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MARKET NEWS

A new four-minute film is the story about rising ultrarunning star Rob 
Krar, while simultaneously highlighting the Grand Canyon watershed and 
the importance of its protection. 

Titled Chasing the Distance, the short was premiered by Tandem Stills 
and Motion, Inc., one of the world’s prominent image providers represent-
ing more than 1,000 photographers worldwide. 

Krar’s recent success has come about within the past three years. He 
began ultrarunning in 2012, earning the fastest known times for single and 
double crossings of the Grand Canyon. Other wins include the prestigious 
Western States 100 and Leadville 100 races – which stand as two of the 
most important events in the sport. 

Created in conjuncture with the Sierra Club, its a personal look into the 
lives of Krar and Christina Bauer, his wife and running partner, and the 
couple's deep connection to the land within the proposed Greater Grand 
Canyon Heritage National Monument in Arizona.

Chasing the Distance details how a proposed Greater Grand Canyon 
Heritage National Monument would conserve nearly two million acres 
surrounding Grand Canyon National Park, protecting the landscape that 
harbors sacred cultural sites and natural treasures. Watch the movie and 
check out the petition urging the U.S. government to protect the Grand 
Canyon watershed as a national monument here.

SHORT FILM 
HIGHLIGHTS ULTRARUNNING STAR 

AND GRAND CANYON CONSERVATION

CLICK TO PLAY

FEETURES! 
SUPPORTS ‘KIDS RUN 

THE NATION’ PROGRAM

Feetures!, a leader in the perfor-
mance running sock category, an-
nounced its partnership with the 
Road Runners Club of America’s 
Kids Run the Nation youth running 
program. Based in Conover and 
Charlotte, NC, Feetures! is a fam-
ily run business focused on offering 
products “designed to help athletes 
achieve their personal best.”

The official youth running pro-
gram of the Road Runners Club 
of America (RRCA), Kids Run the 
Nation offers tools and resources 
for organizing youth running pro-
grams in schools, after-school pro-
grams, community centers, home-
less shelters, and other local venues. 
Founded in 1958, RRCA is the larg-
est national association of running 
organizations dedicated to growing 
the sport. RRCA champions the 
development of community-based 
running clubs and events that serve 
runners of all ages and abilities in 
pursuit of health and competition. 
The Kids Run the Nation program 
is a “gender inclusive, multi-week, 
turnkey, youth running program” 
designed to meet the physical ac-
tivity goals outlined by the United 
States Department of Agriculture 
(USADA) for children in kinder-
garten through sixth grade. 

“The missions of Feetures! and 
Kids Run the Nation are closely 
aligned in working to encourage 

healthy lifestyles through physi-
cal activity,” said Joe Gaither, Fee-
tures! director of marketing. “We’re 
thrilled to provide the Kids Run the 
Nation Fund with this opportunity 
to reach more children and foster 
the next generation of runners.”

As top pledge supporter for 2016, 
Feetures! will directly contribute 
funds to Kids Run the Nation’s 
Fund, a grant-making effort that 
supports local and regional youth 
running programs across the U.S.

In 2007, the RRCA developed the 
Kids Run the Nation Fund to assist 
organizations in implementing and 
enhancing new or currently estab-
lished programs. Feetures’ support 
of the Kids Run the Nation Fund 
will increase the RRCA’s grant giv-
ing ability by 50 percent for 2016, 
allowing for grants to be awarded 
to an additional 10-to-15 deserving 
youth running programs.

“It’s inspiring to see a run spe-
cialty brand like Feetures! contrib-
uting to the future of the sport in 
such a meaningful way,” said Erica 
Gminski, RRCA youth programs 
coordinator. “By increasing our 
grant making abilities by 50 per-
cent in 2016, Feetures! will help the 
Kids Run the Nation program get 
closer to achieving our vision of 
a locally managed youth running 
program in every grade school in 
the U.S.”Photos courtesy Ian Shive | TandemStock.com
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Nautilus, Inc.’s Schwinn Airdyne AD Pro bike was the title sponsor of the 
not-for-profit 2016 CrossFit Fort Vancouver (CFV) Championship held 
January 9-10, 2016. The CFV Championship is a pairs competition for the 
Pacific Northwest and Western Canada’s most elite CrossFit athletes.

During the two-day event, hosted by the local CFV gym, 16 male pairs 
and 16 female pairs competed in a variety of physical tests, including 
workouts on the Schwinn Airdyne bike. 

“Our main goal for this not-for-profit event is to give the athletes and 
spectators the best experience possible,” said Adam Neiffer, owner of CFV. 
“Through the generous support of our local partner Nautilus, Inc., we’ve 
sweetened the deal for the athletes with a total payout of $40,000 in cash 
and prizes.”

This particular CrossFit competition sat close to the company’s heart, as 
Nautilus is headquartered in Vancouver. 

Other sponsors of the annual event included Reebok and Kill Cliff.

NAUTILUS INC.
SPONSORS 2016 

CROSSFIT CHAMPIONSHIP

Superfeet will launch several new 
products at ORWM this week for 
Spring 2016. Branching out from 
insoles, Superfeet will introduce 
the Outside Flip Flop with the same 
support and comfort their insoles 
are known for. Arch support, a cush-
ioned heel cup, and well-fitted straps 
make the Outside a travel-friendly, 
all-summer, good looking shoe. For 
the customer who has never worn 

insoles and may be scared away by 
the rigid shape and strength of some 
orthotics - which typically take a 
short break-in period - Superfeet 
introduces FLEX, a series of insoles 
that are ready to go right out of the 
box with a user-friendly price point 
of $30. Three levels of arch support 
(high, medium, and low) easily slip 
into any athletic shoes to increase 
support and comfort.

Superfeet Outside Superfeet Flex

SUPERFEET 
REFRESHES AT ORWM

Photos courtesy Cheryl Boatman
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Based on the success from Summer OR, Ruff-
wear, Best Friends Animal Society and its part-
ner organization Rescue Rovers will once again 
be bringing adventure-loving dogs looking for 
their forever homes to the halls of Winter OR. 
This summer nearly every dog that came to the 
show was adopted.

“People expect us to have dogs at the booth 
and they’re always a draw. But we had no idea 
how receptive show attendees would be to 
adopting these dogs. Rescue Rovers did a great 

job bringing dogs to Summer OR that would 
pair well with our active, outdoor crowd. I think 
the first application came in just hours after the 
dogs arrived and by the end of the first day, near-
ly all dogs present had applications pending, it 
was amazing,” said Greg Freyberg, Ruffwear’s 
brand manager. “We’re looking forward to con-
necting more RAD dogs with their forever com-
panions at the Winter Show. 

Thursday, Friday and Saturday from 11 a.m. 
to 4 p.m., available, RAD-qualified dogs from  

RUFFWEAR DOG ADOPTION 
RETURNS TO ORWM

Photos courtesy Ruffwear

Rescue Rovers were walking the show floor with 
“Adopt Me” signs and applications. Ruffwear will 
cover the cost of adoption, travel fees home from 
SLC to the nearest major airport, and will provide 
a Welcome Home package for the dogs. 

In May 2015, Ruffwear initiated a two-year, 
$50,000 partnership with Best Friends Animal 
Society. Through financial, in-kind product sup-
port and the Ruff Adventure Dog Adoption Pro-
gram, the two organizations have been working 
together to match adventurous, outdoor-loving 
dogs with adventurous, outdoor-loving people, 
essentially, Ruffwear’s customers. Since the RAD 
Adoption Program went live, twelve dogs have 
found their forever homes. Ruffwear has cov-
ered the cost of adoption fees and airfare, as well 
as provided new collars and leashes for the dogs 
to go home with. 

“Best Friends found a true partner in Ruff-
wear,” said Lisa Giradot, development manager, 
In-Kind Partnerships for Best Friends Animal 
Society. “Whether it’s promoting and fund-
ing adoptions through the Ruff Adventure Dog 
Adoption Program, or creating gear that keeps 
active dogs safe and engaged with their owners in 
the great outdoors, Ruffwear's passion for making 
the lives of all dogs better is their driving force.”

Ruffwear is committed to enhancing the 
lives of all dogs and their human companions 
through relationships with Best Friends Animal 
Society and The Conservation Alliance.

By protecting wild places for their habitat and 
recreation values through membership in The 
Conservation Alliance, Ruffwear also works to 
ensure there are plenty of wild, open spaces for 
dogs and their humans to enjoy together.
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Recent sightings confirm isolated bands of humans still surviving winter 
conditions with little or no ice and snow traction. Clearly an endangered 
species. At Yaktrax, we’ve evolved a range of dependable ice traction tools  
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#ConquerWinter
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Strava, today’s preeminent social 
network for athletes, released 2015 
Strava End of Year Insights, a new 
comprehensive report showing the 
landscape of U.S. cycling and run-
ning last year.

Data showed that globally, 5.3 
activities were uploaded to Strava 
every second in 2015. Riders in the 
U.S. logged 26,320,103 individual 
rides throughout the year, logging 
539,112,239 miles along the way. 
Runners in the U.S. contributed 
14,403,670 runs and 71,944,680 
million miles to the global figures. 
Strava put together some never-be-
fore-seen insights for the U.S. along 
with a global view.

"This latest release of Strava's 
data demonstrates the great depth 
of insight which is available when 
collating the activities of the world's 
cyclists and runners,” said Andrew 
Vontz, Strava brand manager. "The 
Strava story offers us an unprece-
dented opportunity to analyze and 
interpret a broad spectrum of data, 
helping to understand behavior 
and habits of athletes in the U.S.; as 
well as providing real-world feed-
back on how people utilize their 
local roads for both exercising and 
commuting."

The report includes total figures, 
average distances, most active days, 
and commute-specific insights, as 
well as state-by-state comparisons 
for runners and cyclists. The data 
will be useful to brands, city plan-
ners and other stakeholders.

Globally, Strava athletes upload-
ed a staggering 5.3 activities every 
second. Over 26 million rides were 
uploaded in the U.S. Over 14 mil-

lion runs were uploaded in the U.S. 
Average speed for U.S. male cyclist 
is 14.6 mph; female U.S. cyclist is 
12.7 mph. The average cycling com-
muter distance in U.S. is 10.5 miles.

A total of 71,944,680 miles were 
run in the U.S. Average pace for the 
U.S. male runner is 9:03/mile; fe-
male runner is 10:21/mile.

Global Cycling
Across Strava’s global platform, cy-
clists shared a total of 115,788,472 
rides in 2015, accruing a total 
of 2,591,134,087 miles - almost 
enough for a one-way trip to Nep-
tune. Strava’s cyclists together accu-
mulated 133 billion vertical feet in 
elevation gain. Sunday, June 7 was 
the most popular day for cycling.

U.S. Cycling
Cycling uploads on Strava continue 
to grow and grow as riders in the 
U.S. logged 26,320,103 individual 
rides throughout the year, logging 
539,112,239 miles along the way. 
Saturday, July 11 proved to be the 
year’s most popular day for a ride. 
From the hills of Vermont to the 
high Rockies of Colorado, riders 
in the U.S. climbed an astonishing 
25.6 billion vertical feet.

For average distance, men re-
corded 23 miles for each ride, while 
women averaged 20 miles. The 
average ride time was yet another 
significant difference, as the men’s 
1:54:00 put them in the saddle 
for longer than the women, who 
registered 1:38:00 in comparison. 
Women recorded an average speed 
of 12.7 mph for an individual ride, 
with men registering 14.6 mph.

Not known as a traditional cy-
cling state, Louisiana emerged as 
surprisingly the fastest state, with an 
average speed of 15.2 mph, joined 
by flatland Florida atop the ranking 
for longest average ride with 24.2 
miles. Also surprisingly, Vermont 
topped Colorado and California 
as the biggest climbers, with 1,460  
vertical feet gained per ride.

Strava also revealed that Califor-
nia was the most active state in the 
U.S., with 7,172,721 rides logged, a 
considerable margin of difference 
over its nearest rival, Colorado, 
where they totaled 1,465,414. Sau-
salito, California, was home to the 
most popular segment in the U.S. 
in 2015, with 15,327 attempts on 
the “7-11 Bump.”

Bike Commuting
For many Strava members, com-
muting is a large part of their daily 
routine, with an average of 95,878 
rides recorded as commutes to and 
from work every week. A pacey 
average of 15.0 mph ensured rid-
ers made it in on time, tackling an 
average 10.5 miles door-to-door. 
Winter was an unappealing affair 
for many, axing commuter activity 
by 63.3 percent as people returned 
to more comfortable methods of 
transport.

Global Running
Runners around the world clocked 
up 52,006,574 runs on Strava in 
2015, recording the equivalent 
of 275,648 marathons along the 
way, as they reached an impres-
sive running total of 271,413,904 
miles. Unlike Strava cyclists, who 

chose early summer to reach their 
peak activity, the runners looked 
to the tail end of the season in 
order to stretch their legs and 
marked Sunday, September 13 
as the most active day for a run. 
Global elevation gain was one of 
the most astounding statistics for 
Strava runners, reaching the diz-
zying heights of 12.5 billion verti-
cal feet in total.

U.S. Running
The U.S. contributed 14,403,670 
runs and 71,944,680 million miles 
to the global figures. Men record-
ed an average pace of 9:03/mile for 
their average running distance of 
5.1 miles, totaling an average time 
of 22:40:00 per athlete. Women 
recorded a pace of 10:21 over their 
4.4-mile runs, averaging 16:41:00 
over the course of the year.

Similar to cycling, California 
was the most active run state, log-
ging 3,490,235 activities in 2015, 
well ahead of runner-up Texas, 
which took home top honors for 
longest average moving time, at 
1:38:00. In the year-long competi-
tion for the nation’s fastest state, 
Massachusetts, home of the Boston 
Marathon, came out on top, with 
an average pace of 8:56/mile, one 
second faster than Washington, 
D.C.

The remote reaches of Montana 
provided the hilliest terrain, aver-
aging 403 vertical feet of elevation 
gain per run, beating out its neigh-
bor to the south, Wyoming, by 10 
feet. On the flip side, Louisiana av-
eraged just 26 vertical feet per run, 
for flattest in the country.

2015 STRAVA INSIGHTS 
DETAIL U.S. CYCLING AND 

RUNNING LANDSCAPE

Photo courtesy Strava
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INDUSTRY EVENT

37 NEW SPORTS AND FITNESS GADGETS 
THAT CAUGHT OUR EYES AT CES 2016

From Smart Sports Bras To Trackable Basketballs And Boosted Fit Bands, The Industry 
Is Gaining Share At The Global Consumer Electronics Show In Las Vegas.

By David Clucas and Jahla Seppanen

In the same way that athleisure is hot in fashion, so is the sports and fitness 
craze in electronics. Consumers want to look and feel fit with the data to 
prove it.

The boom in wearables and fitness trackers as hot sellers this holiday 
season carried into the annual CES International show in Las Vegas this 
week, with plenty of traffic and buzz at the event’s Sports Tech, Fitness and 
Technology and Health and Wellness marketplaces. 

The biggest trend — trackers are moving well beyond just watches, into 
run footwear, sports bras and basketballs.

Here are 37 sports and fitness products that caught our eyes, which ac-
tive lifestyle retailers should check out for the New Year:

1. Fitbit unveiled its mid-range tracker, 
Blaze, with heartrate and smart watch func-
tions. Set to release in March 2016 for $200. 
The company also plans to sell new frames 
and bands made from stainless steel and 
leather. 

2. Under Armour put fitness tracking all-in-
one with its HealthBox. Scale, chest strap, 
wearable band tracking sleep and steps en-
compass the $400 price tag. However, you 
can also purchase each item separately. Also 
premiered by Under Armour is a chip-em-
bedded shoe that tracks steps, and a smart 

headphone measuring heart rate via the ear. 

3. Scales aren’t quite outdated, despite the wearable boom. Polar added a 
smart scale to its activity tracker line called, the Balance. The scale syncs 
with any of the brand’s wearable bands and via the Polar Flow app (if you 
aren’t a wearable kinda guy or gal). Target weight goals send information to 
the app or band to tailor feedback and fitness habits to reach the number. 
$100 (app is free). Garmin, Fitbit and Withings also offer scale products. 

4. Basketball equipment sup-
plier Spalding gained a pres-
ence at the show, announcing 
a multi-year partnership with 
ShotTracker. The team’s first 
product is a system of sensors 
(in the ball, off the court and 
on players’ shoes) that will 
provide real-time basketball performance stats from multiple-players. Set 
for a summer 2016 commercial debut, the software generates a real-time 

shot chart for each player and automatically tracks other metrics such as 
possession, passes, assists and turnovers.

5. San Fran’s OMsignal hopes the smart watch doesn’t get all the play in 
the sports and fitness tracking category. Its OMsmartbra, $150, measures 
heart rate and steps biometrics like any other tracker. It’s touted as the first 
smart bra and preorders are being accepted now. 

6. Attempting to gamify fitness with a pocket-sized workout coach, Tao con-
nects with a free app, bringing desk-jockeys a way to maintain fitness. Al-
though no substitute for a good, hard sweat session, Tao uses small isometric 
exercises (using your own body) connected to racing games on the app, so 
the chair becomes a mini-gym. Wide distribution began January 2016.

7. Vert, official wearable tech for USA Vollyball, is 
all about quantifiable jump data managing load, 
averaging height and preventing injury in real 
time. Premiering at CES 2016, the Vert 2 inte-
grates the waistband monitor with Zensah’s com-
pression apparel.

8. AfterShokz bone conduction headphones ac-
cepted a CES 2016 
Innovation Award in the Headphone Cat-
egory for its Trekz Titanium. Wireless and 
built for runners and cyclist, the Titanium 
was brought to market following a 60-day 
Indiegogo campaign raising $654,916. Pre-
order at $129. 

9. iFit boosts the virtual reality of indoor running with a new treadmill 
that has a curved OLED screen. Linked up with Google Maps, the tread-
mill will simulate the sensation of running using the visual map data. 

10. Kuaiwear releases Kuai headphones that incorporate the perks of a 
heart monitor, sports watch and customized trainer by using biometric 
data validated by Duke University. Choosing from run, cycle, swim and 
marathon training plans, pro athletes voice coach users through the se-
lected program, as vitals are monitored. 

11. Half a decade in the making, Levl made its debut at CES 2016 with 
a breath sensor that detects when your body is burning fat for energy (a 
state called ketosis). This process yields acetone molecules in our breath. 
A sensor then analyzes and computes the concentration of acetone into 
real-time fat burn data. 

http://www.sportsonesource.com/news/weekly/sgbweekly/reader/sgbw_1122.asp
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12. Misfit’s jewelry-looking bracelet tracker, 
the Ray, is a fashionista’s take on the techy 
smart watch. The activity tracker is sleek and 
metallic, measuring steps, distance, calories 
burned and sleep. Although faceless, tapping 
the metal tube sensors an LED indicator of 
how close you are to an activity goal. Misfit 
was acquired by Fossil at the end of 2015. The 

rubber sports band runs $100 and the leather band $120. 

13. Some may look at a watch or band as another piece 
of gear to remember for the gym. LifeFuels brought daily 
nutrition improvement to an accessory you already use 
religiously: the water bottle. The Smart Nutrition Bottle 
links with the LifeFuels app to dispense vitamin and nu-
tritional FuelPods at the optimal time during training, 
correlating intake to performance and suggesting fuel 
and hydration boosts. 

14. In its first use its Mio Personal Activity Intelligence tracking, Mio 
Global premiered the Slice band, $100, that scores your heart rate in-
tensity. This is great for those who doubt the results given by a treadmill 
post-workout. Designed to show just how hard you’ve exerted yourself, 
algorithms base on the HUNT study will tell the wearer if their PAI score 
is above 100 (according to the company, keeping above this number could 
add a decade to your life). 

15. For more strength and CrossFit-oriented 
workouts, the Gymwatch Sensor aims to more 
precisely measure the full range of motion and 
strength expended while strapped to the user’s 
arm or leg muscles. A companion app offers 
real-time feedback, which is now compatible 
with the Apple Watch. 

13. Desk treadmills have been around but now comes China’s Loctek Vi-
sual Technology Corp. making moves into the home office with a Desk 
Exercise Bike. A tabletop design supports a laptop or tablet, which is re-
movable and can fit most Loctek bike models. 

17. The MyKronoz ZePhone isn’t 
a smart watch or a phone, but 
both. The boxy watch has com-
plete access to Google Play, built-
in heart monitor for real time 
rates and a Goals app for step 

counting and other fit stats. It’s built in GPS, Wi-Fi and voice control are 
perks, but the design sets the ZePhone apart because it’s huge compared to 
other smart watches and bands. 

18. Who can deliver the most accurate 
heart-rate data is rising as a key differen-
tiator point in the over-crowded wearable 
market. Cloudtag promises clinical-grade 
ECG readings to better assess heart rate and 

energy expenditure by giving the option to move the wearable from the 
wrist to the chest for more accurate data.  

19. Also departing from popular wrist placement, MyZone makes its sec-
ond appearance at CES with its wireless chest strap, $150. 

20. Sensoria isn’t finished infusing apparel with smarts. The company ex-
pands its collection of smart upper body garments for running with mens 
shorts and long sleeve shirt and women’s medium support bra. Two new 
metrics — foot impact and average stride —were added to its Smart Run-
ning System within the connected garments. 

21. Smart bands aren’t just for people. Animals get a collar-attached monitor, 
the Canhe-Fit, that measures health vitals on your phone via the CanheFit app, 
tracking food intake, exercise and energy based on breed and age specifics. 

22. Twelve sensors measuring electrical currents in the muscles, connected 
to your phone for muscle to fat ratio make up the tech behind Skulp Inc.’s 
Chisel, $100. Diverting focus to muscles the Chisel deems “need work” 
(metrics for 24 different muscles) meaning pinpointing how and what to 
train next. 

23. Vintage fat shakers have come a long way as SlenderTone debuts its 
Connected Abs smart toner, sending Electrical Muscle Stimulation (EMS) 
through a compression belt for the sake of tightening your midsection. 
Program customization means individualization per user, with an overall 
F.I.T. score processing every week. 

24. Unveiled at Interbike 2015, Kopin Corp. brought its Solos smart cy-
cling sunglasses to CES. A pupil display module (2mm and 4mm high) 
lends a data display where cyclists won’t have to take their eyes off the road 
or track. Think Google Glasses for riders. 

25. Joining the boxy revolution against tiny earbud headphones is Streamz 
new Chromecast smart headphones. Enabled with Wi-Fi, online music 
sans smartphone or Bluetooth is streamed through the wireless music 
player (Pandora, Spotify, iHeartRadio, and 150 Chromecast apps). Plan on 
seeing these come March.

26. Technogym competes in the treadmill space with a machine that judg-
es the speed of your run and tailors a personalized music soundtrack to 
match (rhythm to steps per minute). Although not a first to pair running 
pace to music, it’s the first time a treadmill will have the function built in. 

27. A wristwatch means more than just time nowadays, but while add-
ing the perks of an activity tracker, 3Plus’ new Time Smartwatch models 
stay true to the aesthetic of a classic timepiece. The 3Plus Lite, Swipe HR, 
Touch, and Time are all new to the CES floor, with techy calorie, step and 
sleep tracking in a lifestyle guise. 

28. Whole body vibration during exercises like squats, planks and lunges 
has been hovering in the fitness sphere for some time, in the form of bulky 
machines. Performance Health Systems reinvented the wheel, downsizing 
the machine into a Personal Power Plate you can transport, if needed. The 
compact design comes in at $1,995. 
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29. Wisewear fashions The Socialite Collection of luxury smart jewelry, 
moving with the curve as more fit wearables transition to the couture 
space. Phone connectivity for texts, emails and alerts combine with step 
tracking, cals burned and heart rate monitoring. And although the gold 
and palladium bands are waterproof, one look says they aren’t for heavy 
exercising. 

30. Wireless smart scale QardioBase by Quardio, Inc. was named a Fitness, 
Sports and Biotech category winner in the CES Innovation Awards. Bring-
ing more knowledge to what the number on the scale means, weight, BMI, 
muscle mass, fat percentages, along with water and bone composition are 
all measured, syncing to the Qardio app. 

31. French start-up, Emiota, creates a high-fashion smart belt, Belty Good 
Vibes, with companion app, to function as an accessory and as a wellness 
tracker. The belt encourages the wearer to increase their activity amount 
by tracking steps. 

32. Despite safety concerns, few run-
ners would ever want to give up their 
music during early-morning and 
evening runs, so MyGuard makes 
sure they can be seen with its Sport 
mobile-device armband, $50, illumi-
nated by bright red and green LEDs. 

The band also sports a 105-decible panic alarm, activated by pulling a pin.

33. For anglers, Deeper Fishfinder is a smart sonar that works in conjunc-
tion with your smartphone. It 
is designed to locate fish, get 
information about depth, water 
temperature, bottom contour 
and much more. Deeper oper-
ates in both fresh and salt water. 

34. Get ready for the ‘smart shoe,’ with numerous debuts in the category 
at CES 2016, including Footmoov that integrates motion and and pressure 
sensors inside stylish footwear for real-time analysis on a smart phone. 

35. Mettis Trainer offers runners a pair of universal fit insoles with an inte-
grated sensor and an interactive mobile app to deliver real-time feedback 
on cadence, heel/toe strike and more. 

36. SmartBalance Light from Smart2Move measures the weight reparti-
tion between the right foot and the left foot, and the position of the center 
of pressure between heel and toes for each foot. Synchronized with a smart 
phone camera, users from runners to golfers can analyze their motion and 
weight repartition in slow motion.

37. And Zhor Tech’s Digitsole unveiled a futuristic smart shoe, which can 
tighten fit and control the shoe temperature from a smartphone app. It’s 
just a prototype, so don’t bet on these beefy kicks setting style trends any-
time soon.
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Hats Go 
Classic Cool, 

Ditching 
Overzealous 

Flash 
As much fun as the glitz and tech of winter 
gear can be, let’s face it, hats don’t buy into 
the sparkle. These unsung heroes of winter 
take a noble step away from futuristic flash 
and go back to the basics. Fall/Winter 
2016/2017 options opt for relaxed styles 
and active/chill versatility, using a hybrid of 
traditional materials with smart weaves or 
cutting to do the job they were made to do…
and do it damn well. The effect: classic cool 
that doesn’t demand recognition.

By Jahla Seppanen

ACCESSORIES
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Hats Go 
Classic Cool, 

Ditching 
Overzealous 

Flash 

SKIDA SUMMIT KNIT
New to Skida’s USA Knits collection, The Summit Knit, $30, is woven with a ribbed 
100-percent acrylic fiber, in a style that mixes street with slope. Providing a snug fit, 
the Summit rocks a fold over band with one of three brand-inspired motifs: "YAY", 
"Skida” with pictured gondola or "Skida” with pictured trees. Plus, you can sport the knit 
knowing it was made right here in New Jersey. Available in black, red, saffron and royal 
blue, the Summit is a staple in the snowboarder uniform. 

HEADSWEATS ULTRA BAND
A new customizable UltraBand from Headsweats, $22, combines the headwear power 
of an all-in-one toque, neck warmer and headband. Made from Headsweats’ proprietary 
Eventure fabric (lightweight and quick drying), the UltraBand was designed for all-
season wear, as its transformer style can be worn differently for sun or snow. The initial 
prototype was tested in October 2015, when Headsweats and Skratchlabs made 10 
samples. Once prototype images went live of Ironman Ivan Gorman using the band 
at Kona Iron Man Championship, the public demanded them. One Instagram user @
chapla15I even remarked, “I’d trade my right nut for that lid.”

THE NORTH FACE MEN’S AND WOMEN’S CLASSIC WOOL BEANIE
Known for industry leading designs, The North Face has perhaps gone the most back-
to-basics with its 2016 Classic Wool Beanie, $50. A necessity in its Fall 2016 line, The 
North Face designed a Men’s specific cut and a Women’s specific cut. Both are a melding 
of 65-percent baby wool, 25-percent yak and 10-percent cashmere yarn, offered only 
in black and gray. The main difference is the woman’s slouched fit, but again we see the 
resurgence of the simple, classic, must-have beanie. 

DALE OF NORWAY LILLEHAMMER HAT
Dale of Norway has been creating sweaters with matching accessories for Olympic 
Games and World Championships since 1956. The company created the 2016 
Lillehammer sweater as the official sweater for the Youth Olympic Games, after looking 
back to its original Dale Olympic Lillehammer sweater from 1994. Now paired as a hat, 
$70, the upscale beanie is made from 100-percent skin soft, extra-fine Merino wool 
and is cut longer for a slightly slouched look that makes it wearable for both men and 
women. In classic Dale fashion, the Lillehammer Hat features a traditional Norwegian 
design pattern that screams winter. 

SUNDAY AFTERNOONS SHASTA TRAPPER
Fully updated while maintaining its retro legacy, Sunday Afternoons’ Shasta Trapper, 
$48, uses herringbone fabric and plush, ultra-warm fleece to insulate and resist against 
water. Boasting a UPF 50+ sun rating, the Trapper’s unisex heritage style means no loud 
neons or overly-futuristic patterns. It’s classic, warm and wearable season after season. 
Outside: wear the earflaps down, Elmer Fudd style. Inside or around the fire: flaps up. 

OUTDOOR RESEARCH MIKALA BEANIE
With more than 100 styles in their hat collections, SGB chose the Mikala Beanie, $26, 
because it’s sophisticated enough to accessorize with boots and base enough to add to a 
snowsuit. At a time of year when you really don’t want to end up outside without a cover 
for your dome, a versatile piece like the Mikala is light and simple, but always does the 
job. Skinny stripes add a feminine flair while the wear is slouched and relaxed. 

CRAGHOPPERS BROMPTON WAFFLE KNIT HAT
Yes, another beanie concept, but don’t be so quick to judge. This Craghoppers Knit Hat, 
$20, uses a deceptively advanced lightweight waffle weave that retains heat like no other 
on the market. The Brompton gets a small punch of heritage feel with its leather tag.

Skida Summit Knit

Headsweats Ultra Band

Dale of Norway 
Lillehammer Hat

Sunday Afternoons 
Shasta Trapper

Outdoor Research 
Mikala Beanie

Craghoppers Brompton  
Waffle Knit Hat
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Leather and Grip: 
Sexiest Gloves in Years
Winter warriors turn to gloves made from the most 
dependable materials. Why? Because gloves can make 
or break your season, or at least your day. Fall/Winter 
2016 offerings get down and dirty using different animal 
leathers, alpine and functional style cues, spidey-grip 
technologies and uber insulations.

By Jahla Seppanen

ACCESSORIES
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OUTDOOR RESEARCH PROJECT GLOVES
Outdoor Research will introduce new 3DFit technology, available in two new glove models: the ice climbing-focused Project Glove and the 
Shuksan Mitt. 3DFit will also revamp best sellers Lodestar Sensor Glove and Alti Glove, but the real buzz is around the new Project Gloves, $135. 
Designed for technical winter adventures, the Project Glove is constructed with three-dimensional pattering (versus traditional two-dimensional). 
Three-dimensions means the glove is modeled on how a hand is actually shaped, resulting in better fit and dexterity. Plus, its waterproof Gore-Tex 
Grip liner removes excess bulk. England’s own Pittards Oil Tac leather (originally created for football receiver gloves) dominates the grip game 
and gives Project Gloves great hold power. No-slip PrimaLoft Grip insulation rounds out the features of this Boreas. Also keep an eye out for 
Outdoor Research’s Capstone Heated Gloves - twice the heat of Lucent Heated Gloves and four times that of many competitors.  

HELLY HANSEN TAP HT TRIGGER 
A true hybrid classic, Helly Hansen’s Tap HT Trigger, $120, rocks a leather palm for durability and nylon backhand for enhanced function and 
breathability. Warming power comes from its PrimaLoft 113g insulation. But the real innovation comes in the nitty gritty…a premium water 
repellent goat skin leather coats the shell and palm, while Helly Tech Performance - a 2.5 ply sandwich system made up of an outer fabric, 
waterproof breathable barrier and abrasion resistant print that is either ceramic or carbon particle based – acts as the insert. The Tap HT Trigger 
is lined with anti-piling polyester micro fleece, and has a useful buff thumb nose/goggle wipe. Its fitted cuff is also made of leather and has an 
ergo leather pulltab. 
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HELLY HANSEN VOR GLOVE
New for Fall/Winter 2016/17 is the Helly Hansen Vor Glove, $95. The 
company made a conscious decision to go for the goat - leather that is 
- which gives their new offerings a unique edge. The Vor (and Tap HT 
Trigger) uses Grade A goat skin leather in a western rodeo styling that 
harkens to the classic work glove. This leather is water repellent and 
notoriously softer and more flexible than cowhide. Goatskin also tends to 
age well, compared to others, which means the gloves look better the more 
wear and tear they get. The lining is anti-piling polyester micro fleece and 
the glove closes off with a sock cuff and cinch strap. 

LEKI GRIFFIN PRO S SPEED SYSTEM GLOVE
Leki, famous for ski and hiking poles, brought all-day, every day gloves, 
The Griffin Pro S Gloves, $179, to the 2015/16 season, and updated 
it with new styling and fabric treatment for next year. Griffin Pro S 
Gloves were also revamped to be compatible with Leki’s next-season 
Trigger S Verticle grip system - an alpine-approved touring innovation 
for 2016/17. Centered around the Flexband, an elastic band enabling 
different grips without the need to click in, the Trigger S Verticle grip 
improves power transmission at the top of the ski pole for controlled 
touring and skinning. 

Outdoor Research Project Gloves Helly Hansen Vor Glove Leki Griffin Pro S Speed System Glove
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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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The updated Griffin Pro S gloves are still a first for the company, as 
the only non-race pair to feature the company’s Speed System Trigger 
connection. If you already know what that means, try to contain 
yourself. The system allows highly customizable grip and flexibility at the 
connection point. After all, it was made for pro skiers. A natural, close fit 
is courtesy of the full-leather Pro-Fit design, with EVA knuckle and finger 
pads for protection. Pre-curved fingers and nash silicone digital palm are 
huge advancements in the glove category, and yield exceptional dexterity 
when gripping poles. Hyperloft insulation with a waterproof breathable 
liner makes you forget about being below zero. Men’s and Women’s styles 
and sizing are available. 

SEIRUS SOLARSPHERE “BRINK” GLOVE
Seirus delved into new insulation for Winter 2016/17 landing an eco-
friendly approach they call SolarSphere. Powered by the sun, this insulation 
absorbs sunlight into the glove or mitt amplifying the temperature up to 
10 degrees. SolarSphere insulation converts the rays into warmth, which 
then transfers to the hand. The new-age insulation is also an animal-
friendly alternative to down, being made with lightweight, compressible 
(yet surprisingly durable) hollow filament balls that are stellar at retaining 
form. Serius’ new “Brink” Glove, $50, is the kingpin of its SolarSphere 
offerings, with 5g of this solar-heated insulation and 160g of HeatLock, 
which has become a claim-to-fame for the tactical glove makers. HeatLock 

Seirus SolarSphere “Brink” Glove Pow Alpha GTX Glove Pow HD Glove
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Gordini DT Leather Glove Gordini DT Leather Mitt

is for cloudy, white-out days, giving the wearer six hours of hot heat by 
touching the activation button (but remember to recharge the gloves 
before your next snow day). “Brink” will also come in a mitt style. 

POW ALPHA GTX GLOVE
A glove for Pow’s Cascade Series, the Alpha GTX, $160, is one of the 
brand’s many new offerings featuring outdoor herculean waterproof and 
breathable Gore-Tex. The aim of these gloves is to combine the most 
modernized material technology into one suave contender. The look is 
smooth yet intricate, with a shell made from Grade A goatskin leather 
(locally sourced for durability and break-in) and a palm of Pittards Oil 
Tac Dragon etched leather. Pittards Leather Company has been around 
since 1826, with its Oil Tac leather becoming a sought after component in 
the toughest outdoor gloves. Why? Oil Tac’s hairsheep hide is soft, supple 
and strong. Featured in the palm of the Alpha GTX, Oil Tac adds a stylish 

James Bond flair, as this leather was classically used in dress gloves. Backed 
by the Gore-Tex “Guaranteed to keep you dry promise” the Alpha GTX 
also has a waterproof Fly Vent zipper venting system, to use if the Merino 
wool lining works too well.  

POW HD GLOVE
The Pow Utility Outdoor Series for 2016/17 brings function-specific 
shells and high-tech liners to the men and women whose livelihood is the 
outdoors. Working outside in the snow isn’t easy, but you don’t have to 
play it cool while your hands freeze. The HD Glove, $60, is the work glove 
2.0, made with premium water repellent Grade A leather for both the shell 
and palm. Natural colors were inspired by snowboarder Manuel Diaz, who 
rides for Puro Snowboarding, Nike, Slash Snowboards and Monster, to 
name a few. While Diaz had a hand in influencing the natural colors (tan 
and black), the HD’s classic work glove look, wrist sinch and sock cuff are 
old school details that didn’t need changing. 

GORDINI DT LEATHER GLOVE & MITT
The DT Leather Glove and Mitt, $140, both have a full sheepskin leather 
outer shell. Sheepskin is currently the warmest yet lightest-weight leather 
in outdoor apparel today because the hide is tanned with its wool fleece still 
intact. Adding water repellency via a DownTek shield and DownTek 700 fill 
for insulation, Gordini has pulled from the best. In this design, sheepskin 
is strategically placed for protection and reinforcement, and DownTek (a 
repellent treatment) allows the fill to retail insulation and loft when wet. By 
creating surface tension on each cluster of down, moisture has no choice 
but to bead up and roll away from the fill. A durable woven nylon fills in the 
spaces on these heat-trapping champs.  
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Wintersport goggle brands are beginning 
to pull back from some of the category’s 

recent big trends - such as oversized lenses 
and integrated electronics - as consumers lean 
toward simpler models that bring performance 
they don’t have to think about on the slopes.

And competition will be tight as warmer 
winter weather is already putting a squeeze 
on retailers’ open-to-buy dollars with larger 
inventories building up and pricepoints 
dropping.

Oversized spherical lenses, while still popular, 
are reaching their peak, said Jon Raymer, category 
manager for goggles at Smith Optics. “The 
question is: ‘How big is too big?’” he said. “This is 
really becoming more of a fashion trend, because at 

a certain point the larger size doesn’t increase your 
field of view anymore, and in some cases, makes it 
impossible to wear a helmet properly.” Consumers 
are complaining that oversized goggles are too 
big for their faces, and brands are re-introducing 
smaller models and new tech that better adapts to 
face shapes.

Electronics in goggles - everything from live-
view GPS stats to integrated video cameras - 
were all the rage a few years ago, but that trend, 
too, is fading, brand officials said. Consumers 
are wary of spending big bucks on technology 
that quickly can become outdated. 

Plus, more often than not, they’re getting the 
same tech from their smartphones. “You’re able 
to do more with your phone and a 99-cent app 

than you can with a $500 goggle,” Raymer said. 
“There’s a renewed focus on what goggles are for.”

With those obstructions out of the way, goggle 
brands are focusing on technology advances in 
light management. There’s still demand for the 
ability to quickly and easily change out lenses 
based on light conditions, but also growing 
demand for photo-chromatic or transition 
lenses that alter the tint based on how bright or 
dim it is out there. With both systems, brands are 
also focusing on the clarity and color filtration of 
lenses to deliver the most natural, clear vision.

Other trends to look out for on the winter 
trade show floors: a focus on better ventilation 
- especially as more skiers are huffing and 
puffing it uphill on AT skis -and the use of more 

An Unobstructed View 

Goggle Brands Look To Cleaner, Simpler Designs That Still Up Performance

By David Clucas

OUTDOOR HARDGOODS

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


JANUARY 11, 2016  |  SGBWeekly.com     23

magnet technology for quick and secure lens 
interchangeability.

REVO
“There’s a huge emphasis on all the bells and 
whistles, but people just want something that 
works and they can wear all day,” said Cliff 
Robinson, co-president of Revo. The brand 
introduces its first goggle line with six styles, 
four front shapes and three lens types, each $229, 
including the Wordsmith and Echo. All lenses are 
photo-chromatic and notably only semi-polarized. 
The latter still cuts down on glare but doesn’t 
distort terrain or hinder the user’s ability to read 
an electronic screen, Robinson said. The three lens 
options, blue water, green water and solar orange, 

allow users some further dialing in beyond the 
photo-chromatic tech for bright-light days, low-
light days and universal lighting, respectively.   

SMITH OPTICS
Smith’s iconic, spherical-lens I/O Goggle - a pioneer 
in lens interchangeability eight years ago - gets a 
makeover for winter 2016/17 with a wider field-
of-view and a new frame that better flexes to fit a 
variety of faces. “By reducing material and creating 
flexible lattice architecture, the re-designed I/O 
frame acts like a suspension system that micro 
adjusts to unique facial structures,” officials said. 
Each goggle, $180, includes a bright-light and low-
light lens, and for $30 more comes with the brand’s 
ChromaPop technology that better filters light and 

color for more accurate vision. Smith also brings 
the Riot Goggle, $80 or $100 with ChromaPop, a 
women’s-specific, non-interchangeable cylindrical 
option that features much of the same tech above 
at a more affordable price.

  
DRAGON ALLIANCE
Frameless designs, which allow for easier 
lens change outs, continue to pick up steam 
after some initial hesitancy on the style front. 
Dragon Alliance brings its new X2S Goggle, 
$220, which is a smaller model from previous 
versions and features the brand’s new Apex 
color-tuning technology to optimize clarity. It’s 
an interchangeable lens with a sunny and low-
light lens options.

Revo Echo

Smith Optics I/O

Smith Optics Riot

Dragon Alliance X2S
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K2 SKIS
The new Scene and Scene Z goggles from 
K2 Skis feature smaller lenses designed to fit 
smaller faces. The narrower frame features a 
clean topline profile and removable outriggers 
that allow the goggles to integrate nicely with a 
helmet, or not. The Scene Z comes with “Lens 
by Zeiss” lenses and both models have K2’s 
EZ swap system employing a limited number 
of contact points between the frame and the 
spherical lens to maximize users’ field of view 
and make it easier to swap out the lenses.

UVEX
For rapid lens switches, Uvex debuts its Jakk 
TO (Take-Off) Goggle, $169, which have 
two different layers of lenses. Four miniature 
magnets fix an external dark, bright-light lens 
on top, which the user can quickly remove with 
just a tug to reveal a low-light lens below. Snap 
the dark lens back on when the sun returns 
-all without taking off gloves. Uvex also debuts 
the Big 40, a frameless, spherical design with 
transition (what the brand calls variomatic) 
technology, automatically switching tint within 
25 seconds of entering new lighting conditions.

NATIVE EYEWEAR
Native boasts a new anti-fog coating on its 
lenses that it says will “delay condensation 
building up on the lens for eight minutes versus 
the industry standard of 30 seconds.” Find it on 
Native’s entire line, including the large-fit, wide-
field-of-view, cylindrical-lens Treeline Goggle, 
$179. 

BLIZ ACTIVE
The new Bliz Flow, $125, was developed in 
conjunction with the Swedish Alpine Team and 
sports a Thin-Strip frame for a wide view on a 
cylindrical lens.

SALOMON 
The XT One Goggle, $160, from Salomon 
focuses on improving fit and widening the field 
of view with a soft frame that adjusts to face 
sizes. It also allows for lens changes.

BOLLE
Also focusing on fit, Bolle debuts the Tsar 
Goggle, which utilizes its B-Flex technology, a 
memory-shape material for precise fitting and 
cutting out air gaps the company is calling “the 
first universal fit technology for goggles.”

K2 Skis Scene Z

Uvex Jakk TO

Bliz Active Flow

Salomon XT One

Bolle Tsar

Jimmy Chin
Photo courtesy Revo
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SPORTS & FITNESS

Concussion Conscious

Media Attention On Head Injuries’ Lasting Effects Continues To Raise Safety 
Awareness In Wintersport Helmets

By David Clucas

Currently in wintersport helmets, everyone is talking NFL football … 
even our European friends. No, don’t expect to see Smith, K2 and POC 

Sports outfitting the Pittsburgh Steelers or Arizona Cardinals next year. 
Rather it’s the increased media attention on concussions that have brought 
the topic of head safety - no matter the sport - to top-of-mind for consumers. 
With increased scrutiny, studies are beginning to link these head injuries to 
longer-lasting mental and physical problems for aging athletes.

“Scientists, consumers and even governments are starting to pay a lot 
of attention, not only to single, high impacts, but also to repeated, low 
impacts [to the head] and their affect over time,” said Drew Chilson, head 

of product creation at Smith Optics. “Protecting from those injuries is 
coming much more to the spotlight.”

Wintersport helmet brands are responding.  And while they can’t legally 
market a helmet as “safer” than another, the goal is to make safer helmets, 
while maintaining a balance with performance

“We could design the ‘safest’ helmet in the world, but you would look 
like Spaceballs,” said Willie Ford, managing director of Poc Sports North 
America, referring to the 1980s Star Wars spoof where the villains wear 
oversized helmets. “We spend most of our time talking about how we can 
combine performance and protection.”
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The conversation between brands, retailers and consumers is going to 
become a lot more sophisticated, Ford said, especially over the repeated 
“little bumps” that people don’t normally think about. 

Chilson agreed, adding that helmets will get more sport-specific on the 
basis of what injuries are more prone in the activity including risks at high-
speed, low-speed, multi-impacts and rotational impacts.

“You actually wouldn’t want a helmet that addresses all four of these 
pillars equally because you would compromise the product,” he said.

Outside of protection, brands continue to work on making helmets 
lighter, more breathable and improving fit with accompanying goggles. 
Comfort and style are still priorities, even if they will likely take a backseat 
to safety next year.

POC SPORTS
Studies are beginning to show that repeated, smaller impacts to the head 
can be as long-term damaging as a single hard hit. That’s where Poc’s 
Expanded Polypropylene (EPP) protective layer can play a better role than 
standard EPS foam, Ford said. The technology debuted in 2007, but is 
being broadened into more new product this year. It has elastic properties 
that allows it to come back after dings and dents, versus EPS that can lose 
its protective loft with every little hit that gets past hard shell, Ford said.

SALOMON
Recognizing the growing touring and uphill market, Salomon has focused 
on lighter weight helmets with superior breathability for the sweat-
inducing workouts. With the new MTN Charge, $180, the brand targets 
free-ride skiers and snowboarders by beefing things up from last year’s 
MTN Lab Helmet. Maintaining the light 300-gram weight, the Charge is 
still comfortable and breathable enough to wear while touring, but now 
also burly enough to wear when shredding downhill.

K2
A new hybrid shell construction and improved goggle integration highlight 
K2 Skis’ new men’s Diversion and women’s Virtue helmets for 2016/17. The 
hybrid and in-mold materials inside and outside of the shell “give skiers added 
protection where they need it, while cutting weight in places they don’t,” 
officials said. Strategically placed ventilation on the front corners of the helmet 
help eliminate foggy goggleS and side strap catches keep the goggles in place 
whether down or up. Plus, a new chinstrap comeS with a lock buckle to keep 
it from sliding off the user’s chin. 

UVEX
Uvex shows off its Octo+ fitting technology in its Jakk+ Helmet, $220, 
which attaches itself firmly to the head of users and adapts the size 
automatically, like the arms of an octopus, for a comfortable and safe 
fit. Uvex also debuts its new P.8000 Tour Ski Mountaineering Helmet 
weighing in at 400 grams, including the Recco avalanche rescue system, 
a Boa fit system, a headlamp attachment.

SWEET PROTECTION
Today’s helmets have to adapt to a multitude of hits. Enter Sweet Protection’s 
Trooper, which utilizes the brand’s thermoplastic-laminated-carbon-fiber 
construction to make the shell hard enough to withstand severe stress, 
yet flexible enough for energy to be absorbed. The EPS padding is also 
constructed with “shields” of various densities to distribute the pressure 
and absorb energy efficiently. For the pros, check out The Rooster, which 
now features a mono shell exterior, those multi-density EPS shields and 
the ability to absorb impacts to less than 250 grams.

Salomon MTN Charge

K2 Diversion

K2 Virtue

Uvex Jakk+ Helmet

Sweet Protection Trooper

Sweet Protection The Rooster

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


28   SGBWeekly.com  |  JANUARY 11, 2016

C

M

Y

CM

MY

CY

CMY

K

rp.sgb.fp.january2016.pdf   1   12/15/15   7:42 AM

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


JANUARY 11, 2016  |  SGBWeekly.com     29

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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TOM FRITZ, 
VP OF MARKETING, MARMOT

I AM...SGB

Tom Fritz has worked for Dow Chemical, sell-
ing farm chemicals to retail farm dealers; Clo-

rox, managing such brands as Hidden Valley Ranch 
salad dressing and other new product initiatives; 
Spreckels Sugar Company as Director of Market-
ing; Nestle Beverage as Business Director, Nestea; 
Yes! Entertainment as EVP Marketing & Product 
Development (toys); and Marmot Mountain LLC 
as VP of Marketing since 1998, when annual rev-
enues were $35 million. During his tenure, Marmot 
opened five U.S. flagship stores, three partnership 
stores, and provided support for international re-
tail partner stores in Chile, Russia, Germany and 
Asia. He’s been married to wife Joan for 33 years. 
They have three boys, two of whom are firefight-
ers with economics degrees from UC Davis and 
one is a sophomore at University of Oregon. Fritz 
has coached youth baseball, basketball and soccer 
for 18 years - more than 65 teams. He’s a lifelong 
outdoorsman with a passion for mountain biking, 
road cycling, backpacking, kayaking, SUP, skiing 
and climbing.

What has it been like to be with a brand for so 
long during such a period of growth? While I’ve 
been with Marmot for 17 years the world, the com-
pany and the industry have changed massively in 
that time. Marmot was acquired in 2004 by K2 Inc., 
and then by Jarden in 2007. We went from being 
a small company that was employee and investor 
owned to a small part of a huge publicly held multi-
national corporation.  Everything changed as the 
Internet came along, then social media. Widely 

varying weather patterns over the last decade 
have made it a complex task to estimate consum-
er demand for outdoor clothing and equipment. 
Through all of this Marmot and I have evolved to 
be stronger, more dynamic and nimble.

What’s your advice to young people forging their 
own way in the outdoor industry?

1. Work harder than everyone else. Hard work 
is noticed and appreciated.
2. Work smarter every day. Learn from your 
mistakes and adapt.
3. You have a lot to offer but a lot more to learn. 
You need to earn respect every day.
4. Shut up and listen. Remember the saying, 
“Better to remain silent and be thought a fool 
than to speak and remove all doubt.”
5. Let people help you. It makes us feel good to 
bring people up through the ranks successfully

What has your experience as a coach brought 
to your professional life? Coaching youth base-
ball, basketball and soccer was invaluable in shap-
ing me as a person, manager and leader. While 
I coached 65 teams comprised 5-to-16-year-old 
boys (and occasional girls), my wife filmed every 
team’s season, and I edited a video that made ev-
ery team look like the best team ever and gave a 
copy to every player and parent. Understanding 
your audience and their motivation will help you 
help them achieve their goals. If you can achieve 
your goals by helping those who work for you to 
achieve theirs, that’s what success looks like. A 

strong leader can forge success from the weakest 
member of the team.

How important are the Marmot flagship stores 
and what is the future of Direct-to-Consumer? 
Marmot flagship stores and Marmot.com are both 
important components of Marmot’s DTC strategy. 
While we expect to continue to invest in providing 
the consumer with the full brand experience in our 
digital and physical stores, first and foremost our 
primary business remains wholesale. Our goal is to 
continue to provide the most innovative products to 
our wholesale customers, as well as the highest levels 
of service and support. We will continue to invest in 
our wholesale customer’s online and offline Marmot 
brand sell-through initiatives as well as our own 
global brand awareness  building initiatives. 

How do you find the inspiration to innovate? Con-
stant re-invention leads to continued inspiration. I 
continue to add new things to my repertoire as I age. 
Whether it’s learning new aspects of business or tak-
ing up slack lining or fending off road traffic in Santa 
Rosa while cycling to work, I enjoy changing things 
up to stay fresh. As far as Marmot goes, inspiration is 
rooted in the desire to engineer and build the high-
est performing products possible for all people to 
wear and use both outside and indoors, every day of 
the week. Marmot product innovations are all about 
improving the consumer experience, no matter 
what the conditions. We innovate by making things 
simpler, easier to use, higher performing, more eco-
friendly, and affordable.
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