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Adventure and expedition photographer, Jimmy Chin, has been around the world and back with his Polarguard filled sleeping bag. 

Polarguard® Continuous Filament for Continuous warmth. The ultimate 
polyester insulation for protection and performance, even when wet.

Visit us at the Outdoor Retailer Winter Market Booth 3551. Phone 704-639-2701 Fax 704-642-2177 Website www.polarguard.com
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YOU COULD ALMOST SKIP THE    
SHOW...But don’t tell the boss!

Not even a trade show’s own publication covers
the show as completely or as accurately as

the SNEWS® team does. Almost as good as being there,
you’ll find it at www.snewsnet.com/tradeshow.

HERE COME DA JUDGE! 
With the new SNEWS® Law Review, you’ll know exact-
ly what a pending or current legal decision might
mean to your business or the industry. Just go to 
www.snewsnet.com/lawreview. 

JOB-HUNTING OR JOB-TO-OFFER,    
WE GOT YA COVERED 

The SNEWS® classifieds get action and quality re-
sponses—that’s what our readers tell us. Looking for
a job? Need someone to fill a position? Head to
www.snewsnet.com/classifieds. 

TAKE A PEEK: 
2005 NEW PRODUCT PREVIEWS

The ultimate resource for retailers and the media.
Nowhere else will you find a more comprehensive

preview of 2005 product than at GearTrends®. Check it
out at www.geartrends.com/newproductpreview.

HIT AND CLICK: FREE MAGAZINE DOWNLOADS
GearTrends® magazines—every page-turning issue since
we first started publishing—are available online to
download and to print out for free. Pass it on:
www.geartrends.com/magazines.

STAY 
IN-THE-KNOW, 

ALL THE 
TIME

CREATING COMMUNITY
THROUGH COMMUNICATION 

»
»

go to the source www.snewsnet.com

Bravo for the consistently high 
quality, informative, and insightful

reporting you do. You never cease to
impress and I am most appreciative 
of having SNEWS® there reporting 

and leading. “

“

— Peter Metcalf, President, Black Diamond



Our high quality, 
effective, point of 
purchase display
helps make the
Tilley Hat usually
the best selling
item on a sales
per square foot
basis in hundreds
of retail stores.
Our sell'em or
return'em policy
makes your decision risk free. There is some
fine print, but none you would think is unfair! 

Please contact us for a sales package.
In the US call 800-555-2160;
in Canada call 800-665-3574

Guaranteed for life against wearing out, 
Tilley Hats tie on in the wind, float, and won’t
shrink or mildew. They are totally packable and
come with a four-page owner’s manual 
with FREE insurance against theft or loss. 
Smart appearance and splendid comfort are,
of course, a given.

The best, 
most practical, 
outdoor hats in

the world.™

Outdoor Retailer Booth #2449
Also see us at EORA and MWSRA

A style for every 
activity and occasion
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14 NO LIMITS | SPECIAL REPORT

Access to recreation is improving for disabled people. But the out-
door industry is not adequately meeting their needs, despite the fact
that the disabled have $170 billion in discretionary income a year.

24 ON THE FRINGE | BACKCOUNTRY SKIING

Boom or boondoggle? The debate rages about whether backcountry tele
and AT skiing are on the rise or will always be small fish in a big pond. 

38 BOTTOMS UP | UNDERWEAR

OK, we’re going there…We’re mentioning the unmentionables: bras,
thongs, bikinis, up-and-out flys. Get used to it—it could make a big
difference to your bottom line. 

44 I, EBAY | E-COMMERCE

As eBay entices retailers with the potential of increased sales and
web visibility, the online giant is pulling some into a gray market that
may lie outside distribution agreements. 

54 THE SNOWSHOE BLUES | SNOWSHOES

GearTrends® sent undercover shoppers into stores across the coun-
try to secretly evaluate their snowshoe-selling skills. Unfortunately,
the results were less than stellar. 

62 ALL NATURAL | RECYCLED FIBERS

Alternative, natural and renewable fibers are popping up more fre-
quently in outdoor products. We analyze the pros and cons of going
au naturel. Plus, a look at the evolution of recycled PET fleece. 

68 CANNING THE SPAM | LAW REVIEW

2005 is a year of change as the government cracks down on unwanted
faxes, emails, phone calls and spam. Make sure you’re in-the-know. 

74 2005 NORDIC REPORT | NORDIC SKIING

The winter season has Nordic ski manufacturers rallying around mid-
length skis and the Nordic Integrated System (NIS) for racing afi-
cionados. Plus, a highlight of the hot accessories for the New Year,
including poles, waxes and apparel.

84 LEAP OF FAITH | HELMETS

Like anything else, helmets for winter sports must meet the fickle nu-
ances of fashion, but are safety standards being sacrificed? 

90 A STEP IN THE RIGHT DIRECTION | SUSTAINABILITY

Environmental sustainability is a hot topic in the industry, and major
players have stepped up to support its principles with a new non-
profit—the Green Steps Association. 
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D E P A R T M E N T S

WELCOME LETTER
Specialty isn’t just a hollow word 
for us, it’s practically a religion. 

CONTRIBUTORS
Meet the folks who make the gears turn at
GearTrends®.

MARKETING KNOW-HOW
Stop the tech talk and approach customers
with common sense language. 

MERCHANDISING
We pull back the trade show veil to reveal what
it takes to design a winning booth. 

SNEWS® RETAILER SURVEY
Retailers speak out on the good, the bad
and the ugly of 2004. 

THE PRODUCT ZONE
We’ve expanded The Product
Zone to include mini-trend reports featuring the
season’s latest buzz and hottest products. 
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welcome
WELCOME!
Being special should be the norm, not the exception. Especially in the spe-
cialty industry, where it’s nothing short of vital to be special, whether you
are a retailer, rep, distributor, consultant, supplier, manufacturer, publish-
er or journalist.

Being special means you are working every minute of every day to ensure
that your customers’ experiences are somehow special each and every time
they have contact with your brand or your company. We would argue that
being special is not measured merely by customer satisfaction, higher qual-
ity products, price points or fancy merchandising. Being special has every-
thing to do with creating emotional connections with your customers that, in turn, lead to loyalty to your
brand, whatever that may be. 

We would also argue that creating such emotional connections really isn’t all that hard. Sure, it takes daily
effort, but it’s really just about connecting with each customer on basic values such as respect, pride, 
integrity, fairness, honesty and trust.

In the SNEWS® retail survey on page 94, we were amazed at the number of retailers who told us that they
had listed a company as “best” simply because it took care of retailer problems efficiently, honestly, fairly
and had a customer service team that took pride in its work. Companies that earned the “most difficult to
work with” were consistently cited as being poor when it came to communicating with retailers, plus what
was offered came with no sense of integrity and fairness. 

Less than satisfactory retail adventures are also in the Mystery Shopper article, starting on page 54. In it,
we detail the experiences of three GearTrends® operatives at four stores around the country. Not one expe-
rience even came close to achieving what we might pray for or imagine as special. Concerning? Indeed. As
a result, we have launched a column in SNEWS®—www.snewsnet.com—titled, “Desperately Seeking Specialty.”
At regular intervals, we will report in SNEWS® online about our operatives’ experiences, good and bad (and
we do really hope there will be more good than bad) in specialty retail stores around the country. We are
doing this to remind ourselves that the customer can only care about us, our brands and our industry, if we
give him or her a reason to care—and that reason had better be more than just price. 

Our mission statement underscores our commitment to serving the industry with integrity, fairness, hon-
esty, pride and respect. It says, “We at the GearTrends® Network take our motto of  ‘Creating Community Through
Communication’ very seriously, and to that end, we promise inspiration, truth and open discussion in a way
that is always curious, but never too serious.”

We expect every member of our SNEWS® and GearTrends® team to hold him- or herself and our company
to a higher standard. We publish news and stories with the intention of educating, challenging, inspiring de-
bate, offering up a chuckle and, hopefully, providing a platform we can all use to ensure our industry is al-
ways working toward improvement. We will never be satisfied with only one side of a story—sometimes to
the irritation of those whom we contact to push for the real truth behind the spin. There is no doubt that
we are not always perfect, despite our best intentions. And when we do trip up or stumble, we promise we
won’t duck from the responsibility of admitting a mistake and correcting it. 

Through it all, as you’ve heard us say before, our philosophy is that you can’t have too much fun. After all,
it’s far too easy to take this business of selling products for playing around outdoors and being active and fit
a little too seriously.  

Thank you for finding a special place in your heart for us, our magazines and our news as we enter our
third year. Your loyalty in advertising, subscribing, emailing, calling, supporting and, yes, challenging our
efforts is more appreciated than you know. You inspire us to be special. We promise to keep delivering. 

Thanks for being a part,

Michael Hodgson and Therese Iknoian
Co-publishers
GearTrends® Network 
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MICHAEL HODGSON is an award-winning 

journalist and author of numerous books
including “Camping For Dummies,” “Compass
and Map Navigator” and “Facing the Extreme.”
He continues to pen articles for select con-
sumer magazines, including a regular humor
column for Hooked on the Outdoors. He was the

founder of Adventure 16’s Wilderness Outings program and garnered
extensive retail experience as a store manager there, before 
becoming the general manager for Western Mountaineering. Michael
also served as an editor for Outdoor Retailer magazine where he
helped launch the Daily Exposure.

THERESE IKNOIAN is an award-winning and
internationally published fitness/sports

journalist, has written numerous books, in-
cluding “Mind-Body Fitness For Dummies” and
“Fitness Walking,” and continues to write for
magazines such as Trail Runner. She worked as
a news reporter for the San Jose Mercury News

(where she was on the 1990 Pulitzer Prize-winning news team), and
has a master’s degree in exercise physiology. As an avid athlete and
fitness enthusiast, Therese was a nationally ranked race walker, and
now participates in adventure races, trail running, mountain biking
and whatever else catches her fancy. 

SHARON LEICHAM has been a merchandiser and
marketer for more than 20 years working

with both large and small manufacturers and re-
tailers, such as Royal Robbins, Specialized Bi-
cycle, Sierra Designs and Outdoor Retailer mag-
azine. Sharon is the author of “Merchandising

Your Way to Success” and “How to Sell to Women.” She offers mer-
chandising advise on her website, www.merchandisingHUB.com.

BERNE BROUDY has been a critical commentator on
outdoor gear her entire life, and began putting

her observations into print six years ago. She spends
intensive and extensive time in the field putting gear
to the test. Berne’s home base is in Richmond, Vt.,
where she writes and photographs for consumer mag-

azines and the GearTrends® Network.

CLYDE SOLES is the former gear editor for Rock &
Ice and Trail Runner magazines, and has a

decade of experience as a professional equipment
tester. On top of that, he spent a decade in out-
door retail and has been climbing and skiing since
the wood age. His latest book, “Climbing: Training

for Peak Performance,” was published by The Mountaineers.

MARCUS WOOLF has worked as a journalist in the
outdoor industry for nine years and served as

editor for Outdoor Retailer magazine. In 2002, he re-
turned to his home state of Alabama where he works
as a freelance writer for the GearTrends® Network and
consumer publications such as Backpacker and Hooked

on the Outdoors. Marcus hikes and paddles throughout the country, and
he is one of the few outdoor trade and consumer journalists who specializes
in exploring and testing gear in the South.

T H O S E  W H O  M A K E  T H E  G E A R S  T U R N  A T  G E A R T R E N D S ®

CHRIS HARGES is a partner at Satellite Design, a
San Francisco graphic design firm specializ-

ing in corporate identity, packaging and POP. Be-
fore founding Satellite Design, he managed mar-
keting communications programs for outdoor
retailers and manufacturers including Eastern Moun-

tain Sports and The North Face. After 10 years of association with the
industry, he may finally have all the gear he needs. Ha!

PRIDE WRIGHT is an activist, journalist, publish-
er and outdoor retailer, roughly in that order.

He publishes an alternative rag in the Central Sier-
ra called The Harbinger. He is also the founder of
the Brushwood Institute, which explores the rela-
tionships between environmental stewardship, sus-

tainable economics, holistic health and cultural vitality.

BOB WOODWARD started his career in the outdoor
business at Sierra Designs in 1971. After leav-

ing SD, he drifted into journalism, first with World
Publications and later with Times-Mirror Magazines
and CBS Magazines. Woody returned to the world
of freelancing as a writer and photographer after

selling SNEWS®—which he founded in 1982—to current owners/pub-
lishers Michael and Therese in 2001.
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JIM MOSS is a risk management consultant and
attorney whose clients range from manu-

facturers and importers to independent repre-
sentatives and retailers, as well as outfitters and
federal concessionaires. He currently represents

a variety of outdoor industry organizations and companies. Jim is
also the manager of the GearTrends® Law Review division at
www.snewsnet.com/lawreview.

ˆ
WENDY GEISTER has been an outdoor lover and journalist

for more than 12 years. After a long tenure at Outdoor
Retailer magazine, and its affiliates the Daily Exposure and Fly-

Fishing Retailer, Wendy joined the GearTrends Network® in 2002. She en-
joys kayaking, camping, skiing, kickboxing and traveling. 

JOHN DAVIDSON has been an outdoorsman since the first time
his mother took him camping in Yosemite at age 6. He

has hiked all the major points in the Valley, including five sum-
mits of Half Dome. John was art director of Outdoor Retailer and Daily Ex-
posure for six years prior to hopping onto the GearTrends® Network in 2002.
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