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Textile Insight is

a Formula4Media
publication designed

to serve members of
the performance textile
industry throughout

the entire supply

chain. With an eye on
innovation, and focus
on active apparel and
footwear, our skilled
editorial team provides
corporate executives,
material developers and
designers information
and expert commentary
needed to succeed in
today’s competitive
textile business.
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Footwear Design and Innovation
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New year, new innovation —
footwear irs are making new
technologies the centerpieces of
2018 products. From underfoot
cushioning breakthroughs to
sophisticated sensors to a

new waterproof wool, athietic
shoes and outdoor boots have
performance stories to tel.
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Trade Show and Conference Coverage

We attend and report on 30+ trade events annually.

Where Function
Meets Fashion
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The Make

Manufacturing tailored of the factories of the future. Meeting market expectations with speed, flexibility and on-the-mark innovation.
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Trendsetters: Industry Influencers

Talented individuals are the force behind what’s new and exciting in today’s marketplace.

TRENDSETTER | AUTHOR ELIZABETH CLINE TRENDSETTER | THIRTY THREE THREADS
Socke St for e St st e th Saron Peromanc, B Sz Blechar

TRENDSETTER / HELPSY
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Reinvented = -

TRENDSETTER | APPAREL
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Sustainability + Eco Update

Environmental responsibility is driving positive change all along the textile supply chain. Investment in new eco-efficient technologies
is a high priority within the industry, and corporate cultures are dedicating more time and energy to broadening, diversifying and
strengthening a commitment to sustainable practices.

TECHNOLOGY | INNOVATION

TEXTILE INSIGHT Planet-Saving
gy CLOSING Solutions
| T LOOP
ON OCEAN
WASTE

TECHNOLOGY: WATER-SAVING PROCESSES
FOOTWEAR: ETHICAL LEATHER & KNIT BENEFITS
STRATEGIES: BUSIHESS BUILT OM REUSEMECYCLE

A Deeper
Shade

of Green

F
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INSIGHT | oN SUSTAINABILITY

Participating companies will be featured in two-page advertorial spreads that will be edited with you, detailing your company’s new
products, key partnerships, and eco marketing strategies. Advertisers will have final approval on advertorial spread. Rate includes all
copy, layout and space. Any corporate graphics, logos or pictures need to be supplied. September/October Issue.

INSIGHT o~ susTamasiLTY
nﬂwh'rﬂtm CHROMUCH: Designer-Friendly Fibers with an Eye on Sustainability CHROMUCH

Vibrant Color Meets Cons

Burlington

“This s the first-time a solution
dye fiber offers
in stock colors selected by a
color ”

A Special
Advertising
Section
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Consumer Surveys

Trend Insight: A snapshot of what’s resonating with consumers to help make

smarter business decisions, inspire creative solutions, and generate original ideas.

TRENDINSIGHT]

© Wesu

Consumers want active lfestyle items that

shopping decision-making, 62 percent of

look good. To keep
that demand, two important

report that it is somewhat

diving product innovation: Wearable *smart”
fabrications that offer added functionality are a
key driver, and 50, t0o, s the development of
materials that enhance comfort and aesthetic
qualles of “athieisure” style. The charts shown
here shine a light on how tech and fashion
impact consumers shopping behavior.

For example 74 percent of respondents
report that interest in smart fabrics over the
past year increased, and — not surprisingly
—80 percent of respondents currently own a
smart watch or fitness racking device. Yet, 63
percent of those surveyed report that fabric
performance such as wicking is stil considered
ahigher priority than smart fabric tech. That
belief may be due to some confusion and
misunderstanding of what makes something
a “smart textlle.” Direct quotes from survey
respondents on the topic fluminate need for
clarity on this emerging category.

When it comes to the role of fashion in

TRENDS AND LOYALTY

important that the pe ce product align
with fashion trends. Indeed a smaller than
expected percentage of survey participants
own wardrobes with a large selection of
athleisure wear. While respondents report
1o be generally in favor of the comfort and
versatiity that athleisure looks afford, sentiment
exists that these casual, stylish looks lack
fitness authenticty. For example, when asked
to define athleisure one survey participant
responded, “You looked like you just worked
out, but did you?" See page 30 for more
respondent quotes.

The panel consisted of 228 Tes
Ages: 18-60

Gender: Male and Female
Brief: Seeking active athletic adults who
participate in both indoor and outdoor sports
and activities multiple times per week. i.e.
Running, Hiking Cycling, Triathion, Cross-
training etc.

your
wardrobe transitions easily from sport to
street wear?

Less  l025%  25.50%  Geeater
than 10% than 50%

26+ Toxtle Insight - Mayldune 2015

important is it to you that
performance product align with current
fashion trends?

ot Somewtat Very
Imporant Imporant  mportant

L_-u.ln.nulll.I||J||IJ”.|”““"LL

How Tech & Fashion Impact Fabric Choices

Have you become brand loyal to
certain fabric or fabrics based on a
company’s social media?

81%

textlsnsignt com

Consumers
Weighinon
Sustainab

SUSTAINABLE AND ECO-FRIENDLY PRODUCTS

TRENDINSIGHT | We surveyed 106 active/outdoor consumers. Here is what they told us.

for you
when selecting apparel, footwear or gear o purchase?

62%

Not Important Somewhat important Very Important

“Yes,1 or

between compeitors.” MALESD

for quality.” FEMALE 48

i
themoment —vith good reason. I ourexclusive
research on these pages, we surveyed more
than 100 activefoutdoor consumers abou ther

co- ‘on mylist of important things to think of when making a
purchase. Comiort s the most important thing.”
“T'm not convinced tha all sustainable productsare ‘greener.” MALE 42

ofthese prodcts,and sbost their wn oleinthe
sustainabily discussion, Ninety-five ercent of

Il purchase it FEMALE 20

L currently feel

eco-friendly as a selling point

por 5 y
, but I suspect the sourcing is insignificantly more
i

then yes. But

they place “very ltle” consideration o the cco
mpactof the packagingand shipping fproducts
theybuy oline.C

“Tlike it but the product s to be appealing without t.” FEMALE 33

the retailer ol n the sustinabily equation.
See our back page for thosenterestng repics
The survey, conducted by MESHOL, included
106 activeloutdoor sports participants men and.
women, aged 1810 55.

Tl Corsumers s aa O et
il s s codon P VESHD1 P,
MESH colecs catafrom a sect pan o pors
s Feameion o s 1 Pt ot
Brn Becharck a 605766-0957 o s bockarska
mes01 com. Foe more nfomation on T st

Consur o ey canpr
it 516.9054711 o pot@lomulimedacom.

54 + Outcaor gt ne 2076

Are you willing to pay
‘more for a sustainable/
eco-friendly product?

No

How much more would you be
‘willing to pay for a sustainable /
eco-friendly product?

2% 2%
20%
16%
1%
ik, S0 S0ss s e

Yes

CARPE
TRENDEM

Seize the Trend

TRENDINSIGHT

We surveyed 152 consumers. Here is what they told us.

How (and where) Goods Are Made

Consumers are increasingly aware that the jacket they wear for outdoor
adventures may have a direct impact on the future of that environment.
The contemporary “think before you buy” attitude is reflected in our
survey. When asked *has your interest in knowing where a product is
made increased in the past year,” 58 percent of respondents answered
“yes." Brands are diving this trend of conscious consumption: Over
70 percent of the survey panelists confirmed that a brand's social
z and/or environmental policies sway a purchasing decision. In other
words, corporate values are a major infiuencer in today's shopping
experience, with social media and brand websites playing a major role
in communicating a company’s point of view on current affairs. Based
on these survey results, label reading and reacting to “buy responsiole”
brand messaging both look likely to gain consumer interest at retail, not
only in apparel but also carrying over to the footwear category, too, in

\ Q the year ahead. The panel consisted of 152 active, athletic men and
. M. yomenwholive inthe U.S, with an average age of 37.

2.

BRAND'S POLICY

Does a brand's social and/or

If you answered yes to a brand's
your e e oral

If you answered yes to a brand's

¥ ¥ 3
how important are a brand’s values | would you pay more for that brand?
to what you choose to buy?

purchasing decision?

73%

e Vry Impatant Sameutat Inporant o

Where do you learn about the brand's social or environmental policies?

0% 27%

Soca Media Brands Ve Hews Mowspapars Labls g Toos eal Sl Asocite ot Rt o
Magazhe iy Purcase

e nsght - MarchvApr 2018 toxainsightcom
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S*-y\e INSIGHT DECONSTRUCTING TEXTILES

Textile Insight coverage in other Formula4 Media publications. Knowing the textile and footwear trends will simplify talking to customers
about the season’s innovations and how the latest textiles enhance today’s active lifestyle. Deconstructing Textiles/Style Insight

appears in Outdoor Insight and Footwear Insight magazine, taking your message straight the retail selling floor.

TRENDS, PERSPECTIVE, ANALYSIS

OUTDOOR INSIGH

[St)e INSIGHT

PERFORMANCE FROM THE INSIDE OUT ALK'NG TEXTl LES

Style INSIGHT

What
YOI.'I( Need
to Know _
e 5TEXTILE
About i

IN TERMS OF INNOVATION

'y
TILES HAVE LONG BEEN THE DRIVER BEHIND PERFORMANCE OUTDOOR PRODUCTS,

FOOTWERR INSIGHT

CASUAL cOoOL

[t INSIBHT

FOOTWEARMATERIALS o wsiaaT]
Tores T ke You Say Wow’ AGoodYam . Today's Active Aesthetic
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2020 Editorial Calendar

Issue Cover Story Show Calendar Close Materials
Jan/Feb  Winter Report: New Year, New Outlook OR + Snow Show 12/27/19  1/06/20
Advancing performance technologies, defining eco trends and exploring the latest material developments as the PGA Performance Textiles

boundaries of active/outdoor expand.

Mar/Apr  The Make 03/11/20  03/18/20
Sourcing structures and supply chain efficiencies critical to success in today’s marketplace, with an eye on modemn
manufacturing across the Made in American landscape.

May/Jun  Summer Report: Mid-Year Review 05/21/20  05/28/20
Central factors driving growth in apparel and footwear: from powerful brand partnerships and unique consumer
facing platforms to category disruptors.

Jul/Aug Sport & Style 06/26/20  07/01/20
The future of lifestyle performance: How the casualization of wardrobes effects performance textile innovation as
comfort rules the day and street fashion is a stronger focus.

Sep/Oct  The Environment 08/31/20  09/10/20
Business in the age of climate consciousness! Execs weigh in on new standards, the latest research and increased
commitments to meet 2030 sustainability goals.
Special Advertising Section: Insight on Sustainability

Nov/Dec  Trendsetters Functional Fabric Fair— Portland 10/19/20  10/26/20
Industry influencers and game-changing product designs setting market direction for 2021 and beyond. And what Powered by Performance Days
impact will the 2020 election have on the active/outdoor community. Performance Days — Munich

textileinsight.com FormuladMedia
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Circulation and Rates

President/CEO/Owner

Branded Apparel and Footwear Companies
Textile Mills, Fiber/Fabric Producers, Suppliers

Director of Sourcing/
Development/
Manufacturing

MAILED
CIRCULATION

7,000

VP, DMM,
Merchandise
Managers and Buyers

SVP, VP Design,
Sr. Designer,
Designer

textileinsight.com

Textile Insight is distributed at major industry trade shows.

Advertising Rates

Ad Size 1x 3x 6x

Full Page $4,950 $4,500 $3,995
1/2 Page $3,460 $3,150 $2,850
1/3 Page $2,675 $2,435 $2,195
1/4 Page $2,335 $2,125 $1,925

Sep/Oct Special Advertising Section: Insight On Sustainability
Participating companies will be featured in two-page advertorial spreads that will
be edited with you, detailing your company’s new products, key partnerships,
and eco marketing strategies. Advertisers will have final approval on advertorial
spread. Rate includes all copy, layout and space. Any corporate graphics, logos
or pictures need to be supplied. Advertorial Spread: $6,750 net

FormuladMedia
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textllems:ghtextra.com

News, analysis, opinion. Published monthly.

12X 3,879+ 25% 9,205+

PUBLISHED
EACH YEAR

DIGITAL
DISTRIBUTION

OPEN RATE PAGE VIEWS

Advertising Rates

Ad Size Top Banner Side Box
3 Months $2,500 $2,000
6 Months $4,000 $3,200
12 Months $7,000 $5,600

Sponsored Content Block

Package 1x Rate

Email Blast $1,000

Email Blast + Advertorial + Web Ad $2,500

Statistics source: Google Analytics October, 2018 - October, 2019

textileinsightextra.com
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textileinsight.com

TEXTILE INSIGHT

fr

-
T LTI r-|.l-.'}
Ly T,
TOGLTHED

15,546+

PAGE VIEWS

Advertising Rates []_EFl MING

PERFORMANCE

Ad Size Top Banner Side Box
3 Months $1,500 $1,000 et
Emerging Enterprises
6 Months $2,750 $2,000 i i 1 5 4 g, P b o 8
ey Ty e w7 D e swlst oy el G g rasd on T e Bosm o v D
12 Months $5,000 $4,000 rpr——

Issue Delivery Email Blast Rates (6x per year)

Ad Size Per Issue

) POLARTEC
Side Box $350 A 100% PCR
{ SEHEARLING
Banner $500 AVAILANLE WO
i st ot pe e
Sponsored Content Block i p——p——
[ Package xR T ST
Package 1x Rate e Y PP
Fo R t— -0
Email Blast $1,000
Bgnail Blast + Advertorial + Web $2,500

Statistics source: Google Analytics October, 2018 - October, 2019

textileinsight.com FormuladMedia




TEXTILE INSIGHT ‘ MEDIA PLANNER 2020

Editor/Associate Publisher
Emily Walzer

203-458-0034
emilyawalzer@gmail.com

Editorial Director

Cara Griffin

914-309-6100
cgrifin@formula4dmedia.com

Contributors
Jennifer Ernst Beaudry
Bob McGee

Suzanne Blecher

Kurt Gray

Louisa Smith

Kathlyn Swanko
Debra Cobb

textileinsight.com

Contact Information

Publisher

Jeff Nott

516-305-4711
jnott@formuladmedia.com

Sales
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