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OUTDOOR

retailer survey

RETAILERS OFFER THEIR TAKES ON THE GOOD, THE BEST AND THE WORST OF 2005.

ere it is—a summary of the 2005 SNEWS® Outdoor Retailer

Survey. Unlike past years, GearTrends® is publishing only

select results from the survey. To view the full survey—per
usual, complete with detailed analysis of each category result—
you'll need to be a SNEWS® subscriber. Full analysis and results are
available at www.snewsnet.com/surveys. As always, there’s a lot of
information packed into both this summary and the full survey re-
sults on SNEWS”, offering the industry plenty to digest, discuss, pon-
der and take pride in.

Keep in mind that although SNEWS® surveys hundreds of outdoor
specialty retailers all over the country, this survey is by no means
scientific in its approach. We do believe the results are quite rep-
resentative of the outdoor specialty retail market as a whole, and
those taking part are consistent from year-to-year, so comparing an-
swers to past surveys presents a useful picture of trends, market
conditions and retailer moods.

The survey was available for retailers to fill out online from
mid-October through Dec. 1. Those returning the surveys represent
over $2.3 billion in outdoor specialty sales. At no time do we in-
clude sporting goods chains, discounters, department stores or
big boxes in our survey. The vast majority of those responding to

our survey represent businesses with three or fewer storefronts.
Every state with the exception of Hawaii is represented by stores
in our survey. Results are representative of the U.S. market in
2005. Although surveyed, Canadian stores were not included in the
final tally and results.

Also, take note: Our retail survey friends asked us to simplify
our survey form, so we changed our methodology slightly, asking
retailers to provide us with only the store’s “best-selling” brand,
rather than the top three best sellers as we have in the past. While
that made the survey easier to fill out, it also meant that brands
which consistently appeared as the No. 2 and No. 3 best-selling
brands in the past, scored no points this year and, as a result, fell
down in the rankings—sometimes significantly.

Finally, despite regularly receiving some truly amazing financial
offers, which we appreciate, we never disclose who responded to the
survey, since that is the promise we make our retailers in return for
their honesty. One final point of importance: SNEWS™ only poses
the questions and does not predispose retailer answers by provid-
ing a list of choices.

For a summary look at some of the cheers and jeers from retail-
ers this year, read on...

Patagonia ................. 23%
Cascade Designs . ........... 12%
The North Face ............. 11%
Mountain Hardwear . .......... 8%
Icebreaker.................. 4%
ArcTeryX. . ..o ot 4%
Aqua-Bound ................ 4%
Marmot.................... 3%
Black Diamond .............. 3%
Montrail . .................. 2%

Also receiving multiple votes were: Werner,
Gregory, Western Mountaineering, Adventure
16, Osprey, Lowa, Big Agnes, Northwest River
Supplies, MontBell and Royal Robbins.

Wow! If we had a “gush-meter” for
positive vibes and retailer com-
mentary, Patagonia would have red-lined
the sucker. In all cases, retailers singled
out the manufacturer’s commitment to
the environment. In most cases, retail-
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ers applauded the company for its prod-
uct quality, its commitment to open and
honest communication with its dealers,
its on-time delivery record, and its com-
mitment to distribution control. Only two
other times since 1999 has this category
seen a winner garner more than 20 per-
cent of the vote. Patagonia did it in 2001
capturing 24 percent, and Mountain
Hardwear managed the feat in 2000 with
a whopping 27 percent. Kudos to Cas-
cade Designs, vaulting from a less than
satisfying eighth position on the poll last
year to No. 2 this year, improving 7 per-
centage points. Cascade Designs man-
agement told SNEWSP last year that the
company would be back at or near the
top, and the team was as good as its word.
After appearing on the survey for the first
time last year, Aqua-Bound continues to
amaze us by clinging to a position high-
er than much bigger industry compa-
nies—a tribute to the fact that this com-
pany continues to listen and respond to
its retailers. Icebreaker deserves recog-

nition for breaking not only into the top
10 in the survey this year, but also for
grabbing onto a top five position as well—
recognition of the company’s commit-
ment to its specialty distribution as well
as quality of product. The North Face
slipped a bit, but still retained a very solid
showing in the No. 3 spot. Retailers gave
TNF strong recognition for vastly im-
proved on-time delivery and excellent
customer service.

If you're wondering how your compa-
ny can get on this coveted list next year,
it really isn’t that hard. Retailers tell us
that simply delivering product on time,
as ordered, is the first item of business.
Ensure solid quality control; be sure your
customer service staff is friendly, honest
and knowledgeable in all aspects of com-
munication with the retailer; and then,
finally, do what you say you are going to
do and stop coming up with lame excus-
es for failure to follow through should
something not go as planned.

...more on next page
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Crocs .....iiii i 17%
OdTown.................. 11%
Confluence ................. 9%
The NorthFace .............. 7%
Yakima.................... 6%
TooManyTolList ............. 5%
Keen...................... 5%
Black Diamond .............. 2%
Mountain Hardwear . .......... 2%
Cascade Designs ............. 2%

Also receiving multiple votes were: Bell,
Marmot, Arc’Teryx, Life is Good, Eureka,
Salomon and Western Mountaineering.

P If there is one bright spot, it is that
&b the “Too Many To List” category
actually slipped this year, dipping from 16
percent in 2004 to 5 percent this year. In
large part, though, that is because Crocs
was getting far more attention this year
than it did last, vaulting 11 percent to the
top spot in a survey recognition no com-
pany wants any part of—the best at being
the most difficult. We don’t have the space
to include all the retailer diatribes re-
garding Crocs here, but suffice it to say
that specialty retailers are blasting the
company for lying about deliveries, lying
about availability, having an absolutely
awful customer service department, main-
taining no sense of loyalty to existing deal-
ers, and having a distribution plan that
appears to say the company will open any-
one with a pulse.

Notable also this year is the fact that
paddlesport companies own two of the
top three spots, with Old Town remain-
ing in the No. 2 spot as it did last year,
though climbing 2 percent, and Conflu-
ence leaping ahead to grab No. 3, jumping
7 percent from its 2004 position. In both
cases, late deliveries and quality control
issues topped the list. However, Old Town
repeatedly garnered special notice for
being the most difficult boat company to
deal with, and one that apparently had no
cohesive vision for its boat line other than
to make as many boats as possible and
sell them into as many points of distribu-
tion as possible.

Overall, what we said in last year’s sur-
vey apparently needs repeating: Manu-
facturers who earned a “Most Difficult
to Deal With” acknowledgement are con-
tinuing to fail specialty retailers. Break-
ing promises, not taking responsibility
for actions or inactions, being very diffi-

cult to deal with, not delivering, deliver-
ing poor quality product, not communi-
cating, and not showing respect—all of
those top the increasingly long list of re-
tailer complaints.

If there is one exception to the above
paragraph, it is The North Face. Try as it
might—and believe us, it is trying—The
North Face just can’t seem to get itself off
this list, nudging up 5 percent from last
year. What was interesting to us though
is that in nearly every case where TNF re-
ceived a vote this year, commentary also
included positives—a first. Retailers were
consistently saying vast improvement had
been noticed, but more needed to be done
before each would no longer put TNF on
its ballot. Most notable were the comments
stating TNF was still far too complex a
company to deal with efficiently.

Less than $499,999........... 4%
$500,000 to $1 million . ...... 19%
$1 million to $2 million. . ..... 13%
$2 million to $3 million. ...... 15%
$3 million to $4 million. .. ... .. 2%
$4 million to $5 million. .. ... .. 6%
$5 million to $6 million. . ...... 3%
$6 million to $7 million. . ...... 0%
$7 million to $8 million. .. ... .. 3%
$8 million to $9 million. .. ... .. 0%
$9 million to $10 million. ... ... 3%
$10 million to $20 million. . ... 11%
$20 million to $50 million. .. ... 2%
Over $50 million............. 6%
Up between 1% and 10% . . . . .. 48%
Up between 11% and 20% . . . .. 15%
Up between 21% and 30% . . . . .. 5%
Way Up! (over 50% up) . ....... 1%
Down between 1% and 10% . . .. 14%
Down between 11% and 20% . . .. 2%
Even......... ... .. ... .. ... 9%

e After gaining strength in 2004, the
&) market slipped a bit overall this
year, in large part because of weather-re-
lated and economic impacts. This year,
only 69 percent of respondents were re-
porting numbers up, compared to 75 per-
cent in 2004. However, there is a bright
spot—the same percentage (20 percent)
reported sales up over 11 percent from
2004. Unfortunately, sales declines for
stores increased from 13 percent in 2004
to 16 percent in 2005. Fewer stores were
reporting flat sales, with 9 percent in 2005
compared to 11.5 percent in 2004. Re-
tailers told SNEWSP® that profits were up
in a vast majority of cases, indicating in-
ventory management and the sale of high-
er margin goods were becoming the rule,
rather than the exception.

Backpacks

(includes hydration packs) ...... 32%
RecKayaks ................ 13%
Footwear. ................. 13%
SleepingBags . ............. 10%
Climbing. ................. 10%
Tents . ........ ... ... ..... 8%
Touring Kayaks .............. 8%
Travel (luggage and bags) ....... 7%
Paddles. ................... 6%
Backcountry Skiing .. ......... 4%
Women's Sportswear. . ........ 39%
Underwear / Base Layers ...... 19%
Socks ....... ... . L, 15%
Men’s Sportswear. . .......... 12%
Men’s Outerwear ............ 11%
Technical Apparel. . .......... 11%
Fleece. .. ...t 9%
Shells / Outerwear. ........... 8%
Sportswear (men’s and women’s) . . . 6%
Women's Technical Apparel. .. ... 6%
Footwear.................. 14%
Paddlesports (especially rec kayaks). . 9%
Women's Sportswear .......... 6%
Underwear / Base Layers ....... 5%
Merino .................... 5%
Travel . .................... 5%
Men’s Sportswear. . ........... 3%

18t024................... 5%
25t034 . ... 17%
35t044 . ..... ... ... .. ... 51%
45t054.......... .. ... ... 17%
We havenoidea ............. 5%

Just a few subtle shifts in the pic-
ture from last year. The vast ma-

...more on next page

* All answers have been rounded to the nearest .5 percent, and since we don’t name every single company name with a percent, the percentages may not total 100%.
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jority of sales continue to be going to the
35 to 44 age group. Sales in the 18 to 34
category dipped slightly. While the 18 to
24 group nudged up a percent, retailers re-
sponding to the survey indicated sales to
the 25 to 34 group slipped just over 2 per-
cent. Notable is the fact that retailers re-
ported sales to the 45 to 54 age group rep-
resented 17 percent of business—an age
group that didn’t even register on our sur-
vey in 2004. We are very happy this year
that only 5 percent of retailers responding
to our survey continue to answer this
question by indicating they have no idea
what the average age of their customer
is. For those still without a clue, we re-
peat our message from last year: This
seems like a major disconnect with your
customer to us. We'd suggest, gently, that
this year those of you who really have no
idea what your customer demographic is
take a moment to FIND OUT! You might
actually see your sales go up as a result of
better information which could lead to
more educated purchases—just a thought,
mind you.

WHERE ARE THE FULL
SURVEY RESULTS?

To read all the results of the 2005 SNEWS®
Outdoor Retailer Survey—including more
detailed analysis from the summary re-
sults printed here, as well as all the best-
selling brand results from climbing, Nordic
skiing, paddlesports and camping—go
to www.snewsnet.com. Yes, you must be
a subscriber, and if you are not yet, simply
go to www.snewsnet.com/subscribe. If you
are a salesperson for an outdoor specialty
retail store, you may qualify for a free
SNEWS?® subscription. Simply email us at
freesnews@snewsnet.com to find out if you
qualify, and if you do, your one-year free
subscription is but a click away. &

All answers have been rounded up to the
nearest 0.5%, and since we don’t name every
single company name or category with a percent,
the percentages may not total 100%.

The SNEWS® Retailer Survey may not be re-
produced for redistribution of any kind, in whole
or part, including for promotional or sales pur-

poses of any kind, to consumers or the trade,
without the written consent of SNEWS® LLC.
Contact SNEWS® at survey@snewsnet.com for
reprint details and restrictions.
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Find GearTrends® member advertisements at a glance, complete with page
numbers. For more information on a member’s new products, simply go to
its manufacturer page at www.geartrends.com.

Adventure Sports Online. . . 34

Alpatec .............. 63
Ambler............... 25
Atlas .o ooviiiiit 25
Baffin ............... 33
Bemis ...l 43
CamelBak .......... 50, 51
(Canada Goose . . ........ 31
Coghlans ............. 58
Coleman.............. 92
Conservation Alliance. . . . . 79
Consoltex............. 55
Dansko.......ovvvunnn 27
Darn Tough ............ 3
Deuter............... 53
Dunham.............. 11
Duofold .............. 57
Eastern Outdoor Reps Assn. 74
Event................ 35
Ex Officio. ..oovnnn... 2
Fox River ............. 45
GearTrends™. . .......... 75
GoLite . oo vvvv 53
Gronell. .............. 26
HighSierra............ 37
Hooked on the Outdoors . . 77
Hydro-Photon. . ........ 68
PO e e et 4,5
TTWNexus ooovvvennn.n 6
Kinetic Koffee.......... 78
Komperdell. . ........... 7
Leki...ovvvvevennnnn 67
Marmot .............. 17
Messe Frankfurt. ........ 65
Montbell. .. ...t 62
Nanofilm ............. 30
National Molding (Duraflex). 49
Nikwax. ..o 32
Outdoor Industry Association
.................. 69
Original Buff........... 34
OSprey v v ee e 32
OutDoor Friedrichshafen. . . 71
Outdoor Research ....... 87
Outdoor Retailer . . ...... 91
Outlast. . .......oouut 23

Penguin.............. 59
Polarguard . ............ 9
Polartec.............. 13
Red Ledge +..vvvvvnnn. 41
Sierra Magazine. .. ...... 73
SunCo.vvvvnnnnnenn. 30
Tilley......oovvvvennn 39
Timberland. ........... 67
The North Face ......... 21
Tubbs.........oovett. 19
Versalayer. ............ 62
WL Gore............. 29
Woolrich. ............. 15
Yakima............... 61
BMe e 47
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(Canada Goose.......... 81
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Asolo.....ovvnnnnnn. 80
Hilleberg ............. 83
Snowsports

GV Snowshoes. . .. ... 82,83
Komperdell............ 83
Sport Racks
Yakima............... 85
Travel

Cocoon ..ovvvvvnnn. 81

Trend Reports
GearTrends
. . geartrends.com/productzone

Water Bottles
CamelBak............. 81
Nalgene .............. 84

» 89



	GTW06_86.pdf
	GTW06_87.pdf
	GTW06_88.pdf
	GTW06_89.pdf



