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outlook despite supply 
chain issues limiting Q2 
sales growth
VF Corp improved its guidance for 
the full year (to $12.0 billion from $11.8 
billion) despite a more challenging 
than expected operating environ-
ment in the second quarter. Overall 
revenues for the group that owns 
brands including Vans, The North 
Face (TNF),  Timberland, Icebreaker 
and Smartwool increased by a 
reported 23 percent to $3,198 million 
in the three months ended Sept. 30, 
falling short of analysts expectations 
for a top line of $3,500 million after a 
“significant” amount of orders were 
shifted into the third quarter due to 
supply chain bottlenecks. At con-
stant currency rates, revenues were 
up by 21 percent.

VF’s sales growth in the quarter got 
a slight boost from acquiring the 
streetwear brand Supreme, which 
it purchased in December 2020 
for $2.1 billion. Excluding Supreme, 
sales were up by a reported 19 per-
cent, or 17 percent in constant cur-
rency terms, led by EMEA and North 
America, which had been hit by 
Covid-19 the year earlier.

The group highlighted difficulties in 
the Asia Pacific region, where some 
5 percent of stores were closed at 
the beginning of the quarter due to 
a resurgence of Covid-19. While vir-
tually all stores have been reopened, 
the consumer environment in China 
remains “challenging” amid a con-
tinuing backlash against Western 
brands like Vans that has mainly 
been felt in lower digital sales.

Although most of its supply chain is 
now operational, VF noted that the 

resurgence of Covid-19 lockdowns in 
sourcing countries like Vietnam had 
added to manufacturing capacity 
constraints during the second quar-
ter, on top of supply chain woes tied 
to port congestion and increasing 
ocean lead times.

While 85 percent of VF’s production 
capacity was operational through-
out the second quarter, it experi-
enced severe problems in southern 
Vietnam, accounting for about 
10 percent of overall sourcing. VF 
attributed about half the overall shift 
of revenues from the second to the 
third quarter to Vietnam.

Supply chain strains have led VF to 
use expedited freight when nec-
essary, bumping up costs. Matt 
Puckett, CFO of the group, said 
some of the pressures on cargo are 
expected to extend into the calen-
dar year 2022.

In the second quarter, VF’s net 
income jumped by 81 percent to 
$464.1 million. The gross margin 
widened by 2.90 percentage points 
to 53.7 percent, largely on the back of 
reduced promotional activities. The 
adjusted gross margin increased by 
3.00 percentage points to 53.9 per-
cent due to higher full-price realiza-
tion, lower markdowns, a favorable 
mix and about 0.20 point positive 
impact from Supreme. When com-
pared to its prior peak gross mar-
gins in fiscal 2020, VF said its current 
year gross margin was impacted by 
about 1.80 percentage points head-
wind from incremental expedited 
freight and foreign exchange. The 
adjusted operating margin in the 
second quarter widened by 3.60 per-
centage points to 16.7 percent.

VF’s DTC sales were up a reported 32 
percent or 31 percent higher at con-
stant currencies, reflecting organic 

- VF maintains FY outlook ............... p 1

- Columbia lowers FY on Q3 sales ...p 2

- Fenix warns of supply chain issues .. p 3

- Thule sees gains in RV products ...  p 3

- Dometic sales up thanks to M&A .. p 4

- Shimano’s bike segment up 30% ..  p 4

- Mips posts solid growth in Q3 ...... p 4

- Unifi with strong Q1 .......................... p 5

- Bike-Components collaborates with 
retailers ........................................................ p 5

- HeiQ unveils carbon negative yarn .. p 6

Corporate & Executive Changes

Clarus, Columbia, Deuter, Haglöfs, 
Igloo, Kathmandu, Oberalp, Outdoor 
Research, OvareVentures, Pelican 
Products, Polyver, Santos Bikes, 
Signa Sports United, Solo Brands, 
VF, WeSports

Results & Statistics

3M, Anta Sports, Clarus, Hövding 

Trade Shows & Other Events

ISPO Awards p7, Sea Otter Europe, 
Vertical Pro

CSR & Sustainability

EOCA, Equip, Kathmandu p6, 
Lenzing, Nilit, Tecnica p6, Teijin, VF p7

Other

Adidas, Cake, Decathlon, Intersport, 
Keen, Norrøna, PrimaLoft, She 
is Outdoors, Softstar, Textile 
Exchange, Wildberries

News and analysis of the international market

www.oicompass.com

Copyright © EDM Publications  - ISSN # 2702-2374

Private and
Confidential ©



News and analysis of the international market

www.oicompass.com Page 2

growth of a reported 21 percent and 
20 percent at constant forex.

By segment, revenues for Active 
grew by 16 percent to $1,392 million 
as its profit inched up to $284.3 mil-
lion from $259.1 million. Growth for 
the segment reflected an 8 percent 
gain in sales at Vans and an 8 per-
cent contribution from acquisitions. 
While Vans “accelerated meaning-
fully” in EMEA during the quarter, 
the brand faced headwinds in the 
Asia Pacific and the U.S., where a 
surge in the Delta coronavirus vari-
ant led to lower-than-expected 
back-to-school sales.

Outdoor saw a 31 percent increase 
in revenues to $1,507 million, 
with that segment’s profit more 
than doubling, to $284.1 million 
from $132.5 million. TNF saw sales 
increase by a reported 31 percent, 
while Timberland saw sales jump 
by 26 percent, both thriving despite 
also suffering from delayed deliv-
eries. TNF grew by 40 percent 
in constant currencies in EMEA, 
while Timberland’s recovery took 
place almost entirely in the U.S. 
The group’s three smaller brands – 
SmartWool, Icebreaker and Altra 
– have been growing mid-to-high-
teens, contributing annual revenues 
of nearly $550 million.

For Work, revenues climbed by 18 
percent to $299.2 million, and seg-
ment profit soared to $62.0 million 
from $8.2 million.

On a geographical basis, inter-
national revenues in the second 
quarter increased by 18 percent, 
reflecting 15 percent growth in con-
stant currencies. Europe increased 
by 19 percent or 17 percent at con-
stant currencies. Sales for Greater 
China grew by 9 percent, or by just 
3 percent in constant currencies, 
with Mainland China growing a 
reported 9 percent and 2 percent 
at constant forex.

VF expects to post revenues of about 
$3,600 million in the third quarter, 
reflecting high-single-digit organic 
growth versus the fiscal year 2020.

For the full year ending in March 
2022, or fiscal 2022, VF still antici-
pates revenues of $12.0 billion, 
up about 30 percent on the year 
and including about $600 million 
from Supreme. However, its Active 

segment is seen doing slightly 
worse than previously anticipated, 
while guidance for Outdoor and 
Work has been increased slightly.

By segment, revenues for Outdoor 
are now expected to increase 
between 25 and 27 percent versus 
previous expectations of 24 to 26 
percent. Revenues for Active are 
forecast to rise between 35 and 37 
percent versus previous expecta-
tions of a 37 to 39 percent increase, 
while revenues for Work are now 
seen rising between 19 and 21 per-
cent, up from previous expectations 
of a 16 to 18 percent gain.

Direct-to-consumer revenues are 
forecast to grow between 34 and 
36 percent versus previous expec-
tations of 39 to 41 percent growth, 
including Digital revenue growth 
of about 20 percent versus previous 
expectations of 29 and 31 percent.

International revenues are now 
seen increasing between 24 and 
26 percent against 25 to 27 percent 
growth previously. The group now 
sees sales rising by 30 to 32 per-
cent in both EMEA and the non-US 
Americas, up slightly from previ-
ous expectations. In Asia Pacific, on 
the other hand, sales are seen 
increasing by 12 to 14 percent, well 
below the previous 18 to 20 percent 
growth forecast.

VF said its gross margin outlook for 
the full year is now about 56 per-
cent, compared to previous esti-
mates for a gross margin exceeding 
56 percent. The new forecast 
includes 0.40 percentage points of 
freight costs on top of what it had 
expected in July.

Columbia lowers FY 
sales outlook, raises 
earnings forecast as Q3 
sales miss

Columbia Sportswear has lowered 
its sales outlook for the year but 
raised earnings forecasts, despite 
weaker than expected third-quarter 
revenue due to supply-chain issues.

Sales for the quarter rose to $804.7 
million from $701.1 million a year 
earlier and against forecasts of 
$862 million. Net income beat 

expectations at $100.6 million, up 
from $62.8 million because of favor-
able gross margins, cost manage-
ment and health early-autumn 
early-season sell-through.

Gross margin increased to 50.7 per-
cent from 48.9 percent a year earlier, 
mainly driven by lower direct-to-
consumer promotional levels and 
favorable wholesale product mar-
gins – partially offset by higher 
inbound freight costs and an unfa-
vorable mix of sales channels.

“Our third-quarter results reflect 
high consumer demand for our 
products and strong operating 
performance amidst unprece-
dented supply chain challenges,” 
said CEO Tim Boyle. “Despite 
delayed inventory receipts which 
impacted U.S. wholesale ship-
ments, favorable gross margin 
performance and expense man-
agement fuelled above plan earn-
ings.” Boyle stressed that the 
net sales shortfall compared to 
Columbia’s own planning “was not 
a function of consumer demand, 
which remains robust.”

The company said it expects annual 
sales to range from $3.04 to $3.08 
billion compared with a previous 
estimate of $3.13 to $3.16 billion. Net 
income per share is expected to be 
$4.55 to $4.80, against prior guid-
ance of $4.30 to $4.55, and gross 
margin estimates were increased 
to 50.8-51 percent of net sales from 
a previous range of 49.9-50.1 per-
cent. Columbia expects sales to 
range from $1.04 to $1.08 billion for 
the fourth quarter, below analysts’ 
expectations of $1.11 billion. The 
company also believes net sales 
growth by a percentage in the mid-
teens or better is attainable in 2022.

The owner of the Columbia, Sorel, 
Prana and Mountain Hardwear 
brands added that supply chain 
constraints continue to impact 
operations, resulting in delayed 
receipt and delivery of products for 
its autumn 2021 and spring 2022 col-
lections. “Demand for ocean freight 
and containers continues to out-
strip available capacity, resulting in 
significant year-over-year increases 
in ocean freight costs.” Columbia 
anticipates pressure on gross mar-
gins next year, given higher product 
and freight costs and the likelihood 
of a more normalized promotional 
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environment. “We do not expect 
planned price increases will be able 
to fully offset these headwinds. 
With these factors in mind, our pre-
liminary planning for 2022 contem-
plates an operating margin similar 
to the range provided in our 2021 
financial outlook.”

The company anticipates that 
ongoing supply chain disruptions 
will continue to impact the tim-
ing of receipts and shipments of 
spring 2022 inventory and may 
result in higher than planned can-
cellations that would affect net 
sales performance.

Fenix says Germany 
recovery underway but 
warns of supply-chain 
issues
Fenix Outdoor has reported a rise 
in third-quarter sales and earnings 
but warned that global supply chain 
issues and Covid outbreaks in some 
of its manufacturing locations were 
still posing problems. The company 
also said it aimed to manufacture 
up to 20 percent of its own products 
by acquiring or starting production 
units closer to its main markets – ini-
tially in the U.S. and Europe – as it 
looked to take greater control of its 
supply chain.

Trade in Germany, Fenix’s biggest 
market, showed signs of recovery, 
especially in retail. However, whole-
sale was rebounding slower as the 
company pursued a restructuring of 
its channel strategy. North American 
sales were now matching or beating 
2019 pre-pandemic figures, despite 
“losing out significantly” in the small 
backpack segment.

Net sales for the three months 
to Sept. 30 rose to €197.6 million 
from €185.5 million a year earlier. 
Operating prof it slipped slightly to 
€44.4 million from €45.48 million. 
Prof it margins also edged lower 
to 22.5 percent from 24.5 percent, 
and earnings before interest, tax, 
depreciation and amortization 
(Ebitda) came in at €57.7 million 
from €56.5 million.

On a nine-month basis, sales were 
up to €453.5 million from €415.3 
million, operating profit rose by €10 

million to €66.2 million, Ebitda rose 
to €105.1 million from €89 million, 
and profit margin increased to 14.6 
percent from 13.5 percent.

In the Brands division, which 
includes house labels Brunton, 
Hanwag and Fjällräven, sales were 
flat at €48.8 million as supply chain 
bottlenecks hampered the recov-
ery. Operating profit fell to €24.7 
million from €26.8 million due 
to infrastructure investment and 
logistics costs.

The Retail division, Frilufts, 
reported a good recovery overall 
driven by the rebound in Germany 
(Globetrotter) and complemented 
by the continued recovery in the 
Nordic region (Naturkompaniet in 
Sweden and Norway, Partioaitta 
in Finland and Friluftsland in 
Denmark), with “promising” con-
tributions from the newly-acquired 
U.K. firm Trekitt. As a result, operat-
ing profit rose 45 percent to €10.6 
million, and sales hit a record €94.7 
million – a rise of 15.3 percent, 
despite a goods shortage.

Digital sales were up 15.4 percent 
quarter on quarter – represent-
ing 21 percent of total sales in the 
division – even though customers 
continued to return to brick-and-
mortar stores as lockdown restric-
tions eased.

For the fourth quarter, Fenix said 
it expected “some recovery and 
catchup” in Brands and Global 
sales as stock inventories grew, 
adding that some of this trend 
had already been observed in 
October.“With the reservation that 
we still do not know what (will) hap-
pen with Covid, we expect a normal 
weather-dependent fourth quar-
ter. The development so far seems 
promising,” the company said. “In 
terms of the first months of Q1, 
there are still some potential prob-
lems/threats. We are still facing a 
challenging situation in the supply 
chain. In terms of logistics/trans-
port, the problems will continue.” 
Fenix added that it was still looking 
for acquisitions, but even with out-
door activities gaining in popularity 
and a low-interest environment, it 
was “still somewhat hard to achieve 
reasonable prices.”

Thule sees gains in RV 
products and carrier 
systems
The outdoor trend, which kicked 
in after the Covid-19-related lock-
downs, has once again brought 
good sales growth for the Swedish 
Thule Group. The trend toward out-
door and leisure activities closer 
to home continued to positively 
impact all of the group’s prod-
uct categories in the third quarter. 
According to Thule’s preliminary 
report, net sales in Q3 of 2021 totaled 
SEK 2.77 billion (€277.4m-$323.1m). 
Compared to sales in Q3 of 2020, 
that’s double-digit growth of 13.8 
percent (16.2 percent after currency 
adjustment). While sales in the 
Europe and Rest of World region 
grew 5.1 percent (6.9 percent) to SEK 
1.92 billion (€192.3m-$224m), sales in 
the Americas region grew a whop-
ping 39.6 percent (44.6 percent) to 
SEK 850 million (€85.1m-$99.1m).

Following these solid third-quar-
ter figures, sales for the first three 
quarters of 2021 also increased by 
a whopping 37.2 percent (44 per-
cent after currency adjustment) to 
SEK 8.54 billion (€855.4m-$996.2m) 
compared to the first nine months 
of last year. However, it should 
also be noted that the pandemic 
had a negative impact on sales in 
the comparable period, includ-
ing the global lockdowns, par-
ticularly in April and May last year. 
Total revenue for the first three-
quarters of 2021 breaks down geo-
graphically into SEK 6.29 billion 
(€630m-$733.8m) in the Europe & 
Rest of World region (up 35.3 per-
cent; up 40 percent after currency 
adjustment) and SEK 2.26 billion 
(€226.4m-$263.6m) in the Americas 
region (up 43 percent; up 56.5 per-
cent after currency adjustment).

Operating profit in the first three 
quarters of 2021 was SEK 2.15 billion 
(€215.3m-$250.8m), compared to 
SEK 1.35 billion (€135.2m-$157.5m) for 
the same period last year. The oper-
ating profit was positively impacted 
by strong sales growth during the 
year, with continued high gross mar-
gin and low operational costs. It was 
also affected by the release of the 
provision for the Tepui Outdoors 
Inc. earn-out payment of SEK 15 mil-
lion (€1.5m-$1.7m). The Thule Group 
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had acquired the U.S. rooftop tent 
company at the end of 2019 for a 
total of US$9.5 million and assigned 
it to the expanding “Active Lifestyle” 
product area. This brings net profit 
for the first three quarters of 2021 to 
SEK 1.64 billion (€164.2m-$191.3m), 
compared to just SEK 1.0 billion 
(€100.2m-$116.7m) in Jan.-Sep. 2020.

The ongoing positive sales trend has 
had a particular impact on the “Sport 
& Cargo Carriers” and “RV Products” 
categories. All product groups have 
performed well and gained market 
share within these two categories 
– despite the challenge of meeting 
the high demand. Of concern are 
the ever-increasing manufactur-
ing costs. These have been caused 
by “generally rising material prices, 
extreme freight prices and costs 
related to overtime and additional 
personnel in our assembly plants.” 
Thus, the Thule Group has no choice 
but to increase sales prices to com-
pensate for the rising costs partially. 
“It will not be until after the planned 
price increases in 2022 are imple-
mented that we expect to be able 
to compensate for increased input 
costs fully,” the group’s preliminary 
report states.

Dometic Q3 sales 
growth gets a boost 
from M&A as supply 
chain problems persist
Dometic saw sales in the third quar-
ter rise by 24 percent to SEK 5,545 
million (€555.2m-$646.5m) despite 
continuing to suffer from “signifi-
cant” supply chain disruptions.

Growth in the top line of the 
Stockholm-based specialist in prod-
ucts for mobile living was largely 
due to acquisitions, with M&A seen 
increasing revenues by 15 percent 
in addition to 11 percent organic 
growth, which was partially offset 
by a 2 percent negative foreign cur-
rency impact.

Ebit before items affecting compa-
rability improved to SEK 785 mil-
lion (€78.6m-$91.5m) from SEK 
690 million, with the adjusted Ebit 
margin falling to 14.2 percent from 
15.5 percent, amid supply chain dis-
turbances and rising raw material 
prices and freight costs. Ebitda in 

the third quarter grew to SEK 987 
million (€98.8m-$115.1m) from SEK 
867 million, as the Ebitda margin 
narrowed to 17.8 percent from 19.4 
percent. Net profit jumped to SEK 
480 million (€48.1m-$56.0m) from 
SEK 281 million.

“We are continually adjusting 
our pricing to compensate for 
higher costs and safeguard profit-
ability,” said CEO Juan Vargues. 
“Compared to a year ago, we have 
increased investments in sales and 
marketing to drive growth in new 
strategic areas, including B2C. In 
addition, we had a low-cost base 
last year, still influenced by the pan-
demic-related lockdowns.”

The company also continues to 
make acquisitions a key part of its 
growth strategy. In September, 
Dometic announced the acquisition 
of Cadac International, a provider 
of premium barbecues and acces-
sories to the vehicle-based outdoor 
market, and Igloo, the U.S. manu-
facturer of cooling boxes and drink-
ware. The company expects both 
deals to close in the fourth quarter.

Vargues added that Dometic is 
“cautiously optimistic” about the 
outlook for demand in coming 
quarters. “Our order backlog is a 
record high for the period, and 
retail inventory levels are low across 
all vertical end markets, Supply 
remains the main uncertainty, and 
it is difficult to predict when the 
situation will stabilize.”

Shimano’s bicycle 
segment up 30%, 
raises forecast
While reporting excellent figures 
for its third quarter ended Sept. 
30, Shimano said it was expanding 
production capacity at its factories 
in Japan and overseas to respond 
to the growing global demand for 
its products, as Covid-19 outbreaks 
have disrupted both manufacturing 
and logistics everywhere.

Bicycle dealers’ inventories are still 
depleted in Europe, the Americas 
and Oceania, while the demand is 
leveling out in Asia, Shimano said, 
commenting on the 30 percent 
sales increase that its bike com-
ponents division enjoyed in the 

quarter, reaching a level of 106.41 bil-
lion yen (€810m-$940m). Shimano’s 
new, redesigned road bike compo-
nent lines, Dura-Ace and Ultegra, 
were well received by the market.

Sales grew at a more modest 
pace of 9 percent to ¥23.97 billion 
(€180m-$210m) in the company’s 
f ishing tackle division compared 
to the year-ago period, which had 
shown an accelerated recovery in 
the segment. Shimano said the 
demand for these products was 
still strong in the U.S. and solid 
elsewhere.

In the quarter, total revenues went 
up by 26 percent to ¥130.49 bil-
lion (€990m-$1,150m). The gross 
margin improved by 3.0 percent-
age points to 44.3 percent, while 
operating expenses increased by 
only 20 percent. As a result, net 
income attributable to shareholders 
rose by 87 percent to ¥30.12 billion 
(€230m-$272.6m).

Revenue growth softened com-
pared to the f irst half due to a 
tougher comparison with last 
year’s results. For the f irst nine 
months of the year, Shimano 
reported a 49.6 percent increase 
in sales to ¥395.2 billion (€2.99bn-
$3.48bn), leading to rises of 93.8 
percent in operating income and 
82.1 percent in net earnings.

Nevertheless, the company boosted 
its sales outlook for the full finan-
cial year to ¥515.0 billion (€3.90bn-
$4.53bn) from a previous forecast 
of ¥500.0 billion, which would 
compare with last year’s turnover 
of 378.0 billion. Net income is now 
poised to hit a level of ¥103.7 billion, 
up from earlier guidance of ¥93.7 
billion and well above the 2020 
score of ¥63.5 billion.

Mips posts solid 
growth in Q3 
despite supply chain 
challenges
Swedish company Mips reports 
that its third quarter built on the 
very good growth seen earlier in 
the year. The specialist in “brain 
protection” helmet technology 
reported that net sales increased 
by 81 percent to 185 million 
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Swedish kronor (€18.6m-$21.7m) 
compared to SEK 120 million in 
Q3 last year. Organic growth dur-
ing the third quarter was 82 per-
cent and 95 percent in the f irst 
9 months of the year. According 
to Mips, the increase in sales was 
driven primarily by strong demand 
in the bicycle helmet segment 
of its sports category. President 
and CEO Max Strandwitz com-
mented, “All over the world, inven-
tory levels in retail remain low and 
our assumption is that they will 
not return to normal levels in the 
immediate future. As communi-
cated in the last interim report, 
we see continued high demand 
for our products in this category 
also going forward.” The motorcy-
cle category saw continued rapid 
growth and the safety category 
also remained highly active with a 
number of new partnerships.

Operating profit was SEK 110 mil-
lion (€11.0m-$12.8m) in Q3 of 2021, 
compared to SEK 55 million in the 
same period last year. For the first 
nine months of the year, operating 
profit increased 144 percent to SEK 
221 million (€22.2m-$25.7m) com-
pared to SEK 91 million in 2020. The 
operating margin also improved 
in the quarter and amounted to 
60 percent (Q3 2020: 54 percent). 
Operating cash flow continued to 
develop very well and amounted 
to SEK 71 million (€7.1m-$8.3m) in 
the quarter (Q3 2020: SEK 29m). 
During the first nine months of the 
year, operating cash flow increased 
significantly to SEK 196 million 
(€19.7m-$22.8m) from SEK 66 mil-
lion in the same period of the previ-
ous year.

Geographically, the company 
recorded income of SEK 123m 
(€12.3m-$14.3m) in North America, 
an increase of 70 percent year-
on-year (Q3 2020: SEK 72m). With 
SEK 42 million (€4.2m-$4.9m), 
Mips exactly doubled its income in 
Europe (Q3 2020: SEK 21m), while 
its home market of Sweden saw as 
much as a 266-percent increase to 
SEK 11 million (€1.1m-$1.3m) in Q3. 
Asia & Australia grew the least at 
14 percent, ending the third quar-
ter with SEK 8 million (€803,200-
$931,700). The company’s revenues 
are centered on clients in North 
America and Europe because a 

large number of helmet manufac-
turers are located there.

Strandwitz expressed satisfaction 
with the development: “So far this 
year we have delivered very good 
growth, in spite of very challenging 
circumstances in the world. This is 
proof that we have managed the 
situation very well and that we have 
a business model that works, even 
in a changing world.” For the future, 
he continues to see problems in the 
supply chain, but claims that “we 
are well equipped for the challenges 
we see ahead with a great demand 
for our products and a very flexible 
business model.”

Unifi with strong Q1
Unifi, Inc., a U.S.-based producer 
of recycled and synthetic yarns, 
released operating results for the 
first fiscal quarter that ended Sept. 
26. Net sales were $196.0 million, 
an increase of 38.5 percent from 
the first quarter of fiscal 2021 and 
an increase of 6.3 percent from the 
last Q4 (2021). Revenues from Unifi’s 
Repreve fiber products represented 
37 percent of net sales, which was 
an increase of $20.3 million from 
the first quarter of fiscal 2021. Gross 
profit was $26.1 million compared to 
$14.6 million for Q1 2021, while gross 
margin was 13.3 percent compared 
to 10.3 percent for Q1 2021. Operating 
income was $13.3 million compared 
to $2.9 million.

Unifi’s net income was $8.7 million, 
or $0.46 diluted earnings per share, 
compared to net income of $3.4 
million, or $0.18 diluted EPS for the 
first quarter of fiscal 2021. Adjusted 
Ebitda more than doubled to $19.8 
million compared to $9.1 million 
in the first quarter of fiscal 2021. 
Adjusted Ebitda for the 12 fiscal 
months ended Sept. 26, 2021, was 
$75.4 million compared to $13.3 mil-
lion for the 12 fiscal months ended 
Sept. 27, 2020.

Eddie Ingle, CEO of Unifi, said that 
the first quarter fiscal 2022 results 
surpassed Unifi’s expectations “as 
strong performance in each seg-
ment enabled us to achieve our 
highest quarterly net sales since the 
June 2013 quarter.“ He continued 
to explain that strong performance 
in Brazil and Asia contributed to 

the favorable results, while the 
Polyester and Nylon segments 
continue to demonstrate recovery 
from the pandemic. Momentum 
for Repreve fiber products in Asia, 
Central America, and the U.S. con-
tinues to be strong, and the com-
pany remains focused on growing 
its innovative and sustainable prod-
uct portfolio. “While the global busi-
ness setting is still dynamic, these 
strong results, along with the dedi-
cation of our employees and our 
diverse global strategy, provide us 
with a solid starting point to achieve 
our fiscal 2022 targets.”

Bike-Components joins 
forces with brick-and-
mortar retailers
The German e-commerce bicycle 
platform Bike-Components (man-
aged by BC GmbH & Co. KG) is 
launching a new business segment 
next year: BC Remote is an ordering 
platform for brick-and-mortar bicy-
cle dealers only. The background to 
this is that bicycle shops, in times 
of supply bottlenecks, sometimes 
search for missing parts and have 
no alternative other than to turn to 
online retailers from time to time. 
Even if the goods purchased there 
are somewhat more expensive – 
the focus remains on fulfilling the 
demand of their customers.

BC Remote runs without contrac-
tual obligations, without special 
quotas, and without minimum 
quantities: From the first quarter 
of 2022, bicycle dealers will be able 
to access almost the entire Bike-
Components range exclusively via 
a web application. As a result, Bike-
Components is making its entire 
logistics know-how, the scope and 
depth of its product range, and its 
market overview available to local 
bicycle retailers. Wholesalers, on 
whom stationary bicycle dealers 
usually rely for material procure-
ment, would not typically serve 
orders for customer-specific small 
quantities. In the future, the spare 
part needed to repair a customer’s 
bike will be available more quickly 
via BC Remote, and the selection 
of parts for a high-end custom bike 
will be much greater. Softgoods can 
also be ordered with just a few clicks 
and delivered to the store the next 
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day. Products that are not needed 
can be returned free of charge.

BC Remote will initially be available 
to all interested brick-and-mortar 
bike retailers in Germany from 2022.

HeiQ unveils high-
performance cellulose 
yarn derived from 
carbon-negative 
materials
Swiss ingredients brand HeiQ 
unveiled what it calls a poten-
tial game-changer for the textile 
industry on Oct. 26 in a digital pre-
sentation. HeiQ AeoniQ is a high-
performance cellulose yarn derived 
from a wide range of natural, 
carbon-negative sources, includ-
ing wood pulp and algae. The 
new fiber is currently advancing 
to pilot production prior to mass 
commercialization.

HeiQ AeoniQ yarns (from Aeon, 
meaning “striving to be eternally 
circular”) are made from third-gen-
eration cellulosic biopolymers that 
sequester carbon from the atmo-
sphere while generating oxygen as 
they grow. HeiQ is positioning the 
new high-performance yarn as a 
potential replacement for synthetic 
filament yarns, which account for 
more than 60 percent of the world’s 
108 million tons of annual textile 
production. Compared to conven-
tional cellulosic products, AeoniQ 
yarns do not require farmland, 
pesticides or fertilizers to produce, 
according to HeiQ.

AeoniQ yarns are designed to be 
cradle-to-cradle circular and can be 
recycled repeatedly while maintain-
ing fiber quality. The manufacturing 
process is expected to use 99 per-
cent less water than cotton yarns, 
and HeiQ AeoniQ is said to offer 
comparable performance proper-
ties to polyester, nylon and conven-
tional regenerated cellulose yarns.

HeiQ said it is investing $5 million 
to set up a pilot plant for the new 
product at Herzogenburg, Austria, 
and stands ready to deliver the 
first HeiQ AeoniQ yarns in Q2 2022. 
The initial capacity would be 100 
tons of AeoniQ per year, mainly for 
prototyping.

Given the claimed qualities, the 
unique decarbonizing potential 
offered and outstanding ESG3 cre-
dentials, HeiQ is now inviting a max-
imum of 20 sustainability-driven 
brand partners to be the first to 
market with products made of the 
yarn. The Lycra Company is the first 
confirmed development partner 
with exclusivity for stretch and per-
formance fabrics.

As a next step, HeiQ plans to build 
a first “gigafactory” for AeoniQ by 
the end of 2024, which will require 
an investment of an estimated $300 
million. The new factory could sup-
ply up to 30,000 tons per year as 
early as in Q4 2024, securing recur-
ring mass deliveries by Q1 2025.

Tecnica rolls out ski 
boot recycling project 
in eight countries
After revealing its plans for an end-
of-life solution for used ski boots in 
spring this year, the new “Recycle 
your boots” project by Tecnica is 
about to start. The circular project, 
launching in the Alps region this 
fall, aims to contribute to protect-
ing the planet by recycling used 
ski boots into secondary raw mate-
rial, saving resources and reducing 
CO2 emissions.

To collect, transport and recycle old 
plastic ski boots into reusable sec-
ondary raw materials, Tecnica has 
set up a return system that com-
bines manufacturing expertise with 
support from academic research 
institutes to predict, monitor and 
measure the effectiveness of the 
project. As announced before, the 
University of Padua is one of the 
scientific partners for Tecnica.

Every customer buying a new pair 
of Tecnica boots at a participating 
retailer is offered the opportunity 
to return their old boots (from any 
brand) to the shop. The boots col-
lected at brick-and-mortar stores 
will then be transported by Tecnica’s 
logistics partner Fercam, with all 
CO2 emissions being compensated. 
After separating the boot’s compo-
nents at another facility in Italy, the 
parts will be taken to a nearby fac-
tory and transformed into second-
ary raw materials.

As part of the EU’s Life Program 
(the EU’s funding instrument for the 
environment and climate action), 
the recycling project is financially 
supported by the European Union.

The most critical element will be 
mobilizing the skiing community, 
its retailers and consumers. For the 
coming season, 150 European retail-
ers are taking part in the project, 
Tecnica says. An implementation of 
a similar initiative is currently also 
planned for North America.

According to the company, Recycle 
Your Boots will also influence how 
the Tecnica Group designs its ski 
boots in the future, implementing 
the use of secondary raw material 
from the recycling process in new 
products and ski components, while 
new ski boots will be designed to 
facilitate the recycling process. The 
group also aims to open the project 
to other products and brands, even 
outside the ski sector.

As announced in early September, 
Dalbello is partnering with the Life 
Reskiboot project to optimize pro-
duction processes and the devel-
opment of recycled ski boots, so far 
limited to rental boots.

Kathmandu Holdings 
publishes 2021 
sustainability report
In its 2021 sustainability report, 
Kathmandu Holdings provides 
insight into the CSR and sus-
tainability progress of its three 
brands, Kathmandu, Oboz and 
Rip Curl. The group undertook 
its first Environmental, Social and 
Governance (ESG) materiality assess-
ment this year, conducted by spe-
cialized company Sustainability 
Partners. An ESG materiality assess-
ment is the process of identifying, 
refining and assessing potential envi-
ronmental, social and governance 
issues that are most important to 
the company and its stakeholders. 
The assessment yields a condensed 
list of topics that help the company 
effectively focus its strategy, targets, 
actions and reporting. The inten-
tion was to align and focus the three 
brands on sustainability and move 
further towards B Corp certification 
across the whole group.
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In the year covered by the report, 
the holding highlights several suc-
cesses made with their brands:

• Rip Curl has completed its carbon 
footprint assessment, launched a 
wetsuit take-back program with 
Terracycle and is sourcing sus-
tainable cotton via the Better 
Cotton Initiative (BCI).

• Kathmandu has reached certi-
fied carbon zero standard and 
has worked on its B Corp cer-
tification. The brand has also 
completed its first modern slav-
ery report and screened its new 
suppliers for social criteria.

• Oboz has planted four mil-
lion trees since its start and 
now uses 95 percent environ-
mentally preferred leathers in 
the range. The brand had also 
completed its carbon footprint 
assessment last year.

As part of the group-wide assess-
ment, more than 600 people were 
interviewed to confirm the strat-
egy set up for all three brands. 
“This assessment has informed our 
group-level strategy and helped us 
set goals, targets and accountabili-
ties,” said group CEO Michael Daly.

In May this year, Kathmandu 
Holdings secured New Zealand’s 
largest syndicated sustainability-
linked loan. The roughly €64 mil-
lion loan is tied to ESG targets. Once 
the targets are met, the interest rate 
decreases. Linking loan origination to 
ESG goals also aligns and motivates 
the finance team on sustainability.

The full report is ready for download 
on the Kathmandu website.

VF releases 
sustainability and 
responsibility report 
“Made for Change”
Focusing on the three areas ”peo-
ple, planet and product”, VF Corp., 
with its group of brands, has just 
released its fourth sustainability and 
responsibility report, titled ”Made 
for Change.“ Highlights of the report 
include:

People:

• In FY2020, roughly 290,000 
people were supported via VF’s 

worker and community devel-
opment program. From its 
implementation until 2025, the 
program aims to improve the 
lives of one million workers.

• $6,2 million were donated to 72 
community partners in FY2020, 
including Covid-19 relief payments.

Planet:

• VF achieved a 17 percent reduc-
tion of scope 1 and 2 emissions 
by sourcing renewable energy 
and implementing energy effi-
ciency initiatives. Seen from 
a 2017 baseline, the company 
aims to reduce its Scope 1 and 
2 greenhouse gas (GHG) emis-
sions by 55 percent until 2030.

• Scope 3 Emissions are planned to 
be reduced by 30 percent by 2030.

• According to the report, 72 
percent of VF distribution cen-
ters are already zero waste. At 
the end of 2021, a 100 percent 
zero waste verification of ware-
houses is on the agenda.

Product:

• VF aims to trace five key materi-
als through the supply chain by 
2027. To date, the company is 
mapping all leather and cotton 
sourced by VF brands.

• For all its brands, the company 
wants to switch to sourcing cotton 
grown only in the U.S., Australia or 
under a third-party sustainability 
scheme by 2025 and have elimi-
nated single-use plastic packag-
ing by the same date.

For each of the group’s brands, the 
report states the following specific 
targets, among others:

Altra is to become PFA-free (toxic 
per- and polyfluoroalkyl substances) 
by 2025 and will eliminate all single-
use plastics.

Timberland states in its 2030 
Sustainable Product Vision that it 
will create a net positive impact on 
the environment, source 100 per-
cent of its natural materials from 
regenerative agriculture and circu-
larize 100 percent of its products.

The North Face commits to 
responsibly sourcing 100 percent of 
its apparel materials and eliminat-
ing all single-use plastic packaging 
by 2025.

Vans will have eliminated all plas-
tic shopping bags by 2021, and 100 
percent of its face materials will be 
sourced from renewable, responsi-
bly renewable or recycled sources 
by 2030.

According to its Sustainability 
& Social Impact Road Map, 
Smartwool will source 100 percent 
CO2-positive wool, circular prod-
ucts and regenerative materials by 
2030 and introduce 500,000 urban 
youths to nature by 2030.

Icebreaker commits to be plastic-
free by 2023. “Our goal is for all gar-
ments to be made from Merino 
wool or plant-based fibers. For the 
very small amount of petrochemical 
synthetics that cannot be removed, 
we are working on alternatives,” the 
brand says.

Eastpak will use 100 percent recy-
cled polyester for printed materials 
this year and 100 percent recycled 
polyester for black components such 
as linings and webbing by 2022.

Info on the other brands in the 
group and all other details can be 
found in the report, which can be 
downloaded directly as a PDF here.

Revised ISPO Awards 
with four judging dates 
per year
ISPO Group has announced that it 
will now honor the highlight prod-
ucts and services of the sports 
industry four times a year with the 
latest, conceptually revised ver-
sion of the ISPO Award. As usual, 
a jury of experts will evaluate all 
submissions individually according 
to criteria such as design, function, 
sustainability and innovation – but 
independently of set categories. 
Companies from the entire sports 
industry can participate, regardless 
of whether or not they exhibit at an 
ISPO trade show.

The new concept promises all win-
ners even more benefits. All award-
winning products and services will 
be exhibited at the following trade 
show and appear in the new ISPO 
Award Magazine, given to every 
trade show visitor. In the case of 
an award, the presentation will be 
combined with a product or service 

https://d1io3yog0oux5.cloudfront.net/vfc/files/documents/Sustainability/Resources/VF_FY2020_Made_for_Change_Report_FINAL.pdf
https://www.kathmanduholdings.com/sustainability-reports/
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review on ispo.com. Winners benefit 
from a target group-oriented tar-
geting of this review and a targeted 
presentation on the desired date.

At the same time, the ISPO Award is 
becoming more flexible: From now 
on, it will be possible to apply for 
the award all year round. This also 
makes it possible to present the 
award throughout the year with four 
judging rounds per year. In addition, 
there are no longer different winner 
levels, and category selection is no 
longer necessary.

Here are the dates for the upcom-
ing jury meetings with the respec-
tive application deadlines:

• Q4 /2021: Deadline Dec. 17, 2021 
| First judging Dec. 20, 2021 
| Jury meeting Jan. 7, 2022 | 
Presentation at ISPO Munich 
2022

• Q1 /2022: Deadline March 4, 
2022 | First judging March 7, 
2022 | Jury meeting March 25, 
2022 | Presentation at OutDoor 
by ISPO 2022

• Q2 /2022: Deadline June 3, 2022 
| First judging June 6, 2022 | 
Jury meeting June 24, 2022 | 
Presentation at OutDoor by 
ISPO 2022

• Q3 /2022: Deadline Sep. 2, 2022 
| First judging Sept.5, 2022 | 
Jury meeting Sept. 25, 2022 | 
Presentation at ISPO Munich 2023

• Q4 /2022: Deadline Dec. 2, 2022 
| First judging Dec. 5, 2022 | 
Jury meeting Dec. 21, 2022 | 
Presentation at ISPO Munich 
2023

After receiving your application, 
the jury will review all documents 
in the first judging and decide 
who may submit their samples for 
the jury meeting. Product samples 
should only be sent once the jury 
requests them.

If you plan to apply for one of the next 
award rounds, you can find all rel-
evant information on www.ispo.com.

Corporate

The Oberalp Group has officially opened a new show-
room in Annecy, France, together with around 100 
invited guests (customers, journalists, French athletes 
and employees). On an area of 200 square meters, 
Oberalp will use the new “Mountain Showroom” to 
present the new collections of its Dynafit, Salewa, 
Pomoca, Evolv and Wild Country brands. The new 
space is part of an acceleration strategy of Oberalp in 
Southern Europe, already reinforced by the addition 
of Marion Alexandre (formerly Oakley, Salomon) as 
managing director Southern Europe in June. Stefan 
Rainer, CSO of the group, said at the showroom open-
ing that he sees great potential in the French market – 
the largest market for the group in Europe after the U.K. 
in the outdoor sector, not only thanks to Decathlon. 
Alexandre reiterated his belief that the Oberalp brands 
can bring new wind to the retail landscape in France 
and all of Southern Europe.

Swedish boot brand Polyver, based in Pilgrimstad, has 
finished a renewal process of its online brand presen-
tation and logo. In the new logo, a domestic brown 
bear replaces the former white polar bear – a move 
that reflects the broadening Polyver collection that is 
increasingly supposed to be worn all year long rather 
than just in winter. Alongside the new logo comes 
a new website of the SOG member that also gives 
insight into the production process. The brand manu-
factures in Sweden only, largely investing in machin-
ery for its production plant in Sweden this year and a 
doubling of staff in 2021.

The Wall Street Journal reports that Saudi Arabia’s 
Public Investment Fund is about to make a major 
investment in Signa Sports United (SSU), the big 
operator of online stores based in Berlin, which indi-
cated four months ago its intention to go public. It 

would join other investors including Abu Dhabi’s sov-
ereign wealth fund, Mubadala. According to a press 
release, funds worth a total of $372 million are being 
collected through a Private Investment in Public 
Equity (PIPE) in the special-purpose acquisition com-
pany, Yucaipa (YAC), with which SUU would merge 
in order to go public. The new funds will be used to 
complete the acquisition of U.K.-based bike e-tailer 
WiggleCRC, as well as provide additional capital to 
fund strategic growth initiatives, the company said. 
Signa International Sports Holding, the control-
ling shareholder of SUU, and another shareholder, 
Bridgepoint, have also agreed to provide up to $178 
million of additional liquidity, if necessary, in the event 
of elevated redemptions by YAC public shareholders.

Solo Brands, Inc., the owner of the Solo Stove, 
Chubbies, Oru Kayak and Isle Paddleboard brands, 
today announced the pricing of its initial public offer-
ing of 12,903,225 shares of its Class A common stock 
at a price to the public of $17.00 per share. In addi-
tion, the company has granted the underwriters a 
30-day option to purchase up to 1,935,483 additional 
shares of Class A common stock at the IPO price, less 
underwriting discounts and commissions.  The Texas-
based company, currently majority-owned by Boston-
based private equity firm Summit Partners, which 
invested in the camping stove maker in 2020, had just 
rebranded itself after announcing the acquisition of 
Chubbies Shorts, Oru Kayak (ISPO Brand New overall 
winner 2014) and Isle on Sept. 3. Previously, the com-
pany consisted of and bore the name of a single brand, 
Solo Stoves. Solo Brands’ shares begin trading on the 
New York Stock Exchange under the ticker symbol 
“DTC” on Oct. 28. The offering is expected to close on 
Nov. 1, 2021, subject to customary closing conditions.

On Sept. 17, Swedish company Dometic announced 
that it has entered into an agreement to acquire Igloo, 
the Texas-based manufacturer of passive coolers and 
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drinkware for the outdoor market, from private equity 
group ACON Investments. The closing of the trans-
action was subject to certain regulatory approvals, 
which have now been granted. The acquisition was 
completed on Oct. 26. Dometic acquired Igloo for $677 
million, on a cash and debt-free basis. In addition, the 
agreement includes an earn-out element of a maxi-
mum of $223 million, which will be realized depending 
on Igloo’s future Ebitda performance.

Belgian investment holding company Korys 
Investments acquired shares in Dutch bicycle manu-
facturer Santos Bikes on Oct. 19. No details were given 
about the number of shares or the sale price; all that is 
known is that Korys bought all shares that had been in 
the hands of previous Santos investor Think2Act for the 
past four years. The shares and involvement of Santos 
founder and CEO Robbert Rutgrink and investor and 
CFO Robert Vaneman remain unchanged. According 
to Korys, the investment is a perfect fit for its invest-
ment philosophy, which focuses on health and envi-
ronmentally-conscious consumers. In turn, premium 
niche manufacturer Santos Bikes can now tap into 
the knowledge and experience of Korys’ extensive net-
work. Until now, Santos’ custom bikes, manufactured 
at the company’s own factory near Amsterdam, have 
been sold primarily in the Netherlands and Belgium. 
For more than 15 years, Santos Bikes has also been 
supplying custom models to police forces at home 
and abroad.  Behind Korys stand the owners of the 
Belgian supermarket chain Colruyt Group (CEO: Jett 
Colruyt). The Colruyt family has been in the retail busi-
ness for more than 50 years. It has built the group into 
one of the largest and most successful food retail and 
service companies in Europe. Korys says it focuses on a 
diversified investment portfolio and on sectors where 
it has been able to build further expertise over the 
years. These include consumer goods, retail, renew-
able energy and life sciences. Korys manages more 
than €4.5 billion in assets.

Clarus Corporation, a Salt Lake City, Utah-based com-
pany with brands including Black Diamond, Pieps 
and Rhino-Rack, announced that it intends to offer 
2,750,000 shares of common stock and use the net pro-
ceeds from the offering for general corporate purposes, 
including repayment of debt, capital expenditures and 
potential acquisitions. The company intends to grant 
the underwriters a 30-day option to purchase up to an 
additional 412,500 shares of common stock. Earlier this 
month, Clarus raised its guidance for the full year in the 
wake of expected strong third-quarter figures.

OvareVentures, a “committed growth initiative” of 
privately held Los Angeles-based holding company 
OvareGroup, has acquired Toronto-based Gull Lake 
Boat Works, a canoe and kayak manufacturer and 
restorer founded in 2008 by owner-operator Marc 
Russell. In August, OvareGroup named retail veteran 
Kara Anastasiadis president of the newly formed 
OvareGroup Outdoor Division. In her new position, 
she also shares responsibility for the acquisitions 
and management of companies acquired through 
OvareVentures. A Calgary resident, Anastasiadis spent 

17 years with FGL Sports Ltd, a division of Canadian 
Tire Corporation, where she held a number of 
senior merchandising and strategy positions. Most 
recently, she was responsible for merchandising for 
the women’s division, where she had direct responsi-
bility for $400 million in retail sales under the Sport 
Check and Atmosphere banners. Prior to the acqui-
sition of Gull Lake Board Works, OvareVentures had 
already been actively expanding its portfolio of out-
door brands through acquisitions, investments and 
the launch of direct-to-consumer brands, including 
Bridge Bikeworks, an Ontario-based manufacturer 
of handcrafted carbon bikes; Pulse Boot Lab and Ski 
Company, an exclusive ski and boot boutique and 
developer of a custom ski boot fitting system from 
Revelstoke, BC; outdoor gear company BE Outfitter; 
and Massachusetts-based sportswear boutique and 
outdoor retail hub Kenver, Ltd. 

Pelican Products, a U.S. manufacturer of protective 
cases, has been sold by New York-based Behrman 
Capital to another private equity firm, Los Angeles-
based Platinum Equity, on undisclosed terms. The 
transaction is expected to close by the end of Q4, 2021. 
In addition to outdoor equipment cases, Pelican also 
makes gun cases and has a lighting segment. The com-
pany also offers temperature-controlled packaging for 
the life sciences industry through Peli BioThermal, 
which is included in the sale. Pelican is headquartered 
in Torrance, California, and operates 12 manufacturing 
facilities, 17 service centers and network stations, and 
23 international sales offices in 25 countries. Pelican 
CEO Phil Gyori will continue to lead the company fol-
lowing the transaction.

Following its recent acquisition of Finnish water sports 
equipment supplier Finwake in September, WeSports, 
a Stockholm-based group of individual sports, outdoor 
and mobility companies operating both online and 
with physical stores and product brands, has completed 
another acquisition, this time of retailer Pölder Sport 
AB. Founded in 1990, Pölder Sport is one of the Nordic 
region’s oldest specialists in cross-country skiing equip-
ment. The company has been an “Official Vasaloppet 
Store” since 2004. In addition to its solid online pres-
ence, it operates the world’s largest physical specialty 
store for cross-country skis in Nässjö, Sweden. Pölder 
Sport also offers a wide range of equipment for orien-
teering, running and “swimrun,” a competition format 
popular in Sweden consisting of several swimming and 
running stages in the same event.

+++ ClimatePartner is opening an office in 
Stockholm to help companies of all sizes and from 
all sectors throughout Scandinavia to calculate, 
reduce and offset CO2 emissions +++ According 
to Spanish media reports, Buff is setting up a new 
strategic plan called “Summit 2025” and invest-
ing €1 million in its plant in Igualada (Barcelona) 
+++ U.S. sock producer Darn Tough held a ribbon-
cutting ceremony to celebrate the opening of its 
new knitting facility in Waterbury, Vermont, which 
increases the company’s capacity by over 35 per-
cent +++ According to Outside Business Journal, 
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Mentorship program, guiding young leaders through 
a year-long program that boosts leadership skills and 
leads to career acceleration.

After leaving PrimaLoft in June 2020 after more than 
six years as VP of business development Europe, 
Michael Jakob – as the company has just officially 
announced – has taken over the position of head of 
international sales at Deuter in Gersthofen, Germany, 
in April of this year. With a direct line to general sales 
manager Gerrit Pfurr, Jakob will be responsible for 
international business in all of Deuter’s strategic 
growth categories, including alpine, bike, hiking, trek-
king, accessories, urban, travel, family, school and sleep-
ing bags. To implement the strategic corporate goals 
internationally, the geographic responsibilities and 
processes within the department were restructured. 
Jakob looks after the Schwan-Stabilo Outdoor subsid-
iaries in the U.S., China, and France for Deuter and the 
company’s distributors in the English-speaking coun-
tries of Canada, the U.K., and South Africa. Jakob is very 
familiar with the North American market due to a four-
year stay in the U.S. and his last professional stint at 
PrimaLoft for the outdoor/sports division. 

VF Corp. has appointed Allegra Perry to the posi-
tion of vice president, investor relations, effective Jan. 
2022. She will report to VF’s chief financial officer, Matt 
Puckett, and work closely with the group’s executive 
leadership team and executives across the company’s 
12 brands, including The North Face, Timberland, 
Vans and Dickies, to set strategic priorities and goals. 
Perry has nearly 25 years of relevant experience in retail, 
fashion, luxury goods and sporting goods, working in 
both investment banking and corporate roles. Initially 
focusing on equity analysis in the retail, luxury goods 
and sporting goods sectors for Lehman Brothers, 
Nomura International and Cantor Fitzgerald, she 
moved into the corporate environment in 2014 when 
she was tasked with strategic planning and investor 
relations, first for U.K. luxury goods brand Mulberry, 
then for The Watches of Switzerland Group.

Swedish outdoor brand Haglöfs reports well-received 
winter and spring collections and global growth of 26 
percent in the first half of 2021 compared to the same 
period last year, citing continued investment in prod-
uct development and design despite the pandemic. 
The brand says it’s committed to continuing to work 
closely with suppliers and retailers to mitigate the 
Covid-related situation. As a result, it has adjusted its 
production cycle and is planning new collections fur-
ther in advance to provide flexibility and security to 
suppliers and retailers.  To drive its growth and pro-
vide the best possible support to retailers, Haglöfs is 
now expanding its sales team in Germany and Austria. 
Lars Schreckenberger, former sales ambassador for 
RedBull Spect Eyewear, has been part of the team 
since May 2021 and takes over the South-West territory. 
With Nico Röhrig, another experienced key account 
manager is joining Haglöfs. He had previously worked 
for Smartwool and The North Face and will take over 
the South-East and Austria. Norman Döring will con-
tinue to represent the brand in the North.  With the 

Colorado-based VF Corp. has announced internally 
that the company will require all U.S. employees 
to be vaccinated against Covid-19 as of Jan. 1, 2022 
+++ Milliken & Company, the owner of Polartec, 
has formally acquired from Cypress Performance 
Group LLC the U.S.-based company Encapsys, LLC, 
a global leader in microencapsulation, which has 
cross-industry applications and helps companies 
produce more sustainable products by promot-
ing responsible consumption and efficient deliv-
ery of active materials +++ With the acquisition of 
Arizona-based company Gary Yamamoto Custom 
Baits, Texas-based GSM Outdoors, a group special-
ized in hunting equipment, has taken its first step 
into the fishing segment +++

Executive Changes

Portland, Oregon-based Columbia Sportswear 
Company, which owns the Columbia, Mountain 
Hardwear, Sorel and prAna brands, has promoted 
Andrew Burns to vice president of strategic planning 
and investor relations. Burns has been with Columbia 
for more than three years leading the investor relations 
program. Prior to that, he spent more than ten years as 
an analyst. In his new role, he will be responsible for stra-
tegic planning and initiative management in addition 
to his investor relations responsibilities at Columbia.

Kathmandu Holdings Limited has appointed Abigail 
Foote as an independent director of the company 
effective Oct. 15, 2021. Foote is a professional direc-
tor with over 12 years’ governance experience. With 
qualifications in both law and accounting, her career 
has covered both disciplines, focusing on corporate 
finance, treasury and commercial transactions. She 
currently serves on the boards of Z Energy Limited, 
Sanford Limited and Freightways Limited. As part 
of its strategy, Kathmandu has recently announced a 
focus on Environmental, Social and Governance (ESG) 
leadership and now says it is pleased to increase its 
knowledge and capability in ESG governance with 
Foote’s experience. As required by the company’s con-
stitution and the NZX (New Zealand Stock Exchange) 
listing rules, Foote will hold office until the company’s 
next annual shareholder’s meeting, at which time she 
will resign and stand for election.

Seattle-based brand Outdoor Research (OR) has pro-
moted Liz Wilson to senior vice president of global 
product creation. Wilson, who has worked for OR for 
four years, is tasked with leading the product creation 
team and product development process from concept 
to consumer, from product and technology innova-
tion, sourcing, materials, design to merchandising and 
quality control. Before OR, Wilson gathered experience 
at Royal Robbins, Oakley, The North Face and Nike. 
She will be in charge of the full go-to-market process 
for OR while working on collaboration and improved 
communication between all of OR’s internal depart-
ments and external stakeholders.  Wilson has been a 
Wilderness Land Trust board member since 2012. She 
is also a veteran mentor with the Camber Executive 
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want to satisfy. For us, it’s important to be closer to the 
places where the Swiss people practice their sports 
so we can get to know their needs even better.”  The 
rental business, a core part of the Zermatt store, will 
allow Decathlon to serve one of the largest ski and 
bike rental markets. “The Zermatt store will also be 
our pilot store, helping us develop a franchise concept 
for the mountains,” Lagache said. Arno Thimpont, 
manager of the store in Zermatt, said that custom-
ers would also benefit from click-and-collect, mean-
ing they can order from the entire range online and 
then pick up the goods in the store within a very short 
time. Decathlon opened its first store in Switzerland in 
2017 in Marin-Epagnier. In 2018, the group acquired the 
Athleticum chain, previously owned by Maus Frères. 
Today, Decathlon is present in Switzerland with 24 own 
stores and in third-party stores.

On Oct. 21, the Tscherne family’s second premium 
location in Salzburg, Austria, opens with a sales area 
of 4,000 square meters on Alpenstraße. Intersport 
Tscherne invested around €6 million in the store, 
which includes the latest in sports analysis technol-
ogy. From mid-October, 50 employees will be advising 
customers on four levels in the areas of alpine skiing, 
outdoor, ski touring, hockey, biking, running, soc-
cer, tennis and fitness. The new flagship store is the 
13th location in Austria for managing director Harald 
Tscherne and his team.

+++ Canadian outdoor retailer Mountain Equipment 
Company (MEC) has unveiled a new logo reminis-
cent of the original from 1971, designed to evoke 
old values like quality and reliability and emphasize 
new ones like sustainability +++ Thule announced it 
will open its first Canadian brand store – 185 square 
meters showcasing all of the company’s product 
categories – in December in West Vancouver, B.C. 
+++ Austrian company Blue Tomato has opened its 
60th store in total in Fribourg, western Switzerland, 
with around 230 square meters of retail space +++ 
On 1,000 square meters of retail space, Intersport 
Fischer opened what it calls the ”most modern 
sports store in the Austrian province of Vorarlberg” 
in Bürs on Oct. 28 +++

Results & Statistics

Announcing results for its Q3 2021 ended Sept. 30, 
U.S.-based conglomerate corporation 3M said sales 
increased 7.1 percent year-over-year to $8.9 billion. 
Total sales increased 8.1 percent in consumer prod-
ucts, 7.2 percent in safety and industrial, 5.8 percent 
in transportation and electronics and 4.1 percent in 
healthcare. On a geographic basis, total sales grew 
7.9 percent in the Americas, 6.8 percent in Asia Pacific 
and 5.2 percent in EMEA. Based on these numbers, 3M 
updated its full-year 2021 (ending Dec. 31) sales and 
earnings expectations to reflect its past performance 
and account for current disruptions in the global sup-
ply chain. Overall sales growth is now expected to be 
9 to 10 percent (previously 7 to 10 percent). 3M con-
tinues to expect strong cash flow and maintains its 

new team, Haglöfs aims to increase the brand’s rele-
vance in the German and Austrian markets. The brand 
is already reporting successful sell-in results for the 
coming seasons. “At Haglöfs, I experience an effective 
combination of sustainability, innovative strength and 
outdoor expertise. Together with a highly motivated 
team, I am looking forward to further consolidating 
the vision as the ’#1 Responsible Outdoor Performance 
Brand’ in German specialty retail and strengthening 
sustainable growth,” said Matthias Leurs, Haglöfs’ 
country manager Germany and Austria.

DTC & E-Commerce

Russia’s largest online retailer Wildberries is entering 
Latvia, Lithuania and Estonia, but the marketplaces are 
only available in English and Russian. The company 
also announced that iOS and Android mobile applica-
tions would soon be available in the three Baltic coun-
tries. Wildberries indicated that international logistics 
operators deliver orders in the countries. The Russian 
company offers 270 pickup points in Estonia, 210 in 
Latvia and 300 in Lithuania, and delivery service to the 
home or office if the pickup point is far from the client. 
Customers in the Baltic countries will have access to an 
estimated 10 million items from 50,000 brands.

+++ German apparel retailer E. Breuninger plans 
to expand its international e-commerce presence 
next month with an online store in Poland – its 
first non-German-language web presence after 
its already operating webshops for Austria and 
Switzerland +++ Facebook is testing out its crypto-
currency wallet, called Novi, with a small pilot pro-
gram in the U.S. and Guatemala +++

Retail & Distribution

Swedish electric motorcycle manufacturer Cake, a 
member of SOG, is opening its first-ever CAKEsite on 
Oct. 27, a combination showroom, retail, test ride and 
service center where customers can physically explore, 
touch and feel the bikes, take test rides or have their 
bikes serviced. The new CAKEsite:Stockholm is located 
next to the company’s headquarters at Virkesvägen 26D 
in Hammarby Sjöstad. Cake plans to open another 25 
CAKEsites by 2025, all located in urban environments 
to best serve both private and business customers. In 
2022, the company plans to open 6 to 8 locations, half of 
them in North America, the other half in Europe.

Decathlon will open its first “Decathlon Mountain” 
store in Switzerland on Dec. 1 in the town center of 
Zermatt. The 350-square-meter store will offer the 
entire Decathlon product range. Other locations 
in the country are planned, the company said in a 
press release: About 15 stores in family holiday des-
tinations and internationally known resorts. “The 
mountains have been a blank page for us so far,” said 
Adrien Lagache, expansion manager at Decathlon 
Switzerland. “Whether digital or physical, there are 
still many customers in the mountain regions that we 
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The higher gross margin also had a positive impact 
on Ebitda, which improved from -15 percent (SEK-
6,689,000/€-670,000/$-780,000) in the third quarter to 
-2 percent (SEK-959,000/€-96,000/$-112,000).

Kathmandu Holdings confirmed it still anticipates 
profits for the first half ending Jan. 31, 2022, to be lower 
than the year earlier, after the new financial year began 
with widespread lockdowns throughout Australasia and 
Covid-related strains for its supply chain.  “The group’s 
brands are well-positioned to capitalize on growing 
participation in outdoor, beach and surfing activities,” 
Michael Daly, CEO of Kathmandu, said in the group’s 
annual report for the full year ended July 31, 2021. “We 
are set to capitalize on opportunities resulting from the 
global Covid vaccination rollout, as restrictions ease in 
key growth markets, and international travel restric-
tions are expected to ease as the 2022 financial year 
progresses.” Final figures released in the annual report 
confirmed data contained in Kathmandu’s prelimi-
nary earnings report released in September. In particu-
lar, sales in the full year ended July 31, 2021, increased 
by 15.1 percent to 922.8 million New Zealand dollars 
(€567.5m-$660.5m). The group’s gross margin widened 
by 0.4 percentage points to 58.7 percent as underly-
ing Ebitda grew by 35.9 percent to NZ $113.3 million 
(€69.5m-$80.9m), and underlying net income jumped 
by 110 percent to NZ$ 66.3 million (€40.8m-$47.5m).

+++ S&P Global Ratings assigned Wolverine 
World Wide Inc.’s refinanced senior secured 
credit facility, which includes a $1 billion revolving 
credit facility and a $200 million term loan due 
2026, a recovery rating of 1, indicating an expecta-
tion of very high recovery (90 to 100 percent), and 
a BBB rating (from BB), raising its issue-level rat-
ing on the company’s existing $550 million senior 
unsecured notes due 2029 +++

Legal & Institutional

+++ Elections for the International Sport Climbing 
Federation (IFSC) Athletes’ Commission were held 
at the 2021 IFSC World Climbing Championships 
in Moscow, Russia, with British Olympian Shauna 
Coxsey elected president, to succeed Canadian 
climber Sean McColl +++

Product & Marketing

U.S. publication Good Housekeeping has honored 
Portland, Oregon-based brand Keen with the Good 
Housekeeping 2021 Sustainability Innovation 
Award for its Detox the Planet initiative, launched 
in 2014, which aims to ensure the brand completely 
eliminates perfluorochemicals (PFCs) and per- and 
polyfluoroalkyl substances (PFAS) from its footwear. 
These so-called “eternal chemicals” are commonly 
used in water-repellent finishes on everyday prod-
ucts and enter the environment where the chemicals, 
components and finished products are manufactured 
through contaminated water or waste, spreading 

full-year free cash flow conversion range of 90 to 100 
percent. “In the face of continued global challenges, 
the 3M team executed well and delivered broad-
based organic growth, along with strong margins 
and cash flow,” commented 3M chairman and CEO 
Mike Roman. “Overall, end-market demand remained 
strong, and we navigated supply chain disruptions by 
maintaining a relentless focus on serving and innovat-
ing for our customers.”

China’s Anta Sports, which does not provide full finan-
cial results for odd-numbered quarters, announced 
in an operational update that retail sales of its core 
Anta brand grew in the low double-digit range in the 
third quarter compared to low single-digit growth in 
the third quarter of the previous year. Fila, for which 
Anta has the distribution rights in Greater China (up 
20-25 percent in Q3 last year), only reported mid-sin-
gle-digit growth this year. All other brands, including 
Descente and Kolon Sport but not the businesses 
of Amer Sports, were up 35-40 percent in retail sales 
versus 50-55 percent last year. No further details were 
revealed in the update.

Clarus Corp., the Utah-based parent company of Black 
Diamond and Pieps, said it expects sales in the third 
quarter ended Sept. 30 to grow by 66 to 67 percent on 
the year-earlier to reach $107-$108 million, as it pointed 
to momentum across all brands. Black Diamond sales 
are expected to increase by approximately 19 percent 
and Sierra Bullets sales by approximately 100 percent 
compared to the third quarter of 2020, according to 
preliminary results from the company. Sales of Rhino-
Rack, the Australia-based manufacturer of roof racks, 
mounting systems and other automotive accessories 
whose acquisition was closed on the first day of the 
third quarter, are expected to be around $19.5 mil-
lion. The preliminary data also showed that third-quar-
ter adjusted Ebitda is projected at $18.5-$18.8 million, 
an estimated 103 to 106 percent increase on the year. 
Full third-quarter results are expected to be released 
in early November.  In the wake of the strong third-
quarter figures, Clarus also raised its guidance for 
the full year. Overall sales are seen growing by about 
62 percent to $362.5 million, above prior guidance of 
$350 million. By brand, Clarus now expects sales for 
Black Diamond to increase by 27 percent to $217.5 mil-
lion, above $215 million previously. Sierra and Barnes 
Bullets, which Clarus acquired in October 2020 out 
of the Remington bankruptcy, together are expected 
to see sales increase by 99 percent to $105 million, 
against prior guidance of $95 million. Clarus contin-
ues to expect second-half Rhino-Rack sales at $40 
million. Clarus now forecasts full-year adjusted Ebitda 
will grow by about 155 percent to $57 million, above its 
prior forecast of $52 million. Capital expenditures for 
the year are seen at approximately $8.5 million.

Swedish company Hövding, maker of an airbag col-
lar for cyclists, remains on track for profitability with a 
further improvement in gross margin, up 11 percent-
age points year-on-year and 5 percentage points com-
pared to the second quarter of the year, according to 
the company’s interim report for the third quarter. 
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water and energy overall. The collection went to mar-
ket earlier this month.

For the first time in the company’s history, Norrøna is 
launching a limited-edition collection of handmade 
skis in November, with each model individually made 
in Norway. This first-ever hardware collection includes 
three models for ski touring, big mountain and powder 
(96, 104 and 112 mm underfoot) with very minimalist 
designs in a variety of colors. The skis are called Lyngen, 
Lofoten and Tamok and, according to the ski maga-
zine Friflyt, are based on the models of ski maker Endre 
Hals and the EVI brand from the village of Lønset near 
Oppdal in the Norwegian county of Trøndelag.

Renowned since the mid-1980s for its in-house 
designed and hand-made, minimal, leather footwear 
featuring the “barefoot” feel and zero-drop soles, 
U.S. footwear brand Softstar is now launching a hik-
ing boot. Privileging high-quality, flexible, responsi-
bly sourced materials that allow for free and natural 
movement and comfort, the Switchback boot is due 
this October. To be sold worldwide via the company’s 
website, the Switchback is “a real game-changer for 
hikers who want to restore or maintain natural foot 
function,” said Softstar’s owner Tricia Salcido, speak-
ing from the company based in Philomath, Oregon. 
With their 6mm lugged Vibram Megagrip soles offer-
ing excellent grip even on the more rugged, muddy, 
wet, and slippery surfaces, Switchbacks are available 
with extra-wide toe boxes for maximum toe splay, 
the boot shape mimicking the company’s best-seller 
crossover shoe, the Primal RunAmoc.

Innovative outdoor products are being sought for the 
second edition of the #sheisoutdoors gear awards 
– the first winter version of the awards given to desig-
nated women’s gear. The jury will judge the products in
seven categories: outdoor professionals and expedition,
camping, hardware, footwear, apparel, snow sports and
girls, with all models being in store either in the win-
ter seasons 2021/22 or 2022/23. The registration for the
awards closes on Nov. 5, with an entry fee that can be
discounted by agencies submitting products for mul-
tiple brands or companies applying for multiple prod-
ucts. The award was initiated by a group of outdoor
professionals in summer 2021 and has a summer and a
winter edition every year. A jury of female industry spe-
cialists will test and evaluate all products, judging them
on functionality, quality, choice of materials, sustain-
ability, innovation, usability, target group and design.
The winners will be awarded during a mixed online and
in-person event in January 2022.  In the first edition,
Devold, Exped, Pyua, Norrøna, Wechsel, The North
Face and Salomon were awarded for their products.

Ingredient brand PrimaLoft has launched its first-ever 
consumer-facing image campaign under the headline 
“Seek the Unseen.” The new advertising spot wants to 
inspire users to recognize the surprising emotional 
moments in life that often pass unnoticed – just like 
the components of a garment that impact personal 
well-being and are not visible (like insulation). Shana 
Getchell, VP global brand building, commented: 

easily and posing a health risk to humans and animals. 
In 2014, Keen committed to eliminating PFCs from its 
supply chain, and in 2018 successfully transitioned its 
entire footwear line to PFC-free. This year, Keen dis-
closed its process to transition to PFC-free in its Green 
Paper: The Road to PFC Free Footwear, so that other 
brands can follow the same path more quickly and 
efficiently.  Each year, a team of experts from Good 
Housekeeping recognizes innovation and excellence 
with the award. In the 12-year history of the program, 
a team of Good Housekeeping Institute researchers, 
analysts and experts review thousands of submissions 
in 11 consumer product categories from brands across 
many industries, resulting in the prestigious award for 
7 brands.  Keen continues to aggressively seek inno-
vative solutions, including collecting and upcycling 
waste, to use the Earth’s resources wisely and reduce 
its overall impact on the planet.

After a year of collaborative development, nonprofit 
organization Textile Exchange and traceability plat-
form TextileGenesis are piloting a new industry track-
ing program called eTrackit. The new digital system 
for granular traceability creates material accounting of 
certified materials at the article level across the supply 
chain, enabling peer-to-peer validation and leveraging 
third-party certification bodies in the transaction veri-
fication process. The pilot program (said to provide an 
alternative to the PDF-based transaction certificates 
by tracking each product’s volume of certified material 
entirely online via e-tokens) is planned to be released in 
November at Textile Exchange’s annual global confer-
ence in Dublin. The first phase will focus on the Global 
Recycled Standard (GRS) and the Recycled Claim 
Standard (RCS). According to a joint statement of the 
partners, Textile Exchange wants to provide brands with 
the verified data they need with eTrackit, to make prod-
uct claims confidently.  Seven global brands, among 
them Tentree and VF Corp., will pilot the traceability 
system for GRS and RCS-certified materials across their 
supply chains. Participating certification bodies include 
Control Union, USB Certification, IDFL, Intertek and 
Bureau Veritas. After these pilots, scaling programs 
are planned to be designed to facilitate a rollout on a 
commercial level. The traceability system will be further 
expanded to cover the animal fiber standards, followed 
by the Organic Cotton Standard (OCS) in 2022. 

Adidas has integrated two new “My Shelter” styles 
in the Terrex outdoor collection for fall/winter 2021, 
designed in an industry-first collaboration with Parley 
for the Oceans and PrimaLoft, featuring woven 
shells made in part from recycled materials such as 
PrimaLoft Insulation x Parley Ocean Plastic. The 
insulation is made from plastic waste collected from 
remote islands, beaches and coastal areas before it can 
enter the ocean. The rest of the collection also includes 
a jacket and pants that are undyed to skip the pre-
treatment process of conventional dyeing technolo-
gies, just like the insulated hero pieces. For the material 
to achieve the same performance quality in its natural 
color as with dyeing technology, a post-treatment is 
required, but this still saves an average of 60 percent 
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impulse lectures and valuable space for cross-industry 
exchange.  Expert presentations and practical work-
shops in the IAPA Area in Hall B5 and in the Conference 
Area East, for example, offer an overview of the most 
important players and trends in the adventure park 
industry. Special innovations and developments will 
also have the chance to win an IAPA Innovation Award 
on the first evening of the show. Professor Dr. Marco 
Einhaus, head of department at BG Bau, will be giving 
a talk on both days on how to prevent accidents at work 
by using fall protection and anchoring equipment. 
Important impulses specifically in the area of route 
construction will be provided by the DAV events with 
Jan Zbranek, chief route builder of the International 
Federation of Sport Climbing (IFSC), and the experts 
for safe and health-sustainable route construction, 
Alexander Reichart and Julius Kerscher.  More info 
at www.vertical-pro.com. 

After the fifth edition of the bike show Sea Otter Europe 
Costa Brava-Girona was canceled last year due to Covid-
19, this year’s event, held from Sept. 24 to 26, exceeded 
all optimistic forecasts. According to the organizers, 
240 brands from 15 countries and around 45,000 visi-
tors from 50 countries were present “over three intense 
days.” Now the date for the sixth edition of the con-
sumer bike festival has now been set and Sea Otter 
Europe 2022 will be held again in Girona from Sept. 23 
to 25, maintaining the autumn date (the first four edi-
tions of this festival opened as the season in May) even 
post-pandemic. Since the major brands in the industry 
want to bring a wider range of bikes and accessories, 
plans are already underway for an expanded exhibi-
tion area. Not only the city of Girona but also the entire 
Costa Brava region has pledged its continued support. 
After all, the festival also ensures high hotel occupancy 
and brisk economic activity throughout the region.

+++ ASD Fausto Coppi on the road, the organiza-
tion that organizes the La Fausto Coppi interna-
tional cycling race in Cuneo (northwest Italy), has 
announced that the event will not take place in 2022 
“for operational reasons” +++ ASMAS informs that the 
deadline for exhibitors to register for sportsdays.ch 
winter 2022/23 (Dec. 13-14 in Zurich) is Oct. 29 +++

CSR & Sustainability

Climate solutions provider South Pole has awarded 
Equip Outdoor Technologies brands Rab and Lowe 
Alpine with its climate-neutral label for the second 
year running in 2021. South Pole’s team has been con-
sulting with the U.K. company on its climate journey 
since 2020, when Equip started offsetting its emis-
sions with South Pole as a partner and is officially cli-
mate neutral. After measuring the brand’s Scope 1, 2 
and 3 emissions, creating an emission reduction plan 
and investing in a portfolio of carbon credits to com-
pensate residual and unavoidable emissions, the com-
pany was awarded South Pole’s climate-neutral label 
for the second year running in 2021. Equip aims to be 
net zero by 2030, renew its status as a climate-neutral 
business and set ambitious carbon reduction targets 

“After significant investment in B2B-focused market-
ing efforts, PrimaLoft has achieved very high brand 
recognition within the primary industries we serve 
– outdoor sports, fashion, and home. However, after
extensive global research, we found that there is a
tremendous opportunity to grow PrimaLoft’s brand
awareness among consumers. This campaign is the
first dedicated, holistic consumer effort to introduce
PrimaLoft and begin to build an emotional connection
with our target group. The goal is to educate consum-
ers about not only the benefits of our materials but
also the brand’s belief and heritage rooted in elevating
both performance and sustainability.” The global cam-
paign for PrimaLoft insulation products is mainly run
with paid media on Instagram and Facebook, added
by influencer activations and regional PR projects. All
of the activations in the campaign link to the newly
revised website of the U.S. brand, www.primaloft.com.

+++ U.S.-based Alterra Mountain Company –
owner and operator of 15 year-round destinations, 
including the world’s largest heli-ski operation – 
and Dakine continue to expand their partnership 
with the launch of an exclusive, limited-edition 
Ikon Pass collection that includes the men’s and 
women’s Excursion Gloves and the Heli Pro 24L 
backpack +++ Vermont-based, family-owned man-
ufacturer Gordini is celebrating its 65th anniversary 
this year and has collaborated with two of its ath-
letes, Rafael Pease and Julian Carr, to design a line 
of sustainable gloves for its autumn 2021 collection, 
featuring materials like PrimaLoft Gold insulation 
and Schoeller Keprotec palms +++ CamelBak has 
introduced a new Bike Commuting backpack line 
with the M.U.L.E. Commute 22-liter and H.A.W.G. 
Commute 30-liter models, with technical features 
such as weatherproof protection, high reflectiv-
ity and breathability, and easy access +++ A tech-
nical Supreme x The North Face autumn 2021 
collection was launched worldwide on Oct. 21 on 
the Supreme website +++ Marmot, in collabora-
tion with REI Co-op Studios and Bedrock Film 
Works, has released What’s In A Name, a short 
film directed by Jules Jimreivat that addresses 
discrimination and racism in American climbing 
culture and route names +++ Professional back-
country skier and storyteller Brody Leven has 
joined Fischer Sports US team of athletes +++ 
Norwegian brand Norrøna has signed two-time 
world champion extreme skier and ski mountain-
eering pioneer Chris Davenport as the newest 
member of its mountain athletes team +++

Trade Shows & Other Events

Established companies and newcomers from the indoor 
and outdoor climbing industry as well as rope and 
belay technology will form the core of the new Vertical 
Pro trade show on Nov. 19 and 20 in Friedrichshafen. 
In cooperation with the German Alpine Association 
(DAV), the climbing hall meeting “Halls & Walls” is also 
a central component of the show and the extensive 
lecture program offers a variety of panel discussions, 
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drawn from science-based target methodology (SBTi) 
as stated in the sustainability report published recently.

Lenzing Group, the Austria-based provider of branded 
ingredients Tencel, Lenzing Ecovero and Veocel, 
has just received new scientific proof of its product’s 
biodegradability.  Results of experiments conducted 
by the University of California’s Scripps Institution 
of Oceanography (SIO) in San Diego published in 
October confirmed that wood-based cellulosic fibers 
biodegrade in the ocean within a short period of time 
at the end of their lifecycle, making them an alterna-
tive to fossil-based fibers. In the study, SIO compared 
the degradation processes of nonwovens made from 
fossil-based synthetics such as polyester with those 
of cellulosic materials such as Lenzing’s wood-based 
lyocell, modal and viscose fibers in specific scenarios 
under real oceanic conditions and controlled aquaria 
conditions. The results showed the wood-based cellu-
losic fully biodegraded within 30 days, while the fossil-
based fibers tested were practically unchanged after 
more than 200 days. The research was the result of an 
independent project trying to understand the “end-
of-life” scenarios for textiles and nonwovens discarded 
in the environment. The biodegradability of Lenzing 
fibers was also tested in the laboratory of Organic 
Waste Systems (OWS) in Belgium, which showed 
data confirmed by those found at Scripps.  Certificates 
from the certification organization TÜV Austria show 
that the Lenzing fibers tested to biodegrade in all test 
environments (soil, industrial composting, home com-
posting, fresh water and marine water) within the time 
frames set by the applicable standards.

Nilit, a global supplier of 6.6 nylons and owner of the 
Sensil brand, has announced its new engagement 
in the Blue Resilience Initiative, a project led by the 
Ocean Foundation that works to safeguard and rees-
tablish ocean meadows and other marine habitats 
under threat.  According to a company release, Nilit’s 
total product sustainability program already involves 
multiple projects to reduce CO2 emissions and protect 
the oceans. The company (also part of the upcoming 
Performance Days Loop in Munich) implemented the 
latest energy technologies at its manufacturing plants 
worldwide and reduced CO2 emissions by 40 percent 
at its main facility in Israel. With the ongoing expansion 
of the Sensil nylon products that specifically address 
reduced greenhouse gas emissions and ecosystem 
effects, Nilit follows its agenda published earlier in its 
company sustainability report. The company’s most 
recent new product introduction, Sensil BioCare, is 
made with a special additive that accelerates biodegra-
dation to reduce textile microplastics buildup in marine 
environments during use and after. ASTM 6691 testing 
of the fiber by an independent laboratory showed bio-
degradation of about 40 percent in 500 days.

According to a press release published from Teijin 
Frontier Co. Ltd (the fiber and product processing 
company of Teijin Group), Teijin Polyester (Thailand) 
Ltd. (TPL), the company whose core business is the 
production of polyester fibers, is setting up a plant to 
convert used domestic plastic bottles into recycled 

polyester chips. The new facility is scheduled to start 
operations in January 2022 and has a planned capac-
ity of 7,000 tons of recycled polyester chips per year 
by fiscal 2025.  Teijin Frontier says it will install clean-
ing equipment and re-pelletizing machines to remove 
foreign material from the PET bottles. TPL will use 
Teijin Frontier’s quality control technologies to con-
vert Thai plastic bottles into recycled polyester chips 
for the production of polyester filament. The raw yarn 
produced at TPL will then be used for Teijin Frontier’s 
Ecopet recycled filament yarn. Due to the significant 
increase in demand for recycled as well as staple poly-
ester fibers, the group had been increasing its efforts 
to source recycled raw materials. To eliminate envi-
ronmentally harmful long-distance transport and 
optimize processes, Teijin was looking for suppliers 
of recycled polyester raw materials in its wider vicin-
ity, but it was not possible to obtain stable and high-
quality bottle flakes from or near Thailand, where its 
main plants are located. However, with the new facil-
ity and appropriate cleaning equipment, Teijin now 
wants to promote the recycling of used PET bottles 
from Thailand.

The online public voting for the next projects sup-
ported by the European Outdoor Conservation 
Association (EOCA) is now open. In line with EOCA’s 
current two-year focus, all 17 projects on the shortlist 
are tackling biodiversity loss in extraordinary land-
scapes worldwide. They were picked from nearly 250 
applications that the EOCA received during the last 
funding round (two of which are run every year), fol-
lowing a thorough assessment process.  Catherine 
Savidge, joint GM of EOCA, underlines the relevance 
of the current project focus: ”Right now, COP 15 is tak-
ing place in China, where governments are meeting to 
agree on a new set of goals to address the deteriora-
tion of nature and biodiversity worldwide. With healthy 
habitats vital for the planet’s health, EOCA is calling for 
ambitious goals to be set at that conference through 
its partnership with Business for Nature. At the same 
time, it is also, once again, funding vital, on the ground, 
conservation work around the world, to tackle this real 
threat of loss of biodiversity, thanks to the funding 
made available by its members.” The 17 projects are 
divided into three categories: Forest, Water and Wild 
Places, depending on where the majority of the proj-
ect work is located. The public online vote is held from 
Oct. 15-29, in which outdoor enthusiasts and nature 
lovers are asked to take part to choose which of the 
shortlisted projects will receive funding. Participants 
can vote once in each category per electronic device 
by going to eocaconservation.org and clicking on the 
green ’Vote Now!’ button.

+++ 3M will be included in the Gender Diversity 
Index ETF by State Street Global Advisors (SSGA), 
a select group of large-scale U.S. companies that 
are closing gender gaps and advancing women 
through gender diversity +++ Deckers Brands, 
owner of Teva, Sanuk and Hoka, has held its third 
Art of Kindness (AOK) week of volunteering in 
local communities, with 4,300 hours worked at 317 
organizations by Deckers employees +++
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Classified Advertising SB - Sports Brokers Ltd assists Brands finding the right distribu-
tor, sales agent or agencies. 
Sports Brokers Ltd is the leading B2B search consultancy specia-
lizing in the sporting goods industry.  Brands looking for new roads 
to a specific market should contact SB. Through our unique database, 
which has been developed specifically for the European sporting goods 
industry, we are able to profile client needs and distributor skills, 
marrying them with exceptional accuracy in any European country. 
SB is ISO 9001 certified, which guarantees consistent quality. SB 
operates globally from HQ in England with regional offices in Germany, 
Russia and China.
SB is sister company of ISM Search (www.ismsearch.com), founded 
in 1986. +30 years of experience ensures that our market intelli-
gence and product knowledge, together with our strong culture of 
integrity and confidentiality is widely respected throughout our 
industry. 
Please contact us at UK Head Office:
Finn Carlsen finn@spobro.com
Charlotte Steadman charlotte@spobro.com
www.spobro.com 

ISM Search Ltd is the leading executive search consultancy specia-
lising in the global sporting goods and outdoor markets. Thanks to our 
Database and modern search methods ISM guarantees to locate the 
candidate who will be accepted by the client to fill the vacant position. 
ISM recognises the natural ability and potential of every candidate. 
ISM database includes highly qualified, very senior leaders but also 
younger high performers. The database has been developed over 30 
years to meet the demands in the sporting goods industry and has no 
comparable competitor.
Founded in 1986, +30 years of experience ensures that our mar-
ket intelligence and product knowledge, together with our strong 
culture of integrity and confidentiality, are widely respected throu-
ghout our industry.
ISM is ISO 9001 certified, which guarantees consistent quality.  ISM 
operates globally with HQ in England and regional offices in Germany, 
Russia and China. 
Please contact us at the UK Head Office: 
Finn Carlsen finn@ismsearch.com
Charlotte Steadman charlotte@ismsearch.com
www.ismsearch.com

 
One of Norway’s most recognized sales agents for outdoor equipment 
is seeking additional brands.
Jarbeaux is an independent sales agency with 20 years of experience 
in the Norwegian sports and outdoor segment. We have developed our 
current brands – Osprey (backpacks), Hilleberg (tents), HydroFlask 
(insulated bottles and cups) and AKU (hiking shoes) to become strong 
and highly recognized brands in the Norwegian outdoor market with 
significant commercial successes.
Our policy is to represent quality brands and products that we can 
whole-heartedly sell to the market and we have a proven track record of 
stone-on-stone brand building for a sustainable and growth and long-
term return on investment. 
“Jarbeaux is the place where strong brands meet and grow” 
Check us out at
www.jarbeaux.com

 M & A BROKERS
Global Sports Investors Ltd (GSI) are M&A Brokers.
GSI introduces Sellers to Buyers and Buyers to Sellers.
You may be searching for new Investors because your shareholders 
wish to sell their shares. You may be searching for new Brands or 
Retailers to purchase and develop. Whatever the reason, GSI unders-
tands the sensitivity and will be pleased to assist you. 
GSI was founded in 2014 by Ted Ivens, who was one of the leading 
International Head-hunters in the Sporting Goods industry, with world-
class Clients in every sector.
Ted Ivens was recently elected a Fellow of the Chartered Institute of 
Marketing (FCIM) and has extensive knowledge, expertise and unders-
tanding of the global Sporting Goods, Outdoor and Sport-Fashion mar-
kets. 
Every GSI Contract is based on Success Fees and guarantees 100% 
Client Confidentiality. 
Please contact Ted Ivens, CEO Global Sports Investors Ltd, Reigate, 
UK            
tedivens@gsi.ltd    +447803 616777     www.gsi.ltd
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