important part of our growing business.  

We are also going to be hiring a customer service representative. This person will 
answer customer questions on the phone, email and social media. We feel that this 
person will be useful, but we can do it ourselves during the first two years. Then during 

Year 1 Year 2 Year 3 Year 4

525(120%) 630(120%) 756(120%)

Square Footage 525 630 756 907.2

525($11.25) 630($11.25) 756($11.25) 907($11.25)

Expense/yr $5906.25 $7,087.50 $8,505 $10,203.75
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the third and fourth years, we will hire someone part-time to do this job so that we can 
focus more on management. 

During the first two years of our business, we will not take a salary. During this time, we 
are full-time students who are supported by our parents. We will need to take some sort 
of pay when we graduate college so we have chosen to give each of us $12,000 per 
year in 2018 and 2019 to cover living expenses. 

Advertising: We are going to be advertising in local magazines and on social media. 
The first magazine that is very important to our target market in the Rochester area is 
the Genesee Valley Parent Magazine. This magazine is directly our target market 
because 77% of the readers are ages 25-44, 78% of the readers have children ages 
5-12 years old, 43% will purchase arts & crafts supplies and 39% plan to make home 
improvements. Many Genesee Valley Parent Magazine readers will purchase products 
that they see in the magazine (91% within the past 12 months). Although we could not 
find GVP Magazine advertisement prices, we found Rochester Business Journal’s 
prices which is $1000 per full page advertisement. GVP magazine is going to have 
similar prices. Since we plan on advertising in local magazines, we are guessing that 
advertisements will cost about the same in each city. 

We are starting out with a base advertising budget of $12,000. This number is from 
$1000 full page advertisements once a month. Then we are increasing our advertising 
budget by taking 15% of the net profit for that year since we plan on expanding quickly. 
For year 1, we had a base of $12,000 in advertising, then in year 2 we had $113,140.90 
in advertising, in year 3 we are spending $170,708.20 and in year 3 we are spending a 
total of $188,585.58. 

We plan on using social media as a free way to promote. We will be posting on social 
media sites such as Facebook, twitter, Instagram and Pinterest. This will help us gain 
attention from our target market since our target market is 25-35 year olds who use 
social media sites. This will also be cost effective.  

Taxes 

As a limited partnership, NINSA will not have to pay federal taxes on operating income. 
When net income is positive, partners will individually report taxes of their share of the 
income. Taxes for the first four years will be zero.  
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Investment 

To start our business, we need $1,020,000 total. We are taking out a small business 
loan of  $120,000 to get us started. This will cover our first year cost of goods sold and 
operating expenses. For the second year, we will are asking the investors for $900,000. 
This will cover us for the first and second quarter in cost of goods sold and operating 
expenses. We would be able to pay them back during the third year.   
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