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06 In the Market 
Here comes OR Summer Market and we offer 
our take on trends and new tech for Spring 
’13. Kurt Gray writes about change on the 
horizon for specialty retail, while our sourcing 
guide Lizette Smook reviews textile industry 
stats to project major trends in globalization. 
Company news, eco-updates and what the 
recent Free Trade Agreement means for 
sourcing Colombia is all here. 

22 In the studio: Footwear Materials 
This special section spotlights the latest 
developments in footwear materials and 
provides detailed information on performance 
benefits and trends driving design. 

28 Made in the UsA 
New processing and marketing initiatives 
are doing a great job of promoting and 
supplying domestic fleece. Reports from the 
American sheep Industry are upbeat and 
the future looks bright for the newly formed 
Alpaca United organization. 

30 In the studio: Apparel  
A new breed of outdoor clothing comes of age 
that has a technical DNA but high-end fashion 
focus. We call it “luxe-formance” and feature 
some of the latest looks.

32 Technology 
Despite continued attempts to outsmart Mother 
Nature, the ultimate in fabric protection 
remains elusive. This season technologies take 
aim at harmful UV rays, nasty little critters and 
yes, even cell phone radiation.

36  Weather Report 
What do the increasing record-breaking 
temperatures and weather extremes mean 
for the textile industry? How are designers 
reacting to climate change? You can find fabric 
forecasts here. 

38 A performance Evolution 
Conversations with some of the pioneers 
and innovators who have played a role in 
the fabric revolution of the last 30 years give 
way to reminiscing about the early days, 
and commenting on where the industry goes 
from here. 

46 strategies 
Textile execs are very attached to their 
phones, and why not with so many great apps 
available these days. Contributing editor Sue 
Blecher gets the scoop on industry favorites — 
both work-related and just for fun. 

48 supply Chain  
Price pressure is probably the most important 
issue for brands in our post-recession supply 
chain, according to contributing writer Karla 
Magruder. Her story outlines contributing 
factors for this situation and talks costs with 
the experts.  

50 Trendsetter  
Contributor Sue Blecher catches up with Under 
Armour senior design director Nick Cienski 
who explains what is driving innovation at the 
powerhouse company. For Spring 2014, Cienski 
says we’re going to see a lot more fun, creativity 
and a much fresher look.
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TExTILE TALk | EMILy WALZER

i
nto the category of “it 
seemed like a good idea at 
the time” falls this month’s 
cover story. Tracking 

down pioneers in the textile 
performance business was an 
enormously fun project and I 
completely enjoyed connecting 
with these folks who played a 
major role in the early days of 
development. Similarly, talking 
with today’s leading innovators 
was incredibly interesting, 
especially hearing their views 
on the state of material 
advancement going forward.

However, soon it became very 
apparent that there are a LOT 
of amazing people I could – 
and should – be in touch with 
for this article. My initial list 
of “people to contact” seemed 
puny after just one week of 
research. Names continued to 
be mentioned and my list of 
potential interviews was quickly 
getting out of control. I got 
emails suggesting ex-DuPont 
execs such as Jeff Mcguire, 
Bob Bednar and Kaye Crippen.  
Colleagues recommended Don 
Cartwright and Rick Ruddinger.  

Others mentioned Chuck Hayslak 
and Sean Flavin from Polartec, 
Mike Blenkarn at Arc’Teryx and 
Textronics CEO Stacey Burr. 
Jerry Miller’s name came up 
several times for his leadership 
at United Knitting, And on and 
on. My simple story idea on 
performance evolution became, 
like the market itself, complex.   

Armed with this roster of 
textile wizards, the plan now 
is to continue the story with a 
series of follow-ups, including 
“where are they now” type 
profiles, as well as “future 
forecasters.” If you yourself 
are a contender, or know of an 
industry visionary, or would 
like to know more about a key 
player in our business — fire 
away. I welcome all story 
suggestions and you can find me 
at emilywalzer@sbcglobal.net. 

In the meantime, this issue 
is jammed with information on 
topics ranging from Spring ’13 
trends to sourcing advantages 
both at home and abroad. A 
theme to keep in mind as you 
are paging through articles is 
how advanced and diverse our 
industry has become. 

Personally, in just the past 
month my daily planner has 
included an extremely pleasant 
morning visiting an alpaca 
farm in rural Connecticut to 
a few days later attending 
an entertaining evening 
extravaganza at the Waldorf 

Astoria hotel in mid-town 
Manhattan in celebration of 
the Free Trade Agreement with 
Colombia. Two very different 
worlds for sure, but both capture 
important movements in fibers 
and fabrics today: re-thinking 
domestic production with an 
eye on natural fibers and new, 
competitive sourcing locales. 

Also notable are stories on 
climate change, favorite apps, 
new specialty retail business 
models, recycle carbon fiber 
research, extraordinary 
supply chain price pressure, 
and Under Amour. All of 
which chart a new course for 
design and development as 
well as market strategies and 
manufacturing.  Dressing for a 
new world order of temperature 
extremes is top of mind for 
many this July, especially as 
wild fires burn in Colorado 
and sections of the country 
swelter under triple digit heat. 
It’s not surprising that cooling 
technologies are launching. 

Finally, this summer marks 
the 30th anniversary of Outdoor 
Retailer, a fact that gives some of 
us pause to consider the changes 
and the progress of this market.  
If you attended the very first OR, 
a story has your name on it for 
an upcoming issue! l

     Emily

A Retrospective on Textile Performance 
Ongoing and to be Continued…
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i
t’s cool to be cool. That’s the 
premise of textile advances 
for the season ahead with 
several brands introducing 

new cooling technologies that 
address the heat factor — both 
for the athlete’s micro-climate 
as well as the micro-issue of a 
worldwide warming trend. 

For example, next spring 
Columbia Sportswear will roll 
out Omni-Freeze ZERO, a sweat-
activated cooling technology 
that will be featured in a collec-
tion of apparel as well as select 
footwear styles. The technology 
launch will also include apparel 
from Columbia’s sister-brand 
Mountain Hardwear, though 
Mountain Hardwear’s name for 
the technology will be Cool.Q 
ZERO. Columbia’s pitch for 
this latest technology introduc-
tion touches not only on the 
product line itself, but also on 
the issue of climate change 
and rising temperatures across 
the globe. (For more on how 
industry designers are reacting 
to climate change, please see 
our story on page 36).

Lightweight is another “hot” 
topic. The light and fast trend 
continues to evolve and set 
new standards with perfor-
mance products that barely tip 
the scales. For example, GE is 
introducing eVent DVL (direct 
venting lite) waterproof fabric, 
a new textile technology and 
fabric line engineered for light-
weight, high performance rain-
wear for outdoor and aerobic 
activities. In addition, Cordura 
Ultralite fabric technology is 
lessening the load within the 
travel luggage category. 

Here are details on some of 
the latest innovations:

GE’s new eVent DVL fabric is 
an unlined laminate that features 
a protective print applied directly 
onto eVent’s proprietary water-
proof ePTFE (expanded polytet-
rafluoroethylene) membrane. 
The print – a repeating web of 

outlined triangular shapes – pro-
vides a durable protective screen 
for the membrane. The mem-
brane technology, with its mil-
lions of tiny pores, allows “direct 
venting” of the body’s heat and 
moisture through the fabric, yet 
is waterproof from the outside. 
The eVent DVL membrane is 
laminated to lightweight face 
fabrics for use in jackets, pants 
and other products.

“eVent DVL fills the market’s 
continuing demand for light 
waterproof breathable fabrics,” 
says Glenn Crowther, product 
line leader for eVent fabrics. 
“The technology in eVent DVL 
waterproof fabric improves 
upon the performance of what 
are commonly called 2.5-layer 
fabrics.” 

Rab is the launch partner and 
will introduce the Viper jacket 
for men and the Maverick jacket 
and pants for men and women 
for Spring 2013.

ThermoCool duoregulation 
fiber from German fiber pro-
ducer Advansa is now available 
to the American market. In 
cooperation with FilSpec, the 
exclusive yarn spinner in the 
Americas, spun ThermoCool 

will be available from FilSpec’s 
Sherbrooke, Canada and Ellerbe, 
North Carolina facilities. 

ThermoCool has been specifi-
cally designed to optimize the 
body’s natural thermo-regulating 
capabilities through a combina-
tion of unique fibers with hol-
low core and channeled cross 
sections that provide evapora-
tive cooling or thermo-buffering 
according to the body’s needs. 

Columbia’s Omni-Freeze 
ZERO performs via distinctive 
little blue rings, embedded and 
visible in the fabric, which 
contain a special cooling poly-
mer. When exposed to sweat 
or moisture, these rings actu-
ally swell (similar to goose 
bumps) creating an instant and 
prolonged cooling sensation, 
according to the company.

“Historically, outdoor and 
athletic brands have looked at 
sweating as a problem ... some-
thing to be wicked away with 
so-called ‘technical,’ decades-old 
polyester fabrics,” says Mick 
McCormick, executive VP at 
Columbia. “We see sweat as 
a renewable resource that will 
allow athletes, outdoor enthu-
siasts or anyone that spends 
time in hot, humid conditions 
to sweat smarter, staying more 
comfortable.”

Nilit Breeze (patent pending) 
specialty yarn is now offered 
as a performance fiber for 
sportswear, hosiery, underwear, 
shapewear, socks, outerwear 

and workwear. Available in spe-
cially textured and flat nylon 6.6 
yarns, Nilit Breeze fabrics cool 
wearers by almost one degree 
Celsius in comparison to fabrics 
knitted with standard fibers. 

The yarn’s cooling effect 
comes from a special cross-
section, the insertion of an 
inorganic additive in the poly-
mer itself and a unique textur-
ing process. This combination 
gives fabrics very efficient 
ventilation capabilities and UV 
protective properties. 

Teijin Fibers’ “anti-sweat” 
polyester fabric offers enhanced 
absorption, quick drying and 
prevention of both chill and 
stickiness and will launch for 
all-season sportswear target-
ing the Fall/Winter 2013 and 
Spring/Summer 2014 seasons, 
as well as for casual wear and 
uniforms.

 The new polyester fabric has 
a three-layer structure consist-
ing of an inner, fully hydropho-
bic layer of moisture-repellant 
polyester fibers, a middle mois-
ture-absorption layer and an 
outer moisture-diffusion layer. 
Once sweat has been absorbed 
by the middle layer, the inner 
hydrophobic layer keeps mois-
ture from returning to the skin 
to prevent the wearer from 
becoming chilled, and to pre-
vent the fabric from sticking to 
the skin even when perspiring 
heavily. The capillary-type pump 
action of the three-layer struc-
ture quickly absorbs and diffuses 
sweat to promote fast drying.

 The water-repellant fibers 
incorporate a repellant agent in 
the raw yarn, unlike surface-
treated fibers, so high perfor-
mance is maintained even after 
repeated washing.

According to the company, 
this new polyester provides 
comfort even when perspiring 
greatly and expands upon the 
moisture-absorption and quick-
drying functions of fabrics now 
on the market. l

In THE MARkET | OUTDOOR RETAILER pREvIEW

A Cool Front: The Latest Lightweight  
Materials that Temperature Regulate

Cordura Ultralite: Ultralite fabric is 
featured in the spring ’13 Travelling 
Light collection from sea to summit. 

GE event DvL: Technology launches with 
Rab’s Maverick Jacket designed for the 
all-round outdoor enthusiast.
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T
he boundaries for 
what was commonly 
considered “outdoor” 
have expanded in 

recent years and judging by 
the landscape of this Summer 
Market the view is about to 
get even broader. With an 
inflated New Exhibitor Pavilion 
brimming with more than 300 
new vendors there’s likely far 
more than hiking shorts and 
waterproof shells on display in 
Salt Lake. Even the hard-core 
brands holding court inside the 
Salt Palace are looking further 

afield with Spring ’13 product 
lines that defy conventional 
outdoor definition. Surfing, 
anyone? 

This wider-lens approach to 
outdoor carries over to fabri-
cations. Next season brings a 
bounty of fibers, weaves and 
knits, laminates and coatings. 
There are naturals and synthet-
ics, organics, bio-based and 
recycled materials. Even tra-
ditional cold-weather textiles 
are becoming acceptable for 
Spring/Summer collections with 
the latest lightweight insula-
tions and wools at the fore-
front. 

Price points are also part  
of this trend. Despite some 
recent reduction in raw mate-
rial costs, outdoor goods have 
reached new territory at the 
cash register. High-end goods 
abound with triple digit price 

tags typical for general goods. 
Yet for all the diversifica-

tion entering the marketplace, 
performance remains rooted in 
outdoor. Textiles may look and 
feel new and different but these 
materials continue to achieve 
high levels of function. Even 
the whisper-weight lifestyle gar-
ments get the job done when it 
comes to providing comfort via 
moisture management, strategic 
breathability and stretch. 

specialty niches Broaden 
Base, provide Growth 
Opportunities 

For years and years athletes 
have worn their “outdoor” 
clothes for all sorts of active 
endeavors because the cloth-
ing provided versatility and 
all-purpose function. Stretchy 
sportswear goes to yoga class, 
paddle shorts go for a run. As 
brands mature, designers are 
bringing their expertise to niche 
market segments. Patagonia’s 
first official yoga collection 
makes its debut and features 
a clean style, high-quality and 
unrestricted mobility. The com-
pany makes a point of explain-
ing that the new line was 
“Created by and for Patagonia’s 
climb and surf ambassadors, 
who maintain a dedicated yoga 
practice on the side.” The col-

lection includes both synthetic 
and natural fabrications. 

“Yoga is the biggest mar-
ket opportunity since dresses 
for Patagonia,” notes Helena 
Barbour, business unit director 
for sportswear. “The customer 
is looking for styles with great 

fit, and high-quality fabrics that 
crossover from yoga to street. 
Our collection fits that bill.”

The entirely new yoga collec-
tion boasts nine top options, 
and six bottoms. Textiles 
included soft, organic cotton, 
Tencel, performance polyes-
ter and a nylon/
spandex blend. 
The yoga collec-
tion is recyclable 
through the com-
panies Common 
Threads Recycling 
Program.

Patagonia’s 
board short collec-
tion is also of interest.  
At the top of the line is the new 
Stretch Houdini Board Short, 
with a suggested retail price of 
$119. Made in the same factory 
as the company’s most techni-
cal alpine jackets, the Houdini’s 
sleek design features super-
lightweight polyester with two-
way mechanical stretch and a 
contoured pattern, which retains 
the fabric’s functionality. Fully 
welded flat seam construction 
speeds dry time.

Keen extends the outdoor con-
cept to “anyplace without a ceil-
ing.” For Spring/Summer 2013 
the company introduces Keen.
CNX, a low profile, lightweight 
model. Designed to feel like a 
natural extension of the foot, 
each of the 20 Keen.CNX styles 
weighs 10 ounces or less. “City, 
trail or water, the new Keen.

CNX collection is ready to play 
on all terrains,” says Ron Hill, 
VP-merchandising.

The Adidas Outdoor’s men’s 
Terrex Hybrid Primaloft Jacket 
new for Spring ’13 also features 
versatility in a cross-seasonal 
design. The product is a good 
example of the three-season 
approach being adopted by 
many designers, ushering in the 
use of lightweight performance 
insulations for warmer weather 
product lines. A 40 gram 
Primaloft Sport insulation is fea-
tured in this garment. 

While Merino hosiery has 
made great strides for all-year 
wear, Merino now shows up 
in almost every product seg-
ment. SmartWool has a new 
Run collection for Spring ’13. 
According to the company, wear-
ing Merino next-to-skin aids 

temperature regulation 
and thus reduces lactic 
acid buildup. The col-
lection includes tops, 

shorts and socks 
for men and 

women. The short liners are also 
Merino . 

After “re-launching” the 
company in North America at 
OR Winter Market, European 
outfitter Bergans of Norway 
has an expanded 2013 Spring/
Summer product line. The new 
Humle Technowool Jacket is 
“built for most of the calendar” 
and is made with lightweight, 
soft 45 percent wool/35 per-
cent poly/16 percent polyamide 
blend. The Humle, for both 
men and women, is “perfect 
for travel, urban and mountain 
living as a standalone piece or 
for layering,” according to the 
company. The suggested retail 
is $189.00. l

Outdoor & Beyond 

In THE MARkET | OUTDOOR RETAILER pREvIEW

niche Collections bloom for spring ’13 with Diversified styles, Fabrics and price points 

smartwool: phD Run short for men

patagonia: Houdini Board short 

THE  
OUTDOOR  
CONCEPT  

EXTENDS TO  
ANY PLACE  
WITHOUT 
A CEILING 

Bergans of norway: 
Humle Technowool Jacket 

Columbia: powerdrain with  
Omni-Freeze ZERO
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OUT OF COnTExT | kURT GRAy

Though still young, the 
companies Stio and Kuiu seek 
to pull the double margin sword 
from the retail stone and sell 
product directly in response 
to their customers. This alone 
isn’t so unusual; however, both 
these companies are headed by 
former B2B enthusiasts who 
have spent years polishing 
their new merchant models.

Kuiu was started by Jason 
Hairston, who sums up the 
inspiration in starting this 
‘hard mountain hunting’ brand 
on the company’s website;

 “From my experience at Sitka 
I knew this idea wasn’t viable 
or realistic within the existing 
retail model... So I thought, why 
not bypass the retailer, why not 
take the middle-man out of the 
process and move everything 
one step closer to the customer. 
By selling online direct we could 
make the best products, keep the 
prices down and manage, to our 
standards, every aspect of the 
customer experience.”

 But the brand’s secret is 
its total transparency and 
extensive blogging effort. Kuiu 
has in effect crowd sourced 
its apparel design, and in the 

process created a community of 
product champions;

“Eventually I started writing 
about researching and 
designing specific pieces in the 
line. (and) more and more I 
started directly asking people 
for their opinions about specific 
things... What did they want? 
Hoods, yes or no? PrimaLoft 
vs.down?”

 “...I decided that I’m going to 
share everything with the KUIU 
customer. I’m going to tell them 
as much as I know about the 
products, as much as I know 
about the fabrics, and as much 
as I can share about who makes 
each product and where they 
come from... I want to invite the 
customer in and share what’s 
happening, from the insider 
perspective.”

No surprise, the product is 
often pre-sold. The company 
blogs the arrival dates of 
different styles and the internet 
faithful send in their orders;

Stio also looks to build a 
community, but they are 
creating a brick and mortar 
clubhouse instead of a virtual 
one. Stephen Sullivan, 

co-founder of Cloudveil, is 
operating Stio from a modest 
store front in Jackson Hole 
where the company will 
deliver a web/catalog/specialty 
experience. He clearly sees 
their advantage;

“I honestly think we’ll set 
ourselves apart by being 
ourselves. Living here in 
Jackson we are intimately 
a part of the fabric of the 
outdoor world, and try as many 
companies have, you just can’t 
manufacture that. We’re just 
some good folks making some 
good clothes for good people.”

We used to call that, ‘being for 
real’, and I believe Gerry and 
Holubar had very much the 
same formula in the 1960’s 
(minus the web presence). In 
this case I think Sullivan also 
sees the modern challenge:

“The biggest hurdle... is 
achieving brand exposure 
without the benefit of the 
wholesale channel, and 
importantly, getting the 
business to some measure of 
scale and cash flow in short 
order. The business will live 
or die based on our ability 
to produce great product 

and show that we have a 
unique brand position in the 
marketplace.”

For both companies the fuel for 
this distribution model comes 
from a healthy single gross 
margin. The irony is that the 
market price, being inflated by 
the double margin, B2B system, 
is what makes their direct 
product look so competitive. 
That fattened, normal-old-retail 
margin is what these companies 
fight against while preying 
upon, and sooner or later, these 
sell-direct Robin Hoods will 
have to become progressive, 
or efficient, or, dare I say it, 
make their product in the 
United States. But for now, they 
decimate the standard price 
structure in the marketplace. 
The most vulnerable 
traditionalists are those 
big retailers; the REI’s and 
Cabela’s of the world, where the 
extra margin dollars buy the 
customer almost nothing. The 
enthusiasts, i.e. the people who 
know better, will leave the old 
guard big boxes in droves for 
internet companies like these 
that are nimble, attentive and 
authentic. The last time that 
happened, the core of a new 
industry was formed.

The brands like Stio and Kuiu 
emerge with a distinct twist. 
Instead of being the price 
driven knock-offs that pundits 
predicted, the new specialty 
brands do the unexpected, they 
connect with their customers 
and create a community. The 
immediacy of this relationship 
can’t be reproduced by a 
company with a rep force that 
shows buyers their me-too 
product again and again in 
order to satisfy a product cycle 
that takes forever by today’s 
standards. Rather, it is being 
created with intent, by putting 
the mutual respect between 
customer and brand at the 
forefront of the company’s 
product mission. The benefits 
of price and delivery follow far 
behind this basic human need. 

Specialty Retail Feels New Competition Over the Horizon
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ECO UpDATE | EMILy WALZER

By samuel B. Moore

We are all familiar with value creation from 
investments that produce efficiencies within 
internal operations. For instance, lower energy 
consumption, more efficient transport and 
condensed packaging. Many investments 
in sustainability that readily reduce resource 
footprints, increase human productivity and utilize 
greener materials produce immediate economic 
present value returns for investors. 

Success of these investments and connection of “sustainability” to 
value creation and lower costs, are a very big deal. Companies should 
celebrate eco-efficiency as a major first step in recognizing the value of 
sustainability as part of any company’s strategy, but not just internally, if 
the goal is to maximize returns on investment.

It is important that internal present value investments towards 
sustainability are recognized as providing companies a foundation of 
value and leadership that:
1. Develops communities around the values created and utilize these 

capabilities to form multiple ties to stakeholders that move beyond 
price and technical characteristics of the goods and services. (Social 
networking)

2. Accelerates the technical and learning capabilities developed from 
internal sustainable value creation to develop future technical and 
material innovations specific to the conditions of a “hot, flat and 
crowded” world. (Escape the incremental)

3. Embraces and celebrates the different current and future needs 
of emerging markets by using capabilities learned from internal 
improvements. (New customers, new products, new values)

Reaching out to stakeholders by teaching and celebrating achievements 
towards more sustainable goods and services produces dialogue and 
valuable feedback and learning loops from these new stakeholders, 
which may be very valuable in transforming them into new customers 
or investors. Such insights become the core catalysts for brand, 
product and company differentiation.

Key steps for intentional outreach on sustainability to externalize the 
value of investments in sustainability are:

1. Disclose successes and even failures in investments towards 
sustainability (Sustainability Reporting).

2. Listen, engage and learn.
3. Incorporate learning into strategy and activities.

Here’s a good example: Recently, a consumer products company 
announced the completion of a two-year program to reduce solid 
packaging waste and energy consumption at its production facility. 
A detailed disclosure of the achievements in packaging redesign was 
published. A student organization learned of these efforts and linked the 
results within student groups nationwide. Highly active discussions of 
these accomplishments occurred online. A design class at a university, 
using this sustainability report as a foundation, studied the project and 
uncovered an additional improvement that saved the firm another 50 
percent reduction in materials. This collaboration was acknowledged 
publically and now there is a formal link between the R&D team at this 
company and the student designers at this university.

Celebrate internal investments in sustainability, but do not forget 
the value of transparency and disclosure in obtaining and engaging 
new stakeholders to increase external present value of investments in 
sustainability. l

Samuel B. Moore, PhD, is an adjunct associate professor at North Carolina 
State University College of Textiles in Raleigh, NC.

A Business Case for sustainability: 

Value Creation beyond 
Internal Eco-Efficiency

Turning Tobacco plants 
Into Textile products

ComWest Enterprise Corp. 
has made an initial equity 
investment of $1 million in 
a Ploughboy Organics, based 
in Raleigh, NC, the owner of 
a patent pending technology 
developed by its founder and 
CEO, Suzanne DeVall, which 
can convert the tobacco plant 
into dyes, fibers, textiles and 
other products with minimal 
environmental impact. The 
Ploughboy technology provides an 
opportunity for the tobacco plant, 
which has never been used to 
produce fiber or dyes, to become 
a new global and renewable raw 
material resource. 

Analysts, Inc., reports the 
global market for textile dyes 
alone is projected to reach $5.5 
billion by the year 2015, driven 
in part by innovative, eco-
friendly dyes and chemicals, 
and resurgence in post-recession 
demands. 

The unique properties of the 
tobacco plant along with its 
ability to be grown in a certified 
organic manner, allows the 
plant to be used in its entirety 
to produce fiber and dyes with 
minimal environmental impact 
and waste. 

With the assistance of research 
at North Carolina State University, 
Ploughboy technology has achieved 
the proof of concept stage with 
respect to the production capability 
for organic dyes and fibers. Pre-
commercial production of dye 
concentrate is expected to be in 
place by this summer allowing 
Ploughboy to produce sample dye 
orders to major retail brands and 
textile manufacturers. 

swimwear That is Both
Fashionable and sustainable 

Aqua Green Eco Swim swimwear 
is made with Repreve recycled 
fibers. “We wanted to provide 
our customers with a sustainable 
swimwear choice that would flatter 
their body and speak to their 
personal style. Repreve allowed us 
to achieve this with no sacrifice to 
fit, quality or design,” says Sandra 
Davidoff, director of corporate 
public relations. 

RadiciGroup stresses 
Green Development

RadiciGroup has developed 
r-Radyarn, a low environmental 
impact product made from 100 
percent post-consumer recycled PET 
bottles. According to the company, 
r-Radyarn is a safe product, the 
result of a multi-stage process – from 
post-consumer bottle collection to 
reprocessing and yarn production 
– all taking place in Europe and 
monitored at every step.

 “Sustainability concerns 
so many of our target sectors, 
from technical sportswear to 
intimatewear and automotive, to 
mention just a few,” says Roberto 
Parenzan, RadiciGroup Polyester 
Area R&D manager.

The r-Radyarn range is available 
in a variety of counts, colors 
and luster, and in three different 
versions: textured, interlaced and 
taslan (POY and drawn versions of 
this eco-compatible yarn are sold 
under the r-Starlight brand name). 
Further, r-Radyarn comes in several 
cross-sections: standard (round and 
trilobal) and special (multi-lobal, 
channel and hollow trilobal). For 
higher environmental sustainability, 
these yarns are also available in 
solution-dyed versions. l

Green with Envy: 
sustainable designer 

swimwear with Repreve 
recycled fibers.





c
hina’s textile and appar-
el industry in 2011 dis-
played two operational 
characteristics:

• According to statistics, from 
January to August 2011, China’s 
key, large domestic department 
stores achieved a 23 percent 
year-on-year growth in apparel 
retail sales, with price up 16 
percent while volume merely up 
six percent; apparel export value 
rose 23 percent year-on-year, with 
price up 43 percent but volume 
down 13 percent. The domestic 
market is certainly a factor to 
watch in the future as demand 
grows. Self-owned brands are 
growing as China emerges into 
global markets. The brand names 
need work, however. Ningbo 
Yinzhou Kellywell Imp and Exp 
Co Ltd are not exactly easy to 
remember as a manufacturer 
of women’s plastic rain boots. 
And brand names such as “Baby 
Tird,” “Teets,” “SQONY,” and 
“Weenie” cannot be pronounced 
or will not exactly go down well 
outside of China.
• Apparel and home textile 
enterprises performed better than 
textile manufacturing ones. The 
focus may be one of vertical 
integration going forward.

China’s textile industry has 
been tested severely in the 
fluctuating global economy during 
the 11th five-year plan period 
from 2006 to 2010. International 
market demand fluctuated 
causing trade protectionism 
due to global unstable macro-
economic conditions. The Chinese 
industry weathered all the storms 
and continues to do so. In this 
period the number of above-scale 
companies engaged in the Chinese 
textile industry in 2006 reached 
39,400 and surged to 54,100 to 
the period of September, 2010. 

The number of overall 
employees in the Chinese textile 
industry in 2006 was 10,302,500, 
and increased to 10,879,000 in 
the period to August, 2010

In 2006, the Chinese domestic 
market accounted for 73.1 percent 
of overall industrial output and 

increased to 81.14 percent in the 
period to September, 2010. 

  
The Chinese textile industry 
showed resiliency and 
sustained growth despite 
negative external impact.

During the first nine months of 
2010, investment reached 99.795 
billion RMB, rising by 42.61 percent 
year-on-year and western region 
investment reached 27.493 billion 
RMB, rising by 56.12 percent 
year-on-year. Investment growth 
of the middle and western region 

respectively outweighed eastern 
region investment (12.63 percent) 
for 29.98 percent points and 48.98 
percent points. Could one assume 
that due to the geographical 
investment “shift” with resulting 
lower operating cost, the 
sustainability of “growth” actually 
increased?

Increasing domestic demand 
can be an additional factor 
towards sustainable growth. The 
sales revenue of textile companies 
in the domestic market accounted 
for 81.14 percent of total sales 

which grew by 8.04 percent points 
since 2006. 

 Major trends in the EU and 
U.S. textile trade from China 
since 2006 stayed virtually 
unchanged. Quotas that were 
re-imposed on China’s products 
also had no radical effect on 
global textile and clothing trade, 
according to the World Trade 
Organization (WTO). While 
releasing a first look at last 
year’s main trends in global 
trade, the Geneva’s body said 
that “structural changes in world 

trade of textiles and clothing 
continued unabatedly.” 

China’s exports were not affected 
by U.S. and EU limits that were 
set in 2005. China’s shipments 
of textiles and clothing even rose 
25 percent in U.S. dollar terms 
in 2006, compared with a 21 
percent increase in the prior year. 
This is mainly due to a strong 
development of sales to other 
destinations than the United States 
and the European Union. 

Bangladesh benefited from a 22 
percent jump in U.S. textile and 

apparel imports from the country 
while EU imports were even up 
34 percent from the same origin. 
European imports from Vietnam 
surged 51 percent in U.S. dollar 
terms. Cambodia and Indonesia 
also took advantage of a strong rise 
in shipments to both EU and U.S. 
markets. 

so what are the major trends in 
globalization?
• Developed countries in Europe, 

North America and Asia show 
an increasing drop in local 
production due to competition 
from low-cost producers. Hong 
Kong, Taiwan and Korea are 
affected by rising costs.

• Processing trade with Mexico-
Central America (U.S.) and 
North Africa-Turkey (EU) adds 
pressure to the remaining textile 
production in EU and U.S.

• China sustains textile and clothing 
exports growth, despite a range of 
regulatory measures imposed by 
EU and U.S. 

• Developing countries in Asia 
continue growth, due to low-
cost production. Bangladesh, 
Cambodia and Vietnam are 
growing sustainably. 
One cannot help to question 

the sustainability of growth of the 
textile industry in China as the 
global economies continue to be 
extremely volatile, and the only 
driver remaining is consumer 
demand. Could consumers in 
time re-think consumption? 
Could the concern for the impact 
of disposable fashion on the 
environment or maybe taxation on 
wastage and disposal impact on 
demand? Could cost of fuel and 
transport across oceans in time 
be an external factor to consider 
and impact on globalization and 
sourcing strategies? l  

Lizette Smook is the founder of 
InnovAsians, a development and 
manufacturing company, based 
in Hong Kong that focuses on 
supply chain transparency for 
eco-friendly, sustainable lifestyle 
products. For more information, 
visit www.Innovasians.com.
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sOURCInG sOLUTIOns

part 2: Reviewing Industry statistics to project Important Globalization Trends By Lizette smook

China: Asian Textile Sourcing Hub

2010 Geographic Investment*

36%

54%

10%

MIDDLE REGIOn

EAsTERn REGIOn

WEsTERn REGIOn

*Q1-Q3. Source: Statistics Center of China National Textile and Apparel Counci.
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Leading swiss Firms 
Join Forces 

Schoeller Textil AG from 
Sevelen and the Eschler 
Group from Bühler, leaders in 
the stretch woven and knits 
segments are joining forces. The 
cooperation of the two traditional 
Swiss companies, under the 
management of Schoeller Textil 
AG, broadens the product range 
with Schoeller textiles and 
technologies complemented by 
high quality and highly functional 
Eschler knitted fabrics. 

Eschler and Schoeller have 
been cooperating in production 
for many years. Peter Eschler 
says of this partnership, “Another 
common feature of Eschler and 
Schoeller is that both these 
traditional companies are in 
family ownership and foster 
comparable values and cultures.” 

In November 2011, Eschler 
announced that an innovation 
center was to be built in Bühler 
in the course of restructuring 
measures. This plan will now 
be implemented in Schoeller’s 
research and development 
department in Sevelen and in the 
Schoeller laboratory for chemical 
analysis and microbiological 
studies in Gams. 

Schoeller Textil AG is taking 
over Eschler Textil GmbH 
in Balingen, Germany and 
the sales organization for 
commercial and professional 
sportswear which will remain 
in Bühler employing 45 people. 
The former managing director, 
Matthias Eschler, will remain in 
charge of the plant in Germany 
and will further expand the 
Technical Textiles segment. 
In addition to these Technical 
Textiles, the production plant in 
Balingen will also manufacture 
the high-tech knit fabrics for 
commercial and professional 
sportswear for Schoeller. 

Within the new association 

with Schoeller, the Eschler brand 
will retain its independence.

primaLoft Completes purchase
PrimaLoft has completed 

the acquisition of the assets 
of PrimaLoft from Albany 
International Corp. The purchase 
of PrimaLoft was led by Michael 
Joyce, former president of Albany 
International Corp.’s Applied 
Technology Group, and the 
PrimaLoft senior management 
team. The purchase of the 
PrimaLoft business was supported 
by Prudential Capital Group. The 
entire global PrimaLoft team will 
remain in place and offices will 
remain headquartered in Albany, 
New York; with European office 
locations in Ballo, Italy, and 
Munich, Germany.

Coors Joins Outlast 
Technologies as CEO

Outlast appoints Michael 
Coors as Chief Executive Officer, 
following its acquisition by Golden 
Equity Investments (GEI) earlier 
this year. Prior to joining Outlast, 
Coors worked as a manager 
at 9th Street Investments, a 
venture capital fund focused 
on advanced materials, as well 
as in management roles of two 
start-ups: one in the advanced 
materials space and one in the 
ski industry. Greg Roda will 
continue to manage day-to-day 
operations, supply chain and 
business partnerships as Chief 
Operating Officer. 

With Coors as CEO, Outlast will 
continue to focus on expanding 
its current portfolio of products 
and value-add to partners, while 
forging new relationships to bring 
to market more products with 
Outlast technology. 

In March, Outlast was acquired 
by Golden Equity Investments 
(GEI), a private equity firm based 
in Golden, Colorado.

Lenzing plans  
new Tencel Factory

Lenzing is to invest around 
EUR 130 million in a new 
production plant for its Tencel 
fiber at its headquarters in 
Austria. The new factory will 
have the capacity to produce 
67,000 tons of Tencel per year 
and will create 110 new jobs. l

In THE MARkET | MAnAGEMEnT UpDATEs
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Cause for Celebration and promotion of the 
Advantages of the Colombian Textile Industry

T
he Free Trade Agreement 
that took effect May 15 
looks to give a new boost 
to Colombia’s textile 

and apparel business and it gave 
way to a New York City-style 
celebration. “Colombia Knows 
Best” was the theme of a series 
of promotional events staged in 
Manhattan last month capped 
off with evening extravaganza of 
fashion and fanfare. 

Colombia’s clothing and textile 
industry is one of the largest 
and most experienced in Latin 
America, with more than 1000 
companies exporting to 139 
countries last year. Corporate 
uniforms, household linens, 
swimwear, lingerie, intimates 
and accessories are a few of 
the items that will have “zero” 
tariff upon entry to the U.S. 
given the recent FTA. 

ProExport Colombia, a sponsor 

of the Colombia Knows Best week-
long promotion positioned the 
country as a top textile contender. 
The textile industry accounts for 
more than five percent of total 
Colombian exports, becoming 
the most important sector of 
non-traditional products exported 
from Colombia. Last year, 
the textile market grew seven 
percent and the apparel industry 
grew by nine percent. 

The event on June 27 
showcased Colombia’s 
expertise in fashion, specifically 
manufacturing, and highlighted 
the country as a major player 
in the global supply chain. 
Indeed, Colombia has become 
a go-to sourcing destination for 
international textile and apparel 
companies including Levi’s, 
Victoria’s Secret and Adidas, 
among others. 

The most important products 

in the last five years have been 
jeans for men and boys, cotton 
trousers for women and girls, 
and bras. These three products 
represented 27 percent of the 
total exports in 2011. 

Between 2007 and 2011, sales of 
Colombia to the U.S. in the sectors 
of textiles, apparel, footwear, 
leather, leather goods and jewelry 
exceeded $300 million. 

At the Waldorf event, about 
1000 guests were treated to 
a personal greeting from the 
First Lady of Colombia, Maria 
Clemencia Rodriguez de Santos, 
followed video broadcast of 
President Juan Manuel de 
Santos, who underscored the 
potential for investment in 
his country. He stressed his 
country’s skills in flexible 
production, fast delivery 
and it’s vertically integrated 
industry. 

An elaborate fashion show 
spotlighted sophisticated 
styles and colorful products. 
Categories highlighted included 
corporate uniforms, lingerie, 
beach wear, sportswear and 
activewear and accessories. 

If the fashions were not exciting 
enough, the runway also staged 
an impressive performance 
by aerial acrobats followed by 
confetti falling from the ceiling of 
the Grand Ballroom. 

The fun event was organized 
by the Embassy of Colombia in 
the United States of America, 
the Ministry of Trades, Industry 
and Tourism, and PROEXPORT 
Colombia.

Other events held during the 
last week of June included a 
business matchmaking forum 
where 350 Colombian exporters 
and 250 U.S. buyers attended an 
exhibit of supply opportunities. l

In THE MARkET | COLOMBIA

Free Trade, Fashion and Fabric

An evening of 
runway fashions 

and business 
opportunities 

colomBiAn FAcTs
$1.408 MILLION: 2012 EXPORTS

MAKING FABRICS FOR FASHION:100 YEAR HISTORY

FlighT FAcTs
NEW YORK TO BOGOTA: 5.5 HOURS

NEW YORK TO SHANGHAI:14 HOURS
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Freemans sporting Club 
Bespoke suiting is a special-
ty here, with a master tailor 
on-site to custom design per 
customer. While fabrics are 

sourced globally, all clothing 
at Freeman’s is made within a 
10 mile radius and hang tags 
denote the distance from the 

manufacturing. A popular sell-
er is the Winchester Trouser, a 
cotton/flax blend stitched just 

minutes away uptown.  

The City Quilter
A mecca for quilters around 
the globe, this urban haven 

offers an enormous range of 
cotton fabrics but also sells 

the Swiss Bernina sewing 
machines and offers an  

assortment of classes — not to  
mention a gem of an art quilt 

gallery. In business for 15 
years, the owners now  

produce a line of fabrics with 
proprietary NYC designs. 

In THE MARkET | nyC RETAIL
Indie shops with Homegrown style and spirit By Emily Walzer

nAU showroom

Jesse Johnson
Manager, Bleeker 

Street location 

Cathy Izzo
Top left, shop owner, 

The City Quilter

Make Local, Sell Local 



James Caviello new york
James Caviello, known  
for his prints and dresses, 
wants people to “step into our 
world for a total lifestyle expe-
rience.” A veteran designer – 
for Anthropologie and  
others – Caviello now has a 
cozy shop on the Lower East 
Side. Garments take shape in a 
busy back studio while  
customers browse just steps 
away for Caviello brand 
clothes, hats and jewelry. 

James Caviello 
Designer and  
retail store owner



m
ount Vernon Mills 
has more than 
doubled its capacity 
to produce flame 

resistant (FR) fabrics in its 
manufacturing facilities located 
in Trion, GA. 

“The increase in capacity is a 
demonstration of our commitment 
to producing FR fabrics in the 
U.S. in our vertically integrated 
manufacturing facility, where we 
have in-house control of 25 major 
processes, including spinning, 
weaving, dyeing and FR finish-
ing,” says Mike Woods,VP-flame 
resistant fabric sales for Mount 
Vernon Mills. “We now have 
three ranges producing FR fabrics, 
and we are the only U.S. producer 
to be using the latest technol-

ogy in softening equipment from 
Biancalani.” 

 The company has invested 
more than $15 million in capital 

equipment to support its FR pro-
grams. The increased capacity 
will allow Mount Vernon Mills to 
continue to provide consistent six 
to eight week delivery of its flame 
resistant fabrics while also main-
taining in-stock inventory on core 
products and colors that will be 
available for immediate shipment.

The expansion will enhance 
the company’s ability to meet 
increased demand for flame resis-
tant garments to protect workers 
against hazards associated with 
electrical energy (NFPA 70E) and 
oil refining (NFPA 2112).

Mount Vernon Mills uses more 
than 3000 computer monitored 
control points and extensive qual-
ity assurance testing to provide 
the highest level of performance 

and durability in FR fabric.
 “Our heritage began with  

sail cloth and canvas for tents, 
and has evolved into being a 
leading producer of fabrics for 
career apparel and the military,” 
adds Woods. 

All FR fabrics are backed by the 
company’s Eco-Excellence pro-
gram, providing flame resistant 
fabrics that are made responsi-
bly. Flame resistant fabrics from 
Mount Vernon Mills comply with 
the following standards for envi-
ronmental excellence: Oeko-Tex, 
SONG Sustainability Initiative, 
REACH; Worldwide Responsible 
Apparel Production (WRAP) 
Principles, Responsible Care 
(CMA) and the Environmental 
Stewardship Program. l

20 • Textile insight ~ July/August 2012 textileinsight.com

In THE MARkET | COMpAny nEWs 

A Round-up of the Latest Developments in Manufacturing and Marketing

Personnel
IFAI: The Industrial Fabrics 
Association International 
(IFAI) named Mary Hennessy 
president and CEO. An 
IFAI employee for 24 years, 
Hennessy most recently 
held the position of interim 
executive vice president. Prior 
to that, she worked as vice 
president of communications 
and publisher of IFAI’s six 
industry magazines.

COnCEpT III: The UK office 
of Concept III has added Mark 
Palmer to the sales team. 
He joins Chris Humphris 
and Gwen Moore at the 
company’s UK main office 
in Skipton, North Yorkshire. 
Palmer has spent the last 
17 years in sales, product 
development and marketing 
for key international active 
sports and outdoor apparel 
and accessory brands. Most 
recently he was with outdoor 
product maker, Lifemarque 
Ltd. where he managed 
sales and collaborated on 
product development and 
merchandising. At Concept III 
Palmerwill help major brands 
in the UK and Europe develop 
performance textiles for their 
outdoor apparel products. 

Mount Vernon Mills Expands U.S. Capacity for FR Fabrics

pRODUCT nEWs

Bemis: Three new and 
improved product lines 
will debut this summer. 
The Bemis Proteus series 
of decorative overlay 
tapes are easy to apply 
and can dramatically 
enhance the look of 
garments. There are 
five new textures for 
designers to consider. 
These materials are pre-
applied with a unique 
adhesive film and custom 
slit to your requirements.

Bemis Compression 
Films can achieve body 
shaping and increase 
dynamic compression 
when strategically 
placed throughout the 
fabric. Both strong 
and lightweight, they 
feature excellent wash 
resistance.

Also new is VividEdge 
in two film choices 
for improved fabric 
compatibility. In this 
application a colored 
Sewfree adhesive film is 
used to create a bonded 
seam. The result is one 

product that combines 
seam construction and 
design aesthetics

Wickers performance 
Wear: The Commack, 
NY company has earned 
the USDA Certified 
Biobased Product 
label for its Wickers 
FR T-shirts. The USDA 
Certified Biobased 
Product label verifies that 
the Wickers FR T-shirts 
contain 97 percent of 
renewable biobased 
ingredients which meets 
or exceeds USDA 
standards. Biobased 
products are goods 
composed in whole 
or in significant part of 
agricultural, forestry.

Ron Buckhalt, USDA 
BioPreferred Program 
Manager. “Biobased 
products provide 
opportunities to help 
add value to renewable 
commodities; create 
jobs in rural communities 
and generate investment 
income.” 

polartec: The company 
has been selected as a 
winner of the 50th Annual 
R&D 100 Awards. The 
Awards recognize the 
100 most technologically 
significant products 
introduced into the 
marketplace over the past 
year. The company won 
for its Neoshell breathable 
waterproof fabric.

The R&D 100 Awards 
are a benchmark of 
excellence for diverse 
industry sectors such 
as telecommunications, 
high-energy physics, 
software, manufacturing, 
and biotechnology. 

“The development 
of Polartec NeoShell 
represented our largest 
investment in research 
and development ever 
when we brought it 
to market,” says Allon 
Cohne, Polartec global 
director of marketing. 
“We’ve always believed 
that Polartec NeoShell 
will help change the 
way people think about 

waterproof fabric, and 
we’re honored by this 
recognition.”

Celliant: In an effort to 
build brand awareness 
within the running 
community, Celliant 
is a sponsor of The 
Wipro San Francisco 
Marathonon. Runners will 
receive an official race 
long sleeved technical 
shirt powered by Celliant 
technology designed to 
optimize performance 
and recovery. Drawing 
over 25,000 participants 
each year, the race is 
commonly referred to 
as the “tech marathon,” 
offering offers cutting 
edge technology 
resources to participants, 
including runner and 
spectator mapping and 
tracking, as well as virtual 
couponing and high 
tech apparel, making 
it the perfect venue to 
showcase Celliant’s 
benefit’s according to 
the company. l





Matt schreiner, Category Leader for 
outdoor footwear, W.L. Gore 
Textile Insight: With the minimalist 
trend dominating footwear right now, 
how is it impacting technology develop-
ment at W.L. Gore?  
We’re working aggressively with our out-
door partners on construction enhance-
ments. Now that the minimalist trend in 
running is well under way, we’re learning 
to incorporate a Gore-Tex lining inside 
of a shoe that has to be much more flex-
ible, much more conformable on the 
upper, and unperceivable. You’ll see new 
construction on products from athletic 
companies that are making a push into 
the outdoor market, like New Balance, 
Saucony, Brooks and adidas. 
   We’re making engineering upgrades 
and modifications to some of our tra-
ditional constructions. For example, 
we’re looking at different ways of incor-
porating the tongue into the shoe that 
minimizes or eliminates the traditional 
gusset folds you see in more heavily 
structured uppers. 
   The minimalist trend plays well to 
our product attribute of being very light-
weight. People are beginning to associate 
Gore-Tex with lightweight products like 
the Inov-8 Roclite (a Gore-Tex, mid-cut 
boot weighing just 10.2 ounces). People 
are realizing that adding an ounce or less 
to a shoe and getting all that performance 
is a pretty significant advantage. 
Will the minimalist trend cause W.L. 

Gore to look beyond construction, and 
maybe develop new materials? 
As we look at what minimalist users 
really need, it’s an opportunity to design 
more than just construction innovations, 
but things that go to the laminate level. 
When the really rapid adoption level 
of minimalist footwear ends, the whole 
design philosophy and material selection 
for footwear will be affected.

Doug Burley, vp, p2i
Describe your Ion-mask technology and 
its performance benefits for footwear. 
Ion-mask technology by P2i is a liquid 
repellent nano-coating one thousand 
times thinner than a human hair. The 
technology works to lower the surface 
energy of products such as footwear, 
hats and gloves to make them ‘neutral’ 
to liquids. When water hits the surface, 
instead of being attracted and absorb-
ing into the material, the liquids stay 
attracted to themselves, forming drop-
lets and rolling off the surface. This 
technology ensures the shoe remains 
lightweight, dry and clean without 
affecting its natural breathability. 
What sparked you to develop the Ion-
mask technology?
P2i’s technology was originally devel-
oped to improve soldiers’ protective 
clothing against chemical attack. P2i’s 
technology was created to modify fab-
rics to repel liquids without affecting 
the original benefits. 

Talk about trends in the footwear 
market that are driving your product 
design.
The trend in performance footwear at 
the moment is not necessarily keeping 
your feet completely dry, but instead 
with a focus on keeping the footwear 
lightweight. As a liquid repellent nano-
coating, Ion-mask reduces the amount 
of water uptake in a shoe and ensures 
there is very little water absorption. This 
means for long-distance events, the shoes 
will start the race at 9.5 ounces and end 
around 9.5 ounces. By focusing on reduc-
ing the absorption of water, Ion-mask can 
be applied to uppers maintaining excel-
lent breathability.

Mike Henshaw, Director of Operations, 
Outlast Technologies
You mentioned that manufacturers use 
Outlast in shoes and boots, as well as 
insoles. What are the main ways that 
Outlast affects the performance  
of these products?
It’s designed to improve comfort in all 
types of environments and provide lon-
gwearing abrasion resistance, anti-odor 
properties and heat and moisture manage-
ment. The most important aspect of our 
technology is that it proactively manages 
heat to help mitigate perspiration before it 
begins, unlike reactive technologies such 
as wicking, which only begins to work 
after the user has already overheated and 
started to sweat. 
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BAREInGREdIEnTS
The minimalist trend inspires new, nimble footwear components By Marcus Woolf

Less is more. That simple statement 
best describes a major trend in 
footwear, as barefoot running and 
minimalist shoes are no longer 
oddities, but real trendsetters. 
To build Spartan shoes that are 
highly functional, footwear makers 
have turned to suppliers for 
fresh ingredients, like waterproof 
membranes that are more flexible, 
and lighter, more resilient foams. 
Even beyond the minimalist market, 
a wide array of new footwear 
components are shaving weight, 
while making products more 
comfortable and durable. Several 
suppliers shared with us their latest 
innovations featured in outdoor 
footwear, as well as their thoughts 
on trends shaping future designs.

skora: Lightweight goatskin by pittards.

Matt schreiner 
W.L. Gore

Doug Burley
p2i

Mike Henshaw
Outlast 
Technologies



BAREInGREdIEnTS
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   Outlast technology in footwear delays 
the onset of sweat, and reduces it by up 
to 44 percent to keep users more com-
fortable for a longer period of time.
What are some new ways that Outlast 
is being deployed in footwear?
A recent innovation includes our pair-
ing of spacer fabrics (double needle-bar 
knits) with Outlast technology to replace 
traditional foam padding in hiking boots 
and shoes. It can be engineered for 
optimal compression and return, and 
it doesn’t lose its ability to rebound, as 
foam tends to do.
What are some new Outlast technolo-
gies you’re working on? 
There is a real opportunity to expand 
the application of Outlast technology 
into other footwear segments beyond 
traditional performance wear that people 
typically associate with our technology. 
We already work with different partners 
like Timberland on a professional line for 
nurses (Timberland PRO Renova), but 
because our technology is so versatile, 
other segments such as fashion footwear 
can also realize the heat and moisture 
management benefits Outlast technology 
has to offer.

Mike Dodd 
Marketing Director, pittards
What is happening with demand for 
leather in the footwear market, and 
what types of leathers are footwear 
manufacturers looking for? 
As we look two years out at general 
trends, we still see the same move-
ment toward more natural materials. 
Increasingly, our customers are driving 
for softer, lighter, more comfortable 
leathers. To this end, our outdoor and 
performance customers are adopting 

more luxurious leathers, and they’re also 
seeking less finished leathers offering 
more breathability. Plus, there’s more 
demand for lightweight goatskin, and 
leather linings are a significant part of 
our offering. 
What types of Pittards leather will see 
emerging in the footwear market? 
Our highly abrasion resistant Keratan 
goatskin leather is already being sampled 
into some performance footwear pro-
grams for reinforcement in key areas. 
Otherwise, we’ll feature more natural, 
classic-look leathers like Richmond, 
Aztec and the re-born Krypton.
What are some of the general trends 
you’re seeing in the footwear market, 
and how are they affecting your pro-
duction?
The footwear market is dealing with 
the increasing cost of manufacturing 
in China. There is a two-fold response. 
First, companies are exploring new 
manufacturing destinations—factories 
in other parts of Asia and now Africa. 
Second, they are justifying the value 
of the footwear that stays in China by 
moving it up-market with components 
and quality. 

Jimmy Barnhardt
Director of new Business, Cocona 
With Cocona being used in a wider 
array of products, what are some of the 
new technologies you’ve developed for 
footwear? 
We are offering lining materials that 
include Cocona technology in the fiber 
to accelerate evaporation and quickly 
remove moisture that the foot produces 
during activity. We’re also offering 
waterproof/breathable packages that 
include Cocona linings and our breath-

able waterproof film that has Cocona 
active particles printed on the film. 
These linings and films work together 
to increase breathability and accelerate 
performance. By keeping your feet as dry 
as possible, you stay warmer in winter 
and the evaporation increases cooling in 
summer. 
What sparked you to develop the 
footwear liners and waterproof/
breathable packages? 
We had introduced lining materials 
to Scarpa and other brands. We did a 
lot of consumer testing (600 randomly 
chosen testers from a Backpacker mag-
azine ad) that suggested that our mate-
rials perform optimally as a breathable, 
waterproof system. We built several 
different products that were tested by 
Hohenstein, Satra and SGS (indepen-
dent product testing labs), and the 
results were very positive. 
Can you offer hints about materials 
we’ll see from Cocona in the near 
future?
We are looking at several foam, non-
woven footbed and insulation products 
that are being tested this winter. 
Can you talk about a general trend in 
the footwear market that’s affecting 
your product design? 
Materials are independently developed 
and not optimized for packages. We 
believe that solutions do not have to be 
several technologies put together, and 
that systems are the future. If you do 
use several technologies, they have to 
work in concert to deliver the desired 
benefit. Most importantly, the sock 
should also incorporate technology to 
turbo charge the system—just like your 
baselayer is so important for your out-
door layering system. 

1. plus Foam: provides better rebound than EvA. 2. p2i: shoes remain neutral to liquids.
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Michael Carr
Associate GM, plus Foam
Describe Plus Foam and how it’s used 
in footwear.
Plus Foam is a compound that can be 
made into foam for sandals, shoes and 
other things like yoga mats. We can 
apply high heat and pressure and 
increase density to make a rubber-like 
component for outsoles. We can also 
injection mold it to make sandal straps. 
The material came about to potentially 
replace EVA foam and other foams like 
polyurethane. We have better rebound 
than EVA and generally compress less 
over time. Also, Plus is a closed-cell 
compound, so it’s inherently non-
microbial, so bacteria can’t grow and 
fester, and sandal soles won’t absorb 
water. Also, the Plus compound gets 
stickier as it gets wet, and it’s a non-
marking material. 
Who are some of the outdoor manufac-
turers you’re working with?
We’re in the market with sandals from 
New Balance, Patagonia and a handful 
of other smaller brands. We’re working 
with sandal brand Sazzi to make injec-
tion-molded outsoles, which create 
less waste than compression molded 
outsoles. 
You mentioned that your company 
focuses on being environmentally 
friendly. What are some of the things 
you do?
A lot of brands seek us out for the 
environmental aspect of our business. 
Everything we make it 100-percent 
recyclable (whereas EVA is about 36 
percent recyclable), so on the manu-
facturing side we yield practically zero 
waste, and manufacturers that use Plus 
Foam can feel proud about saying their 
products were made with a smaller 
carbon footprint. 
    We also offer a post-consumer reclaim 
service. If you were to buy a New 
Balance sandal made with Plus Foam, 

you can go to the Plus Foam website, fill 
out a form and then recycle the product 
with us. Some brands are encouraging 
consumers to do this for a discount on a 
future purchase 

paul Brown
Business partner, Oofos
Oofos foam is relatively new to the 
market. Can you explain how the 
material is used in footwear? 
The Oofoam compound is a new closed-
cell foam compound that is proprietary. 
We have worked for two years develop-
ing it with a team of experts in foams 
and footwear. The patented Oofos foot-
bed absorbs 37 percent more of your 
body’s impact than other traditional 
foams, while still offering support. It’s 
an extremely durable product that can 
maintain its design for an extended peri-
od of time. The unique foam conforms 
to your foot and supports all arch types, 
is lightweight, does not mark, and does 
not absorb water. 
What prompted you to develop this 
new type of foam? 

My three partners and I came across a 
solution to fulfill a consumer need that 
nobody was addressing. The Oofoam 
technology addresses the issue of stress 
in the body by absorbing more of the 
impact than traditional footwear foams 
on the market today. Athletes have been 
continuously increasing the intensity of 
their workouts and more people are join-
ing the fitness and wellness movement.

Because of this we realized they 
were experiencing more and more 
issues with injury and pain. Currently, 
cushioning in athletic and fitness shoes 
offer a rebound affect causing your 
body to absorb a lot of this impact. 
Oofos introduces and innovative 
foam compound and footbed design 
that absorbs much more impact than 
today’s foams allowing the body to 
recover. l

Oofos:
Extremely 
durable 
functional 
foam.
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W
hen relaying the 
situation of the 
U.S. sheep industry 
recently, executive 

director Peter Orwick, says, “We 
are in an upswing market now. 
We need to take advantage of the 
unique possibilities of wool and 
promote the U.S. supply base. In 
the United States, farms create 18 
jobs for every 1000 sheep. This is 
a unique story that can be market-
ed by global brands and retailers.”

John Fernsall, president of Ibex, 
is doing just that. The Vermont-
based apparel company will triple 
its use of domestic wool for Fall 
’13. “We are adding ranches and 
building relationships to have a 
consistent source,” says Fernsall. 
“In the past we have wanted to do 
more domestically but processing 
was not here. Chargeurs was a 
game-changer for us.” 

Indeed, the re-introduction of 
the superwash process into the 
United States has had immediate 
impact. Production on the shrink-
resistant treatment equipment line 
began in 2011. 

Robert Chesebro, president 

of Wigwam Mills, states that, 
“Before the superwash pro-
cess was re-introduced into the 
United States last year, American 
wool top had to be shipped to 
China (7227 miles) to be treated, 
then to England (5070 miles) and 
finally to South Carolina (4094) 
before it could be manufactured 
into socks.” 

According to Diego Paullier, 
Chargeurs Wool USA commer-
cial manager, “Superwash has 
opened new markets and cre-
ated more demand for American 
wool.” 

The “buy American” move-
ment is an important factor 
within this emerging trend. And 
not just for the American sheep 
farmers. Alpaca farmers also see 
growth opportunities and have 
lately made significant strides to 
bring domestic alpaca product 
into the mainstream. 

The formation of Alpaca United 
(AU) is a new initiative aimed 
at making the fiber more com-
petitive in world markets. It was 
created and funded by the North 
American Alpaca farmers and 

processors and is an outgrowth 
of the vision and commitment of 
the Alpaca Owners & Breeders 
Association (AOBA). 

Chair Lee Liggett, on behalf of 
the board of directors explains, 
“We have spent this first year 
wrestling with the issues estab-
lishing the legal entity, generating 
phase one funding, building brand 
awareness and educating commer-
cial textile companies and down-
stream product manufacturers 
and retailers on the performance 
characteristics of our fiber, it is 
now time to turn our attention to 
the fiber supply chain and build a 
commercially viable infrastructure 

from farm to market through our 
phase two initiatives.”

Nick Hahn, a veteran textile 
marketer, hired to help launch 
Alpaca United, adds, “I’m a 
firm believer that supply follows 
demand. We have introduced 
North American alpaca fiber to 
domestic and international mar-
kets through creative branding 
and marketing, the industry now 
requires a commercially viable 
infrastructure to collect, sort, 
grade, bale and ship in a format 
acceptable to commercial textile 
companies.”

Alpaca farmer Steve Putney is 
enthusiastic about AU efforts. 

“We want to build interest in 
the fleece and build value in the 
fleece. We want to move beyond 
a cottage industry to sell the 
yarn. And we are now produc-
ing American made product. 
Pendleton, out of Oregon, has an 
alpaca blanket.”

Another element aiding the 
development and demand for 
domestic fiber is consumer desire 
for transparency. “People want 
to know where things come from 
and how it is created,” says 
Putney. 

Fernsall agrees, explaining 
that “it’s like food, consumers 
want to know who grew the veg-
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new processing and Marketing Initiatives promote Domestic Fleece By Emily Walzer

From Shear to Shelf

Alpaca born and bred in Hampton, CT.

sheep at home on the farm in Montana.



etables, and know where the fish 
were caught. It’s the same now 
with clothing.” 

 
On the Farm with  
suris and Huacayas

There are roughly 7000 alpaca 
farms and about 240,000 ani-
mals in the United States. Steve 
Putney’s Safe Haven Farm is 
home to 91 alpaca on close to 100 
acres of land in the small town of 
Hampton, CT. 

Like others in the alpaca busi-
ness, Putney is part of a resur-
gence of the family farm. “There is 
a trend to get down to basics again 
and lots of young couples as well 
as people looking for a second 
career are now raising alpaca,” 
says Putney, who left his job as a 
radio broadcaster to take over farm 
duties six years ago.

 In general, alpaca is as soft or 
softer than cashmere, and warmer 
than wool, according to Putney. It 
is considered a luxury fiber, hav-
ing been used in the Italian market 
for a long time, and is indigenous 
to South America.  

There’s no lanolin present, so 
alpaca fleece is hypoallergenic 
and unlike wool scouring is not 
required. Additionally, when 
blended the alpaca allows other 
fibers to “bloom” around it. 
However, a 100 percent alpaca is 
most desired. 

“There is a huge movement 
toward natural products and natu-
ral dyes and that is great for us,” 
says Putney. “We are green in that 
there are 22 natural colors from 
alpaca. But also the structure of 
the alpaca fleece allows for natural 
dyes to set easily and not fade,” 
explains Putney.

He owns two kinds of alpaca: 

Huacayas and Suris of all ages and 
colors. Huacaya alpaca grow soft 
bunches of crimped fleece offer-
ing some inherent stretch. The 
fleece is rather rich and dense in 
texture. The lightweight fleece of 
a Huacaya alpaca can be spun 
into thin textiles ideal for form fit-
ting garments. The Suri has more 
staple length, and a silk-like luster, 
and Putney suggests a 30/70 Suri/
Huacaya blend is ideal. 

Putney partners with Still River 
Mill, in East Ford, CT, where the 
alpaca fleece is washed and pro-
cessed.

“About four years ago the focus 
shifted to bring new people into 
the business. Now, with Alpaca 
United there’s movement to grow 
to a larger scale,” Putney says. 

On the Farm with Rambouillet
“We are definitely seeing more 

interest in USA wool,” says Rita 
Samuelson, wool marketing direc-
tor, American Sheep Industry 
(ASI). “There is more commitment 
to U.S.-based businesses and in 
particular the knitwear companies 
because the technology is here.”  

Military interest is also an influ-
ence. Having wool that is grown 
and processed here allows prod-
ucts to be sold to the Department 
of Defense as all-American made 
with shorter lead times in getting 
precuts, reduced freight costs and 
an opportunity to buy smaller 
quantities. 

As stated in a Natick press 
release, “The decision to take a 
second look at wool as a high-per-
formance fiber was due to impro-
vised explosive device, or IED, 
issues in Iraq and Afghanistan.” 
Wool is inherently fire-resistant 
and has other performance fea-

tures well-suited for military end-
use in apparel and socks.

A successful wool program 
could provide millions of dollars 
in new revenue and outlets for 
sheep producers across the coun-
try and help ensure the United 
States maintains a domestic wool 
processing industry. 

U.S. sheep are a French 
Merino breed called Rambouillet. 
According to Samuelson the 
wool can be as fine as 18.5 to 19 
micron, which is comfortable for 
next-to-skin applications. 

As of Jan. 1, 2012, there were 
5.35 million head of sheep in the 
United States, a number that has 
hit a plateau. The challenge to 
growing the flock relates to pric-
ing. “Until about four years ago, 
prices hadn’t changed from the 
1980s,” reports Samuelson. “We 
need higher prices because that 
bodes well for the sheep produc-
ers and if they are doing well 
then the industry does better.  

We have to progress; the prices 
are beneficial to all.”

According to Ibex president 
Fernsall, the advantage of domes-
tic wool includes lower transpor-
tation costs, growing consumer 
interest and “it just feels right.” 
Ibex is expanding its wool pro-
gram to include five more ranches 
in Montana and potentially get-
ting another U.S. wool source for 
its sock program. In addition to 
processing in South Carolina, spin-
ning and knitting is done in North 
Carolina. Cut and sew is also 
U.S-based in California, as well as 
expanding to Vancouver, Canada.  

Fernsall sees potential in wool 
for warm weather wear, and proj-
ects increases of 30 percent in this 
emerging category. “In the past, 
sales in April may have been Fall 
product on sale. Now, however, 
people are realizing wool for 
spring and summer.” 

And if it is all-American wool, 
all the better. l

MAdE 
In 

AMERICA

John Fernsall, 
president of Ibex. 

steve putney, safe 
Haven alpaca farm.
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Andy Gothings
principal, salence  

shannon Walton
public Relations, 

schoeller Textiles

salence: Outerwear with 
High-Tech style

Appropriately, this brand debuts 
with a “Bridge” collection of men’s 
outerwear. “We are bridging a gap,” 
explains principal Andy Gothings. 
“We are taking tech into the men’s 
stylish fashion market.” Each of 
the seven garments are named for 
elements of bridge construction 
and are engineered to perform. 
Jackets are waterproof/breathable, 
seam-taped and sport technical 
YKK zippers. Yet the cut is slim 
and tailored, minimally-fussy 
with branding only on the snaps. 
Neat details include retractable 
cuff pockets ideal for a metro 
card and nifty arm pockets for a 
cell phone. Featured textiles are 

boiled wool needle-punched to 
tafetta, Climashield insulation, and 
Schoeller Nanosphere. Suggested 
retail prices range from $300 to 
$895. The Tannery in Boston, and 
PrimoSports, Breckenridge, CO, 
have picked up the line. 

The company has an office in Hong 
Kong and manufactures in China. 
However, Gothings and principal 
partner Whitney Hunter reside state-
side. Both men have a background 
in the clothing business. Noted 
outdoor apparel designer Carol 
Owen was instrumental in the 
Salence launch garments. “Our 
aesthetic is urban and the materials 
are very techy,” says Gothings. 
“But you don’t want to look like 
you just came off ’nali.” l

City Cyclists, Race Cars and the 
Urban Gentleman Inspire the  
Latest Looks 

Outlier has been riding high since 
launching its urban cycle/commuting 
wear line just a few seasons ago. But 
this Brooklyn, NY, brand continues to 
evolve with a wider range of looks and 
fabrications. New slacks, for example, 
feature a stretch cotton technology 
sourced from Schoeller’s Turkey 
factory. The material allows for a 
sleek silhouette yet comfortable fit and 
natural fiber feel.

Luna-C brings high-tech elements 
of racing to sportswear. The company 
combines a passion for cars, racing, 
technology and style to create high-end 
lifestyle clothing for men. “There’s a 
frame of mind required to participate 
in any kind of racing – sports cars, 

motorcycles, cycling, or the race of 
life,” says founder Lee Davis, who is a 
race car driver. Luna-C designs reflect 
this edginess. An interesting detail is 
the use of Kevlar. The carbon fiber 
fabric is used as an accent on shirts 
to add visual appeal but also provide 
durability and abrasion resistance. The 
company also uses Schoeller coldblack 
in other garments. 

Proof is a brand new company 
seeking a spot in the men’s shorts 
market. The tailored shorts are 
stylishly functional. “Without the 
technical textile these are just a pair 
of fashion shorts,” says founder Omar 
Rada. “The urban gentleman doesn’t 
want a baggy short.” Designed with  
a slim fit and 1950-60’s-ish cut the 
Proof short uses Schoeller DrySkin 
with Nanosphere. l
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Uber-Urban Outdoor Menswear Takes shape stylishly

LUXE-FORMAnCE

T
he fusion of fashion and function 
has gained traction over the past few 
seasons, bringing trail to sidewalk in 
apparel that relies on technical fab-

rics to create city-style wear. Now, however, 
a new breed of clothing is coming of age that 
takes the “urban outdoor” concept up a notch 
— or two, or even three. In the newest col-
lections, the outdoor element is subtle while 
the sophistication of design becomes more 
obvious. Price points are high and distribution 
goes beyond conventional outdoor specialty 

to seek boutique and department store sales. 
Textiles of choice are high-performance and 
critical to the DNA, but the look and hand 
of these contemporary garments is luxe. An 
important textile player in this emerging cat-
egory is Schoeller, working with a range of 
up-and-coming, bi-coastal designers. Other 
technical fabric suppliers are sure to come 
aboard quickly. Such is the momentum 
for high-function, fashion menswear that a 
special section devoted to the category will 
showcase at the trade event (capsule) in New 

York this summer. Called Above Tree Line, 
the focused expo is designed to appeal to 
both top directional retailers, editors, bloggers 
and tastemakers as well as the niche outdoor 
clothing and equipment community. “Not to 
mention the surging number of urban ath-
letes who wish to seamlessly combine their 
recreational activities with their usual style,” 
according to show organizers. 

Here’s a look at a selection of luxe-formance 
garments: 



 COLOR

Tech-nicolor:  
Function gets a 
blast of bright-
ness ranging 
from new hard-
shell jacket 
technology 
from Arc’Teryx 
highlighted in 
vivid shades 
to distinctive 
prints from 
volkl perfor-
mance Wear 
for men’s and 
women’s ski 
and red hot, 
mulit-purpose 
Fuse-ion shoes 
by Teva.

It’s A Bright, sunshiney Day
Designers have pumped up the color 

palette for next season, with everything 
from casual footwear to uber-technical 
outerwear showing off the latest 
high-volume hues. There is a fashion 
influence at work, to be sure with super-
colorful clothes ruling runways and city 
sidewalks of late. But psychology plays a 
role, too; cheery reds, sweet oranges, sky 
blues and lush greens offer visual relief 
from the world’s dreary economic and 
political news. As one designer suggests, 
“Color is fun. The brights lift your spirit 
and make you smile.”  

Arc’Teryx: Not so long ago the outdoor 
apparel landscape was dominated by 
earth tones and lots of dark shades – such 
as black, black and more black – with 
maybe a sprinkle of rugged red or navy. 
In a word: forgetaboutit. One glance at 
the latest line-up from Arc’Teryx and it 
is very clear that outdoor colors have 
brightened and lightened for year-round 
wear. The jackets shown here have all 
the performance properties an elite athlete 
could wish for — technical fabrics, savvy 

construction, functional detailing, but the 
rainbow range gives way to a much  
more contemporary vibe.  

Volkl: The ski business is no stranger 
to strong use of color. Indeed industry 
designers have traditionally shown no 
fear when it comes to taking advantage of 
powerful, eye-catching dyes, from blasting 
neons to wild color combinations, even 
though the category endured a mono-
chromatic dark phase not that long ago. 
Now, however, brights are back and Volkl 
Performance Wear elevates the visual 
with innovative prints. Shown here are 
the men’s prism print Silver jacket and 
women’s Silver Star featuring a unique 
splash-style print in vibrant pastel for the 
2012/2013 winter season. 

Teva: Dorothy’s ruby slippers have 
nothing on these bright red kicks. What 
looks like a fun summer sneaker is actually 
super-functional footwear. Designed to 
go from the water to the nearest watering 
hole, the shoe has Ion-Mask technology to 
keep feet dry and a non-slip Spider Rubber 
outsole. Wet rocks or slick bar floors are 
no problem. l
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A
s much as the folks in 
R&D try to outwit her, 
Mother Nature contin-
ues to pose challenges. 

Victory looked close at hand years 
ago with the advent of waterproof/
breathables and windproof textiles. 
Another win or two was notched 
just recently with the advent of 
technical down and performance 
cotton. However, despite past 
efforts a new batch of problems 
seems always to arise. This season 
technologies take aim at harmful 
UV rays, nasty little critters and 
yes, even cell phone radiation.
Consider these every day statistics: 
• One in five Americans will 

develop skin cancer in the 
course of a lifetime.

• Over the past 31 years, more 
people have had skin cancer 
than all other cancers com-
bined.

• 40,000 cases of Lyme disease 
are documented in the U.S. 
alone every year and health 
experts are predicting 2012 to 
be the worst year for Lyme 
ever.

• While still subject to debate, 
cell phone radiation is being 
regarded in the same risk cat-
egory as negative effects of sec-
ond hand smoke. 

Adding to the development of new 
technologies these days is the keen 
interest in being eco-sensitive. 

More so than ever, brands are try-
ing to introduce performance that 
goes hand in hand with environ-
mental sustainability. 

Here Comes the sun 
When it comes to UV protec-

tion, many clothing outdoor 
clothing manufacturers realize 
there are two trends to consider. 
Not only are customers increas-
ingly aware of the threat of skin 
cancer, but yet are spending lon-
ger time outside running mara-
thons, fly fishing, golfing and 
even backyard gardening. 

The first line of protection, mate-
rials managers report, is smart fab-
ric construction and yarn choice. 
Being environmentally-responsive, 
outdoor makers look first to fabrics 
that are inherently UV protective 
in an effort to steer clear of added 
chemicals. Tight weaves of poly or 
nylon are common. Color plays a 
role as well. A top quality control 
is to measure UPF values before 
and after several fabric washings. 
This assures any claims of dura-
bility. The AATCC test method 
183 is referred to consistently as 
a standard. 

New research at North Carolina 
State University looks at nano-scale 
films for UV protection. The pro-
cess is borrowed from the micro-
electronics industry and offers sev-
eral benefits. Importantly, the films 

are lightweight and do not interfere 
with textile performance. 

Essentially, researchers intro-
duce gases to the substrate which 
react on the surface to form an 
extremely thin nano-coating. It is 
similar to how films for electron-
ics are produced but on a textile. 
The vapor phase process adds UV 
protective properties that are col-
orfast and don’t sacrifice breath-
ability or comfort. 

Here Come the Ticks
This tick and mosquito season 

are being considered the worst 
ever due to the warm winter of 
2011/12. It’s not surprising then 
that technology to repel these pests 
is in the spotlight. While not new 
to the marketplace, Insect Shield 
is making significant strides not 
only in outdoor but other cloth-
ing categories such as industrial 
and workwear. The company has 
increased its outdoor presence 
with brand partners such as Ex 
Officio, Orvis, L.L. Bean, Buff, 
Tilley and dozens more. This sea-
son Outdoor Research expands its 
apparel selection in addition to 
hats and gaiters. Sea to Summit 
now has a wide assortment of 
Insect Shield products. 

Insect Shield is proven and reg-
istered to repel mosquitoes, ticks, 
ants, flies, chiggers, and midges 
(no-see-ums). The repellency is 

long-lasting (through 70 washings) 
and appropriate for use by the 
entire family without restriction, 
according to the company. 

Insect Shield’s own testing 
methods follow United States 
Department of Agriculture (USDA) 
guidelines, and according to the 
company, the results conclusively 
show that the protection works 

Here Comes the Radiation
WrapHabillement is a new 

eco-focused brand designed by 
Elizabeth Roberts, who combines 
high-fashion with function using 
all bluesign certified fabrics for 
her stylish women’s wear. A 
detail of particular interest in 
her clothing collection is the pat-
ent pending Smart Shield pocket 
system in every jacket. This ele-
ment is designed specifically to 
reduce the risk of radiation from 
wearer’s cell phone. 

The concept for the innova-
tive pocket stems from efforts in 
China to protect pregnant women 
in manufacturing plants from 
radiation. 

Here Comes the Bacteria
Sweat alone is odorless, but it is 

creates conditions where bacteria 
thrive which results in unpleasant 
fabric stink. Polygiene brand con-
ducted focus groups revealed that 
30 percent discarded a garment 
due to odor after washing and over 
50 percent would pay more for an 
odor-free garment. 

In Polygiene treatment, low 
concentrations of silver salt made 
from recycled silver are used to 
deliver active silver ions that 
naturally inhibit growth of bacte-
ria. Totally sustainable and easy 
to apply, Polygiene is bluesign 
approved and does not require 
any binders, which are often 
basedon toxic substances, such 
as formaldehyde. Testing of both 
durability and odor-inhibiting 
performance is done according to 
internationally accepted standard 
methods, AATCC 135 and mod 
AATCC100. l

TECHnOLOGy 

Forget about wind, rain and snow, the latest developments keep the
wearer safe from sun, pests and hidden dangers By Emily Walzer

new Age Protection
The WrapHabillement 
La Romantique jacket 

offers subtle protection 
from electromagnetic 

frequencies (EMF) and 
microwaves from cell 
phones with a smart 

shield pocket. 

FABRIC IS RATED  
ACCORDING TO AN  
ULTRAVIOLET PROTECTION 
FACTOR “UPF”. 

UPF is like SPF except UPF 
 rates protection against  
both UVA and UVB. 

A garment with a UPF of 50  
only allows 1/50th of the UV 
radiation falling on the surface  
of the garment to pass through  
it. In other words, it blocks  
98 percent of the UV radiation





34 • Textile insight ~ July/August 2012 textileinsight.com

EDUCATIOn

The University of Alabama Develops Composite products Using Recycled Carbon Fiber By kathlyn swantko

T
he University of Alabama 
at Birmingham (UAB), with 
its Materials Processing and 
Applications Development 

(MPAD) Composite Center, is leading 
the way in research on the use of carbon 
fibers in composite materials for a variety 
of industry applications. While materials 
science and engineering programs at other 
universities are also conducting research 
on the commercial use of composite mate-
rials, few have been as successful as UAB’s 
MPAD. UAB began its activities in 2001, 
and in 2004 opened the MPAD manufac-
turing facility. 

Uday Vaidya, professor of materials 
science and engineering at UAB, states, 
“Carbon fiber is of emerging interest in a variety of end-use applications, 
because of its potential for significant weight reduction that minimizes fuel 
and lifecycle costs.”

In 2009 as the interest in MPAD’s research grew, Innovative Composite 

Solutions (ICS), LLC, became an indepen-
dent small business spin-off of the MPAD 
Composite Center. ICS now works closely 
with MPAD and specializes in the commercial 
production of advanced thermoplastic com-
posite materials for a variety of industries.  

Madan Moudgal, director of business devel-
opment for ICS, states, “Carbon fiber has a 
broad range of applications in our produc-
tion, because the fiber has superior specific 
strength (ratio of strength to weight) and 
specific modulus (ratio of modulus to weight), 
compared to other components like aluminum 
or glass fiber. This makes carbon fiber an 
attractive material for many industries.”

Potential end-uses for sporting goods made 
from carbon fiber composites can include 

kayaks, paddleboats, fishing rods, sports helmets, skateboards, surfboards, 
backpacks, and small boat hulls. 

However, due to the high cost associated with virgin carbon fiber com-
posites, MPAD has been conducting extensive research on recycled carbon 
fiber. Vaidya explains, “The possibility for lower cost recycled carbon fibers 
is very exciting! Selectively, recycled carbon fibers can replace or comple-
ment steel, aluminum, thermoset glass, and virgin carbon fiber parts for a 
broad sector, with many applications yet to emerge.” 

According to Dr. Vaidya, the UAB team works in collaboration with 
industry partners, such as Materials Innovation Technologies Recycled 
Carbon Fibers (MITRCF) to evaluate the manufacturing feasibility, testing 
and applications for recycled carbon fiber mats, roll goods and intermediate 
material forms. 

Graduate and undergraduate students are an integral part of the MPAD 
center program. Vaidya explains, “Currently, there are 14 graduate stu-
dents and eight undergraduate students working in the MPAD center. The 
students contribute to R&D projects and gain experimental learning as part 
of their work in the facility. The experience the students gain make them 
valuable hires in the engineered plastics and composites industry, for which 
there is a growing demand.”

Going forward, Vaidya notes, “The core goal of MPAD is two-fold: 
Besides creating the next generation work force that is knowledgeable in 
engineered plastics and composites, we also want to work closely with 
industry in solving problems aligned with industry needs, and maintaining 
our facility as a resource for applications-oriented R&D.”

Vaidya is looking beyond local industries to the global needs for com-
posites. He states, “While there are several schools involved with basic 
research in materials, our team at UAB is focused, not only on application-
oriented work to support our local industries here in Alabama, but also to 
meet the growing global demand for composites applications.” l 

For more information on the University of Alabama’s MPAD Composite 
Center, contact Dr. Uday Vaidya, 205-410-2898 or uvaidya@uab.edu.  
For more information on Innovative Composite Solutions, LLC,  
contact Madan Moudgal, mgmoudgal@innovativecompositesolutions.
com, or 609-558-3060.

Kathlyn Swantko, president of the FabricLink Network, created 
TheTechnicalCenter.com for Industry networking and marketing of specialty 
textiles, and FabricLink.com for consumer education about everything fabric. 

Leading the Way in Research 
phD students: Alejandra Constante and samuel Jasper 
working on natural fiber extrusion.





36 • Textile insight ~ July/August 2012 textileinsight.com

A
ccording to the National Climatic Data Center, the 
average temperature for the contiguous United States 
was 8.6 degrees above the 20th century average this 
past March. Since record keeping began 117 years ago, 

only one month, January 2006, has seen a larger departure from 
its average temperature than March 2012. Exactly 15,272 warm 
temperature records were broken.

However, during March 2012, other areas around the globe 
were experiencing very cold temperatures.

What does this mean for textile development?  Are designers 
reacting to climate change? Is a new style of wardrobe emerging 
to adapt to increasingly wild weather conditions? 

A few trends are taking shape. For example, cooling 
properties in the form of feather-weight materials, including light 
insulations, open weave constructions and sun-reflective features 
are increasingly prevalent. As is overall design versatility and 
thermo-regulation. Actual cooling technologies are also being 
introduced (see OR Preview story, page 6). And new buzzwords 
are entering the conversation such as “cross-seasonal,” 
“transitional,” and “the 8-month jacket.” 

There is also heightened environmental consciousness 
not to contribute to climate change with designers seeking 
non-toxic, sustainable solutions to material selection and 
manufacturing methods. 

A concern over inventory is also part of the discussion. A 
mild 2012 is one thing, but a series of above average winters is 
another. Already retailers and brands are sitting with inventory, a 
situation that could easily escalate without a stormy 2012-13. 

CLIMATE CHAnGE

Dressing for a new world 
order of temperature 
extremes By Emily Walzer

weATher
rePorT 

12
We asked a dozen 

industry people for their 

thoughts on textiles in 

regard to record-breaking 

temperatures and weather 

extremes. Here are their 

fabric forecasts.

Alan yiu, Founder and president, Westcomb: “I think the goal in the way 
we dress still remains the same — looking good while remaining comfortable, 
whether that means staying warm, dry or cool. I don’t think people are 
necessarily dressing more for the weather rather than just being better prepared 
for it — carrying a lightweight shell or down sweater. At Westcomb we have 
seen a design shift for products to have greater portability and packability 
without sacrificing performance. While this wasn’t predicated by climate change, 
it certainly highlights the benefits of products that are versatile.  Without a 
doubt, as the first layer of defense, textiles play a critical role in managing 
extreme weather conditions. A shell/outer fabric’s ability to keep the elements 
out is directly attributed to its DWR, membrane type and weave construction. 
A lining or knit’s insulation efficiency is dependent on its construction, density, 
and how much air it is able to trap. I think the solution to the drastic weather 

is a wardrobe full of 
versatile pieces that work 
in combination with one 
another in a myriad of 
conditions. This concept isn’t 
new to our industry as many 
backpacker’s face the same 
challenge; how to pack fast 
and light for, not all, but a 
range of weather conditions.”

steve Richardson, Director of Material Development, patagonia:  
“It’s not just warmth, but more chaos. One day is 90 degrees, the next is  
40 degrees. You need to consider swings in weather. The idea of ‘rounding 
things off’ brings more lightweight options, such as ultra-light wool and the 
lightest possible base layers. The 20 denier fabrics are the new 50 denier. 
  Also, the concept of layering is becoming more lifestyle. Our Steersman 
shirt is, for example, superlight, organic cotton fabric with a crepe-like 
crinkle that lifts away from the skin to promote cooling. We are also 
launching an insulated piece for Spring. Insulations are lighter and these are 
becoming our most popular.”

David parkes, president, Concept III
“People are re-thinking based what is going on with milder 
winters. There is a definite trend to lighter weight insula-
tions – 30, 40 or 60 grams—for clothing that is transitional.  
An 150 gram insulation may not be required. There is more 
and more talk about an 8-month jacket that you can use from 
September to May. There is still purchasing going on for Fall/
Winter ’13 apparel, but if it is mild again, there is concern the 
inventory situation will snowball.”  

David kappele, sales Director, Tilley 
Endurables: “We do look for lightweight 
breathable fabrics that are UPF 50+. From 
the start (1984) our hats have always been an 
excellent form of sun protection but in the last 
few years we see more and more consumers 
gravitating to our brand as a result of the need for 
proper sun protection. The new fabric collection 
is made from recycled hemp and organic cotton 
yarns — essentially those pieces that are ‘leftover’ 
from the manufacturing of other Tilley Hats. 
When put together they create this ‘mash-up’ 
fabric that is environmentally friendly, breathable, 
lightweight and certified UPF 50+.” 



Melissa Grace, Fashion Communications 
Manager, Australian Wool Innovation (AWI): 
“The key message is that Merino wool is 
ideal to respond to such changing weather 
conditions due to its inherent ability to 
regulate body temperature and adapt to both 
hot and cold climates. The other key message 
is the natural benefits of Merino wool, as it is 
a renewable source and biodegradable at its 
source, it is the ideal choice for product that is 
considerate to the environment.”

kelsey Goodrich, Marketing, Gramicci: “Because of the drastic 
climate changes we do think consumers are looking for more 
versatility in their clothing. We believe they desire garments that 
are cross-functional. Our styles that are made with our proprietary 
Natural Performance Technology – NPT fabrics – do exactly this, as 
they are designed for sport and life. The fabric is made from pesticide, 
insecticide and herbicide free durable hemp and GOTS certified 
organic cotton. The shirts are woven in such a way that as the hemp 
naturally wicks moisture away from the skin, the shirts in turn dry that 
moisture out super fast. Hemp is naturally anti-microbial, and therefore 
eliminates body order from the garment. Hemp also naturally regulates 
body temperature so it keeps you warm in cool climates and cool in 
warm climates. Our solution is that we look to the Earth for answers 
on how to adapt to the climate change. We do not go synthetic. We do 
not go chemical. We try not to add to the problem, but look for ways 
to better the situation for more than the population currently here on 
the Earth, but for future generations as well.” 

Lauren Wall, Apparel product Line Manager,  
Brooks Running: “Runners are expecting more 
versatility in their apparel and that includes having 
options for every type of weather. At Brooks, we are 
constantly striving to provide runners with a wardrobe 
that can take on every weather condition from hot, 
humid summer days to cold, snowy winter nights. This 
innovation includes searching for new, unique materials 
that are great at wicking moisture, but also keep your 
internal temperature just right. One of these new fabrics 
is our D’Lite Micro Mesh. This super lightweight, 
translucent, moisture-transfer fabric is great for adding 
coverage without weight and warmth. When the temps 
aren’t as extreme, women can layer the bright colors 
to make their own custom looks. This fabric has really 
resonated with runners, so we will be offering even 
more options in Spring ’13.” 

Claire Joyce, product Manager-Running Apparel, 
new Balance: Our focus at New Balance is standing 
for thermo-regulation. We want to ensure a runner 
stays cool on warm weather runs and stays warm on 
cold weather runs. We recognize that runners have 
very different needs around the world due to the 
varying climates so, it has always been imperative 
that our running apparel provides a lot of versatil-
ity for a runner in any weather conditions they may 
face. The Minimus collection features X-Static to aid 
with temperature regulation.”

Carol Little, Materials Manager, pearl Izumi: 
“We have introduced a new material technology 
in our PRO and Elite categories called Transfer 
In-R-Cool. The fabrics in this category have 
cooling properties. In our PRO category, our 
fabrics actually reflect the sun’s rays even in 
dark colors like black. As a result, riders can 
wear black shorts that feel like white shorts. In 
our Elite category, we have a moisture activated 
cooling technology that can reduce the body’s 
surface temperature by more than 2°C. As a 
result, the athlete can work out longer and feel 
cooler. In addition, to these cooling technologies, 
all of our materials are engineered to quickly 
move moisture from the body keeping the 
athlete dry and comfortable.”

Jordan Wand, vp-product and marketing, Outdoor 
Research: “Our athletes look to us for products that 
keep them dry, cool and protected from the sun. 
Particularly in our Spring collections, we focus on 
fabrics that provide superior UV protection, moisture 
management, breathability and are quick dry. We 
continue to offer that in our apparel range but will also 
be offering several accessories that offer the consumer 
the same performance benefits for Spring 2013. For 
example, our Torque Tees offer moisture management 
fabric technology for aerobic pursuits in hot conditions. 
Polartec Power Dry fabric blends polyester yarns on 
the outside with polypro construction on the inside 
for exceptional moisture transfer and quick drying. 
Polygiene Active Odor Control provides antimicrobial 
properties, while UPF 15 aids with sun protection.” 

Tricia Carey, Merchandise Manager, Lenzing: “I do think people are addressing this. We cannot ignore that 
we had such a mild winter in the Northeast. Additionally there is more accessibility to global travel with various 
climates. People need multi-function and multi–climate clothing. For Lenzing, we introduced Tencel Sun and 
Lenzing Modal Sun about three years ago.” 

paige Harvey, senior Designer, Horny Toad: “We do not focus primarily on climate control when we are 
designing individual pieces in our collection. Of course, as a company, we focus on our environmental footprint 
as a whole and try to contribute as least we can to the fundamental causes of climate change. When we are 
designing pieces in our line we try to focus on travel and being environmentally thoughtful with the usefulness 
of each piece. We make clothes that are useful in the widest ranges of temperatures. If a person is traveling 
somewhere warm and it turns out to be cold when they arrive we expect our clothes to still do the job and vice 
versa. So, yes, versatility is key and is the primary focus at Horny Toad.”

Extreme 
snowstorms

Groundhog day Blizzard
(Jan. 31 - Feb. 3)

Western Nebraska 
(Apr. 14-16)

Early Snow  
(Oct. 29) 

Extreme 
Floods

Hurricane Irene  
(Aug. 20-29)

Tropical Storm Lee 
(Sept. 3-8)

Heat, Drought 
and Wildfires 

Greater than $1 billion  
in damages
(April – July)

3251 

number of 2011 monthly
weather records broken by 
extreme events that struck 

communities in the u.S. 
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T
here are times it seems as if progress 
on the performance fabric front is 
measured in the tiniest increments 
– tweaks and refinements – rather 
than giant leaps forward. But then 
along comes something really new, 
and BAM, you realize how far the 
industry has advanced. 

Whether you believe we are now 
in a revolutionary phase of product development 
(or not) we are moving steadily along the 
evolutionary path. Increasing attention to the 
environment, the natural fiber renaissance and 
direct dialog with consumers via social media 
are a few of the important factors pushing 
improvements forward. 

On the other hand, a challenging global 
economy, questions about the future of military 
spending and price pressure along the supply chain 
are major aspects currently inhibiting remarkable 
breakthrough innovation. 

What follows are conversations with some of 
the pioneers and innovators of performance fiber 
and fabrics over the past forty years. This “brain 
trust” spans from executives who worked at 
DuPont in the 1970’s responsible for ushering in 
first-generation performance synthetics, to chemists 
currently on the front lines of development. 

Recollections of the early days in technical textile 
R&D, in addition to predictions of future changes 
lend plenty of insight and potential answers to 
these key questions: How did we get here? Where 
are we now? And what’s next? 

DEsTInATIOn InnOvATIOn 

The Adventure of Making and Marketing Technical Textiles from the Early Days of Big Chemical  
Company Research to Concepts on Brands’ Drawing Boards Right now. By Emily Walzer

PERFORMANCE  
EVOLUTION

Note: Individuals interviewed for this article represent a very small sample of the many terrific people involved in textile advances over the 
years. The hope is to create a series of articles that continue this discussion with a wide range of designers, developers and suppliers who 
played a part in the evolution of performance fabrics. In addition, while this story focuses on domestic-based development, textile innovation 
is a world-wide business with critical research resulting from work in Japan and Europe as well as all corners of the globe.



In The Beginning…
There were the big chemical companies 

and venerable textile mills. A stand-out was 
DuPont. The corporation was a powerhouse 
of R&D and a brand marketing machine. Yet 
according to ex-DuPont employees, what 
made the business succeed was the belief 
that “newness trumped everything else.” 

In the textile arena in the 1950s 
through most of the 1980s this meant 
creating a whole new industry around the 
development of synthetics that imitated 
nature with functionality. For example, 
synthetic silk was nylon; synthetic rubber 
stretch became Lycra, etc.  

“You had huge differentiation and tons 
of benefits,” recalls Carol Gee, a marketing 
specialist who worked at DuPont for more 
than 25 years starting in 1979. 

In addition, for a chemical maker DuPont 
was very savvy on how to send a message 
of an ingredient to the consumer. This was 
really unusual 30 years ago, says Gee, who 
recalls how, for example, Teflon was initially 
sold to makers of pots and pans, yet DuPont 
talked about the benefits to consumers. 
The same approach was taken introducing 
consumers to technical fibers for apparel 
applications. 

DuPont did not “tweak” in those early 
days. Product was about something totally 
new and figuring out how consumers could 
use it. “This was eureka-in-the-lab” type 
innovation, according to Gee. And it resulted 
in DuPont brands like Dacron, CoolMax 
and Cordura, among others that became 
household names 

DuPont was also a leader in marketing and 
promoting its fibers. “The company spent 

money because it demanded premium prices. 
Money was spent on climbs to Mt. Everest 
and expeditions to the North Pole, and this 
gave credibility,” says Bob Van Dyke, who 
worked in the insulation sector selling and 
promoting the new fibers. 

“I was involved with dozens of trade 
shows – Ski Show, Outdoor Retailer, 
SHOT – in the days of our introduction of 
advanced filling fibers for insulations such 
as Thermolite, Thermoloft and Quallofil, 
made from Dacron polyester, along with 
fabrics such as Cordura and Supplex 
nylon,” Van Dyke relates. “Back then there 
were lots of people interested in outdoor, 
from mountaineering to backpacking, 
but equipment was less than ideal. The 
people founding these companies were the 
ones doing these activities so they wanted 
something better to make the experience 
better,” he explains. 

Greg Thomsen was one of these people. He 
founded Wilderness Experience in 1973 and 
spent a lot of time in DuPont labs looking at 
different materials. 

“All this technology was coming out of 
DuPont, which had huge R&D. They were 
exploring how to keep the military warm 
not using down blankets,” recalls Thomsen, 
who saw the incarnation of TherMax, the 
first wicking base layer. “This was not the 
World War II technology. It was a new 
era. Cordura, for instance, was originally 
designed for military and the thread was 

strong enough to stop a tank.” 
Thomsen adds, “I would go to the labs and 

there were beakers and weights and scales 
and in one scale there was a grilled cheese 
sandwich and coffee was in a beaker — just 
mad scientists developing all this stuff.” 

This trend of developing for military end 
use initially, which then trickles down to the 
mainstream, continues to this day. 

But times began to change. “I think 
things may still be moving forward, but 
nothing gets promoted quite like in the 
earlier years,” says Thomsen, managing 
director for Adidas Outdoor USA. 

Decades ago there were lots of small 
outdoor businesses springing up that 
could utilize the latest technology and the 
chemical companies such as DuPont were 
the means for advertising. Says Thomsen, 
“The industry at that time, it was a tapestry 
all woven together.” 

 
Another Day, Another Innovation

The likes of W.L. Gore, Malden, big guns 
such as Milliken, Burlington, Wellman, 3M, 
and converters like Travis Textiles in New 
York City pushed innovation to the hilt in the 
late 1970’s through the early 1990s. 

It was rapid-fire development as new high-
function synthetics took off. New insulations, 
waterproof/breathables, synthetic fleece, 
base layer fabrics that wicked all entered the 
marketplace in quick succession. It was so 
much, so fast that it became expected that 

THE GORE-TEX GAME CHANGER
In 1958, Bill Gore left DuPont after 17 years 
as a research chemist to pursue market 
opportunities for fluorocarbon polymers, especially 
polytetrafluoroethylene (PTFE). Along with his wife, 
Vieve, Bill began the new business in the basement 
of the family’s home in Newark, DE. Ten years later, 
in 1969, the couple’s son, Bob, discovered that 
PTFE could be modified to form a strong, porous 
material — a game-changer if there ever was one. 
This discovery, expanded PTFE or EPTFE, led to 
the creation of Gore-Tex. The waterproof/breathable 
revolution in outerwear, and then footwear, was born. 

Gore, with annual sales of roughly $3 billion, 
continues to advance fabric technologies but also 
has built an enormous and diverse product range, 
including optical signal transmissions, medical 
devices that treat aneurysms and dental floss. 

“It was then, and still is now, all about the 
consumer,” says Steve Shuster, who has spent his 
career with W.L. Gore. 

1. MILITARY
2. OFF SHORE PRODUCTION
3. OLYMPICS
4. SUSTAINABILITY
5. DESIRE FOR ENHANCED 
    COMFORT IN ALL CONDITIONS

INFLUENTIAL 
FACTORS IN  
THE PAST
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something new came not just every season, 
but every month. 

As one developer recalls, “It was a sea 
change.” He adds fondly, “It was a bunch of 
flower children that were into climbing and 
outdoor stuff and were looking for solutions. 
Big problems got solved and now everyone is 
comfortable.” 

Essential to that time of innovation were 
relationships within the industry. “You really 
can’t develop fabric in a vacuum. There has 
to be a need and you have to have a trust 
relationship with a brand,” says one source, 
who asked not to be identified. 

In particular he states, “You need a nerd and 
a creative type – the combination of left brain/
right brain – one who defines the function and 
the other who defines the form.” 

Someone like Mark Galbraith, for instance. 
“In the past you had well-funded developers, 
smart designers and strong brands. This 

relationship was integral to innovation,” says 
Galbraith, general manager at Nau. 

He also points to a bigger dynamic present 
in the past. “There were big corporations 
and a significant brand presence who could 
work in concert to create something. You 
had big breakthroughs like waterproof/
breathables, fiber cross shapes, etc. Today is 
a mushy playing field. There are more brands 
competing. It is more commodified, more 
cookie cutter.” 

The economics have changed as well 
compared to the R&D, operations and 
promotional efforts of decades ago. “Today 
you need to justify expenses and efficiencies 
are needed,” adds Galbraith.

Others agree that economics have played 
a major role in the different stages of 
performance materials evolution. “I can’t 
remember a time when the textile business 
was not competitive, and not tough,” says 
David Parkes, Concept III president. “But back 
in ’70s and ’80s there were so many new 
brands emerging — a whole new outdoor 
industry was emerging. It was like the birth 
of the Internet — explosive and price was 
secondary. We’ve been in a different phase for 
the last 15 years and the economy is a factor. 
These days price rules.” 

 
Changing Times 

A turning point for textiles came when 
production moved overseas, and it changed 
more than just physical location of factories. 
“I’m not saying it changed for better or for 
worse, it was just different,” says Thomsen. 
“Relationships were now more with the 
factories. There was more talk about bigger 
orders and fewer intimate conversations about 
kayaking and trying out the latest neoprene.”   

Increasingly efforts went into pattern, fit 
and components. Gender-specific sizing, 
body mapping, articulation and design 

details like waterproof zippers and pocket 
structure became significant, and innovation 
on the fabric side was subdued. Building a 
better product through advanced garment 
construction became the trend. Truly talented 
garment makers like Arc’Teryx emerged raising 
the bar for outdoor apparel performance. 

After decades of dramatic development 
the industry entered a phase of “tweaks.” 
“The shift to China, and how the Asian firms 
innovate has influenced this,” says Parkes. 

Galbraith expresses a similar sentiment. “We 
lost a degree of craft-based innovation in the 
outdoor industry. With the loss of domestic 
textile mills and shifting base of production, 
it is less hands-on and de-personalized,” says 
Galbraith. “Now it’s more out-sourced and 
there is more expertise at the factory level and 
less old-world craftsmanship.”  

Others don’t disagree, but also consider 
the extreme difficulty of bringing new 
fibers to market in today’s industry. “Look 
at the necessary qualities: fine size, great 
tenacity, abrasion resistance, pill resistance, 
colorfastness, UV colorfastness,” says Randy 
Harward, a vice president at Patagonia. “A 
truly new fiber introduction would be a big 
event in textiles. We have more to work with: 
polyester, nylon, rayon, spandex, etc., whereas 
in the past there was cotton and wool. There’s 
a lot more on existing material than new. But 
that’s true in any technology. Cost efficiencies 
and a knowledge base increasing dramatically 
also factor in.” 

Harward continues, “There are only a 
handful of fibers you can really count on, so 
people keep going back to them. Wool is a 
good example. We’ve [the industry] has circled 
back and created technical wool.” 

Some believe this re-focus on natural fibers 
has put a dent in tech innovation. There is no 
longer the desire to replace wool, or cotton, 
but rather enhance the natural fiber. 

CATEGORY 
BREAKTHROUGHS
• WATERPROOF/BREATHABLES
• SYNTHETIC FLEECE
• STRETCH WOVENS
• MOISTURE MOVERS
• ANTIMICROBIALS
• TEMPERATURE REGULATION
• TECHNICAL INSULATION

1. New Test Methods
2. Savvier Consumers
3. Ecology Efforts 
4. Unstable Global Economics
5. Desire for effective personal 
    temperature regulation 

INFLUENTIAL 
FACTORS IN  
THE FUTURE
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“The popularity of natural fibers is making 
things come full circle,” says Steve Sullivan, 
who is currently launching a new apparel 
brand called Stio. “The sophistication of 
knits, textures, fiber combinations, that’s all 
happening now.” 

Sullivan, who founded Cloudveil, sparking 
the softshell revolution, believes that 
innovation in outdoor was driven from the 
belief that “there’s a better way to build this 
s---. Now people are re-thinking what we 
already have in terms of fibers and maybe it’s 
more about “the next great way to put a jacket 
together.”

Stan Mavis agrees that it is no longer about 
naturals versus synthetics or one product 
being the “be all, end all.” Mavis, who has led 
textile development at several major brands, 
says, “I see this as a phase of holistically 
bringing it all together. Looking at the body 
as a whole and determining which products 
do what best. You need to ask what inherent 
properties does this fiber bring and what 
makes the most sense.”

Others maintain that the lag in technical 
innovation is also because fabrics and 
products are now so advanced. “The problems 
of how to stay dry and how to stay warm 
have been solved,” says Thomsen. “Climbers 
now can do a 24-hour round trip up and down 
Everest, so the quest is super-light fabrics 
without sacrificing safety,” states Thomsen. 

“In today’s world it is harder to be innovative. 
There are now smaller problems to be solved.” 

 
The Eco-Influence

The question now becomes, “What adds 
performance?” According to Galbraith, “We 
have come to a place of performance and 
aesthetic and the next phase is looking at 
sustainability and impacts.” He mentions for 
example, regulations, legislation, labeling, 
global transparency and consumer awareness 
all coming into play. “This has a very real 
impact on the ability to innovate.”

Consumer demand will have a huge 
influence. Galbraith likens what’s happening 
with textiles to the grocery business 10-15 
years ago when organics were considered 
fringe. “Sustainability has gone from trend to 
core of design,” he says. 

Parkes agrees. “Where there is innovation 
is in how the industry is addressing 
environmental responsibility. The attention 
to bluesign certification, interest in waterless 
dyeing — these are breakthroughs in 
innovation,” states Parkes. “The challenge is, 
will the industry pay the premium for these 
developments? Will the consumer? Price 
pressure is a factor and can be a detriment to 
innovation.”

One company full-on investing in 
sustainability is Unifi. And similar to the 
development process in virgin synthetics, 

the motivating factor in recycling is to build 
something better. The prevailing attitude 
again being let’s create something that fits our 
current needs. 

 “The original intent was for better use of our 
internal waste,” explains Mark McNeill, who 
worked on the technical side helping to get the 
company’s new Recycle Center built, and now 
works on the product side, too. “It was difficult 
because no one was doing it to level we were 
after; our type of application required a higher 
quality standard,” says McNeill, now product 
development manager for Unifi.  “In the early 
going we tried to modify existing processes 
available. But we couldn’t achieve what we 
wanted. We knew that if we wanted to grow 
and diversify and expand we had to do this 
ourselves.” 

The team next put a focus on consistency. 
“We drastically improved color to meet the 
standards in markets where color is important.” 

McNeill makes the point that in order to 
continue to evolve both in terms of product 
and as a company it means looking beyond 
textiles and broadening a research base. He 
says that Unifi’s R&D department consists 
of a much wider range of individuals than 
compared to three to five years ago. 

Brands are also taking this approach with 
in-house development. “We have to remain 
open to other industries,” says Frank Kvietok, 
director of advanced development at American 
Recreation Products, “You keep your eyes 
wide open to what is happening in adjacent 
industries. But also try to keep ahead of the 
curve in development in own arena.”

Patagonia has a group dedicated to off-
calendar development called the Forge. “We 
work on projects that don’t necessarily have 
to meet any particular deadline,” explains 
Harward. “Some of our projects may not come 
to fruition for four to five years, some longer, 
but it also means the group is in place to work 
on extremely short timeframe developments.” 
The group works on all aspects of 
development – technologies as well as 
construction techniques – as well as academic 
research and with research institutes. 

The role of field testing as a development 
tool is also under review. Kvietok suggests 
that wear testing be supplemented by looking 
at tech from a scientific point of view. 

“Most of the time, chances are wear testing 
will prove the product is fine. And some of 
the time, wear testing is going to spot huge 
steps forward. But it is not going to provide 
direction,” says Kvietok, a PhD chemist, 
with a packaged goods background. Kvietok 
deals with a portfolio of brands at American 
Rec from entry level to elite product lines, 
including Kelty, Sierra Designs, Slumberjack, 
Isis, Royal Robbins, and Wenzel. 

Most recently Kvietok was responsible for 
bringing to market DryDown, the technical 
waterproof down introduced by Sierra Designs 

COCONA TESTS THE FUTURE
Many believe the future will be in yarns like 

Cocona. Gregory Haggquist, PhD, is the 
founder of Cocona and he understands comfort 
in apparel is primarily related to moisture and 
humidity. He is currently developing new test 
methods that are being looked at by AATCC 
and ASTM. “The consumer drives everything, 
but it is a give and take between innovator and 
consumer,” says Haggquist. “The industry has 
been telling consumers, ‘you want this,’ but 
what is breathability? We didn’t know how to 
do the measurements. It was all about ‘my 
stuff has bigger numbers than your stuff.’ But 
consumers are confused by 10,000 of something 
versus 20,000.”  And traditional wear testing has 
limitations. “It is baby steps,” says Haqqguist. His 
new test methods look to solve this dilemma, and 
focus specifically on Drying Rate of Fabrics via an 
Air Flow Method and Heated Plate Method. The 
tests will understand and mimic the natural system 
and ultimately identify clothing that works with the 
body immediately. “It will take the guess work out 
the design, so when the product is wear-tested 
users will put it on and say ‘yes!’”  





last season. “We must look at innovation 
through the lens of is it valuable and does it 
help you (consumer) understand that value,” 
Kvietok explains. “Every Boy Scout manual 
advises: don’t bring a down sleeping bag into 
a moist environment. So the basic premise is a 
no-brainer — take away the negative from the 
best natural insulator out there.” 

so Where To next?
“I look at it that we are entered into a new 

phase,” says Seth Casden, CEO at Celliant. 
“Yes, there are mundane advances. But fabric 
is no longer about how it looks or how it feels, 
but it is about what it is doing — fabric as an 
energy source.” 

Casden knows well that innovation takes 
time. Celliant has taken about 10 years to get to 
this point in development. “It was like telling 
people the earth was round, that a fabric can 
increase circulation,” says Casden. “It takes time 
to validate (the technology) and make believers 
out of skeptics. There is also a high burden of 
proof in the U.S. But now we are at a tipping 
point. There are competitors coming into the 
market, and we are seeing good growth on 
the international basis — particularly in the 
bedding business with partners around the 
world. We are slowing climbing the mountain 
and getting to the point of validation among 
our peers and our customers.”

Casden sees potential in harnessing electricity 
through textiles via temperature. “No plugs, 
no wires in the garment, but beyond that. This 
technology is happening (in other markets) why 
not apparel.”

Others see wearable tech on the horizon, too, 
but how it plays out remains debatable. “I think 
the outdoor consumer will be skeptical because 
they won’t want to sacrifice in terms of durability 
and weight,” says Kvietok. “The design criteria 
for a technical outerwear garment limits the initial 
acceptance of wearable tech. The ultra-light 
movement makes wearable tech more difficult. 
In addition, the outdoor crowd focuses on self-
reliance, simplicity, minimalism — the compass 
versus the GPS.”

Kvietok sees wearable tech more as an 
everyday type application, more likely happening 
with iPod sleeves in jackets etc., for everyday 
wear, for example. 

“It is hard to ignore all the tech in the world and 
not want to look at the possibilities for textiles,” says 
Harward. “When there is a huge value-added – more 
performance for less, for example, like moisture 
management, like waterproof/breathable, like 
lightweight warmth – then it will take hold. It’s not 
defining only a need, but a significant one.” 

According to Harward, bio-tech is where it’s at 
as the industry looks to the future. “If you look 
at what universities are pumping money into, it’s 
bio-tech materials.” 

Temperature regulation, along with wearable 
tech, is a theme going forward, too. But 
developers caution against “pseudo tech” type 

gimmicks to get the job done. It’s not about 
batteries, or wires, but finding a true fiber that 
can regulate, they say. 

“Temperature regulation is the priority because 
it crosses all different markets,” says Kvietok. 
“From recreational, to high end, everyone is 
concerned with temperature.”

How to maintain equilibrium is key, according 
to Mavis. “To me this is an exciting era if put 
on the evolutionary chart. The last few years 
have been an “exploratory phase,” with folks at 
Hohenstein working on comfort mapping and 
the cooling technology out of Japan. Now better 
product solutions are offer responsible water and 
chemical use.” 

He says what has broken through in the 
past is when the product offers a combination 
of function, value and overall look, and the 

same will be true with emerging categories. 
“I remember when we first introduced Hind 
running tights,” says Mavis. “We begged people 
to wear them. But they resisted initially because 
they didn’t want to look like Robin Hood.”

Quickly, however, consumers were buying and 
wearing running tights in droves because the 
product worked. That was the key to innovation 
30 years ago, and remains true today.

Galbraith says, “The big challenge is how 
substantive the performance is. Consumers will 
want it because it is better.”   

So are we at the end of an era or entering a 
new phase?  “Probably both,” says Galbraith. 
“We had big breakthroughs, but we’re not at 
the end.” l

DEsTInATIOn InnOvATIOn 
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Carol Gee: Worked in marketing 
communications in the early days of the textile 
explosion at DuPont. She “discovered” Will 
Steiger and pushed DuPont to support him, 
as well as John Roskelley, on many Everest 
climbs featuring DuPont products.

Robert Van dyke: Instrumental in sales and 
marketing within the DuPont fiberfill division 
that brought to market a roster of brands such 
as Thermolite, Thermoloft and Quallofil. 

Greg Thomsen: An industry veteran having 
founded Wilderness Experience in 1973 
and serving in top-level positions with Nike, 
Mountainsmith and American Sports Group, 
among others. 

Mark Galbraith: Often referred to as a 
“textile guru” for his influential work at 
Patagonia and Nau. 

david Parkes: A skilled marketer and textile 
expert who was part of the original marketing 
team that created what is now Polartec fleece.

Randy Harward:  Well respected for his 
materials developments during his more than 
20 years with Patagonia.

Stephen Sullivan: Credited with introducing 
softshell technology to the outdoor market 
with the Cloudveil brand.

Stan Mavis: A textile maverick, especially in 
the activewear and running apparel sectors, 
leading such brands as Hind, Frank Shorter, 
Pearl Izumi, Brooks and Sugoi. 

Mark Mcneil: A key player in the 
development of both the building of the Unifi 
Recycling Center and the development of 
Repreve recycled fiber. 

Frank Kvietok: Fairly new to the outdoor 
industry, but already credited for bringing 
DryDown waterproof insulation to market 
with Sierra Designs. 

Seth Casden:  Leading the charge with a new 
category of textiles with Celliant. 

Steve Shuster: A executive with W.L. Gore 
since the very beginning of Gore-Tex. 

Gregory Haggquist: Founder of Cocona and 
introducing new test methods to the industry. 

Amber Brookman: A key player in the 
performance nylon category in both the 
consumer outdoor market and military 
development. 

Cotton
Wools

Polyester
Rayons

Spandex
Polyproplyene

Silk
Acryclic

Specialty Fibers (Kevlar)

THE WHO’S WHO
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Whether For Work or Fun, Execs share scoop on some of the 
Apps They simply Can’t Live Without By suzanne Blecher

46 • Textile insight ~ July/August 2012
textileinsight.com

APPSOLUTELY  
ESSEnTIAL

samantha Fox,  
Assistant Editor Lifestyle 
& Culture, stylesight

Always on the lookout 
for inspiration, Fox relies 
on apps with photo-taking 
capabilities. For captur-
ing unique street style, 
Fox uses Photosynth, 
which allows users to take 
panoramic, 360 degree 
photos to share with 
friends through search 
engine Bing. Meanwhile, 
Cinegram animates small 
portions of photos to cre-
ate images that are part-
photo and part-video, 
which Fox uploads to 
social networks. “It gives 
you an avenue to be really 
creative with imagery,” 
she said. Another camera 
app for iPhone 3GS, 4 and 
4S, Sekai Camera, “adds 
an augmented reality layer 
to real-world locations.” 
With the tool, users can 
post pictures and texts on-
the-spot, which are then 
visible to other visitors at 
the same locale. 

When on the road 
searching for inspiration 
in unfamiliar cities, Fox 
turns to Stylesight’s Style 
Traveler to find museums 
and galleries for research 
purposes.

paul Cavazos,  
vp of stuff, 
Olah Inc.

As a resource for all 
things denim, Cavazos 
recently helped develop 
Olah’s Denim Survival 
Guide. The app is an 
educational and profes-
sional reference tool with 
an entire history of indigo 
by educator Dr. Jenny 
Balfour-Paul and history 
of denim by Levi’s archi-
vist and historian Lynn 
Downey, as well as a 
denim dictionary or terms. 

To “keep inspiration 
close and connect with 
friendlies and people 
I respect,” Cavazos 
uses photo-sharing app 
Instagram, which helps 
turn photos into works 
of art with filtered effects 
and borders. Photos can 
be shared instantly via 
Facebook, Twitter, Flickr, 
Tumblr, Foursquare and 
Posterous. When he needs 
a breather from the daily 
grind, Cavazos turns to 
Concert Vault, providing 
access to the world’s larg-
est collection of live con-
cert recordings for iPhone, 
iPod Touch and iPad. 

Jon Alagem, 
Founder, Trendabl

Launched in March, 
Trendabl is a social net-
work tailored specifically 
for fashion with a platform 
for brands to “show their 
new products, runway 
looks or inspiration to fans 
in real-time,” according 
to Alagem, founder of the 
app. Designers (such as 
users Mary-Kate Olsen and 
Michael Kors) can log in 
to the app multiple times 
a day for inspiration, with 
the ability to search the 
photo-sharing database 
for specific trends, say 
for example, blue shoes. 
One shoe brand recently 
designed a pair of shoes 
specifically from inspira-
tion garnered via the 
app, said Alagem. Images 
posted can be tagged with 
information including 
brand name, retailer, color 
and price. Repost is a fea-
ture in the app that allows 
users to share anyone’s 
posts with their own fol-
lowers and friends. 

In his downtime, Alagem 
enjoys Spotify for music, 
car service dispatch app 
Uber and live television 
feed Slingbox, so he “never 
misses a Lakers game.”  

Megan Ray,  
Designer, prAna

As part of the design 
team at climbing and 
yoga-inspired brand 
prAna, Ray finds infor-
mation-sharing apps 
especially helpful during 
the workday. She espe-
cially likes virtual notepad 
Evernote, a platform to 
save ideas such as things 
you like, hear and see. 
The app is also searchable 
by keyword, so inspira-
tion doesn’t get lost in the 
shuffle. For sharing prod-
uct images and informa-
tion, Dropbox allows users 
to download large files, 
perfect for swapping prod-
uct images easily without 
clogging up a co-worker’s 
email inbox. 

In Ray’s work travels, 
she depends on apps for 
cheap gas prices, inter-
national text messaging, 
and video chatting with 
friends. When there’s a 
little downtime for play, 
she turns to Surf Report to 
check wave height, swell 
direction and tide. 

Tricia Carey, 
Merchandising 
Manager, Lenzing

While Carey is a self-
proclaimed “BlackBerry 
person” with limited space 
for apps, her favorite is 
the Weather Channel app, 
which is helpful in pack-
ing for frequent work trips 
to Lenzing’s home base in 
Austria. The app includes 
a GPS-based location 
tracker, interactive radar 
maps, current weather and 
a 10-day forecast. 

Since Carey is often 
dealing with differing 
measurement systems, the 
exec said she’d love an 
app for conversions. Smart 
Converter is one app 
available for BlackBerry 
allowing users to convert 
between different mea-
surement units in area, 
length, volume, weight, 
temperature, angle, speed, 
power, density and even 
currency exchange. l

For trend spotters like Stylesight’s Samantha Fox, work life and social life often intersect, as you just never know when the 
next up-and-coming trend will present itself. “My work involves a lot of research, from imagery to analyzing cultural trends 
and social behaviors,” she says, so Fox is never without her phone, which is loaded with apps. Seeing that smartphone 
technology has made the day-to-day life of many, including Trendabl’s Jon Alagem, “much easier and more fun,” we’ve 
decided to ask the fashion and textile industry’s most tech-savvy execs to offer up some insight on their favorite finds. 
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 Tech-sAvvy  
execUTives 

oFFer UP some 
insighT on  

Their FAvoriTe 
Finds.



sUppLy CHAIn 

verticality, free trade agreements and other efficiencies along 
the way are critical to controlling costs By karla Magruder
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c
otton Incorporated Cotton Forum 2012 last month 
highlighted many of today’s price issues. The event 
was designed to introduce U.S. brands and retailers to 
Western Hemisphere suppliers – from yarn to finished 
garments – and encourage business development. 
Presentations delivered compelling information on why 

it makes sense to do business in this hemisphere when it comes to 
price and flexibility. 

The keynote speaker outlined mega-trends such as free trade 
agreements and the development of integrated supply chains, 
including full package suppliers and supply chain cities where yarn 
formation, fabric formation and garment manufacturing grew up 
together. He went on to explain that the implementation of free 
trade agreement has coincided with these developments and overall 
growth of business in the Central America region?  For brand and 
retailers this evolution has meant the ability to source garments in 
the western hemisphere at lower cost than is possible out of China 
for specific garment types. Getting a glimpse of the factors effecting 
the supply chain in Central America starts to highlight the complex-
ity of issues when figuring out a global supply chain for developing 
the best products at the best prices.

Raw Materials
Cotton prices, just recently at record highs, are now declining to 

record lows. According to Cotton Incorporated economist Jon Devine, 
“For the next 12 months cotton will be plentiful.” He went on to say, 
that we are at “the highest stock to use ratio ever.”  The price, which 
has fallen 25-30 percent since early April, is a reflection of supply and 
demand, downward pressure on price is expected to also continue for 
the next year. 

It’s human nature, when hearing about lower prices to expect these 

prices immediately. In actuality the prices we hear about in the market 
are the prices that are offered; we may not hear about prices that are 
actually paid. There is also a lag time for the lower-priced cotton to 
make it into the supply chain. 

According to Devine, “the average price of 
cotton is still 50 percent more than the low 
prices we are hearing about now due to this 
lag time.”

Polyester has also been trending down-
ward in price based on what is happen-
ing with demand and petroleum prices. 
However, recycled polyester doesn’t 
necessarily follow the same price curve. 
Jim Ciccone, Unifi brand sales manager, 
explains that “we try to keep recycled 

within a delta of 10-15 percent of virgin polyester prices. This isn’t 
always easy since recycled prices really don’t correspond to virgin. 
Their raw material is bottles or bottle chip.”  

Buyers still have the expectation that recycled is cheaper. The 
reality is you have to look at the cost of collecting bottles, cleaning 
and purity that effects the ultimate price in addition to demand for 
the cleaned chip.

spinner, Weaving and knitting
There is a whole host of things to look at when it comes to spinning. 

For example, is the spinning equipment modern? Is it efficient? What 
are the energy costs in the spinning location? If you look at multiple 
yarn suppliers each will have their own prices. When cotton prices 
where high spinners could decide what yarns they were willing to 
spin. Finer counts made sense since they would use less fiber over-
all and could charge more money. Courser counts on the other hand 

PIPELInE PRICE PRESSURE

The bulk of 
the costs at a 
fabric mill are 
in the yarns 
and in dyeing 
and finishing.
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Cotton prices: Downward pressure on price is ExpectedAnybody working in the textile industry knows that 
price pressure is huge right now. It’s probably the 
most important issue for brands in our post-recession 
supply chain.  A variety of issues are at the root of 
the problem. For example, the costs of raw materials 
are moving  —  although not always upwards. Labor, 
energy and transportation prices are increasing. In 
addition, brand and retailers are demanding larger 
margins. Here’s a look at what supply chain factors 
affect prices, how margins are shared throughout 
the supply chain, and what if anything can be done 
to get prices that meet the requirements of brands 
and retailers while providing consumer value.
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PIPELInE PRICE PRESSURE

would consume more fiber and had to be sold for less.
At weaving and knitting mills the goal is to create a product that 

meets customer specifications. According to Menachem Katz, Cyberknit, 
president, “The bulk of the cost at a fabric mill are in the yarns and 

in dyeing and finishing. Working loss is 
an area you have to pay close attention 
to — on knitted fabrics expect a working 
loss of one to three percent and six to 10 
percent in dyeing and finishing.” 

The best opportunity to control cost is 
with yarn since it’s the most expensive 
and most important element. Another 
way to get better pricing is by how you 
place your orders. If you run 20,000 
yards over the course of the season but 

you order it in 2000-yard increments your pricing will be higher than 
in one order. The mill’s ability to run product continuously saves 
time and money in working loss and time in making machine chang-
es, which they can pass along. Yet another way is to place orders 
during traditionally slow times. In the end fabric mills are working 
on anywhere from 10-20 percent depending on whether it’s a con-
verter, mill or geographic location.

Finished Goods
Turning the fabric into garments encompasses yet another set of 

issues. Free Trade Agreements are critical at this stage. For example a 
polyester fleece garment made in Asia can have a duty rate in the 30 
percent range whereas if it’s made in the western hemisphere it is pos-
sible to get duty free. 

 Labor rates are one of the primary cost centers in a garment. They 
have been rising in China, which means that other parts of the world 

are becoming more competitive. At the same time you have to look at 
efficiencies and skill levels. It may be possible to get lower labor rates 
in Bangladesh but if the skill level or productivity is lower than a 
higher labor cost country the switch may not pay off. The vendors 
need to make a margin, typically in the 10-15 percent range depend-
ing on garment type. High volume, simple-to-sew garments have 
lower margins than more complicated garments — with the pressure 
put on garment manufacturers to have sharp prices margins do go 
lower. One manufacturer I spoke with said that “it’s impossible to 
make money these days. We only cover the cost of keeping the plant 
running so we keep people employed.” 

Retail
According to my sources, retailers are making the best margins. 

They can be as high as 75 percent with private label products, while 
branded products sell at lower margins. Brands garner just over 50 
percent. Governments even take their cut in duties, which can be over 
30 percent. 

On the other hand, garment makers, fabric producers and raw mate-
rial suppliers are working on significantly less.  What does this all 
mean? Haysun Hahn, Founder of Fast Forward Trending, explains, 
“You have to look at and respect the people you are doing business 
with, partnerships must be real. If the entire supply chain doesn’t earn 
money it will not be healthy, affecting everyone’s business negatively.” 

Can we provide the customer value in the combined margins above? 
It’s obvious that vertical supply chains that don’t require multiple 
profit margins, free trade agreements and other efficiencies along the 
way are critical to controlling costs. For the supply chain to thrive 
and be profitable we have to recognize that in the end the consumer 
makes the decision. They vote with their dollars on whether a gar-
ment is worth buying l

 

Source: Cotton Cotlook

The average 
price of cotton 
is still 50 percent 
more than the 
prices we are 
hearing about.
JOn DEvInE
COTTOn InCORpORTAED

1/70 1/78 1/86 1/94 1/02 1/10

Unprecedented price Movement in 2010 prices show some Calm After the storm
250 250

200 200

150 150

100 100

50 50

0

5/11 7/11 9/11 11/11 1/12 3/12 5/12

0



50 • Textile insight ~ July/August 2012 textileinsight.com

TREnD sETTER

you recently incorporated heat-
reflecting coldblack into your 
lineup. Can you tell us about it?

Coldblack is something we’ve 
been playing with for a number of 
years. We started by making up 
prototypes and handed them out. 
In Baltimore, it gets pretty hot and 
sunny, so we had people doing 
their lunchtime workouts or going 
for a run in it. The feedback kept 
coming back that there was some-
thing here, so it passed our initial 
sniff test. Then we partnered with 
a mill and the makers of the com-
pound (Schoeller). Golf has really 
embraced it and its out on the PGA 
tour. Basically coldblack refracts a 
spectrum of rays from sunlight that 
typically heat you up. 

Any other technologies you’re 
looking into?

We’re playing with taking some 
of our existing technologies to 
more of a nano approach. We’re 
taking things like antimicrobial 
and anti-odor components, looking 
at how we get odor control onto 
synthetics and control it to a much 
higher degree. So where you work 
out on a Monday and put your 
stuff into a locker or a gym bag 
that you put into the back of your 

car for a day, how do we make 
sure the product isn’t stinking too 
badly? There aren’t many capture 
technologies out there, but we’ve 
got something that’s in the works 
that’s pretty cool and is quite  
proprietary. 

Are you testing it now?
We’ll test it in our innovation 

center, but we also look for inde-
pendent testing. Unfortunately it’s 
a very long process. 

What benefits are consumers 
asking for from their garments? 

Durability through wear and 
tear, like pilling and things that 
you don’t want to happen to your 
garment. From a performance 
standpoint, there’s a lot going on 
with compression. As new fit-
ness regimes come through like 
CrossFit or P90X, the wider con-
sumer base is plugging into the 
benefits of tighter-fitting product 
and how it benefits you through 
limiting muscle fatigue and mus-
cle oscillation. From a Monday 
to a Tuesday, you’re not as tired, 
so you can work out harder and 
achieve goals better. 

I also think the whole concept of 
layering is something you’re going 

to see more and more. Like people 
wearing a compression shirt or 
short underneath more of a loose 
garment because they’re starting 
to realize the short term and long 
term benefit of that.

How are you telling that  
story to consumers?

We’re bringing color and print 
in, but its underneath. You’ll see 
an orange compression short under 
a black woven training short. 
You’re going to see more and more 
athletes, commercials and media 
around the concept of layering. 
Most of our golf athletes will wear 
compression under their polos 
whether its half-sleeved or full-
sleeved compression shirts. You 
can stay more comfortable in your 
activity and therefore perform bet-
ter over the course of the day. 

On your site you let shoppers 
browse by fit. Why? 

We found that compression 
was always the athlete’s fit. It’s 
a tool, versus a garment. So we 
developed a fitted fit to give con-
sumers who aren’t familiar with 
compression an opportunity to 
wear something that’s a more 
comfortable version. As you train 
up and realize you need more, 
you go to the compression fit. 

What are you working  
on now?

For Spring 2014, you’re going to 
see a lot more fun, creativity and a 

much fresher look. It’s definitely 
coming from a consumer push. We 
travel the globe looking for new 
ideas and international consumers 
are being more provocative in their 
use of color and layering and hav-
ing a lot more fun in their physi-
cal activities. They’re taking more 
risks and that’s starting to trickle 
through the U.S.

What’s next in-store from under 
Armour for Fall 2012?

We’ve revamped the entire base 
layer category. We strived to pull 
a lot of weight out of fabrics that 
keep you warm. Double-knits are 
thicker on the outside to use for 
layering or running and the inside 
captures your body heat. Base 
layers become hybrids where we 
put the right fabric in the right 
place, instead of one fabric story. 
We’ve started to play with a lot 
more color blocking and a lot more 
prints in a category that’s largely 
for us has been pretty solid.

Any further expansion  
in cotton?

The Charged Cotton line is some-
thing we keep expanding every sin-
gle season. Consumers are buying 
it from us in droves. We’re looking 
at new ways for cotton to dry fast-
er and pull more weight out of the 
cotton we’re using. We’re blend-
ing a lot of cottons and polyesters 
together to achieve a warmth or a 
stretch or a durability story. Cotton 
is definitely not going away. l 

senior Design Director nick Cienski Drives Innovation at Under Armour By suzanne Blecher

W
ith a penchant for the parts that make things tick, Nick 
Cienski put his design hat on backwards two years ago to 
start Under Armour’s Baltimore-based innovation center. 
Inside folks from all disciplines create and break items 

apart to “see what fails and make that better,” he says. Now senior direc-
tor of men’s apparel and outdoor, mountain tactical, Cienski spends time 
implementing that information into the garments he creates. 

On Tour: pGA players like Hunter 
Mahan are taking coldblack 

technology on tour. The polo 
keeps players cool and protect-
ed from the sun’s heat during a 
long day on the links. The shirt 

is available in a range of colors. 
1. Men’s coldblack Outline Logo polo: Built to deny the sun, UA’s performance golf 
polo uses coldblack technology to block the heat of the sun, so wearers feel cooler 
and more comfortable. 2. Women’s Charged Cotton storm Fleece Full Zip Hoody: 
Consumers looking for a performance cotton product have that and more with 
lightweight, warm fleece, comfortable fit, and a water-resistant storm finish.

Coldblack  
On Tour
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