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Experiential Opportunities
A great deal of thought and resources have gone into attracting non-participants 

and younger generations to the pleasures of outdoor pursuits. During the last sev-
eral years, brands and businesses have made great strides in tapping new demo-
graphic sensibilities, refining messaging and reaching out to groups in the places 
where they interact.

Before any of these efforts truly can become effective, however, one greater evolu-
tion will need to take place first. It has to get easier for beginners to get outdoors.

Consider our public lands. Here we have an amazing and expansive network of a 
literally countless number of awesome trails, waterways and vistas – truly a surprise 
around every corner. Yet to the under- and uninitiated, finding great public places to 
play can be a challenge. The Web sites run by government agencies, which largely 
control the data about our public lands, are uninviting, de-centralized, hard to use and 
often annoying. For most of our parks, forests, monuments and scenic areas, there’s 
comparatively little detailed information, and making reservations can be akin to book-
ing a trip online in the late 1990s. In today’s digital and connected world, you’d be 
hard pressed to find another category of travel and entertainment that has so much  
to offer with so little means to access it. As an upshot, most people still are introduced 
to the outdoors only when someone else takes them outside.

Of course, developments have emerged to improve the situations. More and more, 
online portals are available that centralize recreation options, and organizations such 
as Hipcamp, the Outbound Collective, RootsRated and Access Land are incorporating 
the power of data technology, peer reviews and tenets of the sharing economy to make 
it much easier for novices to find places to play and book places to camp. 

Even so, Mike Brown, the twenty-something co-owner of GearCommons, a peer-
to-peer outdoor rental platform, believes the industry still can do more. 

“For the general consumer, even though you can buy everything online, it’s still 
hard to go camping or get into mountain biking,” he says. “It take a lot of thought 
and planning and some know-how.”

Sure, guided trips and outfitted expeditions have always been part of the market-
place, “but even that is too highly specialized; it’s too intimidating,” he argues.

In turn, Brown believes there is a huge opportunity awaiting retailers and brands that 
place less emphasis on moving product and more on packaging and selling the “outdoor 
experience.” He points to a generation of peers that define themselves less on what they 
own and more on what they do. At the same time, young and emerging consumers  
increasingly are trained to seek and expect seamless, on-demand experiences. 

This same model, says Brown, can be applied to the outdoor industry, whereby 
retailers package together product, place, processes and payment into an on-
demand, seamless event – ideally with large groups of users and low introductory 
prices. The basic premise is, “you don’t really have to do anything. There’s no plan-
ning, there’s no equipment investment, there’s none of that. You just come and have 
this experience and we’ll take care of everything else.”

As one example, Brown recalls a recent camping event hosted by Hipcamp out-
side of New York. Hundreds of hipsters paid a nominal fee to hang out and spend  
the night, while Hipcamp and its sponsors handled the logistics. 

“You watch all these guys show up, and it was skinny jeans and Converse All-Stars 
and tattoos and long hair; and you wouldn’t necessarily think you’re out backpack-
ing,” he says. “So they had this super unique experience that they probably wouldn’t 
have had otherwise if Hipcamp wouldn’t have curated it for them.

“I think that’s what people are willing to pay top dollar for, unique experiences,” 
he continues.

After all is said and done, and “oh, you had a really good time on this trip  
we took you on?” Brown continues. “Here are some deals on the stuff we used.” 

In other words, the proverbial “win-win.”

–MV
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By Martin Vilaboy

Just Pick Up the Phone
Even as consumers become more 

mobile and more digital, with an in-
creasing number of ways to contact 
businesses, research suggests the old-
fashioned phone call is more impor-
tant than ever to sales and customer 
service. Spurred by smartphones, mo-
bile marketing and click-to-call capa-
bilities, the number of inbound phone 
calls to businesses is up dramatically, 
according to call intelligence company 
Invoca, and folks that call are more 
likely to buy.

Armed Associates
Shoppers show healthy interest in interacting with device-enabled 

store associates, ranking several types of in-store engagements as 
“very important,” show CFI Group surveys. Tops on the list, not sur-
prisingly, is checking with employees for discounts.

Turn the Page
It’s overall numbers are dwarfed by Facebook (1.44 billion actve 

members), but Snapchat’s membership (100 million) by far skews the 
youngest among major social networks, with 45% of active user falling 
in the 18-24 year old demo. The youthful make-up of both Snapchat 
and Vine (40 million) seems to suggest the coveted high school/college 
crowd now prefers quick messaging and short video platforms over 
more traditional page-based social networks.

Top Outdoor Activities for Growth, 2014
[Number of participants (000) at bottom]

Source: OIA

 

Worldwide Wearable Device Shipment, (Units in Millions)

Source: International Data Corporation

Age Distribution at The Top Social Networks

Phases of Journey Toward Unified Commerce Platform

Source: comScore

Source: Boston Retail Partners, NRF

Source: Mercury CSC

Why Buyers Choose to Call

Source: Invoca 
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Connect But Not Connected
Experience seekers are more interested in stay-

ing connected while traveling than while participat-
ing in outdoor activities, show surveys by Mercury 
CSC. However, they report being very interested in 
gadgets designed to charge or power other devices 
while in the outdoors. “This points to a mismatch 
between intention and reality among outdoor recre-
ation participants,” says the research and branding 
agency. “They are drawn to the allure of power-
generating gadgets but are not interested in being 
connected through the use of those gadgets.”

Top Outdoor Activities for Growth, 2014
[Number of participants (000) at bottom]

Source: OIA

 

Worldwide Wearable Device Shipment, (Units in Millions)

Source: International Data Corporation

Age Distribution at The Top Social Networks

Phases of Journey Toward Unified Commerce Platform

Source: comScore

Source: Boston Retail Partners, NRF

Source: Mercury CSC
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Source: Invoca 
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powered
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Age Breakdown of Providers in Sharing Economy

Source: PricewaterhouseCoopers
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Backpacking’s Back?
Too often considered a relic of times past, overnight backpacking 

appears to be making a resurgence, ranking among the top-growing 
outdoor activities for 2014, according to Outdoor Industry Associa-
tion figures, with 11% growth. Backpacking overnight also experi-
enced healthy three-year growth, at 12.8%. Most impressive of all, 
among the top-growing activities listed, backpacking has by far the 
largest base of users to build upon.

A Wearable World
Basic wearables that do not run third-party apps have driven the 

market so far, which International Data Data Corp. estimates will hit 72.1 
million units shipped in 2015, up from the 26.4 million units shipped in 
2014. “Vendors like Fitbit and Xiaomi have helped propel the market with 
their sub-$100 bands,” said Jitesh Ubrani, IDC senior research analyst. 
Ubrani, however, expects devices capable of running third party apps to 
take the lead in 2016. “Smart wearables like the Apple Watch and Mico-
soft’s Hololens are indicative of an upcoming change in computing, and 
the transition from basic to smart wearables opens up a slew of opportu-
nities for vendors, app developers and accessory makers.”

Top Outdoor Activities for Growth, 2014
[Number of participants (000) at bottom]

Source: OIA

 

Worldwide Wearable Device Shipment, (Units in Millions)

Source: International Data Corporation

Age Distribution at The Top Social Networks
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32
Percentage of women with children 
who ride a bike once a year, 
compared to 19% of women without 
children, according to surveys by 
PeopleForBike.org.

44
Billions of dollars lost last year 
by retailers to theft and fraud, 
according to the National Retail 
Federation and University of 
Florida National Retail Security 
Survey. Retailers say inventory 
shrink averaged 1.38 percent of 
retail sales.
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303products.com

BECAUSE THE NEED FOR SPOTLESS PATIOS IS INTENSE, SO ARE WE.
Like your customers, 5-star rated 303 products are engineered to go to extraordinary measures to keep 
patios pristine through years of use—cushions to curtains, umbrellas to rugs, tables to hot tubs. No other 
products protect as powerfully.

S
u

n
b

re
lla

® 
is

 a
 r

e
g

is
te

re
d

 t
ra

d
e

m
ar

k 
o

f 
G

le
n 

R
av

e
n

, I
n

c.

•  Restores lost water 
and stain repellency. 

•  Prevents water and 
oil-based stains.

•  Removes the most 
diffi cult of stains.

•  Works on all
water-safe surfaces.

•  Rinses residue free. 

•  Superior UV 
protection 
against fading, 
cracking and 
discoloration.

•  Restores color 
and luster.

CALL 1-800-367-3245 FOR MORE INFORMATION ON 303® PRODUCTS.

Recommended by:

http://303products.com/


After more than 20 years serv-
ing as “Rep Turtle” in their respective 
territories, Donalda Day (25 years 
serving Southern California, Arizona 
and Southern Nevada) and Sharon 
Marxen (23 years repping Northern 
California and Northern Nevada) an-
nounced their retirements from Turtle 
Fur. Marxen, however, has agreed to 
stay on through the 2015/16 season 
and continue to act as a brand ambas-
sador in the territory. Turtle Fur will be 
celebrating Day’s and Marxen’s retire-
ments at the SIA show in January.

Elsewhere, Turtle Fur has made a 
number of moves within its rep base. 
First off, the role of Randy and Cindi 
Downs has been expanded to include 
the entire territory for the Eastern 
Great Lakes for the states of Michi-
gan, Ohio and Indiana. The Downs 
came on board in the fall of 2014 to 
handle outdoor and hunting accounts 
in the territory, as well as all ac-
counts for spring-summer. Also, Dana 
Davol-Muxen has been signed on to 
cover Northern California, Northern 
Nevada and Hawaii territory. Davol-
Muxen comes to Turtle Fur with more 
than 25 years in the industry.

To support its growing number of 
retailers in Canada, Selk’bag USA has 
partnered with NRI Distribution to 
handle all of Selk’bag USA’s wholesale 
shipping in Canada. Working with NRI 
allows Selk’bag USA to shorten its sup-
ply chain and provide a faster, more 
efficient process for its Canadian retail 
partners, says the company. Selk’bag 
USA will be distributed out of NRI’s 
Kamloops, British Columbia center.

Ibex Outdoor Clothing announced 
that Troy Kattreh and Pam Schwar-
zbach of The Ascentials will be 
covering the Midwest region, while 
independent rep Tom Lawrence will 
represent the brand on the East side 
of the Great Lakes. Headquartered in 
Madison, Wis., The Ascentials is an 
independent rep team with two de-
cades of outdoor industry experience. 
Its territory covers the states of Illinois, 

Iowa, Missouri, Wisconsin, Minnesota, 
the Dakotas, Nebraska and the Upper 
Peninsula of Michigan, where it also 
represents Implus, Toad & Co. and 
Nau. Based in Grosse Pointe, Mich., 
Lawrence will be covering Michigan 
(Lower Peninsula), Ohio, Indiana and 
Kentucky. A former Ibex rep in the 
Pacific Northwest from 2004-2012, 
Lawrence returned to his home state in 
Michigan in 2012 and set up his own 
independent rep agency.

White Sierra has added K&L 
Sports and Fifth Row Center to its 
U.S. roster or reps. Kirby Laughlin, 
agency principal at K&L Sports, has 
30-plus years in the outdoor industry, 
including representing brands such as 
Nike, Timberland, Puma, Simple and 
Canada Goose. K&L Sports will support 
White Sierra in Illinois, Indiana, Michi-
gan, Ohio, Kentucky and West Virginia. 
Laughlin’s current key accounts include 
Flylow, Injinji, Cudas, IllumiNITE and 
NorthernLights. Fifth Row Center is an 
independent sales rep group founded 
in 2003 by Paul Jones and his 
partner Travis Bryenton. Jones and 
Bryenton will represent White Sierra in 
Florida, Georgia, South Carolina, North 
Carolina, Tennessee and Virginia. Fifth 
Row Center Group has more than 50 
years of combined experience in the 
outdoor industry, working with compa-
nies including LCI Brands, Ojai Cloth-
ing, Wolverine Apparel, Wooly Bully/
Icelandic and now White Sierra.

 NEMO Equipment has hired Pete 
Cahill of Exodus Reps LLC to repre-
sent the brand in the Mid-Atlantic. Ca-
hill started Exodus Reps, “A Lifestyle 
Consultancy,” to represent brands that 
are integral to healthy, active and fulfill-
ing lifestyles, he says. Brand in his sta-
ble include Arbor Collective - Apparel, 
Dynafit, Nectar Sunglasses, Pomoca, 
Salewa, Vermont Peanut Butter Co. and 
WildCountry. Based in Stowe, Vt., Cahill 
can be reached at 603.303.1863 or 
exodusreps@gmail.com.

Outside sales rep Travis Mcmaster 
has reunited with Injinji to oversee the 

running brand’s California, Arizona, 
New Mexico, Nevada and Hawaii mar-
kets. Mcmaster returns to San Diego-
based Injinji after serving briefly as an 
outside sales representative for fellow 
performance sock brand Balega. Prior 
to Balega, he worked with Injinji for six 
years covering the Arizona and New 
Mexico markets.

Royal Robbins has hired Kevin 
Hobday as southeast territory repre-
sentative, and Greg Fugate as Great 
Lakes representative. Hobday was 
previously with White Sierra for 25 
years, the last 10 of which as the vice 
president of sales. As Royal Robbins’ 
new Southeastern representative, he 
will be selling into Georgia, Florida, 
Alabama and the Caribbean and 
can be reached at 813.205.2031 or 
khobday@verizon.net. Fugate, mean-
while, has been in the outdoor gear 
business for 15 years as a footwear, 
apparel and snowboard representa-
tive. As Royal Robbins’ new Great 
Lakes representative, he will serve 
Indiana, Ohio, Kentucky, Western 
Pennsylvania and Michigan. Fugate 
can be reached at 248.705.0396 or 
gregfugate@mac.com.

Hydrapak is growing its pres-
ence in Canada and has established 
a warehousing and distribution rela-
tionship with A52 Warehousing of 
Langley, British Columbia. The facil-
ity will handle direct deliveries from 
suppliers in Asia and distribute to 
retailers in Canada. Working in con-
cert with Hydrapak and A52 are two 
Canadian sales agencies. In eastern 
Canada Hydrapak will be represented 
by Stephan Morin Sports, while 
Sasso Vertical Sales is responsible 
with developing and servicing ac-
counts in western Canada. Both agen-
cies are charged with opening new 
doors and providing service to exist-
ing accounts such as Canada’s largest 
volume Hydrapak dealer Mountain 
Equipment Co-op (MEC).

Sales veteran Bobby Lockhart 
has been appointed to oversee  
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2XU.COM/XTRM

COMPRESS MUSCLES. CRUSH COMPETITION.
The world’s most advanced compression technology 
combined with race proven run technology to create 
the XTRM range for the ultimate experience in 
endurance run performance.

COMPRESSION TECHNOLOGY FOR ENDURANCE

http://2xu.com/XTRM


Sanuk sales for Orange County and 
San Diego. Lockhart will service all 
sales channels in the area with a spe-
cific focus on the core surf specialty 
including Jacks, Surfside Sports and 
Sun Diego, among others. Lockhart 
comes to Sanuk most recently from 
DVS Shoes where he was a sales rep 
for more than a decade. In addition 
to his position at Sanuk, Lockhart will 
continue to represent sales for emerg-
ing apparel brands Vissla and Amuse 
Society, as well as D’blanc eyewear.

Astral has hired David Gar-
ringer to represent the brand in 
Northern California, Oregon and 
Washington. Formerly an Astral 
sponsored athlete, Garringer report-
edly has formed close relationships 
with president Philip Curry and vice 
president of sales and marketing, 
Christie Dobson. He can be reached 
at davidgarringer@icloud.com or 
415.609.0668. 

Dunkin-Lewis Group is assum-
ing sales representation duties for 
SOG Specialty Knives & Tools 
in four more states, bringing the to-
tal number of states to 16 in which 
the Dunkin-Lewis group reps SOG. 
Founded in 1956 and headquartered 
in Birmingham, Ala., the Dunkin-
Lewis Group focuses on consumer 
sporting goods and law enforcement 
outlets. The new states served by 
Dunkin-Lewis on behalf of SOG as of 
July 1 are Arkansas, Louisiana, Okla-
homa and Texas.  Earlier this year, 
the group took responsibility for Indi-
ana, Illinois, Iowa, Kansas, Michigan, 
Minnesota, Missouri, Nebraska, 
North Dakota, Ohio, South Dakota 
and Wisconsin.

Seattle-based handbag and ac-
cessories brand Haiku announced 
two additions to its domestic sales 
rep team. Tom McCalla, a former 
rep for Overland Equipment, will 
be taking over the Southeast ter-
ritory, including Alabama, Florida, 
Georgia, Mississippi, North Carolina, 
South Carolina and Tennessee. Clerc 
Koneke will be covering the South 
Central territory, including Arkansas, 
Kansas, Louisiana, Nebraska, Okla-

homa and Texas. Koneke comes to 
Haiku after serving as a sales rep for 
Brooks Running and Brooks Sports. 
She also currently represents tasc 
Performance.

Native Eyewear boosts its force 
in the Mid-Atlantic with the addition 
of Kinetic Representatives, LLC.  
Lead by Dave Donahue, Kinetic will 
focus its efforts on New York, New 
Jersey, Pennsylvania, Maryland, and 
Delaware for the sunglasses brand.

Bridgedale North America con-
tinues to expand its U.S. sales opera-
tions with the appointment of three 
new sales agents to the outdoor, ski, 
trail and running sectors. Tod Burros 
joins the sales team to cover Pennsyl-
vania, New Jersey, New York, Mary-
land, Washington DC and Delaware. 
Tom Fuhrman, who has worked in 
the skiing industry for more than 13 
years with brands such as K2 Skis, 
Rossignol and Head Winter Sports, 
will represent Bridgedale in Michigan, 
Ohio and Indiana. And Lisa Mischke 
has been recruited to represent the 
states of Minnesota, Iowa, North Da-
kota and South Dakota.

Osprey Packs honored Colo-
rado-based Mountain Stuff as its 
Agency of the Year for 2014. While 
the award highlights Mountain Stuff’s 
achievements in 2014, the company’s 
partnership with Osprey Packs spans 
more than two decades of consistent 
sales growth. Based in Denver, Colo., 
and lead by Leta Kalfas, Mountain 
Stuff’s Osprey rep team consists of 
Leta Kalfas, Rich Weight, Tyler 
Noonan, and Ashley Tucker cover-
ing Colorado, Utah, Wyoming and 
New Mexico.

Vibram has signed Rock Gear 
Distribution to become the primary 
distributor for Vibram Finished Goods 
in Canada, with full transfer of the 
distributorship is expected by Janu-
ary 2016. Based in Crowsnest Pass, 
Alberta, RGD has a comprehensive 
in-house logistics, customer service, 
marketing and sales management 
team as well as experienced indepen-
dent sales representatives that offer 
coverage across Canada.
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BEFORE BUGS   
BITE 

WE HAVE 
YOUR BACK!!

US MADE

Discover how a fine blend of 
natural lemongrass and 
spearmint oils began its 

journey to repel mosquitoes at 
www.bite-lite.com

Soy Wax Repellent Candles

Call Stephanie at 855-248-3548 
to become a reseller today!
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release  
motivation

drirelease.com

ODOR CONTROL

FreshGuard® prevents  
odors by mitigating the  

development of foul smells 
from microorganisms so  

odors do not cling to  
drirelease fabrics.   

Up at 5:30, an energy bar, a handful of trail mix, maybe a quick cup of coffee  
and she’s off. Taking that first stride is never easy. But with drirelease®, it can at 
least be comfortable and stylish. Whether it’s keeping her feet cooler and drier  
or preventing odors caused by bacteria from clinging to her athleticwear,  
our patented technologies are always running, too — mile after glorious mile.

For the world’s best-known performance apparel brands, the patented technology 
of drirelease is much more than an ingredient. We are a global solution provider 
that brings engineering, leading research & development, fresh insights, practical 
know-how and global supply chain expertise to achieve far-reaching solutions. 
Exhibiting the look and feel of natural fibers, drirelease fabrics deliver long-lasting 
performance without compromising comfort or fashion. release performance

For more than a century, 
Wigwam has been a leading 
innovator in performance 
sock construction and 
technology. Wigwam is 
dedicated to enhancing 
their customers’ lives by 
providing the highest 
quality socks with the latest 
in moisture control using 
the eco-friendly, cutting-
edge fibers of drirelease.

Photo courtesy of Wigwam

http://drirelease.com/


As we continue along the in-
exorable path of smartphones, 
smart cars, smart homes 
and other smartly modified 
consumer goods, specialty 

outdoor textiles continue to evolve toward 
the next smart generation. During the last 
several decades, outdoor fabrics have seen 
improvements in moisture management, wa-
terproofness, breathability (vapor transmis-
sion rates) and thermal regulation.

Up until now, thermal regulation has more 
or less been limited to encapsulated phase 
change technology, such as Outlast. Original-
ly co-developed with NASA in 1987, Out-
last’s latent heat packets, as they are known, 
absorb heat then release it once the tempera-
ture drops to a specific comfort level. Trizar 
Technology, however, has found another 
means to achieving thermal management. 

Trizar uses the physical properties of 
emissivity to bring cooling or heating to 

TRIZAR INTROdUCES ThE NExT PhASE IN ThERMAL  
REGULATION TEChNOLOGY

By Ernest Shiwanov

Meet 
Emissivity
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Give them the power they need.

SOLAR POWERBANK

WATER RESISTANT, SHOCKPROOF, DUSTPROOF

THE ELEMENT

Products for your solar-powered life.

The power of solar energy knows no boundaries. It’s a lifestyle  
defined by independence and freedom that can be carried in  
one’s hand. Keep everyone devoted to their devices—anytime,  
anywhere. Explore the many solar products of Dawan Global.

Call 1(732)232-4239 or visit www.DawanGlobal.com/support   
for information on our Business to Business Membership.

Charger/Powerbank Combos
(Hybrid to charge and store)

Foldable Multi-Device Solar Chargers
(Charges 3 devices at once)

Solar Lanterns 
(Lights up to 8 colors)

http://www.dawanglobal.com/support


treated laminates, coatings, filaments 
and membranes. Basically, emissiv-
ity is a value representing a surface’s 
ability to emit thermal radiation. Like 
encapsulated phase change technology, 
emissivity also was exploited by NASA 
(in 1997) to develop protective thermal 
shielding for space re-entry vehicles. 
How it works is fairly straightforward. 
What it brings to the outdoor industry 
is quite clever.

Understanding Trizar begins with 
knowing a bit about emissivity, an 
effect we experience every day. Most 
new homes and buildings constructed 
during the last three decades 
use low e (emissivity) glass 
in their windows or wall 
panels. The glass indus-
try utilized emissivity 
as a method to combat 
skyrocketing cooling 
and heating costs. 
By tuning emissiv-
ity, glass manu-
facturers were 
able to maximize 
light transmit-
tance through the 
glass while match-
ing its solar heat 
gain to the geographic 
needs of an area. This is 
accomplished by precise 
splattering or laminating lay-
ers of micro or nanoscopic bits of 
reflective metals on glass during 
its manufacture. This results in a 
nearly transparent light colander 
that blocks thermal radiation 
in exact wave lengths and amounts, 
while letting others pass. For instance, 
new window installations in the Sun-
belt would specify glass with lower 
emissivity to block thermal radiation. 
Therefore solar heat gain is reduced, 
keeping the interior space cooler, 
which lowers air conditioning costs. 
In colder latitudes, the exact oppo-
site would apply, helping reduce the 
demand for costly heating. 

The thermal radiation referred 
to above is infrared light (IR) or in 
the case of Trizar, near infrared light 
(NIR). Near infrared light is electro-
magnetic radiation whose wavelength 
is just outside of what we can see 

within infrared light’s bandwidth. 
We sense NIR when sitting around an 
evening campfire. Even though the 
surrounding air is cold, it does not 
stop NIR from penetrating our cloth-
ing and skin. The NIR vibrates the 
water molecules just under our skin, 
giving us the sensation of warmth.

Trizar takes advantage of emissiv-
ity by reflecting and/or absorbing 
NIR, depending on the design of the 
textile item (e.g. apparel, tents, patio 
furniture cushion covers, etc). By 
using a proprietary blend of nano- to 
micron-sized quartz crystals, silver, 

aluminum and other elements and 
compounds, applications can be 
engineered to manage thermal energy. 
The user experiences heat by way of 
conduction (direct contact with the 
wearer) or re-radiation from the cap-
tured heat. It also can reflect IR away, 
giving you protection from harsh, 
sunlit environments. As an added 
bonus, Trizar’s components are found 
abundantly in nature, so they are 
inherently green.

For the designers and product de-
velopers, Trizar enhances their creative 
flexibility. Once treated, darker colors, 
which naturally absorb more NIR, can 
be used with the same effectiveness 

as lighter colors, thus expanding the 
designer’s color pallet. As Brad Poor-
man, Trizar’s chief sales and marketing 
officer, explains, “In membranes we 
add materials that will react to the heat 
your body produces to help the mem-
brane work more efficiently. We use PU 
(polyurethane), polyester and mi-
cro porous polypropylene membranes 
to provide a full range of hydrophilic 
and hydrophobic solutions.”

Again, Poorman’s team has cre-
ated a toolbox of solutions for even 
the most demanding product design 
house. “We apply the materials in a 

coating or inside an existing 
membrane to gain the ben-
efit,” he continues. “As heat/

sweat is created inside your 
garment, the Trizar materi-
als use that energy to 

diffuse moisture vapor 
rapidly to the outside 

environment.”
Looking to add C6 

durable water repel-
lent chemistry to an 
application? Not a 

problem, since Trizar 
is compatible with most 

DWR technologies. Cur-
rently, Cloudveil is featur-

ing Trizar in its Neptune and 
Emissive jackets. However, 

July’s OutDoor in Friedrichshafen 
Germany saw more product launch-
es using Trizar. 

The simplicity found in nature is 
the one concept that belies nature’s 
complex checks and balances. Emis-

sivity is one such player, integral to 
the way many systems in our environ-
ment work. By reflecting sunlight, 
absorbing it and re-emitting it, polar 
snow and ice, land mass and oceans 
contribute to the whole of the earth’s 
surface temperature and, therefore, 
climate. Trizar uses the same emissive 
mechanisms but on a micro scale to 
positively affect personal microcli-
mates in apparel or other like-sized 
environments.

It’s the simplicity in function that 
makes it so compelling. Clearly, Trizar 
is the beginning of another step in the 
direction of smart, more eco-friendly, 
outdoor products.

Near infrared light (red arrows) enters the 
textile (dashed lines) treated with Trizar,  
is absorbed then reradiated. It also reflects 
NIR (Source: Trizar Technology)
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INNOVATION
Lorpen’s innovative technical socks are tested 
by athletes and designed  to protect your feet 
on any terrain. Visit the Lorpen booth at the 
Outdoor Retailer Show for more details.

WWW.LORPEN.COM

FINDING YOUR
-INSPIRATION-

Ternua’s clothing is inspired by the spirit of 
mountaineers and is designed to help these extreme 
explorers summit the highest peaks.  These innovative 
products are designed for some of the harshest 
environments on the planet. Visit the Ternua Booth at 
the upcoming Outdoor Retailer Show.

WWW.TERNUA.COM

OUTDOOR RETAILER BOOTH #36187

http://lorpen.com/
http://ternua.com/


By Glenna B. Musante

here was a time when yoga was considered 
the dominion of stay-at-home moms and the 
few dedicated yogis. To be frank, it wasn’t 
always taken seriously in the performance 
world as an athletic practice. But that has 
changed dramatically.

Across the U.S. millions of people who 
previously thought about yoga from the side-
lines are joining studios and either replacing 
gym workouts with yoga regimens or adding 
yoga to their existing workout practices. This 
includes men and professional athletes, for 

Yoga

T

Re-Positioned
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For more information call toll-free 1-800-877-3626 or visit spencodirect.com to order
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example, NFL football players and NBA 
stars who have found that yoga can help 
their games.

According to the Yoga in America 
Study from Sports Marketing Surveys 
USA, in 2012 an estimated 20.4 million 
Americans practiced yoga, compared to 
15.8 million from the previous 2008 study, 
for an increase of 29 percent. In addition, 
as of the 2012 study, yoga practitioners 
were spending an estimated $10.3 billion a 
year on yoga classes and products, includ-
ing equipment, clothing, vacations and 
media. This is nearly 
double the estimate 
from the 2008 study of 
$5.7 billion. The study 
also indicated that 
there were an ad-
ditional 87.5 million 
“aspirational yogis” 
in the U.S., and 
nearly half, or about 
40 million, were men.

In the three years 
that have followed, 
the yoga market has 
continued to grow 
almost exponentially. 
Look at any commu-
nity and where there 
once was one yoga stu-
dio, there are now 10. 
Meanwhile, the type 
of yoga being offered 
at many new studios 
has begun to change 
and morph from the 
traditional model. In-
creasingly, power yoga 
studios are opening, as 
well as studios that com-

bine athletic training with yoga. 
The end result is a fast-moving market 

growing rapidly in multiple directions. 
All of this is impacting the products be-
ing offered on the market, yoga attire and 
women’s apparel in general.

Move Over, Ladies
Arrichion, a North Carolina yoga 

chain, is a prime example of the new 
athletic yoga studio. Just five years old, 
it offers a combination of circuit training 
and hot yoga and is growing so rapidly 

the founders have started looking 
into franchising. The focus here 
is on a very athletic form of hot 
yoga, combined with wrestling 
and circuit training. Yoga and 
wrestling classes aren’t offered 
in the same class, but wrestling 
students are encouraged to take 
the hot yoga classes as a supple-
ment to wrestling and strength 
training.

The classes are 
taught by instruc-

tors who are 
trained to think 
like coaches, and 

it’s common to see 
players from the 
NFL’s Carolina Pan-

thers taking yoga in 
the chain’s Charlotte 
studio. In its Raleigh 

classes, former NBA stars including Ju-
lius Hodge are regulars. Studios like Ar-
richion are also becoming popular with 
weekend athletes training for triathlons.

As other hybrid studios pop up in 
cities across the country, major yoga 
companies such as Gaiam are introduc-
ing products just for men, or introducing 
product lines that support an athletic 
yoga practice.

Kent Katich, a well known Los 
Angeles-based yogi who has developed 
his own system for combing yoga with 
athletic training, recently signed a con-
tract with Gaiam to develop a series of 
men’s athletic yoga workout CDs. That 
line was introduced by Gaiam at the 
Winter Outdoor Retailer Show in 2015. 
The CDs, as well as Gaiam yoga mats 
and other yoga accessories sized large 
for men, hit markets in March.

“The benefits of yoga to an athlete are 
so endless I don’t know where to start,” 
said Katich. “But it does build confi-
dence,” he said, “as well as flexibility.” 
Both can give weekend and professional 
athletes a competitive edge. Katich would 
know. For several years he has worked as 
a coach to collegiate and professional ath-
letes, helping them incorporate yoga into 
their overall training programs. “There 
are a lot of (young men) who want to do 
this. They just need an inroad,” he said. 

Althleisure
With more and more people tak-

ing yoga or adding yoga to their gym 
workouts, yoga attire is being worn on 
an increasing basis outside the studios. 

L.L. Bean’s Powerflow 
are an example of 
what have become 
ubiquitous, where 
everywhere yoga tights

The Warrior (left) and For the People shorts are part of 
Lululemon’s expanding collection of yoga apparel for men

Brands such as Prana have seen significant boosts in men’s yoga lines
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In response, women’s brands known for 
performance wear, and major women’s 
apparel brands that have never sold 
sportswear, have begun selling yoga per-
formance wear and ensembles that, with 
the addition of a coordinating jacket or 
sweater, can be worn running errands or 
after class at a local bistro. 

This trend is referred to as “athlei-
sure” and as it has grown, more and 
more women are wearing those com-
pressive, figure-revealing yoga tights, 
Capri’s and tops throughout the day, 
whether or not a trip to the yoga studio 
is part of the daily plan.

According to Stacey Finnemore, the 
marketing merchandiser for L.L. Bean’s 
Women’s Active Wear line, yoga has had 
a major impact on active apparel and the 
sportswear markets. During the past five 
years, she said, the “yoga pant phenom-
enon has impacted almost every angle of 
the marketplace.” She believes it’s cre-
ated the athleisure movement and says 
that it “has had a trickle down impact 
on nearly every category of product,” 
including sneakers as fashion, backpacks 
as fashion, sports bras as fashion and 

“uber-stretch denim in ‘tights’ silhou-
ettes,” paired with longer length tops.

Keryn Francisco, the creative director 

for the Lucy yoga attire line, agreed. “We 
are absolutely seeing yoga wear becom-
ing everyday wear,” she said. “It’s com-
fortable, functional and easy. [It’s] the 
perfect formula for our busy lifestyles.”

Stylish yoga ensembles that include 
the usual compressive leggings and 
clingy yoga-friendly tops are even find-
ing their way into resort wear lines from 
brands such as Lilly Pulitzer and Boston 
Proper. But here, yoga essentials are 
showing up in bright colors, paired with 
flowing jackets, $200 purses, stylish hats, 
big jewelry and sparkly sandals.  

Fabrics Tell The Story? 
Lucy, as with several of the new yoga 

attire lines, is using fabrics that have 
grown out of the performance industry 
as the basis for their yoga attire. This 
includes fibers that wick moisture and 
offer what Francisco described as “the 
right amount of support and coverage 
for each activity,” as well as fabrics that 
thermo-regulate.

Items suitable for yoga from L.L. 
Bean’s Women’s Active Line also sport 
similar performance properties. This 

Kwik Tek is just one the brands offering 
SUP boards for yogis with it Bliss ladies 

and FIT men’s yoga/fitness boards.

Sturdy 2 mm polypropylene plates that hold 
your food and beverages all at once. Thumb 
hole for easy carrying. Holds wine glasses on 
the side, or standard drink cans in the middle. 

Dishwasher and microwave safe.

VISIT US AT ORSM BOOTH #7043
FACEBOOK.COM/COGHLANSGEAR 

TWITTER: @COGHLANSGEAR •  WWW.COGHLANS.COM
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includes the spandex/polyester blends 
common to yoga Capri’s, as well as fab-
rics that wick away moisture, dry quickly, 
breathe, but also cling enough to stay in 
place during an actual yoga workout.

In many ways, the use of perfor-
mance fibers is a departure from the 
organic cotton and hemp fabrics 
found in some of the traditional 
yoga attire lines. 

No Stink
With more and more yoga 

enthusiasts taking up hot yoga or 
athletic yoga, some well-known 
yoga lines have started adding 
antimicrobials to their products 
to reduce issues such as perma-
stink. Wicking and breathability 
can help mitigate body odor after a 
strenuous workout, but increasingly 
yoga lines are looking for ways to 
incorporate antimicrobial capabilities 
into their apparel. Lululemon Athletica,  
for example,  was one of the first do this, 
and even built a “No Stink” marketing 
campaign around its use now of Noble 
Biomaterial’s silver X-Static antimi-

crobial technology in its yoga apparel 
for men and women. Companies such as 
Sanitized, which a sells a Pyrithione zinc 
antimicrobial, are also venturing into the 
yoga sector.

Meanwhile, companies such as 
Thinksport, which developed PVC-free 

baby products, have introduced a new 
line of yoga mats that do not contain 
PVC, formaldehyde or phthalates. 
Thinksport yoga mats are made from 
a closed cell construction the company 
says reduces odor by increasing resis-
tance to the water, sweat and bacteria 
that cause issues like perma stink 
(where the gym odors become perma-
nent) in the first place.

For additional evidence that yoga 
is growing in popularity, look at 
the magazine stand at stores such 
as Whole Foods, Earthfare or any 
similar health food-focused specialty 
market where the lineup of consum-
er facing yoga magazines has begun 
to explode. For years, Yoga Journal 
was the only one, but now there are 

easily half a dozen national consumer-
facing yoga magazines on the racks, and 
e-zines and blogs dedicated to all facets 
of yoga are beginning to crowd the 
World Wide Web.

It’s all an indication that yoga is 
evolving into serious, mainstream sec-
tors of the performance industry, and it’s 
not just your mom’s yoga anymore.

L.L.Bean’s performance-inspired Spruce Cove 
Sweater cardigan typifies the pre- and  

post-workout apparel trend
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I
n the middle to late 1990s, when e-com-
merce began to dial up, traditional retail-
ers repeatedly were warned about their 
impending obsolescence. Brick and mor-

tar retailing, we were told, was toast. Some 
20 years later, online sales account for less 

than 10 percent of all U.S. retail dollars, and 
the physical storefront has become a key part 
of the omni-channel experience. Regardless of 
any sales numbers, however, there’s no deny-
ing that e-commerce fundamentally changed 
how consumers shop.

 PEER-TO-PEER ECONOMICS ChANGE ThE RULES  
OF CONSUMPTION

by Martin Vilaboy
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TIGERS is the chosen 3PL Partner for leading Outdoor Companies in the Global Marketplace.                  
We have a long history and proven track record of providing top quality solutions for Outdoor and Active 

Life Style organizations. 

Outdoor Markets Served by TIGERS: Ski, Running, Fishing, Camping, Climbing, Cycling and more. 

 
 TIGERS pulls, packs, ships 4 million orders / 102 million units annually from 3 million sq. ft. of warehouse 
 52 facilities in U.S., Europe, China, Australia, South Africa 
 Over 50% of orders fulfilled are Outdoor and Active Lifestyle products – B2B and B2C 
 Value-added services include: kitting, ticketing, tagging, displays, Q.C., returns management and more 
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The Great Outdoors Needs Great Logistics Solutions. 
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It’s not hard to draw a direct par-
allel between this brief history and 
the future of what’s been dubbed the 
“sharing economy.” Just like e-com-
merce around the turn of the century, 
the hype around sharing, or collabora-
tive consumption, is whirling furiously 
about, and a few industries (notably 
taxi drivers and hotels) already are 
under direct attack. Some very smart 
people even believe that the role of 
the established retail value chain even-
tually will be greatly diminished. 

Back to the present, it’s estimated 
that sharing, or peer-to-peer econom-
ics, is displacing about 1 to 2 percent 
of retail sales, according to surveys by 
PricewaterhouseCoopers (PwC), while 
about 19 percent of U.S. adults have 
engaged in sharing economy transac-
tions. But just as e-commerce changed 
the way consumers shop, sharing 
has the potential to fundamentally 

change the way people consume. In 
other words, it’s no longer a question 
of whether or not sharing is a lasting 
trend or if it fits within the outdoor 
industry. Those questions have been 
all but answered. The questions for 

forward-thinking companies now be-
come: where do the threats and op-
portunities exist within collaborative 
consumption, and how can various 
contestants adapt to the changes in 
consumer mentality and behavior? 

“Whatever your organization looks 
like today, the sharing economy is 
too big an opportunity to miss – or 
too big a risk not to mitigate,” argue 
analysts at PwC.

The first thing to understand is 
that peer-to-peer or resource shar-
ing are far from novel concepts. Such 
practices are as old as the World 
Wide Web itself, tracing back at 
least as far as the early days of eBay, 

Limewire, Wikipedia and Napster. Even 
before the likes of Uber and Airbnb, 
the practice of tapping into a commu-
nity of users to save money, improve 
selection or share underutilized as-
sets was already widely practiced in 
places such as craigslist, YouTube or 
even Skpe, which operated by essen-
tially sharing subscribers’ computing 
resources in lieu of a private phone 
network. The practice of sharing and 
consumer collaboration are elemental 
to popular apps such as Facebook, 
Snapchat and Kickstarter. 

On the other hand, the first six 
months of 2015 brought an explosion of 
new ways and places to access products 
and services. (And in turn, new ways to 
sell access to underutilized assets.) Think 
of it as VRBO-style consumption for all 
sorts of product categories – from moun-
tain bikes (Spinlister) to high-end jewelry 
(Rocksbox) to kid’s clothes (Kidizen) to 
insurance (PeerCover) to construction 
equipment (Getable) to household chores 
(TaskRabbitt). Need a fancy dress for a 
ceremony but know you’ll only wear it 
one time? Why not rent a dress for the 
night at Rent the Runway? Need meet-
ing space in Denver for one afternoon 
meeting? Save a few bucks searching 
available space at local businesses 
through LiquidSpace. The list literally 
goes on and on.

What this growing slate of sites 
provides is the opportunity to choose 
“access over ownership,” and, make 
no mistake, this can be a compelling 
choice. Ownership, after all, has its 
disadvantages. It entails upfront invest-
ments, storage, maintenance and up-
keep. In fact, 43 percent of U.S. adults 

Top Outdoor Activities for Growth, 2014
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Product 
Category

2014
Shipments

2015
Shipments

2019
Shipments

2015
Year-Over-Year

Growth

2014-2019
CAGR

Basic 
Wearables 22.1

4.2

26.4

39

33.1

72.1

66.3

89.4

155.7

76%

683%

173.3%

24.5%

84.1%

42.6%

Smart 
Wearables

All 
Wearables

WHILE OUTDOORS WHILE TRAVELING

30%
26%

21%
23%

32%

17%

30%

22%

12%

35%

14%

25%
22%

17%

16%

15%
13%

6%

16%

8%

Extremely
Interested

A gadget to 
help me stay 

connected

A gadget to 
help my other 
gadgets stay 

powered

A gadget to 
help my other 
gadgets stay 

powered

A gadget to 
help me stay 

connected

Very
Interested

Moderately
Interested

Slightly
Interested

Not at all
Interested

9%
8%

6%

2%

Age Breakdown of Providers in Sharing Economy

Source: PricewaterhouseCoopers

16% 14%

24%

24%

14%

8%

Sharing in the Outdoors
Often, the categories that first feel the impacts of disruptive technologies and business models are the 

categories in which the new models randomly happen to work the best. Peer-to-peer or sharing economics, 
quite simply, “work” within the outdoor market and ethos. To see how, let’s look at a few major tenets of the 
sharing economy and collaborative consumption.

For starters, the sharing economy is all about providing temporary access to the experience a product 
enables over ownership of that particular product. “I don’t need a car; I need a ride.” Indeed, collaborative 
consumption is part of the larger “experience economy.” For years, outdoor brands have viewed themselves as 
not just selling gear and apparel but “selling the outdoors.” In many ways, the outdoor specialty industry is the 
original “experience economy.”

Sharing is also eco-friendly. It puts underutilized resources in play and injects value into what otherwise 
would be discarded assets. For an industry that advocates recycling, eco-responsibility and conscientious 
consumption, sharing is a natural fit.

Lastly, it’s widely argued that peer-to-peer economics make the most sense in categories where products 
and services involve high up-front costs and are underutilized. About 40 percent of outdoor enthusiasts, OIA 
figures show, head outside 20 or less times a year. That means lots of nice tents, kayaks, bikes, waterproof 
shells, camp stoves and air mattresses sit idle in closets for a good chunk of the year. At the same time, entry 
level price points on certain gear and apparel can be significant. It’s largely why ski and bike rental shops and 
canoe liveries are in business.

Still wondering if your customers are aligned with the sharing model? 

Outdoor Brands Active in the Sharing Economy
GearCommons Peer-to-peer outdoor gear rental

GetOutfitted Gear rental and outdoor excursion exchange

Review One “Demo gear before you buy”

HipCamp Camp site finder and peer reviews

Spinlister Peer-to-peer bike and board rental

Ayoopa Peer-to-peer outdoor gear rental

Adventure Projects Network of crowd-sourced outdoor sites and forums (REI owned)

RootsRated Peer-reviewed outdoor destinations

Shurfing Global surf gear and board sharing

Kelty Rental program through GetOutfitted

Patagonia Reselling used items, including through Yerdle
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surveyed by PwC agreed that “owning 
today feels like a burden.” Among the 
44 percent of adults who are familiar 
with the sharing economy, 83 percent 
agree sharing “makes life more conve-
nient and efficient,” while 86 percent 
agree “it makes like more affordable,” 
show PwC figures. A full three-quarters 
of respondents agreed that the 
sharing economy reduces clutter 
and waste, with millennials and 
households with kids agreeing 
most strongly. All told, more than 
half (57 percent) of those sur-
veyed believe “access is the new 
ownership.”

As Harvard marketing Profes-
sor Theodore Levitt reportedly 
used to tell his students: “People 
don’t want to buy a quarter-inch 
drill. They want a quarter-inch 
hole.” Put another way, sharing 
allows people to use resources 
without necessarily consuming 
them. Things get even more in-
teresting when a community of 
individuals pulls together and de-
cides they want to share the drill 
but all have their own respective 
holes, at which point sharing or 
peer-to-peer economics come 
into play.

“Everyone on the block doesn’t have 
to have their own snow blower or lawn 
mower,” says Daryl Weber, director of 
creative strategy at the Coca-Cola Com-
pany, rephrasing Levitt’s sentiments. 
The larger the community of users, the 
greater the disruption.

“Collectively, these business models 
are changing the way consumers think 
about value – assessing the impact 
of goods and services on their wallet, 
their time and the planet,” say PwC 
researchers.

Sure, renting someone else’s stuff 
may seem odd to many American’s 

raised on ad agency slogans, super 
stores and home shopping networks. 
Yet four in five consumers agree that 
there are real advantages to renting 
over owning, show PwC surveys, and 
adults ages 18 to 24 are nearly twice 
as likely as those ages 25 and older 
to say that access is the new owner-

ship. Conversely, just one in two con-
sumers agree with the statement that 
“owning things is a good way to show 
my status in society.” 

This apparent shift toward access 
over ownership, experience over 
possession, is being encouraged by 
some emerging and very influential 
trends. For the past several decades, 
for instance, the path through subur-
ban American adulthood was rather 
straightforward: get out of school, find 
a job, have some kids, move up the ca-
reer path and along the way purchase 
cars, a nice house and lots of material 

possessions to fill it. “Shop ‘til you 
drop” and credit card debt exploded in 
the 1980s into “galleria” shopping malls, 
and consumerism has largely flourished 
up until the downturn of 2008.

As of those late 2000s, however, 
the digital generation faces somewhat 
different circumstances. 

“When kids get out of 
school now, debt levels are 
higher than ever before, and 
even though the economy 
is strengthening, working 
your way into the workforce 
in a meaningful way is much 
more difficult,” says Eric 
Greene, general manager 
and vice president of brand 
+ innovation at Kelty, which 
recently launched a camping 
gear rental program through 
sharing site GetOutfitted.  

At the same time, younger 
populations continue to lead 
the migration back to urban 
and near-urban neighbor-
hoods and their smaller living 
spaces. All the while a higher 
value is being placed on sus-
tainability and conscientious 
consumption. 

“Some of the larger luxury 
items that were very much a part of the 
last generations’ priorities can’t be a 
priority anymore,” says Greene. “Part of 
it may be backlash, and part may be by 
practicality, but [the millennial genera-
tion] views things differently, and I think 
that is where you are seeing the sharing 
economy start to take off in other cat-
egories.”

Whereas past generations may have 
measured success by material currency, 
younger generations are more concerned 
with their social currency, argues Mike 
Brown, co-owner of peer-to-peer outdoor 
gear rental company GearCommons.

“That eventually will evolve into expe-
riential currency, in that you are the sum 
of your experience,” he says. “A bunch of 
services now exists to enable this. Face-
book, after all, is the sum of all your best 
experiences – the best version of your-
self that you want people to see.”

In other words, as Brown, summa-
rizes, “I haven’t once Instagramed my 
winter tent. But I Instagram the experi-
ences around it.”

Top Outdoor Activities for Growth, 2014
[Number of participants (000) at bottom]

Source: OIA
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CAGR

Basic 
Wearables 22.1

4.2

26.4

39

33.1

72.1

66.3

89.4

155.7

76%

683%

173.3%

24.5%

84.1%
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Wearables

All 
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Age Breakdown of Providers in Sharing Economy

Source: PricewaterhouseCoopers
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Perceived Benefits Among U.S. Adults Familiar with Sharing 
Economy (44%)
Agree it makes life more affordable 86%

Agree it makes life more convenient and efficient 83%

Agree it is less expensive to share good than to own them individually 81%

Agree it’s better for the environment 76%

Agree it builds a stronger community 78%

Agree it is more fun than engaging with traditional companies 63%

Source: PricewaterhouseCoopers
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We also can’t underestimate the 
importance of social sentiments and 
the online review process. As Brian 
Chesky, CEO of hospitality sharing 
site Airbnb, once quipped, “Airbnb 
is the worst idea that ever worked.” 
After all, who would’ve 
thought that so many 
people would be willing 
to let absolute strang-
ers invade their homes, 
or that a traveler would 
be willing to stay in 
some stranger’s apart-
ment? Yet a few para-
graphs on the personal 
experiences of a com-
munity of users – albeit 
anonymous – provides 
a level of trust that 
formerly was leveraged 
only by hotel brand 
names and familiar 
franchises. According to 
Nielsen’s 2012 Global 
Trust in Advertising 
Survey, 92 percent of 
consumers in 56 differ-
ent countries said they 
trusted word-of-mouth 
or recommendations 
from their friends and family above 
all other forms of advertising. And in 
the U.S. today, 64 percent of consum-
ers surveyed by PwC said that in the 
sharing economy, peer regulation is 
more important than government 
regulation.

In turn, Airbnb averages about 
425,000 guests per night, totaling 
more than 155 million guest stays an-
nually. That’s nearly 22 percent more 
than Hilton Worldwide, which served 
127 million guests in 2014.

P2P Disruption
It’s easy to see how collaborative 

consumption can be a threat to some, in 
fact many, retail-driven businesses. If four 
enthusiasts decide to share one graphite 
mountain bike, as one obvious example, 
therein lies the potential for less graphite 
bike sales. Sharing site Yerdle, which lets 
people give away their stuff in exchange 
for credits they can use to “buy” other 
people’s castoffs, has not been shy about 
its ambitious goal of reducing the things 
we buy by 25 percent. 

“For incumbent players in mature 
industries, the immediate challenge 
is to avoid being disrupted,” warn 
PwC analysts.

Then again, where there’s displace-
ment and disruption, there tends to be 

opportunity, and many brands see the 
sharing economy as a way to drive in-
cremental growth by lowering the bar-
rier of entry into an activity or service. 

“A sharing marketplace can be a 
great opportunity to drive engagement 
and trial, allowing less active and pro-
spective customers to experience the 
product firsthand,” states the PwC study. 
Kelty, for instance, touts its gear rental at 
GetOutfitted as a way to offer “camping 
without commitment,” says Greene.

In the old model, an urban dweller 
who wants to try backpacking or camp-
ing first must purchase a tent, possibly 
spend hundreds of dollars more on a 
sleeping bag and pad, plus maybe a 
backpack. Through the Kelty/GetOut-
fitted program, the rental experience 
starts at about $25 per person per 
day, or possibly less than a nearby 
budget hotel. 

“People who want to try camping 
but aren’t in the position to make a full 
commitment can now try it out,” says 
Greene. If they enjoy the experience, 
the cost of renting becomes inefficient 

after a couple of trips. At that point, 
“they are a qualified lead for our retail-
er and e-tailer partners,” he says.

“People will spend money on their 
passion, but do they really want that 
giant investment before they know it’s 

their passion,” he contin-
ues. It’s similar to the 
logic BMW is applying 
to its DriveNow car 
sharing program. Ac-
cording to DriveNow 
CEO Richard Stein-
berg, the younger 
generation that is 
using BMW’s sharing 
program is typically 
not in the market for a 
new premium automo-
bile, so cannibalization 
is not a concern.

Of course, for a 
sharer to move from 
entry-level to active 
users, the products 
they rent or share 
must provide a quality 
experience. Quite sim-
ply, a product must be 
durable and deliver on 
its promise in order to 

generate respectable reviews and stand 
up to the rigors of shipping and renting. 
In fact, it’s possible that concepts such as 
quality and reliability become even more 
important as purchase drivers within a 
sharing environment.

The possibility of an inconsistent 
experience, for instance, is the top 
concern folks express about the shar-
ing economy, PwC surveys show, and 
consumers say they are more likely to 
trust a department store brand than a 
peer-to-peer fashion site such as Posh-
mark. All of which suggests high value 
remains in the quality and consistency 
associated with a trusted brand name 
or a local specialty shop. 

“Durability of hardware matters,” 
say PwC analysts, “so too does brand 
name, as those looking to rent or buy 
used goods will seek the reassurance 
that comes with brand recognition and 
corresponding caliber of goods.” 

Taking it one step further, the 
higher price typically associated with 
higher quality becomes more afford-
able to a certain group of shoppers, as 

Collaborative Economy Innovation Framework

  Source: Collaborative Lab
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a kayaker can justifying spending more 
on a higher-end boat because the price 
difference can be recouped by renting 
the kayak out to a community.

“If market forces play out as ex-
pected, quality becomes less heavily 
juxtaposed against price,” says the 
PwC study. “In fact, the durability and 
the resale value of higher quality goods 
may make them a more economical 
investment in the long run.”

That shift, in turn, “could put 
the squeeze on ‘cheap chic’ and 
other mass market goods made 
to appeal on price point above 
all else,” the research firm contin-
ues. It also seems to suggest an 
early candidate for disruption are 
entry-level providers within big-
ticket categories – particularly 
items with infrequent use. While 
these entry-level products may 
be cheaper relative to competi-
tors, they can still require a sig-
nificant up-front investment, so 
renting becomes reasonable.

Not that entry-level sales will 
be the only sales displaced. Within 
the outdoor recreation industry 
specifically, participation surveys 
show that avid users also are often 
multi-sport users. The most active out-
door participants, according to Outdoor 
Industry Association, take part in about 
seven traditional outdoor activities. It’s 
not hard to imagine, in today’s reality, 
how an avid climber who also backpacks 
or mountain bikes occasionally might 
forego the purchase of a tent or bike 
when she can save money by renting 
those items a few times a year from 
Ayoopa or Spinlister. Or rather than stor-
ing a stand-up paddleboard in a small 
closet year round, she rents a board two 
or three times a summer.

So how do existing brands and 
channels adjust for any potential dis-
ruption? Contrary to the hype, the 
rise of borrowing doesn’t mean retail 
will be decimated. Within the outdoor 
recreation industry, too many avid or 
regular participants simply enjoy their 
gear too much to give up ownership.

“I don’t think the experiential 
economy will kill the product economy,” 
says Brown. “I started a company that 
does peer-to-peer outdoor rental, but I 
personally own a ton of gear.”

The sharing economy, rather, is 
“simply a heads up for companies to 
take a fresh look at the brand, their 
products and their operations in the 
new ecosystem,” say PwC researchers, 
“and weave sharing into the omni-chan-
nel experiences they are creating.”

A first step is to re-evaluate the val-
ue proposition from being solely a pur-
veyor of product to an enabler of ex-

periences (something not at all foreign 
to outdoor brands). Some automakers, 
for instance, by starting their own car 
sharing programs or investing in peer-
to-peer start-ups, are in the process 
of reframing themselves as providers 
of “personal mobility services” rather 
than just manufacturers of vehicles.

“Other services in my life have 
trained me to want these on-demand 
experiences,” says Brown. That model, 
he says, can be applied to outdoor 
experiences, whereby the customer 
faces very little to no barriers to entry 
– unlike the personal guide experience, 
which can be costly and intimidating.

“There’s no planning, no equipment 
investment, none of that. You just show 
up, have this great experience, and 
we’ll take care of the rest,” he contin-
ues. “From that experience, you can 
upsell people on product.”

Retail brands also can inject them-
selves into the peer-to-peer process. 
Firms can carve out new revenue 
streams that are adjacent to core capa-
bilities by creating or facilitating a peer-
to-peer or other like-minded marketplace 

– possibly leveraging their social media 
presence – or by becoming a provider 
that feeds into an existing system, as 
Kelty has done with GetOutfitted. 

“By stepping in as a facilitator, a 
company can better manage the qual-
ity control aspects of its ‘shared’ goods, 
ensuring consistency of the brand expe-
rience,” PwC researchers recommend.

For brands, there’s also an oppor-
tunity to use the sharing economy 
to promote sustainability messag-
ing among consumers, who are 
growing more environmentally 
aware. Patagonia and Levi’s, for in-
stance, have partnered with Yerdle 
to distribute unsold merchandise, 
thereby finding a marketplace for 
these goods instead of disposing of 
them in a landfill.

There’s even a way for retailers 
to re-assess their physical footprints. 
Start-up sharing site Storefront offers 
an Airbnb-type of exchange for mer-
chants. The platform connects those 
who have shops or empty real estate 
in highly trafficked areas with mer-
chants seeking to push their wares. 
Listings range from full retail stores 
that can be used as pop-up shops to 

shelf space in boutiques, and locations 
range from neighborhood shops to sub-
way stops to hotels.

As with any innovation, the rise of a 
sharing economy faces its fair share of 
speed bumps. Anyone who has followed 
the news surrounding car-sharing sites 
such as Uber understands that much 
still needs to be hammered out in terms 
of government regulations, taxes, secu-
rity, liability and employment law. 

But if nothing else, sharing, peer-
to-peer and collaborative consumption 
remind us that value chains do change 
and business models cannot be taken 
for granted, particularly in the modern 
digital era. Companies that are willing 
to stay nimble, explore new ways to 
bundle and unbundle product and ser-
vices and tackle new challenges will be 
the companies in the best position to 
capitalize on new and emerging oppor-
tunities. Those that don’t? Well, ask a 
record company executive circa 1998.

“It may sound grim, but if your busi-
ness can’t figure out how to disrupt itself,” 
PwC researchers warn us, “someone else 
out there will do it for you.”
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Meeting Demands

The store meeting is one of the 
most important forms of direct 
communication between owners, 
managers, buyers and sales as-
sociates. Once a regular part of 
the work week during the era of 
mostly full-time employees, this 
long-held tradition seems to have 
fallen by the wayside. Taking its 
place is communique in the form 
of texts, emails, conference calls 
and notices posted by 
the punch clock or in 
the break room.

Admittedly, the 
scheduling of store or 
department meetings 
is a bit more chal-
lenging today then in 
year’s past due to split 
shifts, days off, vaca-
tions, and the increas-
ing use of part time 
employees – all of 
which makes the store 
meeting that much 
more necessary. 

Timing and Notice
Some stores can get by with 

regularly scheduled monthly 
meetings, while others wait for 
circumstances to dictate a store-
wide get-together. Either way, 
remember to provide ample no-
tice and pick a time when most 
employees are able to be pres-
ent. If store management deems 
the meeting mandatory, hourly 
workers will need to be compen-
sated for their time, whereas 
salaried workers do not.

The ideal time for a meeting 
really depends on the size of the 
operation. A small store with few 
employees can perhaps get by with 

as little as a few minutes on the 
floor when business is slow. Larger 
operations will sometimes have 
meetings before the store opens or 
after it closes. I work with a particu-
lar store that has a storewide meet-
ing “every single day” prior to the 
store opening, and has for years. 
Store executives would tell you 
that this form of communication is 
one of the secrets to their success. 

They back up their claim with sales 
exceeding $1,200 per square foot, 
margins of 55 percent and a stock 
turn of four times annually. The 
meetings are so informative that 
employees who end up missing a 
particular meeting – due to a day 
off or a staggered starting time 
– feel that they have missed out 
until they are brought up to speed. 
Meeting notes are provided to 
those employees unable to attend.

In multiple store operations, 
it would be impossible for owners 
and even buyers to attend each 
individual store meeting. Howev-
er, it does lend a feeling of inclu-
siveness when an owner makes 

the effort to attend branch store 
meetings on occasion.

What to Cover
Be sure to keep meetings 

relevant and positive so that 
those attending feel that their 
time is being productively used. 
There are an array of topics that 
should be covered regularly in-
cluding customer service issues, 

policies and procedures, 
shrinkage control, busi-
ness goals and objectives, 
sales training techniques, 
upcoming ads and promo-
tions, and definitely fea-
tures and benefits of new 
merchandise arrivals.

If you are the meeting 
organizer, one of your goals 
will be to get as many peo-
ple involved in the meeting 
as practical. Role playing 
when dealing with sugges-
tive selling or sales training 
techniques works well in 
this situation. Something I 

used during meetings was a con-
versation starter called, “What’s 
Hot, What’s Not.” Each buyer or 
manager would bring two items to 
the meeting and be prepared to 
discuss both. During the “What’s 
Hot” portion, each buyer would 
share with the group the item that 
was currently the hottest in the 
department. This discussion in-
cluded vendor, quantity purchased, 
sell through, initial markup, reor-
der possibilities, how the item was 
being featured, and just what it 
was that made the item so “hot.” 
The procedure was then reversed 
during “What’s Not.” Buyers would 
take turns presenting the item 

In this age of digital and fragmented communications,  
                 store meetings still matter

by Ritchie   
Sayner

http://www.insideoutdoor.com/
http://www.insideoutdoor.com/
http://www.insideoutdoor.com/


Gear

Gorp

Gas

DataPoints

Direct Feed

www.insideoutdoor.com

      REP MOVES AND NEWS www.insideoutdoor.com

www.insideoutdoor.com

FloorSpace

Gear

Gorp

Gas

                                                                     REP MOVES AND NEWS

DirectFeed www.insideoutdoor.com

Data Points

BackOffice

FloorSpace

BackOffice

OutdoorTextile

GreenGlossary

RetailReport

OutdoorTextile

GreenGlossary

RetailReport

www.insideoutdoor.com

ProductsSection

www.insideoutdoor.com

ProductsSection

www.insideoutdoor.com

www.insideoutdoor.com

InsideOutdoor  |    Summer 2015 37

that was currently the biggest “dog.” 
Discussion points would include why they 
bought the item, how many they still 
had, why it was not selling and what they 
planned to do to move the slow seller. 
At the end of each buyer’s presentation, 
other buyers and sales associates could 
offer ideas and suggestions that might 
prove beneficial.

The What’s Hot, What’s Not discus-
sion was not only entertaining but also 
became a great learning experience. 
Each buyer wound up learning what 
was working and what was not from 
other buyers in the organization, as 
well as techniques for solving merchan-
dising issues.

Invite Case Studies  
& Guests

Case studies also make great dis-
cussion starters. Have a different em-
ployee each meeting bring up an actual 
issue that has come up for the group to 
analyze. This promotes group interac-
tion and helps build problem-solving 
skills. Sales associates can learn from 
each other the best ways of handling 
objections, as well as complaints.

Another way to make staff meet-
ings interesting is to invite an outside 
guest. One great idea is to schedule a 
rep from one of the stores major lines 
to give a “mini clinic.” This is an excel-
lent way for sales associates to hear in 
detail about the merchandise that the 
store is or will be carrying.

When you return from buying 
trips, always share new merchandise 
trends, styles and lines that you have 
purchased. Your enthusiasm for the 
upcoming season’s merchandise is con-
tagious – use meetings to share it and 
pump your employees up.

Also, in an effort to get everyone 
involved, solicit input and invite meet-
ing participants to air grievances, as 
well as possible solutions or customer 
comments that affect the store. It’s a 
good idea to monitor this portion of 
the meeting closely so that it doesn’t 
spiral into a gripe session. Be sure 
to follow up as quickly as possible to 
questions that arise. This leads to job 

satisfaction and employees feeling val-
ued. One way to get everyone involved 
might be to select a different employee 
at each meeting to take notes of the 
meeting and make sure that everyone, 
both those in attendance and those 
that were not, receive a copy.

If you are already conducting regu-
lar store meetings, keep doing them. 

If not, consider scheduling one soon. 
Your employees will be very pleased 
with the open communications.

Ritchie Sayner is vice president of 
business development RMSA Retail 
Solutions, www.rmsa.com. To follow him 
on Facebook, go to www.facebook.com/
RitchieSayner.

APPAREL
SOURCING &
PRODUCTION

INDIA VIETNAM CHINA 
HONG KONG USA

Quickfeat produces 
sweaters, knits, wovens 
outerwear, activewear, 
leather, swim and  
organics.

Our Services

- Fabric Sourcing
- Trim Sourcing
- Garment Development
- Factory Sourcing 
- Production
- Quality Control 
- Packing & Logistics

541 350 1615
Marketing O�ice Bend, Oregon USA

info@quickfeat.com  |  www.quickfeat.com

SEE US AT THE
OUTDOOR
RETAILER
SUMMER SHOW 

BOOTH
155-605
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by Ernest  
Shiwanov

Rack Relief

Yakima has been busy lately. 
It has a fairly new CEO, a newly 
restructured product line, a new 
Web site, new corporate head-
quarters and a renewed commit-
ment to its “core competencies,” 
as put forth by the aforemen-
tioned CEO, Ryan Martin. To 
that end, Martin has rallied 
the troops to focus on Yakima’s 
touch points, the traditional 
backbone of the Yakima con-
sumer experience. Regardless 
if it is through social media or 
brick-and-mortar channels, the 
message remains the same: be-
ing there for the consumer every 
step of the way and have fun 
doing it. It appears they have 
managed to succeed. 

To that end, Yakima is 
not showing at the 2015 
Summer Market Outdoor 
Retailer show. Instead, 
Yakima showed the newly 
developed lines to retailers 
and the media in beautiful 
downtown Portland, Ore., 
this spring. The execs at 
Yakima figured an up-close 
and personal look at the 
new, extensively simplified 
systems, warrants more time 
than a meet-n-greet at the OR 
show. So they rented a retired 
metal working plant replete with 
a roof high, 2,000+ ton press 
in a rough-cut timber structure 
cum historical site, wafting with 
cutting oil and creosote.

The presentation’s impact 
was as impressive as the new 
product. It was clear from the 
start, Yakima was making good 
on its core competencies prom-
ise. The entire line has been 
reduced, simplified, relatively 

obsolescent-proof 
and made inter-
changeable, making 
it way easier for 
the retailer to stock 
and sell. The tower 
systems have been 
reduced to four, with 
new interchangeable 
accessories, making 
selections easy and 
returns minimal. This 
change will help miti-
gate confusion by the consumer 
at the point of sale. No longer 
will the consumer have to page 
or scroll through a telephone 
directory-sized guide to find 
what they need.

Additionally, Yakima has 
added a steel, aerodynamic bar 
to the mix, for higher strength, 
added value and low noise. To 
maintain the quietest slipstream 
despite changing curvatures in 
car rooflines, the pitch of the 
aero bars can be adjusted by the 
new towers. This comes as no 
surprise after Yakima’s purchase 
of Whispbar, a New Zealand rack 
company whose several patents 
include ones for aerodynamic 
crossbars and a Smartfill ac-

cessory interface. Whispbar’s 
noise test chamber also was 
demonstrated at the metal work-
ing plant, in all its high tech and 
decibel glory.

Although the lion’s share of 
Yakima’s interest surrounds 
the rooftop rack solutions, 
most all of Yakima’s products 
received some attention. 
Cargo boxes, the bane of re-
tailer’s floor and stock space, 
saw some SKU reductions. 
The introduction of the four-
SKU Showcase cargo box is 
six SKUs less than its legacy 
product, the SkyBox Pro: 

no doubt much to the relief of 
most retailers. For the remain-
der of Yakima’s products, most 

saw changes in the form of small 
upgrades in keeping with the 
core competencies spirit.

In all, Yakima has made ma-
jor strides in areas retailers will 
surely embrace – fewer SKUs, 
simplified sell-in and easier in-
store or mobile set-up. Internally, 
Yakima’s enhanced Web site pre-
sentation, rapid product develop-
ment and doubling down on the 
consumer touch point experience 
will undoubtedly grow its slice of 
global brandhood.

Yakima downsizes and simplifies the POS process

New steel crossbar with adjustable pitch to 
reduce noise as seen with new tower and clamp 

design (Image: e.shiwanov).

The new Showcase cargo box with  
new automotive badge styling cues  

(Image: e.shiwanov).
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S/S   ’16 Product Market Showcase

AKU
The new Mio for men is a multifunctional hiking 

shoe for mid-mountain trails and other active 
pursuits. Engineered with Gore-Tex 

Surround technology and 
constructed with side 

ventilation outlets, 
moisture and 

warmth can 
escape faster 
so feet stay dry. The 
Vibram Megagrip 
outsole offers 

traction on 
wet and dry 

surfaces, as well as stability and flexibility on 
all types of terrain. SRP is $200.

Advanced Elements
Built to withstand 
whatever Mother 
Nature can dole 

out, the new Deep 
Six Deck Pack is a 
heavy-duty water- 

resistant deck bag 
with attachment 
points for securing 
gear anywhere and 
a roll-top opening 
for easy load and 
unload. Other features 
include cinch flat shoulder 

straps, a front zip pocket 
and reflective paneling for 
low-light visibility.

Ahnu 
The women’s North Peak with eVent is a 

waterproof/breathable mid-hiker for long 
day hikes or backpacking with up to 60 lb. 

packs. Built to perform in wet and dry 
conditions, it features a full-length 

nylon shank for increased stability, 
while a strategic hole in 

the heel makes room 
for a polyurethane PU 
heel pod, offering 
additional cushioning. 
SRP is $199.95.

Altera Alpaca
To fight annoying 
blisters after miles 

on a hike, bike or run, 
Altera Alpaca introduces 

the Explore Micro No Show. 
Featuring the legendary softness 

and unique natural hollow core of 
alpaca fiber to combat the abrasion, 

heat and moisture that lead to blisters, 
the Explore Micro No Show are grown and 

made in the USA.

Armpocket  
Enterprises
A carrying solution for 
every device plus cards 
and keys, Armpocket 
armbands are weather 
and sweat proof and 
feature a patented, 
no-slip memory foam 
design for comfort. 
They come with a 100% 
satisfaction guarantee. 

Arc’teryx 
For approaches, scrambles and indoor/

outdoor climbing, the Arakys Approach 
is the company’s first ultra-light single 

pitch and bouldering shoe with 
adaptive fit, air permeable comfort 

and seamless construction. 
Collapsible heels convert 

the shoes into 
easy-wear 
slippers. SRP is 
$150.

New Product Showcase
S/S ’16
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New Product Showcase

hobbsbondedfibers.com      outdoorspiritgroup.com      available for delivery Fall 2015

Come visit us at booth #62047

craft manufactured with Canadian pride

intellegent thermal regulation

amazing moisture buffering

ecological raised USA sheep wool

made with

http://hobbsbondedfibers.com/
http://outdoorspiritgroup.com/
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S/S   ’16 Product Market Showcase

Bertucci 
The A-5P Illuminated watch is designed 
to tackle everyday outdoor adventures 
with its lightweight, durable construction. 

Features include a heavy-duty yet 
lightweight carbon fiber reinforced 
45 mm case, Swiss-made tritium 
illuminating tubes (no buttons to 
push or batteries to activate) and a 
rugged DX3 nylon band with a  
black ION stainless steel buckle and 
dual loops. 

Balega 
Balega’s Blister Resist is now 
available in plenty of fun color 
options. Great for long runs 
or gym workouts, 
the Blister 
Resist features 
a Drynamix 
mohair footbed 
for enhanced blister protection and a 
second skin fit. Meanwhile, the rib top 
fights pressure marks and increases 
circulation. SRP is $13 

Avex
The 360 Pour is the first 
thermal bottle from Avex. 
Its “pour interface” offers 
precise pouring, and the 
easy half-turn opening offers 
convenience. Available in 
24 oz. (SRP $29.99) and 40 
oz. ($36.99) options, the 
bottle retains temperatures 
for 12 to 24 hours, has 
a removable easy-clean lid, 
bottom pad and double-
walled drink cup. 

Bergans of Norway
The Moa Pirate pants is a summer 
mountain capris for backpacking, 
climbing or in-town adventures. 
Constructed of lightweight, four-way 
stretch softshell material, it’s lightweight, 
quick-drying and breathable. Additional 
features include articulated knee 
sections, front pockets and a zippered 
thigh pocket. SRP is $79.

Beyond Coastal
The new 8 oz. Airless 
Pump bottle dispenses 
every last drop of the 
EWG top-rated Active 
SPF 34 formula out of 
the container without 
any aerosols, says the 
company. Offering 
broad-spectrum 
UVA/UVB protection 
from the sun, Beyond 
Coastal leaves skin 
moisturized with green 
tea extract, yerba mate 
and coconut oil.

Big Agnes 
The Krumholtz UL2 mtnGLO tent with 
Goal Zero features a solar panel 
integrated into the rain fly. It includes 
Goal Zero’s Solar Kit including 7 W 
solar panel, fan, lantern and battery. 

The tent weighs 4 lbs. 10 oz. with 
two doors and vestibule and a 
fast-fly set-up.

AspectSolar
With enough off-
grid power for a small 
house, the PoweRack 
1500Wh/1500-watt pure 
sine wave off-grid generator 
offers ultra-reliable 
power independence for 
emergencies or when life or 
work takes you off the grid. 
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S/S   ’16 Product Market Showcase

Bite-Lite
Bite-Lite Natural 
Mosquito Repellents 
are a great-smelling and 
smokeless alternative 
to standard citronella 
candles. These premium 
soy, U.S.-made Tins have 
a lemongrass-mint scent, 
burn up to 20 hours each 
and are scientifically 
proven to keep pests 
away, says Bite-Lite.

BioLite 
The PowerLight Mini features three 

lighting modes: edge-lit lantern, red 
night mode and strobe lighting. It 

also acts as a power source, with a 
rechargeable 1300 mAh battery. 

Thanks to the versatile clip stand, 
it can be clipped to a shirt (an 

alternative to a headlamp) or 
tent for hands-free personal 
illumination. The red night 
mode allows users to see in 

the dark while preserving night vision. SRP 
is $39.95.

Bogs
Crafted from 100% waterproof 

full-grain leather, the Red 
Rock for men 
and women 
is Bogs first, 
true lightweight 

technical hiker 
built for all-day 

comfort. Bogs Stabilizer and Rebound technologies provide 
a natural fit and under-foot support, while Bogs Max-
Wick and DuraFresh keep feet sweat free. SRP is $160.

Black Diamond
The new purpose-
built Solution sport 
climber’s harness 
features Fusion 
Comfort Technology and a 
durable, contoured design 
for superior comfort during 
long days. According to 
Black Diamond, 
“This harness 
is revolutionary 
in design and 
concept.”

UNCONDITIONAL LIFETIME WARRANTY AlteraAlpaca.com

BRING THIS AD TO BOOTH PV2303

RETAIL BUYERS
GET A MICRO NO SHOW SAMPLE
Retail buyers only. Valid while supplies last :: OR Summer 2015

ENDLESS TRAILS. ENDLESS EXPLORING.
We demand a lot from our feet while out on the trail. Uncomforable cold or 
sweaty, sore blistered feet make us unhappy. Treat yourself right by taking 
care of your feet by slipping into the comfy Altera Explore Crew or Micro 
NoShow.
Made from natural alpaca fiber - a unique hollow core - Altera is extremely Made from natural alpaca fiber - a unique hollow core - Altera is extremely 
durable, no smell-foot-funk and is better moisture wicking and thermal 
regulating than yesterdays merino wool. The Explore Series is the 
perfect everyday, all day trail sock for hiking into your favorite 
wilderness area or runnning down your favorite trail. 

Altera Alpaca uses premium US grown alpaca fiber and all of
our products are made right here in the USA.
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S/S ’16 Product Market Showcase

Bridgford
Ready to Eat 
Sandwiches provide 
an inexpensive 
meal solution for 
backcountry, boating 
and home emergency 
preparedness. Each 
pack consists of two 
sandwiches, which 
come in six great 
flavor choices, all 
approved and used 
by the United States 
Military. 

Brunton
The foldable Explorer 
24 cranks a full 24 watts 
and houses a USB port 
for smaller electronics. 
It feature a semi-flexible 
solar panel, IC Control 
Chips for fast charging 
on Apple and Android 
devices and Autosync 
power management for 
Apple items, which 
automatically resets 
device charging 
in variable light 
conditions.

Butler 
A lower cut four-season over 
shoe, the Rockhopper uses a 
TPE compound tested in cold-
temperature crack tests and slip 
and wear tests. The Butler liner 
three-part lamination ensures 
breathability and long-term 
comfort in cold, warm and rainy 
weather, says the company. The 
Rockhopper is machine washable, 
has no adhesives and has a dual-
density footbed for comfort.

Brooks-Range 
Designed for high aerobic 
activities in mild weather, 
the Hybrid LT wool jackets, 
in men’s and women’s 
(pictured) models, are 
lightweight versions of 
the company’s existing 
Hybrid Wool jackets. 
Highlights include 40g 

Alpha insulation in the 
chest area and Polartec 

Power Wool grid in the 
arms, back and hood. SRP is 
$199.95.
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S/S   ’16 Product Market Showcase

CamelBak 
The Forge Divide travel mug 
offers a self-sealing lid and 

lock-open button combination 
to provide one-handed, leak-proof 
drinking. Featuring choices of dual-
colored designs, the Forge Divide’s 

technology is housed externally on 
the cap to make cleaning easier. When 
removed from the vessel, the arms of 
the cap flip up and away, which makes 
hand or dishwasher cleaning 
simple. SRP is $20.

Chums 
Chums now features Realtree 
Xtra’s camouflage patterns 
across a wide range of items 
including its new everyday 
outdoor lifestyle cases. The 
new patterns can be found 
in a number of new outdoor 
organizers including 
the water-resistant 
Dopp Kitt 
(SRP $31.99), 
the roll-up 
organizing 
Hex Roll Up 
(pictured, 
$26.99), the 
low profile 
Essentials 
case ($26.99), 
and the Latitude multi-
purpose accessory cases 
($11.99- $21.99).

Chaco
Evolving the classic Z series for more 

performance and comfort with the 
new Z Cloud platform, the men’s Z 

Cloud sandal features an instant-
comfort topsheet and a new, 

high-performance outsole 
with 3.5 mm lug depth. 

Sporting new webbing 
and color patterns 
from Chaco, other 
highlights include 
the company’s 

Luvseat dual-density 
PU midsole and non-marking 

ChacoGrip rubber compound. 
SRP is $110.

Chaos 
Among the more than 300 new designs in its lifestyle 
category, the Harmony Retro Fresh collection features 

laid-back hippy stylings with a festival feel to it. Strong 
Western elements combine with washed denims, 

tie-dye and florals for a retro Bohemian statement. 
Colors are fresh but muted contributing to the 
neo-vintage feel. 

Club Ride
The Cargo Away 

incorporates lightweight, 
quick-drying, breathable 

and abrasion-resistant 
fabrics into a functional 

board-short-inspired design 
with cycling-DNA. Features 

include zippered pockets, 
media port, EZGrabTab front 
waist side opening, seamless 

crotch gusset, quick release 
On-The-Fly waist adjustment 

system and RideLight reflective 
accents. SRP is $79.95.

Counter Assault
Developed in 

conjunction with the 
University of Montana 
and the Border Grizzly 
Project in the 1980s, 
Counter Assault 
Bear Deterrent 
meets or exceeds all 
Interagency Grizzly 
Bear Committee 
recommendations 
for bear spray. 
Scientifically 
tested and used 
by professional 
bear managers and 
wildlife biologists 
for nearly 30 years, 
it’s manufactured in 
Kalispell, Montana.

Concept III Textiles 
Concept III has paired two experts: Dry-Tex, a skilled 
laminator situated in textile manufacturing hub Shaoxing, 

China, and 
Porelle, a U.K. 
maker of super 
air-permeable, 
featherweight 
membranes. The 
two resources, 
guided by 
Concept III, allow 
customers to 
create their own 
unique and highly 
functional multi-
layer soft shell 

fabrics.
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Dare2b
A jersey packed with 
technical features, 
the men’s AEP Field 
Sprint Jersey features 
an ergonomic fit, 
360-degree stretch 
construction 
and advanced 
articulation zones to 
offer full freedom of 
movement. It also 
offers articulated 
sleeves, reflective 
detailing, sublimation 
print, breathable 

mesh underarm inserts and 
ergonomically angled back pockets. 
SRP is $100. 

Dawan Global
Featuring a water-resistant, shockproof 
and dustproof design, the Element 
Solar Power Bank weighs in at only 7 

oz. with an included 
carabiner for carry 

convenience. 
An eco-friendly 
solution 
for staying 
charged on 
the go, the 
Element 
comes with a 
three-in-one 
USB cable for 
Apple 30 pin, 
lightning and 

micro-USB. 
SRP is $89.99.

Coyote Eyewear 
The 2015 product line supports 

Coyote’s 25-year tradition of 
providing high-quality, mid-
priced eyewear, including 
specialty products such as 
Polarized Bifocal Reader 
sunglasses, Hi Performance 

SuperFlex styles for sport, 
PhotoChromic Polarized, and 

BOB’s floating Polarized. SRPs range 
from $29.99 to $79.99 with retailer margins up to 65%. 

DonJoy  
Performance
Part of DJO 
Global’s 
new DonJoy 
Performance 
consumer product 
line, the new Trizone 
targets the calf, knee, 
ankle and elbow. Its 
unique hybrid design 
combines the properties 
of compression and 
bracing into one sleeve 
to help maintain peak 
performance during 
sports and activities.
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Dynafit
The Traverse Half Zip is a 
versatile softshell hoodie 
built for just about any 

activity. Constructed 
with a light and 
abrasion-resistant 
stretch-woven 
fabric to protect 
against the 
elements, 
it sports 
two extra-
large chest 

pockets for 
ample storage. 

Eagle Creek
The new Cargo Hauler Duffels use a non-
petroleum-based fabric coating that is 
durable enough to reduce the denier of the 

base fabric. It’s made with Bi-TechArmor 
Lite material, self-repairing main zippers, 
angled grab handles for tough tasks, 
horizontal lash points, removable 
backpack straps and large U-shaped 
opening. Available in four sizes, SPRs 
range from $89 to $119.

DrinkTanks
Based in the craft beer and outdoor 
recreation mecca of Bend, Ore., 
DrinkTanks offers a selection of stainless 
steel double-walled, vacuum-insulated 
growlers: the 64 oz. and the 128 oz. 
Juggernaut. The patented Keg Cap 
system is designed to keep beverages 
fresh for a longer duration after the 
growler has been opened.

DryGuy 
Utilizing thermal 

convection 
technology, the 
new Simple Dry 
dries footwear and 

gloves overnight 
while helping to 
reduce odors and 
extend the life of 

gear. It uses minimal 
power wattage, 
making it economical 
and safe to use on 
all types of footwear 
without fear of 
shrinking or stiffening. 

And because it has 
no moving parts, it 
dries gear in silence. 
SRP is $40.

ALL PERFORMANCE

 NO PAIN
Whether it’s to prevent injury or come back from one, 
DonJoy Performance provides the bracing, compression 
and protective products to help you stay in the game. 
AND DOMINATE IT.

For sales inquiries, please contact: Tim Clark 760.392.5110 tim.clark@djoglobal.com

Patented silicone web technology surrounds 
and suspends the joint to provide unrivaled 
performance in pain management, shock 
dampening and structural alignment.

Unique hybrid design combines the properties 
of compression and bracing all in one sleeve 
to help maintain peak performance during 
sport and activity.

Adhesive second skin engineered to protect 
the body against common injuries associated 
with impact and abrasion.

DonJoyPerformance.com

BOOTH # PV2090

InsideOutdoorMagazine.indd   1 7/21/15   12:38 PM
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Eureka!
The Spire and Spire 
LX (pictured) camp 
stoves feature Jetlink 
port technology 
that lets campers 
use a single 
fuel source for 
powering multiple 

Eureka! stoves and 
cook accessories. 

The Jetlink hose 
(SRP $39.95) connects 

each device to create 
the complete outdoor chef’s 

kitchen. Both stoves connect to a 1 lb., 4 lb. or 20 lb. 
propane tank. SRPs are $99 and $149.

Expert Performance Brand 
The men’s and women’s short 
sleeve performance active t-shirts 
and V-neck t-shirts are made in 

the USA with a blended microfiber 
polyester/treated cotton fabric. Both of 

these cotton-feel microfiber jersey tees 
are offered in four colors (dark heather 
charcoal, navy, red and royal). Expert 
Performance is a vertically integrated 
manufacturer of performance apparel.

ExOfficio 
The go-anywhere, do-anything jacquard stripe knit 
jersey Traversa hoody is as cute as it is practical for 

town or trail, offering a little spandex for stretch 
and better mobility with quick-drying, wicking, 
and odor-resistant properties. Available in three 
colors, SRP is $80.

Farm to Feet
Along with Farm to Feet’s 
typical construction highlights, 
including a seamless toe 
closure and 100%

American materials, the 
Damascus Elite hiking socks 

also feature micro channel 
circumferential ventilation, 
targeted hexagonal reinforcement 
and an improved Comfort 
Compression with LYCRA fiber. 

It will be offered in three 
styles for men and women 

including lightweight and 
mid-weight crews.

FitterFirst
A new dimension to balance training, Soft 
Boards create the sensation of floating on a 
cushion of air, while providing a predictable 
foundation. The 3D movement allows users 
to achieve better balance, coordination 
and agility, while increasing ankle and lower 
leg strength. Soft Board Advanced is an 
SUP trainer designed for core and upper 
body strengthening.

FITS
Made with 58% merino 
wool, 32% nylon and a 
splash of polyester and 
nylon, the new Pro Trail 
Performance quarter sock 
features comfort toe 

seams, breathable air 
vents, double welting 

for ankle protection 
and a cushioned 

sole.

Fenix Lighting 
The CL25R all-season 
camping lantern 
illuminates large areas 
up to 82 feet in diameter 
with its 350 maximum 
lumen output. It also 
features micro-USB for 
go-anywhere charging. 
Measuring only 3.9 
inches in height and weighing just more than 6.2 ounces, the CL25R 
features six output modes including turbo, flashing red and moonlight 
mode, which delivers more than 600 hours of illumination. SRP is $78.

Fjällräven
Fjällräven introduces an upgraded tent collection that encompasses the 
brand’s commitment to hardwearing durability, usability, reliability and 
sustainability. The pinnacle tent of the new range is the Keb Endurance 4, 
a four-season tunnel tent with optimized 
strength and security for use in 
exposed conditions and 
harsh terrain.  SRP is 
$1,000.
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  BOOTH
#30044E

PROUDLY
AMERICAN MADE

SINCE 1900

TRADITIONAL 
STYLE.

Reinvented.

CHECK OUT THE 

NEW AMERICAN RAGG WOOL 
COLLECTION

AVAILABLE IN
10 COLORS!

FOXSOX.COM         
800-247-1815

The

Wool

AMERICAN
RAGG

NEW

MADE FROM  
MERINO WOOL 
WITH

OUTDOOR 
RETAILER

FoxRiver_ORSM_2015_InsideOutdoor.indd   1 7/15/15   7:56 AM
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GoMotion
XtendD is a fully reflective, 
minimal vest with 
150 lumen Cree LED 
sternum light and red 
rear flashing lights 
for optimal visibility. 
It incorporates 
GoMotion’s new lighter 
battery management 
system powered by 
rechargeable lithium-
ion batteries. It runs at 
8h/18h/54h battery life 
with universal mini-USB 
port. SRP is $69.

Fox River
Made from soft, sustainable merino 
wool, Fox River’s new American Ragg 
Wool Collection of medium-weight crew 
and knee-high socks are available in 10 
colorations. Unique knitting techniques 
bring vibrant color to the traditional 
rag wool look, while Wick Dry Moisture 

Management Technology keeps feet 
dry. Plus, extend the style from toes to 

fingertips with coordinating gloves in 
four colors. SRP is $15.99.

Gerber
Proudly produced in 

Portland, Ore., the Gator Premium 
Sheath Folder blends top-of-the-line materials 

with field-tested designs. Boasting premium CPM-
S30V stainless steel, a 3.6-inch clip point blade, sturdy 
locking mechanism and the legendary Gator grip, 
this knife is a steady sidekick for myriad outdoor 
adventures. SRP is $140.

Fuel
With a convenient single-strap 
design and easy-access zipper 

pockets, the Active Crossbody was 
designed with the urban athlete in 

mind. A padded mesh strap and 
back system give added support, 

comfort and breathability, while a 
side-access padded tech pocket 

and vertical zip front pockets 
keep gadgets and goodies 

safe but accessible. As with all 
Fuel products, it comes with a 

lifetime guarantee. 

www.fitter1.com
1-800-fitter1100s of Balance Products for Club, Home & Office

Soft Board - Advanced
Great For SUP Training

Fitterfirst Bongo Board®

Our Most Advanced Balance Trainer
Professional Balance Boards

Available In Multiple Sizes And In Kits

Test Drive & Win at Booth: BRL217!

 
 

 Healthy
Customers
Buy More

Gear!
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Gregory
Featuring the new Freespan 

Suspension, the Salvo and Sula 
daypacks use a new leaf spring 
lumbar support that allows for 

total flow-through ventilation while 
maximizing interior bag volume. 

Both men’s and women’s bags 
come in 18L, 24L and 28L sizes. 

SRPs range from $99 to $129. 

Greenlight Planet
The Sun King Pro is a durable, 
portable solar-powered lantern 
that charges an iPhone or GoPro. 
A 165-lumen power LED bulb 
burns for 30 hours after a single 
charge. It can be hung from the 

inside of a tent, used 
as a handheld 

flashlight or 
set on its 

wire stand. 
SRP is 
$49.99.

Grand Trunk
Grand Trunk has entered into an exclusive 

agreement with Kryptek and introduces 
three new high-tech camouflage 

patterns in its hammocks for the 
ultimate in stealth camping, 

bushcraft and survival. Made 
with 100% ripstop polyester 
that is lightweight, durable 

and quiet, the Kryptek 
double-wide hammocks 

come complete with 
climbing-grade carabiners 

and a hanging kit. SRP is $99.

Minus33.com
1-855-Minus33
Info@Minus33.com

See Us At
ORSM 2015
Booth #BR331

MERINO WOOL
NATUREʼS TECHNOLOGY
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GSI Outdoor
A high-output 
iso-butane 
backpacking 

stove, the 
Pinnacle Canister 

Top Stove is lightweight, 
compact and designed to 

integrate with GSI Outdoors’ 
N-Form Dualist, Micro Dualist, 

Soloist and Minimalists 
cooksets. Specifications 

include 165 grams, 5.8 
oz. and 10,200 BTU. 
Integrated windscreens 
are also available. SRP is 
$49.95.

Helle of Norway
Inspired by a 16,000-km overland 
journey through the remote 
deserts of Kenya, the Did 
Galgalu is a collaboration with 
the Voetspore adventure 
documentary team. The 
African Kiaat wood handle, 
reinforced with three 
rivets, embodies the 
beauty of the Didi 
Galgalu desert, 
while the 5-inch 
blade of 12C27 
stainless steel 
prevails against 
demanding, 
unforgiving 
conditions. 
Utilizing a full tang 
construction, SRP is $249.

Hanz
Made in the USA, Hanz’s 
Lightweight Waterproof Gloves 

are built for multi-sport activities 
in wet conditions with moderate 

temperatures. Three-layer 
membrane construction provides 

protection with minimal 
bulk, while stretch-to-fit 

construction and abrasion-
resistant grip dots create 
dexterity and tactility. 

Seamless design enhances 
comfort and every glove is 

pressure tested to ensure it has 
no leaks. SRP is $34.95.

Helly Hansen 
Helly Hansen built the men’s and women’s HH 
5.5M for protection, agility and comfort, 

allowing feet to safely 
navigate sailing vessels and 

boardwalks. The 5.5M’s 
clean Scandinavian design 

and nautical color 
combinations strike a 

balance to create a 
deck shoe that plays 

double duty. The 
HellyGrip rubber 

outsole keeps 
feet firmly 

rooted to slick 
docks or wet 
sidewalk. SRP 
is $100. 

High Sierra
Stylish and comfortable, 

the women’s LizzE 
is a stretch fleece, 

pullover hoodie 
with a Kangaroo 

pocket and an 
oversized collar 

to nestle inside of 
day in and day out. 

SRP is $59.99.

Hi-Tec
With pops of color and full of technologies, the 
low-cut, V-Lite Flash athletic shoe is ideal for 
trail life to urban adventures. Lightweight V-Lite 
materials, a fork shank and the Vibram RG 
system provide comfort, durability and reduce 
overall fatigue, while i-shield repels dirt and 
water and an OrthoLite Impressions sock liner 

delivers cushioning 
on long hikes. 

SRP is $140.
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Hilleberg
The Niak 1.5 tent is roomy for one but can also be 
a super lightweight tent for two. Weighing 3 lb. 10 
oz., it has Hilleberg’s lightest Kerlon 600 outer tent 
fabric, a single vestibule and catenary cut outer 

tent walls that allow 
constant air 

flow. SRP 
is $795.

Hoka One One
The new Infinite is an entry-level price 
point stability shoe built on a 
wider platform and 
featuring Late 
Stage MetaRocker 
geometry, which 
offers a balance 
of cushioning, 
stability and durability, 
says the company. True 
to its costumer, as well as new or 
returning runners, this shoe was inspired by Hoka’s previous lines and 
specific requests from consumers for more inherent stability. SRP is $120.

Honey Stinger
Sweet and sour grapefruit flavor is now 
available in Grapefruit energy chews. 
Certified organic, certified gluten free, 
fortified with 100% RDA vitamin C, 
Grapefruit chews are sweetened with 
organic honey and tapioca syrup. These 
chews provide a natural and sustainable 
source of energy with the multiple 
carbohydrate sources: glucose, 
fructose, maltose, sucrose. SRP 
is $2.25.

Hoven Vision  
Part of the new Argonaut Floatable 
Series, the Monix is powered by CLIC 
Magnetic Connection Technology to 
keep these polarized sunglasses secure 
at the nose, while a floatable ergonomic 
band keeps them from getting lost at 
sea. SRP is $139.99. 

GREAT WEATHER! WE MAKE CAMPING FUN!
CAMPING • HIKING • OUTDOORS
SURVIVAL • EMERGENCY PREP
GOLD DISCOVERY • COOKWARE

WWW.STANSPORT.COM
TOLL FREE: 1-800-421-6131

COME VISIT US AT BOOTH #21001!

IF YOU ARE GOING TO BE AT
THE OUTDOOR RETAILER SUMMER MARKET 

THERE WILL BE RAFFLES AND GIVEAWAYS ALL SHOW LONG!
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Humangear
GoBites travel utensils are equally 
at home in the backcountry or 
the breakroom. The GoBites 
Uno is built with smarter 
ends, including a spoon 
deep enough to slurp 
soup and low-curvature 
edges to scrape 
container walls. The 
fork has tines long 
enough to twirl 
spaghetti and 
“splitter tines” 
on each edge 
for easy soft-
food splitting. 
Like all GoBites, 
it’s BPA-free, PC-free 
and phthalate-free.

Hydro Flask 
The new Hydro Flask Flex Cap is 
engineered for comfort and portability. 
The proprietary Honeycomb insulation 
provides a radiant barrier to lock in 
temperature and the flexible TPE strap 
and integrated stainless steel pivots 
allow the strap to move when you 
move, keeping the bottle balanced and 
comfortable on uneven terrain. 

Ibex
The Jackson is a lightweight, wool 
woven, pearl snap-front 
shirt designed for style 
and performance. 
It’s made from 
Ibex’s new 
lightweight 
wool 
woven 
Rambler 
fabric 
and 
has 
two 
chest pockets 
with pearl-
snap closure 
to hold a 
phone or other 
essentials. SRP 
is $145.

IceBreaker
The new MerinoLoft Ellipse Half 
Zip hood and vest for men and 
women has been revamped 
and improved for spring and 
summer adventures. These 
pieces are designed for outer 
layer for active sports and 
city wear during the warmer 
months. The new items feature 
Icebreaker “loft zones” to 
provide warmth and comfort 
in crucial areas while the rest 
of the piece contains a 230 gm 
jersey waffle fabric.
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Icebug
The perfect shoe for the aspiring OCR 
racer or ideal for the trail runner, the 
new DTS OCR features a new drainage 
system, sticky RB9X traction and 
a strong and durable upper in a 
shoe that fits like a glove. The 
DTS are ideal for 
medium to wider 
feet, says Icebug. 
SRP is $172.95.

Kamik
Made in Canada and 100% 
recyclable, the women’s 
Dreamland waterproof 
synthetic rubber rain boot 
sports a high-definition 
printed lining and 
decorative side buckles. For 
performance, it’s built with 
Kamik’s RAIN outsole and 

Comfort EVA insole. SRP is 
$64.99.

Keen
Made to provide support on the trail, 

the Versatrail has a dual-density, 
compression-molded EVA midsole 

and a removable metatomical 
PU footbed that boosts 
arch support by hugging 
the natural contours of the 
foot. Additionally, Keen 

Zorb Strobel – a full-length, 
foam-based cushioning layer – 

delivers a comfy, broken-in feel from the first 
step. SRP is $120

Injinji
The new Spectrum sock 
series uses an enhanced 
direct-to-garment print 
machine with specialized 
ink that’s applied directly 
to the fibers and doesn’t 
restrict the performance of 
the CoolMax while keeping 

the garments from 
fading over 

time. SRPs 
range from 

$14 to $17.
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Kelty
The new Versant collection is built for 
both city and adventure use, with urban 
styling and bold colors combined with 
performance technology. A highlight 

of the collection, Kelty’s 
PerfectFIT Suspension 
System provides on-the-
go body adjustment for 
best-in-class comfort 

and is featured in a 
new range of packs, 

including the 
Redwing Reserve. 
Pictured here 
is the Versant 
Duffle.

Klymit
The new Dash 10 is 
a lightweight 10L running pack that 
features Klymit’s Air Frame technology. 
A running specific harness with easy 
pump access and adjustable straps 
customize to all body types and provide 
easy, on-the-go adjustments. It includes 
a hydration bladder and is water bottle 
compatible. SRP is $89.95.

Klean Kanteen 
The new 32 oz. (pictured) 
and 64 oz. Insulated Growler 
features an electro-polished 
interior that Kleen Kanteen 

says doesn’t retain or impart 
flavor. Durable stainless 

steel, meanwhile, won’t 
break like glass. Both 
sizes come in a dark 
amber and brushed 
stainless option. SRPs 
are $54.95 (32 oz.) 
and $69.95 (64 oz.).
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Kokatat
Kokotat has added gear with SwitchZip 
technology, which features a fully 
separating, watertight zipper that lets 

paddlers wear a garment as a full 
dry suit or an individual top. This 
zipper system that separates at 
the waist was introduced last 
year on the Gore-Tex Idol dry 
suit. This spring, SwitchZip 
will be integrated into the 
touring-specific Gore-Tex 
Radius dry suit, the Gore-Tex 
Surge paddling suit and the 
Gore-Tex Passage anorak.

Leki
Made of high-tensile strength aluminum 
tubing and two support bars that run front to 
back, the Breeze folding chair is deeper than 
it is wide, with each chair leg 
hitting the ground far from the 
center point of the chair, for 
added stability, says Leki. 

Comfort and convenience 
come thanks to the extra-
reinforced canvas 
sling-style seat and 
a bottle holder and 
storage bag that 
connect to the side 
and bottom front 
of the chair with 
Velcro tabs. SRP is $99.

Kwik Tek
The Bliss ladies (9’30, 4”) and FIT (10’6, 6”) 
men’s yoga/fitness inflatable SUP boards 
feature full deck EVA pads, shallow nose 
rocker for stability and D-Rings for attaching 
resistance bands or other fitness products. 
Boards come with backpack, pump, 
pressure gauge and repair kit. SRPs are 
$999.99 and $1,179.99. 

La Sportiva 
One of several new climbing 

shoes for this season, the 
Skwama is an aggressive 

slipper with a 
single hook-

and loop-closure. It also features 
a new sole construction, which 

lessens edge deformation 
when weighted, allowing for 

increased precision, and 
ample toe rubber for toe 

hooks and scums. SRP 
is $150.

Inside O
utdoor 2013 B
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Lifefactory
The Café Collection is the company’s 

first hot beverage bottle featuring high-
quality borosilicate glass for durability and taste 

purity. A protective sleeve provides insulation, non-slip 
grip plus it’s cool to the touch. The cap features a safe-
sipping well and one-hand open and close. Dishwasher 
safe and free of BPA/BPS, PVC and phthalates, SRPs are 
$24.99 for the 12 oz. model and 26.99 for 16 oz.

Life Elements
The creators of Action Wipes, the original body wipe for 
when you can’t shower, adds the Healing Honey Stick to its 
lineup to soothe dry cracked skin, rashes and wounds using 
the natural benefits of beeswax, propolis and royal jelly.

LifeStraw
The LifeStraw Mission Gravity water purifier 

removes 99.9999% of bacteria, 99.99% of 
protozoa and 99.999% of viruses, while 

purifying an impressive 18,000 liters (4,755 
gallons) of water. Simply fill the BPA-free 

bag, hang and enjoy clean, purified drinking 
water. Ideal for camping, group hikes and 

expeditions, the Mission is available in 5L or 
12L sizes. 

Liberty Mountain
The Grivel Clepsydra Twin Gate carabiner is 
a belay-biner that features an A.C.L. (anti 
cross loading) wire-gate at the bottom, 
to keep it properly oriented, and Grivel’s 
new twin gate design that eliminates the 

traditional locking mechanism, making it 
safer and quicker to operate, says Liberty 

Mountain. 
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Metolius
Metolius recently 
announced the 
launch of its new 
polyurethane 
climbing hold line 
for the commercial 
gym market. The 
company spent 
a year and a half 
talking to gym 
owners, route setters 
and gym climbers, 

and the need was clear for good new shapes made from 
polyurethane to deal with the rigors of climbing gyms. The 
holds are part of a new gym-based product line.

Lorpen 
Built for year-round use, the new T3 Ultra 

Trail Running Padded (X3UTP) sock 
is constructed with 40% CoolMax; 

35% Tencel; 10% Lycra; and 15% 
Nilit Energy, a nylon that improves 
blood flow and reduces lactic acid 

build-up, says Lorpen. The sock, 
available in three color styles, also 

features additional shock absorption 
and a reinforced outer layer for enhanced 

protection against shoe friction. SRP is $14.

Lowa 
A lightweight travel and trail shoe for men and women, 
the San Luis GTX Surround is engineered with Gore-Tex 
Surround, which provides 360 degrees of temperature 

regulation and breathability via 
ventilation outlets on sides 

and bottom, says the 
company. It’s 

constructed 
using suede, 
nubuck 
leather and 
fabric with 

PU Monowrap frame construction for weight reduction, 
support and stability. SRP is $200.

Minus33
Minus33 100% 17.5 micron 

merino wool t-shirts are 
available in new colors – 

desert sand (pictured) and 
navy. Great for spring or 

summer, they feature a 70 g/m2 
jersey knit construction and flat-lock 
seams to prevent chaffing. Machine 

washable and dryable, sizes range 
from men’s S to XXL. 

BOOTH # BR327

Scan with Layar

Advanced  
inflatable  
kayaks

Advanced  
inflatable  
kayaks

See our complete line of products and find a dealer near you.  
AdvancedElements.com  

The evolution of inflatable kayaks™

The AdvancedFrame® Kayak delivers the portability 
and high performance you’re looking for at a very 
reasonable price. Go anywhere in the world with no roof 
rack required!  Simply inflate and  
hit the water in minutes.  

AdvancedFrame®

Length: 10’5”  Width: 32”   
Max.Wt.: 300 lbs
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MSR
MSR makes over its double-walled Carbon Reflex 
tent collection. The two-person Carbon Reflex 2 
provides adventure racers with the full protection 
of a true, freestanding tent. At 1 lbs. 13 oz., its 

new zipper-less rainfly alone sheds 11 oz. 
from its predecessor, while next-gen 

Easton carbon fiber poles weigh 
up to 30% lighter than aluminum 

alternatives. At 56.5 cubic 
feet, there’s room for two 

side-by-side mattresses, 
while compact 

vestibules 
provide easy 

access and 
extra storage. SRP  

is $499.95.

Mountainsmith
A lightweight, roll-top pack, the 
Scream 55 is loaded with dual front 

panel storage pockets, fixed 
shoulder straps with load lifter 
adjustment, removable foam 
suspension frame, padded 
waistbelt with dual zippered 
pockets, forward pull 
waistbelt, compression 
straps with quick-
release hardware, 
deep side 
panel mesh 

pockets, 
and an 
internal hydration 
sleeve (3L). SRP is 

$149.95.

Moji
A travel-foot massager to alleviate 

plantar fasciitis, heel and toe pain, 
the Moji Foot PRO Massager 
digs deep into muscle and 

tissue, using six stainless steel 
massage spheres. Toss the 

Foot PRO into the freezer 
for a chilled ice massage 
and use in the car or on the 

plane – a slip-resistant base 
prevents it from rolling away.

Momentum
Designed to last for 
decades, the new Logic 
SS features a wood dial, 
five-year battery and 
legible indicators to 
discern what time it is, 
without having to run 
some kind of modern-
art algorithm in your 
brain. Rated to 220 meters 
underwater, SRP is $145.
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Mystery Ranch
After a few years in development, 
Mystery Ranch unveils its 2016 
Mountain line of mission-
based packs built for outdoor 
professionals and mountaineers. 
The line includes expeditions packs 

all the way through every-day carry 
packs. Pictured here is the Pitch 40 
alpine pack.

Nau  
Engineered as a three-layer 
waterproof breathable knit 
hard shell, the Rebound 

Jacket features a soft 
construction and 

breathable monolithic 
hydrophilic layering 

system. The four-way 
stretch composition 

contains recycled 
polyester. SRP is 

$295.

Nemo
The Concerto 

represents 
the first time 
Nemo has 
integrated 
a bed sheet 
with its 
Blanket Fold, 
providing 
home-like 
comfort with 

an effective 
range from 20F 

to 80F. 700-fill 
DownTek, quilted 
mattress top, 
integrated pad 

sleeve, hood and 
snap-closure top quilt 

help users sleep like a baby. SRP is $399.95

Nielsen-Kellerman
The SpeedCoach SUP 2 features a 
proprietary algorithm that calculates 
real-time energy expenditure, displaying 
the results as both total calories 
burned and calories burned per hour. 
Information entered by the paddler, 
such as height and weight, is paired 
with readings from the SpeedCoach 
SUP 2, including stroke rate, to give 
paddlers real-time training metrics at 
any paddling level. 
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S/S ’16 Product Market Showcase

Nite Ize 
The new 3-in-1 series includes a mini 
LED light, a full size LED light, and the 
FlashStick. The Mini and the full-size 

lights convert into lanterns and feature 
a red LED safety light on the other end. 
The FlashStick has similar flashlight 
and lantern functions, but on the tail 
end, and features a prominent colorful 
LED glow stick, which can be used for 
signaling in emergencies. All three are 
powered by AA Alkaline batteries. SRPs 
range from $11.99 to $17.99. 

Oboz
Designed for demanding distances,  
the men’s Scapegoat and Scapegoat Mid 
and the women’s Pika put a premium 
on durability. Full-coverage resilient 
rubber, offering superior 
grip in wet and dry 
conditions, is built 
to last, while non-

absorptive, 
fast-drying 

breathable 
synthetic uppers 

get extra armor 
from rubber-coated 

mud guards, toe and 
heel caps. Inside, the 

Oboz BFit Deluxe footbed 
supports arches.

Oliberté
This Dakugo sneaker-style pull-up 

shoe is handmade in Ethiopia and 
includes details such as basket 

weave around the laces 
and perforation. 

SRP is $110.

SEATTLE MANUFACTURING CORPORATION  |  FERNDALE, WA  |  360-366-5534
INFO@SMCGEAR.NET  |  WWW.SMCGEAR.NET 

SNOW ANCHORS - PULLEYS - PICKETS - CARABINERS - DESCENDERS - EDGE PROTECTION - ICE AXES - TENT STAKES

Scan with Layar
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Original Rockford 
Red Heel
Original Rockford 
Red Heel by Fox River 

introduces Merino 
Monkey Socks for a new 

generation. The new 
collection features ultra-

lightweight and lightweight 
socks that coordinate with 

the latest fashion trends 
with a hint of nostalgia, 
showcasing a signature 

brown heather and 
trademarked red heel. Soft 

merino wool fibers keep 
feet itch-free, odor-free 

and dry. Available 
for women and 
kids in socks and 
handwear, SRP is 

$12.99.

One Source Apparel
The Zip Off Tech Pants are built 

tough with moisture-wicking, 
quick dry, water repellant 

and UPF protection 
benefits in its durable 

nylon fabric. They 
are designed for 

changing climates 
and activities, 

with zip off 
lower legs to 
convert into 

shorts, and are 
equipped with 
six pockets to 

accommodate 
tools and gear. 

OOFOS
Building on the shape and fit of the 
women’s OOlala thong, OOFOS has 
developed the OOlala Slide with 
the same slim silhouette and form-
fitting strap. Made from a proprietary 
OOfoam material that absorbs 37% 
more impact than EVA, says OOFOS, 
the line also debuts a new color 
palette for the company.

P R O T E C T  •  N O U R I S H  •  R E P A I R  •  H Y D R A T E

Introducing Our New
8oz Airless Pump Bottles

Check out our full line of  top rated sunscreens and lip balms  
at Chums/Beyond Coastal Booth #31027E

beyondcoastal.com

Olympia 
The SB5500 is a solar panel hybrid 
with Lithium rechargeable battery/
power bank. The battery has 
550mAh of capacity and the solar 
panel generates 5.5 volts of power 
and recharges the battery when 
in direct outdoor sunlight. Use 
in the sun or plug in and charge 
to store energy for those sunless 
times. SRP is $59.99. 
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Oru Kayak
Like its “origami-inspired” predecessor, the Coast+ 

expedition kayak unfolds from box to boat in 10 
minutes or less, says the company. It features an 
ergonomic seat, extra deck straps to store gear 
and assist with rescues, adjustable thigh braces 
and folding hatch to access camping gear. 16” 

long, 25” wide and 34 pounds, SRP is $2,375.

Osmo Nutrition
Osmo has added Strawberry  
to its Women’s Hydration line, 
which was developed 
to address the impact 
hormonal changes have on 
women athletes during the 
menstrual cycle. During the 
menstrual cycle a woman’s core 
temperature increases requiring 
more and different electrolytes 
than men, and her plasma 
volume drops requiring much 
more than just water for optimal 

hydration, says  
the company.

Osprey 
For Spring 2016, Osprey 
incorporates its Anti-

Gravity Suspension 
System into its 
premium, ventilated 
hydration packs. 
The new Manta AG 
(men’s) and 
Mira AG (women’s, 
pictured) feature 
seamless, 
suspended mesh 
that runs from the 
shoulder blades to 

the lumbar region to 
deliver superior load 

disbursement, ventilation 
and balance, says the 

company. SRPs in the line 
range from $155 to $175.

Outdoor  
Research
The Precipice 
jacket offers air 
permeability in a fully 
waterproof construction, built with 
AscentShell fabric. Mechanical stretch 
allows total freedom of movement, and a 
10.9-ounce weight means it’s easy to pack 
full-conditions protection for fast-and-light 
pursuits. SRP is $279. 
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OPEN AIR DEMO AUGUST 2, 2016
Pineview Reservoir, UT

 
SUMMER MARKET EXPO AUGUST 3-6, 2016 

Salt Palace Convention Center, Salt Lake City, UT

ALL MOUNTAIN DEMO JANUARY 6, 2016
Solitude Mountain Resort, UT

 
WINTER MARKET EXPO JANUARY 7-10, 2016 

Salt Palace Convention Center, Salt Lake City, UT

2016SHOWDATES
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S/S ’16 Product Market Showcase

Pertex
As demand for extremely lightweight, 
weatherproof outerwear continues to grow, 
Pertex has developed new Pertex Shield AP 

and a lighter-weight version of Pertex Shield+. 
Pertex AP features an advanced air-porous 

membrane to offer the highest levels of durability 
and performance. Ultra-lightweight Pertex 

Shield+ is the brand’s lightest three-ply waterproof 
breathable fabric. 

Peak Design
The Shell is a form-fitting, 

stretch-woven, DWR-treated 
outer that hugs a camera and 
protects it from rain, dust and 

snow. Designed for use as 
a standalone product or in 

conjunction with Peak Design’s 
straps and carrying clips, it’s 
available in three sizes and 
can be used with a tripod, 

Capture or a camera strap. 
SRP is $49.95.

Palladium
Palladium introduces its own rose 
floral pattern onto one of its most 
feminine silhouettes, the Baggy 
Heel. Perfect for Valentine’s Day 

and transitional spring weather, 
the floral-printed Baggy Heel is 

available in three colorways. 
SRP is $85.

Pistil
The Finders Keepers top-load, 

bucket-style backpack transitions 
from office to gym to beach, 

featuring a hidden zippered pocket 
on the back to secure valuables 
and an interior zippered quick-

access stash pocket. It’s offered in 
four material options with metal 

hardware throughout, all with supple 
faux leather shoulder straps, base, 

trim and drawcord closure with flirty 
tassel details. SRP is $52.
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Point 65 Sweden 
The Rum Runner is a lake, 
pond and river stand-up paddle board 
that’s apartment and small call friendly. It comes 
apart into three sections for easy transport. Built in utilities 

include a displacement hull for 
stability and dry storage 
and a drop skeg for 
straight tracking and 
a smooth ride. SRP is 
$999.

Potable Aqua
A very small and cost-effective 
purification option, Potable Aqua 
PURE incorporates patented technology 
that utilizes a simple brine solution (salt 
and water) to create a powerful mixed-
oxidant disinfectant capable of purifying 
even the dirtiest water. The highly compact 
device inactivates viruses, bacteria, Giardia 
and Cryptosporidium, killing 99.9 percent 
of all organisms without the need to pre-
filter or pump.

Popticals Sunglasses 
The patented Popticals design features the 
FL2 Micro-Rail System that allows the lenses 
to “spoon” together for compact storage 
and quickly pop out whenever needed. 
Lenses provide polarized UV400 protection 
in five wrap-around styles.

Jan. 27 
Industry + Intelligence    

Jan. 28 - 31 
SIA Snow Show & Sourcing Snow
Colorado Convention Center 
Denver, CO

Feb. 1 - 2 
On-Snow Demo
Copper Mountain Resort, CO

SIAsnowshow.com
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Primus
The Onja is Primus’ most 
compact two-burner stove. 

Suitable for large pots, 
it’s fully portable with an 
integrated carry strap. Once 
unfolded the body becomes 
a stable cooking unit that 

also protects the burners 
from the wind. Its oak 
lid doubles as a cutting 
board, or platter. SRP is 

$129.

Power Bar
The renovated Triple Threat Bar 

line includes improvements 
to PowerBar’s layered 
flavors such as Peanut 
Butter Caramel and 
Caramel Nut Brownie, 
and introduces 
Caramel Apple and 
Vanilla Caramel Nut flavors. 

With 12g of protein and 3g of fiber, 
PowerBar Triple Threat Bars are 200 or less calories.

Powertraveller
This Crankmonkey hand-powered charger 
was designed to give users instant power 
anywhere. Both rugged and reliable, it 
is capable of charging 5V devices, such 
as smartphones, GPS or radios. The 
Crankmonkey is IP65 rated and weighs 
only 346 grams.

Countless hours of run, hike, climb will rub your 
skin painfully raw. Don’t let chafing sidetrack 
your training. Or your performance. 
YOU GOT THIS™

BodyGlide.com

Adventurers.
You Got This.

PROTECTIVE
SKINCARE
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Prone2Paddle
Designed to accommodate both 
prone and stand-up paddling, 
theProne2Paddle board is a patent-
pending, inset built-in paddle (deck-
flush) for easy transition to and from 
prone-style paddling and 
stand-up paddleboarding, as 
well as transporting and storage 
convenience. Three models are 
available: race, recreational and yoga.

Rab
Rab has reengineered its award-winning 
Flashpoint jacket for men and women with 
Pertex’s new Shield+ three-layer fabric. The 
shell’s new, super-lightweight fabrication, along 
with its minimal seams and 
micro seam tape, offer 
end users protection 
from the elements 
when weight is at 
a premium.

RinseKit
RinseKit’s simple, space efficient “hose-
to-go” easily attaches to a standard 
spigot, stores pressurized water inside a 
small cooler-sized reservoir and sprays 
high-pressure water whenever and 
wherever needed. It requires no 
batteries, holds two gallons of 
water, weighs 24 pounds when full, 
retains water pressure for a month 
and offers up to three 
minutes of spray 
time. SRP is $90. 

UNMATCHED ROI
The most profit-generating 
square footage in your store

small footprint
customized product mix to  
suit your store’s identity
increase add-on sales
unparalleled customer service

MORE MERCHANDISING 
SOLUTIONS AT

Booth #31027E

CHUMS.COM 
Hurricane, Utah, USA 
HELPING YOU HANG ON SINCE 1983
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Sanuk
The new TKO from Sanuk is 

a true vulcanized, casual 
sneaker design featuring a 

structured, padded collar 
and Sanuk’s trademark 

laid back styling. 
SRP is $65.

Salomon
Ushering in a new level of wet/dry 
performance, the Crossamphibian 
combines a running bottom unit and 
wet grip sole with a stretchy, close 
fitting mesh upper that dries fast and 
prevents debris from entering the 
shoe. It’s built for highly active people 
in hot weather and wet environments. 
SRP is $120. 

Salewa 
Developed in partnership with the 
Michelin mountain biking division, 
the Lite Train serves up a calculated 
balance between performance, grip, 
durability and a lightweight construction. 
Michelin’s OC rubber compound offers 
a unique tread pattern ensuring “slope-
traverse stability,” aggressive braking 
power and self-cleaning lugs, designed 
for your loose dirt activities. SRP is $129.

Ruffwear
For SAR, working and adventurous canines, 
the re-designed Doubleback strength-

rated harness sets a standard 
for safety and access. 

Streamlined materials 
and construction, new 
chest plate pattern and 

cleaner webbing and 
leg loop stowage offer 
a lighter weight harness 

with the same 2,000 lbs. of 
strength rating and all metal 
hardware. SRP is $124.95.

TM

In Store. Online. Mobile.

Manage your business in real-time, with Celerant Technology’s customizable retail software 
platform. Point of Sale, inventory, E-Commerce, mobile applications and more are 
managed through a single system. From forecasting to fulfillment, Celerant allows you to 
manage all of your retail channels with one flexible solution.

www.celerant.comCall Us: 718-351-2000

#1 Recommended Software Vendor
RIS News Leaderboard ‘14
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Shwood
Wooden 
eyewear 

brand Shwood 
expands its 
collections 
with the 

introduction of 
its first aviator style, the 

Redmond. These sunglasses 
feature titanium frames with 

wood accents at the temples 
and premium Carl Zeiss 
lenses offering UVA/UVB 
protection.

Smith’s
The new 10-N-1 Survivor Multi-Tool includes 
carbide sharpening slot, tweezers, whistle, 

storage compartment, fire starter, compass, 
paracord, knife and saw blades, signal mirror, 
LED light and lanyard hole. It only weighs 2.6 

ounces and measures at 3 3/4” in length. 

Sherpa Adventure Gear
The lightweight and compressible 
Tufan jacket, with Sherpa’s 
new 3D Dry fabric, uses 
dimensional flocking to 
enhance air circulation 
inside. The three-
dimensional technology 
creates a micro-layer of 
space between the lining 
of the jacket and the body, 
which helps movement of 
body heat, keeps moisture 
away from the base layer 
and helps the wearer stay 
drier and cooler, says 
the company.

Setton Farms 
With two main 
ingredients, 
Pistachio 
Chewy Bites 
are a healthy 
snack loaded 

with the benefits 
of pistachios and 

cranberries in a bite-
size bar. Pistachio 

Chewy Bites are 
100% all natural, 

gluten and dairy 
free, low in sodium, GMO 

free, vegan and a great on-
the-go source of protein. They 

also have no cholesterol, zero trans-
fat and are a good source of dietary 

fiber. SRP is $0.99.

SCARPA
Designed to be precise and versatile, the new Vapor 

Lace is the most supportive lace-up rock shoe from 
SCARPA, says the company. Its slightly 

downturned shape balances 
high-level climbing with 

more comfortable fit. 
It excels in steep/

vertical terrain 
and on small 

edges. Details 
include a synthetic 

upper with welded ribs 
and Vibram XS Edge 
rubber. SRP is $159.

http://www.insideoutdoor.com/
http://www.insideoutdoor.com/
http://www.insideoutdoor.com/
http://www.insideoutdoor.com/
http://www.insideoutdoor.com/
http://www.insideoutdoor.com/
http://www.insideoutdoor.com/


75InsideOutdoor  |    Summer 2015

Gear

Gorp

Gas

DataPoints

Direct Feed

www.insideoutdoor.com

      REP MOVES AND NEWS www.insideoutdoor.com

www.insideoutdoor.com

FloorSpace

Gear

Gorp

Gas

      www.insideoutdoor.com

                                                                     REP MOVES AND NEWS

DirectFeed www.insideoutdoor.com

Data Points

BackOffice

FloorSpace

BackOffice

OutdoorTextile

GreenGlossary

RetailReport

OutdoorTextile

GreenGlossary

RetailReport

www.insideoutdoor.com

www.insideoutdoor.com

www.insideoutdoor.com

www.insideoutdoor.com

Gear

Gorp

Gas

DataPoints

Direct Feed

www.insideoutdoor.com

      REP MOVES AND NEWS www.insideoutdoor.com

www.insideoutdoor.com

FloorSpace

Gear

Gorp

Gas

      www.insideoutdoor.com

                                                                     REP MOVES AND NEWS

DirectFeed www.insideoutdoor.com

Data Points

BackOffice

FloorSpace

BackOffice

OutdoorTextile

GreenGlossary

RetailReport

OutdoorTextile

GreenGlossary

RetailReport

www.insideoutdoor.com

www.insideoutdoor.com

www.insideoutdoor.com

www.insideoutdoor.com

S/S ’16 Product Market Showcase

SportHill, Inc. 
Plaids with personality and reflective 
hints are what’s new and hot at SportHill. 
In fact, just about everything reflects, 
says the company, even the subtle, 
simple tees. Perfect for night sight 
and biking after dark, the comfortable 
clothing was designed to look good 
during the day too.

Through this collection, FITS® is proud to contribute to 
the National Park Foundation to support the restoration and 

preservation of America’s most treasured resources.
The National Park Foundation, in partnership with the National Park Service, 

enriches America’s national parks and programs through private support, 
protecting America’s special places, connecting people to parks, and inspiring 

the next generation of park stewards.
 

F I T S S O C K . C O M  •  1 - 8 7 7 - 8 0 7 - S O C K

light hiker national park crew
Engineered with Full Contact Fit®

Available in 5 sizes

Art Design: Steven Ratajczyk
Product Design: Cynthia Dowd

Sperry
Part of the women’s Paul 
Sperry Collection, the 
Ripple Rush is a boat 
shoe disguised as 
a sneaker. Its non-
marking rubber and 
signature siping 
detail in the outsole 
provides ideal 
traction on wet 
and dry surfaces while 
lightweight and breathable 
mesh nylon allow for quick-drying,  
all-day comfort. SRP is $90.

Spirit West
Spirit West introduces Ramtect USA 
responsibly raised sheep wool insulated 
outerwear. Features include a second layer 

Moisture Buffering to create a dryer first 
layer and dryer climate within the clothing 
system. Styles include the Essential shown, 
Counting Sheep Shirt, Belay Hoodie and 
Warm Me Up Pants; available for fall 2015 
deliveries and year round 2016 with four to 
six week lead times.

Stonewear 
The Breezy pullover is perfect for wearing 
on a plane, to the beach or exploring new 

trails. It’s made in the USA and features a silky-
smooth, lightweight Tencel-polyester blend 

with an oversized hood, thumbholes 
and a front kangaroo pocket. 

Stunning layering piece drapes 
beautifully through the shoulders, 

arms and neck. SRP is $72.
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Stormy Kromer
Stormy Kromer introduces its first 
collection designed for summer 
months. The made in America 
collection features hats, shirts and 

accessories to complement 
Stormy’s winter offerings. 
Pictured here from the 
collection is the Cadet, one 
of the company’s new wide-

brimmed hats. 

Sunday Afternoons
Touting western flair, the 
Canyon Hat offers a rustic 
design with a shapeable 
brim that bends to 
protect its wearers from 
the elements with an added 
personal touch. It features 
UPF 50+ rating, a tech-nylon 
fabric, hidden crown pocket, 
wicking sweatband and 
adjustable sizing. Weighing 4.3 
oz., SRP is $45.

Summerskin
Providing numerous ways to get stylish sun 
protection, the UPF 50+ Endless Summer Wrap with 
drawstring is a versatile piece that can be worn as 
an infinity scarf, shoulder wrap, skirt, hood, halter, 
strapless top and more. Available in midnight black, 
cloud white, heather grey, aquamarine, salmonberry 
and coral, it’s made in the USA with an imported 
cotton/bamboo and rayon/spandex blend. 

Sleep Well.
 Play Hard.

Available at Outdoor & Travel Shops Nationwide
W W W . C O C O O N U S A . C O M

1 . 8 0 0 . 2 5 4 . 7 2 5 8

Scan with Layar
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Ternua 
The new Neutrino is a lightweight, 

packable jacket for a day on the 
trails. This shell is made with 

Pertex Endurance fabric that 
incorporates an ultra-thin, air-

permeable coating that is 
highly breathable, water and 
wind resistant, and provides 
warmth. The central and 
chest pocket YKK zippers 
are water repellent and the 

jacket features elastic cuffs, 
an adjustable hood with cord 

lock and a cord-adjustable hem. 
Bluesign certified, SRP is $200.

Sven Can See
Sven Can See Anti-Fog/

Anti-Frost Gel is designed to 
combat and prevent fog and frost on all 

sunglasses, ski goggles, hockey visors, snow 
mobile helmets and safety glasses. A small 
application of the gel on both lenses will keep 
you seeing clearly all day.

Sweet Protection 
The Rocker Half Cut whitewater 

helmet is constructed 
with Sweet Protection’s 

Thermoplastic Laminated 
Carbon shell technology, which 
combines the elasticity of injection-

molded thermoplastic with the rigidity and 
strength of carbon fiber. This enables the 

shell to be tuned for different performance 
attributes in different areas. 

Teflon 
New Teflon EcoElite is a non-fluorinated 

DWR finish that is renewably sourced 
and formulated to withstand the 

elements. Manufactured with 
63 percent renewably sourced 
raw materials, it’s up to 3X 

more durable than existing non-
fluorinated repellents, says Teflon, 

and maintains fabric breathability. 
Engineered for uninterrupted 

production process, EcoElite is 
compatible with common finishing auxiliaries, 

including resins and cross-linking agents.

Our mission is to empower generations to enjoy the

outdoors responsibly through education and stewardship.

So join us. Avoid fragile shorelines. Dispose of fishing

line properly. Be courteous to others in the water. For

more ways to minimize your impact while fishing, go to

www.treadlightly.org or call 1-800-966-9900.
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Teva
Teva says it’s modernized the sport sandal with 
the launch of the Float collection. Crafted with a 
new proprietary Float-Lite compound, the Terra-
Float Universal delivers ideal fit, step-in comfort and 
lightweight performance for versatile, everyday wear. 
SRP is $95. 

Therm-a-Rest 
The all-new, patent-

pending QuadraPod 
follows the successful 

Treo Chair, 
accommodating 
more weight 

and adding even 
more comfort and 

stability. Like its three-
legged companion, it 

packs into its own base, sets 
up in a flash and offers the height 
and depth of a big chair in a small 

package. Made in the USA, SRP 
is $119.95.

Tilley Hat 
The new Tec-Cool Hat is made with 

Schoeller’s c_change membrane that reacts 
to different temperatures and activities. 

When moisture is produced as a result of 
higher temperatures or greater body heat, the 

membrane structure opens, allowing heat and 
perspiration to escape. Additional venting and 

grommets increase air-flow. Made in Canada with a 
lifetime guarantee, the hat is rated UPF 50+.

Thomas Bates
Made in the USA, the new Bulldog 
line of belts come in nylon and leather 
in several widths for him and her. 
Bulldog strong, the line features a 

unique polycarbonate dual-cam 
adjustment buckle that can 

be altered and locked on 
both ends of the belt for 
a custom, comfortable 

fit. The dual cam buckle is 
nickel- and metal-free, making 

it perfect for air travel. SRPs 
start at $15.

Thermacell
The Repellent Scout Camp 
Lantern provides highly 
effective protection from biting 
pests such as mosquitoes, 
black flies and no-see-ums. 
Both lightweight and cost-
effective, it has two light 
settings and provides 180 
lumens with four AA batteries. 
SRP is $39.99.
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Treksta
With the Mega Wave, Treksta joins 
the maximum cushioned trend, offering 
this lightweight, breathable shoe for 
the long distance trail runner. It features 
Treksta’s new HyperFoam dual-density 
midsole for a plush, cushioned ride, a 
rapid, tie-less lacing system with lace 
garage and the Hypergrip HGL two-part 

outsole with “Independent 
Suspension Technology” 

for maximum grip and 
stability on varied 

terrain. SRP is 
$125.

TravelChair
Instead of sacrificing hours of sleep for 
a few ounces, the SleepRite Cot packs 
a comfortable 6.5 ft. x 2.5 ft. platform to 
provide a large sleeping surface that’s 
easy to use with just 10 
pieces and shock-corded 
poles to avoid lost parts 
and speed setup. SRP is 
$229.99.

Toad&Co 
More than the typical Safari bug/sun shirt, 
the Debug UPF Lightness is a sleek-looking 
lightweight woven tunic treated with Insect 
Shield Technology for effective odorless 
insect protection and UPF 30+. It also 
travels well, keeping heat and UV rays at 
bay and dries in a flash, says the company. 
MSRP is $99. 
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Vapur 
Vapur collapsible 
bottles are now 
available in Mossy Oak 
pattern. Weighing in at 
just a few ounces and available in 
two high-capacity sizes, the Vapur 
Mossy Oak Bottle stands when full 
and flattens when empty. SRPs are 
$11.99 for the 0.7-liter bottle and 
$13.99 for 1 liter.

Vibram 
The Spyridon MR Elite is 

designed specifically for die-
hard mud runners. Utilizing Vibram 

MegaGrip outsole, an in-step brace 
provides a lock for stability even if the shoe 
is sopping wet, while the high hook-and-loop 
cuff keeps mud out and protects the ankle. 
A totally washable shoe, it’s available in 
men’s and women’s. SRP is $130.

Ultimate Direction 
An ultralight member of the brand’s 

first-ever line of running apparel, the 
Marathon jacket is available as a half 

zip for men and a full zip for women. 
Providing protection against 

the elements in a lightweight 
package, it’s 

made with 20D 
HexNylon and 
weighs in at 
a scant 3.3 
ounces. SRP 
is $99.95.

United By Blue
United By blue has updated its line of boardshorts with the 
addition of the Confluence. It features a scallop cut and 
lightweight, quick-drying fabric for a classic look and feel. 
SRP is $68. For every pair of boardshorts sold, United By Blue 
will remove one pound of trash from our world’s oceans and 
waterways through company organized and hosted cleanups.

http://www.insideoutdoor.com/
http://www.insideoutdoor.com/
http://www.insideoutdoor.com/
http://www.insideoutdoor.com/
http://www.insideoutdoor.com/
http://www.insideoutdoor.com/
http://www.insideoutdoor.com/


81InsideOutdoor  |    Summer 2015

Gear

Gorp

Gas

DataPoints

Direct Feed

www.insideoutdoor.com

      REP MOVES AND NEWS www.insideoutdoor.com

www.insideoutdoor.com

FloorSpace

Gear

Gorp

Gas

      www.insideoutdoor.com

                                                                     REP MOVES AND NEWS

DirectFeed www.insideoutdoor.com

Data Points

BackOffice

FloorSpace

BackOffice

OutdoorTextile

GreenGlossary

RetailReport

OutdoorTextile

GreenGlossary

RetailReport

www.insideoutdoor.com

www.insideoutdoor.com

www.insideoutdoor.com

www.insideoutdoor.com

Gear

Gorp

Gas

DataPoints

Direct Feed

www.insideoutdoor.com

      REP MOVES AND NEWS www.insideoutdoor.com

www.insideoutdoor.com

FloorSpace

Gear

Gorp

Gas

      www.insideoutdoor.com

                                                                     REP MOVES AND NEWS

DirectFeed www.insideoutdoor.com

Data Points

BackOffice

FloorSpace

BackOffice

OutdoorTextile

GreenGlossary

RetailReport

OutdoorTextile

GreenGlossary

RetailReport

www.insideoutdoor.com

www.insideoutdoor.com

www.insideoutdoor.com

www.insideoutdoor.com

S/S ’16 Product Market Showcase

Weatherhawk 
A wind meter 
that plugs 
directly into 
a smartphone, 
complete with its 
own free app, the 
WeatherHawk myMet-
Sport is compact, 
convenient and built for 
active people. 

White Sierra
Designed for buggy campfires but 
fashionable enough to wear out to 
dinner with friends, the ultra-soft Bug 
Free Hoodie has built-in UPF sun 
protection and added Insect Shield 
bug repellent. A thumbhole and tonal 
stitching detail provide comfort and 
style. SRP is $55.

Voke
Designed to provide a spill-proof energy 
alternative for portable fuel on the 
mountains, Voke Tabs are sugar-free 
energy-boosting tabs that deliver a 
pick-me-up via a combination of organic 
guarana berry, organic acerola cherry 
and green tea leaf caffeine. SRP is $7 
per tin, and Voke offers a subscription-
based reload program.

RIDE 

Shorts

 RideLight™  
 reflective 
 accents

 Ventilation enhancements

 Secure pockets

Lightweight,  
abrasion-resistant fabrics

Seamless  
Crotch Gusset

Quick Release  
On-The-Fly Buckles 

EZGrabTab™

 WR Finish

APPAREL FOR THE RIDE AND EVERYTHING AFTER™

CLUBRIDEAPPAREL.COM

 DAILY
™

BOOTH #PV2348
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Wilderness Systems
The new Tarpon 130X sit-
on-top couples the original 
Tarpon’s sleek and stable 
performance attributes 
with modern shaping 
and a bevy of new 
customizable features. 
Wilderness Systems 
narrowed the hull and 
added sidewall flare to 
create a fast, nimble, yet 
stable ride. The result: 
a high-performance 
fishing kayak for 
experienced 
and recreational 
anglers alike.

Yeti
Built for the wild, the Yeti Rambler Lowball 

can hold 10 oz. of morning coffee or a 
good old-fashioned nightcap, making 
it a hot-and-cold compadre. It’s over-

engineered with kitchen-grade 18/8 
stainless steel and double-wall vacuum 
insulation and features Yeti’s No Sweat 

design to keep fingers dry. It’s compatible 
with a Rambler 20 oz. Tumbler lid (sold 

separately) for beverages on the go. SRP is 
$24.99.

Zojirushi America Corp.
This new stainless steel tumbler 
style is vacuum-insulated to keep hot 
beverages hot and cold beverages cold, 
while keeping the exterior cool to the 
touch and condensation-free. SlickSteel 
polished interior is corrosion and stain-
resistant. A special manufacturing 
technique has been applied to round the 
sip area for drinking comfort, and a wide-
mouth and dishwasher-safe construction 
makes cleaning easy. SRPs start at $30.
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Not even Mother Nature messes with it.
Nothing messes with Teflon®—not rain, stains or dirt. Made to keep clothes looking  
newer longer, Teflon® fabric protector enables the removal of 95% of oil- and water-based  
stains in the wash. Introducing our Shield & Clean products that keep fabrics looking  
their best while helping to lower the impact on the environment.*  

Rediscover Teflon® fabric protector and see why nothing messes with it. 

teflon.com/insideoutdoor

*Capstone® repellents for Teflon® fabric protector utilize short-chain molecules that cannot break down to PFOA  
in the environment. Capstone® repellents meet the goals of the U.S. EPA 2010/15 PFOA Stewardship Program.

© 2015 The Chemours Company FC, LLC. Teflon™ and any associated logos are trademarks or  
copyrights of The Chemours Company FC, LLC. Chemours™ and the Chemours Logo are trademarks  
of The Chemours Company. 
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