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E X P E R I E N C E
Guiding Textile-Based Product Sales In-Store

Over 70% of all purchasing decisions are made in the 
store, making the Point-of-Purchase Experience critical. 
This discussion is for everyone in the outdoor market involved 
in selling textile-based products.

Presents a Textile Supply Chain Dialog 
P R E S E N T E D  B Y

P A N E L
• POP Designer: Terry Carpenter, President/Architect/Creative Designer, Atlantis

Terry Carpenter is the Founder, President and Creative Director for Atlantis – a multi-disciplinary retail design firm in Edwards, Colorado,
with over 20 years of focusing on all facets of retail/restaurant/resort design. The company targets trend analysis, strategic merchandis-
ing, architecture, interior design, fixture design/vendor shops, brand development, graphic design, packaging, POP displays, and multi-
media design.  Atlantis' outdoor clients include: Cabela’s, Vail Resorts, Base Mountain Sports, Outdoor Divas, Steamboat Ski & Resort
Corp., and Vail Recreation District. Carpenter has a Bachelor’s Degree from the University of California, Santa Cruz, and a Master’s in
Architecture from the University of Colorado, Denver.  She is a registered architect, and a member of the American Institute of Architects,
The Institute of Store Planners, and the National Association of Store Fixture Manufacturers.

• Merchandising: Sharon Leicham, Merchandising Editor, GearTrends®
Sharon Leicham has served as Trade Marketing Manager and Global Marketing Manager for Specialized Bicycle Components; Director of
Merchandising and National Sales Manager for Royal Robbins; Director of Apparel Merchandising for Sierra Designs: and Contributing
and Visuals Editor for Outdoor Retailer magazine. Sharon is currently the merchandising editor for SNEWS and writes for GearTrends
magazine.  She has been a featured speaker at various industry trade shows, including Outdoor Retailer; and has also been a contributing
writer for Outdoor Retailer magazine, Visual Merchandising & Store Design, Bicycle Retailer, Floral Review, Sporting Goods Business, Fly
Fishing Retailer, Country Business, Dance Retailer News and Bicycle Dealer Showcase.  She is the author of Merchandising Your Way to
Success and How to Sell to Women and is the creator and principal of merchandisingHUB.com.

• Fiber/Yarns: April Booth, National Sales Manager, Eclat Textile Co., Ltd.
April Booth has more than 40 years of sales and marketing experience in various industries, and for the past 13 years has been the
national sales manager for Eclat Textile Company, which is headquartered in Taipei, Taiwan, with its head office for the U.S. market locat-
ed in Los Angeles.  In this position, April is responsible for implementing sales and marketing strategies and new product development for
the company.  She is an active member in the Textile Association of Los Angeles, and serves on the board of directors for the Fashion
Industries Guild, Cedars-Sinai Medical Center.  Prior to Eclat Textiles, April held various management positions in the cosmetic industry.

• Fabric: Brenda Burris-Drake, Merchandising/Design Director, Milliken & Company
Brenda Burris-Drake has been in product design and merchandising at Milliken & Company for over 20 years.  She has a BA  degree in
art and music and a BS in Textile Technology from North Carolina State University. She began her career in New York as a fabric designer
in knit fabrics and then moved into the merchandising and co-op business for Milliken's  Visa brand.  As Design Director for the Woven
Fabrics Business, she works in various market areas  (RTW, sportswear and military) on design input, color and trend direction, and the
packaging of Milliken's technologies and fabrications.  Brenda also does retail trend shopping in the European and domestic markets
twice a year, and conducts customer presentations on her findings.

• Apparel Manufacturer: Kevin Volz, Sales Manager, GoLite 
Kevin Volz joined GoLite just over two years ago as its customer service manager, was quickly promoted to marketing manager, and now
heads up the sales department.  Prior to GoLite, Kevin managed one of Eastern Mountain Sports most successful stores in Boulder,
Colorado, for ten years. Kevin is an avid outdoorsman who has climbed peaks around the world, skied since he could walk, and supported
Boulder’s chiropractic community with his mountain bike crashes.  He is an active member of the outdoor community helping to produce
benefits for the Access Fund, Colorado Mountain Club, and American Alpine Club, and is a frequent speaker on the Colorado outdoor
adventure slide show circuit.. 

• Retail: Cindi Brooks, Senior visual Merchandiser, REI 
Cindi Brooks is a senior visual merchandiser for the Action-sports division at Recreational Equipment, Inc. (REI).  She has over 15 years of
visual merchandising and in-store marketing experience.  At REI, Cindi develops and communicates seasonal product placement strategy,
works with the marketing team to create in-store signage programs, and has developed and facilitated three successful company-wide
visual merchandising training programs.  Cindi is a frequent guest speaker, having taught several courses at local community colleges
and universities, and is a member of two college curriculum advisory boards.

• Moderator: Kathlyn Swantko, President, FabricLink/The Technical Center
Kathy Swantko, a recognized expert in textiles and apparel care, and is a tireless, pro-active advocate for the apparel and textile 
industries. She has over 25 years of experience in the textile industry involving areas of promotion, sales training, education, market
research, and editorial writing.  In 1995, she launched the award-winning FabricLink.com and companion TheTechinicalCenter.com web
sites as both an educational resource for consumers and retailers and a B-to-B forum for the textile/apparel industry. She serves on the
textile/fashion advisory boards at California State University Los Angeles (CSULA), California Polytechnic University Pomona, and Long
Beach City College, and is an instructor in CSULA's Textile Production and Management Certificate Program through extended education.



KATHY SWANTKO (Moderator) – Good morning, I'm Kathy Swantko, president of FabricLink.  I want to
welcome you to the sixth in a series of Panel Discussions, organized by FabricLink and held at the
OR Show.  These Panels, comprised of industry leaders, discuss issues and topics important to the
supply chain servicing the performance market.  The Panels encourage interaction and explore
ways on how to succeed in this dynamic market.  The Panels also help to build a sense of
community within our industry.

You can download pdf transcripts of our previous Panels from the FabricLink.com and
TheTechnicalCenter.com web sites.  For those of you who are not familiar with FabricLink or The
Technical Center, they are educational web sites on fibers, fabrics, apparel, and care.  FabricLink is
trade-to-consumer and The Technical Center is trade-to-trade.

Today's Panel is presented by FabricLink and the Outdoor Retailer Winter Market, and is sponsored
by 13 industry businesses.  We wish to thank all of these companies for their contributions and pro-
active support of our industry.

A special thanks to many of our sponsors who have provided promotional gifts for your goodie
bags, including t-shirts, socks, wristbands, and other items.  Be sure to read all the literature in you
bags, since some of the free items need to be picked up at our sponsors' booths.

The title of today's panel is:  ""TThhee  PPooiinntt  ooff  PPuurrcchhaassee  EExxppeerriieennccee––GGuuiiddiinngg  TTeexxttiillee--bbaasseedd  PPrroodduucctt
SSaalleess  IInn--SSttoorree""..

The Panel will discuss:

• What are the important product and merchandising trends in the performance market?

• What has the biggest impact and makes the sale?

• Is less (information) provided to the customer more effective?

• What do consumers really need to know?

Let me begin by introducing our Panel of experts.  You'll also find brief bios of each on the front of
your Agenda Brochure. 

• Representing point-of-purchase designing is TTeerrrryy  CCaarrppeenntteerr, president/architect/creative 
designer for Atlantis, Edwards, Colorado.

• Representing merchandising is SShhaarroonn  LLeeiicchhaamm (Leech-um), merchandising editor GearTrends.

• Representing fibers and yarns is AApprriill  BBooootthh, national sales manager, Eclat Textile Co., Ltd.

• Representing fabrics is BBrreennddaa  BBuurrrriiss--DDrraakkee, merchandising/design director for Milliken & 
Company.

• Representing Apparel Manufacturing is KKeevviinn  VVoollzz, sales manager, GoLite.

• Representing retail is CCiinnddii  BBrrooookkss, senior visual merchandiser for REI.

To begin, I'd like to ask the panelists to make a brief statement on any current trends that they
see happening in the outdoor performance market.  These trends can involve new product cate-
gories/developments, new merchandising trends, or new consumer interests.  Let's start at this
side, and work our way across the table.  Terry, would you like to start?

TTEERRRRYY  CCAARRPPEENNTTEERR – I think that one of the things going on right now in retail is experiencial retail.
This takes the retail experience outside the store and extends it into the environment, and creates
kind of a bi-learn-and-buy cycle, which is a self-perpetuating cycle that is great for retail sales.
People buy new gear, they want to take classes or workshops, go on adventures, learn how to use
the gear, and while they are out learning how to use it, they understand why they need to get more
gear or better gear, and it has worked out very well for some of the retailers that we have worked
with recently to keep the whole cycle going.  Another is niche retailing.  One of the groups that we
have worked with over the past few years is the female customer.  The third, which I think is more
of a challenge than a trend is using the Internet as a research tool, prior to shopping.  It becomes
part of the shopping process.  I think a lot of the apparel-oriented products and performance-ori-
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ented products, people go the stores to test it to try it on, but then go on the Internet to see if they
can find a better price---get more technical information.  Then, either going back to the store to
buy, or buying from a totally different channel, different retailer on-line.  That's quite a challenge for
retail stores today.

SSHHAARROONN  LLEEIICCHHAAMM – I'm interested in a technology that I've just been learning about called geo-spacial
web.  Any of you who saw the Tom Cruise movie "Minority Report", you'll probably know what I
mean.  If you remember when he was walking into a store in that movie, it began to address him by
name, and remind him of some of his previous purchases.  Well that sort of technology is already
here.  Cisco Systems is working with Home Depot to institute this type of a program.  And, what this
is-----is those of us who are equipped with GPS phones, can be alerted, if we register, so that when
we walk into a store, we can be reminded through text messaging on our phone what we are look-
ing for, to be reminded what we are looking for, and to be provided with information on what we are
looking for.  And why this interests me is because I think this might, in some respects, replace
some of the point-of-purchase information that we now need to provide on signage, hangtags, etc.
So, there are a lot of implications with this type of technology.  But, I find it very interesting, and the
fact that it's going to be implemented in Home Depots in the near future, I think is fascinating.

AAPPRRIILL  BBOOOOTTHH  ––  At Eclat Textiles, we have two divisions in our circular knitting mill in Taiwan.  One is for
sustainable organic cotton and bio-degradable bamboo, and the other on the technology side,
which is for performance wear.   We believe that both divisions are important with what's happen-
ing with the consumer today.  Whether the consumer is wearing apparel at home on the leisure
side, or for exercise (i.e. mountain climbing, running, bicycling, etc.) everybody has an individual
need.  And, the reason that we feel that this Panel is important for point of purchase is that we
believe that the sales person in the store needs to be completely knowledgeable about what
he/she is showing to the customer, because signage does not answer all questions.  If consumers
wants to purchase something on their own, they may go the web or to Costco.  But, if she wants to
go a Sports Chalet or Big 5, the consumer wants to talk to someone who has knowledge.  So, we're
really interested in seeing that happen.

BBRREENNDDAA  BBUURRRRIISS--DDRRAAKKEE  ––  I think fabrics are of course combining lots of performance features in fab-
rics, so it's becoming difficult for the consumer to understand all of the benefits and features that
are in particular fabrics.  So, point-of-purchase is very important.  What we try to do at Milliken,
and I'll agree with two of the panelists already, the "in-sperience" (in-store) experience is very
important. And, the other trend that I'll throw out there is  "try-vertising", so you have to get your
product on the consumer!  So, what we try to do here at our booth at OR is to give out as many
products as we can---believing that once the consumer tries the product on, they will understand
the features and benefits, and will be a return customer.  I think the key at retail now is trying to fig-
ure out how to get that explanation---that message across, and try to get the product on the con-
sumer as fast as you can!

KKEEVVIINN  VVOOLLZZ  ––  There are a couple of trends that I think are very important.  The first one is that I think
manufacturers are bringing products to market that are very difficult for the retail sales person to
understand, and really get to the core.  And, I'll use soft-shell as an example, and how long it's
taken the industry to really discern all of the differences in all of the soft-shell technology, and how
do you translate that very quickly to close a sale on the floor.  There is also a very interesting inte-
gration between advanced technology and lifestyle happening right now, and I think that there is
more of a shift away from real technological looking products towards stuff that actually looks
good, and looks fun.  And, as we see a demographics shift in the industry toward a slightly younger
demographics, I think that's going to become more relevant.  I think that there's a big training
opportunity with consolidation in the industry, and with all of the real advance technology---nano-
technology, and all of the amazing fabrics that are being engineered for the industry, how do you
get the average sales person---the part-time sales person---how do those people get to learn
about these products in a way that they can differentiate between the buy on the floor?.  

CCIINNDDII  BBRROOOOKKSS  ––  I would have to agree with a lot of what these panelists have said in the retail situa-
tion that in-store marketing presents.  We have the challenge of trying to communicate all of the
features and benefits of the products that are out there now.  We need to be able to combine the
retail technology that's out there now---the touch-screen, and some of the different RFID (radio fre-
quency identification) technologies to improve the in-store experience, because it is becoming so
much more of an experiential adventure when you go into a sporting goods store.  So, I think
there's a huge opportunity for us to integrate the new technology---to tell the compelling stories
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about these fibers and fabrics, and the features and benefits in the garments utilizing these prod-
ucts.  So, I think that's a really important trend to watch.

KATHY SWANTKO (Moderator) So, let's start with the basics---what motivates the consumer to buy?
And, what are the strengths and hurdles in trying to educate the consumer once he/she is in-
store?  Who would like to start?

AAPPRRIILL  BBOOOOTTHH  ––  I think that most young girls and young women, we look at magazines.  We look to see
what the trends are, and what's going on in the fashion world.  And, I believe that activewear has
become streetwear, so they want to be fashionable as well as having a functional product.  So,
when we're looking at this, then we go into the stores where the garments are sold, and we want
to see what they look like, what they feel like.  So, if the feel good and they look good, then price
is not really an issue.  It has to do with how it functions and what you are purchasing the garment
for.  And, if you need to ask a question, you want the sales person to be knowledgeable.  And, as
a supplier, we educate our customer---the manufacturer, the designer---whoever we are dealing
with on what this fabric does.  And, we expect the label to educate the person in the store, so
they can talk the garment up and make it exciting.  It's not just fun.  It's sexy to make it exciting,
and that's what we want the sales person to do.  And, it's hard for the supplier to do that, unless
the label goes in and trains the people, that's not going to happen.

TTEERRRRYY  CCAARRPPEENNTTEERR  ––  I think that sometimes it's more performance-oriented than fashion-oriented.  I
think there is the fashion image that's created by wearing some of these things, because function
has become fashionable.  But, I also think that some people go in looking for solutions to a partic-
ular either problems or performance issues where they've had products that haven't worked quite
as well as they would have liked, so they go in to see if there's something else that might work
better.  And, I do think that they will look for point-of-purchase display information on this, but
when it comes to problem solving, they probably would prefer to talk to a person and interact to
find out of that person has had any experience with that product, and can make a recommenda-
tion.  

KKEEVVIINN  VVOOLLZZ  ––  I think the motivation in our industry has always been activity-based, and performance
and function driven.  And, I think there is a shift away from that.  I mean how many of you are buy-
ers, and how many of you are retailers?  I would guess that the trend has been over the years that
most of the pieces on your floors address a certain performance and function need, and are
designed to enhance people's experience in outdoor activities primarily, with some of the trends
toward yoga, and more of a lifestyle being built into products.  I think there is a trend toward more
of what might be considered a more department store type of a look on the floor.  Do you buy
things just because the look good, and they look cool, and they say yeah, I'm an outdoors person.
But really, I just want to wear this out to a bar and go to the store, and have something that looks
good, but maybe I can go skiing in it as well.

KATHY SWANTKO (Moderator) – What are the most important aspects of point-of-purchase displays
in merchandising to gain attention, and sell product?  Who has a comment on this?  Sharon?

SSHHAARROONN  LLEEIICCHHAAMM – I knew you were looking at me.  (Laughter)  Well, I think simplicity is really impor-
tant in POP.  There was an article in the OR Daily yesterday, and I think the fellow from Patagonia
stated it really well.  There are so many technologies out there that have acronym names, CSS
(composite seam system, which means a seamless, welded garment), or whatever it is.  And, I
think it's very confusing for a customer who sees these on a sign.  I don't think that they really
understand what they're seeing.  So, I would really urge manufacturers and suppliers to simplify
the acronyms of the technologies, and make them understandable.  So, I think POP needs to be
understandable.  I think it needs to be simple.  And, one of the things that it absolutely has to do is
to list benefits.  One of the problems with POP is that we list a lot of technical information.  We
forget to tell the consumer, particularly women, who want to know what the benefits of a technol-
ogy are.  I think we completely leave that off in most cases.  So, simplicity, benefits listed, color,
font---attention to all of the details.  Make it readable. Use of san serif fonts, instead of serif fonts-
--things like that, I think are really important to the success of a POP item.

KATHY SWANTKO (Moderator) – Cindi, from a retail standpoint, you work with this everyday, so do
you have a comment?
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CCIINNDDII  BBRROOOOKKSS  ––  I think that it's also very important the POP be appropriate for the merchandise pres-
entation itself.  A lot of times we're offered gigantic posters, or banners that we may not have
space for in our stores.  You can figure that a 2' X 4' banner is going to take up maybe two whole
facings of your product.  So, I think it's very important to consider the product itself.  What type of
fixture it might be housed on, keeping in mind that different retailers are going to have different
systems.  So, the more flexible the POP can be, to be used in multiple ways, the better.  If I want
to maybe do a feature wall, and then switch my product to a floor fixture for a sale or an event, I
want to have a point-of-purchase signage system that's flexible and can move with that fixturing.
So, I think that's really important.  And, I would definitely agree with the simplicity, and the fact
that you'll want to definitely include the benefits of the product, because you can have the great-
est technology in the world, but if I don't understand what's in it for me, why should I buy it?  Why
would that compel me to buy your product?

SSHHAARROONN  LLEEIICCHHAAMM – I'd like to add something, Kathy.  I think, too often manufacturers provide POP
without consulting retailers.  And to Cindi's point, I have worked with three different companies,
and I can't remember us ever really talking to the retailer, saying "would this really work"?  So, I
think that's important that there be a dialog between the retailer and the supplier, before the POP
is even conceptualized.

CCIINNDDII  BBRROOOOKKSS  ––  I would even add on to that by saying, I'm lucky.  I work for REI, and we do get to
work with a lot of great vendors, and they are willing to work with us a lot of times on developing
things that will meet our needs.  And, it is a really satisfying experience when you can develop
something together that's going to benefit both parties.  And, I think that's something to always
keep in mind.  Even with some of the smaller retailers, there are probably things that can be done
to meet the needs of all of your different retail partners.

BBRREENNDDAA  BBUURRRRIISS--DDRRAAKKEE  ––  I'll just add from a raw materials standpoint, I think it's critical that you
have those relationships and those partnerships going on when you're trying to create your mes-
sage.  Being just an ingredient in a product, and not understanding where that product is going to
land on the retail floor, it's very difficult for us to try to create something that's actually going to
work in store.  Right now Milliken is working with pro-shops, for example, to develop a rack-top-
per that will give the benefits of VisaEndurance odor control, wicking, stain release----all those
kind of things that are important to the consumer---but we have to design it son that the pro-
shops can use it.  So, that is very true.

KATHY SWANTKO (Moderator) – Let's move on to a different topic within the point-of-purchase
experience, and that's the development of point-of-purchase displays.  Are manufacurers too
focused, or focused too much on touting their technology, instead of providing practical
information to help consumers make an informed purchase decision?

TTEERRRRYY  CCAARRPPEENNTTEERR  ––  Yes,

KATHY SWANTKO (Moderator) – Yes, okay.  (Laughter)  Do you want to elaborate, Terry?

TTEERRRRYY  CCAARRPPEENNTTEERR  ––  We work with a lot of manufacturers, as well as retailers, and I think that manu-
facturers can often get out of touch with the end-user or the consumer.  They are so excited
about the technology, and perfecting that, that it becomes an internal science for them.  And, the
consumer, while they want it to perform, I don't know that the consumer necessarily appreciates
all of the technical details that the manufacturer does.  And, the drive to get all of the technical
information out in a point-of-purchase display is really difficult.  You have just a couple of seconds
to get the person's attention in-store, and if there's just a whole lot of text or technical diagrams, I
don't think that's going to grab the person's attention.  I think, to reiterate what everybody was
saying about simplifying, and be "attention-getting" and just resonate with the customer---needing
to understand what the customer is looking for first.  And, technical information may be the next
step after just being drawn to the product in general.  But, secondary hangtags, take-away fliers,
or talking with the sales person---any of those things can provide technical information to some-
body who is interested in it.  But, initially that is not the information that gets somebody over to
the fixture.

AAPPRRIILL  BBOOOOTTHH  ––  That's why I believe that training the sales person is the way to go.  They need to have
all of the knowledge, because you can hang signage, have rack-toppers, table toppers, etc., but to
really get the consumer to put the garment on, you need to talk about it, tell them what the bene-
fits are, what it does, etc.  Companies like Eclat, we provide hangtags, we tell them what it does,
what the benefits are.  We explain everything on the hangtag, and it's very small.  It's not meant

S p o n s o r e d  b y

TITANIUM SPONSORS

PLATINIUM SPONSORS

G O L D  S P O N S O R S



to bore them or confuse them, but it's meant to help to give an idea of what the garment does, so
that they can make an intelligent purchase.  But, we need the sales person on the floor to have
the knowledge to present it to the customer so they are pleased with their purchase, so that when
they walk away with their purchase, it won't be coming back in the form of a return.

CCIINNDDII  BBRROOOOKKSS  ––  I have a slightly different slant on that, in that we cater to a broad range of cus-
tomers  from the novice all the was up to the expert.  And, I think when someone's new and
they're just getting involved in an activity, they may be very intimidated to actually ask the sales-
person for help, because they don't want to look like they don't know what they're talking about,
or they're embarrassed that they don't know.  So, I think it is very important to have that informa-
tion available in sort of a self-serve manor, not to say that you don't want your sales associates
trained, you absolutely do.  And, you want them to be accessible.  That's one thing that REI always
touts is our accessible expertise.  However, I know that there are still people who would be intimi-
dated to even ask our sales associates for help.  So, it's really important to have that information
readily available, not to say that you can jam it all on one sign.  I think the manufacturer hangtags
are very valuable.  We've done research that shows that customers are far more inclined to read
those hangtags than in-store marketing for the specific product information on that technology.
Also, people will read whatever they are interested in.  So, if they're not interested in the technol-
ogy piece of the hangtag, they'll ignore it.  But, if they are interested in it and it's there, they are
that much more of a reason for them to want to buy that product.  So, I think that's very valuable.
And, then the another thing is the text.  People don't really want to read a whole lot of words.   So,
if you can show it, rather than telling it, that can also be a much more effective way.  I think tech-
nical diagrams are a very good way to simplify a complex technological story, in terms of fabrics
that are bonded----moisture goes in and goes out, wind goes in and goes out, fabrics that stretch,
etc.-----I think little diagrams can be very effective.

KATHY SWANTKO (Moderator) – Another question on the development of POP displays---how much
information should you expect to convey in point-of-purchase displays?  What are the weak
points of the majority of displays?

CCIINNDDII  BBRROOOOKKSS  ––  I think again, it kind of touches back to what some of us have already said.  You don't
need too much information to catch a person's attention.  A lot of times you just need some "way-
finding" to get the person to the right fixture.  They may know they want something that's going to
keep them dry, or keep them warm.  So, if you can get that information out as clean and succinct
as possible, and then once they get to right fixture, you can have a little more product information
on the products, on hangtags, etc.  I don't think you can tell the whole story.  I think if you can also
refer someone to a web site, or to a take-away flier that you may have nearby, that can be very
helpful.  I think the weak points of a lot of POP is really that there is just too many messages on
one sign or on one hangtag.  So, again it all ties back to keeping it simple, but then offering as
much information as possible and keeping it as simple as you can.

KATHY SWANTKO (Moderator) – What about multiple hangtags?  You've got the supplier putting on a
hangtag.  You've got the manufacturer putting on a hangtag., etc.

CCIINNDDII  BBRROOOOKKSS  ––  I don't have a problem with it.  I just wish that everybody would agree on one place
to hang the hangtag.  So, that when it's hanging in the store, and it's hanging on the end of a
sleeve.  And, now it's getting jumbled up with the pants that are hanging below it.  So, if every-
body in the industry could put their tags in the same place, it would be so much cleaner.

KKEEVVIINN  VVOOLLZZ  ––  Where would you like them?  (Laughter)

CCIINNDDII  BBRROOOOKKSS  ––  Don't poke it through the waterproof fabric.  And, don't put it at the back of the
waistband, because then you have to dig into the pants to find the tag.  If it could be on the out-
side of the waistband, that would be great.  But, I think you can have as many hangtags as you
want on there.  And, the cleaner the little booklet or whatever can be, the better.  It doesn't have
to be gigantic.  But customers read them.  They really do.  So, I think they are very valuable.  In my
work, we generally create our own in-store hangtags, because one thing that we do realize is that
different vendors put different information on their hangtags, which makes it hard to compare
across a category.  So, we will produce hangtags that have consistent specs, or consistent for-
mats, so that a customer could compare similar things.  We don't do that as much with apparel,
but certainly with sleeping bags, backpacks, tents, and bikes even, so we try to make a standard-
ized tag that helps the customer compare products.
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BBRREENNDDAA  BBUURRRRIISS--DDRRAAKKEE  ––  I think we're talking about different layers of sharing information to the
consumer.  And, at point-of-purchase, it needs to be pretty concise and simple, and segmented
within the store, so that people can get to the location to understand where the product is.  Then,
go to the next step deeper into the hangtag on the garment.  Then, if you have brochures or things
behind that your sales person can share to give to the consumer, if they are more interested.  An
then, of course, you've got to take them to the web link on the Internet.  That's where consumers
can find anything that they want to know, if they are really interested in something, they can find
it.  The younger generation, generation C, is all about that.  They share information.  They will tell
each other what their experience is about.  So, you have to refer the consumer an in Internet link,
if there's a link out there for more information.  And, for the younger generation, that's the way
they learn!

SSHHAARROONN  LLEEIICCHHAAMM – Just one more thing----I think it's interesting too to talk about behavior---how
men and women shop differently.  And, Paco Underhill, who has written "Why We Buy", has
observed people in retail situations.  And, one of the things that he has observed is that when a
woman enters a store, she will more often than not ask for help.  In other words, she will ask to
be directed to what she is looking for.   Whereas a man will generally go to that area without ask-
ing.

KATHY SWANTKO (Moderator) – Is that true, Kevin????  (Laughter)

KKEEVVIINN  VVOOLLZZ  ––  Absolutely!!  (Laughter)

KATHY SWANTKO (Moderator) – I didn't mean to interrupt.  I just had to ask!!

SSHHAARROONN  LLEEIICCHHAAMM – Thanks for the confirmation!  But what that implies is kind of what we've been
talking about.  Once women get to the product, they really do read the hangtag, and they like that
information.  It's very important to them.  And, with the guys, they also value the information.
They've done their homework before, generally through magazines, through product reviews on-
line, etc.  But, they also like take-aways.  And, that's that layering.  They like some brochure,
some piece that they can take away, and study at home.  And, Underhill also found that when they
return to the store they usually make a purchase when they visit, whereas with women, it some-
times takes two or three visits to make the decision to buy.

BBRREENNDDAA  BBUURRRRIISS--DDRRAAKKEE  ––  The hunters and the gatherers. . . . .   (Laughter)

SSHHAARROONN  LLEEIICCHHAAMM – Right, exactly!!

KATHY SWANTKO (Moderator) – So, how effective are hangtags?  Hangtags are normally developed
by the manufacturers, and how much do the suppliers and the retailers participate in the
planning of hangtags?  And, should this be different than it is?

AAPPRRIILL  BBOOOOTTHH  ––  Since we're a supplier, we felt that when we started doing hangtags, we wanted to
help the manufacturer or the designer make a decision as to whether they wanted to use the fab-
ric, and it would help them to guide their customer to the garment for knowledge.  And, our hang-
tag program has been very successful.  We are constantly developing new hangtags for free.
When we develop a new fabric, like bamboo, we have multi-care hangtags.  We have anti-bacter-
ial hangtags.  We have UV protection hangtags.  And, our manufacturers are using them.  They do
want them.  And, it's exciting for us to be able to do that as a company.  The comsumer doesn't
know who Eclat Textiles is, but our manufacturers do, and it makes it exciting for us.  We've had
feedback from the consumer on the hangtags, and we're very proud of them.  And, we believe in
them.  

BBRREENNDDAA  BBUURRRRIISS--DDRRAAKKEE  ––  Hangtags are in constant debate.  I think there are other vehicles as well.
We've been developing hangtags forever.  But, I think you can do it in combination with the manu-
facturer.  You can co-brand, and develop a hangtag together, so that there aren't so many on the
garment.  That's an easy thing to do.  You can co-brand it together so that you can bring both
brands together, both the branded label and the raw materials fabric information.  But, there are
other things like stickers.  Stickers can convey simple messages.  And, also heat sensitive labels
are really great because they stay on the garment, and they are much more comfortable than any
woven sew-in label.  Any type of sew-in label can be very uncomfortable to put on with the gar-
ment., when you're talking about garments that are worn close to the skin.  So, on our base layer
garments, like VisaEndurance, we do a lot of heat-sensitive labels.  And, that's a good alternative.
You can't get a lot of information on that, but you can at least convey the brand across.
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KKEEVVIINN  VVOOLLZZ  ––  One of the interesting things about hangtags is that I have no experience with any man-
ufacturer ever consulting with a retailer on what really works.  And, it's really about marketing
people with all of their worldly knowledge and all of their training just deciding what is going to
work and what is going to connect with the consumer.  And, there's really no integration.  I don't
know if you've had any experience with this, Cindi.  Do people really call you, and ask you "what's
really going to help drive sales on this product?

CCIINNDDII  BBRROOOOKKSS  ––  No, not from the manufacturing level.  

KKEEVVIINN  VVOOLLZZ  ––  It's really a top-down thing, coming from the technology, coming from the textile indus-
try.  And then, we put our little catchy things on there, and try to do a features and benefits type of
a thing.  But, there's really no integration with what works for either placement, or from messag-
ing.  And, I think there's a big opportunity there.

TTEERRRRYY  CCAARRPPEENNTTEERR  ––  As a consumer, I definitely look at hangtags on everything, and read them pretty
thoroughly.  I agree with Cindi that placement consistency is good, and also terminology is impor-
tant.  It would be great if there was universal icons for waterproof/breathable, etc., because dif-
ferent terminology is used by different manufacturers on the hangtags.  And, when you are doing
comparison shopping between brands for a jacket, for example, you want a waterproof /breath-
able garment, but you can't tell by reading everyone's hangtags, whether they're comparable.
And, it would be great if there was some universal language that could be developed that every-
body could use on those tags.

KATHY SWANTKO (Moderator) – What about the effectiveness of the information on the hangtags or
the fact sheets?  How about product display kits that show how a product wicks, or resists
spills or stains?  Are these effective at retail?  And, from a suppliers standpoint, is it worth an
investment in something like that could help the sales associate at point-of-purchase?  And,
maybe Cindi has a thought on that.

CCIINNDDII  BBRROOOOKKSS  ––  I love anything interactive that demonstrates the product in use, far more than any
hangtag or sign.  I think that actions speak louder than words, and if you can actually show a cus-
tomer how a product wicks, or how it repels water, they can't dispute it.  The see water beading
up on this jacket.  I think Nikwax has a display here that shows two jackets back-to-back.  And, I
think it's really compelling.  It's a huge display, and it would be hard for a lot of people to incorpo-
rate onto their sales floor.  But, I definitely think that if you can come up with something that is
compact, and that shows your product in use and tells a story, that is extremely effective.  So,
those little product kits could be a huge opportunity most any manufacturer or vendor that wants
to show what their product actually does.  And again, it's real easy to get a jacket on, and have
somebody try it on in a fitting room, but it doesn't demonstrate how warm it's going to keep you,
or how dry it's going to keep you, or how breathable it is.  So, if there's a way to somehow show
that to the customer, that is very valuable.  Information sheets, fact sheets, and brochures are
also very popular.  We do a Product Information Guide we call a PIG, and we do them for a lot of
products in our stores.  Typically, we try to do them for items that someone might be researching.
They may be thinking about it, they may want to take it home to study it, and come back and make
a purchase.  We don't do it as much for lower-end items that maybe aren't going to require a lot
of study.  Definitely, we try to do them for technical products, versus things that might be an
impulse purchase, or for even a fashion type purchase.  But, they're very valuable, and the sales
staff uses them as a selling tool as well.  So, they serve two purposes.  And, every time we try to
eliminate one, we get all kinds of feedback from the stores, "Ahhhhhh, bring it back!  We need it!!"
So, that information can be very valuable.  And, what that  it includes is not only basic information
about whatever the product category is, and what are some of the features and benefits to look
for would be.  But it also lists a matrix of every item we carry offers in terms of the different
specs.  And, that could be whether it is waterproof/breathable, or windproof, or whatever, and
then it has the prices.  It has whatever relevant categories are that people are interested in that
would help them to make that purchasing decision.  And, we have done research on some cate-
gories to find out what are the factors that customers are looking for.   A lot of times, we put out
there what we think that they're looking for.  We don't know.  We guess.  So, when we can, we've
done research for outdoor wear.  We've done research for hand wear to find out if people are
looking for it by activity, or if they're looking for it by fabrication.  So, those are some of the things
to do---to consider how is your customer shopping for this product, before you actually develop
those materials.  So, that you can offer the information they really do need to make the decision.  
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SSHHAARROONN  LLEEIICCHHAAMM – I just have a comment on the interactive displays.  I think they're effective as
well.  But, I think that one of the problems with some of them is maintenance.  They're great when
you first put them out.  But, unless they are maintained, they end up in a back room somewhere,
and you're investment in that interactive is really lost.  So, if you're in the development phase of
something like that, make sure that it is something that's easy, even for a small shop, to maintain,
or it won't be used.

CCIINNDDII  BBRROOOOKKSS  ––  I would have to agree with that.  Anything that requires power is really difficult.  Not
everybody has outlets where they need them---that kind of thing.  So, that's definitely something
to consider.  If you are considering doing a program like that, it would be wise to work with the
vendors that will be using it to find out what they can use.  But, I do love them, though.  I think
they're great!!

BBRREENNDDAA  BBUURRRRIISS--DDRRAAKKEE  ––  From a fabric standpoint, we really feel that it's compelling evidence to be
able to prove how your fabrics perform.   Milliken has put together small demo kits for a lot of
their brands---something that's very portable, very easy to take and do on the floor.  We're doing
demos in our booth today over at the show.  And, I'm always surprised when I see that people
really don't understand what wicking is.  But, there are still people out there who don't under-
stand it.  And, when you demonstrate it, actions speak louder than words.  So, all those things---
washability, stain release, you can do all of those things very simply, if you think it through.  But,
you need to make sure that you are in partnership with the people along the supply chain, so that
you're creating something that's going to be useful.  But, I think that anything that demonstrates
your product is key!

KATHY SWANTKO (Moderator) – Okay, let's move into product comparisons.  How can point-of-pur-
chase displays help consumers to evaluate products that have similar characteristics, or employ
similar technologies?  Does have to products in-store that do the same thing confuse the con-
sumer?

CCIINNDDII  BBRROOOOKKSS  ––  Again, it kind of goes back to some of the Product Information Guide literature that
can compare.  It's great if you can show, and don't tell.  A matrix with dots are great, so that you
can just look across to see what features are included with which item.  I definitely thank that you
can have too many of the same types of things in your store.  We've been guilty of that.  When
you get too many things, sure people want choice.  But then, what is really the compelling reason
to buy one over the other.  If they're that similar, maybe it's time to start looking at your buying
process and thinking about what other options can you offer.  You still want to offer different
brands, obviously.  And, there are some categories that lend themselves more to a brand empha-
sis, than a technology emphasis.  I think that snow sports apparel is a good example of that,
where a ski jacket is a ski jacket.  It's got some waterproof.  It might have some insulation in it.  It
might be a shell.  But, a lot of the features are very similar from brand to brand.  So, the com-
pelling reason to buy is that you associate with the brand, or the lifestyle that brand represents.
In that situation, you might have a lot of different things.  But, people aren't buying them as much
for the technology as they are for the brand.  When you have rainwear, or a soft shell jacket, you
still want to offer some variety in brand, but if they're too similar, you are going to confuse the
customer, and they're not going to be able to figure it out.  Think of when you go to the grocery
store, and there's like 50 different kinds of olive oil.  How do know which one to buy?  They're all
the same.  So, it's kind of the same thing in outdoor apparel.  You can have too much of the same
thing.

KKEEVVIINN  VVOOLLZZ  ––  I just think it's a real difficult category to do product comparisons in.  It's very simple in
shelters.  It's very simple in packs where you have specifications, and there is a bit of a standard.
But, the spectrum of textiles.  It just has everything.  And, for a retailer to pull together from their
buy, and have something to present to their customer, like this is this ski jacket, and then this is
another ski jacket, etc., and here are the little differences.  I think it's just simply not practical.  I
think that that's probably best done perhaps through some of the language, if it is standardized,
through a hangtag.  And, manufactures do that individually through their own web sites, and in
their own catalogs.  But, to be able to take different brands, and do it cross brand, I think this is
an area which is really really difficult to pull that off in.  And, I would suggest that most retailers
aren't going to take the time to do that in this category.

CCIINNDDII  BBRROOOOKKSS  ––  I think it just depends on the category of outerwear.  Like I said, with ski, it's more
about brand.  But, when it's some of the more technical products, like a mountaineering jacket.
They may really have different features and benefits that are truly going to make one better for

S p o n s o r e d  b y

TITANIUM SPONSORS

PLATINIUM SPONSORS

G O L D  S P O N S O R S



one customer than for another.  Even if it's as simple as price point, you might have an entry level
and a higher level price point, they are going to have different features and benefits to them, and
that's easy to compare.  But, when you get into these similar items that are neck-in-neck in the
marketplace, that's when it gets hard.

BBRREENNDDAA  BBUURRRRIISS--DDRRAAKKEE  ––  I think that's where the specialty retailer can really bring the expertise.  If
they focus on a certain level, and on certain brands, and they understand what that brand is
bringing, and what that garment is really going to bring to the consumer.  I like shopping in a
place where I can rely on someone to tell me what the difference is, especially if it's a high-end
item.  And, I know that someone at that store has experienced that garment, or that piece of
equipment, and can help move me though the decision-making process.  That's very important to
me, and I think that's what differentiates a specialty retailer from a big box store.

KATHY SWANTKO (Moderator) – Okay, let's move into sales associates and sales representatives.  Is
it more important for sales associates to have a complete in-depth knowledge of the technical
aspects of a product, or just be able to talk at a level the average consumer can understand?
And, I know that we have some suppliers here who have some definite opinions on sales
associates.

AAPPRRIILL  BBOOOOTTHH  ––  I just think that the sales associate obviously needs to be trained to sell the garment.
I'm not saying that you need to feed them to the point that they're overwhelmed by everything.
But, I think if someone comes in and they're looking at a bike short.  You can assume that they're
either going to be working out in it, running in it, or they're going to be riding a bicycle.  So, they
need to have knowledge on the fabric, and what the garment is going to be used for.  So, they
need to talk to the customer.  And yes, since I am a woman, I ask to be guided to where I need to
go.  And, I also like the fashion.  I want to think it looks good.  I want the color to be what's hap-
pening, and I want the garment to be sharp looking.  I want to feel the fabric, and I want to like
the feel of the fabric, and know that it would be great on my body.  And, if I like the way it looks,
then I'll want to try it on.  The price, to me, is the last thing that I look at before I purchase the gar-
ment.  If everything works, then I'll go with the price.  And, I believe that the sales person helps
me to make that decision, because they've guided me there.  They've answered a couple of ques-
tions.  I go try it on.  I like the way it looks, so I'm going to make the purchase.  And, that's why I
feel that the sales associate needs to have knowledge.

SSHHAARROONN  LLEEIICCHHAAMM – I agree.  I think the sales associate needs to know how a fabric works, how a
jacket is constructed, etc.  I think that the challenge comes, because sales associates are trained
by sales reps.  And, sales reps are very comfortable with technical information.  It's a comfort
zone sort of thing.  They like that.  They understand it, generally.  The part they don't understand
as much is speaking to the uneducated customer----the "new be"----the person that comes in for
the first time and wants a jacket.  I think they tend to------(I'm making generalizations here, I don't
really mean to.)----in some cases overwhelm the customer with too much technical information.
And, I think that tends to drive the customer away.  I'm getting back to this whole benefit thing.
But, I think the sales associate has to have the knowledge, and they have to have the ability to
speak in understandable terms to the customer.  And, in order to do that, they have to find out
what the customer is really going to use the garment for, or the equipment for.  So, I think the
training is really key here.   Once the sales associate has the technical information, then there
has to be some training in-store about how to talk to various levels of customers, from the expert
to the new user.

TTEERRRRYY  CCAARRPPEENNTTEERR  ––  I think its also important that the sales associate has experience with the prod-
uct.  They can be trained by everybody, and have all of the technical data, and it's still going to
come off the same.  Whoever gave them the best training program, maybe they're going to push
their product a little more.  But, if I go into a store, and I've got my choices down to three different
products, I want to find an associate who has actually had experience with those things, and say,
"they all sound goo to me, which one would you recommend---which on have you found to per-
form better, or fit better, or be more comfortable, etc.?".   And, I want that person to be able to say,
"yes, I've tried all of these jackets, and this one seems superior, or they all do perform the same,
so pick whichever one you like".  I think it's very valuable to hear from an experiential point of
view.  

SSHHAARROONN  LLEEIICCHHAAMM – Well, I'll tell you, if I were a manufacturer right now,, or a supplier, I'd product
seed like crazy, because getting that product out there on those sales people, so they can experi-
ence the,.  And, that experience will tend to influence the information they provide.

S p o n s o r e d  b y

TITANIUM SPONSORS

PLATINIUM SPONSORS

G O L D  S P O N S O R S



BBRREENNDDAA  BBUURRRRIISS--DDRRAAKKEE  ––  The "try-vertising" that I mentioned earlier is the key thing that we're talk-
ing about here.  And, there is a lot of free stuff out there, where people can go on-line to get free
stuff, so that's a great place to put your product out there, and we give away a lot of product.  We
give away a lot of shirts.  I agree with Sharon, you have to get it on people, and you have to have
someone who has experienced that piece of equipment or that garment.

KATHY SWANTKO (Moderator) – Kevin, do you have anything on that?

KKEEVVIINN  VVOOLLZZ  ––  I think one of the main obstacles that retailers have right now with all of the advanced
textiles and with the advanced technology is differentiation.  And, I would suggest that buying is
based on a couple of simple things.  First of all, most people won't buy things if they don't think it
looks good.  So, how that's displayed is important.  I think POP becomes a real lower-tier of the
whole buying thing.  First of all, the product has to draw people in, and then it has to have the
function that people are looking for.  And, there's a lot of what's on the retail floor that will do
that.  There's a lot of great looking product, and there's a lot of product that will serve the cus-
tomer's need.  And, at that point, really it becomes a point of differentiation.  There are so many
different technologies that are very close in their performance---"well, this is just a little more
breathable than this one".  And, how do you get that across?  That totally comes down to the
sales person.  So, I would suggest that just the appearance of the garment, and if there's a "smart
buy" that does actually differentiate the product, or there's small categories where your buying,
don't buy things that are all butted right up against each other.  There may be one or two or three
things, but then there's really clear differentiation that can be explained to the sales person,
because that's what they have to do.  They have to get very quickly to----"here's a piece that you
like the look of, here's a piece that you like the look of, and here's the difference".  

CCIINNDDII  BBRROOOOKKSS  ––  I have only one more comment about training, and I think the reality is that every-
body would love to have a sales staff that is product-trained in every item that they carry.  But, I
don't always think that that's the most practical thing.  Payroll is always going to be an issue.
And, I know that at least in our stores, there are so many vendors that are willing to come in and
do clinics with our staff, but then you have to schedule people hours and pay them to be there to
do that.  So, if there's a way to create some kind of training materials that maybe a customer, or a
sales associate can look over in the break room, that would work.   If you can come up with a
compelling promotion where you would actually send a couple of these jackets to a store, the
employees would get to wear them to some outdoor activity, and then fill out a survey, maybe you
could provide them with a half-price jacket, etc.  Or, maybe they would get to keep the jacket, if
they give you the correct answers to survey questions.   I know it's also very expensive to supply
a lot of free product to everybody, just so they can have experience with your product.  So, I think
there is a lot of cost associated with that training.  And, although it's very valuable, it is an invest-
ment.  And, I think it's an investment that a lot of retailers are afraid to make, because they don't
necessarily have the payroll, and they see that they need the sales people on the selling floor, not
in the back room being trained.   So, it's a fine line that retailers have to walk.  So, if the manufac-
turers and the vendors can come up with some really simple ways to train people that doesn't
take a lot of time away from the sales people on the floor, that would be great.

KKEEVVIINN  VVOOLLZZ  ––  I would suggest that a really great tool for that.  And, a retailer that I used to work for
did this somewhat, and I used to do things in the store that I used to manage.  There is all of
these technologies out on your floor.  The availability of information about all these technologies
is very easy on the Internet.  And, just pull together a very simple fact sheet.  Here's all the pieces
that we've purchased, and put on the floor for you.  You can break it down by insulations.   And,
very simply you can break it down by shell fabrics.  What are the different fabrics and different
insulations that are brought in?  And, very simply, not branded by manufacturer, but branded by
supplier---here's Polarguard®, here's whatever it is.  And, this is what it does.  And, the real
important part of that is the benefit portion of that.

KATHY SWANTKO (Moderator) – Now moving in to the consumer.  A consumer's need for education
varies.  Consumers can range from highly knowledgeable elite athletes to the technically
uninformed.  Therefore, how should point-of-purchase merchandising be directed?

SSHHAARROONN  LLEEIICCHHAAMM – Well, I think we've talked about this before, about the need for the associate to
have the knowledge, and then be able to speak to all levels of customers.  And, POP in some
ways is the same way, if we have take-aways for those who are very technically oriented, and
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really want to study the technical aspects of garments or fabrics.  That's great.  That appeals to
them.  If it's a hangtag at point-of-sale, that probably appeals a little bit more to the person, who
has less knowledge.  So, I really feel that we've kind of gone over this one.

KATHY SWANTKO (Moderator) – Okay, does anyone else have something they'd like to add on this?

TTEERRRRYY  CCAARRPPEENNTTEERR  ––  Again the simplicity.  The quick hit.  You only have a few minutes.  And, that first
grabbing of the consumer's attention really needs to be almost on an emotional level, more than a
technical level, whether it's an image that portrays what it's like to be outdoors using the product,
or something that just emotionally connects with that person is going to draw them in first..  And
then, everything else is secondary layers of information.

BBRREENNDDAA  BBUURRRRIISS--DDRRAAKKEE  ––  Image and color are key.

KATHY SWANTKO (Moderator) – A recent OIA (Outdoor Industry Association) study indicated that
women make the majority of purchases.  Are women being adequately addressed in POP
displays and merchandising?  How do you go about doing this?

SSHHAARROONN  LLEEIICCHHAAMM – One of the ways that women get their information, before they even go into the
store, which is a little different from the way men get theirs from product reviews, etc., is from
friends.  If you're a retailer, and there are ways that you can encourage women to shop with
friends, or to bring their more knowledgeable friends in with them, that's a real asset for the
woman who is just getting into a sport, or into outdoor clothing.  I don't know that there's a differ-
ence in how you speak to women, other than just benefits.  Men want to know how things work.
They really like that.  Women really want to know what it does.  So, again, it's that feature/bene-
fits thing.  Words that appeal to women are comfort, dry, warm.  Those are things that should be
on POP signs.  Whereas for a guy, he might react better to some of the more technical words---
moisture management, welded seams, etc.  Not that women don't need that information, they do.
But, what does moisture management do for you?   What is the difference between water-resist-
ant and waterproof?  You wouldn't believe how many people don't really quite understand the dif-
ference---or wind-resistance or windproof.  So, again if you can say, "it's waterproof, that's going
to keep you really dry".  If it's water-resistant, it's going to keep you dry in certain situations.  So, I
think that those are some of the differences that you might need to play around with in your POP,
or even your hangtags.

TTEERRRRYY  CCAARRPPEENNTTEERR  ––  I think that some of the retailers catering to the female consumer also have tried
to create a community of friends.  If you don't happen to be shopping with somebody, or don't
have someone who has tried the product and can give their opinion on it, they have a community
board in the store where there are photos of women outdoors doing these activities.  They've
gone out on group seminars or workshops, and you see pictures of people wearing the product,
and comments that they've made about it.  And, I think that this can kind of create a community of
friends that can offer that kind of information, if you don't happen to have an experienced person
with you.

SSHHAARROONN  LLEEIICCHHAAMM – That's a good point.  Activities centered around women----or women invited to
test some equipment on a Saturday afternoon or a Sunday, is a really good way of educating
women.  

BBRREENNDDAA  BBUURRRRIISS--DDRRAAKKEE  ––  I think Home Depot has addressed this really well in their How-to Clinics.  I
think any time you can do a how-to clinic, focused on women, learning how to do something, then
they will share that information, because women like to talk.  So, they do share it to their friends
and to other people.  

KATHY SWANTKO (Moderator) – Again, another consumer question–Is enough being done with in-
store displays to explain a product's style, ergonomics–or the new term "body-mapping", as it's
being called today---of a garment and the quality of it's construction?

SSHHAARROONN  LLEEIICCHHAAMM – That's a tough one.  What I wish we could see---I'm talking visual display now---
a lot of times, we'll put jackets, ski suits, or whatever on mannequins, and that's great, because
people are attracted to color first, and then style.  But, I wonder why people sometimes just don't
do a display with the jacket open, and points of interest called out?  So, it's almost like a visual
hangtag.  If it's an interior pocket, if it's a welded seam, shown with some sort of button, or some-
thing there to show it's a welded seam and why and what it does.  That sort of visual display
would really be valuable, and not take up very much room---the same room as any jacket display
basically at the front of an outerwear department.  And, going back to what Terry was saying
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about emotional attachment, I think anything visual is even better than something printed.  So, a
graphic, even if it's a photograph, if you don't want to do it manually with an actual jacket, you could
do it with a photograph.  So, I'd love to see that.

CCIINNDDII  BBRROOOOKKSS  ––  I'd have to agree with you on that.  We've done a little bit with that.  We don't have a
whole lot of body forms in our stores.  But, we have done something like this in the past, particularly
with the three-in-one jackets, where you've got a whole thing going on inside that you can't even
see if it's all zipped up.  We've done things where we've pulled one layer back to expose the other,
and shown the media pockets for you mpg player, etc.  One of the challenges with that type of mer-
chandising, is maintaining it, just like any other type of display.  You have to have a staff that's
aware of what visual merchandising is, and how to preserve that display, so that it's still an effec-
tive piece, and not just a jacket hanging there.  So, it's another training thing.  But, it's a good idea.

KATHY SWANTKO (Moderator) – Another consumer question----Is there a need for a generic education
program for the consumer, so they understand terms such as moisture management, anti-microbial,
soft shell, seamless construction, body-mapping etc.  Or, is this even an issue?

CCIINNDDII  BBRROOOOKKSS  ––  It probably depends on how proprietary it is, or if it's something that crosses the indus-
try.  We did do a thing in-store, and we said, "What the Heck Is a Soft Shell?".   And, we actually
wrote that out on a sign, because it is so confusing.  I think there are some manufacturers that do a
really good job of doing national advertising campaigns that talk about their fibers or their products.
And, names like Gore-Tex® or Polartec® are household names with a lot of people.  And, even
though they don't know how it works, they know that it's going to keep you dry, or it's going to keep
you warm.  So, I think something along those lines could work, if it's big enough story to be helpful.
But again, even just consistency among different manufacturers to be using the same vocabulary
would help.

KATHY SWANTKO (Moderator) – Okay, well since it's approaching 8:45, I think we'll stop right here.
Since it is 8:45, I know that some of you need to leave to ready your booths for the opening of the
Show, so if you need to leave, please feel free to do that at this time.  But, don't forget to drop off
the yellow opinion sheet, and leave it at the back table as you leave.  So now, are there any
questions/comments from the audience?  Please give you name and company name before you
state your question.

AATTTTEENNDDEEEE – Hello, Good morning!  I'm Kaye Crippen.  I was just glancing through some of the literature.
I'm not going to name names.  But, some of the sketches were extremely difficult for someone with
science degrees to even follow quickly.  And then, another thing is, in terms of accurate information,
I found one piece of literature that was comparing a product to polyester, silk, wool, etc., but they
never explained what their product really was.  So, one thing that I notice is that since some of your
people are more technical than others, I see a trend a trend to make information not quite as---I
hate to use the word "objective", but certain parts are missing.  Do you understand what I am say-
ing?  Okay.  And, that was my concern in looking through some of the things in the goodie bag.  One
piece of information did not say what their product was, other than their brand name.  But, they
compared it to others, and that was my concern.

KATHY SWANTKO (Moderator) – Okay, thank you.  So, what you're saying the literature needs to be
simpler and telling what it is, before you start comparing it to other products.  Okay, anybody else?

AATTTTEENNDDEEEE – Hello, I'm Barry Adelman from Outdoors, and these are two retail clothing stores that I own.
This is more of a comment than a question to April (Booth) and Brenda (Burris-Drake). In terms of
hangtags, a very simple thing to do is to go out there and make a bunch of hangtags that are good.
This is also a response to what Kevin (Volz) said.  Instead of it coming from the top down, do a cus-
tomer survey.  You have retail partners to work with.  We could work with it, to find out which hang-
tag would be more efficient to you.  And, you'd get a lot of feedback.  Then, you could come up with
a hangtag that really makes sense to the consumer.  The other comment I have is in response to
something Cindi (Brooks) said, which I think was a great idea.  And, that is that manufacturers need
to educate the retail sales person, and that's done by the sales rep right now.  But, why not have
something that's either web-based, or a CD, and then the sales person would have to go to a web
site, take a test.  And, if they pass the test, then they get this product at this price, or a free product,
or whatever.  It would be much more efficient for everybody concerned, than sending out sales reps
to do that kind of work.  Good luck with that.

KATHY SWANTKO (Moderator) – Okay, thank you.  Any other comments or questions?

S p o n s o r e d  b y

TITANIUM SPONSORS

PLATINIUM SPONSORS

G O L D  S P O N S O R S



AATTTTEENNDDEEEE – Mari Friend from Sport Townsend, a retail store.  I guess my one comment doesn't have
too much to do with the content of the fibers and things.  But, on our hangtags, my two pet peeves
are that they tend to put the hole too close to the edge, and have very flimsy paper that tears
through, and falls off, and that the garment sizes are often very difficult to find.

KATHY SWANTKO (Moderator) – Okay, thank you for that.

SSHHAARROONN  LLEEIICCHHAAMM – One of my pet peeves is hangtags all over the floor.  Does that happen to you?  If
they are too flimsey, and they end up on dressing room floors, or shop floors, they don't help any-
body.  That's when I don't like hangtags.

KATHY SWANTKO (Moderator) – In closing, I want to thank the members of our Panel for giving their
time and sharing their expertise.  I think that this Panel has provided some great ideas on using
effective merchandising techniques to guide the sale of textile-based performance products, which
will ultimately provide a more enlightened "Point-of-Purchase Experience" for the consumer.

Thanks to all of you for attending.  We hope this has been a valuable experience. The transcript for
today's Panel will be available on the FabricLink and The Technical Center web sites.  

Also, please leave your yellow opinion sheets at the back table or with any of us.  Remember to
turn in your "Golden Ticket" to Ann Stables to claim your prize if you were one of our lucky win-
ners!!

Thanks again for coming, and have a GREAT show!!!  (Applause)
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