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Climbing Companies Push Boundaries...  
The climbing segment at Outdoor Retailer Summer 
Market 2009 saw new product releases along ex-
pected themes:  lighter weight, increased durability, 
improved ergonomics, and reduced environmental 
footprint.  Despite the troubled economic present 
and uncertain future, some brands are planning 
large new product releases for Spring 2010, reflect-
ing extensive research and new product develop-
ment, while others have emphasized redesigns of 
existing successful products. 

“It's a little bit like accelerating into a turn,” said 
Kim Miller, CEO of SCARPA North America.  “We think this is actually a good 
time to give retailers some great new technology to show – and to sell – in 
their stores. We can wait and see what happens, or we try to affect what 
happens, and we chose the latter – to be more proactive.” 

“New product development is always a high priority for us and market condi-
tions don't change that.  If anything, development becomes more important 
during tight economic conditions. When business can't grow from increases 
in market size, new product offerings are the best way to drive growth,” said 
Jim Karn, director of product development with Metolius Climbing. 

In footwear, the primary stories for 2010 are light, durable, and green. 
Highlights from Scarpa include the Epic, a lightweight, multi-purpose hike/
approach/light backpacking shoe reflecting Scarpa's new “Planet Friendly” 
initiative, which includes the use of an additive that helps EVA midsoles 
break down in landfills 50 times faster than standard EVA, as well as the 
emphasis of recycled materials in construction. 

In addition, Scarpa's rock shoe line has been completely overhauled and 
redesigned for Spring 2010, reflecting the third season with Heinz Mariacher 
as climbing line manager.  Taking advantage of new rubber formulas and 
new upper designs, highlights of the line include the Vapor series, with a 
lace-up in Vibram XSEdge, and Velcro and slipper models using Vibram's 
new XSGrip 2.  The Instinct line features the Vibram XSGrip 2 rubber, in a 
performance-oriented lace-up for dialed in fit, and a slipper for sensitivity.       

Continued >>> 
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Market Report Market Movers 

Company 8/21 8/14 +/- 

LaFuma 11.50 8.80 30.7% 
Zumiez 14.00 12.44 12.5% 

Big 5 SG 14.65 13.23 10.7% 

Crocs 6.95 6.32 10.0% 

Dick's SG 21.73 20.10 8.1% 

Blks Lsure 46.70 48.40 -3.5% 

Spt Chalet 2.97 3.10 -4.1% 

Dorel Ind. 24.00 25.62 -6.3% 

Index 8/21 8/14 +/- 

BOSS 1,116.36  1,099.64  1.5% 
Vendors 1,285.20  1,275.77  0.7% 

App/FW 999.54  983.43  1.6% 

Hardlines 1,313.79  1,307.71  0.5% 

Retail 911.77  900.69  1.2% 

SEW 1,277.72  1,304.67  -2.1% 

S&P 500 1,026.13  1,004.09  2.2% 

Dow Ind. 9,505.96  9,321.40  2.0% 
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Vibram's XSEdge made its debut on La Sportiva's currently available and 
much heralded TC Pro, a high-top, all day climbing shoe developed in collabo-
ration with climber Tommy Caldwell.  According to LaSportiva, the TC Pro has 
been selling like hotcakes, to widespread positive user reviews.  “The success 
of the TC Pro shows us that people are looking for the ultimate all day free 
climbing shoe,” said Jonathan Lantz, president of La Sportiva North America.  
“Also, it’s a great indicator that people are willing to try new innovative prod-
ucts at a time when they may not opt for more of the same.”  

La Sportiva's Spring 2010 line features a lace-up version of its popular Katana 
rock shoe with Vibram XSEdge rubber and a fast lacing system for a precise 
fit, and a more eco-conscious line of hiking shoes emphasizing recycled and 
“no net waste” components. 

Another return-of-the-high-top release is Five Ten's Grandstone, a stiff-soled, 
lace-up Stealth C4 model.  "Making a high-top is a labor of love for 5.10," said 
Charles Cole, president and founder of Five Ten.  "Our research, which com-
bines interviews with our retail partners and our team of athletes, who are our 
eyes and ears at the crags, suggests that more and more climbers are inter-
ested in taking that step out of the gym, or away from the boulders."  He con-
tinued, "I think adventure is increasingly more important in people's lives, and 
there's little more adventurous than starting up a traditional crack climb and 
watching your feet and hands disappear into the rock.  Once people have ac-
tually done a foot jam, getting a high top is a no-brainer.  While the market 
for high tops is much smaller than, say, entry-level gym shoes, the category is 
integral to 5.10's DNA." 

Evolv's line features several redesigns for Spring 2010, including the popular 
and award-winning women’s Rockstar model with a new perforated upper for 
improved fit and breathability. The new Kaos II is intended for intermediate 
climbers, with a perforated synthetic upper for breathability and comfort, and 
a sensitive half-length midsole for performance. 

Highlights of the Mammut new product introductions include the Trion Light 
28 pack, a 28-liter ultra-lightweight mountaineering backpack.  Built for the 
light and fast crowd, this pack features a removable waterproof liner which 
serves two purposes:  keeping the pack's load dry when inside the bag; or, as 
an extra “dry” bag for stashing gear in between climbing days or other water-
proof storage needs.  Also new for spring is the Element Key-Lock Express 
quickdraw featuring an “indicator” dogbone which employs different colored 
fabrics in the core and sheath to show damage to the dogbone with appear-
ance of red fabric. 

In other pack news, Black Diamond unveiled a new line of backpacks for ac-
tive endeavors including a range from light and fast day hikers to packs de-
signed for a six-month thru-hike.  Black Diamond’s “Active Fit Design” includes 
hipbelts and shoulder straps designed to move with the wearer, for unre-
stricted motion and customizable fit. 

In hard goods, expect to see a new generation of Petzl headlamps this fall, 
with new LED technology, and models including red lighting for use as safety 
lights or at night when bright white lighting might not be necessary.   

The new Petzl women’s-specific ELIA helmet slated for Spring 2010 is getting 
attention for its “pony-tail cutout.” Men and women alike are excited about the 
twin side adjustments as opposed to the traditional single rear adjustment.  
The ELIA features a lightweight, ventilated ABS shell and narrow polyester 
webbing straps for increased comfort.  “The ELIA is the first helmet designed 
for women from the ground up.  No shortcuts were taken,”  said Eric Wynn, 
Communication Manager for PETZL America. “Women represent a continually 
growing percentage of rock climbers, and PETZL wants to address their needs 
with specific gear.”      Continued Page 3 >>> 
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Whooha Gear has also stepped into the “women's spe-
cific” segment with a new climbing and bouldering-
oriented line of women's t-shirts.  “Active outdoor lovers 
are becoming involved in climbing as another way to 
enjoy the world around them,” said Julie Conner, co-
owner of Whooha Gear.  “We are responding to the cur-
rent demand of women climbers, but doing so because 
we anticipate that the growth of women in climbing – 
like so many other sports – is going to continue.” 

For climbing gearheads at ORSM, the talk of the show 
was the DMM Dragon line of cams, which is distributed 
by Excalibur DMM in North America.  After feedback on 
their second prototypes, DMM is gearing up for produc-
tion of this dual-axle camming device design and an an-
ticipated release date of Spring 2010.  The Dragon line 
is intended to offer a good range and smooth trigger 
action which will compete with the Black Diamond 
Camalot line.  Chris Rowlands, brand manager and ex-
port climbing manager for DMM International, described 
DMM’s competitive strategy as “aiming to improve the 
design by reducing weight, keeping a 13.75 camming 
angle, and using the extendable dyneema sling already 
used on our current camming units to create a unit with 
the very best features for a variety of styles.” 

In other spring-loaded camming device news, Metolius 
announced the release of its much-anticipated Offset 
Master Cam to rival CCH Alien Hybrid offset units.  
Other product releases included several redesigned 
training products including the Simulator 3D hangboard, 
the Project board, and redesigned Rock Rings 3D mod-
eled using new software rather than hand-carving, to 
improve symmetry and ergonomics. 

The Metolius line also includes a new lightweight Long 
Draw line for Fall 2009, featuring 12”, 16” and 20” long 
dogbone-style slings with ultralight FS Mini or light-
weight Inferno carabiners for climbers who prefer dog-
bone-style draws to sling-and-carabiner slow-draws or 
over-the-shoulder slings.  The FS Mini Long draws weigh 
in at 61-67 grams -- just about half the weight of a tra-
ditional Alpine style draw with equivalent strength. 

“The solution is amazingly simple and effective.  It's one 
of those things that's obvious after you use it once, just 
like when Jim Bridwell invented the original quick draw 
40 years ago.  Long Draws are easier to rack, easier to 
access, easier to deploy and easier to transfer at lead 
changes,” said Jim Karn, director of product develop-
ment at Metolius. 

Mad Rock's lineup includes a variety of new and redes-
igned rock shoe models, and a new tube-style belay de-
vice, the Aviator.  Built to accommodate ropes sized 8-
11 mm, with a lightweight aluminum body designed to 
improve heat dissipation, the Aviatar aims to improves 
on other similar designs meant for use for belaying off a 
harness or bringing up a second off an anchor, with its 
removable spring to prevent the device from locking 
when paying out rope.   

The device also features a “fin” which can be used to 
modulate speed while lowering or descending. 

CAMP USA's Spring offerings in the Cassin line also in-
cludes two new tuber-style belay devices, the Piu and 
Piu 2, designed to reduce jamming compared to devices 
with v-slots, and to be more gentle on ropes than thin-
ner-walled devices.  The CAMP USA / Cassin lineup also 
includes six new ice axes and four new crampon models. 

Among the new releases from Omega Pacific is the 
Dash, a lightweight, full-strength wiregate carabiner with 
nearly an inch of gate clearance and a weight of just 34 
grams.  "Although the climbing market has seen a few 
unique featherweight carabiners recently, we felt we 
could do a better job creating a lightweight carabiner 
while maintaining a significant gate opening and pre-
serving the integrity of the frame. UIAA standards are 
the minimum, and we're pleased that the Dash has a 3 
Sigma strength rating well over 25 kN - that exceeds 
many popular belay biners. It's also Iso Cold Forged, 
made in America, and named after the unforgettable 
Micah Dash. He was a good friend, a great climbing part-
ner, and a dependable performer in all kinds of crazy 
climbing scenerios. He matches this carabiner perfectly,” 
said Jon Jonckers, sales and marketing associate at 
Omega Pacific. 

Finally, in ropes, Millet announced the Low Impact Tri-
axiale rope, a 10mm, 70 meter rope designed with 25% 
more cover mass in the sheath, for longer lifespan.  Two 
thirds of the threads in the rope don’t undergo coloring, 
leading to a 66% energy saving on those threads and 
less waste water to treat after the dying process.  Addi-
tional energy savings is obtained by not polymerizing the 
rope, so this rope is suitable for dry conditions.  The 
packaging keeps with Millet’s low impact goal, with a 
simple folding box and one color printing. 

The mood in and around the Climbing Zone was largely 
optimistic, festive and warm, but not without reflection 
on the year's losses in this close-knit community. With 
several high profile deaths in the climbing community 
this year, the mood would have been dampened regard-
less of the business environment. In booths and at 
events, there were many somber moments spent among 
friends, sharing memories and concern about climbers 
lost, and the people they've left behind. 

Overall, the outlook in the climbing segment is optimis-
tic.  “People are still being thrifty, although our custom-
ers have always been pretty thrifty,” commented Chad 
Willems, manager of Second Ascent, a gear shop in Bal-
lard, WA.  “Backpacking and climbing hardgoods have 
been very strong this summer.  I was surprised by the 
growth in the climbing segment this summer, but don't 
see any reason it should stop.” 

And the Market Recovers From the Downturn... 

Contributing Editor Sara Lingafelter is a lawyer, climber, 
and writer. Also known as The Climber Girl, she founded 
and blogs often at: www.RockClimberGirl.com.   
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* at quarter-end 

Easton-Bell Sports 
Second Quarter Results 

(in $ millions) 2009 2008 Change 

Total Sales $187.3  $220.8  -15.2% 

Gross  Margin 32.3% 36.9% -460 bps 

SG&A 22.6% 20.8% +170 bps 

Net Income $3.9  $15.5  -74.8% 

Inventories** $140.0  $115.7  +21.0% 

Accts Rec** $226.9  $243.7  -6.9% 

Team Sports $110.8 $132.3 -23.2% 

Action Sports $86.5 $88.5 -2.3% 

Following up on a respectable first quarter that saw revenues boosted 
by strength from football and hockey equipment, Easton-Bell Sports, 
Inc. reverted back to the red for the second quarter on struggling 
team sports sales.  

The Van Nuys, CA-based sporting good manufacturer reported double-
digit weakness in revenues for the quarter on a 23.8% plunge from its 
team sports segment, which fell to $110.8 million from $132.3 million 
in the year-ago period. Management said the team segment suffered 
from a decline in sales of baseball and softball bats, a decline in foot-
ball equipment and the effect of a stronger dollar on hockey sales in 
Canada and Europe. 

In a conference call with analysts, Easton management said high-
margin baseball and softball bats had taken a significant hit in the 
quarter as consumers continued to trade down for more conservatively 
priced diamond sports equipment. Operating profit in the team seg-
ment fell to $37.9 million compared to $57.1 million a year ago, im-
pacted by a higher consumer concentration on mid and lower price 
points, closeout sales of baseball and softball equipment, higher 
sourced finished goods costs, and the stronger dollar. 

To combat slipping diamond sports sales and cater to a more conser-
vative consumer base, Easton recently released the Matrix line of bats, 
which management said was priced in the more moderate $199-$399 
range and have been “received favorably” in the market. Easton also 
released the Natural Elite glove line, which is priced between $69 and 
$79 and is seeing positive sell-through at the big-box level. 

Easton-Bell’s action sports segment slipped 2.3% to $86.5 million 
from $88.5 million a year ago as soft demand for high-end bicycles 
resulted in a drop in sales of cycling components in the OEM market. 
Management added that a decrease in sales of power sports helmets 
was partially offset by increasing sales of snow sports helmets and the 
success of the company’s recently introduced cycling glove line within 
its Giro brand.  Cycling helmets and accessories were relatively flat 
overall.  Profits for the action sports segment slid to $22.5 million from 
$24.3 million due to consumer trade-down, sales of product purchased 
prior to renegotiating supplier prices, closeout sales of obsolete inven-
tory and the stronger dollar. 

Crocs Settles Lawsuit with Australian Shoe Concern... 

Crocs and Australia Unlimited, maker of the NothinZ lightweight ergonomic clog, agreed to settle all outstanding liti-
gation between the parties by filing for dismissal of all claims and counterclaims. 

The settlement between the two shoemakers comes four years after Crocs filed complaints against several compa-
nies, including Australia Unlimited, contending the companies were infringing on Crocs' patents for lightweight resin 
clogs. Kent small businessman Jim Klavano, president of Australia Unlimited, then countersued Crocs. 

Klavano said in a statement that he is satisfied with the recent resolution. From the beginning he said he's asserted 
his company never violated any patents and that he sells a unique product designed for performance and comfort. 

"We will continue to market our unique, patented diamond clogs and shock-absorbing footwear worldwide," he said. 
"Australia Unlimited's NothinZ brand offers a distinctive ergonomic, correct fit design with thick, rebounding heels 
and melting arches." 

With the settlement, Klavano said he's eager to get his NothinZ brand lightweight clogs into the hands of people for 
whom these shoes can really do some good. "We plan to service our niche in the market for a long time," he said. 

The agreement was filed Aug. 5 in the U.S. District Court in Colorado, case number 07-cv-00221-MSK-MJW. The 
terms of the agreement were not disclosed.  

Inventories were up $24.3 million as of the 
end of the quarter, with the increase offset 
by a $19.3 million spike in accounts pay-
able as the company continues to focus on 
vendor leverage to finance a piece of its 
working capital. The inventory increase 
was primarily due to Easton’s football, cy-
cling and hockey businesses. 

While the company doesn’t issue forward-
looking estimates, CFO Mark Tripp noted a 
contingency plan the company has initi-
ated to protect against potential sales de-
clines. The plan involves the company tak-
ing further steps to address a growing con-
sumer segment that is trading down in 
price points. 

Easton-Bell Sports Sees Q2 Earnings, Sales Fall on Weakness from Team Sports... 
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The inventory per square foot was down 
5.5% at quarter-end as compared to the 
end of the second quarter 2008. Clearance 
inventory was said to be down about 7% 
versus last year at the same time. 

At the end of the second quarter, DKS op-
erated 409 Dick's Sporting Goods stores, 
with 22.7 million-square-feet; and 91 Golf 
Galaxy stores, with 1.5 million-square-
feet. New store productivity for the second 
quarter was 72.5% -- up from 69.4% in 
Q2 last year -- and includes Dick's Sport-
ing Goods stores only.   Asked by an ana-
lyst if the established Chick’s Sporting 
Goods stores converted to DSG formats 
had a positive impact on the new store 
productivity, management quipped that “it 
didn’t hurt.”  DKS also opened two new 
DSG stores in SoCal in addition to the con-
verted CSG stores. 

DKS will open six new DSG stores in for-
mer Joe’s Sports & Outdoors locations in 
Oregon.  Management said they would an-
ticipate at least 31 stores in the North-
west, the number of stores Joe’s had at 
liquidation. 

For 2010, DKS expects to open at least 24 
Dick's Sporting Goods stores and approxi-
mately five new Golf Galaxy stores. They 
are also be consolidating our corporate 
offices into a single new facility that has 
been under development for approximately 
two years.   

Dick's Sporting Goods, Inc. exceeded both its internal plan and ana-
lysts expectations for the fiscal second quarter ended August 1, but 
still sees a challenging road ahead for the remainder of the year.  Still, 
the stronger-than-expected results for Q2 has prompted the retailer to 
increase its annual earnings estimates and the expected same-store 
sales for 2009. 

DKS now anticipates reporting consolidated earnings per diluted share 
of approximately 4 cents to 7 cents per share in the third quarter of 
2009, compared to 5 cents per chare reported in Q3 last year.  Com-
parable store sales are expected to decrease approximately 6% to 4% 
on top of a 2.8% decrease in the third quarter last year. 

For the full year Dick’s SG now estimates consolidated earnings per 
diluted share of approximately 97 cents to $1.02 in 2009 compared to 
a net loss of 36 cents per diluted share in 2008.  Excluding one-time 
charges and other costs for both years, DKS sees diluted EPS in the 
range of approximately $1.02 to 1.07 in 2009 compared to earnings 
per diluted share of $1.15 in the fiscal 2008. 

Full year comp store sales are expected to decrease approximately 5% 
to 4% compared to a 4.8% decrease in 2008. 

Dick’s reported net sales increased by 3.7% to $1.13 billion for the 
second quarter, due primarily to the opening of new stores and the 
addition of e-commerce sales, partially offset by a 4.1% decrease in 
comparable store sales. The 4.1% consolidated same-store sales de-
cline consisted of a 3.2% decrease in Dick's Sporting Goods stores and 
an 11.1% decline in the Golf Galaxy stores.  Transactions comped 
down 1.3% and the ticket decline was 1.9%. The increase in e-
commerce sales, which were estimated to be “less than 2%” of total 
sales, was due to the shift from a business model that was run by GSI 
Commerce to one that is now fully in-house with DKS. 

Management said the comp store sales decline at DSG stores was 
driven in part a 1.3% decline in transactions and 1.9% decline in sales 
per transactions. Cannibalization impacted comps by less than 1%. 

Company Chairman and CEO Ed Stack said the gun and ammunition 
business continues to be positive and said they were “pleased about 
the whole outdoor category,” including water sports.  He also said 
camping also performed well.  The footwear business was described as 
“better-than-anticipated,” but still was “slightly negative” on a comp 
basis. Apparel was also described as “slightly negative” but better-
than-anticipated.  Surprisingly, the golf business in the DSG stores 
apparently comped better than the overall DSG store. 

Stack said that in 200 stores they have reallocated some additional 
space to the bike business and have taken some space out of fitness 
and moved the tennis area over there, there fore giving more space 
for our team sports area. 

When discussing the Chick’s store conversions and the SoCal business 
in general, Stack said the footwear business has been pretty good and 
the team sports business has been good. He said they have scaled 
back some other aspects of the concept, suggesting the “beach busi-
ness isn't nearly what it was under the Chick's management team.” 

Second quarter consolidated gross margins declined 190 basis points 
to 27.5% of sales, primarily due to a 120 basis point decrease in the 
merchandise margin and the de-leveraging of fixed costs. The mer-
chandise margin decline was primarily driven by clearance activity at 
the Golf Galaxy stores and promotions at DSG stores. 

Dick’s Sporting Goods Raises Guidance after Exceeding Q2 Expectations... 

*at quarter-end 

Dick’s Sporting Goods, Inc.  
First Quarter Results 

(in $ millions) 2009 2008 Change 

Total Sales $1,127  $1,086  +3.7% 

GM %  27.5% 29.4% -190 bps 

Net Income $38.9  $39.9  -2.5% 

Diluted EPS 33¢ 34¢ -2.9% 

Inventory* $944.9  $912.6  +3.5% 

Comp Sales -3.7%  -4.1% 

SG&A 21.2% 21.9% -70 bps 

Dick’s SG -3.2% -3.7%  

Golf Galaxy -11.1% n/a  
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CPSC Exempts Certain Children’s 
Products from Mandatory Lead 
Testing... 

According to OIA’s government affairs team, the 
Consumer Product Safety Commission released 
its final rule concerning children’s products that 
are exempt from the lead testing requirement 
as laid out in the Consumer Product Safety Im-
provement Act (CPSIA). This ruling significantly 
impacts sporting goods apparel and equipment 
manufacturers in that burdensome lead testing 
processes are no longer required on certain 
products. 

Products that are exempt from testing include: 
textiles - excluding after-treatment applications, 
wood, paper and similar materials made from 
wood or other cellulosic fiber, semiprecious 
gemstones and other minerals, certain CMYK 
process printing inks, surgical steel and other 
stainless steel, and certain precious metals. 

In the ruling, the CPSC mentioned that although 
the materials listed above are not subject to 
lead testing, they must still comply with the 
applicable lead limits prescribed in Section 101 
(a) of the CPSIA. 

 

GE Capital Provides $50 Million 
Plan of Reorganization to Sports-
man’s Warehouse... 

GE Capital, Corporate Finance has provided a 
$50 million plan of reorganization credit facility 
to Sportsman’s Warehouse, an outdoor sporting 
goods retailer. The loan was used upon the 
company’s recent emergence from Chapter 11 
to refinance the $85 million debtor-in-
possession financing GE Capital provided the 
company in March. 

Based in Midvale, UT, Sportsman’s Warehouse 
sells equipment, apparel, footwear and accesso-
ries for hunting, fishing and camping. 

“GE has worked with our company as we’ve 
reorganized and continues to provide the capital 
required to help meet our objectives,” said 
Kevan Talbot, CFO of Sportsman’s. “We appreci-
ate having a lender with in-depth retail exper-
tise.” 

 

Backwoods to Open New Store… 

Backwoods will celebrate the opening of their 
9th retail store and first Missouri location at The 
Meadows at Lake Saint Louis. This new location 
will be a 10,000 square foot out-parcel store. 
Ten percent of the weekend sales go directly to 
Big Brothers Big Sisters of Eastern Missouri. 

An exclusive media event will be held on Friday, 
August 28th with "St. Louis Dignitaries," and 
a VIP Reception. The grand opening to teh pub-
lic will be held on Saturday, August 29th – Sun-
day, August 30th. 

U.S. Bicycle Route System Gains Grants...  

Adventure Cycling Association received three new grants in support of 
the organization's work to establish an official United States Bicycle 
Route System (USBRS). The grants will enable Adventure Cycling to 
continue its organizing and cartographic work with federal and state 
agencies and nonprofits to establish what could become the largest 
national cycling route network on the planet. 

"There is tremendous excitement about this project among the 
states," said Ginny Sullivan, Adventure Cycling's project director on 
the USBRS. "We have been contacted by 23 states so far that are in-
terested in establishing interstate, inter-city bicycle routes." 
The grants were provided by: the SRAM Cycling Fund ($30,000), es-
tablished by the bike component maker SRAM to support committed 
national advocacy efforts that enhance cycling infrastructure, safety 
and access; the Surdna Foundation ($15,000), a grant-making foun-
dation based in New York which is interested in fostering catalytic, 
entrepreneurial programs that offer viable solutions in the fields of the 
environment, community revitalization, effective citizenry, the arts 
and nonprofits; and the Lazar Foundation ($10,000), based in Port-
land, Oregon, and dedicated to funding innovative and strategic pro-
jects that protect the environment.  

Increased Park Visits Help Local Economies...  

America’s national parks are seeing more visitors in 2009 than a year 
earlier, according to visitation information collected by the National 
Park Service (NPS). In the first half of 2009, all national parks com-
bined experienced 127.7 million visits, an increase of nearly 4.5 mil-
lion visits over the same period in 2008. In June alone, visitation to 
national parks increased by over 718,000 visits from 2008 to 2009. 

Earlier this year, Secretary of the Interior Salazar announced that the 
National Park Service would be offering three “fee free weekends” in 
2009. President Obama and his family will be visiting Yellowstone Na-
tional Park and Grand Canyon National Park this weekend, which is the 
third fee-free weekend of the summer.  

National Parks serve as primary economic generators in local communi-
ties across America. Each year, park visitors spend $11 billion in local 
economies, supporting 213,000 jobs in gateway communities, including 
54,000 jobs in the hotel and restaurant sectors, 23,000 jobs in retail, and 
18,000 in amusements sectors. In addition, the NPS has nearly 600 con-
cessioners at 120 different sites, employing over 25,000 people. 

Sutton Bacon, President and CEO of Nantahala Outdoor Center near 
Smokey Mountain National Park in North Carolina, told BOSS that NOC 
has seen a rise in visitors & rafting guests that mirrors the rise in visi-
tation that National Parks have seen over this summer.  “With activi-
ties in and around Great Smoky Mountains National Park, Nantahala 
National Forest, Cherokee National Forest, Pisgah National Forest, 
Sumter National Forest and Chattahoochee National Forest, we take 
guests into National Public Lands in every activity that we offer. We 
are extremely pleased with our numbers over the past couple of 
months as the "staycation" mindset seems to have directly impacted 
our success over the summer season. ” 

To stimulate additional economic activity and to protect the national 
parks for future generations, the Department of the Interior is invest-
ing $750 million in nearly 800 projects through the American Recovery 
and Reinvestment Act. Additional funding through the Federal Highway 
Administration will improve park roads for millions of visitors. 
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Head NV Sees Slowing Winter Sports Sales and Bookings... 

* at quarter-end 

Head N.V.  
Second Quarter Results 

(in US $ millions)  2009 2008 € Chg 

Total Sales $78.0  $87.9  +1.9% 

Europe $48.3  $55.9  -0.8% 

N. America $26.9  $28.0  +10.6% 

Rest of World $2.8  $4.1  -21.3% 

Winter Sports $8.9  $12.3  -17.3% 

Racquet Sports $48.9  $48.1  +16.6% 

Diving $19.9  $28.2  -18.7% 

Licensing $2.3  $2.1  +29.8% 

Gross Margin 42.9% 37.6% +530 bps 

Net Income (loss) ($7.2) ($9.5) -13.1% 

Inventories* $150.3  $121.8  +38.7% 

Accts Receivable* $95.8  $206.6  -47.9% 

Operating losses decreased to €3.8 million 
($5.4 mm) from €7.0 million ($10 mm) a 
year earlier.  Head reported a net loss of 
€5.3 million ($7.6 mm), compared to a net 
loss of €6.1 million ($8.8 mm) in the com-
parable 2008 period. 

For the full year 2009, Head management 
is still anticipating its sales to be lower 
than those achieved in 2008. The expected 
decline in sales, together with a lower cash 
and available for sale financial assets bal-
ance, combined with the cash costs of in-
terest expense and capital expenditures, 
will result in Head using additional lines of 
credit during the third and fourth quarters 
this year. 

Head N.V. second quarter revenues increased 1.9% to €57.3 million 
($78 mm) with strong sales of racquets offsetting declines in its winter 
segments. On a constant currency basis, net revenues decreased by 
1.8% for the quarter. Management said that all segments are still im-
pacted by the economic down-turn 

Racquet Sports revenues for the three-month period increased 16.6% 
to €35.9 million ($49 mm) from €30.8 million ($48 mm) in the compa-
rable 2008 period. This increase was due to higher sales volumes and 
favorable product mix resulting from the launch of tennis product as 
well as the strengthening of the U.S. dollar against the euro. During 
the second quarter last year, no new products were launched. 

The new product launch improved volumes of racquets sold in the sec-
ond quarter, but overall for the first six months units sold were still 
down 10% to 963,000. Ball sales grew in volume for the first six 
months of the year by 4.8% to 3.8 million dozen with increases in 
both the Penn in the US and Head in Europe. 

Head’s diving division has been the most affected due to its link to 
travel and the relatively high price points of the products. Diving reve-
nues for quarter decreased by 18.7% to €14.6 million ($20 mm) from 
€18.0 million ($28 mm) in the comparable 2008 period. This decrease 
was mainly driven by the overall decline in the economic environment 
and consumer spending as a result of the financial crisis. 

Winter Sports revenues decreased 17.3%, to €6.5 million ($9 mm) for 
the second quarter, which is historically the low point for the division, 
from €7.9 million ($12 mm) in the comparable 2008 quarter. This de-
crease was due to lower sales volumes partially offset by a favorable 
product mix.  The volume of units sold were down significantly in all 
key product groups due to lower re-orders and sold outs inventory. 
Skis units sold were down 21% to 60,000 while bindings were down 
20% to 216,000. Boots were down 31% to 44,000 pairs. 

Head has collected a significant proportion of the company’s winter 
pre-season orders for the 2009/2010 season and the volume is, as 
expected, below last years level. Management said that this was due 
mainly to caution by retailers given the current suppressed consumer 
demand, particularly in the US. 

Licensing revenues for the three months ended June 30, 2009 in-
creased 29.7% to €1.7 million ($2 mm) from €1.3 million ($2 mm) in 
the comparable 2008 period. 

Gross margins increased 530 basis points to 42.9% of sales in Q2 due 
to improved manufacturing costs as well as a favorable product mix in 
Racquet Sports. As a percentage of sales, SG&A decreased 130 basis 
points to 50.0% compared to 51.3% during the same quarter last 
year. 

Cabela's Credit Card Business Weakens... 

According to a filing with the Securities and Exchange Commission, Cabela's Inc. said its credit card business' gross 
charge-offs rose in July. Gross charge-offs -- accounts receivable that will likely not be collected and be written off -- 
rose to 4.62% from 2.9% in July 2008. 

In a note on the filing attained by the Associated Press, Credit Suisse analyst Paul Lejuez, said, "These credit metrics 
are increasingly important to monitor given their sensitivity to the weak consumer environment and the significant 
contribution of Cabela's credit card business to overall profitability..."The credit card business is still deteriorating 
and we expect this to cause continued pressure on overall results."   

He reiterated his "underperform" rating on the stock. 
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Backwoods will celebrate the opening of their 9th retail store 
and first Missouri location at The Meadows at Lake Saint Louis… 

Genfoot America, the parent of the Kamik outdoor footwear 
brand,entered into an agreement with AKU Italia, srl. to distrib-
ute AKU trekking and outdoor footwear in Canada & North 
America… 

America’s national parks are seeing more visitors in 2009 than 
a year earlier, according to visitation information collected by 
the National Park Service (NPS)… 

Secretary of the Interior Ken Salazar has announced the adop-
tion of a Wetlands Mapping Standard that provides minimum 
requirements and guidelines for wetlands mapping efforts, ac-
cording to a release by the U.S. Fish and Wildlife Service... 

Scientists detected mercury contamination in every fish sam-
pled in 291 streams across the country, according to a U.S. 
Geological Survey study... 

KOR Water hired new sales reps in three major U.S. regions: 
Allison Sales in New England; Sabine Bildstein in the Central 
States; and Bodhi Agency in the Upper Midwest... 

Brett Allsop, a co-founder of Fogdog, died in a car accident in 
Bellingham, WA, according to Bellingham Herald. Allsop, 38, 
was most recently chairman and co-founder of Seattle-based 
Yapta, an online travel site that tracks airfares and hotel 
prices... 

Recently, at the Annual Business Conference in St. Louis, MO, 
the Professional Outdoor Media Association (POMA) Board 
of Directors voted Bill Miller from a standing board member to 
a two-year term to lead the organization... 

The U.S. Consumer Product Safety Commission, in coop-
eration with Felt Bicycles, has issued a voluntary recall of 
about 1,500 Felt F1X cyclocross bicycles from 2007/2008...  

Adventure Cycling Association announced three new grants 
in support of the organization's work to establish an official 
United States Bicycle Route System (USBRS)… 

Christy Sports, a ski and snowboard retailer in Colorado, to-
day announced it will host its Powder Daze sale event that will 
kick off the upcoming ski and snowboard season beginning La-
bor Day weekend... 

Jeff Blakely, former Marmot director of equipment, has 
launched Jigsaw Pass, a design cycle consulting firm. Jigsaw 
Pass will work to create outdoor lifestyle, clothing, and equip-
ment for manufacturers... 

Nirve Sports Ltd. is voluntarily recalling 120 Cannibal Bicycles 
due to problems with the bicycleâ€™s stems. Nirve has re-
ceived reports of cracked stems... 

Through a sub-license agreement, Stylemark Inc. will become 
the exclusive producer and distributor within specialists in the 
sport and department store channels for Columbia Sportswear 
Sunglasses… 

The Conservation Alliance organized special promotions with 
10 member companies at the July Outdoor Retailer trade show 
that raised nearly $30,000 during the four-day event... 

Mountain Hardwear Inc. will open a store in the exclusive 
Harajuku neighborhood in Tokyo, Japan, showcasing Mountain 
Hardwear apparel and equipment and Montrail footwear. The 
Grand Opening celebration will take place on Sept 10th 2009... 
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