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NEWS...LET'S GET SOCIAL

It’s OR week. And as the industry packs its bags — and perhaps a pair of 
skis — for Winter Market 2016 in Salt Lake City, we take a look at few top 
news items, trends and events not to miss at the show.

First, Things First, How’s That Snow Forecast Looking? There is some po-
tential snow in the forecast for Wednesday's All Mountain Demo at Soli-
tude (January 6,  9 a.m. to 4 p.m.), but don’t expect an epic powder day. 
The good news is that the regional mountains report snow pack bases of 
50-to-60 inches after storms hit the area in late December.

Winter Weather Will As Usual Be The Hot Topic Among Brands, Reps 
And Retailer Attendees. This year’s strong El Nino has delivered some wel-
comed wetter and cooler conditions along the West Coast and southern 
mid-section of of country, but also extreme unseasonably warm temper-
atures to much of the Mid-Atlantic and Northeast. The latter — which 
had plenty of people with 60s and 70s over the Christmas holiday — will 
continue to put pressure on outerwear and cold-weather gear sales for the 
season, while giving a boost to warmer-weather activities such as running.

Other Macro Economic Trends Affecting Business — the strong dollar, an 
inch-up in interest rates and improving job figures — will filter their way 
into conversations this week. And specific to the outdoor industry, will 
be talk of the evolving outdoor consumer, including the continued rise 
of urban-inspired fashion and fitness, along with the growing wearable 
market, eg. FitBit.

NOT TO MISS AT ORWM 2016

This Week’s Show 
Is Much More Than Just New Products

By David Clucas and Jahla Seppanen

New This Year At The Show, And Not To Miss For Retailers, Will Be A 
Collaborative “Retail-Inspired” Education Event Called RISE, put on by 
Outdoor Retailer, Outdoor Industry Association and Grassroots Out-
door Alliance, on Day 0, Wednesday January 6, from noon to 6:30 p.m. 
at the Leonardo Museum, 209 500 South, in Salt Lake City. The event 
includes sessions on the omni-channel market, the top HR challenges 
and defining the outdoor consumer, followed by networking with brand 
executives. 

Further Education Sessions From OIA’s Outdoor University on everything 
from recycled fibers and crowdfunding to employee retention and leverag-
ing live video will take place during trade-show hours Thursday through 
Saturday. Check out the schedule, times and locations here. 

Finally, Between The Hours Of Interviewing, Orders And Meetings, get 
ready to fill your mugs with beer or coffee (maybe both) and hunt down 
the best giveaways, booth celebrities and happy hours. Here are a few fun 
events to make your play as great as your work:

• It’s Day One and you want to kick off OR in style. Sierra Designs’ booth 
will have a down-home, simple but classic, happy hour. Photo booth, beer, 
friends and one of the biggest gear giveaways of the show. Chances to win 
gear from Kelty, Scarpa, ENO, Farm to Feet, Leatherman, UCO, Ruff Wear, 
Hydro Flask, Headsweats, Yaktrax, Probar, Solo Eyewear, and more. 

• Instead of one big bash, Granite Gear opted for two days of events. 
There’s a Support the PCTA Q&A with endurance hikers Trauma and Pep-
per (come find out how they got those names), then a Bike Touring and 
Bikepacking Book Signing on Friday, followed by Storytime … with beer 
instead of warm milk. All events support people and organizations that are 
bettering the outdoor community and experience. Not to mention, GG 
always gives the coolest trail mugs. 

Photo courtesy Outdoor Retailer

http://www.sportsonesource.com/news/weekly/sgbweekly/reader/sgbw_1122.asp
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• If you’re headed up to Demo Days, Vasque will have a hand hewn log 
bike trainer with a Surly fat bike for you to test your skills and see how 
far you can pedal in a minute. You’ll be entered to win the bike and some 
sweet new Vasque mukluk-style insulated boots before they hit retail. But 
Vasque really hits a sweet spot with its morning Sturdiwheat Pancakes – a 
favorite amongst OR vets.  

• Polar Explorer, speaker and educator, John Huston, who achieved the 
first unsupported American Expedition to the North Pole, will be at the 
Bergan’s booth for arctic chats. Beer and … drum roll, sled dogs, will round 
out the very cool viobe. We’ll be stopping in for a selfie with the dogs.

• The two words to know at Buff Headwear’s booth: Espresso machine. 

• Who doesn’t love free, high-quality socks. Go to Farm to Feet’s booth and 
take a picture with their life-size packaging for a comped pair. All Farm to 
Feet packaging features photos of individual workers who had a hand in 
the company’s Made in the U.S.A. production.

• Happy Hour, say no more. National Geographic celebrity, OK we’re sold. 
On Thursday from 4:30-6:30 p.m, the Adventure Travel Trade Association 
and ExOfficio host a happy hour with Andrew Evans, National Geograph-
ic’s Digital Nomad. Have a drink, see ExOfficio’s new urban travel line and 
learn how the ATTA facilitates networking among outdoor and adventure-
focused gear and apparel brands, retailers, media, travel providers, desti-
nation representatives and more.

• If you’re one of the diehards, still around come Sunday, you deserve a $500 
Amazon Gift Card. WindWarrior will be giving one away at 3 p.m. All you 
have to do is stop by and enter the drawing. Then you can finally sleep. 

http://www.sportsonesource.com/news/weekly/sgbweekly/reader/sgbw_1122.asp
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Sales Reps, At Your Service: 
What it takes to be a 21st Century Rep

Relationships Still Drive Business Despite Tech Savvy Alternatives Challenging The Status Quo

By Thomas J. Ryan

Photo courtesy Dicks Sporting Goods

Photo courtesy Dicks Sporting Goods
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product in addition to the product features/
benefits and points of differentiation. The rep 
is positioning both the product and support 
elements to maximize the opportunity for both 
the retailer and brand.”

The Wild Card: Independent Reps 
Many large to mid-sized vendors still count 
on independent reps for their expertise and 
knowledge in the local marketplace. Smaller 
and upstart brands can’t afford in-house reps 
and lean on reps’ local relationships to get in 
front of key buyers. While an in-house rep is 
solely dedicated to the brand, an independent 
rep is more of a variable cost if business turns 
south. Some also feel commission-driven reps 
pack greater incentives to drive sales than an 
in-house one. 

But the reps’ capabilities have also greatly 
expanded over the years with an enhanced 
focus on administration, analysis and overall 
account management.

Larry Hartford, president of The Hartford 
Sales Group, said that while product knowledge 
and service are still paramount, the way reps 
deliver those elements has evolved over the 
years.  

“In addition to working harder than ever 
to keep our remaining independents’ business 
healthy, we have instituted store visit and clinic 
programs to service national chain stores,” said 
Hartford. “We spend a lot more time studying 
sales reports, doing forecasts for our vendors, 
completing product info, templates, etc. We use 
a custom CRM program to stay on top of every 
deadline and detail.”

Andrew Shaw, owner and partner, Shaw & 
Heald Sales Agency, said that with the onset of 
technology, more products can be managed by 

having digital imagery available to inform and 
present opportunities to many customers at the 
push of a button. 

“With the addition of visual real-time 
inventory, digital assets and e-mail blasts, 
the job of a sales rep has become more office-
intense than ever before,” said Shaw. “It has also 
demanded more store visits, product clinics, 
promotions and trade shows.”

IT Skills Take Lead
With the increased cost of travel over the years 
and fewer retailers to sell to, the rep world has 
consolidated itself to some degree. Many reps 
have partnered with each other or formed 
agencies for not only back-office support but to 
sell multiple lines. Selling a few lines is efficient 
for the smaller retailer with a buyer overseeing 
multiple categories. Collaborating also helps 
rep groups meet the increasingly technological 
demands of the administrative parts of the job, 
especially with the larger accounts. 

Andrews said his agency has multiple reps 
handling different aspects of the sales process 
with one account, whether sales presentations, 
order management, clinics, sales analysis 
or problem solving. A full-time operations 
manager with high-level IT capabilities helps 
figure out and manage the multiple software 
platforms used by different manufacturers and 
retailers.

“This has taken a ton of time and overhead 
to accomplish,” added Andrews. “It’s difficult 
to imagine being successful in large businesses 
without this level of concentration and 
competency on the software systems being used 
by the various parties. It puts us in a position 
to really help the buyers and merchants we deal 
with at these big accounts.”

For decades, the worth of the sales rep was 
said to be only as good as the relationships 

they formed in the marketplace. Now, those 
relationships are more important than ever with 
the job evolving to focus more on relationship 
management.

Technology has made the sales rep’s job easier 
in many ways and more complicated in others. 
The ease of checking prices and inventory on 
the Internet as well as online ordering has roiled 
the rep role in recent years; however, continued 
consolidation that’s been going on for decades is 
also reshaping the role. Many reps have joined 
vendors to become full-time sales associates.

“Most large brands now have in-house reps,” 
said Chuck Overman, president of Overman & 
Associates. “When I started traveling in 1982, 
I estimate 80 percent of the sales reps were 
independent. I would not be surprised if that 
number is less than 30 percent now.”

A New Job Description
On the selling side, fewer stores and team 
dealers in each market also impacts a rep’s 
coverage potential. “If there are less stores out 
there, there’s less income to spread among reps 
in the area,” noted Stan Ross, a co-principal at 
Far West Associates.

Ken Schappert, president of Dynamic 
Sports Marketing, remarked that as recent as 
the nineties, he might have serviced 10 to 15 
accounts in an area such as Fort Lauderdale. 
Now, he makes only a few stops with accounts 
closing or merging. A vendor may also decide 
to dedicate his orders to one door in an area to 
gain larger space. “You’re seeing a lot less reps 
on the road than what you saw at one time,” 
Schappert said.

While a wide majority of a vendor’s business 
now tends to go to larger retail accounts, the rep 
still has to strongly service the smaller accounts 
since they’re often critical in supporting the 
image of a brand.

“Our vendors demand that we pay attention 
to specialty even though the revenue stream 
is not as strong as it once was,” said Scott 
Andrews, president, Stoner-Andrews. “To a 
point, for many reps, the specialty obligation is 
subsidized by larger account sales.”

Finally, some reps feel even the traditional job 
of bringing new items to retailers’ attention has 
changed. Said Mike Matranga, a co-principal of 
Far West, “With the amount of media that’s out 
there of all sorts, retailers are most interested 
in how the brand intends to support the new 

Chuck Overman, President, Overman & Associates

Ken Schappert, President, Dynamic Sports Marketing

http://www.sportsonesource.com/news/weekly/sgbweekly/reader/sgbw_1122.asp
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Hartford stressed that reps have to understand 
how online sales operate and the toolbox 
associated with e-commerce, such as MAP policies 
and electronic assets. They also need to be ready 
to work with brick-and-mortar stores to help them 
manage these newer competitive pressures.

“It’s more competitive than ever for brick-
and-mortar stores,” remarked Hartford. “They 
must be on their ‘A game’ every day, and rely 
on sales reps who take the time to understand 

their business and market so they can deliver the 
product and service their stores need to compete 
and deliver an amazing shopping experience.”

The arrival of e-mail, texting, as well as 
sophisticated software, has greatly expanded 
reps capabilities. Daily access to real-time 
sell-through from accounts has bolstered the 
analysis reps can act on and provide.

But it’s also created a greater urgency around 
expectations. Said Mike Doyle, managing 
partner at DoyleGroup, “The timeline when it’s 
acceptable to get back to customers seems to 
shorten and shorten.”

The Threat of Losing Touch
Far West’s Matranga believes increasingly 
digital communications creates efficiencies and 
inefficiencies. With the amount of information 
being passed via e-mail, it is important for 
the rep to be able to efficiently manage and 
address the requests that are “actionable” versus 
“informational.” He said this communication 
could also lead to a loss of personal interaction if 
the rep is not diligent in maintaining the critical 
personal interaction. 

Don Leonard, president, Crown Sport  
Sales, which focuses on the team channel, 
noted that coaches used to order just a set of 
uniforms in school colors every year. Now, 
they want to see multiple color graphics 
for uniforms and then make sure that the  
graphics match after the order arrives. Schools 
are also checking the Internet for pricing 
yet still want the service levels a local team  
dealer provides, he noted.

Photo courtesy MC Sports

Scott Andrews, President, Stoner-Andrews Larry Hartford, President, The Hartford Sales Group

http://www.sportsonesource.com/news/weekly/sgbweekly/reader/sgbw_1122.asp
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With access to real-time inventory, stores and 
dealers also have less patience for out-of-stocks. 
Said Doyle, “Customers basically expect on-
demand inventory.”

Schappert marvels at how it’s “not as easy 
to get business done even though you feel it 
should be” with the technological advances. 
For example, reps can now create customized 
catalogs tailored to different retail accounts to 
expedite the decision process for store buyers.

On the other hand, accounts can quickly 
research the Internet to see where a brand is 
selling and its price levels, consequently adding 
hesitation to closing an order. Said Schappert, 
“there are times you may not get an order 
because someone doesn't feel comfortable if 
they bring it in that a manufacturer isn’t holding 
price on the MAP on the web.”

More MAP Violations 
Pricing is one issue where reps often get stuck 
between the vendors they work for and the 
retailers they service. With the ease of an Internet 
search, whether MAP policies on a brand are 
being violated has become a more frequent and 
sour conversation between reps and retailers.

Far West’s Ross noted while MAP violations 
are more legal in nature, stores often count on 
the rep they see regularly to gain some clarity on 
MAP policies. Said Ross, “The MAPs tend to be 
a little confusing.”

“The other part of that is that the MAP 
policy can define that competitive balance of all 
classes of trade,” added Ross. “So it is our role 
to make sure that our brick-and-mortar and our 
independents continue to have a competitive 
playing field so they can succeed, along with the 
online players. We work with the manufacturers 
to manage that balance.”

Quickly Cooling Inventory
The other issue challenging the rep’s middleman 
role is ownership of inventory. A newer 
phenomenon is fewer pre-bookings in the sale 
process in recent years especially with smaller 
accounts. Schappert said that traditionally, a rep 
would meet a retailer or dealer at a trade show 
and offer some discount to pre-book and, "you'd 
pretty much be done with them for six months." 
Now, reps have to return several times a season 
to refill orders.

"They'll take one or maybe two deliveries and 
then they chase," said Schappert. "And that's a 
big change and a lot of it is because items don't 
stay as hot as long as they once did."

http://www.sportsonesource.com/news/weekly/sgbweekly/reader/sgbw_1122.asp
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Overman said less pre-books could create 
item shortages since inventory levels are tied to 
preseason orders. He added, "It's more work for 
everyone."

On the plus side for retailers and dealers, 
inventory risks are reduced in case unseasonal 
weather, fashion shifts and other factors 
arrive. Retailers can also take advantage of 
opportunistic buys.

"I think dealers are adjusting," said Andrews. 
"There is actually more full-price opportunity if 
you play your cards right with inventory. It's also 
worth noting that specialty retailers can often be 
in a better position than mass merchants who 
dump inventory based on a historical model."

In the team channel, BSN, Lids and Eastbay 
are all aggressively expanding across the country 
and putting pressure on local dealers. Leonard 
also said many manufacturers are going directly 
to colleges and signing them up with product 
and money. Overall, he stated that the “culture 
right now in the team business is changing” as 
he’s finding schools increasingly looking for an 
extra incentive to close a deal. 

“My take on that is: ‘What used to be bribery 
is now marketing,’” said Leonard. “Schools are 
spending public money and individuals are 
benefiting personally. Sometimes we are not 
able to sell on the merits of the products but on 
what amount of extra ‘free’ goods are we going 
to provide.”

The Next Big Wave
Andrews sees vendor-owned, managed 
inventory as the next big wave. The prospect 
would likely break new ground in margin 
structure and transaction efficiencies but also 

seems more favorable for the online consumer 
less another blow to brick-end-mortar.

“Retailers will always have the opportunity 
to craft new and improved stories in either 
environment, but the cost/risk profile of brick-
and-mortar is pretty scary at the moment,” said 
Andrews. “Sales reps must be well educated on 
the entire process and be ready to navigate the 
changing landscape. We can still add enormous 
value, but we have to work with an acute sense of 
the dynamics at hand.” 

As for the future, Shaw said that while the rep 
role has undergone significant changes over the 
last few decades, much more could be coming 
with the retail landscape quickly transforming 
with Amazon driving e-commerce and the push 
towards same-day delivery. 

“I do believe it will continue to evolve into 
a business-management role servicing the 
retailers in many different ways, from systems 
management and instruction, marketing support, 
product knowledge, sales and promotional 
events,” said Shaw.

Balancing the Personal with the Technical 
Andrews believes getting started in the 
business is becoming much more difficult with 
increasing demands, including not only sales, 
education, consumer events and forecasting, 
but understanding brick-and-mortar versus 
online, MAP policies and advanced software. He 
believes the lone rep selling one or two product 
lines would likely face only more pressures 
down the road.

“It’s certainly not an easy way to make a 
living,” said Andrews. “The 30-day non-binding 

contract that is used throughout the industry 
provides so little protection for any hard work 
you put forth. As companies grow, management 
changes are inevitable on the vendor side. There 
is very little loyalty or regard for history.”

Doyle wonders if the rep business will 
naturally become less relationship-oriented with 
younger generations used to communicating 
through e-mail and other digital forms. 
Still, Doyle finds he has better luck securing 
appointments by making a phone call and he 
believes many dealers strongly value the face-to-
face presentations.

“They need to be aware of what programs 
and new items are there, but they feel a time 
crunch too,” said Doyle. “So if you can present 
your programs and detail your products 
and companies in an efficient, informed and 
disciplined way, they’re very appreciative.”

Leonard believes that adaptability will be 
critical with the fast-paced changes. He also 
believes that while some dealers may prefer 
ordering online, many count on the local rep’s 
commitment to service.

“Many of my dealers still want to be called 
on,” said Leonard. “They want us to go with 
them on sales calls, handle problems, visit with 
them and their coaches. Maybe it's just me, but I 
still think there is value in the sales agent and the 
things we bring to the table.”

“We must become more tech savvy as well, 
while continuing to do the basic blocking and 
tackling - product knowledge and service - that 
got us here,” added Hartford. “I see a lot more 
sales reports, forecasting and planning on the 
horizon. The sporting goods industry is growing 
up. Not a bad thing, right?”

Michael Doyle, Managing Partner, Doyle Group

Andrew Shaw, Owner and Partner, 
Shaw & Heald Sales Agency Don Leonard, Crown Sports Sales

http://www.sportsonesource.com/news/weekly/sgbweekly/reader/sgbw_1122.asp
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WARM WEATHER BE DAMNED

By David Clucas and Ryan Sullivan

Warmer-than-normal weather put a dent in 
outdoor sales for fall and early winter 2015 at 
retail - largely due to a drop in outerwear sales 
- but a curious bright spot came in footwear, 
specifically fashion and casual winter boots.

For the trailing 52 weeks through November 
2015, the fashion/casual winter boot category was 
up 24.3 percent in units and 13.2 percent in dollars 
across the outdoor, sporting goods, chain and 
Internet channels, according to SportScanInfo (SSI 
Data), helping boost the overall footwear category 
up 5.85 percent in units and up 5 percent in dollars.

The uptick even continued through what was 
a very warm November, with monthly sales 
of fashion/casual winter boots up 7.5 percent 
in units and 3.2 percent in dollars across all 
channels, compared to November 2014. At 
specialty outdoor, in particular, the category was 
a big winner during the month, with fashion/
casual winter boots up a whopping 43 percent in 
units and 47 percent in dollars.

Backing up those figures, many retailers SGB 
talked to at the Grassroots Outdoor Alliance show 
in early November and interviews conducted 
following the Black Friday weekend in late 
November, pointed to winter boots as top sellers.

Meanwhile, overall apparel sales fell 1.74 
percent in units (-0.87 in dollars) for the trailing 

52 weeks through November 2015, including a 
5.3 percent drop in units (-5.5 in dollars) during 
that warm November. Outdoor equipment sales 
for the same 52 weeks fell 2.8 percent in units 
(gaining less than a percent in dollars), including 
a 7.7 percent decline in units (up 2 percent in 
dollars) for the month of November.

So what’s been so special about fashion/
casual winter boot category preforming so well 
without the cold whether, unlike its apparel and 
equipment brethren?

Retailers and analysts say the answer is two-
fold, and starts earlier in 2015 on the tail end of 
last winter, which was unseasonably cold. That 
drove up demand for winter boots, including 
the casual/fashion category, and depleted 
inventories. By the end of the season, consumers 
had a tough time finding what they wanted.

As with many fashion trends, low supply 
and high demand can fuel the fire. By this 
early fall and winter, consumers weren’t 
waiting for the cold weather, they were buying 
winter boots. 

Secondly, as the outdoor industry delves 
deeper into the fashion world, it’s finding stylish 
seasonal product slightly less dependent on the 
outdoor thermometer, as consumers want to 
dress in a winter style, even if the cold and snowy 

weather isn’t quite there. Indeed, while fashion/
casual winter boots rose 7.5 percent in units  
(3.2 percent in dollars) through that warm  
November, technical winter pac boot sales, 
which follow the actual weather more closely, fell  
11 percent in units (6.1 percent in dollars), 
across all channels, according to SSI Data. The 
story at specialty outdoor, however, is a little 
more encouraging, with perhaps a more core 
shopper opting to hit those fashion notes with 
technical winter boots - sales of which rose 36 
percent in units and 27 percent in dollars for 
November 2015.

What brands are benefiting from the surge? 
At specialty outdoor, SSI Data shows Sorel, Ugg, 
Bogs and Timberland taking the most market 
share in the fashion/casual winter boot category 
with The North Face, Merrell and Keen winning 
on the technical side.  Across all channels, 
Timberland, Sorel, Ugg and Bearpaw are the 
market share winners in the fashion/casual 
winter boots. 

There is a flip-side to this coin, however. 
Fashion is fickle. And while winter boots are 
hot and in style now, the trends from Madison 
Avenue can shift a lot faster than what retailers 
are used to when dealing with core outdoor 
product.

Finally, if the winter weather stays warm 
throughout the entire 2015-16 season, it may 
push the needle to win over any fashion trend.

SSI DATA

Winter Boot Sales Thrive On Current Fashion Trends

http://www.sportsonesource.com/news/weekly/sgbweekly/reader/sgbw_1122.asp
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CHAOS HATS 
CREATIVE DIRECTOR 
CYNTHIA SURETTE 
LEADS THE FABRIC 

ART MOVEMENT

One part Picasso and another part mad scientist, 
Cynthia Surette uses her design expertise to give con-
sumers across the world a hat that makes a statement. 

By Jahla Seppanen

With extensive fiber knowl-
edge, thorough design experience, 
world-wide souring contacts and 
a 2010 Hat Life “Hattie” Award 
for the environment and snow in-
dustry category, Surette has been 
a perfect storm for the apparel, 
outerwear and knitwear categories 
for the past 25 years – 19 of which 
have been spent with the abstract-
thinking Chaos. And not only 
does Surette head design for the 
Chaos brand here in the U.S., but 
for a reach of other brands that the 
Chaos team designs for around the 
world. This means multiple visions 
and a number of customer bases 
with varying cultural notes inform-
ing what’s in and what’s out. 

“What is popular in Montreal 
may differ from San Diego or Japan 
or Europe,” Surette said to SGB. 
“But because we design and pro-
duce for many brands worldwide, 
we are able to analyze successes and 
failures in a more comprehensive, 
insulated way. That’s probably why 
our catalogues are so big.”

But just how big does a design 
have to be to satisfy a candy shop of 
tastes? Surette gave SGB a glimpse 

into the mind of an international 
design honcho, and the unique way 
Chaos turns big ideas to the perfect 
accessory. 

First Things First, Why Hats? I 
have always loved accessories be-
cause accessories are always ahead 
of the trend curve. The beauty of 
accessories is that they are relative-
ly inexpensive. Not everyone can 
replace their entire wardrobe every 
season, but they can easily update 
their entire look with the right hat 
or scarf or pair of gloves. Given my 
experience and high energy, the 
leap into accessories was a natural 
one for me. When the opportunity 
to work for a company with global 
interests presented itself to me, I 
jumped at the chance.

While Designing, What Do You 
See The End-User Doing? Our 
customer is active, whether in an 
urban or alpine setting. And they’re 
style conscious. Believe it or not, 
just as many Montrealers ride their 
bikes through snowstorms down-
town as those hitting the slopes for 
fun. If you’re going to spend time 

outside and want to look great do-
ing it, Chaos is it. 

How Do You Anticipate What 
Consumers Will Want To Wear? 
Beauty is in the details. A while 
ago, I walked into the showroom 
to meet some customers and they 
were surprised to see me wearing 
a few pieces from our newest col-
lection. I wondered, ‘Why would 
anyone create products they didn’t 
want to wear?’ Our whole Montreal 
team wears hats. It’s part of our cor-
porate culture. Besides, we’re Cana-
dian. It gets cold here. Very cold. I 
think we’re just conditioned to 

make the most of our climate and 
understand cold weather and what 
we, as active consumers, require of 
cold-weather products. 

What About Consumers From 
Across The World Where Chaos 
Exports Some Of Its Designs? 
Chaos brand, but we also design 
for other brands around the world. 
That means our Montreal team has 
access to a tremendous amount of 
information. Most companies can 
only evaluate the performance of 
their own brands, which provides a 
limited view of a very large market. 
And the fact that Chaos is a global 

DESIGNER PROFILE

“I take photos 
everywhere I go. 

Sometimes, I’ll see 
unique stonework 
somewhere and 
think to myself, 

‘I wonder if I can 
knit that.’”
– Cynthia Surette

http://www.sportsonesource.com/news/weekly/sgbweekly/reader/sgbw_1122.asp
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brand requires that we create an as-
sortment of product with relevance 
in all of our markets.

We Checked Out The 2016 Chaos 
Line And The Designs Are Really 
Out-There. Do You See Hats As A 
Form Of Fabric Art? We take in-
spiration from many places. Since 
we have our own knitting facility 
in Montreal, we are uniquely po-
sitioned to experiment with knit-
ting structures. I take photos ev-
erywhere I go. Sometimes, I’ll see 
unique stonework somewhere and 
think to myself, ‘I wonder if I can 
knit that. Then, I’ll run into the 
factory and ask one of our techni-
cians to duplicate the structure. It’s 
hit and miss, of course, but we have 
fun trying.

So Designers Are A Mix Of Mad 
Scientist And Pablo Picasso? Our 
designers can drive our knit techni-
cians crazy, but they appreciate our 
enthusiasm and respect for their 
expertise. When they are able to 
execute an idea that everyone said 
was impossible, they can’t help be-
ing excited too. For example, we 
recently acquired some new knit-
ting machine capable of very in-
tricate graphic work. We call them 
‘Magic Machines,’ because the de-
gree of detail they can achieve is, 
well, “magic.” We can take almost 
any piece of art and translate it 
with greater accuracy that we ever 
have before. Dream it and we can 
knit it. This technology is still in 
its infancy and can only get better. 
You will begin to see some of these 
statement pieces, or “hat art,” on 
the market this fall/winter.

Where Does Performance Fit 
With Style? Performance comes 

in the fabric. We import our fab-
rics and yarns from all over the 
world. Many of the luxury yarns 
used in our Lux collection come 
from Italy. Consumers are more 
socially and environmentally aware 
than ever before, therefore, all of 
our wools are traceable and all our 
manufacturing partners must op-
erate within the strict parameters 
we demand. Everything is about 
transparency nowadays. We also 
have a technical division called 
CTR (Chaos Thermal Regulation). 
Given our cold weather experience, 
we needed to address gaps we per-
ceived in the outdoor performance/
technical market. CTR has been 
hugely successful towards this goal.

Will Chaos Branch Out To Gloves, 
Underwear, Apparel, Etc.? It’s pos-
sible one day, but for now, our focus 
is on accessories.

THREE 
NEW YEAR DESIGN 

PREDICTIONS 
FROM THE  

CHAOS LABS

1.Bold Blocking: Color blocking 
gets creative on outerwear

2.Bright Accents in Ski: Neons 
bring excitement to neutral and 
monochromatic looks

3.Urban Graphics: Moving in a 
young, streetwise direction, bold 
and digital-inspired cues  are jux-
taposed with rough urban stitch 
textures for a tactile approach to 
casual layering

START SEEING CLEARLY

SHARPEN YOUR PERSPECTIVE

SSI VantagePoint is the only weekly retail point-of-sale reporting platform 
exclusively for the active outdoor lifestyle industry that swiftly delivers critical 

trends and detailed business data to brands and retailers. 

Powered by

SSIVantagePoint.com  I  ssidata@sportsonesource.com I 303.997.7302

“We can take almost any piece of art 
and translate it with greater accuracy

that we ever have before. Dream it and 
we can knit it.”

– Cynthia Surette

http://www.sportsonesource.com/news/weekly/sgbweekly/reader/sgbw_1122.asp
http://www.ssivantagepoint.com


Army Leather Abisko

Sustaining tradition.

The all new Army Leather Abisko is made with the same materials as Hestra’s first glove designed for 
lumberjacks in 1936: leather and wool. A goatskin leather palm, outseam construction, and a wool lining 
offer warmth, breathability, and durability. We don’t mess with the classics.
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New Exhibitor Corner
Don’t Miss These OR Freshmen 

In Salt Lake City
By Courtney Holden

VENDOR FOCUS

Dish and Duer promise their jeans will not only move
with the body but they’ll retain that classic denim look.17   SGBWeekly.com  |  JANUARY 4, 2016
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Armed With Stretch And Style, Dish And Duer Caters To The Urban Commuter
Dish and Duer believes jeans serve a dual purpose: They should look good, 
but they should also perform. “Our mission is to help people live fluidly,” 
said Founder Gary Lenett. “People don't need to worry about things that 
aren’t important like changing their clothes all the time. When you get off 
your bicycle, we want you to walk into the boardroom or a nice dinner 
with your wife and not feel like you have to change your pants.”

Three years ago however, Lenett had had it with the denim industry. 
Although he’d worked alongside such jean-industry giants as Levi’s, 
Wrangler and Guess for decades, the cyclic nature of fashion had become 
stale. That was when a longtime friend and supplier stepped in, asking what 
it would take for him to hop back in the saddle one more time. “I said first 
of all, I’m not interested in strictly fashion. I also need the performance,” 
Lenett said. “Essentially this whole thing was about me getting some pants 
I could wear to work when I ride my bike.” At that, Dish and Duer - a 
brand that caters to a market of bike commuters, lunch-break climbers 
and mid-day yoga class attendees - was born.

While other lifestyle brands similarly offer pants that stretch, literally, 
to meet the wearer’s needs, Dish and Duer promise their jeans will not 
only move with the body but they’ll retain that classic denim look. The 
trick isn’t necessarily a specific material; it’s putting materials into the right 
balance. “Too much poly into our denim and it won’t look like a jean, but 
too little in it, and it won’t hold its shape,” Lenett said. “There’s no secret to 
the actual fibers. It’s about getting just the right combination of fibers and 
just the right blend.”

Their newest blend, deemed Nature2X (short for Nature to Extreme), 
has a board-room-ready exterior that hides the comfort of a favorite sweat 
pant. A mix of Tencel, polyester, cotton and spandex fibers, the pant absorbs 
sweat, kills bacteria, dries quickly and remains soft and comfortable 
regardless of the activity. Bonus features like reflective branding, larger 
pockets and a built-in seat gusset cater to the urban bike commuter.

“When you get off your 
bicycle, we want you to 

walk into the boardroom or 
a nice dinner with your wife 
and not feel like you have 

to change your pants.”

- Gary Lenett, Founder, 
Dish and Duer

Photos courtesy Dish and Duer
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Avatech Puts New Spin On Safe Backcountry Travel
Avatech attacks backcountry safety in a manner different from the rest. 
Where others help unlucky skiers and riders survive once they’re in an 
avalanche, Avatech focuses on keeping people out of avalanches in the 
first place. “Over the past decade there have been incredible innovations 
in what is mostly the morbid side of our winter sports, technology that 
potentially makes you feel safer, but what might in actuality increase 
risk behavior. Avatech focuses solely on proactive solutions that will 
help mountain communities stay safer and hopefully be more inviting to 
enjoy,” said brand President Thomas Laakso.

While Laasko is clear that Avatech’s devices can’t prevent or 
predict avalanches, the tools are changing the game when it comes to 
understanding the snow and knowing what is and isn’t safe to shred. 
Much of that understanding comes through revolutionary data-collection 
devices that gather thousands of data points in a single probe strike. That 
information can then be shared with the rest of the mountain community 
via the Avanet platform. In the past, both tools were reserved for guides 
and forecasters, but this year the brand brings innovative consumer-facing 
models to market. “These are solutions that help assist your own risk 
management decisions, as well as enabling the power of interconnectivity 
and helping others at the same time,” he said.

Notably, the products are not for novice backcountry travelers. “We 
definitely are targeting the advanced consumer,” Laasko said. “You need 
to know what you’re looking at. You need to have an Avy 1 class and 
understand what [the snow] is doing and not doing.

Photos courtesy Avatech

Avatech’s tools are 
changing the game when it 
comes to understanding the 
snow and knowing what is 

and isn’t safe to shred.
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Voormi Lives The Rugged Lifestyle It Aims To Outfit
Headquartered more than 7,000 feet above sea level in Colorado’s San Juan 
Mountains, Voormi understands the apparel needs of rugged-living men 
and women. “If you’re a mountain professional, you need stuff that lasts a 
very long time and performs to the highest technical level possible,” said 
Timm Smith, chief marketing officer. 

Their material of choice: U.S.-raised wool. The brand uses its 
trademarked Rocky Mountain Highcountry Merino as the starting point 
for each of its baselayers, tech tees, hoodies and jackets. Then, depending 
on the garment, a series of treatments (nylon may be woven in, a DWR-
coating may be added) are applied to further augment performance. “We 
want to be known as delivering professional-grade apparel built from a 
foundation of natural fibers,” Smith said.

Voormi believes that top-tier apparel should be sourced and sewn on 
U.S. soil. Bringing a “microbrew approach” to apparel, the company sets 
up small sewing factories (typically around 10 people per factory) in 
mountain towns as a way to diversify the job offerings and invest in the 
community. “It gives people something to do in mountain communities 
besides work at the restaurant. It gives people a sense of community and a 
reason to stay,” Smith said.

Of course the tactic is beneficial to the brand as well. Small-batch, local 
production makes Voormi nimble enough to quickly supply demand, 
add a new style or tweak a fabric. “We can turn and crank so much faster 
than anybody who’s producing in Asia because we’re not on long, seasonal 
development cycles,” Smith said. “We don't order by the container-load.”

Look for Voormi with their small-batch brethren in Outdoor Retailer’s 
Venture Out section.

Photos courtesy Voormi

Voormi sets up small sewing 
factories (typically around 
10 people per factory) in 

mountain towns as a way to 
diversify the job offerings and 

invest in the community.
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4FRNT Skis Reshapes The Freeride Skiing Category
4FRNT Skis understands what freeride skiers want in their planks - and not 
just because they occasionally check in with their sponsored athletes. At 
4FRNT, the Founder, Marketing Manager, Team Manager and Production 
lead are themselves either current or former pro athletes. Also, under the 
rider-owned model, big-name freeriders are offered a piece of ownership 
in the company in exchange for their help designing a new shape of skis. 
“We want to always be recognized for utilizing our athletes in the truest 
form, and by doing so, be at the forefront of the emerging trends in skiing,” 
said Founder Matt Sterbenz.

The brand got its start in 2002 as the antithesis to the European ski 
racing brands then dominating the scene. No spandex jumpsuits or flat 
skis here. 4FRNT’s philosophy on ski making revolves around shape. 
“Every mountain has a bounty of enjoyment waiting for you, and what’s 
limiting your satisfaction and creativity in your environment is the shape 
of the ski you’re on,” Sterbenz said. “We want to approach the sport with a 
mindset of ‘shaping’ skiing.”

4FRNT’s on-site manufacturing facility allows them to develop the ski 
shape in-house, test it out in their local Wasatch Mountains, and then, 
depending on consumer demand, produce locally or send it overseas 
for replication. Of late, 4FRNT has focused on the backcountry market, 
working to develop skis that work just as hard on the uphill as they do on 
the down. “Our focus has been slowly but surely evolving to be less about 
the mechanical side of skiing and more into the purity of the human-
powered side. As our athletes have gotten older, we’ve begun developing 
new product lines that are more weight-conscious and versatile in terms of 

ski touring, while also offering what skiers have loved about our products’ 
downhill experience.”

So why come to Outdoor Retail and not the mega ski/ride Snowsports 
Industries America Show? 4FRNT is going after new customers, retailers 
who are open to carrying a smaller, independent ski manufacturer, not just 
the Rossignols and Heads of the world. “OR represents a broader scope of 
the retail opportunity and the emphasis we have as a brand is very much 
about the growth of the sport - and that’s freeride and freeride touring,” 
Sterbenz said. 

Head Ski builder, Thayne Rich
Photos courtesy 4FRNT

“The emphasis we have as a brand is very 
much about the growth of the sport - and 

that’s freeride and freeride touring.”

- Founder Matt Sterbenz
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TRADE ASSOCIATIONS 
BUYING GROUPS

Athletic Dealers of America
1395 Highland Avenue
Melbourne, FL 32935
t  321.254.0091
athleticdealersofamerica.com 

National Shooting Sports Foundation
Flintlock Ridge Office Center
11 Mile Hill Road
Newtown, CT 06470
t 203.426.1320  
nssf.org

National Sporting Goods Association
1601 Feehanville Drive I Suite 300
Mount Prospect, IL 60056
t  847.296.6742
nsga.org

Nation’s Best Sports
4216 Hahn Blvd.
Ft. Worth, TX 76117
t  817.788.0034
nbs.com

Outdoor Industry Association
4909 Pearl East Circle I Suite 300
Boulder, CO 80301
t  303.444.3353
outdoorindustry.org

Sports & Fitness Industry Association
8505 Fenton Street I Suite 211
Silver Spring, MD 20910
t  301.495.6321
sfia.org

Snow Sports Industries America
8377-B Greensboro Drive
McLean, VA 22102
t  703.556.9020
snowsports.org

Snowsports Merchandising Corp.
235 Cadwell Drive
Springfield, MA 01104
t 413.739.7331
Snowsportsmerchandising.com

Sports, Inc.
333 2nd Avenue North
Lewistown, MT 59457
t  406.538.3496
sportsinc.com

Sports Specialists Ltd.
590 Fishers Station Drive I Suite 110
Victor, NY 14564
t  585.742.1010
sportsspecialistsltd.com

Tennis Industry Association
1 Corpus Christi Place I Suite 117
Hilton Head Island,  SC 29928
t 843.686.3036
tennisindustry.org

Worldwide 
8211 South 194th
Kent, WA 98032
t 253.872.8746
wdi-wdi.com

JANUARY 2016
4-6 ASI Orlando 
 Orlando, FL
5-7 Archery Trade Association Show 
 Louisville, KY
6   Outdoor Retailer Winter Market  

Demo Day, Salt Lake City, UT
6-9 CES Show
 Las Vegas, NV
7-10  Outdoor Retailer Winter Market 

Salt Lake City, UT 
11-13 MRA January Novi Market 
 Novi, MI
12-15 NBS Winter Show 
 Ft. Worth, TX
14-16 Surf Expo 
 Orlando, FL
17-20 NRF Retail Big Show 
 New York, NY
19-22 SHOT Show 
 Las Vegas, NV
22-24 Imprinted Sportswear 
 Long Beach, CA
24-26  Sports Licensing & Tailgate Show 

Las Vegas, NV
27-29  PGA Merchandise Show 

Orlando, FL
28-31  The SIA Snow Show  

Denver, CO

FEBRUARY 
1-2  SIA On-Snow Demo 
 Denver, CO
1-2 SIA Nordic Demo 
 Denver, CO
2-4 FFANY
 New York, NY
2-4 Worldwide Spring Show
 Reno, NV
8-10 EORA SE February Show
 Greenville, SC
16-17 MWSRA New Model Demo
 Afton Alps-Hastings, MN  
17-20 Sports Inc. Outdoor Show
 Phoenix, AZ
18-22 NBS Semi-Annual Market
 Fort Worth, TX

MARCH
8-9 SFIA National Health Through Fitness Day
 Washington, D.C.
17-19 Imprinted Sportswear Show (ISS)
 Atlantic City, NJ

APRIL
1-2 SFIA Litigation & Risk Management Summit
 New Orleans, LA
19-21 Imprinted Sportswear Show (ISS)
 Nashville, TN

MAY
22-25  NSGA Management Conference and Team
 Hilton Head Island, SC
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