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Navigating Today's Reality

8 Great Ideas to BEST&”” o Outdoor Insight is the one
Re-connect, ()" publication that delivers
Re-engage ST fresh content and visibility
G | & Haap .Il for advertisers before, during

The Path Forward

and after the winter and
summer markets.
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We believe in the foundation and success of
independent specialty brick-and-mortar stores.

Shopping is not just about commerce. There’s something called the in-store experience. Product knowledge. The touching and
feeling of product. The personal touch. The curated assortment and exciting impulse purchases. The trusted service after the
purchase. And, the customer’s immediate gratification.
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There’s something called the in-store experience.

Standing out from the crowd in today’s hyper-competitive retail landscape is no easy feat.
To stand out, stores need to be special. Outdoor Insight features the Great 8 in Outdoors each May.

9
ONE STORE
WONDERS

Black Creek Outfitters
Jacksonville, FL

Casual Adventure
Arlington, VA

The Elephant’s Perch
Ketchum, ID

Kittery Trading Post
Kittery, ME

Pine Mountaineering
Durango, CO

Rutabaga Paddlesports
Madison, WI

Skinny Skis
Jackson, WY

Ute Mountaineer
Aspen, CO

2015

outdoorinsightmag.com

PUTTING
THE LIFE
INTO
LIFESTYLE

Back Country Outfitters
Des Moines, 1A

Huckberry.com
San Francisco, CA

Scheels All Sports
Fargo, ND

Great Outdoor Provision Co.
Raleigh, NC

Massey’s Pro Outfitters
New Orleans, LA

Trailblazer & Denali
New Haven, CT

Feathered Friends
Seattle, WA

REI
Kent, WA

2016

RETAIL
GREATNESS
DEFINED

Scheels All Sports
Fargo, ND

Rutabaga Paddlesports
Madison, WI
REI
Seattle, WA
L.L.Bean
Freeport, ME
Kittery Trading Post
Kittery, ME
Great Outdoor Provision
Raleigh, NC
Gear Coop
Costa Mesa, CA
Cabela’s/Bass Proshops
Springfield, MO
Sidney, NE

2017

CULTURE &
COMMUNITY

Outdoor Gear Exchange
Burlington, VT

Pack & Paddle
Lafayette, LA

Wayward Collective
Seattle, WA

Next Adventure
Portland, OR

The Mountaineer
Keene Valley, NY

The Trailhead
Buena Vista, CO

Townsend Bertram & Co.
Carrboro, NC

Wild Iris Mountain Sports
Lander, WY

2018

IDE
THE
BOX

Alpenglow Sports
Tahoe City, CA

Alpine Shop
Missouri & Kansas

Backcountry Experience
Durango, CO

Pack Rat Outdoor Center
Fayetteville, AR

Rutabaga Paddlesports
Madison, Wi

The Sport Stop
Sheridan, WY

Summit Hut
Tucson, AZ

Ute Mountaineer
Aspen, CO

2019

INOUTDOORS

Navigating
Today’s Reality

The Path
Forward

Rutabaga Paddlesports
Madison, WI

Pack Rat Outdoor Center
Fayetteville, AR

The Trailhead
Buena Vista, CO

Eagle Eye Outfitters
Dothan, AL

Outdoor Gear Exchange
Buena Vista, CO

Next Adventure
Burlington, VT

2020
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PERSPECT

Women Taking the Lead

By Cara Griffin

OUTDOOR INSIGHT ‘ MEDIA PLANNER 2021

Dreaming, Planning, Living

EMILY WHITE,
20A0 GRS A TS L5080, O

On her passion for the outdoors
“I started as most others do, with cross-coun-
try 10ad tips and summers camping with my
family. The sound ofa tent zipper is still the
best way to wake up i the morning™

On the best kinds of adventures.
“My first backpacking trip was meeting Joe
(husband) and Bryan (cousin) in January on the
Appalachian Trail in sub-zero temps during a
winter thru-hike. In 2015 Joe and I tried our fist
Hut-to-Hut trek in the Swiss Alps. The Haute
an established trail and each day you
end up in a picturesque Swiss mountain town
surrounded by mountains cating and drinking
the best food and wine you've ever had. The
trailwas not asy .. but the combination of the

enery, the chalenge and the food was truly my
pertectadvnture

route

On her path to store ownership
“When other girls were playing with doll, I was
playing business. 1 had aays dreamt of having.
my own business. I really love working. 1 spent
11 years (sight out of high school) with a local
family-owned high-end jewelry company. 1

worked my way up to management while get
ting a business degree. Despite my success,

never had my cars pierced and T wasn't happy
with the path it created. T was a country girl at
heart

On opportunities for women in the out-
door industry
“Iunderstand that gender inequality exists
and that there is a lack of female leadership in
the outdoor industry. However, 1 own Roads
Rivers and Trails with two men, and since we
opened in 2010 T have been offered more board.
positions, committee positions and interviews
than both of them combined. I can't help but to
wonderif these things have been offered to me.
because I'm a female in the outdoor industry.
My male counterpars arejustas tlented and
intelligent as [ am — if not more. It almost
asifthe scales have been tipped in the wrong,
direction. I might not e the person to ask this
question, but 've only seen my gender work in
‘my favor — not against me. My tip for women
would be: Set your goals high, invest tenacity
in your work and if your path doesn't exist,
make one. Dream - Plan - Live.”

on

be myself, and I found that at RRT.”

“Tam a combination of the women who raised.
me, My other tught me 0 fnd the oy

out-

ing customers and Pve been told
my enthusiasm is contagious | have custorners
come in regularly to show me pictures from
the trips they took and thank me for helping
them. One woman bragged once that because.
of our training, rip-mates were asking her for
help, when it was her first time out. We offer
free classes and trip planning. The goal s not
anly to make people more confident to plan
trips, but to increase the chances of a great
experience in the outdoors.”

On how outdoor brands design for
‘Outdoor brands are getting much better
at catering to female figares and fashions.
The motto used to be pink it and shrink
it,but women are not builtlike men and
not all of us look good in pink. Brands like
Arcteryx and Rab have taken big strides in
making clothing that really fts a woman's
figure. Other brands like Kuhl, Aventura

and beauty
he instlled in me a sense of adventure.
A flower-child of the 705, she gave me her
enthusiasm for life and a glass-half-full view
of the world. To this day, she inspires me in
the way she grees a stranger or goes out of
her way to help a long lost friend. She is my
guru. The other woman, a close family riend,
gave me my tenacity. She taught me that with,
hard work and determination I could be any-
thing 1 wanted. She came from nothing and
‘made herself into one of the most successful

women T know. On top of this,she also taught
me patience and grace in all thing business
and personal. She taught me to handle chaos
with a steady hand and a clear mind. She is
my mentor.

On Dreaming, Planning, Living
“We follow the Dream - Plan - Live motto,
“This motto represents our life and our work. It
isa cyclical practice of continuing self-growth
and exploration. The motto s a call to action
wherein one process fuels the next, as one
ferfree

and prana are making
\women in plus size,too. There'sa small
percentage of my customers that are under
asize four and a larger percentage that are
size 12 and up. It's good to see this shift in
production and marketing.”

presentations on rips to help fuel the dream,
‘maps and resources to aid in planning and the
gear to help you live it. We believe that once.
Youstep foot into the cycle, you'll never really
getoutof it — and it's a great way to live.” m

Stories, Challenges and Inspirations.

Grassroots Outdoor Alliance is a cohesive community of independent outdoor
specialty retailers and brands that drives evolution within the outdoor industry.
Outdoor Insight features the retail members’ stories.

A Local Gear Specialist Since 1972.

OZARK OUTDOOR SUPPLY, LITTLE ROCK, ARKANSAS

By Cara Griffin

zark Outdoor Supply is a &pmmll\
shop that serves as a
outdoor goods in more ways o

one. The qusint shop, which i focated in a

attending college in the early 1980s, Frank,
whose family had a history in retail, wen to
work as a computer programmer at Dillard's
While he eventually made his way back to the
outdoor shop, his time at Dillard’s included
ol hrough hlrbuyer raing progran.

tled rightin the upscale:
neighborhood of the Heights in Litle Rock, AR
‘s been the area’s home for outdoor gear
since 1972, The stores current owner fim Frank
describes Ozark Outdoor's early incarnation as
ahardcore gear sore that had several investors

raining,” he says.
Iod.\y e shop that Frank runs catrs o
an upscale clientele in what he calls an “old-
money” neighborhood of Little Rock. The
store offers high quality outdoor clothin
and equipmen, witha aed piosophy “to

How would you describe your
‘community and your customers, and
how has that changed over the years?

‘We cater to teenagers all the way to 70
year olds gearing up for travel, We see a lot
of families come in who are traveling and
doing some high dollar tips such as safaris or
‘mountaineering, We've had customers doing
Kilimanjaro or Machu Picchu.

Ourlocation backs up to some of the highest
dollar houses/bank accounts in the sate. They
are not shy about spending money. In the arly
days, before the internet, before al the other
stores started popping up selling The North
Face or Patagonia, we were The North Face
and Patagonia dealer — the only one — for
50 miles. Now of course that has changed.”

What's the merch mix ke in your store?
How important is the “Iestyle” el
“Footwear is very important to us. We have
played with our apparel mix over the years
and tried to ‘solve’ it but we know that for
us the gear and equipment strategy is where
we are pretty unique. Women's sportsuear is
tough for us. Our women's business s focused
o technical apparel and product you might
need on your Africa safari or your Iecland
trip — items that customers can’t just run off
10 0ld Navy to buy.

What's your online strategy?

“We do not sel online. We made a conscious
decision on that because | don't fee like
can offer the customer anything better than
anybody ele s aleeady doing online. And |
still elive in customer service. That is the
onething v still have that a ot of sores don't
have, We try to bea it home to our employees.
My parents taught me that the customer is
albvays right and if you are not sure sbout it
then the customer s aways right. I probably
say yes 100 many times but in the long run |

initsearly
before finding its way in the 80
Beore his il urchasd thestor outright
in19

“nd knovwledge o hel the et the mos aut
of alltheir outdoor adventures.”
Here, Frank shares b

tryto pick my

How do you compete with discounters,

i
at the shop in his teenage years when his
brother was one of the store’s investors. After

strategy and the specialty retail market in
general

“The most important category in that espect
i footwear. I don't think a lotof people want

52 + Oudooe it + e 2019
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Montana Magic

Talking Shop with Trek Stephens, Owner of The Toggery.

MONTANA

By Cara Griffin

n 1947 Frank and Jesie Stphens opened

Outdoor Insight: How would you
describe the communities that the
Stores are in and the customers that you

serve?
Trek Stephens: “We have two locations 15
‘minutes apart, but they are very different
‘communitis. Our main location [in Whitefish,
MT]isina resort town. Our second location in
Kalispell, MT) islocated n the county seat and
the largest city in our valley. We are very proud
that our local following in our resort town s
Very strong, We have always viewed the resort
tourismto be bonus partof our business. Our
second location in Kalispelis primarily local
business. Our typicl customer i  professional
active in the outdoors and highly socil with
fashion interst. We focus primarily on clthing.
footwear and ight outdoor packs and hiking
ootwes We o have added sk lecton
of unique accessoris and locally made products

Your stores are in unique physical
‘spaces — historic, renovated buildings.
Can youtell us more about that and the.
benefits and challenges of your amazing
store spaces?

“We have a lot of pride in our buildings. They
are both historical brick buidings in the center
of dovnton. We know ths isour store heitage
and will never change that part of our image.
Reneand I both enjoy going to work because of

business” butafter
State University, he decided that Whitefish,

h
ata strip mal for work. We hope this fecling
transcends to our customers. Really the only

hedoorsofFranks S
Whitefish, Montana — at first, the Stephens”
priority was selling quality men’s clothing,
After acquiring a

Montana was “the only place I could lve.
ity lakes, Glacier Park,
. .

in Kalispell.

else” says Stephens. "I

the entire operation was renamed The Toggery
“The family busin passed on in 1970
to Frank's son, Gary. Over the course of 30

years, Gary broadened the store's scope to
offer both men’s and women's clothing, and
footwear, This family tradition continues today,
a5 Gary's son Trek Stephens and Trek's wife,
Rene, “The Toggery

o be given th to take over the
business and have a career in a resort town,
My wife, Rene, oined me six years later and

level of passion for

o Hoverr gy
Gk emmgine i et Kl it

etal It could ot have been a bette it for
the both of us

Known by brands in the industy for
its elevated product curation and creative

in Whitefsh and Kalispell, Montana.
o Trek Scphens, e say he il
didn't have any nterestin working n the family

‘The Toggery combines its
legacy of 50-plus years of retail with some
modern retail magic. Here, Trek Stephens
talks shop with us.

the very carly cusp of this resurgence. It was
risk, but we feltreally good about the timing,
Iocation and how t it our image.”

How important is the aesthetic of the
store to you'

“In our opinion, store aesthetic is equal to
customer service and product selection. The

40+ Cutdoor g iy 2010
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Category Features
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Consumer Surveys

CARPE
TRENDEM

Trend Insight: A snapshot of what’s resonating with consumers to help make
smarter business decisions, inspire creative solutions, and generate original ideas.

Seize the Trend

TR E N D | N S | G HT We surveyed 120 outdoor consumers. Here is what they told us. TRENDINSIGHT | we surveyed 106 activeroutdoor consumers. Here is what they told us.

Outdoor
Consumers
Talk SPeclaIty

WEASKEDOUTDOORENTHUSIASTS TOSHARE
their thoughtson the utdoor et experience,
md\\du\gm store,online and on socil media

Are you a member of a
loyalty program for
outdoor specialty retailers?

Yes

How often do you shop
for outdoor apparel,
r or gear online’

Less than 6X per year

More than 6X per year

Sty 4
they shop for outdoor footwear, apparel and
gearonline more than six times peryea, it 63

abrick-and-mortar store, Fory- nghl e
said theyid ame-day
T i e
itcomes o socal media, Fcebookis the channel
‘consumerstoldusthey usethe mostin following
specialtystores, withInstagram a close second.
‘Outdoor consumers also shared thoughts on
buying outdoor products on Amazon. (Scepage:
38 for those answers) And we asked “What
makes an outdoor specaly retale grea?” Turn
1o 0urback pageforthose answers. W
Thesurveys condced by MESHOL, incuded 120
respondents, men and women

Tl Corsumer s ks Qs bt
b etsdontheNESHO1 o,

MESHOT oolecs data o a okt pa o sors
et o e P ot
B Secherk o 603-766.0357 o b icrarsk
6101 o, For mor fomatin o Trand st
Conuerand o o copanyca o, ortac

¥
be willing to pay for
same-day delivery from an
outdoor specialty retailer?

48%

23%
8%

20%

Zew Upto Sl S0+
s s

Do you require a discount on
product before purchasing it
‘when you shop in an outdoor
specialty store?

82%

8% 10%

Ay Newr  Sometimes

Consumers
Weigh inon
Sustamabl ity

SUSTAINABLE AND ECO-FRIENDLY PRODUCTS

factor for you
wnen selecting apparel, footwear or gear to purchase?

62%
27%
10%
Not Important Somewhat important Very Important
“Yes1 but

betuieen competiors.” MALE3D

for qualiy.” FEMALE 48

i P
themoment —vith good rason. I ourexclusive
research on these pages, we surveyed more

Eco- list hmpnrhnl ing o ik of when mekig
pchase. Comon s the st mporant i
“T'm not convinced thatall ustainable ywdm are greener.” MALE 42

Tooks. Il see something
hase it FEMALED)

ofthese prodicts,and bout their own ol nthe

il

TCureaiy

G e i mur(mg is mngmﬁan\y more
f1had

be sustinableshouldadverts it Seventy:seven

ly, then yes. But

this” FEMALE S

they place “very e’

“Tlikedt, " FemaLE®

impactof the packagingand shipping fproducts

theybuy onli
the reailer’ ol n the sustainabily equation.
Sce ourback page fo thos ntercsting rpl
The survey, conducted by MESHOL, included
106ac hwuuldmnpnm partcpants,men and
women, aged 18 10

T Corsne sl O
VESH1 colot o e ol o spts
s Frmeon o1 Pt ot
B Bechark o 603766-0057o e sk

oblobtres gl belinp

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

No

Yes

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

2% 26%
20%
16%
1%
SSSI0 SI0SIS SIS More
willngto thans20
pay more

Cold Weather
Purchasing

‘["IF %

ASWINTER ROLLS IN WE ASKED
consumersforfeedback on how theykeep warm
inthe cold Wealsoasked how eco ssues factor
into purchasing decsions, and how inclined
they are o purchase used gear and fo shop at
consignmentshops Niety fve percent sy theyd.
consider buying used gear. Questons regarding
hangtagsand el generatd nteresting el
some espondentsfocused on gurment car, while
others used abels o identify materialcontent.
Next-o-skin performancefbrics e trending,
‘with respondentsreporting that base ayerisa.
Keylaye in their cod-weather wardrobe, And
78 percent of consumerssid that purchasing

garment descrbed as o friendly makes them

el good”
The survey; conducted by MESHOL, included.
100 respondents actve men and wornen, aged.
18-60, with an average age of 38 years ol

st Consurs et i e st
< SO

44+ Outdoor Insight - January 2019

When dressing for winter
sports do you “layer”
your outfit to achieve
maximum warmth?

If yes, which of these “layers” 48%
do you consider most critical?

37%

Mid-layer Outer-layer Base layer

AR e AT ST e

precipitation. | neve
ummer or winter. My mic- \ayer s bocora vy mporont o e Atng heat”
Male /60

“The outer layer is very ciitical as conditions may change quickly. A proper water
and wind repellent layer that can be remaved and reappiied quickly is best as
conditions and body temperature changes.” Male / 47

“Though all are important to make the system work, | focus on the base layer fo.
ensure proper moisture-wicking away from the skin.” Male / 48

“The base layer sets the stage for everything else. ffyou are not warm and
protected at the core, you won't be war or appropriately protected at any.
other level.” Female /47

“Base layers are most important unless its exireme weather, then the outer layer
s more important - being waterproof or windproof.” Male / 38

oudoornsigntmag.com
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2021 Editorial Calendar

Outdoor Retailer + Snow Show

Outdoor Retailer Summer Market

January 2021 Features Ad Close
Outdoor Trends: 01/04/20
Retailer+ Apparel, Footwear, Gear

Snow Show Category Coverage:
Issue Cutlery

Optics

Skin Care

Snow Sports Preview

Watches / GPS
Winter 2021 Features Ad Close
Outdoor Our exclusive product 01/05/21
Insight showcase to highlight what’s
Gear Guide on shelves now

mixed with inspirations
and opportunities for
Fall 2021.

Materials Due

01/08/21

Materials Due

01/12/21

May 2021 Features Ad Close Materials Due
The Great 8 Insight from retailers 04/26/21  05/03/21
in Outdoors across the nation.

Apparel

Footwear

Camping

Nutrition

Cutlery
June 2021 Features Ad Close Materials Due
Outdoor Hosiery 05/17/21 05/24/21
Retailer Hydration
Summer Amphibious Footwear
Market Paddle Sports
Show Issue SUPs
+ Racks
Outdoor Packs
Insight Trail Running & Hiking
Gear Guide Electronics

Pet Products

Skin Care

Sunglasses

Sandals

Qutdoor Lifestyle
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Circulation and Advertising Rates

Reaching the retail stores that drive the business in the outdoor category.

Sporting Goods

Seres New England

Pacific

Manufacturers

Mid-
Department Atlantic

Stores/Mass

merchants MAI LED
6,000

BONUS SHOW

DISTRIBUTION
South Mountain
1 ,000 Atlantic
South North
Outdoor Specialty including Central Central

Snowsports and Running stores

Advertising Rates

Ad Size 1X 2X 4xX

Full Page $3,400 $2,950 $2,450
1/2 Page $2,210 $1,920 $1,595
1/3 Page $1,870 $1,625 $1,350
1/4 Page $1,360 $1,180 $980

outdoorinsightmag.com FormuladMedia
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Outdoor Insight Magazine

Web Site
outdoorinsightmag.com

Outdoor Insight Magazine Website

outdoorinsightmag.com

Duration Top Banner Side Box

Side Box
Banner
Sponsored Content Block (Advertorial + Web Ad)

Sponsored Content Email Campaign

Sponsored Content Block + Advertorial

Ad Size Per issue

3 Months $1,500  $1,000 14,050+
6 Months $2,750 $2,000 PAGE VIEWS
12 Months $5,000 $4,000
Outdoor Insight Magazine E-Delivery Notification (4x per year)

Ad Size Per issue

$350
$500
$2,500

2,900+

DIGITAL
DISTRIBUTION

$2,000

Statistics source: Google Analytics October, 2019 - October, 2020

outdoorinsightmag.com FormuladMedia
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Sustainability Update

Recuies. i Degleized, Dverdrching Strategy.

Take the &
Lead in
the Retail 2

June 2019 + By Suzanne Blecher

Being sustainable dorsn't happen in a year_and if you haven't started, make 2019 the year,
b Tehind * This § 4 ‘Horton, di

fmmovation itseld brands
Took o e ek it

Multi-Functional Outdoor Footwear
Simplified: Ready for the Beach or
Backyard Barbeque
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