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KARI TRAA / IDA JACKET: 
Four-way-stretch training 
jacket that combines warmth, 
weather protection and 
breathability. It features 
wind- and water-resistant 
material with a Bionic Finish, 
lightweight insulation on the 
front and mesh material on 
the back to release heat. It 
also has an attachable hood 
and reflective details.  
MSRP $169.95

CEP / SKI ULTRALIGHT 
SOCKS: Made in Germany 
with medi compression 
that CEP says not only has 
a warming effect but also 
activates the blood circulation 
in the leg. Ultralight design 
incorporates Smart Infrared 
textile technology that 
absorbs body heat and 
emanates infrared rays back 
to the skin, offering thermo-
regulating properties and 
improved micro-circulation. 
MSRP $55

VANS / MOUNTAIN EDITION CLASSICS: Inspired by outdoor footwear and 
classic Vans style, the Sk8-Hi Del Pato MTE has a heat retention layer between 
the sockliner and outsole. The duck boot-inspired style has a vulcanized lug 
outsole for traction and a water-resistant build. MSRP $90

TRIGGERPOINT / MBF: This multi-density ball is designed 
to replicate the feeling of a massage therapist’s hand. Its five-
inch diameter allows the user to target deeper tissue in large 
muscle groups to address discomfort and tightness. Has a 
slip-resistant texture for stabilization. Ethylene vinyl acetate 
foam surface makes it easy to clean. MSRP $24.99
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PERMEABILITY AND WARMTH, 
  NO MATTER THE SEASON.

PRIMALOFT® SILVER INSULATION ACTIVE IS THE PREMIUM ULTRA-FINE FIBER INSULATION ENGINEERED WITH 
   BREATHABLE WARMTH TECHNOLOGY FOR YEAR-ROUND STOP AND GO ADVENTURE. EXPANDING YOUR
         APPAREL’S SEASONALITY, THIS INNOVATION COMPLIMENTS PRODUCTS FROM LIGHTER LINER MATERIALS
             TO HIGHLY PERMEABLE SHELL FABRICS. PLUS IT DELIVERS COMFORT AND DESIGN FREEDOM, SEASON-TO-
               SEASON. ALL WHILE MAINTAINING UP TO 92% OF ITS WARMTH WHEN WET. 

                       REDISCOVER COMFORT AT PRIMALOFT.COM
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SCARPA / DRAGO: 
Created for steep 
technical boulders and 
difficult overhanging 
routes, the Drago 
pairs minimalist 
upper construction 
with power, support 
and maximum feel 
on the rock. Power 
comes from Scarpa’s 
patent-pending Power 
Connection Band, 
which pulls tension 
from the rear of the 
shoe to provide 
support in the toe 
area. MSRP $200

LEKI / TOUR PLUS S GLOVE: The Trigger 
S Vertical system allows for easy clicking 
in and out of the pole with the Dynema 
connection loop on the glove. New Flexband 
located between the loop and the back of 
the hand enables variable gripping/palming 
without having to click out of the grip first. 
Has an integrated storable over-mitt that 
allows the glove to remain fully breathable 
yet waterproof. MSRP $119

LEKI / AERGON 2 POLE: 
Innovative Trigger S Vertical 
grip system is featured on 
a new line of alpine touring 
(AT) poles next season, 
including the Aergon 2 pole. 
The Flexband, an elastic band 
that enables variable gripping 
without having to click out of 
the grip, allows the pole to 
remain firmly connected to 
the hand with optimal power 
transmission on top of the 
pole for palming. MSRP $139

PETZL / LEOPARD FL: Petzl's new Leopard FL crampons are just 330 
grams thanks to a durable aluminum construction. The Cord-Tec flexible 
linking system minimizes bulk for ease of carrying. Petzl optimized the 
crampons for snow travel with a Flex Lock binding system designed for use 
with hiking and approach shoes, without heel or toe welts. 

MOUNTAIN KHAKIS / RANCH 
SHEARLING JACKET AND VEST: The 
Men’s Ranch Shearling Jacket has been a 
top-selling style for several seasons, so MK 
has expanded the series with three styles. 
New Women’s Ranch Shearling Jacket 
and Vest have moto-inspired styling with a 
buttery, stretch cotton canvas fabric lined 
with shearling pile. The asymmetrical zipper 
gives both pieces an added modern touch.  
MSRP $145 (jacket), $115 (vest)
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BOGS / CORBIN LOW: An athletic-inspired shoe designed for outdoor adventure, the Corbin is 100 percent waterproof and loaded with Bogs’ 
technologies such as Rebound, Bogs Max-Wick and DuraFresh bio-technology for long-lasting, all-day comfort. MSRP $150

STONEWEAR DESIGNS / COSMIC 
VEST: Beat the post-workout chill 
with this slim-fitting, cozy winter vest. 
Retro inspired Spacer fabric is soft and 
breathable with contrasting quilted side 
panels that add shape and definition. 
Functional and fashionable all-around 
vest offers layering options from 
cold weather excursions to everyday 
adventures. MSRP $110

ASICS / GEL-FUJI ENDURANCE: 
Trail shoe features new patented 
PlasmaGuard tech. Without 
sacrificing breathability and flexibility 
you can literally dip this shoe in 
mud and the upper will come out 
clean. Key features also include 
the ComforDry X-40 Sockliner with 
Solyte Midsole for high rebound 
properties and cushioning. MSRP $180

THERMACELL / HEAT PACKS: 
Thin, rechargeable, long-lasting 
warmers with three temperature 
settings reaching up to 122°F. 
Unlike disposable, air-activated 
hand warmer packets, ThermaCell’s 
rechargeable Heat Packs provide 
constant, regulated warmth. MSRP 

$69.99 (pocket warmer, 1-pack); $79.99 

(Hand warmers, 2-pack).

Heats right up

www.outdoorinsightmag.com
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BAFFIN / EASE 
BOOTS: The new 
Ease line of featherlight 
winter boots is available 
for men, women and 
children. Like their name 
says, these boots slip 
on and off with ease. 
Temperature rated from 
10C/50F to -30C/-22F. 
Easy to pack, easy to 
wear and easy to use. 
MSRP $74.99-$109.99

OBOZ / BRIDGER: 
Women’s Bridger 
seven-inch insulated 
boot features 
Thinsulate and is 
waterproof and 
breathable with 
waterproof Nubuck 
leather. Boot has a 
BFit Thermal insole 
supporting the foot’s 
arch. Retains warmth 
inside the boot. Ice 
Tech rubber sole 
offers improved 
traction when the 
temperature drops.

SALMING / ELEMENTS: Swedish brand (with a U.S. headquarters in Raleigh, 
NC) offers a variety of performance footwear options, including the Elements trail 
running shoe. Outsole provides traction. Shoe has a roomy toe box allowing the 
forefoot to expand properly in the landing phase. MSRP $140

Trail runner

Insulated boot

S
lip-on-and-off

www.outdoorinsightmag.com
www.redfeather.com


ORTOVOX / JACKETS: The Guardian jacket has a Merino 
hardshell design. It is designed to keep the wearer warm in 

vigorous cold weather activities. MSRP $749. The Piz Palu, below, 
has Swisswool insulation. MSRP $349

H
ardshell

W
oo

l i
ns

ul
at

io
n CROSS

E X P L O R E  T H E  N E W

C O L L E C T I O N

THE NEW

RRRR SSRROCRCCRRCC SC O SROCR SRC SSRROSSC SR SORO SROSSSSSSSSSSRCCRROORROC OCCCC OSCR SCRR SCR SSSROSSROCC OOSRCR SCRORRR SSCR SO SC SRO SSCROOC SSRCROSSSS
OVER

IS HERE.

BOOTH #23043
FOXSOX.COM    800-247-1815

 A M E R I CA N 
ORIGINAL

With style that crosses over from  
the pavement to the path, you’ll  
always be dressed for adventure  
when you wear AXT.®

CUSHIONED SOLE
ADDS COMFORT

REINFORCED 
TO LAST LONGER
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B
ase layers have moved beyond the basics. Way beyond. Today, 
outdoor enthusiasts seek out base layers that are technically 
advanced in not only design and fabrication, but also in style. 
Wool, synthetic and – increasingly – hybrid offerings are all 
part of the mix. 

“We’ve seen what was a very big push for 100 percent wool 
or Merino wool in particular start to shift to an idea that wool could be better if we 
blend wool with synthetics,” explains Steve Lee, VP–sales at Hot Chillys. “Ironic for us, 
our first product was a blend of wool and polypropylene. Things have come full circle, 

but the fiber technology is better.”
Michael Kleinwort, founder of Kora, has invested in a process to use yak wool as a 

base layer fiber. “We’ve developed a product completely from scratch,” he says. “Until 
now, yak wool has been used as an alternative for cashmere. Going through the process 
of creating multiple prototypes we’ve learned that yak 
wool creates a phenomenal base layer.”

He continues, ”In the past there was a much clearer 
separation between wool and synthetic. Now that’s 
becoming blurred. The consumer is recognizing that 
in order to improve wool or synthetics they need 
to compromise. A wool user needs to accept some 
synthetic fibers to improve durability. We feel that 
with base layers if you are looking for the best perfor-
mance, 100 percent wool is still the best way to go.”

“Consumer behavior has shifted in the last few 
years, with more outdoors enthusiasts becoming 

knowledgeable about the natural performance 
inherent in Merino wool base layers. Superior to 
synthetics for range-of-use and odor resistance, 
consumers are choosing Merino for multi-day 
activities or for versatility of use,” says Bryhn 
Ireson, global merchandise manager at Icebreaker.   

Many apparel brands are offering hybrid 
products that combine the best features of both 
natural and synthetic materials.

“The biggest change in technology has been 
the swing from wool to synthetic. Then back to 
wool. The pendulum is settling in the middle. 
For certain activities people want wool, for 
high-end activities they want synthetic. The technology seems to be moving to 
hybrid,” says Keith Patterson, VP–sales and marketing for Bergans USA. 

With such a variety of base layer choices, the consumer often makes 
purchasing decisions based on activity needs and personal preferences. “Wool 
versus synthetic or blends, each of them provides unique benefits and allows 
for different wearing experiences,” says Kat Schoewe, design director–outdoor 
for Under Armour.

Ibex Outdoor Clothing offers three base layer stories: Woolies 1, 2, 3. Woolies 
1 is 100 percent wool. Woolies 2 is an interlocked knit structure, a little heavier 

outdoorinsightmag.com
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Icebreaker Winter Zone LS Half Zip, with zoned body 
mapping technology for optimal thermal regulation.

www.outdoorinsightmag.com


weight. Woolies 3 is a synthetic blend, explains Kate Crocker, product 
development manager. “We’re finding that blend helps with durabil-
ity on the exterior and a nice brushed finish on the inside,” she says. 
“Our design approach is stand, walk, run. Woolies 1 for active and 
Woolies 3 for staying comfortable standing still. We wanted to have 
our bases covered for whatever application the consumers wanted 
to use.”

Shopping List
Consumers today are knowledgeable and often demanding. “Not 

many years ago, we had to explain to consumers why they needed 
Merino wool. Now they demand to perform their best, go outside 
and participate in the sport they like regardless of the conditions 
and stay comfortable,” says Kristoffer Ulriksen, base layer category 
manager for Helly Hansen. “Today, consumers demand the absolute 
best at all times. The tiniest flaw is not acceptable.”

Base layer brands are paying more attention to fit to enhance 
performance. “We focus on fit and design. We want to deliver the 
best fitting piece. Looking to see how we can create a seamless 
interface between the body and the environment. The product 
needs to be working in a way that allows the body to do what it 
needs to do to help the body stay dry,” says Kleinwort.

For the Fall ‘16 season Terramar is introducing TriColor 
Melange Fleece, an innovative blend of yarns. The TriColor 
Melange uses an advance knitting technology that knits three 
different colored yarns to achieve a striking effect. The fashion 
forward TriColor line also functions as a thermoregulating 
garment, ideal for cool weather and high activity. 

Once worn only on winter outdoor adventures, base layers 
are becoming part of everyday apparel choices. Versatility 
and functionality are moving up the purchase criteria list. 

“Our outdoor enthusiast consumers are looking for 
performance fibers, stretch, zoning for an active and 
optimized fit. Materials need to have the perfect balance 
between moisture transfer, breathability, and warmth 
per weight. They’re also looking for the greatest wearing 
versatility, performance fit and ergonomic features,” says Under 
Armour’s Schoewe.

“Consumers always want comfort and performance, but I think 
today’s shopper is also making their decisions based on versatility of 
use. They want a piece that fits their technical needs on the mountain, 
but also is at home in more daily wear. This is why we take steps like 
adding graphics to our Oasis Bodyfit 200 base layers: so one shirt can 

  December 2015  • Outdoor Insight • 15outdoorinsightmag.com

Delivering Style and 
Performance in Base Layers.

At right: Helly Hansen HH Dry Performance Crew is breathable and super-
lightweight, MSRP $40. Far right: Icebreaker Winter Zone Leggings. 
Ergonomic seam placement improves layering, MSRP $120.

Base layers 
are becoming 
everyday 
apparel 
choices. 
Versatility 
and style are 
moving higher 
up the  
purchase 
criteria list. 
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provide warmth and comfort on the slopes, and also odor-free 
good looks for the après scene,” says Ireson. 

“Everything is about the one bag adventures. Today’s 
outdoor enthusiast is looking for products that can go hiking 
on Friday, the movies on Saturday, and dinner with Mom on 
Sunday,” says Robert Thomas, product manager at Smartwool.

Fashion and Function
Black, blue, grey and beige were once the sole base layer 

color choices. Not anymore. 
“People are wearing base layers as a fashion statement,” 

says Keith Patterson, VP–sales and marketing at Bergans USA. 
“When people are buying for a specific active use they will 
purchase in sets. They may add an extra top to wear as casual 
wear. We see more sales in tops that supports that approach.”

The versatility theme works as well for fashion as well as 
comfort and moisture management. 

“Base layer as mid layer in appropriate weights is definitely 
a trend we are seeing in the market. The boundaries of base 
layer and lightweight mid layer are blurring and consumers 
are simply choosing the weight and wearing occasion right 

for them, not bound by conventional layering rules,” says 
Schoewe.

“If I’ve been skiing all day and take off my shell jacket 
and fleece, I’m walking around the lodge in a very cool 
fashion piece. It doesn’t look like I’m standing there in my 
underwear,” says Lee.

With base layers now worn as casual apparel, brands see 
an increasing demand for patterns, prints, colors and design. 
“People use base layers that they aren’t afraid to show off to 
other people,” says Ulriksen, adding that “function always 
comes first.” 

“We are seeing the base layer as a layering piece to enhance 
the wardrobe. They can wear these base layers straight from 
the slopes to the restaurant. It’s nice to see that change,” says 
Ibex’s Crocker.

Kleinwort offers, “Consumers are  also  emphasizing versatility. 
Not only versatility in terms of the fabric performance but also 
in where they can wear the piece. In some cases you aren’t going 
to take off a mid-layer in a mountain lodge because that wouldn’t 
be appropriate. We want our products to be something fine to 
be worn alone.”  

Mountain Khakis Micro Crew shirt. 
Lightweight and made of washable 

Merino wool. MSRP $70.

Hot Chilly Women’s  
Merino Zip

APPAREL

Kari Traa Svala Hood 
Rose, MSRP $80.

Ibex Woolies 3 Hoody, 
a synthetic blend

Hot Chillys Fiesta Holiday Fever 
base layer bottoms

Terramar is introducing TriColor 
Melange Fleece for Fall 2016. 
A blend of yarns creates the 
“ultimate fabric” where form 

meets function.

Bergans Soleie women’s 
top, MSRP $85.
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F
resh, functional and fun — those are the three Fs to keep in mind for footwear 

buying this fall. Heading into Outdoor Retailer Winter Market, there are 

thousands of new shoes and boots battling for shelf space and store dollars. 

So how to choose the styles that are going to win consumer hearts? Brand 

experts say styles with real wearing power (see ya later, heavy winter boots), just 

enough features and the good looks and durability that give long-term value are what outdoor 

shoppers, especially millennials, are going to be looking for. Here, some of the market’s best 

brands tell Outdoor Insight about four key trends they see moving the market for Fall ’16. 

Top Trends in Outdoor 
Footwear for Fall 2016

By Jennifer Ernst Beaudry

Wolverine’s $175 soft-toe 
Claw boot for men features 

DuraShocks technology.

www.outdoorinsightmag.com
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O ne of the season’s biggest trends is a move away from ready-
for-the-Arctic heavy-duty boots to protective but stripped-down 
styles that offer just enough protection to get by. 

“For millennial consumers, versatility is replacing specificity,” 
says Brian Moore, VP–global footwear for The North Face. “In the past, we 
would make an uber-burly, rubber shell, hardcore winter boot good for -20 
degrees and five feet of snow.

But [younger consumers are saying], ‘I want it to be warm, it’s got to 
have good grip and it’s got to keep me dry. But if it has tons of fur hanging 
out, if the lugs are way over the top, then it’s only good for one thing — I 
don’t think I need that.’” 

To that end, Moore says, The North Face is releasing the ThermoBall 
Versa, a sleek $130 waterproof boot with temperature-sensitive rubber 
lugs and the brand’s ThermoBall insulation.

“It’s a super wearable and warm winter boot you can wear every day 
from 50 degrees to 20 below,” Moore says. “But it doesn’t look like a heavy 
winter boot.”

Andrej Zwer, senior product manager for Adidas Outdoor, agrees. 
“The winter period where you really need solid winter boots is getting 

shorter and shorter — people are not wearing big chunky winter boots. 
They’re looking for shoes you can wear to university but also outside, to 
the office but also on the way there. For our Fall ’16 line, especially for 
men, we took out almost all of the big serious winter boots.” 

Instead, he says, the brand is launching styles like the Tivid Mid Low: 
the $85 sneaker for men has a leather and ripstop upper and a Traxion 
outsole, and the $220 Terrex Tracefinder CH, with a waterproof leather 
upper, Continental rubber outsole and Boost midsole. “The idea was to 
have the ultimate shoe for 90 percent of winter conditions,” he says. 

T he quick, light cues of athletic style continue to infiltrate classic 
outdoor product categories.

A rep for Italian mountain sports brand La Sportiva said that the 
brand had benefited from retailers’ increasing openness to bolder, 

faster color stories. For Fall ’16, the brand showcases Idro-Perwanger 
silicone infused leathers in bold red and citron hues on its $290 Trango TRK 
Leather GTX hiking boot for men and women, which features Gore-Tex water 
protection and a 3-D flex ankle system for comfort. 

“There’s a strong athletic influence that tends to dovetail into the whole 
psychographic of the younger consumer who is more used to athletic-type 
footwear and has grown up in it. There’s an emphasis on color,” agreed 
Roger Huard, VP of product development for Rockford, MI-based Wolverine. 
“That influence continues to extend into product construction,” Huard said. 
“There’s an aesthetic element and a tech element,” he said. 

That’s reflected in two new boots for fall, he said. The $180 Legend and 
the $175 Claw styles for men both make use of the brand’s new DuraShocks 
rubber outsole technology and an athletic-inspired H-plate construction. 

ATHLETIC ASPIRATIONS

THE UN-WINTER BOOT

The $290 La Sportiva Trango TRK 
Leather GTX hiking boot with 
Idro-Perwanger leather upper. 

Adidas Outdoor’s $85 Tivid 
Mid Low sneaker style.

The $220 Terrex Tracefinder CH features 
Adidas’ Boost midsole material.

The North Face’s men’s $130 
ThermoBall Versa boot with 

waterproof leather upper 
and ThermoBall insulation.

www.outdoorinsightmag.com
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O n the women’s side, brands say 
bringing a feminine perspective 
to protection is increasingly 
important. 

According to Davide Degano, product 
manager for Kamik, globally “there’s a lot 
of attention being paid to having a sleeker 
silhouette.” Winter boots, he says, are “still 
offering protective elements, but in ways 
that allow a woman to be super stylish and 
feel good and confident in her look.”

For Kamik, that’s meant embracing 
height. The $130 Pinot waterproof tall boot, 
for example, is built on a wedge outsole; 
the $120 Sienna insulated boot, part of the 
brand’s new Heritage 1898 Collection, has 
a stacked heel. Both boots have grippy 
rubber outsoles and weather protection, 
Degano says, but prioritize style: the Sienna 
features an on-trend mixed-material upper, 
with quilted flannel and leather above a 
classic rubber shell. “They still perform 
like a winter boot, but they’re really good 
looking,” Degano says. 

G oing into fall, the popularity of outdoor as a fashion trend shows no 
signs of waning. 

“Men’s boots were really trending five years ago, but it was more 
work-inspired. That trend went into retro hiking, and now you have 

that trend spiking in outdoor,” according to Chris Wojnar, director of product 
line management for Danner. Wojnar says as part of that trend, which he says 
is on the rise, Danner went back to its hiking roots for two new boots. Both – 
one, a lifestyle-inspired performance boot; the other, a performance-inspired 
lifestyle look – draw directly from the brand’s 1970s classics. 

“You’re taking these silhouettes and modernizing them,” he says. “For each 
of these styles, we’re using athletically inspired platforms and using them 
with our iconic upper patterns.” 

The $180 Mountain 600 for men and women, he says, is directly inspired by 
the look of the brand’s Mountain Lite boot, with a clean-looking waterproof 
suede upper. The underfoot, however, is all tech: a midsole co-developed 
with Vibram features a new super-durable SPE compound, and a Vibram 
Megagrip outsole in the brand’s adaptive lug Fuga pattern gives long-lasting 
comfort and great traction in wet and dry conditions.

The Mountain 503 men’s-only boot has similar styling cues, Wojnar says, 

but under the waterproof full-grain leather upper the outsole is more like a 
sneaker-boot than a classic hiker. While the Mountain 600 is aimed at the 
outdoor channel, the 503 will retail at department stores and boutiques. 

But both fill a similar need, Wojnar says “It’s just taking our heritage and 
building upon it to meet our end-user needs for what’s trending.”

For Chaco, bringing outdoor ruggedness to classic styles is key for Fall ’16. 
According to Rachel Vormittag, global product line manager, “Consumers 
want simplistic products that last and speak to their values, that are durable 
and versatile, and stand the test of time.” That translates, she says, to shoes 
and boots that marry classic styling with outdoor ruggedness: “We’re seeing 
traditional silhouettes – oxfords, wallabees, desert boots – elevated.” 

As part of the brand’s new Journeyman and New Standard collections, 
boots and shoes that incorporate Chaco’s Luvseat footbed (made 
famous in its sandals) are using materials like full-grain leather uppers in 
traditional earthy tones and details like waxed cotton laces. But they’re 
giving them outdoorsy performance tweaks: a more durable natural 
rubber outsole in place of traditional crepe on the $140 woman’s Pineland 
Chukka style, for example, or a full-rubber ChacoGrip outsole on the $190 
Yonder boot for men. 

STYLED OUT

FEMME FATALE

The Yonder boot from Chaco in full-grain leather 
and ChacoGrip outsole, $190.

Chaco’s $140 Pineland chukka style with  
non-marking natural rubber blend outsole. 

Left to right:
Kamik’s $130 
Pinot boot is built 
on a feminine 
wedge heel.

Kamik’s $70 Ava 
style for tweens. 

The $120 
Sienna leather-and-
flannel insulated 
boot. Part of 
Kamik’s Heritage 
1898 collection. 

The $180 Mountain 600 from Danner features 
the new Vibram SPE midsole. 
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I
n 2016, the National Park Service (NPS) is launching a 
Centennial celebration to promote the parks and renew 
interest in outdoor recreation. And several outdoor 
brands are on board to play a key part.

The National Park Service, born on August 25, 
1916, now manages 408 sites around the country. The 

National Park Foundation, the non-profit partner of the National 
Park Service, will manage elements of the marketing campaign. 

Outdoor brands are joining the National Park Service’s 
Centennial marketing efforts with product tie-ins and promo-
tions. The National Park Foundation is expanding a major 
marketing campaign called “Find Your Park,” which will include 
advertising in print, online and social media. The campaign 
features a website with deep resources about National Park 
locations, experiences and events. 

Coleman has a multi-year partnership supporting the “Find 
Your Park” campaign. In addition to hosting outdoor events 
for families and children, Coleman will produce a limited edi-
tion line of camping equipment including stoves, lanterns and 
coolers. 

Buff has added a line of commemorative models to its 2016 
product line. “We have always wanted to create a National 

Park-themed Buff. Wouldn’t it be great to have something to 
commemorate your trip to Yosemite? With the Centennial hap-
pening, it was time to do that,” says Erin Duckhorn, marketing 
manager, Buff Inc.

Buff worked with designers to create artistic interpretations 
of iconic locations. “The designs look like vintage posters 
celebrating the most popular and beloved National Parks,” 
says Duckhorn. Buff models promoting the Grand Canyon, 
Yellowstone, Rocky Mountain, Glacier, Great Smoky and 
Yosemite are featured in the initial collection.

Osprey is launching several marketing initiatives tied to the 
Centennial. First, Osprey will create two commemorative pack 
models. The Kestrel 32 will be sold exclusively at REI. The sec-
ond model, called the National Park Foundation Trip 20, will be 
sold at select outdoor specialty retailers.

In October 2015, Keen completed a 7500-mile road trip across 
25 states. The “Live Monumental” tour collected more than 
30,000 petition signatures to advocate for protection of three 
million acres of public lands. Continuing next year, the cam-
paign messages reinforce the National Parks.

“Our goals are to increase awareness of our diverse land-
scapes, encouraging people to get outside to play on them 

NATIONAL PARKS

CELEBRATING THE

Brands 
Join in as 
National 

Park Service 
Celebrates 
Its 100th 

Anniversary
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and ask the Obama administration to permanently preserve 
them for recreation and future generations through legislative 
action or new national monument designations,” says Linda 
Balfour, marketing director at Keen Footwear. “The spirit of Live 
Monumental and what we are trying to achieve is in the same 
spirit of what the NPS service does everyday.”

A Philanthropic Mission
Outdoor brands clearly see the strategic benefit in aligning 

their products with the Park’s 100th-anniversary celebration. At 
the same time, many marketing campaigns include significant 
philanthropic elements to give something back to the parks.

Toad & Co. has provided a grant to the National Park 
Foundation to support an outreach program through Wilderness 
Inquiry, a non-profit in Minneapolis, MN. The objective is to get 
1000 adults with disabilities into the National Park System next 
year. “With the Centennial coming up this is a great opportunity 
to get the word out and talk about access and getting adults 
with disabilities into the National Parks,” says marketing man-
ager Steve McCann.

Wilderness Inquiry’s Canoemobile, carrying a fleet of 24-foot 
Voyageur canoes, will visit 15 markets around the coun-

try. Working with similar organizations in these communities 
Wilderness Inquiry will recruit adults with disabilities and bring 
them through a one or two day training program intended to get 
75-100 adults with disabilities to experience canoeing.

 “Our hope is that this is a powerful, meaningful program 
around a great cause. Getting adults with disabilities into the 
outdoors is an issue that doesn’t receive as much awareness as 
it should, we think we should earn some media impressions,” 
says Kate Larramendy, director of design at Toad & Co. “In 
collaboration with Wilderness Inquiry and the National Park 
Foundation, we will promote the event through all media — 
website, social media and email. The marketing messages will 
allow people to follow the tour and provide storytelling oppor-
tunities so people can see the impact. We are looking at this as a  
360-degree campaign that leverages owned, earned and shared 
media channels.”

As part of the partnership, Osprey will donate a minimum 
of $25,000 to the National Park Foundation. “The contribution 
is based on sales and the donation may increase, but that’s 
the amount guaranteed with this activation,” says Sam Mix, 
Osprey’s outdoor marketing manager. Osprey is also support-
ing the Foundation’s “Open Outdoors for Kids” with product 

NPS treasures: 
Everglades, 
Grand Canyon, 
Zion and 
Cuyahoga.
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donation of Jet 12 daypacks and Moki hydration packs. The 
“Open Outdoors” program is focused on underserved youth 
into the outdoors.

Buff has a long relationship with the American Hiking Society 
and a portion of the proceeds from the National Park collection 
will be donated to the AHS. “Hiking is central to the fun of being 
in a national park,” says Duckhorn. “We are introducing these 
commemorative Buffs during the Centennial but we don’t want 
this product line to be limited to the Centennial, we want this 
to be a forever thing. We want to continue those designs with 
more parks. We’re launching now because the celebration is top 
of mind with so many people.”

Retail Presence
Outdoor brands and retailers will promote Centennial cam-

paigns with point-of-sale displays, special hangtags and market-
ing messages. While outdoor specialty retailers are not located 
at the entrance of every National Park, retailers are planning to 
take advantage of the events.

“Support from businesses and the general public are must-
haves for any new land protections,” says Balfour. “We will 
continue to involve our retailers in Live Monumental in 2016 
through educational outreach, in-store graphics and regional 
events.”

Skinny Skis in Jackson, WY, is just a few miles from Grand 
Teton and Yellowstone National Parks. “We have enjoyed our 
relationship with a few local non-profit groups who are very 
engaged with the National Park Service and the Centennial,” 
says Phil Leeds, co-owner of Skinny Skis. “And, yes, National 
Parks are important, not only for people’s first experiences in 
the great outdoors, but decades later as well.”

A Call to Action
Several years ago, several bills called for increased funding for 

the National Park Service. After years of delayed maintenance, 
hiring freezes and limited services, the plan was to invest millions 
in the Park Service before the 100-year anniversary. Most of the 
bills failed to pass. While those financial issues remain, there’s 
still significant interest in the Centennial celebration. 

“The National Park Service makes outdoor recreation safe 
and accessible — that is a must for new participants to feel com-
fortable getting outside. Through the centennial and programs 
like Live Monumental, I hope we can put out a welcome mat, 

and a call for everyone to come out and experience one of our 
greatest legacies,” says Balfour.

“We still believe there is a sense of romanticism about 
the National Parks that capture the American imagination. 
Everyone remembers a trip to Yosemite or Yellowstone. Once 
you see the Grand Canyon there’s not another experience like 
it,” says Duckhorn. 

“There’s a reason we call these special places,” she adds. 
“That sense hasn’t diminished even if the parks have lost fund-
ing. There’s a real buzz and energy around the Centennial. It 
feels good to be part of a movement to encourage people to get 
back into the parks.”

Mix says, “The National Park Foundation’s Find Your Park 
campaign is huge. The campaign is a call to action to get every-
one outdoors and create that next generation of outdoor enthu-
siasts and stewards. The Centennial campaign is a fantastic way 
to get families, kids and underserved people into the parks. 
Those 84 million acres of protected land are really a big deal. 
The National Parks still do play an important role to introduce 
people to the outdoors.”

While Ken Burns’ 2009 documentary “The National Parks: 
America’s Best Idea” attracted millions of viewers, and most 
parks report consistent visitation numbers, there are still con-
cerns about the National Park Service’s ability to inspire a new 
generation of outdoor enthusiasts. 

“I think that the NPS is a gateway, but some of the parks 
don’t really get people deep into nature. Seeing a bus full of 
tourists clamor out, take pictures for three minutes and clamor 
back on is depressing. They take pictures, but they don’t really 
see anything in three dimensions. Go 50 yards off the road in 
Yellowstone and you get rid of 99 percent of visitors. We used 
to have rangers and naturalists, and budget cuts mean we 
have fewer educators in the field. I went to a park last year and 
saw no NPS personnel except the young woman who took our 
money as we drove in.” says Darren Bush, owner of Rutabaga 
Paddlesports in Madison, WI. 

“We can do better,” he adds. “And that, I think is low-hanging 
fruit. A discussion with a young person watching a mud pot at a 
geyser basin might take that from an entertainment/amusement 
experience to a deeper, more thoughtful consideration of what 
exactly is going on and why, which makes a young person con-
sider their impact, consider a career or activism in saving some-
thing valuable to them. Small moments have ripple effects.” 

NATIONAL PARKS

1

2

3

1.The Osprey 
Kestrel 32 will be 
sold exclusively 
at REI.

2. A collection 
of National 
Park themed 
Buff models 
presenting 
iconic locations, 
including 
Yosemite, 
Great Smoky 
Mountains and 
Rocky Mountain 
National Parks. 

3. Osprey Trip 
20 NPF Pack. 
Available 
exclusively via 
Osprey specialty 
retailers.

Coleman National 
Park Service 
Centennial model. 
85 can capacity. 
MSRP $199.
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By Lou Dzierzak

Winter sports enthusiasts invest thousands of 
dollars in equipment and technical apparel to 
pursue their passions. Purchasing a hat may be 
one of the most fun aspects of that acquisition 
adventure. 

“Customers are looking to make a state-
ment. In snowsports, the customer is a little 
edgier and there’s often a retro vibe to trends. 
Everything old is new again. They are taking 
more risks and wearing super bold colors. It’s 
a more freeform culture,” says Erin Duckhorn, 
marketing manager at Buff.

Bright colors, wild patterns and homage 
to old school designs are influencing prod-
uct offerings. “We are seeing vintage ’70s and 
’80s shapes (four-seam tops, taller beanies, 

unexpected retro patterns and 
stripe combos) as an important 
statement in accessories,” says 
Cynthia Surette, senior creative 
director at Chaos Headwear. “In 
design it is a deep yearning for 
the simplicity of the past. We 
are seeing vintage ’70s and ’80s 
shapes and patterns. Plaids, fairy 
isle, tapestry textures, patched-in, 
chunky vintage. There is a return 
to the simple, less fussy designs 
of our childhood.” 

Gina Thorsen, VP–marketing 
and sales for Stormy Kromer 
Mercantile, notes, “The nostalgia 
links to a larger trend of people 
trying to slow things down. We’re 
bombarded by high tech and it 
seems like there is a yearning by 

Millennials to have things simpler. The nostal-
gic looks and basic materials like wool and cot-
ton that do their job without a lot of synthetic 
add-ons are appealing for people who are over-
whelmed by the pace of life in 2015. They want 
some pieces of their life that are simpler and 
down to earth.”

Fashion that Works
If heat is escaping from your head, even the 

most expensive technical shell won’t keep a 
skier completely comfortable for hours outside. 
Snowsports enthusiasts are looking for a fash-
ion statement, but their product choices need 
to have performance features as well. 

“Fashion adds flair to a performance story. 
We’ve gone from seeing outdoor companies 
supply simple, beanie hats to every style avail-
able in the mainstream market as long as there 
is a functional, outdoor story behind it,” says 
Amy Lietz-Roberts, director, design and devel-
opment for Sherpa Adventure Gear. 

“Outdoor enthusiasts gravitate towards tech-

HEADWEAR
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nical fabrics that are bound to perform under variable 
conditions,” says Corinne Prevot, founder of Skida 
Headwear & Accessories.

“We continue to see headwear as a place where 
form and function have to blend well. The customer 
wants the hat to serve its function like keeping you 
warm or the sun out of your eyes, but they all want 
the hat to look good, look unique and possibly serve 
as a trademark piece,” says Thorsen. “Hats have to be 
fashionable and offer a unique design to make it stand 
out — and perform the function the customer needs.”

Planned or Impulse
Skiers will pour over the smallest product feature 

and benefit details for skis, boots, bindings and techni-
cal shells. Do they pay attention to those when pur-
chasing hats?

“Hats, particularly colorful ones, are most often 
an impulse buy, especially when outdoor conditions 
and weather create the criteria. In the wintertime, the 
buyer who already has a hat will purchase on impulse 
because of an existing purchase criteria: the hat is 
warm and aesthetically pleasing,” says Prevot. “Also, 
thoughtful and sustainable means of production of a 
product, which embodies the design, is driving interest 
from outdoor enthusiasts. It is similar to the local food 
movement where people really want to know where 
their food, or clothes, come from.”

Stormy Kromer products are Made in the USA and 
have a 100-year history that reinforces the product mes-
sages. “Our hats are higher price point and I’m not sure 
our hats are impulse buy. People are attracted to the 
story around our hats. That history and American-made 
message resonates with Millennials,” says Thorsen. 

“People are seeing the value of spending more money 
up front to get longer value out of the product. We’re 
seeing that perspective across generations.”

Sherpa Adventure Gear also benefits from the story 
behind the brand. “At Sherpa, our accessories are a 
large part of our story and help us to tell our buyers 
and consumers why we exist. We want to give back to 
Nepal. It also allows us to share our cottage industry 
story with the world,” says Lietz-Roberts. “It’s also 
a way to try new brands. If you love the story or the 
brand, a $20, $40 or $60 hat is an easy purchase.”

Gender Appeal
Everyone needs a hat, right? Men and women are 

looking for different elements in their purchase criteria.
“Yes, but more frequently appeals are influenced by 

activity. A man that snowboards purchases a differ-
ent hat style than a man that cross-country skis. As a 
historically Nordic skiing brand, Skida has an aerobic 
sport background, which gives the brand credibility,” 
notes Prevot.

Lietz-Roberts says, “Women love many styles and are 
more adventuresome. The caps with finely executed 
details, fedoras/brimmed hats, beanies, knit hats with-
brims, trapper/earflap hats. The list is endless for 
women. Men like the original styles with details, but 
aren’t yet venturing out into the cadet or outlier bodies 
in the outdoor market yet.” 

Chaos offers multiple collections with gender specific, 
unisex and children’s product offerings. “All categories 
sell well. There is no dividing line for us in hats. They 
are for warmth, fashion and fun and sometimes the 
favorite hat you never give up on, so we really do have 
a hat for every need and preference,” says Surette. 

HEADWEAR
Topping off 
Accessory Sales

“OUTDOOR SPECIALTY RETAILERS 

capture a special opportunity to 

provide service for new products 

on the market. With a surge in 

diversifying technical fabrics, outdoor 

enthusiasts may feel and touch and 

learn about new products, textiles, 

and performances,” says Corinne 

Prevot, of Skida Headwear.

“Accessories are a margin builder 

for shops of all sizes and we are 

there to supply a variety of goods to 

a variety of shops. We are grateful 

to be in this market space and 

fortunate to have a strong group 

of national reps, “ says Dominic 

Chenelia, director of U.S. sales and 

marketing at Chaos Headwear.

Well-presented and merchandised, 

hats and accessories can impact the 

bottom line.

“If you have a strong hat 

collection, they can easily be add-

on sales. Hats are also a great 

way for specialty stores to test 

a new brand’s sell through with 

little investment. Hats also help 

complete merchandising stories on 

the floor that can help to sell higher 

priced apparel products as well,” 

says Amy Lietz-Roberts of Sherpa 

Adventure Gear.

Stormy Kromer’s reps work 

with retail buyers to embrace the 

brand’s heritage and product line. 

“The stores we see having the 

greatest success with our story 

are the ones who have their sales 

teams on board with our story. 

Stormy Kromer is a real person 

and here’s his story. Retailers, 

and consumers, have embraced 

the company with a great story 

and history. Our story feels like 

Americana,” says Stormy Kromer’s 

Gina Thorsen.

Clockwise from top left: Stormy Kromer Snowdrift Cap is Thinsulate-
lined for added warmth; Chaos Rainbow Stripes Pompom winter hat; 
Buff Coolmax Extreme running hat; Skida is the official hat of Ski 
Vermont; Chaos Pompom winter hat. 
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By Lou Dzierzak

N
ew fabric technologies, insulations and 
production methods are allowing product 
designers to create gloves that offer bet-
ter dexterity and more warmth in smaller 
packages. 

“We are constantly looking for ways to 
use new technical fabrics to create more comfort and shelf 
appeal without giving away any of the inherent waterproof 
breathable protection,” says Shawn Pritchett, sales and 
operations director USA at SealSkinz. “Form follows function, 
but we’re always trying to stay ahead of the curve. Comfort 
and fit are central to our message.”

The gap between a designer’s vision and finished product 
is definitely narrowing. “The cost of the waterproof breath-
able windproof technology is coming down in price. When 
you look back three or four years ago when the concept of 
touch sensitivity was introduced, you were finding a pre-
mium of $10-$20 tacked on to the price of a glove. That tech-
nology is available now without any surcharge or premium,” 

says Sean Roberts, VP–sales at Gordini. “We are able to build 
a quality item with all the features a consumer is looking for 
at a commercially attractive cost.” 

Balancing often-opposing feature requirements like dexter-
ity and warmth, designers are adding new materials to the 
product construction. Seirus is launching a glove line that’s 
created around UV absorbent lofted insulation. The fibers 
harness the warmth of the sun and increase the temperature 
up to 10 degrees. 

“We want to support whatever the person is attempting to 
do outside and deliver products that are streamlined and ver-
satile. For us, it’s all about range. We look to span any activity 
you are doing outside. We feel we can deliver that with great 
technology and design,” says Danica Carey, Seirus marketing 
manager. 

Pritchett says, “We are a technology and function driven 
product company. We find that our message goes over equally 
well with men and women. People want to know how the 
product works and why it works. We get into those nitty gritty 
details with both retail buyers and customers.”

Technology improvements even influence products 
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SealSkinz Helvellyn XP Glove. 
Waterproof with e-touch 
technology. MSRP $70.

www.outdoorinsightmag.com


mailto:sales@lp-support-usa.com
www.LP-support.com


32  •  Outdoor Insight • December 2015 outdoorinsightmag.com

designed with more lifestyle appeal. Flylow offers a line 
of utilitarian work gloves that have attracted the attention 
of ski patrollers at Western resorts. The company is using 
Primaloft Gold insulation in some models. “Better insula-
tion offers more warmth with less weight. A thinner glove 
is going to have better dexterity,” says Flylow co-founder 
Dan Abrams.

New for Fall ’16 from Columbia is the OutDry EX, a high 
performance, lightweight glove designed for activities such 
as transitional/winter running, hiking, biking or Nordic 
skiing. Built around an OutDry Extreme waterproof breath-
able membrane, the glove will not “wet out” or gain weight 
with water. The gloves also have conductive fingers for 
touch-screen compatibility.

Five Features
Gordini’s Roberts notes, “Dexterity, breathability and 

warmth with touch sensitivity built in for fingers and 
thumbs is the purchase criteria we see from users.” He 
adds, “With high output outdoor activities, a key feature is 
breathability. When you are building up body temperature 
and sweat you need to move that away from the body.”

Outdoor Research will introduce a technology called 
3DFit in four gloves and mitts for Fall 2016. 

“All gloves built in the current marketplace are based 
off a traditional two-dimensional pattern,” says Jordan 
Wand, VP–product and marketing. “By developing a new 
process that bases glove patterns on three dimensions, 
Outdoor Research is better able to model its gloves on 
how a hand is actually shaped, which allows for better fit, 
tactility and dexterity.” 

Basic Black
Gloves come in all shapes and sizes. Thin for dexterity, 

thicker for added insulation. One element most designs 
share is color choice. Basic black. For some audiences, 
color attracts attention. But following color trends can be 
challenging.

“On the accessory side, color planning can be a big 
challenge. Consumers generally start with their outer-
wear selection and accessorize from there,” says Carey. 
“We have products with fun, funky designs that play to 
fashion. At the core we supply a lot of black. The reality 
is that our product is going to last far longer than the 
trend. We stick to more longer lasting neutral colors. We 
don’t want them to want to replace a product because the 
consumer thinks the glove doesn’t match their jacket.”

Pritchett says, “In the last few years, we’ve spent more 
time with color. We’re adding pop to the gloves to make 
sure we are paying attention to customer interests.”

Price points influence the range of colors offered. “In 
the lightweight category where the selling price is $20-
$40 you have a little more opportunity to offer color and 
fashion,” says Roberts. “In a higher priced glove, the 
consumer tends to focus on versatility and other applica-
tions. Basic black is the usual choice.”

Flylow’s gloves serve a more utilitarian purpose. Baking 
leather gloves with SnoSeal treatment increases durabil-
ity and adds a unique patina. “We offer all the technology 
of a high-end glove but with a heritage work glove story. A 
ski patroller is not going to pay $150 for glove that is going 
to wear out as fast as a $20 work glove,” says Abrams. 

GLOVES

Burton Women’s Pipe Glove, MSRP $49.95.

Columbia OutDry Ex, MSRP $75.

Gordini Challenge XIV Glove + Mitt,   
MSRP $60. 

Burton Women’s Touch N Go Glove, 
MSRP $29.95.

Outdoor Research Project Glove with 
3DFit Technology, MSRP $135.

Gordini Stash Lite Stretch, MSRP $30.
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Four leading outdoor specialty retailers offer 
their thoughts on thriving during the winter. With 
marketing tools, inventory control and potential 
good news from this year’s El Nino, they are 
looking forward to a good season.
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By Lou Dzierzak

As the definition of winter has evolved (warmer temps, less 
snow, then record snow and cold) how has that changed your 
approach to your marketing and product selection?

“We are in Minneapolis. More and more regional parks with cross-country 
ski trails are now making snow. Many are adding lights for night skiing. 
So to some extent our market fares better than a natural snow-and-cold-
dependent market. But we are cautious about our ski and snowshoe buys. 
It is always cold enough here for robust winter clothing and footwear sales, 
so that is staying about the same.”
Rudi Hargesheimer, manager, Midwest Mountaineering, Minneapolis, MN

“Our product selection has been tightened up. We’re rallying behind the 
models and types of products that are quite versatile and offering fewer 
fringe items in general. Our marketing is more important than ever. We 
want to deliver an early and strong message that we’re the right place to 
visit for all of your Nordic and backcountry gear and clothing.” 
Phil Leeds, co-owner, Skinny Skis, Jackson, WY

“Most of our marketing on winter is pretty guerilla. I do a lot of product 
evangelizing on my own when it comes to snowshoes. That’s not a huge 
part of our business, so the spend on marketing is minimal but effective. 
For product selection, we do end up carrying more traditional equipment 
since everyone else seems to gravitate toward modern stuff. We still sell 
a lot of modern designs, but if you want to put a traditional binding on 
grandpa’s shoes, you’ll probably call us.”  
Darren Bush, owner, Rutabaga Paddlesports, Madison, WI

“We are at 8000 feet in Aspen, so we have seen fewer changes than 
many. We certainly are stocking less pure powder skis than in the past. 
Everyone still dreams of the perfect powder day so we aren’t just dealing 
with reality, but with people’s hopes. El Nino has raised those hopes. 
   For better or worse we haven’t changed marketing. We’re allowing the 
weather forecasters to create the buzz. Selection has pretty much stayed 
the course. We have to use our sales histories and follow trends when we 
see them. Clothing remains the same and hard goods are pretty close to 
the same. 
   As I mentioned, a little less on the pure powder ski side. We are selling 
more adventure touring gear every year. That’s partly because it is hot 
but also people are hedging their bets on gear in case the lift-served 
skiing is not awesome. They’ll just do their ski hiking and touring if 
conditions at the resort aren’t inspiring.”
Bob Wade, owner, Ute Mountaineer, Aspen, CO
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Sportsman’s Warehouse 
Goes Branded and Smaller.

Vision 
Under Armour Sees $10 
Billion in 2020 Revenues. 

Skate 
Adidas to Become  
NHL’s On-Ice Partner  
in 2017-2018 Season.

Fitness 
Harbinger Joins Implus Family.
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Tony Armand, CEO of 
United Sports Brands

Armand is leading this new 

company, created after 

the April merger of Shock 

Doctor and McDavid and 

a management-led buyout 

with Bregal Partners. USB 

products are sold in more 

than 25,000 retail outlets 

in North America and in  

75 countries.

T he collective ‘Calls to Action’ have 
been sounded from all corners of the 
U.S. Americans need to move and 

participate in physical activities more. With 
rising healthcare costs, sedentary youth and the 
aging ‘Baby Boomer’ population, the health of 
today’s increasingly connected Americans and 
the entire sporting goods industry is at stake.

 Traction is taking hold with new strategies 
to combat the issue being laid out in 
Washington, New Orleans and Denver. Still, 
as Jim Baugh, the founder of nonprofit PHIT 
America, relentlessly points out, this is not 
a one brand, one company or one industry 
dilemma. All must take heed. 

In Washington, D.C., U.S. Surgeon General 
Dr. Vivek Murthy has unveiled a national 
fitness program focused on walking that 
promotes both the activity and the concept 
of more walkable communities in America. 
A recent U.S. study contends 2 ½ hours of 
moderate weekly exercise can extend an 
individual’s life by more than seven years. 

Olympic softball champion Jennie Finch, 
speaking on a panel with NFL Commissioner 
Roger Goodell and orthopedic surgeon Dr. 
James Andrews, said, “Sport is the answer to a 
lot of problems we have in society today.”

 Companies are getting behind PHIT 
America’s Increase Participation Plan (IPP) 
and its joint initiative with the SFIA to award 
GO! Grants to communities with programs to 
get more than 50,000 children moving more in 
its first year. Still, more industry donations are 
needed for the initiatives second year in 2016. 

Saucony is continuing its decade-long 
mission to fight childhood obesity, which has 
awarded more than $1 million to schools and 
community groups, with its latest round of 
Saucony Run For Good Foundation grants. 
Nike, among additional initiatives, is backing a 
Shape America (Society of Health and Physical 
Educators) enterprise that wants well-designed 
health and physical education programs in 
place that meet a guideline of 60 minutes of 
daily physical activity. 

The Sports Authority is teaming with 
Under Armour to reward its loyalty rewards 
members for completing physical activity 
through the UA-owned MapMyFitness 
platform. The first challenge, “Back on 
Track,” based on logging three workouts or 
10 miles in a week, has commenced. 

Maybe all Americans should commit to 
getting ‘Back on Track,’ for their own health 
and the health of the nation. 

The Keys to the Future Footwear Biz Rallies for TPP

INSIDEINSIGHT
SPORTS. SPECIALTY. RETAIL. BUSINESS.

TM

C hanges in footwear sourcing 
patterns are already underway, 
and the Footwear Distributors and 

Retailers of America (FDRA) estimates 
passage of the Trans Pacific Partnership 
(TPP) free trade agreement will save the 
industry $450 million in year one, or more 
than 16.6 percent of the $2.7 billion in tariffs 
paid on all U.S. footwear imports in 2014.

“This (Congressional passage of TPP) 
is a once in a generation opportunity,” 
proclaims Matt Priest, president of the 
trade group, further suggesting the 
legislation will fuel innovation, more jobs in 
the sector and additional, positive impacts 
throughout footwear supply chains. 

The FDRA has commenced a 10,000 
letters to Congress campaign urging swift 
passage. The Obama Administration 
recently released the text of TPP, a month 
after the dozen member nations reached an 
accord on the trade deal.

Vietnam and the athletic shoe industry 
would be huge beneficiaries of TPP passage, 
something Priest is optimistic could occur 
by the end of the first quarter of 2016, 
ahead of the intense presidential election 
cycle, if Pres. Obama and Congressional 
leaders can agree on strategies to ensure its 

ratification. New Speaker of the House Paul 
Ryan (R-WI) and Kevin Brady (R-TX), the 
newly elected chair of the Committee of 
Ways & Means, are being eyed as needed 
TPP proponents.

With the trade pact’s approval, footwear 
sourcing would likely accelerate its 
migration to Vietnam, including styles 
for mass market retail, although Priest 
admits the country will never entirely 
replace China, which currently produces 
77 percent of global volume, as the world’s 
largest footwear supplier. 

For the 12 months ended September 
30, athletic footwear accounted for an 
estimated 50 percent of the footwear sector’s 
annual growth. Meanwhile, the year-to-
date unit volume increase is 21 percent, 
with corresponding dollar value growth of 
products being manufactured up 26 percent 
in Vietnam.

Under TPP rules, 120 classifications of 
footwear would be duty-free on the first 
day the trade bill becomes law. Another 
17 classifications of footwear, deemed 
“sensitive” by the U.S., would have their 
existing tariffs phased out over a dozen 
years, including a 40 percent reduction in 
year one and a 90 percent drop in year five. 
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How do you manage your product selection, 
merchandising and inventory to address the 
unpredictability of winter weather?

“We have back-up orders in place and watch our 
inventory like a hawk.”
Phil Leeds, co-owner, Skinny Skis, Jackson, WY

“We chase inventory. It’s better to possibly lose one sale 
than have a dozen of a model in stock in March, but you 
have to partner with vendors who stock basics. We can’t 
get every color of base layer from a vendor, but the ones 
we work with always have black. Technical shells. I have 
the same one I bought a decade ago. No one suddenly 
finds himself without a shell. It’s a planned purchase, I 
think. Base layers and socks; not so much. Those wear out 
and socks disappear into the void.”
Darren Bush, owner, Rutabaga Paddlesports, Madison, WI

“We follow our sales histories and follow trends. We 
have seen a big trend in buying warm weather gear 
earlier in the year. We do try to break up our orders 
into smaller shipments so if we are going to get poor 
treatment from Mother Nature we can cancel or adjust 
before inventories get too out of whack. Getting items 
that we didn’t order (such as lighter clothing in a warm 

winter or earlier spring) is a tougher problem, but the 
variability of weather nationally usually means that 
something comes available. We simply cannot afford to 
gamble in a big way. I think the main cause of retailers 
going out of business is still over-inventorying.”
Bob Wade, owner, Ute Mountaineer, Aspen CO

“Our floor plan stays steady despite weekly weather 
variations in the winter. Come February, when winter 
gear and clothing is mostly gone, we start moving 
the paddlesports and summer clothing into more 
prominent spaces.”
Rudi Hargesheimer, manager, Midwest Mountaineering, 
Minneapolis, MN

Activities like snowshoeing and cross-country 
skiing are relatively easy to embrace for 
beginners. Are you seeing stable interest in 
winter activities? How are you nurturing that 
audience?

“Cross-country skiing is our heart and soul. Since cross-
country ski touring doesn’t require a lot of snow – or 
deep pockets – this category has remained quite stable. 
Backcountry gear is a different story. It’s more competitive 
and, as a result, more challenging.”
Phil Leeds, co-owner, Skinny Skis, Jackson, WY

“I agree with that statement when it comes to 
snowshoeing. To learn how to snowshoe, you need 
to know how to operate a buckle and walk, and we 
can teach people to operate a buckle in about five 
seconds. Cross-country skiing requires more gear and 
more balance. I don’t see that audience growing much 
and judging from the overstock sheets from some of 
the cross-country ski manufacturers, they don’t see it 
either. It may be different in different regions, but I see 
a lot of grey hair on the golf course.”
Darren Bush, owner, Rutabaga Paddlesports, Madison, WI

“We offer gear for a spectrum of self-propelled winter 
outdoor activities. That includes snowshoeing, cross-
country skiing, telemarking and AT skiing. Each of 
those categories has risen and fallen over the years. 
As one goes down another usually emerges as the next 
cool thing — as AT is now. By keeping up our stock 
and expertise in each category we spread our risk and 
generally are in the right place at the right time.”
Bob Wade, owner, Ute Mountaineer,  
Aspen CO 

“About one half of our sales are to people that are 
new to those sports. However, in addition to our 
regular email marketing and our consistent messaging 
of year-round outdoor fun, we don’t specifically 
market to beginners. The other half of our sales are to 
sport veterans that are switching gears or moving up 
in quality. In our market we have great cross-country 
ski trails, so beginners do come back for performance 
gear. Overall our sales are stable despite the fickle 
weather.”
Rudi Hargesheimer, manager, Midwest Mountaineering, 
Minneapolis, MN

“We follow our sales 
histories and follow 
trends. We have seen 
a big trend in buying 
warm weather gear 
earlier in the year.”
Bob Wade, owner, Ute 
Mountaineer, Aspen, CO
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Your customers range from Baby Boomers to 
Gen X to Millennials, and beyond. How do their 
attitudes about winter recreation differ? How do 
those opinions influence your operations?

“Certain winter activities, like cross-country touring, 
tend to appeal more to Boomers while others, 
like backcountry skiing, tend to appeal to younger 
demographics. Our product mix and marketing have to 
adjust accordingly — from the messaging, images and 
how it’s delivered.”
Phil Leeds, co-owner, Skinny Skis, Jackson, WY

“We try to get people outside irrespective of their cohort. 
We don’t do much with youth programs in the winter, 
since you can’t predict weather and a lot of the kids we 
try to work with in outreach don’t have winter clothing 
that is suited to the activity. If they’re cold, we’re done. 
I’d like to do more and we need to find a way to get 
around that obstacle. 

As an industry, we need to find a way to get people 
to embrace the seasons. My wife and I are doing a 
presentation in church next week to the women’s 
auxiliary on how to thrive in the winter — clothing, 
safety, windchill factors, what to carry in your car, and 
places and things to do (candlelight snow hikes at the 

state parks, age-appropriate sledding hills, etc.). Most of 
all, a change in attitude. There’s no bad weather, just the 
wrong clothing.”
Darren Bush, owner, Rutabaga Paddlesports, Madison, WI

“Generalizing of course, but Boomers are willing 
to spend more on the quality of the gear they are 
interested in and in get immediate gratification (buying 
it in the shop now). Gen X seem most likely to try to 
find a hook up and not pay retail. It seems that it is 
a prestige thing as much as a money thing. It sort of 
implies that they are semi-sponsored. Millennials enjoy 
being part of a group and tend to respond to activities 
that we throw out there for them at the store. Many of 
them like to have a home shop and support it. As I am 
a boomer and quickly becoming irrelevant I am happy 
to have my 30 year old Gen X daughter working for me 
to connect with these younger groups and have a sense 
of what they are looking for from the Ute Mountaineer. 
Listening to our young staff is super important.”
Bob Wade, owner, Ute Mountaineer, Aspen CO

“Certainly, the younger people are less interested in cross 
country skiing than were the Baby Boomers when they 
were young. A 1985 Metropolitan Council survey said that 
at that time 37 percent of residents owned or used cross 

“Certain winter 
activities, like cross-
country touring, tend 
to appeal more to 
Boomers while others, 
like backcountry 
skiing, tend to 
appeal to younger 
demographics.”
Phil Leeds, co-owner, 
Skinny Skis, Jackson, WY
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country skis. It is way down from that now even though our trails 
are so much better! Not many job applicants come in the door as 
cross country skiing enthusiasts. It is true that the digital gadgets 
have taken up way too much of the younger people’s time. This 
fails both the stores that sell our kind of gear and the environ-
ment. They don’t get out into nature enough to care strongly 
about it. 

We strive to keep the outdoor world front and center in our cus-
tomers’ minds by offering lots of outdoor adventure, skills and 
nature themed topics at our Expos including wilderness preser-
vation groups. In the past we sponsored the Wild and Scenic Film 
Festival. Now we sponsor Reel Rock, Radical Reels, and The Banff 
Mountain Film Festival World Tour. We rent halls that seat 1,000 
and fill all the seats. This tells us the market is strong for climb-
ing and radical sport themes. Frankly, the Wild and Scenic Films 
were a hard sell with not nearly as big attendance figures.”
Rudi Hargesheimer, manager, Midwest Mountaineering, 
Minneapolis, MN

 
Are your winter marketing initiatives to bring in new 
customers as successful as they are during the sum-
mer with hiking, camping, paddling clinics, seminars 
and events?

“It’s a buyer’s market—now more than ever. Customers can wait 
until the 11th hour and find most everything online and often at 

super competitive prices. So driving business has never been 
more challenging.  We’ll do our best to come up with creative 
ways to engage people—clinics, specials, etc.—then hope for the 
best. If the weather co-operates—great; if not, it’s all the more 
challenging.”
Phil Leeds, co-owner, Skinny Skis, Jackson, WY

“Maybe more so, since people usually choose not to do new ini-
tiatives in the winter. We’ve had good luck with events to bring in 
new people, and we consider our customers our best marketing 
asset. We actively ask people to bring their friends.”
Darren Bush, owner, Rutabaga Paddlesports, Madison, WI

“Our customers really enjoy coming to the shop for ski and snow-
shoe demo events, adrenaline and outdoor culture films (like 
Banff Film Festival World Tour) and ‘how-to’ sessions. We almost 
always run a sales promotion with each event.”
Bob Wade, owner, Ute Mountaineer, Aspen CO

“Our fall Outdoor Adventure Expo is never as big in attendance 
as our spring Expo. But they are both huge marketing efforts 
for us. We routinely see 8,000 to 10,000 for one weekend in 
November (winter sports) and 8,000 to 11,000 for the April ver-
sion (summer sports). Both Expos feature 80- 120 free presenta-
tions plus at least 70 exhibitors. Our weekly clinics in the winter 
do quite well, maybe better than summer clinics when people 
choose to be outdoors instead of coming to a store for a clinic.”
Rudi Hargesheimer, manager, Midwest Mountaineering, 
Minneapolis, MN 
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Snowfall Decreased Substantially in Five Regions in 2014/15
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Snow Challenges: in addition to the snowfall decreases illustrated in the above chart, nationwide, resort visits declined 5 percent.
Source: 14/15 NSAA Kottke Preliminary Report.
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“Our weekly clinics 
in the winter 
do quite well, 
maybe better than 
summer clinics 
when people 
choose to be 
outdoors instead of 
coming to a store 
for a clinic.”
Rudi Hargesheimer, 
manager, Midwest 
Mountaineering, 
Minneapolis, MN

“We’ve had good 
luck with events 
to bring in new 
people, and we 
consider our 
customers our best 
marketing asset. 
We actively ask 
people to bring 
their friends.”
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McCORMICK PLACE CHICAGO
Our 2016 dates will be earlier in the buying cycle. 

Better for retailers. Better for exhibitors. And the new location 
at McCormick Place is both beautiful and convenient.

Exhibitors Contact: 
Beth Gordon

bgordon@formula4media.com
949-293-1378 

or your account manager

Retailers Contact: 
Mark Sullivan

msullivan@formula4media.com
646-319-7878
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CONNECTING  
WITH TEENS

L
ooking to reach the young and powerful teen 
consumer? According to research from investment 
bank PiperJaffray, your best bet is to reach teens 
via streaming content or on Instagram, Twitter  
or Snapchat. That is according to the firm’s 
“Taking Stock With Teens” research survey, 

which highlights preferences amongst 9,400 U.S. teens across 
46 U.S. states.
Among other key findings:
• While overall teen spending is down from the Spring survey, 
spending on fashion is up among upper-income teens.
• Denim brands are inflecting positively for the first Fall 
since 2010 and the category is up substantially from last 
year. However, this is not coming at a cost to athletic brands; 
rather, the study shows a declining rate in fast fashion 

retailers as a percentage of overall upper-income females.
• In athletic brands there is a clear divergence between 

performance athletic and peripheral athletic brands. Nike 
and comparable brands are strengthening in view of their 
mindshare dominance and authenticity.

• Accessories spending among females decelerated four 
percent year-over-year.

• Specialty stores are replacing broader merchandise/
department stores among affluent females by consuming 
33 percent of their shopping time — a five percent increase 
over last year.

• Amazon increased mindshare to 38 percent of the overall 
votes as a preferred website. Furthermore, Amazon Prime 
membership expanded 400 basis points versus just six 
months ago. 
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WINTER MARKET

SALT PALACE CONVENTION CENTER, SALT LAKE CITY, UT

235
SUPPLIERS
The largest collection of outdoor, 

safety, technical and active-market 

raw materials suppliers in the U.S.

REGISTER TODAY
www.outdoorretailer.com
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END INSIGHT

THE SNOW SPORTS MARKET brought in 
$425M in August and September of 2015, up  
3% compared to August and September 2014. 

EQUIPMENT SALES increased 10% while 
outerwear sales remained relatively flat. 

Early season sales in SPECIALTY SHOPS in 
the West were up more than 50% so to $84M. 

SNOWBOARD EQUIPMENT SALES in the 
West nearly doubled compared to August to 
September 2014, and alpine equipment sales 
are up 84% to $25M in the West.

HANDWEAR  
6%($255M)

RENTALS  
5% ($208M)

BASE LAYER  
6% ($151M)

WINTER/SNOW BOOTS  
19% ($111M)

ACTION CAMERAS  
11% ($55M)

OUTERWEAR SALES  
9% ($1.8B)

ALPINE TOURING EQUIPMENT  
8% ($19M)

AT SKIS  
30% ($3.3M)

Source: SnowSports Industries America’s 2015 Snow Sports Market Intelligence Report. Source: NPD Decision Key numbers.

A Positive Preseason2014/15 Sales Trends

The Year That Was
Snow Sports market sales reached $4.5B in the 2014/15 season, a 2% increase over 2013/2014. 

13%4% 4%
SALES AT 
SPECIALTY 
SHOPS
$2.35 Billion

SALES AT 
CHAIN
STORES
$2.2 Billion

SALES 
ONLINE
$997 Million
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