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Gore-Tex fabric

BRONWEN / Switchback Wrap Bracelet:
Rugged, bright and lightweight, the new
Switchback Wrap is an outdoorsy, stylish
item for the jewelry box. The bracelet features
woven water-resistant cording in a rainbow
of bright colors around paths of 100 percent
natural leather. It is dotted with sparkling
silver plated nuggets. MSRP $68.

Woven leather

NEW PRODUCTS

OUTDOOREYE

ARC’TERYX / A2B Hardshell Blazer: This lightweight Gore-Tex blazer has
hidden reflective features. It uses N30s Gore-Tex fabric with Gore C-Knit backer
technology. Great for all-weather commuting, it also transitions to the office. With a
water channeling lapel. MSRP $449.

SUNDAY AFTERNOONS/
Kids Northwest Trucker
Hat: A trucker cap in a kidfriendly size with limited edition
artwork by Sunday Afternoons’
own Acacia Lacy. It also has
all the function and comfort
needed for adventures, such
as ventilation and a wicking
sweatband for active youngsters. Adjustable sizing gives
a custom fit for varying sizes.
MSRP $24.
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Cool fabric

DYNAFIT / Elevation Alpha Jacket: The Elevation
Polartec Alpha jacket is a breathable, windresistant insulated jacket designed for high output
and aerobic activities. The jacket features hybrid
construction and four-way stretch, while repelling
water and wind. At 269 grams, the Elevation Alpha
jacket both replaces a thermal layer and functions
as wind and weather protection. MSRP $199.

CTR OUTDOOR / Chill
Zone Hat: This growing collection from Chaos feature
Thermocool sweatbands
giving this collection seriously
cool performance properties.
Chaos has six styles in the
Chill Outdoors in cotton rip
stop with Thermocool sweatbands, low-key profiles and
contemporary colors, a great
combination for the generation
of now. MSRP $21.50 - $24.50.

outdoorinsightmag.com

FINALLY, YOU CAN FACETIME
WITH AN OCTOPUS

®

Visit us at Summer OR Booth BR507
www.lewisnclark.com

CHUMS / Guardian: The
Guardian padded case is
an ideal accessory case
to stow and organize
precious items while on the
go. With a customizable
inside divider, fleece lining
and water resistant exterior
materials, the Guardian is
designed to hold anything
from sunglasses to tech
devices while on the trail,
water or traveling.

Drink up

NEW PRODUCTS

OUTDOOREYE

MSRP $14.99.

AVEX / The Lounger:
Designed to keep your can or
bottle colder for longer without ever breaking a sweat, the
Lounger has a stainless steel body
and keeps a 12-ounce aluminum
can cold for hours. It has a vacuum-insulated double-wall design
that keeps hands dry and drinks
cold. MSRP $24.99.

Filter inside

LIFESTRAW / Go: The LifeStraw Go with two-stage filtration makes water safe to drink by removing bacteria and
protozoa contaminants while also reducing chlorine, organic
chemical matter and bad taste. LifeStraw Go is available
in five colors to let users express their personal style. The
hollow fiber membrane filters up to 264 gallons throughout
its life; the carbon capsule filters 26 gallons. MSRP $49.95.
6 • Outdoor Insight • July 2016
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Introducing
The next evolution
Of the moab.
ATHLETIC MATERIALS
MESH AND 3-D PRINTED
UPPER OFFER PROTECTION
AND SUPPORT

VIBRAM ® MEGAGRIP OUTSOLE

STICKINESS AND DURABILITY FOR
TRACTION ON WET AND DRY SURFACES

LIGHTWEIGHT MIDSOLE

LIGHTER EVA FOR
ALL-DAY COMFORT

MOAB FST

Fish and paddle

YAKGEAR /
StandNCast: The
StandNCast leaning bar
allows paddlers a stable
way to stand aboard their
watercraft while casting
their lines or reeling in a
catch. The lightweight
bar, made of anodized
aluminum, accommodates
any kayak with a top
width of 22-37 inches.
Its streamlined design
is built to suit a variety
of Railblaza products,
allowing kayakers to
customize it to their
specifications.
MSRP $189.

BIOLITE / PizzaDome: BioLite’s new BaseCamp accessory, the PizzaDome is a three-piece system that lets outdoor
adventurers go beyond the usual camp fare and cook pizza,
flatbread and other favorites. It is designed for use with BioLite’s
BaseCamp Stove. MSRP $69.95 (BaseCamp sold separately).

Sturdy and light

NEW PRODUCTS

OUTDOOREYE

Three-piece system

LEKI / Table XS: Expanding upon the camp furniture
category the company entered this spring, Leki will
introduce the Table XS in 2017. Using the same SpeedFold
construction as their folding chairs, the Table XS table top
is a folding, hard surface that is perforated to save weight
(880g) without sacrificing strength and it’s designed for easy
clean-up. The table top measures 60 x 40cm with a height of
40cm. Its packed dimension (in bag) is 43cm x 16cm x 14cm.
MSRP $99.

8 • Outdoor Insight • July 2016
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NEW PRODUCTS

Tapscreen tech

OUTDOOREYE

TIMEX / Ironman Sleek 150: Available in a variety of bright colors,
the Ironman Sleek 150 from Timex features tapscreen technology that
controls the stopwatch and timers. It has a lightweight design and
an easy-to-use menu based system. The stopwatch has a 150 lap
memory, interval timer, target pacer and hydration alerts. MSRP $79.95.

DAKOTA WATCH COMPANY / Clip Clock: This digital
clip on watch from Dakota does double duty. Clip it on to
wear it on-the-go or stand it on its clip to become a desk
clock. It has a carabiner clip, a Moonglow EL Light, alarm
chronograph and a stopwatch. MSRP $45.

Just clip it

BERTUCCI / Performance Field Watches: The Bertucci B-1T features a titanium, tonneau-shaped
case that is lightweight yet extremely rugged. The watch integrates an all-metal quartz movement,
scratch-resistant hardened mineral crystal, and super-luminous hands and dials. The B-1T comes with
a patented DX3 band, which features a durable, easy-to-clean nylon webbing, heavy-duty stitching, and
stainless steel buckle and loops. The watch comes with a three-year warranty. MSRP $150-$170.

Easy to clean band

10 • Outdoor Insight • July 2016
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NEW PRODUCTS

OUTDOOREYE

Trekking boot

SALEWA / Mountain Trainer Mid GTX: The Mountain
Trainer is a mid-cut trekking boot. Its midsole, featuring
Bilight Technology, has been ergonomically designed to
cradle the foot and provide all-day comfort on longer hikes.
At the ankle, the Flex Collar allows natural movement and
adaptability during descents for extended comfort, even
when carrying a heavy pack. MSRP $249.

Versatile shoe

SCARPA / Epic Lite: This versatile trail shoe is part light hiker, part
approach shoe, with a bit of influence from the trail-running category.
The Epic Lite blends traits from different kinds of trail shoes into a
performance all-arounder. It has Sock-Fit construction and a stretchy
softshell tongue that allows the shoe to more readily adapt to a user’s
foot. Also has a Vibram outsole with MegaGrip rubber, a protective toe
rand and a lace-to-toe design for superb fit. MSRP $135.

OBOZ / Men’s Crest Mid Bdry:
Built for hikers who want technical, light waterproof trail
footwear that gets the job done on quick adventures or
long miles over many days. Broad expanses of mesh maximize the function of Oboz’ breathable BDry membrane.
Underneath, waterproof double strobel construction gives
the shoe a light, flexible feel. MSRP $165.

For hikers

12 • Outdoor Insight • July 2016
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Celebrating the 40th Anniversary of Mountains-To-Sea Trail, NC.
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Photo by Melissa Thompson, Courtesy of
Friends of the Mountains-to-Sea Trail

US MATERIALS

US MANUFAC T URING

US WORKERS
VISIT US AT ORSM BOOTH BR621

INTRODUCING

LYCRA® is a trademark of INVISTA

Mountains-To-Sea Trail
LW Elite Hikers

Honoring North Carolina’s Premiere Hiking Trail
FEATURING
COMFORT COMPRESSION USING LYCRA® FIBER

Provides all day comfort and minimizes foot fatigue.

IMPACT CUSHIONING & VENTILATION ZONES

Provides extra protection on the top of the foot, while
also facilitating adequate air flow around the foot.
M’s & W’s Elkin Valley
Named after sections of the Mountains-To-Sea Trail

AVAILABLE IN BOTH MEN’S & WOMEN’S

www.farmtofeet.com

Surrounds the muscles

LP Support / EmbioZ Socks: Designed based on the functional
structure of the ankle, LP Support’s EmbioZ socks surround muscles with a Power Band that wraps around the ankle to enhance
sensory perception and prevent excessive roll during lateral movement, according to the brand. MSRP $55.

Patented compression

NEW PRODUCTS

OUTDOOREYE
OS1st / AF7 Ankle
Bracing Sleeve: Sports
medicine and performance
brand OS1st has released
the newest product in its
Brace Layer System, the
AF7 Ankle Bracing Sleeve.
It contains patented
Compression Zone
Technology for graduated
medical grade support.
The ankle sleeve features
K-Zone Technology, a
first-of-its-kind fabrication
technique and gel
application that eliminates
the use of plastic or metal
for stabilizing the ankle.
MSRP $55.

Sorbothane / Women’s Ultra Sole:
The Women’s Ultra Sole is designed for a
woman’s foot and gait cycle.It combines a
molded air-infused foundation with a 100
percent Sorbothane heel insert for comfort
and impact shock protection. The forefoot
pad works to return energy.

currexSole / EDGEPRO: This low profile insole offers up an answer to ski
boot fitting problems. The insole works to guide and accommodate the foot
within the boot, giving better pressure distribution. Reduces strain on ankles,
knees, hips and lower back.
14 • Outdoor Insight • July 2016
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The World’s First

All Drop Stitch Inflatable Kayak!
Visit SeaEagle.com for more information
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or Call for Catalog 1-800-944-7496
M-F, 9-5 EST

Visit us at
OR Booth #34105

Sea Eagle RazorLite™ 393rl
Quite simply, the fastest, lightest, most rigid and easiest to paddle solo
inflatable kayak in the world! It comes in its own backpack and is the perfect
travel kayak. Carry it in a car or on a plane...and take it anywhere!
• 12’ 10” long
• 27” wide
• Weighs 28 lbs.
• High pressure inflatable sides & floor
• Goes 4-6 mph

Packs in
a bag

Patent Pending
Design

Larger 15’6” tandem
RazorLite™ also available.

Dept OI076B
19 N. Columbia St., Suite 1
Port Jefferson, NY 11777

Join us on
/SeaEagleBoats

/SeaEagleBoats

NEW PRODUCTS

OUTDOOREYE

Quick-release design

Rimless frames

SMITH / Envoy: Designed for the active sports consumer, the new
Envoy and Envoy Max frames combine a rimless design with the ease of
interchangeable lenses for a lightweight, all-day comfort wearability. The
sunglasses are offered in both Smith’s proprietary polarized ChromaPop
+ and ChromaPop lenses to enhance visual clarity and natural color to
effortlessly see more detail. MSRP $189-$239.

OPTIC NERVE / The Flip Off: Optic Nerve
has developed a series of sunglasses
around a new quick release design, dubbed
the Flip Off. It’s simple: with one hand,
press a small lever on the temple to release
the lens while holding the edge of the lens
with the other hand. Then slide the new
lens in until a click is heard. Clean. Quick.
Done. MSRP TBD.

CROAKIES / Jam Session Guitar Straps
Best known for its outdoor retention products, Croakies is adding
a line of guitar straps to its ever-expanding collection of lifestyle
products. Designed with everyone from entry-level to professional
musicians in mind, the brand’s iconic style and dedication to lifestyle
patterns and prints is front and center throughout the collection. The
brand sees a natural cross-over between live music (think outdoor
festivals) and the outdoor industry. MSRP $39.99 (Jam Session with
No-Slip Friction Zone); MSRP $34.99 (Jam Session).

16 • Outdoor Insight • July 2016
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FOOTWEAR

OluKai puts its spin on the classic
three-point sandal silhouette.

Life.
Styled.
The biggest footwear trends to follow at Outdoor Retailer. By Jennifer Ernst Beaudry

I

n outdoor, “lifestyle” can get a bad rap — a catch-all,
all-purpose term for shoes with no technical juice
and no specific end use. But “purpose-built” and
“purposeful” don’t have to be at odds. At a time
when the best-styled footwear looks come direct
from the performance world, retailers and brands
alike have a big opportunity to stretch their assortments and win over customers on both sides of the
aisle. And for Spring ’17, brands are taking advantage,
doubling down on styles that stretch the boundaries between
work and play, performance and style. Here, some of the key
trends that put new life in outdoor lifestyle looks.
Classics Rocked
Can’t improve on perfection? Think again. One of spring’s
strongest trends is taking iconic silhouettes from the outdoor
world and giving them a new look, whether it’s upgraded
materials, new technology or just a more fashion-forward
look. Teva is debuting the $80 Original Universal Premier, a
sport sandal for men and women that marries the instantly
recognizable Teva strap look to an upgraded footbed using
the brand’s proprietary FloatLite midsole material, giving
the shoes better rebound and cushioning in a lighterweight
formula. “The look is classic Teva, but the comfort and feel
is new,” says Hy Rosario, director of product.
Brand stablemate Sanuk (both brands are owned by
Deckers Brands) is also looking inside to put its spin on a
classic. “With women’s shoes, we are seeing the mule evolving
and coming into the cupsole/vulcanized world: It’s like her
favorite slide sandal that she can wear as a sneaker,“ says
Trisha Hegg, VP–global product for the brand. For spring,
Hegg said the new Dree Me Cruiser casual mule sneaker for
women with the brand’s Yoga Mat footbed has already been
getting good reaction from retailers. In addition, she says,
the brand is updating the still-popular slide silhouette with
double straps and platform.
Ditto for OluKai, where product director Blaine Conrad says

outdoorinsightmag.com

wider straps, multi-straps and buckles are newer variations
on the three-point sandal. “It’s an evolving thing,” he says.
And Sperry Top-Sider, a division of Rockford, MI-based
Wolverine World Wide, is bringing some height into the preppy
classic A/O boat shoe by introducing platform silhouettes
into the line, as well as its sandal collection, according to
VP–product Adam Meek.
Athleisure Attitude
Think the biggest trend of the style world was going to give
the outdoor market a miss? Not on your life. “[Consumers]
are transforming the footwear marketplace with a desire to
embrace a lifestyle inspired by the outdoors with product that
is stylish yet functional enough to take them from the trail to
the city,” Rosario says. And the idea of bringing hiking into the
everyday is behind Teva’s new Arrowood Swift style — as well
as in the label’s absorption of the lifestyle/hike/yoga line Ahnu,
which will be branded “Ahnu by Teva” starting this spring.
“We’re seeing a big trend around health enlightenment that
will continue to influence Spring of 2017. It’s developing into
an overall mindset about improving the strength of mind,
body, and spirit,” Marshall Davis, Merrell product marketing
manager, agrees. “Being active and getting healthy is a social
lifestyle that is rooted in getting outside and spending time
in nature.” New launches like the Agility Peak Flex trail shoe,
which debuts with Merrell’s new ground-hugging FlexConnect
platform, are designed to be run hard on the mountain, but
feature a high-contrast color palette with neon that has its
roots in the athletic world.
Visual Interest
Fellow Wolverine brand Chaco is feeling the athleisure vibe,
too, but the sandal brand is putting that inspiration to work
on its uppers. According to Color and Trend Manager Ember
Todd, interest in aggressive, social athletic competitions – like
the Tough Mudder, Warrior Dash and even NBC’s “American
Ninja Warrior” – has driven new web patterning. “People have
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1. Bogs’ $130 Ethan Chukka style. 2. The $95 Uma Lace women’s sneaker from Bogs.
3. The $74.99 Kamik SiennaLT. 4. The $89.99 Kamik YukonS. 5. The Merrell Agility Peak
Flex. 6. Merrell’s Moab FST Leather Mid Waterproof. 7. Chaco’s $100 Z/Volv 2 sandal for
women. 8. Chaco’s $70 Waypoint Cloud sandal for men. 9. Sanuk has casual style nailed.
10. Teva’s $80 Original Universal Premier sandals.

9
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really switched from doing athletics as just endurance, and
making it through — we’re seeing this active, fighting spirit in
people, so [to go with that] the look is simplfied, but the patterning is amped up,” she says. Bigger, bolder patterns with
larger repeats are the name of the game across the board on
some of the brand’s classic Z-strap sandals, she said — they’re
“angular and directional,” she says. And while bold color is
a classic athletic look, the more unexpected stark black and
white is a big motif for Spring ’17 as well.
And brands agree that sophisticated color use is getting critical. Outdoor wouldn’t be outdoor without the classic leather
tones — OluKai’s Conrad calls a key neutrals leather palette
“sedimentary” and Kelly Santos, VP–product for Portland,
OR-based Bogs describes
“beautiful caramel browns
One of spring’s
and stone greys” — but for
strongest trends
spring uppers are going
deep with new shades.
is taking iconic
“For spring, we looked at
silhouettes from the
deep purples and deeper
outdoor world and
pinks for women, as well
as a chartreuse green and
giving them a new
blues,” Santos says. “It’s
look, whether it’s
not muted, but it’s not in
upgraded materials,
your face. They’re rich
colors — not beach-y or
new technology or
pastel-y.”
just a more fashionConrad says bold shades
forward look.
had a big role at OluKai, too,
especially for women. The
brand is using varying saturations of the same base shades to
not only make merchandising across styles easier, but to tell
cohesive stories to the end consumer. “We’re looking at this
idea of color intensity, from very intense and deep colors to
others that are electric and vibrant and then some softer versions,” he says.
Buy Less, Do More
Smart use of color can give a consumer a reason to buy. “What
we’re seeing is that people are varying the wearing occasions
of our product. Before, it was only for the weekend or only after
work — they’re extending now,” Conrad says.
Davide Degano, product manager for Montreal-based Kamik,
says that spirit is behind new styles in the brand’s style-focused
Heritage 1898 collection. “We wanted to focus on timeless styling
updated with modern cool twist,” he says, and the emphasis
is on “timeless.”
“Last season we saw how fall/winter/spring are quite blurred
— this line really complements changing weather patterns,” he
says. The SiennaLT and YukonS styles for men and women take
the on-trend yet fully retro duck boot silhouette and update it
for spring by replacing linings with air meshes, cutting a lowerprofile silhouette and using lighter leathers and waxed canvases.
“People want the same pair of shoes to go to the grocery
store to go to yoga to go out for dinner,” he says. “That’s top of
mind for us. You can’t deny [that trend], no matter what brand
you work for — it has too much momentum. You just have to
remain authentic to who your brand is and interpret that so
the customer can relate.”
Chaco’s Todd agrees. “People are buying fewer items, but
when they’re purchasing they’re looking for more functionality
— but the secondary function isn’t mountain climbing, it’s
lifestyle,” she says. “Across all different styles, the footwear
all has to function, but it also has to work in the context of
people’s lives.” O
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See our
Spring 2017
collection :

Designs with Kids in mind

ALL TERRA TRACTION™

VEGAN FRIENDLY

WATER READY

COOLING AIR VENTS

PHYLON EVA

APPAREL

DRESS
FOR
SUCCESS
The days of wearing a suit and tie to work are as old
school as wearing a nylon poncho to stay dry in the
rain. Fortunately both of those traditional approaches to
dressing have been left to nostalgia. Today, wardrobes
pay homage to the outdoor lifestyle. With technical features such as wicking and odor control combined with
contemporary colors and styling, outdoor lifestyle apparel
has become the first choice for millions of Americans.
By Lou Dzierzak
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Purnell is a three-year-old
apparel brand with a vision of
making modern workwear.
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Mountain Khakis has always been an outdoor
lifestyle apparel company. With the increased
passion towards this category, as well as a
changing definition of the outdoor experience,
this evolution has enabled us to expand and
to nurture our leadership in this trend,” says
Noah Robertson, co-founder, director of product development at Mountain Khakis. “Our focus remains on providing
apparel that offers best in class versatility, performance and
innovation with everyday styling whether this is for the trail,
happy hour or a summer weekend in New York.”
Scott Whipps, VP–global sales at Toad&Co, says, “We design
product from the point of the view of the consumers’ wants
and needs. We are making clothing that allows consumers to
be themselves anywhere they want to be, including outdoors.
Then we make sure our fabrications incorporate moisture
management, sun protection and insect technology to
support their needs.”
Kate Larramendy, design director at Toad&Co, adds, “The
idea of getting dressed in the morning and having that apparel
serve you all day has always been fundamental to our designs
and collection. Now more people are trying to dress that way.
It’s becoming a reality for more people.”
Whether the clothing is made by established brands such
as Patagonia and Royal Robbins or newcomers such as Flylow
and Purnell, lifestyle apparel is now the everyday uniform for

outdoorinsightmag.com
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many outdoor enthusiasts.
“Our focus for over 40 years has been on creating
the best product for our customers, and building it in the
way that causes least harm. Many trends have come and
gone, but the fundamental focus has stayed the same for
us. Our customers are out there doing core sports like
climbing, fishing, surfing – or wearing everyday clothing,
but regardless they are looking for the best functional,
versatile, quality product,” says Helena Barbour, director
of global sportswear at Patagonia.
Purnell, a three-year-old brand, sees a similar audience
need. “We launched the brand with the vision of making
modern workwear. We make clothes that were versatile
enough to wear to work, on a hike, going out to eat and
everything else we do in-between,” says Brita Womack,
cofounder of Purnell. “People are active and willing to accept
new approaches. The apparel market is going in a direction
we like to see.”
Brian Thompson, general manager at ExOfficio notes, “We
are making clothing that is ideal for travel. Those clothes
are also going to fit really well into every day casual use.
In travel, you are moving a lot, you are in different
environments and climates and out all day. You want
product that will look nice and be flattering. All
the performance attributes that you look for in
nature such as wicking, moisture control and
odor control are serving you really well in a
day-to-day urban environment.”
Standing Out in a Crowd
When casual lifestyle apparel competition expands
to mainstream brands like Polo, Tommy Hilfiger and J.
Crew, how do outdoor apparel brands capture a consumer’s
attention and brand preference?
“The outdoor apparel industry continues to grow. We
differentiate Royal Robbins by being super close to the customer
and not trying to be everything to everyone. Other brands are
copying the outdoor look but without understanding technical
fabrics,” says Michael Millenacker, CEO of Royal Robbins.
“It is flattering that these big mainstream brands have
expanded into an outdoor lifestyle look and feel. The world of
the outdoors is attractive to them. The settings are beautiful
and the consumer is smart, healthy and savvy. They want those
attributes. Who wouldn’t? They just don’t have the heritage
and therein lies the chief difference,” says Robertson.
“It’s a great question to ask how outdoor brands
differentiate themselves in the lifestyle apparel landscape,
since it can be mass market and ubiquitous. At Patagonia
we have experienced tremendous success in lifestyle
apparel and I think it’s because of two key factors: we
leverage our technical expertise to create the most
functional, best quality styles we can — and we have
an unparalleled commitment to bringing the most
environmentally and socially responsible clothes to
market,” says Barbour.
“Our roots are as a backcountry ski apparel brand,”
says Dan Abrams, president of Flylow.
“If our buyers identify with the lifestyle we are portraying
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1. Ecoths: The
Donovan SS is an
organic cotton and
CoolMax shirt with a
crinkle detail and a
heavy wash. Details
include bold stitching around the front
pocket and a western
yoke. MSRP $67.

3

2. Aventura: The
Sheridan LS has a
flattering cut and is
a great plaid shirt to
pull over a tee and
pair with leggings or
capris. MSRP $72.
3. Purnell: The Purnell
Quick Dry 4-Way
Stretch Plaid is a 3
oz lightweight yarndyed woven plaid with
quick dry and wicking
features. MSRP $75.

4

4. ExOfficio: The
Men’s BugsAway
Sol Cool Plaid Shirt
features built-in insect
repellent. MSRP $110.
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APPAREL

3

KEY
TRENDS
1
NEXT GEN
The new outdoor
consumer wants
style and performance in everyday
use as well as
in the outdoors.

2
ALL DAY
Having multi-use
apparel means
garments need to
work for everything
from morning hikes
through the work
day to cocktail hour.

and they trust us in a storm they will definitely be interested
in our lifestyle apparel.”
As retailers improve their presentation of lifestyle apparel,
consumers are shifting their apparel purchase preferences
from department stores to outdoor specialty. “These retailers
are offering their customers an opportunity to buy their
everyday clothing in a store that they are already comfortable
in compared to a boutique or department store,” says Tom
Williamson, marketing director of Aventura.
Brita Womack, cofounder of Purnell, agrees, “Outdoor
retailers have their finger on the pulse of the market. There’s
more opportunity to capture a share of the consumer’s wallet.
A man may no longer go to Macy’s to buy clothes when he
can get his apparel at the same store he gets his equipment.”
Balancing Fashion and Technical Performance
Outdoor apparel brands offer a combination of technical
performance and fashion. As consumers wear these clothes
every day, has their purchasing criteria shifted more to fashion
than technical? Brands have a variety of opinions.
“Outdoor consumers still want and need technical features
when they are doing what they love in the outdoors. The shift
is in maintaining that performance while offering designs that
portray everyday comfort and fashion. The consumer today
wants a lot more. They want versatility, style and fashion.
They want it all,” says Robertson.
The way lifestyle apparel consumers evaluate technical

performance may have a generational bias. “It’s kind of
cool that younger generations are tech agnostic. They like
technical fabrics, but that’s not what they lead their purchasing
decisions with. I don’t think they are as hung up on technical
features. People’s yoga tights are now their hiking pants,” says
Larramendy. “The younger generation wants to look good and
look like themselves and not like they are wearing a costume.
They want a certain amount of technology but the hierarchy
isn’t tech first and then everything else. It’s first among equals
of performance, style and fit. They all go hand in hand.”
Pushing Technical Performance
Outdoor enthusiasts have long expected their technical
clothes to have moisture management, odor control and
stretch properties. Today, lifestyle apparel needs to deliver
the same benefits. “It’s not a shift. It’s an evolution. There was
a time when wicking, fast-drying or odor management features
were enough to close the sale. The apparel didn’t really need
to fit feel, be flattering or be versatile in different situations.
The apparel just had to perform,” says Thompson. “Now the
consumer wants all of those features. The bar has been raised
by the customer.”
Larramendy adds, “We want to use technical fabrics that
don’t look and feel techy. We want to design apparel that feels
like something I want next to my skin and wear more than just
for the activity I’m doing. I like it when you can’t tell if the
apparel is using a technical fabric.” O

3
COMPETITION
With fashion
brands stepping
into outdoors, the
style quotient in
lifestyle offerings
has never been
more important.

Mountain Khakis. The Women’s Shop
Shirt features two chest pockets.
MSRP $60.

Royal Robbins. The Wick-ed Polo is a
short sleeve polo with built-in Wicked
Cool technology. MSRP $60.

FlyLow. The straight-legged
Murray Pant is stretchy and
resilient. MSRP $80.

Toad&Co. The Women’s Sundowner
Fleece Vest is a lightweight, poly
microfleece. MSRP $79.

MASTERING MERCHANDISING

O

utdoor specialty retailers have
made significant strides in the
way they are presenting apparel.
Working closely with lifestyle
apparel brands and adopting merchandising best practices from department stores is
making a clear difference. There’s still room
for improvement.
“We are constantly supporting our retailers with new tools to showcase our brand to
stand out on the sales floor. Custom displays,
updated signage, unique icon/logo art designs
and rewarding staff to learn more about our
brand. Most importantly, we are building on
the relationships as a business partner [not
just] a vendor,” says Robertson.
One of the most significant improvements
in lifestyle apparel merchandising is changing
collections frequently to reflect seasonal needs
and consumer interest.
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“You are seeing fewer retailers that bring in
one collection of product that’s item driven and
expect that to last all season. They understand
they need to give the customer a reason to buy
something in May that’s different from what
was presented in March. It’s captivating and
inviting for people and I believe that approach
inspires the customer to buy more,” says
Williamson.
“In the past, retailers would add a Spring
apparel assortment in February and that
apparel would still be there in June. That’s
not very exciting or compelling to a consumer.
That’s a tough way to inspire them to come
back in and give you multiple purchases,”
says Thompson.
Millenacker says, “Retailers are getting better
at multiple deliveries and visual merchandising.
For us it’s about storytelling, whether about
our brand heritage or about new innovation

in products we are bringing to market. That’s
how you connect with the consumer and get
your brand story across. They see more and
more customers coming through the door
more frequently. Consumers are coming back
again and again to see what’s new.”
Consumer preference for lifestyle apparel
that reflects their passion for outdoor activities
represents a long-term opportunity for the
outdoor industry. “Looking at apparel, it’s an
exciting time,” says Whipps. “There’s a big
opportunity for outdoor specialty retail. We
can get more aggressive and say J. Crew isn’t
going to take that apparel sale away from me.
If you make that statement you need to back it
up with the brands you carry, your assortments
and they way you think about competing.
There’s a lot of great high value brands that
can help to make outdoor specialty retailers
competitive against mainstream brands.”
outdoorinsightmag.com

For more than a century,
Wigwam has been a leading
KPPQXCVQTKPRGTHQTOCPEGUQEM
construction and technology.
Wigwam is dedicated to
GPJCPEKPIVJGKTEWUVQOGTUoNKXGU
D[RTQXKFKPIVJGJKIJGUVSWCNKV[
socks with the latest in moisture
control using the eco-friendly,
EWVVKPIGFIGƂDGTUQHdrirelease.

OR SUMMER MARKET - 2016
VISIT drirelease ® AT BOOTH

62030
drirelease.com

release pride
Fireworks. Hot dogs. Parades. Baseball games. Pure American comfort comes in all forms.
Wigwam selected drirelease for their new “Americana” collection, as it embodies their
EQOOKVOGPVVQWUKPIQPN[VJGDGUVƂDGTUVJCVFGNKXGTDQVJCEVKXGOQKUVWTGOCPCIGOGPVCU
well as readily apparent comfort with a soft luxurious hand for the Americana socks.
For the world’s best-known performance apparel brands, the patented technology of
drireleaseKUOWEJOQTGVJCPCPKPITGFKGPV9GCTGCINQDCNUQNWVKQPRTQXKFGTVJCVDTKPIU
GPIKPGGTKPINGCFKPITGUGCTEJFGXGNQROGPVHTGUJKPUKIJVURTCEVKECNMPQYJQYCPFINQDCN
UWRRN[EJCKPGZRGTVKUGVQCEJKGXGHCTTGCEJKPIUQNWVKQPU'ZJKDKVKPIVJGNQQMCPFHGGNQH
PCVWTCNƂDGTUdrireleaseHCDTKEUFGNKXGTNQPINCUVKPIRGTHQTOCPEGYKVJQWVEQORTQOKUKPI
comfort or fashion. release pride

O D O R C O NTR O L

(TGUJ)WCTFRTGXGPVUQFQTU
D[OKVKICVKPIVJGFGXGNQROGPVQH
foul smells from microorganisms
so odors do not cling to
drirelease fabrics.

Photo courtesy of Wigwam

INSULATED BOTTLES
2

ICE
COLD

STEAMING HOT
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SMALL
DETAILS
MATTER

1

F

ive years ago, almost every member
of the outdoor tribe had a plastic
water bottle clipped to his or her
belt, backpack or bag. After concerns
about BPA (Bisphenol A) emerged,
these bottles have increasingly been
replaced by those of the stainless steel insulated
variety. Brands such as Klean Kanteen, Hydro Flask,
Miir and Stanley are among the preferred vessels
for carrying steaming hot coffee and ice-cold water.
In the past, outdoor enthusiasts thought of insulated
bottles such as Thermos as a way to keep the contents
hot. Looking at the market from a different perspective
has changed consumer’s perceptions.
“Consumers are realizing there is a functionality
within a bottle that they’ve never had before. We
changed the conversation around how to use that
insulated product. In the past, they were for occasional
use to keep something hot for a work lunch,” notes
David Visnack, VP–product at Hydro Flask. “People
never thought of them as an object that could keep
something cold all day long. Changing that idea of an
everyday use bottle helped create a new category.
The adoption of that function is driving the overall
increase in hydration sales. The majority of use and
application for insulated bottles is for people who
want cold water all day long.”
Concerns about the environmental impact of
plastic water bottles have also led consumers to

sustainable products. “The sustainability story has
been an underlying trend for the past decade,” says
Bryan Papé, founder and CEO of MiiR. “Consumers
are doing more research on plastics and aluminum
bottles with coatings and seeing glass and stainless
bottles as the safest route.”
Eric Shear, direct of global product management
for Stanley, notes, “Our research indicates that
quality, durability and thermal retention are far
and away the biggest rational factors. With vacuum
steel becoming so prevalent, and some suspect or
vague claims on packaging, I think we’re seeing a
lot of confusion over what’s truly the best option.”
Crowded Shelves
As the buzz about stainless steel insulated bottles has
increased, new competitors are entering the category.
“It’s a wild time in our category — big overall growth,
explosive number of new brands, rapidly rising price
points, big shifts in user behavior and preference. A
lot of these shifts align well with where we’ve always
been – vacuum insulated steel and higher durability
and so forth – but many require new thinking too,” says
Shear. “We’re always looking to evolve — new problems
to solve, new ways to make our users thrilled with our
products and new ways to appeal to new users. The
trick, of course, is to stay true to the core of our brand.”
In addition to product design, Hydro Flask is using
color to help differentiate the brand. “There isn’t
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any mystery that this product can be sourced in Asia. You can
Klean Kanteen’s marketing themes tout a larger mission.
have a fairly small start-up all the way to the biggest outdoor
Americans use 58 billion to-go cups and 35 billion plastic water
bottles each year. “We introduced the first stainless steel, BPAcompanies entering the market,” reports Visnack. “We’ve seen
people spend more time customizing the bottles. Not that putting
free, reusable water bottle in 2014 because we wanted a nontoxic
stickers on a bottle is anything new, but once you have a bottle
solution to single-use trash. Today, as a certified B-Corporation,
you are carrying with you on
we do everything we can to
a daily basis it starts to reflect
keep single-use waste from
your persona. We walk out the
trashing the world,” says Erika
door with your keys, iPhone and
Bruhn, director of marketnow your Hydro Flask. By giving
ing for Klean Kanteen. “Many
people this palette to express
plastic bottle brands claim to
themselves that’s a fundamental
be BPA free and non-toxic.
departure from the category’s
While that may or may not
past behavior. Color is a difbe accurate, more and more
ferentiator for us because you
studies show growing concern
have to have the right resources
over plastics, including plastic
to execute it.”
liners in aluminum bottles.
Miir’s insulated bottles come in a variety of colors and sizes and they have
Consumers are differenWhen it comes to health and
durable powder coat technology. MSRP $27.95.
tiating brands from multiple
safety, earth-based (rather
perspectives. While small details such as lids matter, company
than man-made) materials like stainless steel and silicone
culture and mission statements are also influential. “People
inspire confidence. If our products don’t solve a problem
don’t realize what they want in a bottle until they have used
around waste or health, we don’t make them — period.”
it and come back to us exclaiming, ‘This is my favorite water
Product Proliferation
bottle!’ It’s the single handed operation, the Autoseal technology that prevents leaking, the soft traction pad at the
Stainless steel insulated bottles initially came in just a few
base, the drop down lid feature that makes it easy to clean all
sizes to reflect buyer’s preferences. As sales have increased,
wrapped into a durable, practical, aesthetically pleasing bottle
brands have added insulated food containers and pint tumblers. The growth of craft breweries across the country has
that make us different and keeps people coming back,” says
led to the introduction of insulated growlers.
Holly Hansen, marketing communications manager at Avex.

outdoorinsightmag.com

1. Klean Kanteen
Insulated Tumbler. Built
to last and travel safely.
MSRP $24.
2. Stanley Master
Series QuadVac insulation keeps drinks hot or
cold. MSRP $65.
3. The Avex
3Sixtypour is a
24-ounce double
wall vacuum sealed
thermos. MSRP $29.99.
4.Hydro Flask
introduces 11 colors
across its Wide Mouth
hydration and beer
lineups. MSRP from
$29.99.
5. Sigg Hot Cold
Bottles are made from
stainless steel and
are vacuum insulated.
MSRP $29.99.
6. Miir Growler. Has
double wall, stainless
steel. BPA free.
MSRP $54.95.
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1

2

KEY
TRENDS
1
Sustainable.
Many consumers
are opting out
of plastic.

2
Durable.
Stainless steel
bottles are
made to last.

3
Thermal
Retention.
Insulated for
hot or cold.

1. Miir insulated bottles
come in both 17- and
23-ounce sizes and
have double wall
construction. MSRP
$27.95.
2. Yeti Rambler 64-ounce
features the TripleHaul
cap, making it easy to
grab on-the-go. The
double-wall construction
and No Sweat design to
keep condensation from
collecting. MSRP $89.99.

“In the future we see more refinement. We don’t what the
absolute perfect water bottle size is yet. We are evolving the
way bottles are carried and the way people can modify and
customize their products. We’re looking to substantially improve
every iteration of our products,” says Visnack.
“There are always different size offerings, new colors,
improved technology, when it comes to existing products. Our
expertise and focus today is on drinkware, but in the future
we may address different categories where we see a consumer
need where we can provide a better solution,” says Hansen.
Product designers don’t see any limitations to new product
offerings. “Right now we’re in several subcategories — vacuum
bottles, travel mugs, food storage, water bottles, cook sets,
coolers and everyone’s favorite, beer plus booze. Each of
those has its own unsolved problems left to take on, its own
set of competitors and market conditions, its own emergent
technologies to consider,” says Shear.
Says Phil Notheis, director of product at Klean Kanteen, “If
there isn’t a problem to solve, we don’t create new product, it’s
that simple. We are inspired and optimistic that the reusable
bottle category has grown to see the success it has today .
Every person carrying a reusable is contributing to a new,
more conscious lifestyle, and reducing waste
Retail Reaction
Outdoor specialty retailers are taking advantage of outdoor
enthusiasts’ shift from plastic to stainless steel. Improved
merchandising and display strategies are increasing the
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visibility of the product category.
“Traditionally, the bottle category was treated like a
commodity. Now, retailers are taking advantage of the
opportunity. Merchandising by color is giving them more
flexibility and creativity. With more color and fashion sense
they are repositioning the product to the front of the store,”
notes Visnack.
“Retailers are bringing these products up to the front of
the store. People are willing to spend more money for a
good experience. There’s a magical experience with vacuum
insulated. They are shocked the beverages are still hot or
cold hours later,” says Bryan Papé, founder and CEO of Miir.
“Retailers want to provide a good value for customers, but
they also want to make money. They are making more money
selling Miir compared to a plastic bottle.”
Stanley’s Shear sees stainless steel insulated bottles as a
long-term market opportunity. “There’s a lot of confusion.
And a lot of interest. People are taking their time and trying
to parse everything without necessarily arriving at the right
product. Sometimes it’s just not in that assortment; sometimes
it’s not clearly marked. There’s opportunity to improve. Long
term, I think the bigger opportunity is to truly establish this
category – particularly the coffee and beer sides -- in a wellmerchandised, fully standardized way, with key retailers
each having a full range of price points and features that
make sense to their shopper. This would have real staying
power and give rise to a destination category rather than an
impulse category. It worked for water bottles.” O
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CAMP KITCHENS

SIZZLEFACTOR
The Snow Peak
Gigapower Manual is a
compact, powerful and
reliable backpacking
stove. MSRP $39.95

By Lou Dzierzak

C
Camp
Kitchens
Beneﬁt
from
Glamping
Trend

amping is experiencing a rebirth. Shifting away
from the two-week backpacking trips enjoyed by
the Boomer generation, today’s campers are often
instead choosing to spend long weekends at state
parks. Moving away from measuring every ounce
of gear, these new “car campers” are more interested in comfort.
Eating well is clear evidence of that trend. Improved stove systems
and nesting pots and pans make it easier to feed a hungry group
of climbers, paddlers and campers.
“The renewed interest has opened this product category to a
new audience, a group that is looking for items that aid in selfexpression,” says Per Wååg, product and supply chain manager at
Primus. “We’ve seen product pricing in the camp kitchen category
move up a notch, as people are prepared to pay more to have
product that stands out and is higher quality. Previously, camping
was considered a lower-cost activity, but it’s become something
that people value as way of expressing their personality.”
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Brands are benefitting from the fact that just about everyone
– especially millennials – wants to eat well and be comfortable.
“The only reason hotdogs are synonymous with camping is that
they are easy,” says Russell Borne, brand manager at Snow Peak
USA. “Who wouldn’t prefer barbecued short ribs with a cup of
potato leek soup versus a burnt Ballpark Frank? The renaissance
is because millennials would rather spend money on a beautiful
experience, so the products that they admire are the ones that
are beautiful and classic.”
It’s not just about camping, it’s about community. “We have
always been strong in base and family camping, yet with the birth
of glamping and the millennial ‘social’ camping, group camping
and shared cooking experiences have never been more popular,”
says Kurt Gauss, director, design and marketing at GSI Outdoors.
“Camping is all about reconnecting with nature and your family
and friends. I can not think of a better time to connect than making
and eating a meal together.”
Eureka entered the camp kitchen category in 2016 to take advantage of the sales opportunity. “We see an underserved market with
outdoorinsightmag.com

3

needs that could be met with better product. We’re really trying to
leverage our partnership with Jetboil to bring new technology to
stoves,” says product manager Paul Leonard. “There’s definitely
an opportunity for great innovation and new products to truly
jumpstart a real renaissance in the camp kitchen category.”
Who’s Cooking?
Camp cooking can range from opening and heating a can
of stew to a trailside gourmet operation. “Glamping is the
newest trend in camping as it appeals to both new campers and
experienced campers. Glampers are looking to bring some of the
same caliber of meals from home with them to the outdoors, so
innovations in camping cookware, utensils and food storage are
all important to make camping more comfortable,” says Sean
Robinson, director, brand management at Coghlan’s “Backpackers
are still looking for convenient ways to prepare and enjoy a meal,
while bringing minimal equipment for better weight management.
Lighter weight plates, utensils and
“What we see cookware are essential, and with the
is that the
creation of lighter weight plastics big
heavy plates and cookware that were
audience is
years ago are being replaced.”
so hungry for used
Reflecting the broadening of campthese types
ing demographics, younger buyers
of beautiful
have different opinions about cooking
products that compared to Baby Boomers. “There’s
been a clear camping trend in the
we can not
market and the activity now attracts
come out with people who like to be heard. With social
them quick
media you see a new group of users
that partake in outdoor activities that
enough.”
you didn’t see in the outdoors before.
SEAN ROBINSON,
Camping is now more attractive to
COGHLAN’S
a younger audience, where comfort
and the social part of being outdoors is more important than
experiencing hardcore adventures,” says Wååg.
“The market has only gotten younger. We always knew that our
audience has been young but that our price point was a struggle
for the young customer. Now what we see is that the audience is
so hungry for these types of beautiful products that we cannot
come out with them quick enough,” say Robinson.
The category is changing. “The mentality of the consumer
is changing and how people camp is changing,” says Leonard.
“Eureka is entering the camp stove and kitchen space to leverage
the engineering knowledge we’ve gained working with Jetboil and
apply that to a base-camp type of stove. We are focused on driving that evolution based on what we are hearing from consumers
and they way they want to cook. Eureka certainly will address
their needs.”
Feeding Frenzy
Outdoor enthusiasts traditionally take one of two approaches
to camp kitchens. Backpackers prefer ultralight stoves, pots and
utensils. Car campers are more interested in the extra cooking
capacity offered by two-burner stoves. But camp kitchens don’t
have to be an either-or proposition. Many campers have both
types in their gear collections.
“Most gear that goes into a backpack works for only up to two
people,” notes Owen Mesdag, product manager at MSR. “As soon
as two people become three people that gear goes out the window.
You now need more stuff. If you try to use the two-person gear
on a two-burner stove you will always come up short. You can’t
fit in enough food for more than two. The car camping category
is enormous, but people aspire to the backpacking direction.
Aspiration in one direction, budget in another direction.”
Doug Sanders, stove category manager at MSR, adds, “When we
outdoorinsightmag.com
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Gourmet.
“Glampers”
want to cook
up gourmet
meals on the
campground.
2

Compact.
Ultralight and
packable
kitchens onthe-go
are “hot.”
3

4

Design &
Value. Consumers have
options. And
they are picky
about what
they want.

5

1. GSI Pinnacle Backpacker is an integrated cooking system. Includes a durable, non-stick coated,
hard anodized aluminum pot and two mugs with insulating sleeves and sip-it tops, and nesting
bowls. MSRP $94.95. 2. MSR ceramic two-pot set utilizes nonstick aluminum. Compact, packfriendly design, with room for nesting mugs and plates. MSRP $79.95. 3. Primus Onja Stove is a
compact two-burner stove powerful enough to cook for up to four people. Simple to assemble
and portable. MSRP $139.95. 4. Sea to Summit’s X-Set 11 offers a light and compact solution for
making hot meals and drinks in the backcountry. Includes 1.3L X-Kettle and two X-Mugs. MSRP
$64.95. 5. The Jetboil Genesis Base Camp System stove is a compact cooking system featuring a
clamshell, fold-out, two-burner propane stove. MSRP $349.95.
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CAMP KITCHENS
KEEPING
COLD IS A
HOT
MARKET

Sea to Summit’s X-Set
11 offers a light and
compact solution for
making hot meals
and drinks in the
backcountry. This
nesting set includes a
1.3L X-Kettle and two
X-Mugs. MSRP $64.95

look at a customer we may see two different profiles of what they
want their equipment to do. A family with kids is getting them
outdoors, but cooking right next to the car. Next weekend, dad may
backpack with friends. There’s no perfect product that will work
in both situations. Many customers may purchase both types.”
Brands are responding by expanding product lines to offer
everything from ultra lightweight, minimalist, screw-on burners
to large stoves with griddles, multiple burners and large wind
screens.
“Campers say they are using
both kinds of models and
they are exploring some
alternative camping setups. They tend to start
with what they have and
after a couple of trips realize the limitations of their
current system. We hear
them say they added more
pieces. Before long they have a
second full cook box. One for backpack,
one for the car,” says Leonard.
There is a trend for consumers to want one product for multiple
uses or disciplines. “An ultra-light through hiker is finding they
can use the same products for overnight bike-packing adventures,
and why not use those same products for the next family camping trip,” offers Mary Butler, spokesperson for Sea to Summit.
“Car campers don’t need to pack the over-sized cooking pots
and hard plastic dinnerware when they can simply throw their
compact backpacking camp kitchen in, knowing it will do the
job just as well. The only difference is that they might
take more of it rather than be minimalist as
is necessary for those other disciplines
or applications.”

PREMIUM COOLERS
Historically, coolers were low priced and somewhat
generic. But today, premium-priced, high-performance
coolers have created a billion-dollar market.
In 2006, Roy and Ryan Seiders launched Yeti Coolers
in Austin, TX. Yeti’s $300 rotomolded coolers offered
significant improvements in ice retention and thermal
regulation compared to traditional coolers. Outdoor
enthusiasts jumped at the improved performance
immediately. Sales of Yeti’s line soared, exceeding $450
million in 2015.
Thermal performance is the fundamental measure of
success for premium coolers. Traditional coolers just don’t
have the ice retention properties anglers require. “They

Coghlan’s Picnic Plate
includes a convenient
beverage holder. BPAfree plastic. MSRP $2.95.

Design Heats Up
Not surprisingly, price always
plays a role in purchase decisions. “Consumers are looking
for affordable solutions for convenient and fun experiences in the
outdoors. Whether camping once a
year or frequent excursions, consumers want value for their money regardless of
how often they are using the products. In addition, new
designs and innovations have made meal preparation easier,”
says Robinson.
“People are looking for value and great inspired designs
that combine great utility with quality. We see the outdoor
consumers willing to pay a bit more if the products are sensible,
high value and come from a reputable company,” says Gauss.
Increasingly, design is differentiating brands and attracting attention. Innovative stove and pot combinations, more
efficient use of fuel and improved construction materials
have significantly improved current kitchen equipment over
previous generations. “We see that people are willing to pay a
premium for quality. Once you handle quality craftsmanship
you get hooked and there’s no going back,” says Borne.
“Our point of view is that fresh new design paired with innovative technology is what our campers want and will expect
in the future,” says Leonard. O
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are expecting the thermal performance to be superior to
the cooler they take to the beach or park,” explains John
Maldonado, director of product management at Igloo.
The rapid acceptance of high-end coolers has attracted
a lot of competition. Yeti, once the dominant leader in
the category, has seen many new brands enter. Cooler
brands now offer a range of models, sizes and price
points.
IceMule markets a soft-sided premium cooler with high
performance features. “Our DNA is all about portability
and having the freedom to enjoy the outdoors and have
a cold beverage at the same time,” says James Collie,
owner and founder. “We’ve married the performance of a
traditional hard cooler that offers 24 hours or more of ice
retention with the portability of a backpack.”
Although premium rotomolded coolers are expensive,
buyers are often buying multiple models. “I’m always surprised how many coolers we produce and every year they
sell out. The population is growing and people value that
insulated box,” says Maldonado.
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What makes a retailer great? • In coming up with Outdoor Insight’s third annual

list of the Great 8 outdoor retailers, our editorial staff talked to industry insiders
and examined the greater marketplace to determine which stores would be
a good ﬁt for the 2016 list. • Of “great” signiﬁcance to us, to consumers and
to the industry as a whole is the prevalence of the athleisure trend and the
outdoor lifestyle evolution. The outdoor crowd has always had its own sense
of style. But in recent years, as workplace attire has become more casual and
the retail scene has exploded with casual performance retailers, the power
of the outdoor lifestyle has become more evident. • The younger and older
generations alike are all being inﬂuenced by – and asserting their own inﬂuence
on – the way that fashion and function are melding. • The changing way the
American public lives, plays – and, yes, dresses – is having a great impact on
the outdoor industry and outdoor retail. Outdoor retailers know how to sell
performance. They get the hardcore. But the best ones also “get” the lifestyle.
They live it, they sell it, they help to create it and sustain it. • On the following
pages, we shine a light on eight retailers that are doing lifestyle right. From
single store specialty shops to big specialty and sporting goods chains, to
a nascent, curated online site, this list has it covered. Find out how these
Great 8 retailers are putting life into outdoor lifestyle.
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Back Country

A Boutique Feel

Adventurous Retailer Has Targeted the Lifestyle Niche for Decades.

Founded: 1974
Des Moines, IA
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es Moines, IA’s Back Country
has been an “outdoor lifestyle
boutique and adventure travel
outﬁtter” since way before it was
cool. Founded by Jamie and Diana
Wornson in Ames, IA, in 1974,
the shop moved to its current
5000-square-foot location in Des
Moines 10 years later. Under the Wornsons and later
their daughter, Lexi, the store has blended gear, apparel
and footwear “for every adventure.” In 2016, longtime
employee Jay Kozel ofﬁcially took ownership of the
boutique (Lexi Wornson is still actively involved as a
buyer), but Kozel, who started at Back Country when
he was still in high school, says he’s not planning on
changing a thing. Sales have grown around 10 percent

D

year-over-year pretty consistently, Kozel says, even
despite a challenging local marketplace that’s added
a Scheels, REI and a Bass Pro Shop since the store
opened. (Not bad for a market that, as Kozel points
out, is “nine hours away from the nearest serious
outdoor recreation.”)
Style Philosophy
“A lot of energy and a lot of marketing has been coopted in service of that idea of ‘trail to tavern,’ but in
practice, you just look like an ‘outdoor industry bro’
in both settings. It’s just setting the bar lower about
what’s okay to wear in a bar,” Kozel says. Back Country
wants to elevate that look, he says, getting more to
a place where “you can get on a plane in Des Moines
and be at home in an art gallery in the Village.” It’s
outdoorinsightmag.com
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Back Country
“a little more sophisticated and cosmopolitan, style
that you’d be more likely to see in Wellington or Paris
than Boulder,” he says.

KEY BRANDS
Arc’teryx
Bryn Walker
Chalet
Deuter
Exped
Flax
Lole
Nau
Nudie Jeans
Oboz
Osprey
Patagonia
Salewa
Sea to Summit
Royal Robins
Toad&Co

Buy It Here
Cutting-edge brands and only-here labels are Back
Country’s recipe to keep its boutique feel. “We’re
making sure we’re offering lines that are hard to ﬁnd
or that our customer hasn’t seen before,” Kozel says.
That means Neesh and Stella C. for women, Iron and
Resin and OurCaste for men, or Nau and Alchemy
Equipment for both. What makes a winner? “Any time
we can borrow that performance heritage, some of
the fabrics and the technology, and put them into
silhouettes that don’t look dorky or technical, but
are legitimately beautiful,” he says.
Social Strategy
Connecting with its consumers online, whether
through the site, Facebook (where boosting occasional
posts has paid off in sales) or Instagram is a priority,
but it’s not the only way they’re making a connection,
according to Kozel. “We’re making a concerted effort to
collect more information and do it in a personal, casual,
non-sterile way,” he says. “We have a conversation
at checkout: you can sign up for our emails, if you’re
into this brand, or you can give us your contact info
and we’ll shoot you a text when new things come in.”

Back Country also targets its top 500 customers with
events once or twice a year and sends out postcards
and direct mail pieces. “Even if they don’t come in, it
gets us back on their radar,” Kozel says. “Almost as
a rule, they’ll show up within two weeks.”
Standing Out
But one of the biggest differences between Back
Country and its competitors, Kozel says, hasn’t been
curating their mix or reaching out: It’s been doubling
down on their own creative process. Kozel taught
himself Adobe Illustrator and Photoshop to use in
creating its marketing materials and website and says
it’s made a huge difference. “I cannot overestimate
the difference in trying
“We’re making
to design content on
sure we’re
Microsoft Word versus
having Creative Suite —
offering lines
that are hard to that has been as important
ﬁnd or that our to our business as anything
customer hasn’t else,” he says. Another
major asset: having a
seen before.”
professional photographer
on staff. Calling it a “phenomenal multiplier,” Kozel
says it lets Back Country put its own stamp on its
social media posts and website. The abundance
of free imagery from the brands can be seductive
fodder, especially for a store trying to keep up with
so many channels demanding content, he says, but
when you’re using the same branded pictures as every
other dealer, he says, “You just become a conduit — a
vending machine.”
How They Put The Life In Outdoor Lifestyle
Serving the outdoor lifestyle has been Back Country’s
philosophy almost from the start. “Back when the
outdoor industry didn’t have a semblance of lifestyle
appeal, Jamie and Diana were bringing in fashion
industry bands and European brands to make the
store more all-encompassing: it really is what set the
store apart,” Kozel says. “It’s only in the last ﬁve or
10 years that the rest of the industry has caught up
to what they had been doing.” Kozel says he and Lexi
use the tagline “for every adventure” to describe their
blend of performance gear and apparel and boutiquestyle apparel. “Lexi calls them ‘play clothes,’” Kozel
says. “No matter what you’re doing when you’re in
play clothes, we’ve got your back for that. The main
thing for us is that we don’t want to take ourselves
too seriously — on either end of the business.”
— By Jennifer Ernst Beaudry
Back Country stocks brands that are hard to ﬁnd elsewhere.
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Wear More. Wash Less

®

Polygiene Odor Control Technology

”In my personal testing of Polygiene treated
gear I’ve found it to be very effective not only
improving my enjoyment of running and
skiing, but also allows me to skip laundry
time more often – I hate to fold. Getting home
from a long day of skinning or a 12mi training
run, the last thing I want to do is laundry.”
— Gear Institute by Tal-ee Roberts, April 2016

GOOD FOR THE PLANET · GOOD FOR THE CONSUMER · GOOD FOR YOUR BRAND
Polygiene Odor Control Technology is a durable, effective and sustainable textile treatment that uses naturally
occurring silver salt to stop the growth of odor-causing bacteria. The result? You can wear more and wash less.

WHAT WOULD YOU DO WITH 3 EXTRA DAYS?
Polygiene keeps garments odor-free and wearable longer, saving water, energy, and time associated with
repeated washing. Skipping one load of laundry per week adds up to three days of free time over the course
of one year—less washing means more time to pursue your passions.

MEET US AT
ORSM 2016
BOOTH 40051
polygiene.com
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Feathered Friends

FUNCTION FIRST

This Seattle Brand and Retailer Has Built a Loyal Customer Base.

Founded: 1972
Seattle, WA
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ounded in Seattle in 1972 by Peter and
Carol Hickner, Feathered Friends has
become one of the outdoor industry’s
leading brands of down jackets and
sleeping bags. In addition to a production facility, Feathered Friends
operates a well-regarded outdoor
specialty retail store in Seattle.
Over four decades of building a loyal customer base
Feathered Friends has created strong relationships
with at least three generations of Seattle’s outdoor
enthusiasts. “The Boomer generation is still very
much a large and active part of our customer base.
We love seeing the successive generations discover
our store and products, but we don’t really cater to
an age-based demographic. Our product collections

F

are focused on quality brands that stand the test of
time, and all generations appreciate that,” says brand
manager June Hickner Gates.
Gates notes that younger generations select gear
differently than older customers. “Millennial customers
are often looking for versatile products that they can
use for a variety of purposes, rather than a specialized
product for each endeavor. They’re drawn towards a
backpack that works equally well as a summit pack or
as a weekend overnighter, or a sleeping bag like our
Flicker that can be used in the back of the truck or on
a high mountain bivy.”
How They Put The Life In Outdoor Lifestyle
“Our shop and customer base has always been
focused more on the technical side than the casual
outdoorinsightmag.com

1st

The

go further, injury prevention, NO EXCUSES, hikers’, climbers’,
mountaineers’, outdoor enthusiasts’ BRACE LAYER SYSTEM

Why should you?
We are bracing like never seen before so whatever you know about traditional braces, FORGET IT!
OS1st Brace Layer System can be worn before, after or during ANY activity. Most braces don’t work that
way. We took notice, took the challenge and created what we call OS1st Brace Layer System, bracing sleeves
designed to be worn while active as well as for recovery. Thin enough to wear under any apparel or equipment,
this is medical-grade compression bracing that’s lightweight, breathable and moisture-wicking with release
zones in the right places ... it’s a 1st. And it’s what we do.

®

See our entire line of compression bracing products at www.OS1st.com or call (844) 413-5457
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Feathered Friends
sportswear arena. Function and technical performance
are still the driving factors when making purchasing
decisions. Luckily many of our top brands do a good
job with things like color and style, so it doesn’t have
to be a choice between function and style,” says Gates.
“We try to constantly focus on what works best for
our customers. In terms of lifestyle apparel, that means
trying to have a good mix of tried and true brands, and
a few pieces from newer brands that we think are high
quality and have good potential,” says Gates.

“Our store
stands out and
is different from
most other
outdoor stores
because we’re
both a brand
and a store.”

42 • Outdoor Insight • July 2016

Merchandising Mix
Feathered Friends takes visual merchandising
seriously. “We have a very limited budget for things
like display training. Luckily we have staff with a great
visual sense, and we also get good merchandising
support from some of our core vendors like Arc’teryx,
Black Diamond and Patagonia,” says Gates.
“We have changed from merchandising brands
together to grouping like products from different
brands. Most of our customers prioritize a good ﬁt
over a certain brand or feature set, so we provide a

variety of ﬁts for different body types. Our new store
layout makes it easier for customers to ﬁnd that best
ﬁt, and since we only carry products we’re conﬁdent
meet the technical needs of our customers, the layout
works well for our customers.”
Personalized Process
Offering lifestyle apparel has fulﬁlled a need for
Feathered Friends’ customers, but Gates doesn’t believe
interest in apparel builds visit frequency or loyalty to
the store. “While attractive, well-displayed apparel
certainly doesn’t hurt, if that’s all a customer is after
chances are they’ll just get it online. What’s always
drawn people to our shop is the desire to talk through
a purchase with an experienced salesperson and get
personalized help choosing the best product,” says
Gates. “The millennial generation is no different — our
younger customers are often in a learning phase, just
getting into a new sport, and appreciate being able
to chat with veteran staff and come away with the
security that they’ve purchased the best product for
their needs. That’s what creates more frequent visits,

outdoorinsightmag.com

making a personal connection, and making sure the
customer feels good about their purchase.”
Why Feathered Friends?
“Our store stands out and is different from most other
outdoor stores because we’re both a brand and a store.
We carry the full line of Feathered Friends garments,
sleeping bags and bedding, and our shop is the only
place people can come in to check out that line and
get fully outﬁtted at the same time,” says Gates.
Buy It Here
Feathered Friends builds down garments, sleeping
bags, and bedding that have gained a loyal following.
The shop is the only place where outdoor enthusiasts
can come in to check Feathered Friends’ product line
and get fully outﬁtted for their outdoor adventure at
the same time. Seattle’s hikers, backpackers, climbers
and mountaineers spend hours bantering about gear
with the store’s staff. — By Lou Dzierzak

KEY BRANDS
Arc’teryx
Ibex
Patagonia
Black Diamond
Mountain Equipment Co-op
Rab
Outdoor Research
Prana

The store takes visual merchandising seriously.
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Graduated Compression
moving from ankle to calf
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Double Welt Turned Top
for comfort & hold

Mesh Venting
for increased breathability
& ventilation
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Great Outdoor Provision Company

An Outdoor Champion
Curated Offerings Keep Customers Coming Back for More.

Founded: 1972
Raleigh, NC

We aspire to
serve outdoors
as Star Wars
“The Force
Awakens”
served the
entertainment
industry.
44 • Outdoor Insight • July 2016

reat Outdoor Provision Company
operates nine locations in North
Carolina. Honored by the Grassroots Outdoor Alliance as the
“2016 Retailer of the Year,” the
company has humble beginnings.
In 1972 Tom Valone carved out a
120-square-foot spot in the back
of a bicycle shop. In 2013, Valone sold the business to
four experienced managers. Chuck Milsap, president,
Travis Zarins, VP–merchandise, Molly Cherry, VP–retail support and Bill Mauney, VP–retail management.

G

Apparel Focus
Great Outdoor Provision Company has championed
the outdoor lifestyle for more than 40 years. The
decision to carry apparel goes back to the store’s
ﬁrst days of operation. “In 1972 Tom Valone wouldn’t
buy a cotton T-shirt for the store because it didn’t
have any technical value,” says Zarins.
Shortly after opening the store, Valone and his staff
started attending men’s fashion shows in New York
to look at wool sweaters and other apparel offerings.
“Even though we were selling backpacks and kayaks,
we knew that people wanted to buy apparel from

Offering quality clothing is a mainstay of the store.

us,” says Zarins. “Our recipe for success has always
been to offer best-in-category clothing and gear
for life outside. We always keep this in mind while
deciding what products make it to our sales ﬂoors.”
Multi-Generational Audience
Over the years, Great Outdoor Provision Co. has
served generations from Boomer to X,Y and Millennial. “We have always made the effort to serve
a multi-generational audience. We discovered this
40-plus years ago when we opened up in a college
town. We still serve those markets today and it is
gratifying to see an extended family walk into the
shop and everyone ﬁnd that we pique the interest
of each person in the family,” says Milsap. “Our
goal is to have a relevant product on the sales ﬂoor
that meets everyone’s needs. We aspire to serve
outdoors as Star Wars “The Force Awakens” served
the entertainment industry. The movie attracted a
broad audience because there was a familiar plot
yet there were new characters that had a compelling
story line.”
Creating a collection of apparel that resonates with
outdoorinsightmag.com

new college graduates as well as recent retirees requires
a balance of cutting edge new and classic tradition.
“It is important to remember that nostalgia is very
temporal but the heritage/vintage play that many brands
make provides an opportunity to reacquaint the millennial
to the brands their parents grew up with back in the day,”
says Milsap. “It’s critical that everyone’s expectations are
much higher. A simple hangtag doesn’t have leverage to
bring back the past in a substantive way. The millennials
are looking for value and substance while being entertained and certain that they have not compromised
their product ethics. The Patagonia Trout Fitz Roy or
the Squeaky Clean Polo are examples of products that
have navigated this landscape well: a heritage play but
with a twist. Think “Rey”, Luke Skywalker’s daughter. She
shows up in the recent ﬁlm and yet we feel as though we
already know her.”
How They Put The Life In Outdoor Lifestyle
Great Outdoor Provision Company’s audience comes
to the store looking for the latest in technical apparel
as well as casual clothing that’s contemporary. “We
have buyers who are preparing for the Appalachian
Trail. There are other people who want to buy a day
pack for their work computer,” says Zarins. “It’s the
same way for apparel. We carry apparel that satisﬁes

both technical and styling criteria. A customer who
buys technical, quickly drying running shorts may
come in a month later to buy a cotton shirt and a pair
of board shorts for a family vacation.”
The store updates collections and displays frequently
to keep the layout fresh. Like most independent specialty retailers, Great Outdoor Provision Company only
uses apparel brand tools that ﬁt the store’s culture.
“We really like to show off the great outdoor experience. A lot of vendors are great partners and part of
that experience, but their rack may not work for us,”
says Zarins. “As has been our practice for years, we
continue to train our staff on effective merchandising
techniques throughout all categories, including apparel.”
Buy It Here
Since 2010, thousands of people have completed the
Appalachian Trail. Many people starting the Appalachian
Trail at the southern trailhead stop at one of Great
Outdoor Provision’s nine locations. Hikers stop to get
outﬁtted, replenish supplies and enjoy a few off-trail
luxuries before heading north again. From boots to
backpacks, the stores are fully stocked with the latest
thru-hiking gear and equipment. For the staff, it’s not
just about sales. They also spend lots of time listening
to hikers’ AT stories. — By Lou Dzierzak

KEY BRANDS
Patagonia
Black Diamond
Toad&Co
Smartwool
Mountain Khakis
Prana
Carve
Columbia
Southern Marsh
Kuhl

Tested & Proven

“.....We were probably the only team out there in
the World Championships that did not come back
looking like we had the measles from mosquito
bites…. we slept soundly in the middle of mosquito
infested jungles with nothing but the clothes with
Insect Shield® we had on.....”
– Jason Magness, Team Yoga Slackers

Adventure Racing World Championships
600km’s through Brazil’s Pantanal region
– the world’s largest tropical wetland
Look for Insect Shield products from these trusted brands

outdoorinsightmag.com
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Huckberry.com

Trend Setters

Curated Online Site for Men Brings Style and Performance Together.

Huckberry serves its customers gear
and inspiration across the site.

Founded: April 2011
San Francisco, CA
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uckberry, which just celebrated its
ﬁve-year anniversary, has aimed at
bringing men the best of outdoor
and the outdoor lifestyle since day
one. Based in San Francisco, the
site was started by VC bankers
Andy Forch and Richard Greiner,
who wanted to create the kind of
shop they wished they could ﬁnd. “Nothing out there
spoke directly to us — 25-year-old guys who lived in
the city but lived for the outdoors — and we envisioned a brand that was equal parts store, magazine
and inspiration to help guys suck the marrow out of
life,” the pair wrote in their “origin story” on the site.
Funded with $10,000 each from savings, the site
now employs more than 50 people, carries hundreds
of brands across every category and serves what the
site characterizes as “almost a million young, active
professionals.” But the core mission has remained the
same, they say. “Since we live in the city but play in the
great outdoors, we’re after versatile apparel that blends
performance and fashion,” Forch and Grenier note on
the site. “Whether we’re featuring a button-down or
a rucksack, it has to be durable enough to survive a
trail ride, yet stylish enough to be worn to a weekend
brunch with friends.”

H

Sales Strategy
The membership-only site offers both “stocked”
and “featured” items. Stocked items are perpetually available. Featured products are sold through
arrangement with the brand in question, ﬂash-sale
style: E-mails to members tout the week’s offering
and members can order for a limited time (and
usually for a special price). Featured products
not only drive sales with a
“It has to be
sense of urgency, but, the
durable enough founders have said, allow
to survive a
for better deals and less
trail ride, yet
waste, since Huckberry
stylish enough is buying only a limited
amount and/or ordering
to be worn to
just what has been pura weekend
chased. The site operates
brunch with
co-branded “shop” pages
friends.”
highlighting the brands
it carries and multi-brand shop pages that celebrate things such as the 100th anniversary of the
National Parks with a “National Parks Gift Shop”
page. One of the partnerships is with review site
GearJunkie.com, which curates a shop of packs,
apparel, footwear and gear all recommended by
the site’s editors.
outdoorinsightmag.com

Merchandise Magic
Huckberry casts its net wide. Recent products on the
site include Helinox camp chairs, BioLite camp stoves,
Lifestraws and Rumpl blankets to art prints, mattresses
and bed linens, art prints and barrel-aged maple syrup.
Brands with cult followings such as Peak Design, Topo
Designs, Homage and United by Blue have strong representation, as do brands with deep roots such as Filson,
Danner, Original Chippewa and Pendleton. Made in USA
goods get prominent billing, too, with brands such as
Vere, Darn Tough Vermont, Goruck, New England Outwear
Co. all boasting their American-made credentials, and
a ﬂag icon and even dedicated shop page called “The
Patriot” highlight the goods.
Buy It Here
This Spring, the etailer announced that it had bought
upstart apparel brand Flint and Tinder, known for U.S.
manufacturing and for raising $1 million-plus on Kickstarter for its “10-Year Hoodie,” backed for a decade with

free mending. Huckberry will be the exclusive retailer for
the brand, which it says it intends to continue operating
as a standalone operation.
How They Put The Life In Outdoor Lifestyle
The site describes itself not just as a shop but also
as an “independent online retailer and magazine for
adventurous guys” and it takes that mission seriously.
In addition to travelogues, articles in the site’s “Journal”
vertical include a story about New Zealand’s Tongariro
Alpine Crossing, a proﬁle on a new camper community
in California’s San Clemente State Beach and a service
piece on “How to Train an Adventure Dog.” (All illustrated
with beautiful, FOMO-inducing photos, natch.) The site
also produces in-depth Insiders Guides – it is currently
rolling out a series on the U.S. National Parks – that
combine how-tos, travel tips, site facts and of course,
links to buy not only the gear it recommends for the
trip but even design-geek approved souvenir tees and
more. — By Jennifer Ernst Beaudry

KEY BRANDS
Apolis
Bellroy
Knockaround
Lems Shoes
Native
Topo Designs
Tuft & Needle

V I S I T U S A T O U T D O O R R E T A I L E R - B O O T H 13 0 01

SOPHISTICATED INNOVATION.
SIMPLE, CUSTOMIZABLE COMFORT.
Sun all day, or is shade your way? Personalize your level of sun protection with our new innovative SPF SunShade™!
ROTATE AND RELAX!

270°

GCIOUTDOOR.COM
outdoorinsightmag.com
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Massey’s Outdoor Outfitters

LIVING THE LIFESTYLE
Thriving and Celebrating the Outdoor Culture.

Founded: 1972
New Orleans, LA

F

ounded in 1972, Massey’s Professional
Outﬁtters has thrived by building
and nurturing a culture that celebrates the outdoor lifestyle. With
stores in Baton Rouge, New Orleans
and three other locations, Massey’s
continues to inspire new generations
of outdoor enthusiasts.

Embracing Casual Style
Over the past four decades, the Massey’s customer
base has evolved from Baby Boomers to Millennials.
Changes in how society pursues outdoor recreation
are reﬂected in the way Massey’s selects products.
When Americans shifted from wearing suits and ties
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Massey’s brings a unique, New Orleans-driven perspective
to outdoor retail.

to work to an “every day is Casual Friday” approach,
Massey’s responded.
“We’ve always had to operate under the premise
that a lot of what we sell will be used casually. We’ve
also tried to avoid being a casual lifestyle store. We’ve
understood over the years that being outside means
different things to different people,” says owner Mike
Massey.
As work environments have become more casual, apparel offered by outdoor brands moved from
weekend wardrobes to being the preferred workday
dress. Massey has embraced the opportunity while
outdoorinsightmag.com

acknowledging challenges that have come with that shift.
“There’s no doubt that what we sell ends up in the
workplace more than it ever has before,” says Massey.
“The interest in lifestyle apparel has also increased the
competition. Brands like Patagonia and The North Face
are no longer found just in outdoor specialty stores. Prana
crosses over to yoga and the mall. Lifestyle apparel has
offered more opportunity for specialty retailers but has
also brought more players into the market.”
How They Put the Life In Outdoor Lifestyle
Massey’s lifestyle apparel presentation is constantly in
motion. Displays and merchandising collections reﬂect
seasonal events that encourage getting outside. “We have
a very clear understanding of how our consumers will
cycle through the spring local event calendars,” says
Massey. “We revise our visual merchandising around
the expectation of what people are doing. If it’s a road
race, we will offer appropriate collections. Next we are

getting ready for Jazz Fest (the annual Jazz and Heritage
festival that takes place in New Orleans each spring).
The store looks different for every event. It always starts
with communicating that we are an outdoors store.”
Changing the presentation of apparel isn’t the only
way Massey’s encourages repeat visits. A busy calendar
of seminars, clinics and services such as bike repair and
boat rental increases visits. “We do cycle our merchandising and use staggered landing of new products so
people think there’s going to be something fresh every
time they visit. We’re just not rearranging the table at
the front door.”
Merchandising Magic
“We anchor our visual merchandising in our heritage,” says Massey. “We don’t feel that we should be
mimicking the behavior of department stores. We do
curate our collections to demonstrate that we are an
outdoor store and we’re adamant that we follow that

KEY BRANDS
Carve Designs
ExOfﬁcio
Toad&Co
Maui Jim
Marmot
Smartwool
Mountain Khakis
Patagonia
Prana
Royal Robbins

It’s Pretty Simple... Great Watch, Great Program

D-TYPE
NYLON WEBBING
HEAVY
DUTY

2-PLY

U.S. PATENTED

#13361

$120 msrp/map

Patrol Khaki™

#13360

#13362

Jungle Green™

Patrol Olive™

bertucciwatches.com
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Massey’s Outdoor Outfitters
guideline. Then we use different kinds of products in
our visual merchandising--packs and hydration with
endurance apparel. Bikinis with board shorts and
ﬂip-ﬂops. We cross-over the merchandizing to make
it more interesting.”
Massey’s presents a variety of apparel options that
resonate with both experienced and casual outdoor
consumers. “We curate a mix of popular brands with
emerging product. We also blend categories that many
hardcore outdoor shops wouldn’t, such as bikinis and
technical apparel. We ﬁnd that this inevitably leads to
higher per-transaction sales and more frequent visits.
The core goal is creating interest while shopping. We
focus on the experience,” says Massey.
Point of sale tools from major apparel brands are
useful, but Massey’s evaluates the potential support on
a case-by-case basis. “We always follow our own path.
We’re never going to let a brand come into the store
and tell us they want to be right by the register. That’s
never going to work. We will follow some brands, we
A diverse merchandise mix brings repeat business to Massey’s.
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do a really good job with a few and other brands are
not as welcome to come in the store and start rearranging everything. It’s deﬁnitely relationship driven.
There has to be a shared understanding of the goals.”
Maintaining A Balance
Looking ahead, Massey does see warning signs
that could threaten both outdoor apparel brands and
specialty retailers. “I wonder if the interest in lifestyle
apparel has gone too
“We always follow far. It’s possible that
our own path.
outdoor stores have
We’re never going
chased the departto let a brand come ment store model
too far and that has
into the store and
left them highly sustell us they want
ceptible to the ebbs
to be right by the
and ﬂows of clothing
register.”
retail,” says Massey.
The more that the outdoor brands move to the
mainstream, the more they are cutting themselves
off from the long-term trend. If you are an outdoor

outdoorinsightmag.com

brand and you’ve convinced Macy’s or Nordstrom’s
to carry your product, you have to understand they
are used to seeing trends last a couple of years. If you
make high-end apparel that looks a certain way for
the consumer inevitably other companies will build
apparel that looks like that without the functionality
for a much lower price.
“You’ve eroded your core business and will have
to deal with the fallout,” says Massey. “In the mean
time you’ve lost all of your specialty retailers who
are selling the product for its functionality. When you
sell on fashion only the customer will sour on that
and neither department store or specialty retailer
will want to carry that product.”
Why Massey’s?
Massey’s brings a unique, New Orleans-driven
perspective to outdoor retail. “We consider outdoor
retail to be what our customers deﬁne that as,” says
Massey. “It can be an Alaskan adventure or a trip to

outdoorinsightmag.com

Disney World. In both of those cases, we not only
have the right products, but we treat each customer
equally importantly. We look for staff that can speak
to shoppers from the shopper’s perspective rather
than his or her own. Secondly, and in the same vein,
our staff is trained to be always available, but never
aggressive with customers. Like a great waiter who
can anticipate the best ways to provide service.”
Buy It Here
With five stores in and around New Orleans,
Massey’s merchandise mix changes to reﬂect the
local calendar. For the New Orleans Jazz Festival,
the apparel displays are ﬁlled with colorful board
shorts, ﬂip ﬂops and sunglasses. The Northgate store,
next to the LSU campus, caters to college students’
desire for bikes, daypacks, sandals and surf apparel.
For the waters of Bayou St. John and the LSU Lakes,
Massey’s has a demo ﬂeet of standup paddleboards
and sit-on-top kayaks. — By Lou Dzierzak

We not only have
the right products,
but we treat each
customer equally
importantly.
We look for staff
that can speak
to shoppers from
the shopper’s
perspective rather
than his/her own.
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REI

Dominant Player

Appealing to a Wide Customer Base While Staying Focused on the Core.

Founded: 1938
Kent, WA
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merica’s dominant outdoor
player may have started small
(importing Austrian ice axes),
but the co-op founded in 1938
by Lloyd and Mary Anderson
today has six million active
members and 12,000 employees. And far from its roots in
the Anderson’s living room (REI didn’t open its
ﬁrst store until 1963), today the co-op operates 143
stores in 35 states. And more are planned every year.
Locations in Rochester, NY, King of Prussia, PA, and
Cleveland are slated for this fall, and a Winter Park,
FL, store is set for 2017.

A

The retailer balances accessibility with technical offerings.

Balancing Act
Keeping its merchandise mix accessible without
dumbing it down is a priority — and that means keeping the focus on top-of-mountain users and catering to
their needs, SVP–merchandising and private brands
Susan Viscon says. “We’re coming at this with the
mindset of the customer: We want to make sure that
at the heart we’re thinking of the person who lives
their life in a way that lets them be outside and we
want to make sure the storytelling and merchandise
appeals to them,” she tells Outdoor Insight. But, she
adds, that beneﬁts all co-op members and shoppers.
outdoorinsightmag.com

all new features
1

EASY OPEN/CLOSE
LEAK-PROOF CAP

2

LEAK-PROOF
ON/OFF LEVER
Water when you want it,
none when you don’t.

3

20% MORE
WATER PER SIP
Faster water ﬂow powers
longer adventures.

4

ERGONOMIC
HANDLE
Perfect for
one-hand ﬁlling.

HOW TO FIX SOMETHING THAT ISN’T THE LEAST BIT BROKEN.

Why upgrade to a new camelbak crux when an old CamelBak Reservoir will last forever? Because we never
stop innovating. Our new Crux reservoir delivers 20% more water with every sip in a pack loaded with the
latest in hydration technology.

camelbak.com

REACH NEW HEIGHTS
I N C O M F O R TA B L E

festivals, car camping trips or rooftop happy hours, “Evrgrn was
this great opportunity to think about how people get outdoors in
different ways, and to have great a design aesthetic that is thoughtful, young and about having fun and not being too serious about
the outdoors,” Viscon says.
How They Put The Life In Outdoor Lifestyle
Giving everyone a chance to go outside may be serious business
for REI, but the co-op tries to have some fun with it, too. Earlier
this spring, the co-op kicked off a “United Outside” campaign of
outdoor events in Washington, DC, designed to “give residents and
visitors to the Nation’s Capital the chance to ﬁnd common ground
in nature during a divisive election year.” (The events also serve as
a 100-day leadup to the opening of their new DC ﬂagship location.)
And as part of its multi-million-dollar partnership with the National
Park Foundation, the co-op launched a digital trail guide designed
to “diversify access to national parks for new visitors and unlock
new experiences for those who already know and love them.” And
the brand uses its social media presence to embrace all aspects of
the outdoor life, too — Instagram posts feature world-class athletes
summiting impossible peaks, but also make room for pics of man’s
best friend enjoying beach camp, too. And education is key: REI’s
Pinterest page features plenty of gear, but also pages dedicated to
outdoor life hacks and campﬁre recipes.
E For Education
Education – and helping people get outside and enjoy the outdoors – is a key part of REI’s mission. All REI locations offer REI
Outdoor School classes that run the gamut from “How to Ride a
Bike for Kids” to “Kayak Rescues and Recovery” to “Camp Cooking
Basics.” Last year, 250,000 people took advantage at their local
shop. And since 1987, REI Adventures has offered backpacking,
climbing, hiking, kayaking and other outdoor-oriented trips around
the world. This summer, REI is giving the women’s market extra
attention. Outessa, a series of women-only camping weekends, will
launch in August and September. Designed to give women of all skill
levels a chance to enjoy the outdoors
Giving everyone with other like-minded women, the
a chance to go
weekends will offer 244 activities like
outside may be rock climbing, mountain biking, phoserious business tography, yoga classes and hammock
for REI, but the village relaxation. And instruction from
67 guides, including some of the outdoor
co-op tries to
world’s best-known women athletes
have some fun
like Magdalena Lewy-Boulet, will give
with it, too.
attendees a chance to hone their skills
and learn new activities. “There are so many women who want to
do more in the outdoors, but who don’t have the friends or family
had do that, or who have found that their lives and changed and
who don’t have time,” says Sally Johnson, REI event and brand
activations manager. “There’s so many places where we can help
these women live their life outdoors, and that’s the company’s
core mission.” — By Jennifer Ernst Beaudry Q
outdoorinsightmag.com

EXPLORE THE NEW

MEDIUM CUSHION
FOR ADDED COMFORT

Our anatomical ﬁt and soft PrimaLoft® offer exceptional
comfort while NanoGLIDE® PTFE reinforced wear zones help
provide longer-lasting socks and adventures.

REINFORCED
TO LAST LONGER

FOXSOX.COM

800-247-1815

AMERICAN

ORIGINAL

BOOTH #30044E
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Scheels All Sports

Big Time

Mega Retailer Manages to Maintain a Special Vibe.

Founded: 1902
Fargo, ND

cheels’ retail roots go deep,
all the way back to 1902, when
Frederick Scheel opened a small
hardware and general goods store
in Minnesota. Sporting goods
were introduced in a small way
in 1954, and athletic footwear
and apparel joined the mix 18
years later. The modern Scheels era opened in
1989, when the ﬁrst Scheels All Sports Superstore
opened in Grand Forks, ND. Today, the employee-owned company is still in the family: Steve M.
Scheel (great-great grandson of Frederick) is CEO,
and Steve D. Scheel (great grandson) is chairman.
(Bill Nelson is president in charge of the day-today.) According to the company, Scheels employs
more than 6000 people and donates more than 10
percent of its proﬁts to local non-proﬁts.

S

How They Put The Life In Outdoor Lifestyle
When a retailer’s tagline is “Experience Scheels” —
not shop, not visit, but “experience” — the in-store
environment better deliver on a unique experience.
Scheels does shoppers one better. Each one of its
locations has a slightly different formula, but they
all go well beyond your standard fixtures. Each
56 • Outdoor Insight • July 2016

Bigger is almost always better at Scheels.

store has a service center devoted to tuning up and
repairing all kinds of sports equipment. Archery
ranges, coffee shops, big buck hunting simulators
or mini bowling areas are included in some of the
shops. But that’s just the beginning. Four locations
have massive, 55-foot and up artiﬁcial trees (oak,
maple, and Sequoia redwood included). Five have
multi-story, light-up Ferris wheels. The Billings, MT,
Springﬁeld, IL, and Overland Park, KS, locations
all boast 16,000-gallon aquariums; the Sparks, NV,
store has two. Other special features include photo
op areas, life-size ﬁgures (some animated!) of U.S.
Presidents, shooting ranges, and, at the location in
the retailer’s hometown of Fargo, the North Dakota
State University Hall of Fame.
Sizing Up
Scheels clearly believes that bigger is better. While
many stores – especially older ones – rejoice in 60,000
or 80,000-square-foot locations, the company has been
upping the ante as it grows its store base. Multiple
shops have 100,000-, 120,000- or 145,000-square-foot
footprints, others have gone even more gigantic. The
Billings, MT, store that opened in 2014 is 220,000-square
outdoorinsightmag.com

feet. The Sparks, NV, store is 295,000-square feet. But the
retailer isn’t stopping there:. Earlier this year, Scheels
announced plans for a new location in the Grandscape
Development in The Colony in Rexas. That Dallas-area
store is projected to be an eye-popping 300,000-square feet.
Expansion Path
Today, Scheels operates 26 stores in 11 states — with
more on the way. A 27th location is set to open in 2017
in Johnstown, CO, the ﬁrst in the state. In 2020, the gigantic The Colony location will bring Scheels to Texas,
extending Scheels’ market outside its powerful Midwest
and West base.
Merchandise Mix
With so much ﬂoor space, Scheels carries just about
everything an outdoor enthusiast (or hook and bullet
shopper or athlete or family) could want or need. Sleeping bags and dehydrated camp meals? Check. Riﬂes and
waders? Check. Golf? Skate (inline and ice)? SUP? Volley-
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ball? Check all around. Newer Scheels locations make
extensive use of themed “specialty shops” (dedicated
areas for sports like baseball and golf, bikes, hunt/ﬁsh
as well as shoes, technical running apparel, and more).
According to the Fort Collins Coloradoan, the upcoming
Johnstown location will boast 95 shops, with 2.2 million
pieces of inventory.
Buy It Here
Fudge. Many Scheels locations sell fudge (24 ﬂavors!)
and Starbucks coffee in dedicated shops and many
have doubled up, with fudge being just one item on
the menu at “Gramma Ginna’s,” eateries named after
Virginia Scheel, grandmother of Scheels CEO Steve M.
Scheel. At the Sparks, NV, location you can get sweets
like gelato and the aforementioned fudge, but soups
and sandwiches as well as dishes made with game. Not
hungry? Get local: all Scheels locations make a point of
carrying a broad assortment of team merch for all the
local pro and college teams. — By Jennifer Ernst Beaudry

KEY BRANDS
Adidas
Asics
Brooks
Champion
Columbia
Danner
Nike
The North Face
Trek
Under Armour
Wilson
Yeti
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Trailblazer and Denali

Master of their Domain
New England’s Independent Retail Chain Does Lifestyle Right.

Founded: 1994
New Haven, CT

KEY BRANDS
Craghoppers
ExOfﬁcio
Ibex
Kuhl
Life is Good
Lucy
Mountain Khakis
Nike
O’Neill
Patagonia
Prana
Smartwool
The North Face
Toad&Co
Under Armour
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D

enali and Trailblazer form a
family of seven independent retail stores in Connecticut and
Rhode Island. Founded in 1994,
the stores under two separate
name plates serve New England
outdoor enthusiasts with equipment, footwear and apparel.

Lifestyle Focus
“Go back 15 years and there weren’t very many
companies making sportswear with an outdoor take.
With the exception of Patagonia there weren’t that
many options. It’s the majority of our business at
this point,” says Chris Howe, owner and founder of
Trailblazer and Denali. “From an apparel standpoint,
there’s more technical product available for us to buy
now then there was when we opened our doors 20
years ago. At that point shirts were cotton. Most of
the shorts were, too. There was nothing like softshell.”
Once a small sideline category, lifestyle apparel is
now a major sales driver. “It was not that long ago that
you would see two collections a year, both available
at the same time. Most retailers would have the same
product on the ﬂoor for four to six months at a time.
For the consumer, it doesn’t allow for repeat visits
unless they need something. They don’t expect to
ﬁnd anything new,” says Howe. “We’ve seen huge
changes. Everyone offers synthetic shirts now that
provide sun protection or moisture management.
The biggest difference now is people wear them day
to day and not just hiking.”

Footwear and lifestyle apparel are major sales drivers.

Authentic Marketing
While marketing to Millennials grabs all the “how-to”
headlines, Howe sees shifting generations differently.
“There is a lot of conversation in the industry about
Millennials and their impact. At Denali, we are not
seeing that impact. In 21 years, we have seen trends,
brands, retailers and different forms of distribution
come and go. Are Millennials impacting our business?
No. Is the evolution and maturation of the outdoor
industry and the integration of technology changing
the way we do business? Absolutely.”
As the industry continues evolving with current
market trends, such as snowboard, adventure travel,
fast and light, athleisure and festival outﬁtting, stores
need to target the Millennials “like we do any market
segment,” says Howe, adding that “it has to be authentic
to our brand and voice. For Denali, it’s becoming less
about having the best or right product overall but the
most appropriate product assortment for our brand
and the individual communities our locations serve.
We want to differentiate the consumer experience
from our competition. We don’t want to be everything
to everybody. We want to honestly reﬂect our brand,
our culture, our communities and the products and
brands we choose to feature.”
Merchandising Magic
The retailer has had a long commitment to merchandising. “We believe that makes the product more
accessible to the customer. Being able to see the prodoutdoorinsightmag.com
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Trailblazer and Denali
uct better and differentiate the different products is an
absolute advantage for the consumer. That approach
absolutely leads to more purchases,” says Howe.
How They Put The Life In Outdoor Lifestyle
Like many outdoor industry product categories,
apparel brands have been able to build a following
and brand loyalty. Strategically, Howe believes loyalty
to the local retailer is the most important objective.
“This is the big difference between a specialty retailer
and other sources of distribution,” he says. “Yes, the
consumer is manufacturer brand loyal, but consumers
are coming into the specialty retailer to see the collection of brands they are presenting and the other
things they are doing in addition to selling product.”
He continues, “It’s about curating coupled with
providing engagement. Whether that’s our staff being
better oriented in customer service or through better store design, that is really the key and the secret
sauce that a specialty retailer that has that is hard for

“We know our
customers and
invest in our staff.
We are in this for
the long haul and
not just to make
daily, monthly or
quarterly goals.”

an e-commerce, big box chain or even large regional
chain to replicate. The complete experience that you
are providing when you get the consumer in the store
matters. You are offering small batch experiences for
members of the communities to interact with versus
discount or promotional based projects being run by
regional or national chains.”
Buy It Here
At Trailblazer/Denali an epic outdoor adventure
starts with the shoes. Whether running a 10K, splashing
through a muddy 50K endurance trail race or spending
a long weekend hiking a segment of the Appalachian
Trail, a well-ﬁtting pair of shoes is the key to a memorable day. Trailblazer and Denali stores offer more
than 200 models for men and almost 300 styles for
women. Take your pick. Running shoes, hiking boots,
winter boots, water shoes, ﬂip ﬂops, sandals or post
hike lifestyle models. There’s something here to get
everyone outside. — By Lou Dzierzak

I N T E R N AT I O N A L W E S T E R N / E N G L I S H A P PA R E L & E Q U I P M E N T M A R K ET

Make plans now to attend the September Market in Denver; Where the
Industry Meets,

September 9 –11, 2016

preserving the traditions of business to business trade and
a legacy lifestyle. The USA's largest Fall Market featuring
equestrian-related goods; from working saddles to cowgirl
bling, exotic western to steel-toed boots, t-shirts to 100x
felts, and show clothes to designer jeans and leathers, WESA provides
the most authentic trade event for retailers and wholesalers
from 37 states and many foreign countries.
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SPECIAL REPORT
PRODUCTS OFFERING SOLUTIONS
TO THE ZIKA VIRUS

Prominent on social media posts and mainstream news, warnings about the potential threat of the Zika virus are hard to miss.
Transferred through the bite of the Aedes aegypti mosquito, the Zika virus can lead to muscle or joint pain, fever and severe headaches. Far more serious, the Zika virus has also been linked to microcephaly, a neurological disorder affecting pregnant women and
their babies. Earlier this year, the World Health Organization declared the Zika virus an international public health emergency. As of
June, 60 countries and territories had reported documented mosquito-borne Zika virus transmission. Repellent brands are responding.

Battling the Buzz
“Since Zika is
a public health
emergency we are
being very careful
to make sure that
any claims we
make relative to
Zika have been
approved by the
Environmental
Protection Agency.”
Kyle Adelman,
Thermacell
“We would never
use scare tactics.
The reality is we
have really good
products that can
help.”
Andy Wundrock,
Wisconsin
Pharmacal

Outdoor Insight asked several insect repellent brand execs to
share their point of view about the Zika virus potential threat
to North America. Many brands are adding more information to
their websites, packaging and retail displays. And consumers
are seeking out their products like never before.

Consumers are interested in repellents, as well as barriers
such as mosquito nets and personal bug jackets. Mosquito nets
can be used to cover a bed or sleeping bag, or also used while
enjoying outdoor activities to prevent mosquitos from entering.”

How are concerns about the Zika virus impacting consumer
interest in repellents?

“People are definitely changing their purchasing behavior. We’ve
had mosquito borne viruses in the past like West Nile virus and
dengue fever, but this feels different. This may fundamentally alter
the relationship we have with mosquitoes similar to places like
Africa, South America and Southeast Asia with well-developed
malaria issues. People there see mosquitoes as an enemy rather
than a nuisance. I do think this changing the conversation. It’s
not just microcephaly, there are other issues. In the future there
may be a vaccine, but there’s a lot of work to do. Until then
people will think about repellents differently.”

“Zika is a game changer in the repellent category, no doubt
about it. Before Zika the consumer segments most interested in
repellents were those who live in areas where ticks transmit Lyme
disease, older age demographics of the population concerned
with West Nile virus and of course everyone who considered
a mosquito bite to be more of a nuisance than a health threat.
Now, every woman and man in their childbearing/fathering
years is concerned about Zika. The fear factor of a mosquito
bite just went through the roof. Repellents have become much
more important to a lot more people.”
Frank Meyer, Tender Corporation

“We receive a lot of questions directly from our consumers and
the retailers who carry our repellent products also pass along
questions. Mostly people want information and education – what
repellents are most effective, how should they apply repellents
– especially application to children, how DEET works and what
the different percentages of DEET mean.”

Sean Robinson, Coghlan’s

Kyle Adelman, Thermacell

How have Zika-related concerns influenced your marketing
initiatives?
“We immediately submitted new claims for approval with the EPA
(Environmental Protection Agency) to allow us to say on package
that Ben’s and Natrapel are effective at repelling mosquitoes that
may transmit the Zika Virus. We have focused our web/blog content
on information on Zika, what it is and how to protect yourself.”
Frank Meyer, Tender Corporation

Jeff McCollum, SC Johnson

“There’s no question. When it comes to a virus like this, when
the media starts articulating the message there is an increasing
amount of interest from consumers. This is a real threat and
if you want to protect yourself these are the kinds of things
you need to do to protect against getting the virus. Consumer
awareness is changing and their purchasing habits are starting
to change. Sales of personal insecticides are skyrocketing as
a result.”
Andy Wundrock, Wisconsin Pharmacal

“Consumers are aware of the Zika virus, and with the Olympics
taking place in Brazil the media has increased its coverage.
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“There’s always a fine line when there’s an issue like this. At the
end of the day, the concern about Zika impacts our business
positively. We produce and sell personal insecticides that are
very effective. All of our active ingredients are recommended
by the Centers for Disease Control. Our marketing efforts have
changed, but we have been very careful to articulate the benefits
of our products and how they can help prevent getting a disease
like the Zika virus. We are mirroring what the Centers for Disease
Control and World Health Organization are saying in terms of
recognizing the threat and how you can prevent exposure to
diseases like Zika. We would never use scare tactics. The reality
is we have really good products that can help.”
Andy Wundrock, Wisconsin Pharmacal
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Left to right: Carpe Insectae makes all natural, DEET-free insect repellent, including products for humans and pets. Natrapel’s six-ounce DEET-free Natrapel 12-hour provides 12 hours
of protection from biting insects and 12 hours from mosquitos and ticks. Off! Deep Woods protects against biting insects. MSRP from $8.99. Picaridin is the only formula that
consistently shows equal or better performance than deet in independent, clinical tests. MSRP $8.99. Ben’s 30 tick & insect repellent offers protection from ticks and insects that may
carry the Zika virus. MSRP $6.99. Thermacell Scout Lantern emits the essence of the chrysanthemum flower. MSRP $39. Mosquitno Bands are non-toxic, chemical-free and deet-free.
The bands repel bugs for up to 120 hours of exposure. MSRP $3.99.

“Since Zika is a public health emergency we are being very careful
to make sure that any claims we make relative to Zika have been
approved by the Environmental Protection Agency. We’ve been
very careful not to make any specific references to protection
from Zika. We have submitted lots of data at the EPA under
review. When they approve the claims, we will respond with new
messages. We’re sensitive to not wanting to play on consumer
fears. That’s not our approach. Our mission is to protect people
who love being outside from the harmful effects of mosquitoes.”

“Outdoor enthusiasts have spent time educating themselves
and researching products. Insect repellents aren’t always a
product that people think about with positive associations.
In the past, you can think of what bad smelling bug spray was
like. We offer a viable solution to a growing health concern.”
Travis Avery, Sawyer Products

Are outdoor specialty retailers taking advantage of
the opportunity?

Kyle Adelman, Thermacell

“We are maintaining our existing marketing campaign. Consumers
are aware that in the past mosquitos have carried other illnesses
such as malaria, West Nile virus, dengue fever and more. Coghlan’s
recommends that consumers should take the time to learn more
about the area they will be traveling to and prepare accordingly.”
Sean Robinson, Coghlan’s

“We know retailers are selling more than last year. They are
buying earlier and bigger assortments. They want to be ready
when consumers come in to buy. It’s a very real threat and
maybe a little bit of a knee jerk reaction by the media and
consumers. Buying early and lot. Better that than not being
prepared. You aren’t talking about big spends; it’s a $5 can
of repellent. We will learn more as the summer goes on.”
Andy Wundrock, Wisconsin Pharmacal

Are outdoor enthusiasts paying attention to ingredients
or are sales driven by impulse and Zika fears?
“Now more than ever, consumers are looking to purchase
repellents that are proven and recommended by the Centers
for Disease Control (CDC) to prevent mosquito bites from
mosquitoes that may transmit the Zika virus. Ben’s and Natrapel
are both on the recommended short list.”
Frank Meyer, Tender Corporation

“Approximately one-third of consumers will willingly put DEET
on their skin. A large group of consumers would rather not. DEET
sometimes gets a bad rap, but the reality is the product has
been around since the 1940s. The downside of not using DEET
is also significant. If you use the product in accordance with
label instructions it’s safe to use and very effective in keeping
mosquitoes off. When a consumer is considering the purchase,
I’m not sure ingredient lists are top of their purchasing list. They
are looking at labels that this helps prevent the Zika virus. What
was previously an impulse buy, it’s now a more considered
purchase. Consumers are buying earlier and significantly more
than they would in a regular season.”

“Some of our larger retailers are doubling and tripling
their forecasts for Natrapel and Ben’s. Other retailers are
responding to increased sales with larger and more frequent
orders.”
Frank Meyer, Tender Corporation

“Topical insect repellents may have been an afterthought
while at the store. Now, those products are put on the
shopping list sooner. We certainly aren’t trying to exploit
this in any capacity. That’s not our intention. It is a growing
health concern. With Zika virus, Lyme disease and others
it’s worth having a conversation about.”
Travis Avery, Sawyer Products

“Some of our
larger retailers
are doubling
and tripling their
forecasts for
Natrapel and
Ben’s.”
Frank Meyer,
Tender
Corporation
“In the past, you
can think of what
bad smelling
bug spray was
like. We offer a
viable solution to
a growing health
concern.”
Travis Avery,
Sawyer Products

“Retailers have been bracing for greater sales this season.
They’ve seen stronger sales so far compared to a typical year.
They have brought a lot more inventory in anticipation of
a heavy season ahead. This is a problem solution business.
It can be a very reactive purchase. If there are mosquitoes
around, people will start thinking about repellents.”
Kyle Adelman, Thermacell O

Andy Wundrock, Wisconsin Pharmacal
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PRODUCTSHOWCASE
Fox River

CTR / Chaos

FlexFit / 110P

NEW PEAK SPORT / VERSO ANKLE 1220
Made from super soft, sustainable TENCEL® and polyester,
the new Verso ankle with its Helix Fit™ volumetric compression
provides a supportive, personalized ﬁt. Vented panels move
moisture. Wick Dry® technology keeps feet dry. Cushioned heel
and toe absorb shocks and impacts. MSRP $12.99

THERMAL REGUALTION
Go Outside and Play! Summit Junior Collection. Eight great
SKUS. Lightweight Summit Boonie has HELISHADETM UPF
50+ and wicking fabric. The Summit Junior Torrent has a waterproof breathable shell, moisture wicking sweatband, removable
chin cord, ﬂoatable brim, and more.

ONE TEN® COOL & DRY MINI PIQUE
The One Ten® 110P is the ideal performance cap with a Flexﬁt®
stretchable sweatband and an adjustable hook & loop back
closure. The hat also features our newest Hybrid technology
combining Cool & Dry properties with water resistance. Visit
ﬂexﬁt.com for more information.

GCI Outdoor

Wigwam

EmbioZ Socks

®

SUNSHADE EAZY CHAIR
Introducing our new hardarm chair! Features our SPF
SunShade - an adjustable
shade that rotates front to
back and can collapse ﬂat.
Maximizing sun protection,
the shade features an SPF 50
fabric. Hard arms offer a solid
surface when sitting down or
standing up. Broad backrest,
extra wide tension seat,
beverage holder and a carry
bag included. 860.345.9595
gcioutdoor.com

ESCALANTE PRO
Make the journey more enjoyable with Wigwam’s Peak to Pub
Collection. These Wigwam socks are perfect whether you’re hiking breathtaking destinations or meeting with friends at the local
brew pub. Knit with Ultimax maximum moisture control and the
softness and comfort of Merino Wool. www.wigwam.com

INSPIRES EXTRAORDINARY POSSIBILITIES
EmbioZ Socks are created with the functional structure of the
ankle and the surrounding muscles in mind. Special heel straps
enhance sensory perception, improve balance, and increase
strength. They embody the ultimate experience in comfort and
performance. Distributed by LP Supports 1-800-979-1932

Paha Que

Sea Eagle

Sorbothane®

GREEN MOUNTAIN 6XD TENT DESCRIPTION
Paha Que Green Mountain 6XD Tent is the largest of our Green
Mountain tents. Designed to sleep up to 8 comfortably. Has two
doors, four windows, and a built-in room divider making this the
brand’s most versatile tent yet. You can count on PahaQue quality and performance for protection in any weather.

QUIKROW™ ROWING FRAME
Transforms most inﬂatable kayaks and iSUPs into rowing &
ﬁshing machines. Fixed frame rower attaches in seconds. Two
included oars let you row for miles with ease. Optional Scotty®
Rod Holders available. Budget friendly, versatile & fun. Shown on
NeedleNose™ 126. MSRP $499.

ULTRA SOLE™
Sorbothane® Ultra Sole™: The Ultra Sole™ Performance Insole
features the shock-absorbing material Sorbothane®,
which protects against harmful impact and delivers long-lasting
comfort. The Ultra Sole™ is built in America to perform.

Fox River

®

PRIMAHIKE CREW 2353
Made from PrimaLoft® and designed to handle any adventure.
Medium weight crew with advanced ﬁt system. Wick Dry®
tech keeps feet dry. Soft insulating PrimaLoft is reinforced with
NanoGLIDE® PTFE nylon. Made in the USA since 1900. Also
available in quarter crew. MSRP $15.99. foxsox.com.
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CTR

CTR OUTDOOR - CHILL ZONE
Modern ‘TRUCKERS’ are everywhere. Technical Truckers you bet!
We use our rip stop cotton and ThermocoolTM giving this collection “properties with performance.” Six styles in the Chill Outdoor
collection bringing low key proﬁles, contemporary colors and laid
back looks - a great combination for the generation of now.

®

Bertucci Performance Field Watches
BERTUCCI B-1T TITANIUM FIELD
The Bertucci B-1T features a
titanium, tonneau-shaped case that
is lightweight yet extremely rugged.
The watch integrates an all-metal
quartz movement, scratch-resistant
hardened mineral crystal, and superluminous hands and dials. The B-1T
comes with a patented DX3® band,
which features a durable, easy-toclean nylon webbing, heavy-duty
stitching, and stainless steel buckle
and loops. The watch comes with a
three-year warranty.
www.bertucciwatches.com

outdoorinsightmag.com
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OPEN AIR DEMO
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The most
That’s according

Most Popular Youth Outdoor Activities / Participation Rate, Ages 6 to 24
ACTIVITY

2015
TOTAL

RUNNING

BIKING

CAMPING

FISHING

JOGGING & TRAIL RUNNING

ROAD MTN & BMX

CAR, BACKYRAD & RV

FRESH, SALT & FLY

PARTICIPANTS

19.9 M

16.9 M

15.0 M

14.8 M

10.8 M

% OF YOUTH

24.2%

20.6%

18.2%

18%

13.1%

HIKING

OUTDOOR
OUTINGS

4.7B
AGE RANGE
6-24
AVERAGE
OUTING PER
PARTICIPANT

96.5
Outdoor Participants
By Age Group
Q 2015 Q2014 Q2013

6 to 12
39%
38%
38%

Favorite Youth Outdoor Activities / Participation Frequency, Ages 6 to 24

13 to 17
28%

ACTIVITY

RUNNING

BIKING

JOGGING & TRAIL RUNNING

ROAD MTN & BMX

AVERAGE OUTINGS

97.4

76.5

62.4

17.9

TOTAL

1.9B

1.3B

285.9M

265.1M

27%
26%

18 to 24
33%
34%

SKATEBOARDING

FISHING
FRESH, SALT & FLY

31%
Source: 2016 Outdoor Recreation Topline Report

66 • Outdoor Insight • July 2016

outdoorinsightmag.com

by B A F F I N

GUARANTEED TO LEAK.
LIKE A SIEVE.
THE BAFFIN TRAIL TO RAPIDS SERIES
METALLIC GRID
IN-SOLE STOPS
STONES AND GRIT
VENTILATED MESH PROVIDES
ULTIMATE BREATHABILITY
ULTRA LIGHT MIDSOLE
PROTECTS AND CUSHIONS
OUTERSOLE GIVES ADDED
TRACTION ON THE TRAILS

FRONT AND BACK
DRAINAGE CHANNELS
DRAIN ALL MOISTURE

A lightweight and highly breathable trail
shoe. Incredibly comfortable. Designed
to allow water to drain right through while
a metallic grid, in the sole, prevents rocks
or debris from entering. Whether walking
through a stream or hiking the trails,
the insole channels are designed to drain
all moisture.
TRULY INNOVATIVE AND FUNCTIONAL.

PAUL HUBNER BAFFIN INC.
Owner & CTO (Chief Testing Officer)

Customer Service: 1-800-387-5858
Email: sales@baffin.com

