
KATHY SWANTKO (Moderator) – Good morning, I’m Kathy Swantko, president
of FabricLink.  I want to welcome you to the third in a series of Industry
Panel Discussions, organized by FabricLink and held at OR.  These Panels
bring together Industry leaders to talk about the issues and challenges
facing manufacturers, suppliers and retailers involved in the performance
market. You can download pdf transcripts of our previous Panels from the
FabricLink.com and TheTechnicalCenter.com web sites.  

There is continuity from Panel to Panel.  Each Panel continues dialog on a
variety of topics, building from the discussions and ideas raised during
previous panels.   Our commitment is to also see that the panels will not
just be limited to talk, but will produce action items with follow-through!

One idea raised at our last panel was to create a “standardized” glossary
of performance fabric terms.  FabricLink has taken the lead on this.  You
can access and comment on this “work in progress” on both FabricLink
web sites.  If you’d like to be added to the glossary review committee
please let me know.

Finally, these panels are for you.  There will be opportunities during
today’s program for you to raise questions and offer comments.  We want
your input.  So, get ready to participate!!

Today's panel is being sponsored by FabricLink's Technical Center togeth-
er with 14 industry businesses.  We wish to thank the following companies
for their contributions and pro-active support of our industry, through their
sponsorship of this panel:

Our Platinum Level sponsors  (who also provided the continental break-
fast) include:  AEGIS Microbe Shield™;Deer Creek Fabrics, Inc.; Dri-
release®/Optimer; ExOfficio; GearTrends® Network; Holofiber®/Wellman;
IFAI Expo 2004; Unifi, Inc.; United Knitting Inc.; VisaEndurance®/Milliken.

Gold Level Sponsors, include:  Contourwear™; KnitAmericas Magazine;
Smartwool®.  And, our Silver Level sponsor is Concept III.

THE TITLE OF TODAY'S PANEL IS: "Improving The Bottom Line–Takes A
Team Effort Retailers, Manufacturers and Suppliers Working Together"

Some of the topics we will cover include:

• Making connections, anticipating directions & surviving.

• Getting and using feedback from the supply chain and the consumer to
improve sales.

• The importance of the manufacturer in retail education; and,

• Outreach & building a sense of community within the Industry.
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I'd like to begin by introducing our panel of experts. You’ll also find brief
bios of each panelist in the Media Kit you received, when you arrived
today.

We have an emergency fill-in for our scheduled panelist, Karen Deniz,
President of the European Division of Optimer Performance Fibers, who
got hung up on flights out of the New  Jersey Airport.  Karen is being
replaced by Barry Garlick, president of the North American and Asian
divisions of Optimer, the creator of Dri-release.     

• Representing the fabric segment is Sion Shaman, vice-president of
design and product development for CastleRock/Shamrod. Among some 
of their recent developments are the Airstretch fabric and the new 
Xpert T-shirt.

• Representing the apparel manufacturing segment is Jim Frazier, VP
Design/Product Development for Marmot Mountain, Ltd.  Under Jim's
direction, the Marmot product development team has received several
product awards from Outside Magazine, Backpacker Magazine, and
Outdoor Magazine.

• Representing the small to moderate-sized regional specialty store seg-
ment is Dawson Wheeler, president of Rock Creek Outfitters.  Dawson
also currently serves as chairman of the board for ROI, an outdoor special-
ty retail buying group, consisting of 60 store fronts and 25 retailers, which
represents 90 million dollars of buying power within the outdoor industry.

• And, representing a large specialty retail segment is Terri Perlman,
Product Manager for REI.  Terri currently oversees the snowsports cloth-
ing and basics categories within REI’s action sports.

Both Terri and Jim are previous panelists, having served on our last Panel
this past January at the Winter OR Show.

Before we start with the panelist questions, I ask that you hold any ques-
tions or comments.  Near the middle and again at the end of the program
we will take questions and comments from the floor.

Also, at the completion of today's panel, please take a few minutes and fill
out the brief opinion sheet that you received when you arrived.  This is the
green Sheet.  These panels are for you.  We need you comments and
ideas for future panel members, and topics.

Okay, we're going to start with some industry issues and a networking ques-
tion.  Panel, do you think there is a need to create a better sense of com-
munity among manufacturers, suppliers, and retailers working in the out-
door market?  Are we all doing enough for the good of the industry?  And,
if not, what should be done that is currently not being done?  

SION SHAMAN – Traditionally, the relationship with the supply chain has been
a linear one.  The fiber producers produce fiber, give it to the yarn people.
They spin it, present it to the fabric people to make fabrications.  The man-
ufacturers make product, and the retailers are in charge of selling it.

Today the relationship has become a lot more complex.  Every member of
the supply chain is playing other roles, besides their traditional roles.  For
instance, you are seeing today, the fiber producers coming in and market-
ing a product directly to the retailers or manufacturers; or fabric people
getting involved in the logistics of the product.  Almost every member of
the supply chain is involved in some sort of R & D.  So, the complexity of
this relationship has added new dimensions to what we need to bring to
our consumers. 

And, the consumers' understanding of the market has grown tremendous-
ly.  And, their needs have grown also.  So, I think that one of the areas
where we could all add to this area of making the supply chain better is to
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take on new roles–not to forget our traditional roles–but take on a new
role to bring more to the equation.  

The problem arises when, maybe, out of frustration, we start to overlap
roles.  For instance, the fabric people start to get into the manufacturing of
the garment, or the fiber producer getting involved in the retail decisions.
But, because of the type of products that are in the market---because of
the changing lifestyle of the consumer–and because we are constantly
challenged as to what products we need to put on the racks, so that we
can get good feedback from our consumers, we have to add to our roles.
And, I think that is one area where true communication within the supply
chain, we can bring more to the equation.

JIM FRAZIER – One of the great challenges we have, speaking from the manu-
facturer side with the finished goods, is that there is a disconnect in terms
of the directional awareness–between the actual true raw  material sup-
pliers---the yarn suppliers, the fabric goods suppliers, or even some of the
component suppliers–and the consumer.  And, it's actually breaking right
around my level (the manufacturer).  It's right between myself and Dawson
and Terri's side with the retailers.  

So, the raw materials suppliers are always questioning what the direction
is.  What I would love to propose to this group and to propose to the
industry, is that we need to follow the lead of some of the early leaders in
our industry into pulling the retailers and the consumers into the feedback
loop, hopefully that will drive more innovation, as opposed to just sequen-
tial increases.  Things that have come to the market recently----ExOfficio's
"Buss Off"–that was really a great step forward.  It is a consumer need
being taken all the way down to the material level, and then brought back
up.  And, I believe that that's one of the things that we could do more of.
Having Sion sit in on a meeting with an actual user to talk about comfort in
a knit good product is incredibly beneficial for him yo understand what he
needs.  So, that's one of the challenges that I'd love to see us solve, in the
next 24 months, is how we pull in the end-user–Dawson's customers and
Terri's customers–into the raw material discussions.  Too often it's like the
telephone game, what they're telling Dawson, by the time it gets to me, it's
completely different from what they said. And, it's not his fault or my fault.
It's just that we all hear different segments of it.

KATHY SWANTKO (Moderator) – Previous panels have stressed that we can't
have innovation for innovation sake, and the emphasis for product devel-
opment should be on the value that's conveyed to the customer.  A trade
show is a great place for suppliers and manufacturers to connect, pro-
vided there is enough time for networking.  Are there enough opportuni-
ties for suppliers and manufacturers to get together to learn about each
others' needs, to create new ideas, and really be able to brainstorm?
How can this networking process be improved, and is the Internet being
utilized enough for networking?

TERRI PERLMAN – I think there's a huge opportunity to do networking, and I'm
on the OIA Board of Directors, and I'll wear that hat for a moment and
suggest that our annual Rendezvous would be an opportunity for the sup-
ply chain to get together, and to coordinate discussions and networking,
because at the trade shows, there is so much going on–this morning is a
case in point.  It's very difficult to carve out time to have very meaningful
discussions.  And, there aren't that many opportunities where everybody
is together.  But, that was the concept behind the Rendezvous from the
beginning, and that's something that we were trying to develop.

KATHY SWANTKO (Moderator) – How often is this held?

TERRI PERLMAN – Once a year.  And, it's coming up the end of September.
And, there's certainly time to do that.  It's in Beaver Creek.  It's September
30th through October 1st.  It's three days, so that's a possible place.
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KATHY SWANTKO (Moderator) – Has networking been done between the different segments of the industry at that event?

TERRI PERLMAN – It's been primarily manufacturers and retailers.  But, the trade association, and the Rendezvous is intended to
be for the supply chain for the outdoor industry, so media and raw materials suppliers are part of that supply chain.  And, I
think it's just been an under-served segment.  So, that's an existing forum that could be leveraged.

KATHY SWANTKO (Moderator) – On the fashion side–this is a different issue, but still product development related.  There is
more of a fashion statement being made in today's performance apparel, particularly for women.  On the fabric side, there
is a strong interest in fabrics that are lightweight and comfortable, and a growing interest in seamless technology.  So,
over the short term, what specific capabilities and fabric qualities are retailers and manufacturers looking for from suppli-
ers?  And, where would you say the opportunities are for fabric suppliers going forward?  

SION SHAMAN – Do you want me to take this since I am the 'fabric guy'?  (Laughter)  Actually, our sector of the industry---mean-
ing the performance market--- is in a very unique position, simply because we are in a growing stage.  It hasn't really
matured yet.  All of the terms, and the vocabulary in our industry is relatively new, and it's still defining itself.  But, neverthe-
less, other areas of our industry---the "hip-hop" market, the streetwear market, the contemporary/junior markets are looking
into the fabrications that we are supplying to the performance market.  You turn on MTV, and you see the rappers wearing
some of the performance sportswear---i.e. micro polyesters, etc. for the major brands.  And, God bless them, I love them,
because they use 3 to 4 yards per garment.  (Laughter)  But, you are actually seeing a lot of other designers from other areas
here too.  And, they may not care much about the performance attributes of the product, but nevertheless, they wear them.
They like them.  They feel comfortable.  They feel dry.  And, they make a fashion statement.

I think that these are certain niche areas that you could all look into, because we are looking at the industry as a whole.
And, the industry, as a whole, has gone through some deflationary price trends.  One of the most exciting areas of the indus-
try is really the performance market.  There is innovation in it.  There is depth in it.  And, because of that, a lot of other areas
of the industry are looking at us.  So, we should be able to take advantage of some of these opportunities that present them-
selves to us.

Look at the surf market today, where the products used in that market all use to be basic cottons.  But, you look at some of
the brand names out there now that are using micro-denier polyester and nylon.  If you go to the Gap, for instance, the Gap
used to be primarily a cotton product.  But, now you're seeing racks in the stores that contain micro-fiber product for base
layering, because they are all noticing this market.  This is one area of the market that offers a tremendous amount of oppor-
tunity, not just within our own area, but in all areas as well.

KATHY SWANTKO (Moderator) –  Barry, since you're on the leading end of the supply chain, and I know that Optimer works
closely with retailers on fabric development issues---what are you seeing as far as what retailer are looking for?

BARRY GARLICK – I think there is a lot of confusion in the marketplace, in terms of, 'What is performance?'  There is a lot of prod-
uct in the marketplace that is 'sudo-performance', or 'temporary' performance.  I think the key is that what we feel that is
provided to the marketplace needs to be 'permanent' performance.  It's not performance that after a few washings goes
away.  That doesn't endure for the consumer.  So, our key is to see that what the consumer is getting is a performance prod-
uct that is going to last, and endure, and give them what the need.

DAWSON WHEELER – One of the things that we face on the retail floor, I think, in terms of fashion versus function is that a lot of
time we see product coming out where function is leading the design.  But, there's no real fashion edge to it.  And, we find
those product stalling out on the retail floor.  We've seen a lot of product that has come out where fashion or fashion trends
can get picked up on a performance fabric, and those products sky-rocket.  So, as designs become more fashionable, and
there seems to be more emphasis, particularly in the women's market, I think people discover the functionality.  But, they're
not going to take it out of the retail space and buy it, if it's not fashionable, or if it doesn't look good.  This is especially true
with the consumers that are 18 to 28 years old, because they're buying it, and then they're buying it again, and again, and
again.  Once the functionality of the garment, or the footwear, or a shell is discovered, then that becomes almost a second
generation customer.  Those customers begin to shop in a different way.  They're coming in looking for a fabric and a tech-
nology, but they probably bought the product to begin with, based on the look.  And then, it's an education associated with
the wearing experience in discovering what the fabric will do.

SION SHAMAN – There is a trend that is taking place where the performance market is trying to become more fashionable, and
the fashion market is trying to become more performance-driven.  The trick is, "How do you create the balance between
fashion, function, and comfort?".  How much function do you put into a garment before you sacrifice comfort?  Or, how much
comfort do you sacrifice in order to make it fashionable?  And, the retailer and the manufacturers that are doing well, are
those who have found that fine balance, as the industry tries the product.

JIM FRAZIER – Sion is right.  This is a really fun question.  I actually like it, because I come from a company that built its heritage
on function.  We were all about function---and we made some real ugly clothing!!! (Laughter)  We still make some ugly
clothing!!!  (Laughter)  And, it's truly not been a pain-free transition for us.  I will tell you that bringing in style, and balancing
that versus function causes a lot of internal angst.  And, Sion is right.  It's this delicate edge,---and I actually think that



Dawson has brought forth the key nugget to challenge all of the retailers here with the fact that you should be looking at
what you're buying.  Is that item so enticing that it's going to move off the floor and become that kernel that a customer
builds an entire collection around, once they discover the performance in that piece?  I know the successful retailers are
putting us, as manufacturers, under the gun to have pieces that do that–to have pieces that are so striking in their appeal
that they literally sell themselves.  But, in that piece, there must be a certain amount of performance.  That leads to the dis-
cussion on "design for use".  And, being very clear with your manufacturing partners----who you choose to buy from, regard-
ing, "What is that piece, and what is it designed for?" And, how is it actually tested?  Dawson and I correspond by e-mail reg-
ularly.  As a matter of fact, he pretty much put me up against the wall awhile back about function on a garment.  He took a
bunch of our pieces out_some early proto-types, and he didn't like the way they worked.  So, that legitimate testing is very
important, because you want the consumer to take the product off the retail floor.  You want them to take it home and use it,
and have the function be seamless in their lives.  So, it's a fun balance!  But, I think our industry is changing faster and
faster towards more of a style-driven look.  And that's really good for us.  It's really healthy.  And, I would challenge all of
you to challenge those people who you buy from to continue to bring that forth.

KATHY SWANTKO (Moderator) – Another product development question that kind of follows along the same line is that the
success of the performance industry has come from focusing on the needs of the outdoor and fitness markets, and on the
ability of suppliers and manufacturers to stay on the leading edge of technologies.  However, the new technologies and
fabrics developed 8 to 10 years ago, such as those that provide basic moisture management are now no longer new, and
have found their way into many areas used by the mass-merchandisers.  So, this is really a two-part question:  First, is
there a downside for established fabric suppliers and manufacturers in developing selective lines to meet the comfort
needs of a broader segment of the consumer market?  And, is there concern regarding the development of cheaper knock-
offs by the large discounters, which may look like the real thing, but don't perform as well?  How does the outdoor fabric
market protect itself from this, or is this just evolution, and we just need to continue to create new developments and let
the older technologies go?

JIM FRAZIER – I'll take this one.  This one's fun!!!  So, like the "goonie bird, we either evolve or we die!!  I'll be very honest with
everyone here, we are facing some major challenges in our industry, in that our suppliers have brought forth some very high
performance products.  But, are now selling them to anyone who has a pulse and a paycheck.  And, that's great!!  I really
think that it's wonderful that the technology is going mainstream.  But, what it's forced us to do is to move to the next level.
The challenge that we all face, as a group, is getting to that next level.  Our supply chain, mainly upstream from myself, is
challenged to bring forth the "next new thing".  We can give them ideas, but the cost and the up-front building is tremendous!
Sion and I worked on a project a year ago, and it took four months before we had to walk away from the table, because it
didn't work.  The cost is huge, and I encourage each of you to challenge your manufacturers on that question.  What is it
that makes your product unique----that's going to keep me in business 12 months from now?  I know that everyone in the
room probably knows that we did a waterproof/breathable line a couple of years ago, which caused a little stir in the indus-
try, because it changed some price points.  But, the reality is that we've driven that from a function side to a new level.  That
caused, to be very honest, some re-evaluation on the supplier side.  I'm really excited because I think it will bring forth some
new things.  Unfortunately, it's also caused some termination of new energy.  So, it's something that continues to be an
issue.  It is something that we absolutely have to push ahead on, or we will be like the goonie bird, hanging out in the isles of
the South Pacific, not able to take off.

SION SHAMAN – First of all, Jim, I think you guys make great product.  You don't make any ugly products!  (laughter)

JIM FRAZIER – I have some boxes of stuff in my garage, you're welcome to have!!  (Laughter)

SION SHAMAN – Those are the give-aways!!  (Laughter)  Seriously, I think it's a matter of repositioning yourself in the industry.
For someone like Jim and his company, they appeal to the real hard-core athlete.  Performance is very important to them.
When you see a knock-off product with some of the mass merchandisers, they are surly not going to perform the way the
Marmot product performs.  But, that's the evolution of the market.  And, Jim is absolutely right, for Marmot to be ahead of
the game, is to identify what is the next big thing.  And, they have built a reputation for developing these things among many
of the hard-core athletes, and for people who care about function.  

What I'm saying though, as the consumer becomes more aware of these types of products, there are more opportunities for
other retailers to sort of maybe tap into that market as well.  It may be that there are the people that go out to exercise, and
there are also those who watch football games, and they think that they are part of the game.  And, while they don't need the
performance product, they want to wear the look of the performance product.  So, I don't think there is any threat from the
mass merchandisers or the discounters that are really getting involved heavily, because they are always looking at a trend.
I'm sure they will be shopping in your stores to see what is the next best thing.  But as the industry grows, new opportunities
present themselves, and that's what we need to observe.

KATHY SWANTKO (Moderator) – So what is the technology of the future?  What does the next generation of fabrics do?  We’ve
heard a lot about nano-technology, which promises fabrics that multi-task.  So, what do you see happening with this new
technology, and what are we looking at, as far as a time frame for nano-technology, or other new technologies to be in the
realm of what today’s performance apparel?



BARRY GARLICK – I think nano-technology is already starting to come into fabric and functional garments.  I think that it’s impor-
tant that the fiber people continue to develop new technologies and new concepts.  And at Optimer, we’re currently working
on three things that we feel will bring to the marketplace new innovation and new direction with regard to performance fab-
ric, whether it’s dealing with odor issues, or dealing with some of the nano-technology things.  It’s important that the fiber
people stay on top of this technology, and we’re doing what we can to stay there.

I also think that it’s important to find out from the consumer what works.  I think it’s important that the consumer have the
opportunity to give feedback on product before product is taken out to the complete marketplace.  In other words, we value
in our company, the feedback we get from consumers, before we launch a product.  We test markt it to a specific market.
We make sure that what the consumer is saying to us that “this product has value, therefore we are interested in having this
product”.  And, unless we get that feedback, we just don’t want to be bringing product to the marketplace, for the sake of
introducing a new product.  We want to make sure that it’s going to have what the consumers are looking for.

JIM FRAZIER – You bring up a really good point.  One of the things that I wanted to communicate today is that I believe that our
industry has again got an opportunity to improve in the fact that since 1997, it seems that we’ve brought on shorter and
shorter lead times for new technologies to come to market.  That’s been driven by the economy.  It’s been driven by the
growth potential that we have.  But, I’ll be honest with you, from the product side, it’s shortened what we call a normal
development lead time from what was 18 months, down to six months.  And, what does that mean?  Well, it means that those
products, often times, and I’m speaking in the general term here----Often times, those products are brought to market with-
out that evaluation of the consumer.  And, they’re brought into retail, and Dawson and Terri are great------they embrace it
and they buy it.  And, then it sits on their shelves.  And, thank God, they never send it back!!  But, the reality is, I think that
our industry has to take a breath here, and stand up and say, “You know what?  We want the manufacturers to come back to
us and say that these things have been legitimately tested.  And, we want to know about that testing.  We want to be part of
that testing.”  It’s one of those things, at least from my experience, that we’re losing, because the staff on the selling floor
can’t speak with the authority of “You know, I’ve run in that shirt, and I can tell you that it was great in 90 degree weather, or
I skied on those skis–etc., etc.”  Those types of endorsements were what made us such a unique industry.  Those tidbits that
they could share at retail are very important.  The best retailers---Dawson’s crew and terri’s crew do that.  But, I’ve seen
other retailers where the kids on the floor can’t say these things.  I do a lot of what I call “quiet shopping”, and spend com-
pany money to buy things.  And, one of the things I do is I try to pin kids on the floor who look new.  And, you can tell them
right away.  So, what I try to figure out is:  “Are they authentic, and are they up to speed?”.  And, I know we’ll cover training,
but the thing is, our industry has to stand back and say to the manufacturers, “Guys, it’s time we take a breath!  Don’t bring
anything to me in six months–bring it to me in 16 months, when it’s right!”

KATHY SWANTKO (Moderator) – We’re going to take a break here in the Panel questions, and open it up to questions from the
audience on issues that we’ve discussed so far, or comments that you want to make.  We have a couple of roving micro-
phones available.  So, I ask that you identify yourself and your company name, and then ask your question.  You can
address it to the Panel, or make a comment.  

(Attendee – name inaudible)  I work for a kayak retail shop.  Most of the things that I find fascinating come from the action sport
retail side of things.  My friends’ kids who skateboard in my area in Santa Cruz, go to parks where there are half pike or
street courses.  They are like little “test guinea pigs”.  They’re really enthusiastic about products that they use, and they’re
always talking about what they like, and especially what they dislike.  The thing that I find fascinating is that when their
shoes wear out or when the seams of a garment fail, because they are doing all these stunts and crazy jumps, etc., these are
the things that manufacturers should be looking at from the standpoint of how a product performs, relative to a particular
activity.  All of these things are what a designer, a manufacturer, and a retailer should be looking at.  

When I attend the Action Sports Retailer Show, they have some companies that focus on certain demographics.  The num-
ber one area that ASR looks at is Orange County.  When something gets started there, it’s usually a little niche, and then it
kind of extrapolates out from there.  So, it’s interesting to see.  You look at these young kids on skateboards, and you can
extrapolate out, even to the consumer in our outdoor industry.  It’s trying to get that really reliable information---legitimate
information, and trying to identify consumer reaction to a product on a much broader scale.

KATHY SWANTKO (Moderator) – What you’re saying then is that these skateboarders are also looking for quality performance
products?

(Attendee) Yes, it’s like Dawson said, It’s a discovery in finding a performance product.  And, when the consumer finds that, they
come back.  And it’s like, when you hear the name----and I love this company----Patagonia.  They get called “PataGucci” in
my area.  In Santa Cruz, people don’t have as much money as in other areas.  We always hear about how high-priced these
items are.  Then, at some point, people came into the store, because they recognized value.  The same is true with the
Patagonia store.  The value is a key thing.  You have to give the consumer honest information---nothing that is hyped up,
especially for the kids.  They can see through that.

KATHY SWANTKO (Moderator) –  So, what you’re saying is that you see more technical apparel going into the skateboarding
market, and the kids are looking at that?



(Attendee) In terms of skateboarding, yes, they’re looking at that.  They want it to work.

KATHY SWANTKO (Moderator) – So, they’re not just using basic jeans and a t-shirt?

(Attendee) It’s about 50 – 50.  They basically want it to work.  Yet they do live in that area where they want things as inexpensive
as possible.

KATHY SWANTKO (Moderator) – Thank you.  Are there any more questions or comments from anyone?

(Attendee – Barbara Montz with Marketing by Design)  Sion, this question is directed towards you.  You had talked about per-
formance fabrics going into other fabric markets.  You talked about the junior market, etc.  But, what I see though, is that
they want the performance, but they’re not willing to pay for it.  So, that’s why we end up with the products in the market
that don’t perform, which gives the performance sector a sort of a big question mark, saying that you said that this stuff
performs, but it doesn’t.  And, that’s because what they ARE willing to pay for, doesn’t perform.  So, how do we bridge that
gap?

SION SHAMAN – That’s a very good question.  And, going back to what Jim said, companies like Marmot and retailers that are
into the performance market, do test their products.  You know, they work very hard to put a product on the rack that per-
forms well, so they can get customers coming back.

I did a test and walked through a lot of retail stores, especially some of the discount retailers, and you look at the tag that
says “moisture management or anti-microbial”, and they’ve got so much stuff on there, that I don’t even know what it all
means. I sometimes wonder if they’re going to put a tag out that says, “this garment self-washes itself in three seconds”.
(Laughter)  But, when you test a lot of these garments, they don’t perform.  That’s the sad part of our industry, because peo-
ple will probably buy these knock-offs and figure out that they’re not working.  And, they may not even know what moisture
management is supposed to feel like to keep them dry and comfortable.  In the fashion market, most of the designers in the
contemporary/junior markets are not looking for the performance functions.  But, once they discover the function, as
Dawson said, then they become more interested.  But, it is true that in some of the discount markets, we are seeing these
“knock offs” and they are not performing.  And, that’s why brand names build credibility.  Brand names do find a following.

(Montz) But, again, they still won’t pay for it.  So, it’s hard to get it into that segment.  Wouldn’t it be better to get these people
into the outdoor market?  We talked about that at the last Industry Panel event.  How do we open up the market, and bring
people who are traditionally not exposed to outdoor activities, such as urban youth, etc., and spend more time and energy
getting them involved where they will need the product, rather than just trying to push the concept, once you get them
involved?

KATHY SWANTKO (Moderator) – I think that that’s one of the things that OIA is working on now.  They’re trying to expand the
market now, isn’t that correct Terri?

TERRI PERLMAN – Absolutely!

(Montz) That’s why we need more suppliers to get involved.  That whole chain needs to get involved in the activity to really make
it work.

SION SHAMAN –In what form do you suggest that we need to do to get people interested in performance products that work?

(Montz) Start with the kids in the boys and girls clubs, and I know that OIA and Outward Bound, and all of these organizations do
that.  But, I think we need to do it on a much larger scale, and get the fiber producers and the fabric people, and more of the
manufacturers involved in these types of activities----getting these kids educated, getting them involved, giving them the
experience, so they become outdoor enthusiasts, who are willing to pay for performance products that work!

KATHY SWANTKO (Moderator) – Okay, we’re going to have to have some major meetings with OIA going forward!!

(Montz) And, I’ll volunteer to help.

KATHY SWANTKO (Moderator) – Thanks Barbara.  We’ll mark you down as a volunteer, and hopefully we can make some
progress on this issue going forward.

But for now, we’re going to move back into some other industry issues. So, as suppliers of fiber, yarn, fabric, and technolo-
gies keep getting squeezed with manufacturers reacting to the pressures put upon them from retailers, more suppliers
have been forced to go out of business.  And, obviously this is a problem in the textile area right now.  And, as more of
these textile companies go out of business, along with them go important resources for new ideas and new product devel-
opments that are needed to drive the market, and keep it fresh and unique.  The loss of suppliers also impacts the ability to
provide quick response.  So, can the industry do something to slow or stop the loss of margins on the supplier side?  And, I
know that this is a sensitive issue, but it’s something that really needs to be discussed.  And, I’ll open it up for anyone who
wants to comment or jump in here.

SION SHAMAN – We’re all uniters, not dividers.  (Laughter)



TERRI PERLMAN – That’s a tough question.  I guess at REI, we both buy from manufacturers and we also have our own gear and
apparel development, and we do our own testing.  So, I work in both worlds of being a manufacturer and doing R & D for our
own brand, as well as being a buyer, and buying from manufacturers. So, speaking on the REI brand, or on the manufacturing
side of things, the consumer speaks with the wallet.  And, we are in a deflationary period, and have been for awhile.  I think
the true----what we call the enthusiast consumer---who happens to be the core consumer for our business, is looking for
price/value.  So, I think that they are willing to pay for performance.  There’s a price pyramid out there.  So, clearly we’ve
got----whether there are people like Arteryx or other manufacturers that have traditionally rightly or wrongly held that
moniker of being at the top of the pyramid----who are always going to be more limited at the middle of the market and at the
mid price points.  We’ve certainly found success with our branded product in that middle segment, because those people
are looking for price/value.  But, tying it back into the supplier side, you’re really talking about kind of classic economics
about manufacturing in the U.S. and the world economy, and in the evolution of things.  I know that American suppliers who
have chosen to do R & D in this country, but are doing product development, etc. in foreign countries, have had great suc-
cess.  Some companies have chosen not to do that unfortunately, and have had some pretty painful existence these past few
years.  And, there is some great innovation coming from countries outside of the U.S., which provides competition.  And,
competition is not a bad thing.  But, I really think that the root of this question is pretty much a classic economic question
that goes way beyond the outdoor industry.

BARRY GARLICK – I’d like to say something here.  I manage the U.S. business, but I also manage the Asian side of our business.
What I find very interesting is that we talk to retail people, and branded people, who are making product.  And, when we
suggest that in today’s economy, in terms of total value, a product can be made in the USA and brought to market just as
inexpensively through USA manufacturing, and manufacturing through CBI type programs, made from US made fabric,
almost less expensively than imported product---certainly, competitively priced with product out of Asia.  The issue that I
have so often is that the blinders are on, and people who are responsible for products say, “Oh no!  We only work in Asia!”
It’s like they’ve given up on looking at a total world economy, and they’ve given up on looking at what is perhaps NOW an
opportunity to do business with companies that are in the USA.  But, because they’ve traditionally done business in Asia,
they continue to want to do it in Asia, instead of opening up to see the opportunities that are available with USA made prod-
uct.

SION SHAMAN –Following up on that, I do agree with Barry.  First of all, I am a believer in free trade.  I’m a believer in free and
fair trade, because ultimately it helps the consumers.  And, I think the smart manufacturers and the smart retailers are those
who look at the market globally, and take advantage of the production strengths and capabilities of certain regions.  For
instance, for products that are highly complicated and utilize a lot of stitching, Asia is a great area for production, and you
should go there.  But, as Barry said, I’ve often come across a lot of programs---and in fact, we have models to show today---
on projects which I have been involved.  And, I would be happy to share them with anyone interested, where we took a pro-
gram from Asia.  We developed the product here.  And, we were able to bring the product to the market at a much faster
pace, and we were able to beat the product pricings in Asia.  Now, it does not happen in every product category.  But, in a
lot of the product categories, you can come to this region, and take advantage of that.  And, although there are great prod-
ucts out there that are produced overseas, I believe that competition has made us better, and because we’ve been chal-
lenged, we have learned how do things here too!!

I’ve got to tell you this story.  I was in Williamsburg, Virginia, recently.  And, for those of you who don’t know this town,
Williamsburg, Virginia, was the capital of the US during colonial times.  And, there is a shopping area in Williamsburg, where
people are dressed up in colonial clothing, and talk to you as though it is two hundred and some years ago.  (They do this in
order to give you some sense of the history.)  So, I’m walking on this street and I go into a leather shop[.  And, I’m talking to
the shop owner, and she’s dressed up, and she’s telling me about what’s going on in the colonial time.  And, I ask her, “How’s
business?”  (And, she’s talking about business 250 years ago.)  And she says, “It’s terrible!”  And, I ask her why.  And she
says,  “these damn importers from Britain, bringing in this cheap leather, and we can’t compete!!”  (Laughter)  

And, so some things don’t change.  Here we are, some 250 years later, and Europe has some for the greatest products.  But,
because we were challenged back then, we became innovators.  And, today we are innovators as well!

But, I do believe also that there is a believe out there that everything is cheaper and better somewhere else.  I’ve seen retail-
ers, and I work closely with retailers and manufacturers, who are doing business in countries where there are no logistics.
There is no infra-structure, and the products are very cheap; but, they get their product eight months later.  By the time they
get the product, the interest in that product is gone, and nobody wants it.  So, the smart retailer, manufacturer, and fabric
people, like us also, we need to tap the strengths of all markets.  I’m a believer in the global market.  And, whether we like it
or not, there is a market out there, and competition only makes us better.  So, we need to go where we think we can get the
best product in an efficient and cost effective way!

DAWSON WHEELER – One additional comment I would have from the retail side, I think we’re working with a real limited market
of consumers.  And, when you look at OIA and how they’re addressing this issue, 64% to 68% of Americans, where our mar-
ket is based, is predominantly white male.  And, when you keep looking down the funnel in that direction, it’s a pretty small
view.  And, then we are fighting for margins, but we are fighting amongst ourselves, instead of going out and integrating the



mills and manufacturers and focusing on broadening the market as a whole.  If the market was broader, then the margins
would be easier to obtain on a retail floor, because there’s more consumers coming in to buy, and we’re just opening up far-
ther.  So, sometimes I feel we stack technologies on top of each other, like layers on an onion.  And, ultimately when you
peel it down to the core, it’s a tiny little thing.  And, that’s the consumer.  If we could build those as a group, I think the mar-
gins would obviously be a little bigger.

KATHY SWANTKO (Moderator) – There are several industry issues that we need some quick follow-up on.  These are issues
that were brought up at previous panels.  But, we want to kind of hone in on some action items that we could move for-
ward with in some small way.  Regarding the challenge of finding and developing good people for the Industry, Jim Frazier
suggested an interesting concept at our last panel.  He suggested establishing a short-term rotation program, where
employees spend a month with a fabric supplier, a month with a retailer in product development, etc.  His challenge to the
Industry was to join together to establish and fund an internship program with the purpose of developing a really qualified
pool of great leaders over the next 10 years.  This is a great idea.  However, how do we translate this into action?  Do we
need a sign-up registry?  If so, I’d be happy to offer the FabricLink web sites.  Are there any other ideas of how we can
start taking some baby steps here?

JIM FRAZIER – Since this is my idea, I’ll jump in here.  To give you a little background for those of you who weren’t here, the
challenge we face on the manufacturing side and the textile industry faces, and which Dawson and Terri face, is that there
is a real dirth of well-educated people in our industry right now, particularly on the product side and the textile side.  If we
were to put everybody in the room who is involved in textile development right now, I’d bet we all know each other, and I’d
bet we’re all over the age of 30.  It is very startling to find how few people are coming in.  So, what I had thrown forth was,
we have this great opportunity.  We have this community that is really strong, and to start an intern program, where you
would intern with a retailer; you would intern with a manufacturer, like ourselves; and, you’d intern with a textile company,
that would be very important.  We actually started this at Marmot back in April of this year.  We took a kid out of retail on an
internship.  He came from a small place, Pinedale, Wyoming.  And, he landed right into the textile side of my business.  And,
he’s been learning that.  And, we’re going to move him into product.  At the time when we threw it forth, we didn’t really have
an action plan of how we roll him out to the textile manufacturer or to our industry.  We just wanted to start.  So, we actually
have an individual at Marmot, and I will keep a position open for the next person over the next two years, to see if we can
start driving this.  I challenge anybody else who is interested in being involved, there are hungry people out there that want
to do this.  To use your web site or someone else’s web site, it would be great!  I’d love to send someone down to get tor-
tured by Dawson down in the southeast (Laughter).  So, I challenge each of you to think about how we do this.  Do we do it
through OIA, or where?

KATHY SWANTKO (Moderator) – Another quick thing that we need to follow-up on is, our last panel talked about the impor-
tance of the industry reaching out and interfacing with colleges and universities.  Ideas included offering to be a guest
speaker at a class, or having a booth at a career fair, etc.  Is there a way we can help to organize this type of outreach
between the industry and the educational institutions?  Do we need a speakers Bureau, or a sign-up registry?

SION SHAMAN – Jim brought up a very good point.  We need younger blood in our industry.  That’s so important.  We need tal-
ented people in our industry to come in, and there are a lot of kids out there.  You know, 20 to 25 years ago, polyester was an
insult.  Today, it’s being used primarily in these new performance products.  And, the younger generation does not discrimi-
nate against those products.  And, they’ve actually become very interested in these performance products.  So, how do we
attract these young kids?  I think forums like outreach into educational institutions help a lot.  And, what Jim is suggesting I
think is a great idea.  Go to colleges, talk about our industry and how exciting it is.  Talk about the development, and bring
them to our companies.  I’d be happy to do that.

KATHY SWANTKO (Moderator) – Here is one more follow-up issue.  During the last Panel, it was suggested that the consumer
should be allowed to attend the last day of the OR Show, or the last half-day.  Apparently, this is being done at ISPO, and
other trade shows.  What other ways should be looked at to expose consumers to new products and technology?  What
are your thoughts about having a series of one-day regional consumer shows?  I know we’re over-showed.  So another
idea might be to help support a cable network program devoted to education and the promotion of both outdoor activities
and the apparel and gear available for these activities.  And, maybe we could do something with OIA in that regard.  Terri,
you might have some comment on that.

TERRI PERLMAN – Yes, again I think OIA is an opportunity.  We’ve done some regional meetings, not at the consumer level, but
we’ve had some regional meetings and we’ve had some success there and they’ve been turned inwards towards the trades.
So, it wouldn’t be that large of a jump to reconstruct these to add a segment on to them that was for the consumer.  And,
we’ve talked a lot about the need to have regional events that supports the industry.   You know the Rendezvous and trade
shows are once and twice a year, and they’re regional events.  But, to really get out to smaller retailers that don’t attend, and
smaller manufacturers as well, we need to do more.  And, certainly we’ve been sort of inward focused, and it wouldn’t be a
quantum leap to be able to do both.  Whether you do it a half day for the industry and half day for the consumer, or you do a
2-day thing, or whatever, I think that you could start in key markets and construct something along those lines.



KATHY SWANTKO (Moderator) – Okay, we’re going to stop right here and open it up for any further questions that you might
have.  Again, please state your name and company name.

(Attendee - Karla McGruder from Fabrikolgy)  My name is Karla McGruder from Fabrikolgy.  And, I just want to say, you’re talk-
ing about colleges and how young people might get into this business.  Niede Cooley had worked with FIT in New York
City, and developed a program specifically for outdoor product development and design.  So, I’m sure FIT would really love
to hear from anybody, and certainly from companies that are willing to host students for internships.

JIM FRAZIER – We actually have two of the FIT first class at Marmot right now.  Actually, one at Marmot and one at Market,
because Neide came from Marmot, obviously.  But, it has been an incredible successful experience for us.  And, I would
challenge anyone of you who are sitting on the outside to try and tap into those kids, because they’re hungry, they’re pas-
sionate, and they’re gifted.  They work just amazingly hard.  And, they’re excited, and that’s what we need!!

(Attendee - Bob Calabrese with Native Textiles)  My name is Bob Calabrese with Native Textiles.  Our plants are in up-state
New York, and recently we had a group of Marist College textile students, who are being taught by Kristen Bertos, an ex-
Nike designer.  These students spent the day and visited our plants.  They had a wonderful time.  And, it’s a good way to
get them involved.  I think we need to do more of that.

DAWSON WHEELER – I’m seeing that a lot of universities in Chattanooga, where we have programs set up.    We’ve done some
international programs with the Eastern Block countries.  Slovakia is one country that will send people in, and they get col-
lege credit, and they work for you for 30, 60, 90 days, etc.  These programs exist, and in a lot of cases, they’re looking for
industries to come to them, and to support them.  And, it’s almost a matter of an invite.  So, I suggest that you all just go and
sit down with the business development people at the colleges/universities near you, and see what opportunities exist,
because more than likely, they do exist.

TERRI PERLMAN – We’ve got two fronts:  One is on a business front, where we have relationships with the University of
Washington, both the design school, where several of us, myself included, have spent a quarter with a professor in their
design department whenever she decides to do outdoor-oriented subject matter.  So, we’ve had an on-going relationship in
that area.  Then, also on the business school side, we’ve had a number of interns come in and do different projects for us for
a quarter.  And, we also have a relationship with the community colleges that have got pattern-making and design courses.
And, our REI apparel and gear side of the business has got a pretty tight relationship with them.  So, I think it is networking in
your own community that is important.

BARRY GARLICK – We use an intern every summer from the University of Philadelphia, at our office in Wilmington.  I would like to
see that taken to the next level, where that person again has the opportunity next summer to coordinate, and be able to do
and internship, perhaps with the manufacturing side, or perhaps a retail internship, so that the benefit that is provided by the
internship that we provide at the fiber level, could then be carried over into other areas ob the business.  So, that this young
person could get a more rounded education, rather than just a narrow, focused experience they get from our company at the
fiber level.

(Attendee – Name and Company Inaudible)  I recently finished a program in apparel design.  I’ve shown my portfolio to people
interested in snowboarding and skiing.  And, I’ve also noticed the creative designs that my classmates have developed for
their portfolios.  And, since I’ve had the opportunity to come to this trade show, I’ve had this incredible source of informa-
tion at my disposal, and the contacts are invaluable.  But, when I see my counterparts at school, who have these incredi-
ble ideas, but have no clue about the fabrics or the trims, it concerns me.  So, there is a “hotbed” of creativity out there.
It’s just waiting-----and you just need to feed people into these programs from these schools.

KATHY SWANTKO (Moderator) – We have spoken to Peter Devin, executive director of OR, after the last trade show in January,
when this issue first came up, about opening up OR to the consumer the last day or half day of the show.  And, he was, at
that time, reluctant to do it at the August show, simply because this show is so big.  However, he was open to do it at the
January show, which is a smaller show, and less people, and fewer booths, and just more room.  So, we’ll be talking to Peter
again, and hopefully that happens.  And, then we can get more students in here, as wellas consumers in here, just to see
what’s new and what’s happening.

(Attendee)  I think that it’s most about bridging that gap between the manufacturers, designers, and consumers, because when
they see the connections made with how the fabrics work with the product, and athletes using it, that’s what’s important.
It’s like what Dawson said, unless they discover the functionality, that’s when you’ll get a real good customer for your
product.

(Attendee – Name and Company Name Inaudible)  What I’ve found with these outdoor kids in this area, Park City, Utah, etc.,
they get it!!  But, I think that it starts even before the college system.  I think these young kids come to the show, and they
ask me about fabrics and they ask me about design.  Of course, everybody wants to be a designer.  But, let’s teach these
kids the technical stuff.  They understand it.  They want to know about it.  And, I think you’ve got to start younger than the
college kids.  A lot of kids know what they want to do by the time they’re 18 years old.  So, I think it’s at 12 years old when
we’ve got to get these kids hooked in!



KATHY SWANTKO (Moderator) – Okay, anybody else have a comment?

(Attendee – Ann Marie Fury, Turtle Fur) I’m from the Turtle Fur Group.  Jim, you probably know my name, Ann Marie Fury.  I was
at Burton when they first opened in Burlington.  I did all of the product categories that were in nylon.  I have a BFA in apparel
design.  Then I was with the Limited and Boston Traders.  And now, I’m with Turtle Fur.

There are a couple of comments that I’d like to make.  First of all, at Turtle Fur, we actually have an in-house sample room,
which I’m finding is very rare in this industry.  We actually do have internships.  I’ve been out there about 9 years.  And, we
intern high schoolers and college age students.  The high schoolers I find are the most beneficial, because there are a lot of
kids, who don’t know that you can actually make a living as a product developer.  And, they’ll cycle through the product
development stages, and also the marketing stages.  So, they’ll get a sense of not only how you construct an item, we’ll
teach them some pattern-making as well.  And, again these are high schoolers, who work a bit with the pattern-maker.
Then, they’ll learn how to construct an item.  So, by the time they design something, they’ll have an understanding of how
seams go together, and the different types of seams.  They’ll also learn how by changing the type of fabric, the function of
the item also changes.  They also learn what’s necessary to bring the product to market.  And, how you can come up with
something really great, but nobody would ever pay for it.

As far as the comment about bringing fashion into technical products, my big thing here is color.  And, it’s really easy to
make your dye lot requirements on your blacks, your navies, your reds, your grays, etc.  But, it’s those little bursts of accent
colors that I find in accessories that are important.  We do some very nice numbers at Turtle Fur.  And, I will have products
that will sell 70,000 units of black.  And, then I’ll sell across 3,000 retailers, only 1,200 units in a pink.  It’s just crazy!!  So, as
far as boosting up the color sense in a retail shop, an accessory is a real easy area for someone to commit to an off-beat
color, as opposed to bringing in a full jacket.  You can take a black coat, and then put a burst of color with it in an accessory
product, and you can really dress it up, and make it look more fashionable.  Am I making sense here?  But, the challenge is
that the dye lot minimums are so enormous in these less popular colors.  It would be really great-----and there are a few
mills that will do small dye lots, but there are very few.  And, that’s one of the big differences between walking into an out-
door store where it’s a sea of black, and then you walk into the Gap, or some other sore, and it’s all color.  Especially the
accessory department, you guys, you’ve got walls of black product out there!!  And, granted, they’re technical and all; but
speaking from the women’s side, women don’t feel sexy wearing all black.  They don’t feel fashionable, whereas you can
walk into a specialty store for women, and it’s all color!  So, ZI thought that I’d just mention those two things.

The other thing, Jim was talking about the duration to develop product.  At the Limited, we had floor sets.  And, the way the
Limited worked, they would take one key store, and it for the next season.  And, so you had to produce like 12 pieces or 24
pieces, just for that store ahead of time.  And, you would actually pre-test it, and they would evaluate, “How does this get
reaction?”; I”Is this merchandising well?”: “Do we need to repackage this?”; “Did we hit this right?”.  And,these floor-sets
were part of the key to the Limited’s success!  But, I have to tell you, you pulled your hair out to get the floor-set done,
because nobody wanted to do it.  But, it was fabulous, and it gave you so much information.  And, so I’m just saying that we
could take that from the women’s industry, and bring it into the outdoor industry.

KATHY SWANTKO (Moderator) – Well, I think we’re going to stop here.  We’ve got some things to work on.  In closing, I’d like to
thank the members of our Panel for giving their time and energy. .  Today’s dialogue benefited tremendously from your expe-
rience and ideas.  And, thanks to all of you for attending and supporting today's discussion.  We hope it's been a valuable
experience.  If you have ideas or want to offer help on any action item, please see me after the program, or contact me later
at your convenience.   

Within the next several weeks, the transcript of today's panel will be available in pdf format for downloading from the
FabricLink.com and TheTechnicalCenter.com web sites.  Again, the transcripts from earlier panels are currently up.

Before leaving, please take a few minutes to fill out the gold Opinion Sheet that you received when you arrived.  The com-
pleted forms can be left at the back table.  

I also invite you to visit FabricLink's Technical Center, where you can find the newness needed to drive the performance
market. TheTechnicalCenter.com, the performance market's link to innovation!  

Thanks again for coming and have a great show!!  
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