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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  
to fit every survival strategy. Think of it as natural selection. YakTrax.com
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Up for Review
It’s not something many observers and commentators of retail markets would say, 

but I am seriously questioning the value of online consumer reviews, at least those 
of the anonymous variety. I know much has been made about the influence of online 
reviews on purchasing and how important it is for retailers and brands to manage 
the process, but in most cases, anonymous online reviews simply lack enough con-
text and creditability to hold value.

Think of some of the oldest forms of reviews: movie and book reviews. We’ve all been 
to movies or read books that were highly recommended by a friend or acquaintance but 
that left us rather flat. Most of us have narrowed down to a few select people or review-
ers in whom we are confident we can trust their literary or theatrical tastes.

 Likewise, check the reviews of any mid-tier hotel, and you’ll find some people 
who say it is “the best” and some who say it’s a flea bag. Upon visiting the hotel, you 
find it’s really neither, but simply adequate or typical of the chain. Part of the prob-
lem here is that most people are incited to write a review only when they are thrilled 
by a product or service or very dissatisfied, so the normalized middle ground is un-
derrepresented. There’s also the issue of the reviewer’s expectations.

Consider a recent study by RunRepeat.com, an online platform “where runners 
and experts review running shoes.” After surveying more than 134,000 reviews of 
391 running shoes from 24 brands, the folks at RunRepeat concluded that “expen-
sive running shoes are not better than more affordable ones,” mainly because “inex-
pensive running shoes are better rated than expensive ones.” According to study, the 
10 most expensive running shoes (average list price $181) were rated 8.1 percent 
worse than the 10 cheapest running shoes (average list $61). In fact, “The higher the 
list price, the lower ratings the running shoes get,” said RunRepeat.

An obvious counter to this conclusion is that expectations are higher when buy-
ing higher-priced items, so reviewers are more easily disappointed. RunRepeat 
briefly acknowledges this potential bias at the end of the study but quickly disre-
gards it. “If you spend more on a running shoe, you would logically expect to get a 
better product,” said the study.

What can’t be forgotten, however, are the low expectations of people who paid 
$60 for a pair of running shoes and are satisfied simply because the shoe didn’t 
cause massive blisters or fall apart after one month. There’s also the possibility that 
some reviewers didn’t see the value of higher-priced shoes because they weren’t seri-
ous enough runners to really require or appreciate the benefits built into a shoe that 
drove the higher cost. There’s likewise nothing in the study that correlates reviews to 
the experience level or running frequency of the reviewer. 

In other words, without the context of experience, expectation, eventual use, mo-
tivation, among other factors, a review tells us very little. And negative consequences 
can be greater for more-expensive, specialty brands. In the RunRepeat study, for 
instance, specialty brand Hoka One One scored among the worst, likely due to the 
brand having the highest average price. But when we turn to a survey of ultra-run-
ners who finished the most recent Western States 100-mile Endurance Race, whom 
we can assume are high-experience, high-frequency runners, Hoka was far and away 
the most popular brand for the second year in a row, both among all finishers (34.5 
percent) and sub-24-hour finishers (35.7 percent). So who should we trust more: the 
feet of elite runners or the opinions of anonymous posters?

One has to be suspicious of anything that counters the truism, “You get what you 
pay for.” And when it comes to recommendations, we suggest you point your custom-
ers to well-trained staff members rather than some anonymous online musings. 

–MV

InsideOutdoor  |    Fall 20156

mailto:martin@bekapublishing.com
mailto:outdoor@bekapublishing.com
mailto:ernest@bekapublishing.com
mailto:berge@bekapublishing.com
mailto:rene@bekapublishing.com
mailto:jen@bekapublishing.com
mailto:ryan@bekapublishing.com
mailto:beka@imillerpr.com
mailto:berge@bekapublishing.com
http://runrepeat.com/


Give them the power they need.

SOLAR POWERBANK

WATER RESISTANT, SHOCKPROOF, DUSTPROOF

THE ELEMENT

Products for your solar-powered life.

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

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

Charger/Powerbank Combos
(Hybrid to charge and store)

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

Solar Lanterns 
(Lights up to 8 colors)

http://www.dawanglobal.com/support


InsideOutdoor  |    Fall 20158

Numbers Worth Noting

Gear

Gorp

Gas

DataPoints

Direct Feed

www.insideoutdoor.com

      REP MOVES AND NEWS www.insideoutdoor.com

www.insideoutdoor.com

FloorSpace

Gear

Gorp

Gas

                                                                     REP MOVES AND NEWS

DirectFeed www.insideoutdoor.com

Data Points

BackOffice

FloorSpace

BackOffice

OutdoorTextile

GreenGlossary

RetailReport

OutdoorTextile

GreenGlossary

RetailReport

www.insideoutdoor.com

ProductsSection

www.insideoutdoor.com

ProductsSection

www.insideoutdoor.com

www.insideoutdoor.com

By Martin Vilaboy

On Elite Feet
If the Western States 100-Mile Endurance Run is 

any indication, Hoka One One is the preferred foot-
wear for ultrarunners. For the second year in a row, 
Hoka shoes were on more runners than any other 
brand in the survey, among both sub-24-hour finish-
ers and all finishers. Other strong showers include 
Altra and Brooks.

Park Records
Americans apparently are digging their outdoors more 

than ever. A record number of visitors enjoyed our national 
parks in 2014, with visitations growing 7% to 292.8 million 
after dipping to an eight-year low in 2013, according to Na-
tional Park Service figures. And we may be on the verge of 
another record in 2015. Through September of this year, NPS 
site visitation is up 3.62% to 247 million, on pace to beat last 
year’s record visitation level.
 
Total National Park Service Visitation, September and TYD
Total for Sept. 
2014 28,205,185 Total for YTD 

2014 238,393,499

Total for Sept. 
2015 30,018,651  Total for YTD 

2015 247,033,114

Difference 1,813,466  Difference 8,639,615

Percent 
Difference 6.43%  Percent 

Difference 3.62%

Source: NPS

Camping Pitch
Not only are more Americans visiting their national parks, 

but more are camping at park sites, as well. Through Sep-
tember, the number of tent campers staying on NPS lands 
jumped 11 percent year over year, up to nearly 3.2 million 
tent campers. Locations with the biggest gains in total num-
bers (not percentage) include many that would be expected, 
along with a few less expected locations.

Growth in Tent Camping at Select NPS Sites

Park
Sept. YTD 
2014

Sept. YTD 
2015

Difference

Yosemite NP 438,542 612,857 174,315

Joshua Tree NP 124,952 144,836 19,884

Lassen Volcanic NP 54,189 71,151 16,962

Great Smoky Mountains NP 129,441 144,584 15,143

Grand Canyon NP 72,000 86,984 14,984

Blue Ridge Pkwy 39,645 52,078 12,433

Rocky Mountain NP 108,210 119,850 11,640

Mount Rainier NP 58,089 67,470 9,381

Yellowstone NP 83,292 91,296 8,004

Mesa Verde NP 38,152 45,903 7,751

Source: NPS

36
Percentage of U.S. freshwater 
fishermen – about 7.7 million – who 
were born between 1977 and 1996 
and therefore could be categorized 
as Gen Y or Millennials, according to 
Hanson Dodge Creative. 
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SUP’s Middle Age
Stand-up paddlers are less likely to be more 

than 45 years old compared to other paddlesports 
participants, and they are more likely to be 
between the ages of 25 and 44. But SUP isn’t 
exactly introducing American youth below the 
age of 24 to water sports, as the percentage  
of SUPers under 24 is on par with kayaking, 
canoeing and rafting. 

Age Distribution of Major  
Paddlesports Participants

Age Kayaking Canoeing Rafting
Stand-up 
Paddling

45+ 28% 26% 31% 16%

25 to 44 37% 34% 34% 47%

18 to 24 16% 15% 12% 12%

13 to 17 10% 13% 12% 14%

6 to 12 9% 11% 11% 11%

Total 6 to 
24 35% 39% 35% 37%

Source: Coleman, The Outdoor Foundation

Rethinking Self-Service
Retailers can utilize technology to enhance the in-store experi-

ence in a couple of ways. One is to empower store employees to 
make them more productive, and the other is to empower cus-
tomers with self-service technologies. According to Retail Systems 
Research, leading retailers are choosing the former, and RSR’s 
“winners” are far more likely than “all others” to have increased 
payroll in their stores as a percentage of sales.

Retail Gets IoT
Even though it’s still a na-

scent category, and retail has 
a history of being slow tech 
adopters, retail executives 
surveyed by Retail Systems 
Research seem to have a fairly 
solid understanding of how 
important and impactful the 
Internet of Thing (IoT) will be 
to their businesses and the 
market in general. 
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Not at all
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8%

6%
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Age Breakdown of Providers in Sharing Economy

Shoe Brand - All Finishers

Shoe Brand - Sub 24 Hour Finish

Source: PricewaterhouseCoopers
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34.5%
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9.3%

16.5%

New
Balance

Nike

Salomon

8.3%

8.3%

11.1%

Montrail
12.5%

Source: AixPartners; US Census Bureau, Seasonally Adjusted Retail Sales (Excludes Motor Vehicles, 
Gas, Food Services & Drinking Places) 
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Find ways to make our employees
more productive

Add self-service customer-facing
technologies

The Internet of Things will drastically
change the way companies do business

in the next 3 years

The Internet of Things will have
a dramatic impact on consumer

products in the next 3 years

My company has no idea how the
Internet of Things will impact our
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Winners

Strongly Agree Agree Neutral Disagree Strongly Disagree

Others

42% 38% 16% 3% 2%

39% 41% 16% 4% 1%

13% 21% 22% 30% 14%

84
Percentage of outdoor-oriented holiday 
shoppers who said they “self-gifted” 
while holiday shopping last year, 
according to a survey by REI. 
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BECAUSE THE NEED FOR SPOTLESS PATIOS IS INTENSE, SO ARE WE.
Like your customers, 5-star rated 303 products are engineered to go to extraordinary measures to keep 
patios pristine through years of use—cushions to curtains, umbrellas to rugs, tables to hot tubs. No other 
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•  Restores lost water 
and stain repellency. 

•  Prevents water and 
oil-based stains.

•  Removes the most 
diffi cult of stains.

•  Works on all
water-safe surfaces.

•  Rinses residue free. 

•  Superior UV 
protection 
against fading, 
cracking and 
discoloration.

•  Restores color 
and luster.

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

Recommended by:
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The Eastern Outdoor Reps As-
sociation (EORA) recently announced 
reduced annual membership dues for the 
second consecutive year. At its annual 
board meeting in early October, EORA 
approved the continued reduction from 
$350 per year to $250 per year, which 
began in 2015. “By keeping member-
ship dues low, we are hoping to attract 
new individuals to the organization and 
grow our presence in the bike market,” 
said Debbie Motz, executive director 
of EORA. “We also wanted to ease the 
burden on reps paying dues to multiple 
rep groups. Our board members and our 
staff hear this concern a lot, so we want-
ed to do what we could to help make 
EORA as accessible as possible.”

Hillsound Equipment, a provider 
of winter and fishing traction equip-
ment and gaiters, announced a partner-
ship with In Outdoor Sales Group 
whereby In Outdoor will be represent-
ing the brand’s products in Washington, 
Oregon, Idaho, Montana and Alaska. In 

Outdoor is an independent sales rep 
agency also representing Salomon, 
Atomic, Evolv and Skratch Labs.

Upon the retirement of Tracy Ross 
with Northwest Reps, Smartwool 
announced that Waypoint Outdoor, a 
Seattle-based sales agency, will be tak-
ing over representation of the brand 
in the Pacific Northwest. With reps 
based in Oregon, Montana and Alaska, 
Waypoint was founded in 1997 by Jim 
Purdy and Ben Holding. The group 
also represents Suunto, Arc’teryx, Keen, 
Klean Kanteen and Vasque.

Smartwool also announced that 
Dane Howell has joined the com-
pany as vice president, North America 
Wholesale Sales and Marketing. Howell 
has a comprehensive background in 
sales strategy, e-commerce and in-store 
presence. Most recently, he was the 
commercial sales manager for Oakley’s 
tactical/outdoor division.

Toad&Co has appointed Baratti 
Marketing as its independent sales agen-

cy in the territory encompassing Arkansas, 
Louisiana, Texas and Oklahoma. Based 
in Spring, Texas, and founded by Clark 
Baratti, Baratti Marketing has serviced 
the South Central region since 1986.

Bridgedale Outdoor Ltd. of 
Northern Ireland has appointed Dedica-
tion Sports Group to handle sales in 
the Mid Atlantic region of the U.S. Dedi-
cation employees Andy Corell and Paul 
Wu will cover the territories of New York, 
Pennsylvania, New Jersey, Delaware, 
Washington DC, Maryland, Virginia and 
West Virginia. The new agents will cover 
the outdoor, ski, trail, lifestyle and sport 
sectors for Bridgedale.

Icebug USA has hired Stocking 
Mountain Trading Company, headed 
by J.J. Stocking, to manage sales in 
Colorado, Utah, Idaho, Montana, New 
Mexico, North Dakota and South Dako-
ta. Founded in 2007, Stocking Mountain 
Trading Company is based in South Jor-
dan, Utah, and also represents Dansko, 
Thorlos and Shock Doctor.
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Checkout, running, camping, footwear,  
fitness, injury prevention, sports bras, cycling, 
everywhere.

And customers ask for Body Glide by name. 

BodyGlide.com
YOU GOT THIS®

We Go
Everywhere.

PROTECTIVE
SKINCARE
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GSI Outdoors has signed a new 
distribution agreement with Lyon 
Equipment Ltd. in the U.K. Effective 
January 1, 2016, the new distribu-
tor will sell, market and support GSI 
Outdoors outdoor cookware, tableware 
and accessories products in England, 
Northern Ireland, Republic of Ireland, 
Scotland and Wales. Lyon Equipment 
Ltd currently represents more than 15 
brands of outdoor, climbing, mountain-
eering and caving products. GSI Out-
doors currently has agreements with 
other EU distributors in Belgium, Czech 
Republic, Estonia, Finland, France, Ger-
many, Hungary, Italy, Latvia, Lithuania, 
Luxembourg, Netherlands, Norway, 
Poland, Slovakia, Spain and Sweden.

Minuss33 announced the hiring 
of Alan and Sigrid Quinn of Q Sales 
Northwest as part of the Minus33 
team of sales representatives, effective 
immediately. Q Sales Northwest will be 
responsible for sales and service for the 
Northwest Territories including Wash-

ington, Oregon, Idaho and Montana. 
Alan and Sigrid join Minus33 after 
many successful years in the outdoor 
industry as retail store owners and 
manufacturers representatives. Prior to 
starting Q Sales Northwest, Alan and 
Sigrid were owners and operators of 
Sturtevants Sports in Bellevue, Wash. 
consisting of multiple stores selling ski, 
outdoor, footwear and lifestyle. In addi-
tion to Sturtevants, Alan and Sigrid also 
owned and operated Signal Women’s 
Sports in Portland, Ore. Q Sales North-
west also represents Aventura Women’s 
Apparel, Ecoths Men’s, Fig Women’s 
Clothing, Krimson Klover Knits, Nils Ski-
wear and Po Campo Bike Bags.

Grayl, a Seattle-based manufac-
turer of water filters and purifiers, re-
cently expanded its presence nationally 
through the hiring of external sales rep-
resentatives including Push Sales and 
Marketing, Four Horsemen Sales 
and Wittman Sports Group partner-
ing with Decker & Associates and 

Bill Wolfe. The agencies will be man-
aged by Shawn Penrod, who joined 
Grayl as sales director earlier this year. 

Push is managed by Danny Barone 
and Axel Geittmann, who collectively 
have more than 23 years serving the 
Rocky Mountain territory focused on 
the outdoor, bike, specialty retailer, box 
store and specialty run markets. Four 
Horsemen Sales, meanwhile, now repre-
sents Grayl in Utah, Wyoming, Montana 
and Idaho. With a strong reach in the 
snow sports and adventure communities, 
Four Horsemen Sales also represents 
Burton Snowboards, anon. optics, Ana-
log, XSories and Roark Revival. And 
Wittman Sports Group (North Carolina, 
South Carolina, Georgia, Tennesee), com-
bined with Decker & Associates (Virginia, 
D.C., Maryland) and Bill Wolfe (Florida), 
has a combined 50 years of experience 
in the action sports and outdoor. The 
team represents brands such as Adidas 
Outdoor, Helly Hansen, KUHL, Gore Bike 
Wear, LUCI and Ride.
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The constant de-
mand for juice 
to power 
our elec-
tronic and 

recreational accessories 
continues to escalate. From 
the high demands of glampers 
straight through to old-school 
backpackers, the digital lifestyle’s 
omnipresence means more and more 
electricity. Indeed, a survey by brand 
agency Mercury CSC showed how devices 
that help other devices stay charged are 
significantly more interesting to adventure 
seekers while outdoors than are devices that 
keep them connected while outdoors.

On trend, the portable power industry 
has kept pace with an impressive array of 
power sources, devices to store the gen-
erated power and systems to integrate 
the two. Many of these power-gen-
erating technologies represent 
the newest thermoelectric 

an in-print clinic on 
packable photovoltaic 
solar chargers

an in-print clinic on 
packable photovoltaic 
solar chargers

By ernest Shiwanov

Solar  
Systems

Solar  
Systems
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release  
endurance

drirelease.com

There’s no turning back now. But, that’s okay. They’ve prepared for this 
adventure, from their route to their gear. Because, it’s not only what lies up 
ahead that matters…it’s also what’s underneath — drirelease® base layers that 
keep them, warm or cool, whatever the extremes.

The eco-friendly, inherent fabric technologies behind drirelease enable you to 
create premium quality apparel with permanent wicking, fast-drying properties 
and a soft, natural feel for superior comfort. Plus, our exclusive FreshGuard® 
prevents odors by mitigating the development of foul smells from 
microorganisms so odors do not cling to drirelease fabrics. Exhibiting the look 
and touch of natural fibers, drirelease also delivers long-lasting performance 
without compromising quality or fashion. release performance

Photo courtesy of Outdoor Research

With a community devoted 
to exploring outdoor 
passions, Outdoor Research 
invents ever better solutions 
to what nature throws our 
way — like OR’s drirelease 
Merino Collection layering 
system that results in 
performance far superior 
to 100% wool, 100% 
synthetic, or typical blends 
that combine fibers with 
varying content. 

PERMANENT PERFORMANCE

With no chemicals or  
irritants to wash out over 
time, drirelease ensures 
eco-friendly, long-term  

fabric performance. 

http://drirelease.com/


and fuel cell varieties in addition to the very mature electro-
mechanical and photovoltaic stalwarts. Today’s consumer 
is confronted with all these choices, in all manners of scale. 
However, of the above technologies, photovoltaic (PV) or 
solar power remains the dominate 
technology within the personal 
portable category. 

PVs have a lot of features, 
making them very attractive to 
any front or back country trav-
eler. They are extremely depend-
able – there are no moving parts 
to break, and they offer virtually 
failsafe operation. PV technology 
is robust, which is why NASA has been using it in space 
since the 1950s. It is simple to operate; just plug-and-play. 
PV is becoming more eco-friendly both pre- and post-man-
ufacturing. Recent advances in PV technology might soon 
be ushering in new carbon-based cells, making them easier 
and much cheaper to build. Finally, today’s PV offerings are 
broadly available at retail.

Given there are so many choices in PV products, con-
sumers (and sales staffers) may wonder what makes them 
fundamentally the same but different. To answer that, this 
basic primer on PV function will attempt to clarify the 
philosophical differences between technologies. This is fol-
lowed by a hypothetical trekking scenario for which seven 
photovoltaic manufactures of outdoor power options were 
asked to offer solutions.

The photovoltaic effect was first noted by a young French 
physicist, Alexandre-Edmond Becquerel, in 1839. Yet it took 
more than 120 years before efficiency breakthroughs helped 
propel its commercialization (ie. 1960s). To efficiently gener-
ate electric current in materials exposed to sunlight, certain 

physical properties of chemical compounds are required. 
Silicon-based semiconductors, the foundation of most 
microelectronic circuitry, are the principle materials used in 
solar cells. Semiconductors are compounds whose tweakable 
electrical conductivity dictates the extent and direction of the 
positive to negative or negative to positive current flow. Lay-
ers of semiconducting material, or wafers, are constructed in 
such a way as to create a positive and negative electrical field 
on opposite sides of the wafer and are joined together to form 
a circuit. When sunlight hits this semiconductor, electrons are 
freed up and captured by aforementioned electrical fields, 
inducing current flow or electricity (Figure 1). 

The smallest PV units are called cells. They are ganged 
together to make larger modules and even larger arrays, 

powering structures such as the International Space Station or 
a typical North American home (Figure 2).

Variations in chemistries, wafer design and overall con-
struction affect the efficiency or the ability to convert sunlight 

to electrical current. Monocrystalline, polycrystalline and 
amorphous silicon are the most common cell materials. In 
general, monocrystalline is high-purity silicon with the great-
est efficiency. Continued advances in the less-expensive and 
lower-efficiency polycrystalline technology are rapidly closing 
the efficiency gap. Amorphous silicon, used exclusively in thin 
film PV, has the lowest efficiency but, in many respects, the 
greatest versatility. It is bendable, thin, cheaper to manufacture 
and the most environmentally friendly. This brings up another 
categorical difference: form factor. 

When it comes to form factors, there are mainly two: 
ridged monocrystalline and polycrystalline modules and 
flexible thin film modules. The end user has to determine, of 
the two forms, what works best for them. Typically, ridged 
modules have slightly higher efficiencies but are heavier 
and bulkier. Flexible modules can be integrated into tent 
walls or backpack panels and rolled-up for easy storage. 

Another key difference in design is how cells are inter-
nally connected. If cells are connected similar to links in a 
chain, it is referred to as series or a series circuit. Conse-

quently, if one cell is damaged or fails, 
just as if a link in a chain disappears, 
the whole chain fails and no longer 
works. Parallel or parallel circuit is 
when the cells have some level of inter-
connectivity. If one cell is compromised, 
the current has alternative paths it can 
follow to continue the flow of electric-
ity. Parallel circuitry is slightly heavier 
and internally more complicated,  

thus more costly to build.
Finally, all power-generating modules require batteries to 

store their generated charge. Unless there is no need for power 
during periods of diminished light or nightfall, consider 
recommending a storage cell. There also are integrated panel/
battery systems or component kits available from manufactur-
ers, optimized to best utilize their special features. 

What follows are product submissions to supply power 
for a hypothetical trip. The trip scenario is a party of two to 
four people with two to four smartphones and one tablet or 
action video camera. Battery storage capacity is shown in 
milliampere-hour (mAh). For comparison, an iPhone 6 battery 
is purported to be around 1800 mAh. A Samsung Galaxy S6 
advertises 2550 mAh. Prices are MSRP.
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Popticals are groundbreaking sports sunglasses that expand from a portable size, forever changing the way you 

use and carry your sunglasses. Our patented design featuring the FL2 Micro-Rail System® allows for incredibly 

compact storage inside our small, protective case.  With durable, lightweight frames and ZEISSTM lenses, Popticals 

offer performance with unmatched portability. Available NOW in 25 styles and colors.

BECOME A POPTICALS RETAILER AT POPTICALS.COM

INTRODUCING POPTICALS SUNGLASSES

Copyright© 2015 Popticals. • All rights reserved. • Patent No. 8376544, 8915586, additional patents pending.

PERFORMANCE MEETS
PORTABILITY

http://popticals.com/


Aspect Solar EP-60 ($350, top) or the Duo-Flex2  
(3 x $120 each) and the Energybar 100 ($200)

Aspect Solar’s form factor is actually a sort of hybrid 
between ridged and thin film. The company has engineered 
its panels to combine the best features of both technologies. 
The end result is high efficiency, outstanding impact and 

durable scratch resistance, less light dissipating reflections, 100 
percent parallel construction, some panel flexibility that most 
monocrystalline panels generally do not have and great heat 
dissipation. Another cool feature is the Maximum Power Point 
Tracking (MPPT), which visually alerts users to help best ori-
ent the panel to the sun for greatest efficiency.

On the battery side, as seen with the panels, the circuitry 
was engineered around Lithium Iron Phosphate chemistry. The 
advantages are many, but the outstanding one is the 2,000-plus 
cycles charge/discharge lifespan. According to Gerry Demple, 
Aspect Solar vice president, this represents the highest recharge 
cycles in the industry. On top of all that, AspectCare consumer 
support guarantees gear will not be obsolete within five years of 
purchase, with free firmware upgrades and compatibility solu-
tions (up to a no-cost replacement), in the event newer products 
are no longer backward compatible with legacy gear.

BioLite SolarPanel5 ($60) and SolarPanel5+ ($80)
   The BioLite is certainly one of the neatest, lightest 

packages one will ever find in a solar panel/battery com-
bination. With grommet-styled holes in the corners of the 
panel, it can easily be attached to most backpacks. In camp, 
its built-in kickstand enables it to be propped up at various 
angles to maximize light exposure as the sun changes  

positions in the sky. Helping that process is a low-tech, 
analog but virtually infallible sundial to help with the sun’s 
alignment (see red arrow above). Erica Rosen, BioLite’s 
marketing director, also points out that “both the 5 and 5+ 
are intended to have the capability to automatically recon-
nect. Ninety-nine percent of solar panels on the market will 
stop charging your phone if a shadow or cloud passes over 
them, forcing you to manually re-plug the phone back into 
its cable.”

Efficiency 18 to 21%

Weight of panel
SolarPanel5 - 12 oz
SolarPanel5+ - 13.76 oz 
(includes battery)

Weight of battery Integrated into SolarPanel5+

Wattage (peak) SolarPanel5 - 5W
SolarPanel5+ - 5W

Battery capacity SolarPanel5+ only - 
2200mAh/8Wh

Series or parallel construction Parallel and series

Monocrystalline, polycrystalline or 
thin film Monocrystalline

0.3329 in China. Designed, R&D and 
prototyping in Brooklyn, N.Y.

RoHS (Restriction of Hazardous 
Substances) Yes

Web address www.biolitestove.com

Efficiency 21.4%

Weight of panel Duo-Flex2 - 15 oz/each x 3 = 45 oz 
or EP-60 - 120 oz

Weight of battery Energybar - 51.2 oz

Wattage (peak) Duo-Flex2 - 13W each (x3 = 
39W) EP-60 - 60W

Battery capacity/chemistry Energybar 100 - 99.8Wh storage 
Li-Ion (LiFePO4)

Series or parallel 
construction 100% parallel

Monocrystalline, polycrystalline or 
thin film Monocrystalline/thin film hybrid

Country of manufacture USA, Philippines, China

RoHS (Restriction of Hazardous 
Substances) Yes

Web address www.aspectsolar.com
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Dawan Global Element ($60) integrated 
solar panel and battery with IPX7 
water resistance

Dawan Global’s Element is a self-
contained, solar panel battery option in a 
lightweight, small footprint silhouette. It 
stands about 5.5 inches in height and is a 
half inch thick. Dawan Global classifies its 
Element as a “power bank,” which can 

be used to 
charge de-

vices after 
it has been loaded up with 
direct sunlight. Hazim Yassin, 
sales account executive for 
Dawan, proffered the Ele-
ment as a one-unit-per-person 
answer to supply power for at 
least two charges per smart-

phone. A standalone Element 
for the tablet or action cam-

era would probably be a 
prudent move to meet the 
power demands of the 
trip scenario. Yassin also 

mentioned the Element is 
both dust resistant but rated for water 

resistance, IPX7 (X meaning unknown solid particle 
protection, and 7 is “ingress of water in harmful quantity 
shall not be possible when the enclosure is immersed in 
water up to one (1) meter of immersion for 30 minutes” 
(International Protection Marking, IEC standard 60529). 
For a backpacker looking for a lightweight, packable 
solution, the Element fits that bill.

Charge time 5 hours

Weight of panel 7.0 oz (198 g)

Weight of battery Integrated into the Element

Wattage (peak) N/A

Battery capacity 5,000mAh/Li-Ion

Series or parallel construction Series between cells

Monocrystalline, Polycrystalline or Thin Film Monocrystalline

Country of manufacture China

RoHS (Restriction of Hazardous 
Substances)

Yes

Web address www.dawanglobal.com

Isolation
Mid-Weight 1/4 Zip

1/4 Zip for Venting

Mock Neck for Insulation

Flat Lock Seams to Prevent 
Chaang

Sizes: XS-XXXL
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Goal Zero Venture 30 Recharger ($100), Nomad 7 
Solar Panel ($80), Venture 30 Kit ($170)

With the Venture 30 Kit, it is possible to stretch out the trip 
scenario’s power needs by means of concerted power conser-
vation. However, Lisa Janssen, Goal Zero’s wordsmith, PR 
maven and resident equestrian (it’s on her business card), sug-
gests doubling up on the kits. She also says, “There is a smart 
charging feature built-in that can optimize USB output to 

match a load, allowing users to charge their devices as quickly 
as possible without damaging their battery. You’ll also get 
more power from the Venture 30 (or any portable power pack) 
if you keep your phones ‘out of the red’ and below 95 percent. 
Charging devices from 0 to 15 percent takes a large amount of 
power, as does keeping it completely charged from about 90 to 
100 percent battery.”

The Venture 30 Recharger battery is IPX6 water ingress 
rated, “X” meaning unknown solid particle protection and 
“6” meaning “water projected by a nozzle (6.3 mm) against an 
enclosure from any direction shall have no harmful effects” 
(International Protection Marking, IEC standard 60529).

Efficiency 18 to 20%

Weight of panel Nomad 7 panel -  16.2 oz (460 g)

Weight of battery Venture 30 Recharger - 8.8 oz (250 g)

Wattage (peak) Nomad 7 - 7W

Battery capacity/chemistry 7800mAh, 29 Wh lithium-ion (NMC)

Series or parallel construction Series within module, parallel between 
modules

Monocrystalline, Polycrystalline 
or Thin Film

Monocrystalline

Country of manufacture China. Designed in Utah

RoHS (Restriction of Hazardous 
Substances)

Yes

Web address www.goalzero.com

1 - 8 8 8 - 4 5 1 - 6 7 5 2

B U Y L I F E S T R A W . C O M

M I S S I O N  WATER PURIFIER

With our ‘Follow the Liters’ 

program, for every LifeStraw® 

water filter sold, we provide a 

child in Africa with clean water 

for an entire school year.

BUY ONE:  G IVE  O NE

4 , 7 5 0  G A L L O N S

B AC T E R I A  +  P R OTOZOA
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Inergy Solar (left to right) Inergy Bar ($150) Solar 
Storm 10 ($120) and Spark Xtreme ($50)

Inergy Solar’s tagline “Power your Passion” makes 
good on its call to action. Bay Area transplant and com-
pany CEO Sean Luangrath moved his family to Pocatello, 
Idaho to literally live that dream. Luangrath ascribes his 
enthusiasm to Inergy Solar’s cornucopia of power options: 
from supplying juice for the scenario called out above 
to lighting up a small, lumbersexual back country rave. 
Although he made it clear, Inergy Solar’s creation was 
focused around personal energy solutions. To that end, he 
offers up the Sparks, Solar Storm and Inergy Bar.

Both the Sparks and the Inergy Bar have a built-in BMS 
(battery management system) and a Charge Controller to 
keep all charging electronics in the Goldilocks Zone – just 
right. The bundled Inergy Bar & Solar Storm 10 Kit is a  

potent combo that saves at checkout too. In fact, the 
Inergy Bar is so burly, it can start a full-sized gas truck. 
These guys are serious.

Efficiency 17 to 19%

Weight of panel
Solar Storm 10 - 32 oz/453 g
Spark (Includes battery) - 5 oz./149 g
Spark Xtreme (waterproof. Includes battery) - 5 oz/149 g

Weight of battery Inergy Bar - 12 oz/340g

Wattage 
(peak) Solar Storm 10 - 10W

Battery capacity/
chemistry

Spark/Spark Xtreme - 5,000mAh/16W Li-Polymer (NMC)
Inergy Bar - 10,000mAh/50W Li-Polymer (Mn)

Series or parallel 
construction

Spark and Spark Xtreme – Series
Solar Storm 10 - Series

Monocrystalline, 
polycrystalline or 
thin film

 Monocrystalline

Country of 
manufacture China

RoHS (Restriction 
of Hazardous 
Substances)

Yes

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

Dishwasher and microwave safe.

PICNIC PLATE

FACEBOOK.COM/COGHLANSGEAR 
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PowerFilm Solar LightSaver ($99), includes a 15.6 
mAh battery. Shown deployed (right) and rolled up 

 

Powerfilm Solar, as its name suggests, is a thin film PV manu-
facturer. Since 1988, Powerfilm has been creating thin film solar 
energy options such as the LightSaver Series (one pictured above, 
all listed below). Over the years, collaboration with the U.S. Army’s 
Research Center at Natick has helped spin-off technological 
advances to many PowerFilm products. “All of these products are 
made with our ultra-lightweight, incredibly durable amorphous 
silicon solar technology. Our panels have a massively monolithic 
series interconnection, making a nearly unbreakable connection be-
tween the cells and allowing for very high shadow tolerance,” says 
Ryan Jeffery, PowerFilm’s product developer. PowerFilm’s (mono-
lithic) series design interconnects two semi-conducting layers to 
boost efficiency and increase field survivability. Multi-juction cells, 
a technology where very thin semiconducting layers are stacked 
even higher, is the next step in thin film efficiency with laboratory 
numbers in the mid-30 percent. No doubt, Jeffery et. al. are all over 
that. In the meantime, they await word from the Japan Aerospace 
Exploration Agency on the re-awakening of the IKAROUS space 
probe. This PowerFilm powered, first of its kind, solar sail-pro-
pelled craft goes back online this winter. (global.jaxa.jp)

 
Efficiency 5% (module level), 7% (device level)      

Weight of panel LightSaver Pocket - 3.5 oz
LightSaver - 4.9 oz    
LightSaver Maxx - 16 oz

Weight of battery Integrated into LightSaver Series

Wattage (peak) LightSaver Pocket - 1W
LightSaver - 2W
LightSaver Maxx - 10W 

Battery capacity/
chemistry

LightSaver Pocket - 2.6Ah Li-Ion (LiFePO4)
LightSaver - 3.2Ah Li-Ion (LiFePO4)
LightSaver Maxx - 15.6Ah Li-Ion (LiFePO4)

Series or parallel 
construction

Monolithic series. Panel segments connected 
in parallel                     

Monocrystalline, 
polycrystalline or thin film

Thin film amorphous Si

Country of manufacture Ames, Iowa, USA

RoHS (Restriction of 
Hazardous Substances)

Yes

Web address www.powerfilmsolar.com

Yolk Solar Paper 5W ($135), 10 W ($235), 15W ($335) 

CEO and designer Chang Sungun explains Yolk, her 
company name thus: the nutrients for growing ideas and 
feeding electronics. Her design, Solar Paper, is clearly one 
of the most original and intriguing designs almost on the 
market. Currently, she and her associates are using Kick-
starter to fund this project. Her goal was $50,000, which 
was exceeded in no time reaching more than $1 million with 
approximately 6,300 backers. 

One of the interesting features is how the panels connect 
magnetically (think MacBook power connection). No need 
to even look at the panel’s corners because they either attract 
or repel each other. The obvious form factor is compact but 
powerful due to using high-efficiency monocrystalline cells. 
Up to six modules can be connected, and clips are supplied to 
secure the panels together for hanging. The user interface (UI) 
displays the current being generated in order to maximize the 
panel’s alignment to the sun. When the sun disappears and 
reappears, there is no need to re-plug-in your device as the 
Solar Paper has a built-in auto-reset function.

Efficiency 22.8%

Weight of panel Solar Paper main: panel plus 1 
panel (5W) - 4.05 oz/115 g

Weight of battery No battery

Wattage (peak) 2.5W (each module)

Battery capacity/chemistry No battery

Series or parallel construction Parallel between modules. Series 
between cells

Monocrystalline, polycrystalline or thin film Monocrystalline

Country of manufacture Korea

RoHS (Restriction of Hazardous 
Substances)

N/A

Web address yolkstation.com
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YEAR
 AspectCare TM

5

GUARANTEE

®

Guaranteed Performance™

Now, you’re ready.
T H E  W O R L D ’ S  B E S T,  M O S T  R E L I A B L E  P O R TA B L E  S O L A R  P O W E R .

aspectsolar.com
 877-717-7778

Compare for yourself ... 
Long-lasting batteries
Most eco-friendly
Highest efficiency

Lightest weight
Best value
Most reliable
Best guarantee

You’ve seen the range of portable solar power 

products out there. But the reviews are in and 

the facts are clear: AspectSolar is the best. 

DUO-Flex2 Pro
Solar Panels + SB-37 Battery

DUO-Flex2

A perfect holiday gift 
starting at $69.99!

DUO-Flex2 Plus 
Solar Panels + SB-30 Battery

DUO-Flex2 
Solar Panels

ASOL008_InsideOutdoorFallAd_r1.indd   1 10/28/15   3:46 PM
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he U.S. Department of Defense, in initiatives typically led by researchers within the 
U.S. Army, traditionally has been committed to developing new materials and fab-

rics that will enhance the performance of soldiers in the field, be they aviators, foot soldiers 
or Special Forces teams. Prior to about the 1990s, the DOD, one way or another, was behind much of the 
innovation in textiles. The material innovations that came out of NASA are prime examples.

DR. ZHENG, HEAD OF  
THE U.S. ARMy’S POE SOLDIER  

ORGANIZATION, DISCUSSES THE  
MISSION TO FIND MATERIAL INNOVATIONST
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TIGERS is the chosen 3PL Partner for leading Outdoor Companies in the Global Marketplace.                  
We have a long history and proven track record of providing top quality solutions for Outdoor and Active 

Life Style organizations. 

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

 
 TIGERS pulls, packs, ships 4 million orders / 102 million units annually from 3 million sq. ft. of warehouse 
 52 facilities in U.S., Europe, China, Australia, South Africa 
 Over 50% of orders fulfilled are Outdoor and Active Lifestyle products – B2B and B2C 
 Value-added services include: kitting, ticketing, tagging, displays, Q.C., returns management and more 
 Global Freight Management Solutions 

 

 

 

 

 

 

The Great Outdoors Needs Great Logistics Solutions. 
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Supply Chain Optimization | My3pl@go2tigers.com | www.go2tigers.com 
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But in this modern age of ubiq-
uitous technology, more and more 
material innovations have emerged 
out of private industry. This is 
especially true in connection with 
performance-enhancing materials.

Companies such as Invista, 
Polartec, DuPont, W.L. Gore and 
Springfield LLC are constantly in-
troducing new textiles with rather 
amazing capabilities. Meanwhile, 
the U.S. Military is visiting trade 
shows such as Outdoor Retailer 
Summer and Winter Markets, look-
ing for the next textile innovation 
that can help protect soldiers in the 
field or make their lives easier in tough 
environments. 

The U.S. DOD, through the U.S. 
Army’s Program Executive Office 
Soldier organization, is responsible for 
developing and procuring soldier gear 
and equipment. This group, which is 
commonly known as PEO Soldier, 
vets most of the textiles 
used by the U.S. Army for 
uniforms and body armor, 
and other branches often 
follow its lead.

InsideOutdoor re-
cently met with Dr. James 
Zheng, lead scientist at 
PEO Solider, to discuss 
his challenges and the 
materials the U.S. govern-
ment is hunting down 
now in its effort to protect 
and support our troops. Dr. Zheng and 
his team are responsible for developing 
and evaluating materials for body armor 
as well as soldiers’ uniforms.

INSIDEOUTDOOR: We know there 
has been a crossover between private 
sector performance wear companies that 
conduct R&D with regard to fibers and 
fabrics and the military. Their primary 
focus may be sportswear, but we know 
there is a crossover application to mili-
tary apparel. Given this premise, which 
new materials or material innovations 
is your team looking for in military 
uniforms.

DR. ZHENG: If we talk in very gen-
eral terms, we are looking for multifunc-
tional materials for uniforms, and for 
this we have a very long list of require-
ments. It’s very difficult to meet all of 

these requirements using 
a single type of fiber, 
treatment or coating. 

Currently, fabric blend, 
as well as multiple 
coating steps are 
required to impart 
the needed function-
ality. Developing 
multifunctional ma-
terials is a priority 
for the Army. 

Flame resistance 
is an important re-
quirement for specific 
items. We currently 
use fabric blends 
containing inherently 
FR fiber to provide 
protection against 
a broad range of 
thermal threats. 
We’re looking for 
improved FR materi-
als that can provide 
improved field 
durability, strength 

and comfort.
Moisture 

management 
and air perme-
ability are also 
very impor-
tant because 
they’re related 
to comfort. 
Other relevant 

properties include water repellency and 
vector protection. We currently use 
a topical chemical treatment on 
fabric for insect bite protection. 
Some items also require anti-
microbial properties. 

In addition, many items 
must be launderable. 
Soldiers are wearing and 
washing their uniforms 
daily; therefore, coatings 
must be durable, such 
that the fabric retains 
the same properties and 
performance after multiple 
laundering cycles.

Our current items meet 
these various requirements 
but require multiple manu-
facturing processes. Ideally, 
we would like to combine all 

of these properties into one type of fabric 
or textile. This is a current research and 
development focus area. For example, 
the regular Army Combat Uniform is not 
flame resistant and we provide a different 
uniform (for deployed soldiers) with 
flame-resistant properties. 

IO: You said one is flame resistant 
and one isn’t? 

DR. ZHENG: Right. Deployed 
soldiers and soldiers with specific 
operational specialties, such as aviators, 
are issued uniforms with FR protection 
due to the nature of the operational 
risk; however, inherently FR materials 
have lower strength and durability. The 
standard duty Army Combat Uniform 
is made from a nylon/cotton blend 
and has a much longer service life, so 
it is more economical for use in non-
deployed positions.

The FR uniform has many other 
requirements including water repellency 
and vector protection, so we would like 
to develop a fabric that provides vector 
protection, maintains other properties, 
and is durable. 

IO: Is the focus on, say insects and 
mosquitoes, a new initiative related to 
more jungle or tropical operations?

DR. ZHENG: Yes, but vector protec-
tion is something we have been working 
on for many years. We are still working 
on development of new insecticides, but 
at this time the Pacific Asia region is the 
specific focus. We haven’t selected a new 

jungle fabric or uniform. We are 

The Ghillie Suit provides soldiers with 
improved protection from flame and 

thermal threats as well as counter-
surveillance and multi-climate protection.  
Soldiers can construct, repair and modify 
Ghillie Suits to meet unique mission and 

climatic requirements.

Combat Gloves
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in the development space for the jungle 
uniform, and many of the properties I 
have listed are important. We’re looking 
for lightweight materials that are quick-
drying, breathable, provide vector pro-
tection, no melt no drip, and are durable. 

The challenge is combining all of these 
performance functions into one fabric. 
For example, with antimicrobial protec-
tion, when you apply a coating to the 
fabric and the rest of the performance 
requirements involve applying additional 
coatings, this impacts performance. 

IO: If a performance quality is 
infused in the fiber, you don’t need 
the coating?

DR. ZHENG: Or if the fiber 
inherently has the performance 
function. Right now these are 
all competing factors. For the 
new jungle uniform we need 
a multifunctional fabric. Body 
armor has a limited function, 
so for body armor we don’t 
need vector protection or flame 
resistance. Kevlar itself is a very 

flame resistant material. This is the 
difference between protective materials 
and the uniform. There are many types 
of uniforms, and if we can find one 
multifunctional textile for uniforms that 
would be ideal.

IO: What are the types of uniforms 
that today’s soldiers wear, including 
Special Ops?

Dr. ZHENG: My area is really the 
entire U.S. Army. If we develop a new 
material, it will be utilized by the entire 
Army, and likely adopted by the Ma-
rines, Special Operations, Air Force and 
Navy. All the services work together to 
provide the best protection to service 
members.

IO: So you are talking about one or 
two million people you have to dress.

DR. ZHENG: Yes, for the Army, 
Marines, and other services.

IO: Are you interested in fibers or 
fabrics that provide cover? For example, 
that deflect radar or protect soldiers 
from radar or thermal detection?

DR. ZHENG: Yes, all of the materi-
als we look at today have to meet the 
near infrared range of the spectrum, in 
order to be not seen in the nighttime. 

International Trade Fair for 
Technical Textiles and Nonwovens

May 3 – 5, 2016 
techtextilNA.com

Your Center of Innovation

Incorporated with:        Co-located with:

International Trade Fair for 
Technical Textiles and Nonwovens

May 3 – 5, 2016 
techtextilNA.com

Your Center  
of Innovation

Incorporated with:        Co-located with:

Interceptor Body Armor (IBA) provides  
the soldier with enhanced protection from 
ballistic and blast effects while maintaining 

comfort and maneuverability. 
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We are also looking at short wavelength 
deflection because SWIR [short wave 
infrared] devices are now available. In 
the future all military will be wearing 
uniforms that deflect SWIR. In a few 
years the Army will have this technol-
ogy for all soldiers, but we don’t have 
that capability right now. This is an area 
of future development.

IO: So there are any number of prop-
erties that you need, and it has to have a 
nice drape, can’t be too heavy. 

DR. ZHENG: Yes, all of these things 
are in our specifications including 
flexibility requirements, weight require-
ments, even appearance. 

IO: What is your relationship  
with Natick?

DR. ZHENG: We have a very good rela-
tionship with Natick (Natick Soldier RDEC) 
and have people there who work for us. 
Natick does earlier fundamental research. 

IO: So if you have an idea, go to 
Natick and they will say yes, no, maybe? 

DR. ZHENG: People can come to us 
with ideas. If we like the concept and it’s 
relevant to the needs of the soldier, we 
will make a positive recommendation. 

APPAREL
SOURCING &
PRODUCTION

INDIA VIETNAM CHINA 
HONG KONG USA

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

Our Services

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

541 350 1615
Marketing O�ice Bend, Oregon USA

info@quickfeat.com  |  www.quickfeat.com

The Flame Resistant Fuel Handlers Coverall 
(FR FHC) provides fuel handlers protection 

form flash fires, direct skin exposure and 
saturation of their duty uniform of fuel during 

fueling operations, as well as protection 
during water and ammunition operations. 

The coverall is constructed from a  
tri-layer Gore-Tex fabric incorporating  

a breathable Gore-Tex membrane.

The Mountain Combat Boot, 
provided by Portland, Ore. outdoor 

manufacturer Danner
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Depending on the technology readiness 
level, we can refer them to Natick, Army 
Research Laboratory, Navy Laboratory, 
or other REDECs. People approach PEO 
Solider all the time with ideas.

IO: So it’s okay for companies to 
come to you with ideas, and you can 
send them in the right direction?

DR. ZHENG: I want to em-
phasize that we have many prob-
lems and challenges. We are com-
mitted to the soldier and have a 
very long list of technologies that 
we need to develop. One of the 
challenges for individual clothing 
is combining those functionalities 
into one fabric. 

IO: Dr. Zheng, with regard to 
doing business with the govern-
ment now, is sequestration an 
issue? Has funding gone down? 
Is it going up? 

DR. ZHENG: With the military, 
specifically for protective items, 
it’s never an issue. Programs for 
protective items are always very 
strongly supported. Protecting 
soldier’s lives and making equip-
ment more effective is the number 
one priority in the Army. If there 
is an unfulfilled need, it’s not due 
to lack of money, it’s that we don’t 

have the technology available to 
meet the need. 

IO: So if a company devel-
oped a phenomenal technology 
that solved several problems for 
you, and the Army said we want 
this, then the Army would move 

toward making sure there is funding 
for that? 

DR. ZHENG: We would first have 
to perform an evaluation to make sure 
the new technology actually improves 
performance. Another factor that can 
affect how we develop and field items 
is military conflicts. In the past, we 
have developed a new item with the 

plan to procure it very slowly over 
15 years. Then we went to 
war and needed to purchase 
everything in two or three 
years. If we have to send 
our soldiers in harm’s way 

to protect the U.S. and our interests, 
we have to give our soldiers the best 
materials and equipment. 

IO: That’s a tall order when you 
factor in all of the properties you need 
in these products. So part of your job is 
readiness?

DR. ZHENG: Right. With regard to 
R&D, we never stop and we are always 
looking ahead. Every month, every year 
there is constant research and plan-
ning. We are constantly preparing for 
the worst thing to happen. My job is to 
make sure we have those technologies. 
We have to be ready.

IO: So you are always looking ahead.
DR. ZHENG: Yes. Ultimately we are 

looking ahead to 20, 30, even 50 years. 
Some developments may be three or five 
years away. In the short term we perform 
technical assessments and determine 
which technologies can be developed 
quickly. The Army is constantly doing this, 
assessing short term, middle term, long 
term, and reevaluating our goals. 

Glenna Musante writes about the textile 
and apparel industries and this past summer 

won her third award in 
three years for 

textile science 
feature writing. 

Performance 
wear, from yoga at-

tire to military issue, 
is a primary focus area. 

She can be reached at glenna@
musantecommunications.com or 

www.glennamusante.com.

The Army Combat Pant (ACP) is a flame  
resistant pant designed for use in rugged combat 

environments. The ACP features a ruggedized, 
anti-abrasion coated seat panel, stronger  

twill fabric in the body of the pants and stretch 
fabric at key stress points. The ACP has 

integrated, removable hard-shell knee pads  
with horizontal and vertical points of  

adjustment built into the pants.

PEO Soldier Modular Boot System

“We haven’t selected  
a new jungle fabric or  
uniform. We are in the  
development space for 
the jungle uniform …  

We’re looking for  
lightweight materials  
that are quick-drying, 
breathable, provide  

vector protection, no  
melt no drip, and are  
durable.” – Dr. Zheng
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When it comes to winter running, traction is all important. Our patented BUGrip® studded 
technology offers amazingly sure-footed grip on snow, slush, slick pavement, and even ice. 
Embedded BUGrip studs dynamically and independently adapt to conditions, producing optimal 
traction on any surface. All our shoes are designed to keep feet dry and comfortable. Learn 
more about our running shoes, boots, workwear, and insoles at www.icebug.com/us. 

WINTER RUNNER-LAND

FACEBOOK.COM/ICEBUGUSA  •  INFO@ICEBUGINC.COM  •  855.201.7694

http://www.icebug.com/us
http://facebook.com/ICEBUGUSA
mailto:INFO@icebuginc.com


One of the biggest launches you probably 
missed at Outdoor Retailer Summer 
Market 2015 was that of DonJoy Perfor-
mance, DonJoy Global’s new consumer 
division. Tucked behind the Venture Out 
hipster mosh pit and its concert-level 

ambiance, DonJoy’s staff adroitly handled those who did 
stumble into the booth. For those lucky enough to do so, or 
whose cool hunting radar was piqued by Inside Outdoor’s 
Product Market Showcase, they were in for a rare surprise.

DonJoy Performance, through design and acquisition, 
is unquestionably alone at the frontier of new, premium, 
high-performance products in the consumer space. What 
was shown at OR, in particular, what DonJoy has done to 
sport compression, will redefine the category like no other 
brand has before. These legit advances in compression are 
as striking as DonJoy’s whole new category of perfor-

mance technology: neuromuscular electronic simulation 
(NMES). Appreciating the significance of both technolo-
gies requires a look into DonJoy’s past and its present 
motivation driving this newest wave of gear. From that 
vantage point, an overview of the new products will 
explain why this technology is game changing.

DonJoy’s roots go back to 1978 in support and 1980 in 
bracing. At the time, co-founder Mark Nordquist was playing 
football for the Philadelphia Eagles in the National Football 
League. Initially, he was influenced by an Eagles trainer who 
had been making knee sleeves for athletes using inner tube 
rubber. Nordquist and his partner Ken Reed improved on that 
idea by using wetsuit neoprene, a more compliant and com-
fortable material, to make their own sleeves. It was not long 
before they were making sleeves for Nordquist’s teammates. 
Eventually, Nordquist and Reed went on to name the newly 
founded company after their wives, Donna and Joy. 

DONJOy PERFORMANCE BRINGS  
MEDICAL ExPERTISE AND INNOVATION 

TO OUTDOOR CONSUMERS

By ernest Shiwanov
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®Registered Trademark of Spenco Medical Corporation. ©2015 SMC. All Rights Reserved.
UNEQUAL® Technologies are Patented Worldwide.US and International Patents US6880269B2,US6944974B2,US715011382. Patents are vigorously enforced. UNEQUAL® and its logos are trademarks of Unequal, Inc.
Silpure is a Registered Trademark of Thomson Research Associates, Inc.

For more information call toll-free 1-800-877-3626 or visit spenco.com

PROTECTIVE INSOLES
BUILT WITH UNEQUAL PATENTED TECHNOLOGY

TOTAL SUPPORT® Technology
Spenco’s orthotic-grade arch
support and deep heel cupping is
the optimum interface between 
your foot and the ground.

AIR GRID™ Energy Return Foam
Spenco® Air Grid™ Foam is much 
lighter than conventional EVA foam, 
but provides better cushioning, 
compression, energy return, 
resilience and overall performance.

Semi-Flexible Arch Cradle
Open ribs provide flexible orthotic 
arch support, adding support at 
heel-strike and comfort through 
the stride.

UNEQUAL® 
Shock Dissipation Technology
Patented coated para-aramid fiber 
that provides enhanced shock 
dissipation and helps provide injury 
protection from foot impact.

3-POD™ Modulation System
Multi-density heel and mid-foot pods 
piston through the flexible cradle and 
modulate ground reaction force. 
Stiffer medial pod counteracts 
excessive pronation forces, softer 
lateral pods guide the stride.

Technical Low-Friction Topcloth
Specialized fabric reduces shear
and friction that can cause hot spots
that lead to blisters. Treated with
Silpure Antimicrobial to reduce odor.

1

2

3

4 SPENCO® POLYSORB® PU Foam
Provides superior cushioning, impact
suppression and unmatched comfort.

Forefoot Crash Pad
Spenco® SpenCore® Material 
cushions forefoot strike impact and 
reduces forefoot pressure.

TPR GEL Heel Pod
Cushions heel strike impact
and reduces heel pressure.
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1
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Spenco Medical and Unequal Technologies combine forces to create two new high-performance protective 
insoles. Unequal Cushioning provides ultra-thin comfort, and Unequal Stability features a lightweight orthotic 
cradle. Both will feature Spenco’s Full Contact Comfort™ and The Shape That Feels Great® Technology, with 
the added protection and shock attenuation of Unequal.

STABILITY CUSHIONING

http://worldwide.us/
http://spenco.com/


From DonJoy’s first 
neoprene knee sleeve to 
now, the company has 
evolved into one of the 
largest orthopedic reha-
bilitation companies in the 
world and a major provider of 
pain management and physi-
cal therapy products. Today’s 
range of DonJoy’s Perfor-
mance consumer gear comes, 
in part, in anticipation of “a 
more educated consumer and 
the Affordable Care Act,” 
asserts Toby Bost, DonJoy 
Performance’s president 
of consumer business. A 
spate of consumers have 
come to DonJoy via Inter-
net searches, friends or 
through health care pro-
viders, in search of affordable solutions 
to various physical ailments, said Bost. 
It is part of a self-help trend, within the 
broader spectrum of the multibillion 
dollar alternative medicine sector and 

continued growth of reclassified pre-
scription drugs sold over-the-counter, 
that has been gaining momentum. 

Recent studies, such as the 2013 
Medicine Use and Shifting Costs of 
Healthcare, by the IMS Institute for 
Healthcare Informatics, support Bost’s 
assertions. According to the report 
authors, “Out-of-pocket costs continue 
to rise for patients, despite generic 
medicines now representing 86 percent 
of prescriptions, and average out-of-

pocket costs falling below $10 
overall.” An earlier study 
by the National Institute of 
Health’s National Center 
for Complementary and 
Alternative Medicine found 
“herbal medicines, were the 
most commonly used alter-
natives, taken by almost 18 

percent of Americans in 2007. 
Among those users, roughly 
a quarter said they delayed or 
didn’t get conventional medi-
cal care because of the cost.” 

Folks with less than 
idea health coverage 
are looking outside of 
the healthcare system to 
self-medicate, said Borne. 
He sees an opportunity 
for DonJoy Performance 

to fill a need consumers will seek as the 
weight of consumer ACA choices comes 
into effect. With that, DonJoy Perfor-
mance was hard launched at Summer 
OR, one and a half years later.
the main focus is on the first three 
levels of support performance (from 
lowest to highest): Proform, trizone and 
webtech. (DonJoy Performance’s most 
clinically oriented bracing category, 
Bionic – outside the scope of this over-
view – should be discussed with the 
appropriate health care professionals 
well versed in the vagaries of biome-
chanics and kinesiology.)

Proform is the basic level product but 
worth mentioning in that unlike most 
compression sleeves at any price, all five 
sleeves feature neoprene for a thermal 
compression benefit. When compared 
to spandex sleeves, DonJoy’s 
neoprene is more durable, resists 
fiber breakdown and therefore 
retains stretch over a longer period 
of time. For comfort, Lycra is used for 
weight and perspiration reduction. Two 
thicknesses of knee sleeves complement 
calf, shin and arm sleeves along with siz-
ing from extra small to extra large in the 
knee sleeves. All the other sleeves are 
sized from small to extra large.

Next up in support is one of the 
game-changing products that will 
surely transform compression.  Tri-
zone patented technology combines 40 
percent carbonized bamboo, 40 percent 
polyester and 20 percent spandex into 
a circumferentially knitted sleeve. This 

allows for targeted compression zones 
but with one important difference: the 
sleeve can be reinforced with silicone 
overlays. The result is a one-of-a-kind 
hybrid sleeve combining both compres-
sion and bracing. This unique design is 
head-and shoulders beyond what any 
knitted compression sleeve on its own 
could ever do.

Like the neoprene in the Proform, 
Trizone’s silicone resists breakdown. It is 
also moldable, achieving 3-D functional 
positioning for better confirmation to the 
compound curves of the limb. These sili-
cone reinforcements also can be molded 
down to a lower profile than neoprene, 
reducing bulk for wearing under cloth-
ing, in shoes, sport uniforms and in the 
case of the knees, for rub-free walking.  

In the knee sleeve, the three-zone 
compression design takes advantage of 
the physical characteristics of the sleeve’s 
component parts. The joint’s support 
zone is constructed of the more dimen-
sionally stable silicone. The compres-
sion and comfort zones are rendered by 
the circular knit construction, yielding 
strategically variable compression. The 
knit itself is anti-bacterial for anti-stink 
protection in addition to having thermal 
regulating properties brought about by 
its carbonized bamboo composition. The 
combination of materials and design also 
throw in a high-tech swagger, in contrast 
to the old school orthopedic clunkiness of 
more traditional braces.

Going up another level is Don-
Joy’s Webtech, a more robust series 
of knee-specific bracing. Utilizing 
DonJoy’s silicone web technology, 

Proform’s 4mm thick knee 
sleeve featuring a padded 

hexagonal patella opening, 
with Lycra and neoprene  

panels for comfort, warmth  
and compression (SRP $40) 

Webtech Knee (Right, SRP $100) and 
Short Know (SRP $70) offer advanced 
bracing with DonJoy’s patented 
silicone web technology.

Trizone knee support/compression  
(SRP $85) and calf support/ 
compression ($50)
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molded elements are fitted around 
the patella to better align it, reduce 
shock and vibration, manage pain and 
provide air circulation. The Webtech 
Knee has dual axis pivot points to 
improve articulation and fit, but with 
more mobility than the more-stable 
Bionic line. An undersleeve provides 
next-to-skin comfort, and the venti-
lated thermoformed foam back pads 
distribute pressure over a wider area, 
keeping the brace in its place without 
undue force. A couple of nice ameni-

ties thrown into the mix are a stash 
pocket and a reflective color pop for 
those who do not use low light as an 
excuse to get out of rehab.

Added Stimulation
Along with huge advances in 

compression and bracing, DonJoy’s 
entry into the realm of neuromuscu-
lar electronic simulation (NMES) will 
bring athletes performance-enhancing 
results without the use of banned 
substances. The technology has been 

around since the 1960s, often cited 
by sports physiologists during the 
Soviet Block era. Russian doctor Yakov 
Kots is often attributed to bringing 
so-called Russian Electrical Stimula-
tion to sports. Kots is reported to have 
advocated a stimulus regimen that 
he claimed increased the maximum 
voluntary contraction (MVC) of elite 
athletes by up to 40 percent. 

Many years later, Professor Tom Wat-
son from the University of Hertfordshire 
(U.K.) described electrical stimulation as 
a medium frequency alternating current 
that is delivered in a pulsed output 
at a low frequency in such a way that 
the nerves will respond. It is primarily 
employed as a means to generating a 
motor response, explained Watson. In 
other words, the technology brings a 
level of strengthening, recovery and 
muscle building not possible by the 
athlete alone.

Compex Wireless USA Muscle 
Stimulator, a state-of-the-art NMES 
without the bother of being tethered to 
four wires (SRP: $1,149)

However, until 2015, the U.S. Food 
and Drug Administration controlled 
the use of electrical muscle stimula-
tion in the U.S. – the devices found  
in any physical therapy office or 
sports medicine clinic. Now, as rede-
fined by the FDA, electrical stimula-
tion or NMES can be used to “tempo-
rarily affect the stimulated muscles 
contractile properties, force output, 
and/or fatigue resistance … for the 
purpose of conditioning.” In turn, 
DonJoy acquired Compex, a two-
decades-old Swiss NMES company 
with a range of products for elite-
level athletes and weekend warriors. 
In DonJoy fashion, it quickly upped 
the ante with the introduction of 
the market’s first and only wireless 
NMES unit, the Compex Wireless 
USA Muscle Stimulator. 

TM
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Until now, for those privileged 
enough with access to these units, four 
electrode leads needed to be placed 
over the skin near the muscles to be 
stimulated. This unit dispenses with 
that inconvenience. 

Wireless or not, those who train and 
recover with NMES are going to enjoy 
noticeable advantages, says DonJoy, 
including increased muscle strength 
and size, improved power, greater 
endurance, better muscle recovery and 
ultimate muscle warm up.

There is no question, some of the above 
attributes are hard to obtain with con-
ventional means, such as a quick pre-race 
warm-up, or post-workout muscle twitch 
relaxation. Certainly, in the rarefied air 
of sport’s top echelons, NMES will be a 
must-have tool, similar to massage, sport-
specific physiological training and perfor-
mance nutrition. DonJoy, nonetheless, is 
not banking just on elites to make its case 
for this technology. As the word spreads, 
and the positive results mount, clearly 
anyone can benefit from the use of NMES. 
Eventually the question for anyone with a 
competitive spirit is going to be, how can 
you not afford to use it?

Like all new technologies, various 
aspects of DonJoy’s efforts are constantly 
being examined. For example, Taylor 
King, DonJoy Performance product 
manager, said his team is looking into 
compression measurement as seen 
in the marketplace. Many medically 
based and some sport compressionwear 
manufacturers use pressure, measured 
in millimeters of mercury (mmHg), in 

their compression garments. These pres-
sure numbers help match the functional 
aspects of the garment to the end user. 

Having these numbers, a well-in-
formed consumer will better understand 
the sizing and mmHg pressure critical 
for selecting the appropriate solution. 
With the attention Trizone will undoubt-
edly receive, the time when those ques-
tions will start is not far off.

In the Compex division, unless 
something unforeseen comes along 
to slow down NMES’s adoption, the 

only foreseeable issue is the average 
consumer’s barrier to entry. One can 
assume, with time, economy of scale 
will kick in and reduce the cost of this 
non-optional performance protocol for 
any halfway serious athlete. 

In the meantime, DonJoy has hedged 
its bets on the self-medication trend and 
NMES early adopters.  With a whole suite 
of products for every person, every day, 
all the way up to elite athletes looking for 
a competitive edge, DonJoy is braced for 
a very stimulating future.

Compex Sport Elite Muscle Stimulator 
($849), an elite level NMES with 
conventional 4 wire/channel form factor 
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OutdOOr SwatcheS
Component news and new products

YKK, Mad Water Debut ‘Made in USA’ 
Waterproof Zippers

In most cases, and to most people, a zipper is a 
rather simple thing – sometimes even an afterthought. 
It’s an easy way to get into a pocket or pouch, close a 
fly or add a bit of aesthetic flavor to a garment. For 
Mad Water, however, one particular zipper means a lot 
more. And YKK bringing manufacturing of that zipper 
stateside has made all the 
difference.

Keep in mind, of course, 
this is not your normal zipper, 
as Mad Water, for its part, 
has some very specialized 
requirements. Part of the Roc 
Gear stables of brands, Mad 
Water offers waterproof packs 
and gear to anglers, as well 
as water and actions sports 
enthusiasts. Not “water-
friendly” or “water-resistant,” 
we are talking fully water-
proof and even submersible 
waist packs, hydration back-
packs, chest packs, duffel 
bags and map cases. 

“It always seemed crazy to 
us that there are so many fly-
fishing backpacks and none of 
them were fully waterproof,” 
said Jay Buell, Roc Gear CEO, summarizing Mad Wa-
ter’s mission.

As for the zipper, Mad Water wanted to produce a 
true sports duffel bag that was, of course, waterproof 
and submersible. Taking the more traditional route to 
waterproof meant a roll-top closure, but that didn’t ex-
actly provide the type of competitive differentiation that 
Mad Water desired for this duffel. 

“With competitive waterproof duffels, you have to 
literally spend 30 seconds closing it up – going across 
every bit of it inch-by-inch, to make sure you’ve got a 
full seal, roll it down again and then buckle it up,” he 
said. “Then you hope you don’t need anything else be-
cause you’ll have to do it in reverse all over again.”

Mad Water customers, says Buell, were asking for 
the simplicity and accessibility of a zipper. “People want 
to be able to get into something easily.”

Elimination of the roll-top also means Mad Water 
uses significantly less material to produce a bag with 
comparable capacity. “We’re able to use a material 
that’s 50 percent thicker than the waterproof bags from 
our competitor, and the end product is actually lighter 
at an equivalent volume,” said Buell.

All the while, Mad Water 
was in the process of mov-
ing manufacturing from 
overseas back to its facility 
in Commerce, Ga. For start-
ers, that’s because “the U.S. 
government beats you up 
on waterproof backpacks,” 
said Buell, with import du-
ties of 20 percent. Domestic 
production also provides the 
oft-cited benefits of “Made in 
the USA” nationalism, local 
job retention, improved qual-
ity control and the flexibility 
to keep pace with business at 
digital speeds through “just-
in inventory” fulfillment and 
low retailer minimums (Mad 
Water order minimums are 
$100). Then there is the very 
important matter of being 

eligible for federal and military contracts, said Buell. 
After surveying the options, it appeared Mad 

Water’s only viable choice was to source waterproof 
zippers overseas but still manufacture the bag domesti-
cally. Such a scenario, however, might have shut down 
some of those avenues with the federal government. 

During his search, however, Buell came across YKK’s 
AQUASEAL waterproof zippers.

“One of the things that separated YKK from the 
competition is they individually pressure test every 
zipper after it’s manufactured,” said Buell. “They don’t 
spot check every fifth one off the line or every 30th one 
off the line. They test every single one.” 

Buell also learned that YKK’s U.S. headquarters were 
located in nearby Marietta, Ga., and they were more 
than willing to work with a fellow Georgian company. “I’m 
a small guy, but they came and visited me,” he said. 

The Mad Water Waterproof USA Duffel, featuring YKK 
AQUASEAL waterproof zippers, are RF welded from 

double-coated (PVC-free) polyurethane  
and are submersible to 15 feet.

By Martin Vilaboy
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As it turned out, YKK was also look-
ing to market to the U.S. government 
and was planning to move production 
of its AQUASEAL zipper to its facility in 
Macon, Ga.

“We had foreseen a potential for the 
AQUASEAL zipper in the U.S. Market 
and brought the technology to our 
Macon facility in order to offer the best 
service and be close to our customers,” 
said Mitch Hirose, national zipper mar-
keting manager for YKK.

Hopeful he had found his solution, 
Buell submitted a purchase order, and 
this past July YKK fulfilled its promise 
to deliver the first AQUASEAL zippers 
off its production line in Macon to Mad 
Water’s facility in Commerce, Ga. The 
end result is the fully submersible Mad 
Water Waterproof USA Duffels.

“It was just the right time, right 
place in Georgia to partner with Roc 
Gear,” said Hirose. “They are our 
memorial first U.S.-made AQUASEAL 
customer, and we are very excited to 

see their dream come true of bringing 
production back to the U.S.”

Meanwhile, Buell was excited – 
and somewhat surprised – that a 
large and global supplier such as YKK 
was so willing and eager to work with 
what many would consider a very 
small, niche Mad Water brand. 

“They have been extremely accommo-

dating,” he said. “They’ve made the time 
to work with me because they want to get 
more invested in the outdoor industry.”

Of course, that excitement is some-
what overshadowed by the satisfac-
tion in accomplishing the mission of 
manufacturing a waterproof duffel that 
is “Made in the USA,” or possibly even 
better, what that is “Made in Georgia.”

GO FROM SIDEWALK 
TO SUMMIT WITH 
CONFIDENCE

Check it out at stabilgear.com

MADE IN MAINE, USA

WITH OUR MOST DYNAMIC HIKING CLEAT EVER.

THE NEW STABILICERS XP

Thermore Unveils Smart Insulation
Similar to static insulations such 

as down and polyfills, Thermore’s new 
Thermal Booster smart insulation is 
engineered to offer a consistent warmth 
level under normal conditions. But as 
temperatures start falling, the product 
offers a thermal “boost” in insulating 
value to maintain comfort, says the 
company, allowing users to stay in the 
comfort zone longer.

Thermore compares its smart in-
sulation to having a “heat pack” as 
the temperature decreases, but unlike 

a heat pack, Thermal Booster main-
tains its higher warmth for as long as 
the temperature’s lower. If the tem-
perature increases, it automatically 
re-tunes to the warmer temps, thus 
keeping users in the comfort zone, 
says the company.

According to Thermore, indepen-
dent test labs show that Thermal 
Booster is more than 20 percent 
warmer at lower temperatures, in this 
case moving from 20 degrees Celsius 
to minus-10 degrees Celsius.
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Sciessent announced the release Agion Active XL and 
Lava XL, its newest generation of odor-control products. 
Unlike odor control technologies that rely on laundering to 
regenerate their odor-fighting properties, Agion Active XL 
and Lava XL self-regenerate between launderings for longer-
lasting odor control, said the company.

Sciessent Lava XL, a standalone odor adsorption product 
and key component of Agion Active XL, goes beyond just 
attracting and adsorbing odors; it actually degrades them. 
This keeps Lava XL from becoming saturated with odor mol-

ecules, allowing it to perform longer while products are in 
use. Sciessent says this advancement provides optimal per-
formance for some of the most challenging applications.

“These technologies add superior performance, value and 
differentiation to products, and we are excited about expand-
ing to new markets with these exceptional offerings,” said Ste-
ven Cunningham, director of marketing for Sciessent.

Among the first customers, Sciessent Agion Active XL 
odor control technology will be featured on a new line of 
10X hunting apparel.

Japanese athletic apparel and gear company Goldwin 
Inc. has agreed to invest nearly $30 million (¥3 billion) in 
Spiber Inc. to commercialized its “synthetic spider silks” for 
a high-performance next-generation material. Under the 
terms of the agreement, the two Japanese companies will 
form an exclusive operational partnership to jointly develop 
next-generation athletic apparel. Goldwin acquired 1.88 mil-
lion shares, or about 12 percent, of privately held Spiber.

Described as resilient and highly elastic, the synthetic 
spider-web-like material, “Qmonos” (from Japanese “kumo-
no-su,” meaning “spider web”), differs from petroleum-based 

fibers such as polyester or nylon in that it is made from bio-
mass, which does not depend on depleting fossil resources, 
said the companies. A state-of-the art microbial fermenta-
tion process is used to produce a protein called fibroin that 
is spun into the Qmonos fiber using a special spinning tech-
nology. The end result is a highly functional, environmentally 
friendly and sustainable next-generation material.

The Japanese Government Cabinet Office designated 
Spiber Inc. as a core research organization in a project cre-
ated to develop disruptive, high-function, structural protein 
technologies for the materials industry.

Sciessent Launches Latest Generation  
of Odor Control

Goldwin to Invest $30 Million in ‘Spider Silk’

Addressing manufacturers’ and consumers’ requests 
for both performance and sustainability characteristics 
in durable water repellents (DWR), Chemours, a perfor-
mance chemical company that spun off from DuPoint ear-
lier this year, unveiled Teflon EcoElite finish for texitles. 
According to Chemours, Teflon EcoElite is the first renew-
ably sourced, non-fluorinated fabric treatment for durable 
water repellency. 

Teflon EcoElite contains 63 percent renewably sourced 
raw material derived from plant-based sources that are non-
genetically modified and non-food-source feedstock materi-
als and is not made with alkyl phenol ethoxylates (APEO). 
At the same time, it is up to three times more durable than 
existing non-fluorinated repellents. 

“Teflon EcoElite helps garments look newer longer, 
with excellent water repellency that performs out to 30 
washes,” said Lisa Hardy, North America manager of Che-
mours’ Teflon brand. “While this is a renewably sourced 

option, we’ve achieved high repellency and maintained 
fabric breathability, making garments comfortable with 
the added benefit of easy care.”

The Teflon EcoElite finish is achieved using Zelan R3 
finish sold by Huntsman. It is suitable for use on a wide 
range of fabrics including cottons, synthetics and blends 
and is ideal for high-performance outdoor and outwear 
fabric. The technology reportedly offers water-based stain 
repellency that is effective against liquids including milk, 
coffee, red wine and tea, and allows fabrics to dry quickly. 
It is engineered for uninterrupted production process and 
is compatible with common finishing auxiliaries including 
resins and cross-linking agents.

According the Chemours, consumer research in the 
United States, Europe and China has shown that consumers 
value the Teflon EcoElite brand, performance and renew-
ability, and they are willing to pay up to 7 percent more for 
outerwear that features Teflon EcoElite.

Chemours Launches Renewably Sourced DWR 
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I
s it possible that consumers finally have burned out 
on “Black Friday” sales and the marketing ruckus 
that has become the official opening of the holiday 
shopping season? Did retailers overplay Black Fri-
day “deals” and essentially de-value its importance 
in consumers’ minds and their 

holiday shopping plans?
Following last year’s Thanksgiv-

ing weekend, The Retail Council of 
New York State said Black Friday 
sales fell between 6 and 8 percent 
from year-earlier levels for mer-
chants across the state. Some of this 
decline certainly can be attributed 
to Black Friday hawks now starting 
their deal hunting on Thanksgiving 
Day, but preliminary figures for the 
entire 2014 Thanksgiving weekend 
from the National Retail Federation 
showed declining sales of 11 per-
cent, while 5.2 percent fewer people 
shopped or plan to shop over the 
four-day weekend, the federation 

said. Shoppers also spent about 6.4 percent less than 
the year prior. And though many retailers offered the 
same aggressive discounts online, the Web also failed to 
attract more shoppers or increased spending during last 
year’s four-day holiday weekend.

Christmas 
CalCulations
2015 HOLIDAy FORECAST AND GIFT GUIDE

By Martin Vilaboy

US Retail Sales: Through BTS, Q4, and Holiday

 

Source: Mercury CSC
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kenneth j hamilton / Rumney, nh 
nanospikes is a trademark of kahtoola inc.

Not that a slower opening weekend 
ruined retailers’ holidays. When all 
was said and done, sales were rather 
healthy, with growth slightly outpacing 
long-term trends. Rather, consumers 
say they are starting earlier, to avoid 
the rush, as well as shopping later into 
the season, to take advantage of anti 
cipated late-season discounting. In other 
words, there may need to be some 
re-assessment as to what counts 
as “holiday sales,” as Christmas 
creeps further back toward Hal-
loween and onto New Year’s. 

As for 2015 expectations, the 
prognosticators’ sales growth predic-
tions range anywhere from 2.4 per-
cent (ShopperTrak) to 3.3 percent 
(International Council of Shopping 
Centers) to just more than 5 percent 
(Deloitte), pretty much in range with 
the predictions and results we have 
seen since 2008. Also like most 
other years, these analysts point to 
variables such as gas prices, stock 
market indices, wage stagnation 
and even a “government shutdown” 
(yes, again). One such firm, however, 
relies less on these broad economic 
indicators, insisting that the best 
gauge of what consumers will spend 
during the holidays is what they’ve 
spent so far that year.

Looking at historical retail sales data 
from 1992 to present from the Depart-
ment of Commerce, AlixPartners says 
it can reasonably predict holiday sales 
based on current-year sales through 
the end of back-to-school. Excluding 
2008 (what AlixPartners calls a “Black 
Swan event”), sales through the back-
to-school period have consistently ac-
counted for between 65.5 percent and 

66.8 percent of annual sales. In the last 
five years, that range has tightened, 
averaging between 66.2 percent and 
66.4 percent of annual sales – result-
ing in a miniscule standard deviation. 
By this measure, AlixPartners predicts 
holiday sales will increase 2.8 percent 
to 3.4 percent in 2015. 

Breaking out sporting goods sales 
specifically, sales through August 2015 

US Retail Sales: Through BTS, Q4, and Holiday

 

Source: Mercury CSC
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Source: Boston Retail Group, NRF
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are up about 6 percent over 2014, which 
could bode well for outdoor dealers, as-
suming the 66 percent rule holds up.

Acquisition Angst
Whatever the percentages and rate 

of growth, retailers must battle for at-
tention and traffic, and it’s an increas-
ingly complex and highly fragmented 
battlefield, particularly online. Last 
holiday season, when Prosper Insights & 
Analytics asked online shoppers to pick 
the top ways they found a shopping site, 
more than a dozen channels or methods 
received statistically significant amounts 
of respondents. An email from a retailer 
was far and away the top method to 
attract new customers, even among 
younger shoppers, but just about every 
other method declined in importance.  

Furthering fragmenting things, 
this will be the first holiday season in 
which marketers can utilize social “buy 
buttons.” Created to engage potential 
customers even more directly and 
bridge the chasm between initial inter-
est and an actual purchase, this spring 
social networks started testing mobile-
centric “buy buttons” such as Buy 
with Google, Facebook News Feed buy 
button on Shopify and Pinterest Buy-
able Pins. Thought likely to represent 
a sliver of actual sales, many feel this 
holiday is a type of proving ground for 
social buying and social media’s ability 
to attract new, paying customers.

And make no mistake, engaging and 
attracting new customers is an impor-
tant part of a holiday season strategy, 
particularly for outdoor dealers. That’s 
because your customers are not just 
buying gifts for other outdoor custom-
er. As it turns out, outdoor enthusiasts 
use gift buying as a way to “pass their 
interest onto others,” according to a 
survey performed for REI heading into 
last year’s holiday shopping season. 

“Our customers give gifts from REI 
to share the joy that comes from being 

outdoors, and we want to enhance 
these experiences,” said Doug Schmidt, 
divisional vice president of retail at REI, 
upon release of the survey results. 

At the same time, there will be 
plenty self-gifting taking place this 
December at outdoor stores, as a 
full 84 percent of those surveyed by 
REI admit to making a purchase for 

themselves while holiday shopping. 
And if this year is anything like last 
year, clothing, fitness gear and winter 
accessories will be on top of outdoor 
enthusiasts’ wish lists. Some sugges-
tions within those categories, along 
with much more, can be found in  
the following annual Holiday Gift 
Guide. Ho Ho Ho!

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

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

Scan with Layar

mailto:INFO@smcgear.net
http://www.smcgear.net/
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8BPlus Climbing Monsters Chalk Bags
Sure, these chalk bags were likely designed for 

little kids, but we get the feeling some not-
so-young kids will be sporting 8Plus Climbing 
Monsters bags on their belts. Not just a novelty 

item, 8Plus says its monster designs “also deliver 
in every technical aspect to a rock climber’s expecta-
tion.” SRPs are $29. www.8bplus.com

Sog SwitchPlier Multi-tool
A familiar standard for dad 
or apropos for the urban 

woodsmen, this multi-
tool provides one-
handed access 
to pliers for 

quick deploy 
in tight 

situations. It 
can also drive 

a screw, saw a 
rope, cut some 

beef and open a can 
or bottle. SRP is $64. 

www.sogknives.com

Stormy Kromer Original  
Cap with Harris Tweed
There’s a good chance your outdoor cus-
tomers will be looking for winter accesso-
ries this holiday season, and the Stormy 

Kromer Original Cap in Harris Tweed is an 
updated version of a tried and true style. 
SRP is $59.99. www.stormykromer.com

http://www.8bplus.com/
http://www.sogknives.com/
http://www.stormykromer.com/
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World’s softest

866-977-soCK  |  CUstoMerserVICe@Worldssoftest.CoM
World’s softest® soCKs Is A reGIstered trAdeMArK of CresCeNt soCK Co.

Outside Inside Santa  
Sport Ornaments
Sure to catch customers’ eyes as either a 
gift idea or in-store merchandising/decora-
tion, Outside Inside’s Santa sport orna-
ments are offered in a range of activities, 
all hand crafted and hand painted. SRPs 
range from $8.95 to $15.95.  
www.outsideinsidegifts.com

ColdPruf Women’s Honeycomb Fleece
REI customers surveyed said they wanted versatile apparel as 
a gift. Well, this piece doubles as both performance base layer 
and stylish active outwear, featuring a performance polyester 
honeycomb fleece and spandex blend, longer sleeves with 

thumbholes, extended tail, flatlock seams and a tagless 
design. www.coldpruf.com

Squiddies Flip Reel
A modern take on the ancient art of hand 
line fishing, the Flip Reel is an inexpen-
sive way to introduce a kid to the thrill 
of fishing or a portable solution for the 
backpacker and backcountry enthusiast. 
Fishing line, stainless-steel line cutter  
and hook storage are all built in.  
www.sqiddiesflipreel.com

mailto:CUstoMerserVICe@worldssoftest.com
http://www.outsideinsidegifts.com/
http://www.coldpruf.com/
http://www.sqiddiesflipreel.com/
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Kahtoola MICROSpikes
What’s better than an outdoor gift you can unwrap and imme-

diately take outside for a test run, no matter the weather? The 
latest edition of the MICROSpikes have been updated with 
even lighter and stronger materials, and they can be hung 

from your in-store Christmas tree in the included tote sack. 
SRP is $69.95. www.kahtoola.com

Crescent Sock 
World’s Softest 

Socks
Give the gift of the 

“World’s Softest Socks,” a 
new brand from Crescent 

Sock Co. The World’s Soft-
est Socks combines fashion-

able stylings with extreme 
softness in both Gallery and 
Ragg style, knee high and crew. 
SRPs start at $11.49.  
www.worldssoftest.com

Ruffwear Powder Hound  
Hybrid Jacket
Today, 62 percent of Ameri-
cans have at least one pet in 

their household, according to 
Nielsen and Harris Poll, and be-

lieve it or not about two-thirds 
of them buy holiday gifts for 

their pets. Ruffwear’s Pow-
der Hound is an ideal gift 

idea for lovers of both their 
pets and the outdoors. 
SRP is $89.95.  
www.ruffwear.com

Our mission is to empower generations to enjoy the

outdoors responsibly through education and stewardship.

So join us. Avoid fragile shorelines. Dispose of fishing

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

more ways to minimize your impact while fishing, go to

www.treadlightly.org or call 1-800-966-9900.

http://www.kahtoola.com/
http://www.worldssoftest.com/
http://ruffwear.com/
http://www.treadlightly.org/
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Headsweats Reflective Headwear
It may look like an ordinary visor, 

but Headsweats’ collection of 
reflective visors and ball caps 
feature reflective trim that liter-
ally glows in the dark to keep 

runners visible during early 
morning and those long 

winter nights. www.
headsweats.com

Selk’bag USA 
Marvel Collection

Easily the most fun a 
kid can have in a sleep-

ing bag, parents may have a harder time getting 
kids out of these Marvel hero bags than getting them to 
go to sleep at bedtime. No worries, the Iron Man, Hulk, 
Captain America and Spider-Man Selk’bags have remov-
able booties so kids can wear regular shoes when saving 
the day. Available in kids sizes xS to L, SRP is $99.  
www.selkbagusa.com

Popticals Portable Sunglasses
What to give to the outdoor enthu-
siast that has everything? It’s a 

good bet they don’t have a pair 
of quality sunglasses (polarized 
Zeiss lenses) that fold down for 

compact storage like these  
Popticals do. www.popticals.com

Bali 13.5 ss Tandem

Aruba 12 ss

Aruba 10 ss

Bali 10 ss

Our line of recreational and fishing kayaks provide 
maximum stability and performance. They come 
with a variety of features that will make your 
paddling experience enjoyable. Whatever your 
kayaking level, Sun Dolphin® has you covered. 

 Local (231) 733-2725  
 Toll Free (800) 733-2727

      Made in USA

sundolphin.com
Leisure taken seriously.

The Ultimate Kayak. Sun Dolphin®.

http://headsweats.com/
http://www.selkbagusa.com/
http://www.popticals.com/
http://sundolphin.com/
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Eagle Creek Fast Inflate Pillows 
The surprise doesn’t stop with 
the unwrapping. A must see 
to believe, the Fast Inflate, 
utilizing patented Wind-
catcher technology, literally 
inflates from pancake flat to 
full-size pillow in just two to 
three quick breaths, without 
lips touching any part of 
the pillow. The Fast Inflate 
comes in medium and large, 
and the technology also is 
offered in a travel pillow. 
www.eaglecreek.com

Sun Dolphin Journey 10 ss Fishing Kayak
A popular Black Friday promotional item among its retailers, Sun 

Dolphin’s Journey 10 ss sit-on-top fishing kayak features rod holders, 
adjustable padded seat, adjustable foot braces, storage  

compartment, shock cord deck rigging, ditty trays 
and paddle holder. SRP is $279.  

www.sundolphin.com

Minus33 Midweight Balaclava
Winter apparel accessories are always a popular holiday gift item, 

especially a high-quality, 100-percent merino piece that is super soft, 
warm and machine washable. Made with 230 g/m2 Interlock knit 

construction, SRP is $20.99. www.minus33.com

http://www.eaglecreek.com/
http://www.sundolphin.com/
http://www.minus33.com/
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Orange Screw
A unique stocking 

stuffer for multiple 
applications, Orange 

Screw semi-permanent 
anchors are composed 

of 100 percent recycled 
materials, made in the 

USA, nearly indestructible and tested to secure up 
to 600 pounds. Designed to anchor tarps over boats, 

ATVs and firewood, secure pets, as well as ensure 
tents and sunshades stay put, Orange Screws are 

offered in two sizes. www.orangescrew.com

Clif Bar Seasonal Flavors
An annual holiday tradition in their own right, 
Clif Bar Seasonal Flavors are the Christmas 
cookies of the active enthusiast. This year, the 
new flavor Hot Chocolate joins favorites Spiced 
Pumpkin and Iced Gingerbread to offer three 

wintery ways to sustain energy. SRP is $1.39, 
while supplies last. www.clifbar.com

Combat Flip Flop Harvest Belt
Harvest Belts are made through a program 
that not only teaches Afghan widows of 
Jalalabad fundamental literacy, math, hygiene 
and a skilled labor, it also provides graduates 
with a non-powered, home sewing machine 

and a product to market that requires minimal 
material and power to produce. Oh yeah, and you 
get a cool belt sporting an Afghan flag colored 
wheat stalk. The Harvest: reap what you sew. SRP 
is $19.99. www.combatflipflops.com

Advanced  
inflatable  
kayaks

Advanced  
inflatable  
kayaks

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

The evolution of inflatable kayaks™

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

AdvancedFrame®

Length: 10’5”  Width: 32”   
Max.Wt.: 300 lbs

http://www.orangescrew.com/
http://www.clifbar.com/
http://www.combatflipflops.com/
http://advancedelements.com/
http://max.wt/
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WeatherHawk myMET 
For the closet meteorologist or the mountain backcountry thrill-seeker, 
the WeatherHawk myMET Sport wind meter is a compact and conve-
nient way to check the weather anytime, anywhere from the palm of 
your hand. The accompanying app is available on the App Store and com-
ing soon to Google Play. www.weatherhawk.com

OverBoard Pro-Vis Waterproof Duffel
We can’t forget the paddler on the gift list, 

and they won’t forget who gave 
them this waterproof and 

bombproof 60 liter roll-top 
duffel featuring a large inter-
nal wet/dry pocket, an outer 

weatherproof zip pocket 
and Overboad’s new quick-
release loop. High visibility 

orange and reflective stripes 
mean they won’t go unseen 

either, day or night.  
www.overboardusa.com

Be a part of 
skiing history!

yoUr $49 MEMBErshiP inCLUDEs:

1.  Skiing History magazine 6 issues a year

2.  Subscription to SKI or Transworld Snowboarding

3.  the historical DVD Gliding Through Time  
(new members only)

4.  $50 discount off the next Skiing History  
Week package

5.  Bonus membership in the U.S. Ski and  
Snowboard Hall of fame, ISHa’s partner in history

Join ishA!

“Skiing has  
defined my life  
and friendships, 
which I find 
reflected over 
and over in the 
pages of Skiing 
History.”–  Jean-Claude Killy,  

1968 triple gold medalist 

Visit www.skiinghistory.org, call 906-486-4202  
or write: po Box 191, Ishpeming, MI 49849  

Sleep Well.
 Play Hard.

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

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

http://www.weatherhawk.com/
http://www.overboardusa.com/
http://www.skiinghistory.org/
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Know Your Value

“If business schools could 
offer just one course, it would 
not be on stock trading, the ef-
ficient market hypothesis or 
modern portfolio theory. Rather, 
B-schools should be encouraging 
students to learn the boring, but 
critically important, discipline of 
business valuation.”

 – Warren Buffet, 2012 Berk-
shire Hathaway Annual Meeting

Every business will require 
a valuation at some point in its 
business lifecycle. The reasons 
that prompt a need for a busi-
ness valuation vary from tax and 
non-tax reasons as well as volun-
tary and non-voluntary reasons. 
It is important for business own-
ers to understand the need for 
business valuations and, more-
over, the principles of business 
valuation. From here, the owners 
can better understand that value 
of their business, plan for the 
growth of the business and ex-
ecute their exit plan strategy.

Many business owners per-
ceive a business valuation may 
be required if they sell their 
business or their ownership inter-
est in their business. Of course, 
upon the sale or proposed sale 
or transfer of the business or the 
ownership, a valuation is sug-
gested as the buyer of that busi-
ness or interest will likely conduct 
its own valuation. But also the 
business may need to seek a loan 
or similar financing at some point 
in its lifecycle, and the lender 
will need to value the enterprise. 
Similarly, if the company seeks to 
raise capital, a business valuation 

is suggested in order to support 
the terms and the promised re-
turns of the company’s offering.

Other businesses may want to 
institute deferred compensation 
arrangements with its key people 
in the form of stock apprecia-
tion rights, phantom stock, or 
options in order to provide ad-
ditional financial incentives. Here, 
the business and the plans will 
need to have a baseline value to 
use in the calculation of the de-
ferred compensation, as growth 
can only be measured if there 
is a known starting point. Also, 
ESOPs are required to have a 
valuation each year.

Estate planning for business 
owners is of key importance as 
the business owner will someday 
retire or leave the business, and 
family members may need to be 
considered. Here, a valuation of 
the business will be required for 
estate tax forecasting. Further, 
the IRS will have an interest in 
the value of the business or the 
ownership upon the transfer from 
one party to another whether in 
a sale, gift or estate transaction.

In addition, unfortunately dis-
agreements among the owners 

of a closely held enterprise may 
lead to owner disputes and the 
need for a business valuation in 
any buy-sell arrangement or in 
any litigation that may arise be-
tween the owners.

For exit planning purposes, a 
current business valuation helps to 
identify what reasonable exit ob-
jectives are achievable, what driv-
ers need to be in place to achieve 
those results, and provides a guide 
to keep the business on track to 
build value and execute its desired 
exit strategy. All exit plan suc-
cess starts with a beginning value, 
which a valuation provides.

The business valuation pro-
cess has its origins in an IRS Rev-
enue Ruling from 1959. In this 
ruling, it was determined that the 
date of the valuation, the valu-
ation’s purpose, the premise of 
value considered in the valuation, 
and the standard of value to be 
applied – fair market value, fair 
value or investment value – are 
vital factors in the business valu-
ation process. From here, the fac-
tors that are viewed to strongly 
determine the value of a business 
in the valuation process include 
the history and nature of the 

The boring by critical importance of business valuations

By Philip  
Josephson

Scenarios That Can Require a Business Valuation
Voluntary
(Actions that a business  
can make happen)

Involuntary
(Actions that can occur  
to the business)

Outside capital

Exit planning

ESOP, Compensation plans

Earn outs 

Transfer to family/insider

Sale or purchase

Death

Divorce

Bankruptcy

Owner dispute

Forced restructuring
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business, micro and macro-economic 
factors that affect the business, the 
company’s financial condition and 
history, the dividend paying and earn-
ings capacity of the company, and the 
existence of any company goodwill 
and intangible assets. The business 
valuation process incorporates those 
factors and uses one or more common 
and accepted approaches to business 
valuation – asset approach, income 
approach or market approach – as it 
works to determine a calculation or 
conclusion of value.

Business valuation is a combination 
of art and scince, and thus it requires 
a professional, qualified appraiser to 
conduct and provide a valuation. An ac-

credited business valuation analyst per-
forms the calculation in accordance with 
prescribed rules and accepted meth-
odologies which provides a respected 
and accepted calculation for the owner 
or those that then rely on the valuation 
report. It is not enough or prudent for 
an owner to “run their own numbers” 
for valuation purposes, especially as 
they try to defend their calculations to 
the IRS or state taxing authorities.

A business valuation is an impor-
tant and necessary undertaking for 
nearly every business. The valuation 
has many uses and can serve different 
purposes. A valuation can be used as 
a negotiation tool in the sale of a busi-
ness, it can be used as a management 

tool to promote efficiencies and to 
develop sound practices that increase 
business value, it is used in compensa-
tion plans, and it should be a part of 
strategy and exit plans for the business 
and the business owners. 

Philip Josephson is a Certified Valu-
ation Analyst (CVA) as certified by the 
National Association of Certified Valu-
ation Analysts. Philip is the founder of 
Sterling Business Law where he and the 
firm deliver corporate legal and busi-
ness advisory service to clients across 
the United States. Philip holds a Finance 
degree and a J.D. from the University of 
Miami, an M.B.A. from Columbia Uni-
versity; he is a Registered Investment 
Advisor (RIA); he is a member of the 
Florida Bar, the Arizona Bar, and the 
Federal Communications Bar; and may 
be contacted at pjosephson@sterling-
businesslaw.com. Nothing written above 
is intended to be legal advice.

Uses for Business Valuation
Negotiation – Improve position in purchase or sale scenarios

Management – Identify and promote efficiencies/develop sound practices

Compensation – Determine baseline to establish deferred compensation plans

Strategy – Develop, implement and execute exit plans
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