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SPENDING POISED TO GROW
CONSUMER CONFIDENCE
STABLE, EYES ON ECONOMY
While consumer sentiment dipped modestly
in March, data points to a steady confidence
level during the past nine months: 1Q16
average of 91.6 in the University of Michigan
Consumer Sentiment Index versus 91.3 in
4Q15 and 90.7 in 3Q 15. This favorable trend
suggests an optimistic outlook for consumer
spending, assuming continued low levels in
the jobless and inflation rates said Richard
Curtin, Survey of Consumers chief economist.
Personal consumption expenditures are
forecasted to expand by 2.7 percent in 2016.

MONITOR

Consumer Confidence
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PET
ECOMMERCE
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ECOMMERCE
Today’s connected consumer is
embracing a thriving eCommerce
channel. eCommerce sales increased
14.6 percent to $341.7 billion in 2015
—which compares to a 1.4 percent
increase in overall retail sales over
the same period, according to U.S.
Census Bureau reports. eCommerce
sales growth is outpacing traditional
brick-and-mortar stores but still only
accounted for 7.3 percent of total retail
sales in 2015.
Mobile commerce is transforming the
retail landscape. Google, in its MicroMoments study, cited a 29 percent
increase in mobile conversion rates in
the past year. Findings from a recent
Deloitte survey revealed that nearly
one-in-three shoppers say they spend
more when they use digital* platforms
as part of their shopping process.

”Customers are empowered.
Digital commerce, bolstered by
the mobilization of retail, has
put the power in the customer’s
hands. Instead of technology
changes being driven by retailers,
iterations in technology are now
being dictated by customer
expectations,” cited Boston
Retail Partners in its 2016 Annual
eCommerce Survey. Brand owners
and retailers need to engage
today’s tech savvy consumers
with a ”unified commerce
platform to achieve the seamless
holistic brand experience,” said
Ken Morris, a principal at Boston
Retail Partners.

T H E M O B I L I Z AT O N
O F R E TA I L

Whe n p e op l e u s e mobi l e
s e a rc h t o he l p ma ke a
d e c i s i on, t hey a re

57%
more l i ke l y t o v i s i t a s t ore.

51%
more l i ke l y t o ma ke a p u rc ha s e.
Whe n i n s t ore s

82%
of s ma rt p hone u s e rs t u rn
t o t he i r d ev i ce s t o he l p t he m
ma ke a p rod u c t d e c i s i on.

Source: Google.

BY THE NUMBERS
D I G I TA L LY - & M O B I L E - I N F L U E N C E D S A L E S
AND ECOMMERCE IN THE U.S., 2014
$3.7T

Total Retail Sales

R E TA I L C AT E G O R I E S M O S T A N D L E A S T
I N F L U E N C E D B Y D I G I TA L
62%
58%

Electronics
Home Furnishings
Automotive

$1.7T

Digitally-influenced In-Store Sales

$1.0T

eCommerce Sales

$0.3T

Misc. Supplies
Food/Beverage

55%

36%
39%

52%

2014 Metric
2013 Metric

49%
47%

Apparel
Health/Wellness

55%

39%

Entertainment
Baby/Toddler

Mobile-influenced In-Store Sales

59%

47%

39%
35%
35%
38%
31%
29%

*Source: ”Navigating the Digital Divide”. Deloitte survey of over 3,000 consumers in late 2014-early 2015, examining the influence of digital interactions on in-store retail purchases.
Mobile defined as web-enabled mobile device, including smartphones. The digital influence is defined more broadly to include any digital device, from desktop computers and tablets to
smartphones and wearable devices.
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WHAT INDUSTRY LEADERS
ARE SAYING
Established in 1994, The ZaneRay Group offers world class
solutions in both design and eCommerce technology for web
sites. ZaneRay emerged as a technology service provider in the
Web industry, handling large business-to-consumer and businessto-business needs of companies primarily in the Outdoor Industry.
Reed Gregerson is the President of The ZaneRay Group. His 25
years of corporate and entrepreneurial experience includes 20
years in system and software development. Reed holds degrees
in both Business and Computer Science. In his spare time, he
enjoys spending time outdoors riding bicycles, fly fishing, and
telemarking/snowboarding.

CLIENTS

Describe the typical consumer shopping
experience today.

I think at its core, today’s shopping experience is the same as
it has been since cave men traded rocks and sharpened sticks:
shoppers looking to buy the best product at the best price. The
web has changed how we go about that.

There have been numerous studies and reports on how digital
is influencing shopping. The bottom line is that a majority
of shoppers turn to their computer (or phone) to answer the
question, “What should I buy?” The available answers range from product specifications to social media testimonials.
What is important to recognize is that this level of influence is not confined to online sales. Depending on the product
category, the bulk of shoppers walking into a physical store will consult the web before and during their visit.
I think a huge influence of digital is the virtual elimination of geographic boundaries to the shopping experience. With
online shopping, shopper’s choices are not longer confined to the brands, inventory, and prices that are available in a
particular area. Shoppers are empowered to get the best deal and exactly what they want.

What are the elements of a successful
mobile strategy?

Mobile devices have added a new dynamic to the shopping
experience, basically shrinking space and time. Products can
be researched on the way to the mall. Shoppers can check
on competing prices while standing in a store aisle. The train
commuter doesn’t need to wait to get home to place an order.
You have a question about a product, and the answer is in
your pocket.
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WHAT INDUSTRY LEADERS
ARE SAYING
”An effective mobile strategy only starts with being
“friendly”. The bigger goal is to recognize how
mobile is playing into our shopping behavior and try
to leverage it.”

What are the elements of a successful
mobile strategy?

Google published an excellent white paper about “micro
moments” that describes this mobile experience and how it is
shaping the shopping journey and what the opportunities are.

(continued)

What mobile is allowing us to do is shop bits at a time. On the
bus to work you think about the upcoming summer and look up
National Parks to visit. While waiting for the coffee to finish, you
consult your phone for recommendations on tents and check to
see who’s carrying them locally. On the walk to lunch, you text a
friend, asking what tent they bought. On and on. Lots of visits to the web, when convenient or when the thought is there, each
visit not necessarily resulting immediately in conversion.
I think it’s important that your website is mobile friendly, in that it supports mobile device gestures, and you can place an
order on it. But an effective mobile strategy only starts with being “friendly”. The bigger goal is to recognize how mobile is
playing into our shopping behavior and try to leverage it.

The first step for brand owners is to recognize the influence
digital has over shoppers. Shoppers are making fewer store
How should brand owners and retailers
visits, but buying more because they are deciding what to
adapt to consumers’ dramatically changing
buy outside the store, before they ever get there. Studies are
shopping habits?
showing that brand loyalty is being cracked by relevant digital
content from competing brands. One study shows that only a
small percentage of shoppers actually talk to a store salesperson
to help with their purchase; a majority consults their cell phone
to make the decision, and most shoppers prefer consulting their cell phone over talking to an in-store sales person! In
summary, it is important for a brand with multiple channels to be the authority in this new shopping experience. Brand owners
need to look at their website as an integral part of a bigger picture that’s being played.
Smart retailers are recognizing that digital and brick and mortar should not be regarded separately. In-store pickup, ship from
store, return to store, shelves with QR coded labels, locally published digital ads, and price matching are all examples of how
retailers are starting to take advantage of having multiple channels.
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WHAT INDUSTRY LEADERS
ARE SAYING
“ Smart retailers are recognizing that digital and brick
and mortar should not be regarded separately.”

What is your response to this statement:
eCommerce is about much more than a
shopping cart.

We encounter brands—sometimes premium, expensive
brands and brands with incredible products—that view
their flagship website as a retail outlet with certain financial
benefits. It is a means for customers to purchase their
products online, but it’s not really considered to be a
reflection of what the brand is.

The first point we try to get across—sometimes successfully,
sometimes not—is that their flagship website is most likely the first place customers will go after encountering the brand:
after seeing a mention in a magazine, or after seeing a product used by a friend. For this first encounter, the website is the
brand. It’s a few seconds that creates a lasting impression.
The next point is that a flagship website is a vehicle to influence much more than its own online sales; it will influence
sales everywhere. It’s the source of reviews, stories, and testimonials. It’s the target for social media. It’s the master of
detailed product information. It’s the voice of the brand.

A large majority of branded consumer
products companies generate less than1%
of their revenue from eCommerce. What
are the reasons for that? What barriers do
brands need to overcome to increase their
revenue online?

To begin, brand websites have to serve two masters. They are
trying to sell, but they also have to promote their retailers with
“dealer locator” tools, or “you can also buy this here” links that
may lure customers elsewhere.
A common hurdle for brands selling direct is pricing. To avoid
channel conflict, brands will hold their prices to suggested
retail, a rule that their retailers may not follow. Or there may
be pricing agreements in place, but at any given time there is

an online retailer running a sale.
Shipping charges are also a part of pricing. The brand store typically sells only their products whereas the online retailer
may sell lots of different brands and kinds of products. You buy a $50 shirt from the brand store and pay $6.95 shipping,
or you go to an online retailer and buy the shirt, a water bottle, and some pants and pay $6.95 shipping. Or you pay no
shipping at the retailer because you’ve met some minimum with the multiple items in your cart. Of course the brand
store can offer free shipping. A brand store may also consider carrying complementary cross-sell or up-sell products, so
shoppers have an opportunity to leverage their shipping charge.
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WHAT INDUSTRY LEADERS
ARE SAYING
“A flagship website is a vehicle to influence much more
than its own online sales; it will influence sales everywhere.
It’s the source of reviews, stories, and testimonials. It’s the
target for social media. It’s the master of detailed product
information. It’s the voice of the brand.”
A large majority of branded consumer
products companies generate less than1%
of their revenue from eCommerce. What
are the reasons for that? What barriers do
brands need to overcome to increase their
revenue online? (continued)

Brands selling online have to create a business that is likely
very different than the wholesale business they are used to.
Everything from customer service, to order management,
to payment, to shipping is geared toward existing accounts
buying cases of items. Brands typically fit the direct sales
business into their existing wholesale oriented infrastructure
and that can put them at a disadvantage compared to online
retailers who can concentrate on end consumers.

For example, it can be a kludge in how single customer web orders are handled in a brand’s ERP and accounting systems.
Repeat customers get duplicated or get buried under some generic account name. This makes it difficult to use the
customer information to manage the relationship, or to mine the data for patterns to sell to.
I just placed an order the other day on a brand’s website, and it took three days from the time my order was received
to actual shipment. I wasn’t in a rush, but this is not something you do and stay competitive in an environment where
hundreds of other online retailers would have the order on the truck that day.

What are the biggest obstacles/pitfalls
companies encounter in executing a
successful eCommerce strategy?
What are the some of the strategies you
suggest they use to help navigate these
challenges?

CHANNEL CONFLICT
The most common hurdle we encounter from brands wanting
to create an online store or wanting to boost an existing one
is fear of channel conflict. Our response:
• A well done, branded flagship website is going to help sell your
product everywhere. We’ve had once apprehensive clients
telling us how they saw their wholesale business grow in-step
with their own online sales when they strengthened their
online presence.

• There are ways to mitigate or avoid channel conflict.
• We have never had a brand that made the plunge into online sales state afterward: “Boy, that was a bad idea”. Just the
opposite.
There are lots of things a brand can do to avoid conflict. Don’t discount. Offer tools to find the local dealer. Include online
sales in sales rep commissions. If inventory needs to be blown out, offer it to dealers first. Warn dealers of sales. Share
inventory and send shoppers to dealers—online and off—who have inventory you’re out of. Share direct information with
dealers, e.g. “these items are the ones selling best in your region.” We were talking to a potential client recently whose
dealers are franchisees and they intended to reward the local franchisee with the profits of any regional web sales.
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WHAT INDUSTRY LEADERS
ARE SAYING
“ Brands selling online have to create a business that
is likely very different than the wholesale business
they are used to.”

What are the biggest obstacles/pitfalls
companies encounter in executing a
successful eCommerce strategy?
What are the some of the strategies you
suggest they use to help navigate these
challenges? (continued)

CHANNEL CONFLICT (continued)
We’ve had some brand clients start out selling online with
a soft-sell because they were apprehensive about their
dealer’s reaction. Soft-sell to the point of making it difficult
to figure out that you could purchase products from the site.
Over time they all created strong online stores along with
growing strong wholesale businesses.

The toughest competition we see a brand face selling direct is its own retailers offering product at a discount. The brand
is holding prices to avoid channel conflict. This is a problem for the brand’s online store, but it’s also a problem for any
retailer trying to offer a high level of service and expertise and needing to get paid for it.
PRICING
Discounting has always been an issue for brands trying to sell non-commodity products, but prior to the Internet the
effect of discounting was largely restricted to the reach of regional advertising. Now, web advertised prices and online
stores have global reach. How many of us have stood in a store, phone in hand, checking prices for the item we see on
the shelf? Or— shame—tried on shoes or a jacket locally and then bought it online at a lower price?
Anti-trust laws on manufacturer-retailer price agreements changed as of the 2007 Supreme Court ruling of “Creative
Leather Products, Inc., v. PSKS, Inc”. Now it is no longer a de facto legal no-no for a brand to have minimum price
agreements. I think this is a case of laws catching up with technology. Putting price agreements in place—especially
after the fact—is not easy and it requires vigilance to support. It becomes more complex for brands selling through
distributors. However, brands that sell unique products or products that require service and expertise to sell need to
recognize that digital shopping has completely changed the dynamics of pricing.

You are approached by a client whose
primary growth strategy is to increase
eCommerce revenue from 0.5% to 20% in
3 years. What are some of the best practices
and strategies a company should implement
to execute on that strategy?

Of course I assume we’re talking about a multi-channel
manufacturer here, selling online? ZaneRay is currently
tasked with this very goal for a client, and I think we have
a good possibility of achieving it. But I think the reason we
could hit 20% of sales has as much to do with the product
and market as it does with putting the right pieces in place.
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WHAT INDUSTRY LEADERS
ARE SAYING
“The best internet product is one that “crosses geographic
boundaries”, which is my way of describing a product you
can’t buy everywhere so you need to buy it online. Such
a product is one that a brand could build to 20 percent of
sales and beyond.”
You are approached by a client whose
primary growth strategy is to increase
eCommerce revenue from 0.5% to 20% in
3 years. What are some of the best practices
and strategies a company should implement
to execute on that strategy? (continued)

Part of the challenge here is simple arithmetic. Nowadays,
about 7 percent of all retail sales are online. Speaking
generally, and all things being equal, a manufacturer should
sell 7 percent of their goods online. And that 7 percent applies
to all their online retailers, of which there could be dozens,
hundreds. Thinking in terms of the arithmetic, a brand doing
1 percent of their total sales online is doing pretty well. One
of our clients is within shouting distance of 20 percent, but
they’ve been building a direct business over 30 years and
have restricted distribution.

As I always say, the best internet product is one that “crosses geographic boundaries”, which is my way of describing a product
you can’t buy everywhere so you need to buy it online. Such a product is one that a brand could build to 20 percent of sales
and beyond.

How can a company best utilize its website
for its brand building effort?

We usually talk about two elements of branding on our client’s
websites. One is how the website design reflects the brand.
The other is what the website says about the brand.

DESIGN
We design websites with a look and feel that is a reflection
of what they sell. Our “typical” client sells non-commodity
goods, so we design websites that don’t look like they came
out of a box. If the goods are premium priced, the website should showcase the products instead of displaying them with
a promotional look. A website should be easy to use and work perfectly, because shoppers are going to associate how it
works with how the products work.
The brand website is also an opportunity to design some kind of selling tool that sets the brand apart and makes an
impression on shoppers. We worked for an online bicycle dealer, and a popular tool we created was a configurator that
allowed “weight weenie” cyclists to pick and choose a bicycle’s components while watching how it affected the bicycle
weight, to the gram. We heard that even competing dealers used the tool. Currently we have a client on whose website you
can build a custom knife. On another, you can put together all the pieces of a winter ski outfit and see how suitable it is in
different locales.
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WHAT INDUSTRY LEADERS
ARE SAYING
”A shopper researching choices on the web is looking for
content that is most relevant to answering the question
of what to buy. This is an opportunity for a brand to not
only be an authority over their own products, but to have
influence over the whole decision process.”

How can a company best utilize its website
for its brand building effort? (continued)

TALKING ABOUT THE BRAND
A shopper researching choices on the web is looking for
content that is most relevant to answering the question of
what to buy. This is an opportunity for a brand to not only be
an authority over their own products, but to have influence
over the whole decision process.

Rich content is key. Testimonials, social media opinions,
reviews, user pictures, or the reality of videos are far more powerful and convincing to most shoppers that say rows of
product specifications. The power of this influence is not speculation, it’s measurable. Some of these content mediums—
testimonials, photos, etc.—are also opportunities to engage customers in a two way dialog. Google regards this kind of
content as being the most relevant to shoppers, so search placement is rewarded.
We feel strongly not just about what content is present, but about how it is weaved into the site. Access to content should
be throughout the site and alongside the products, not accessed solely through header or footer links. Even on the most
direct route to a product, a shopper should have some exposure to the brand story. Content should not be siloed but
should be interconnected. A testimonial leads to a product which leads to Instagram photos which are alongside an
expert’s blog.
Creating and applying all this content is a huge task that is never complete. A website should be designed to work well
and not feel like something is missing with a minimum of content, but blossom with the content when it is available.
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R O U N D TA B L E

WHAT INDUSTRY LEADERS
ARE SAYING
Bertram Capital is a private equity
firm targeting investments in lower
middle market companies, with
holdings in eCommerce/Direct-toConsumer, among them ECS Tuning,
a global eCommerce platform for
automotive performance aftermarket
tuning parts and OEM replacement
parts serving the enthusiast market.
Ryan Craig is a Partner at Bertram
Capital and led the firm’s investment
in ECS Tuning.

A large majority of branded consumer
products companies generate less than 1%
of their revenue from eCommerce. What
are the reasons for that? What barriers do
brands need to overcome to increase their
revenue online?

Covercraft Industries is a leading
player in the custom automotive
accessory market and is the largest
manufacturer of custom-patterned
vehicle covers worldwide. Covercraft
is a meaningful brand in the
automotive aftermarket and is rapidly
growing its global eCommerce
presence. The company was
recapitalized by Century Park Capital
Partners in 2015.
Mark Korros is the Chief Executive
Officer of Covercraft. His 35 years of
experience in the consumer products
space includes executive leadership
positions at Pendleton Woolen Mills,
C.C. Filson Co., Central Restaurant
Products, Samsonite North America,
and Franklin Covey.

Ryan Craig: Clearly, some products are just more
conducive to e-com than others. I’m unlikely to ever buy
toothpaste from the Crest site, for example. There’s a certain
minimum viable gross profit per order that’s required to cover
fulfillment and freight costs. It also helps if there’s a tangible
reason (price, selection, availability, warranty, etc.) for me to
buy directly from the vendor rather than a third-party retailer
like Amazon or Target.

After that, the biggest challenge to succeeding on e-com is building an efficient customer acquisition model. If a company
is paying for a big portion of its traffic, it could be spending $200 on each new customer—or worse—which is a viable
approach only if the lifetime value of the customer is huge. (Relatedly, note the proliferation of less than transparent
“continuity” sales models on the web.)
The easiest way to increase revenue is to drive more prospective customers to one’s site. The hard part is understanding
how and why these visitors get there in the first place—especially the ones you didn’t pay for. Finding new and clever ways
to drive more unpaid traffic is the holy grail of e-com, and it’s an exceedingly difficult task to achieve.
Big consumer brands often have lots of unpaid traffic—but that’s because they spend millions on offline advertising. The
unique companies are those that generate millions of unpaid website visitors despite having marketing budgets smaller
than what they pay their receptionists.
Unpaid traffic often flows from content of some variety—articles, videos, FB posts, etc. The challenge is that most content
today is ephemeral either by nature of the topic (fads, trends, memes) or the medium (newsfeed items that are buried
tomorrow). It’s very difficult to create durable, differentiated content.
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R O U N D TA B L E

WHAT INDUSTRY LEADERS
ARE SAYING
“ Consumer engagement and the value proposition
are important to acquisition. Meaningful
communications and ongoing engagement are
important to turning buyers into valued customers.”

A large majority of branded consumer
products companies generate less than 1%
of their revenue from eCommerce. What are
the reasons for that? What barriers do brands
need to overcome to increase their revenue
online? (continued)

Mark Korros: The key issue is competing with your retail
customers. This is more of an issue for premium brands than
highly distributed products. Highly distributed products
have a different set of issues in that there is major pricing
dissolution as there is extraordinary competition for these
volume products.

Many brands are fearful of the perception of competing
directly with their wholesale customers. They also face the internal strife of their own internal revenue attribution—
sales, marketing, direct retail—all have claim to who generated the transaction. Some sell at a premium price to protect
themselves. Luxury and premium brands have a responsibility to both excel in the presentation of their brands both
in marketing and protecting market value of their products. The best-in-class brands have MAP pricing policies or
guidelines to protect both their retailers and brand presence. Strong policy and commitment to enforcement are key.
Strong marketing that engages consumers at a level that most retailers cannot execute is a distinct advantage. Consumers
have a strong sense of loyalty to brands and many feel they are getting the best of all worlds for quality, service, and
sometimes price in dealing direct with the manufacturer. Consumer engagement and the value proposition are important
to acquisition. Meaningful communications and ongoing engagement are important to turning buyers into valued
customers.
The real question here is, ”Am I committed to direct online retail or committed to quiet completion. Smart money says
invest in your brand at all levels of customer interaction.”

Ryan Craig:
What are the biggest obstacles/pitfalls
companies encounter in executing a
successful eCommerce strategy? What are
some of the strategies you suggest they use
to help navigate these challenges?

CAPITAL CONSTRAINTS
It’s as inexpensive as ever to sell online. Platforms like
Demandware, Shopify, and Magento (among others) are
bringing really good e-com practices to the masses. Some
platforms charge a small royalty with little or no upfront
investment. Other functions like warehousing and fulfillment
are easily outsourced. Powerful analytical tools from Google
are free. The biggest capital investment becomes just buying
inventory.
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R O U N D TA B L E

WHAT INDUSTRY LEADERS
ARE SAYING
“Today, it’s widely accepted that branded product
companies sell direct to their customers. Retailers
just want a level playing field. However both sides are
now challenged to justify their existence … to deliver a
novel experience to their customers.”

What are the biggest obstacles/pitfalls
companies encounter in executing a
successful eCommerce strategy? What are
some of the strategies you suggest they
use to help navigate these challenges?

Ryan Craig:

CHANNEL CONFLICT CONCERNS
We’ve seen concerns about channel conflict diminish significantly
over the years. Today, it’s widely accepted that branded product
companies sell direct to their customers. Retailers just want a
level playing field. However both sides are now challenged to
(continued)
justify their existence … to deliver a novel experience to their
customers. For many retailers, that’s tougher than it sounds.
Given a decade of retailer consolidation, the reality is that it’s a painful and risky endeavor for many product companies to
pursue broad wholesale distribution. D2C distribution offers so many benefits to those who can pull it off. Faster payment,
better margins, far less inventory risk, shorter supply chain … and the comfort that comes from speaking, every day, to your end
customers. More and more we are seeing companies that are generating nearly all of their EBITDA from their D2C channel while
employing 80% of their staff to support wholesale. It’s not a reach to imagine the day when the smartest move for many product
companies is to significantly prune one’s retailer relationships and double down on D2C, suffering some revenue loss but
gaining stability and control of one’s destiny. And quite possibly boosting profit too.
MINIMUM ADVERTISED PRICING
We’d recommend a well enforced MAP policy coupled with a tight network of third-party sellers. Grey market product is insidious
and quickly finds its way onto Amazon Marketplace and eBay. Small retailers, distributors, and specialty stores have a funny habit
of diverting product when you’re not looking. Think twice about who you’re selling to.

Mark Korros: Wholesale customers react negatively to brands selling online through their own website - biting the hand that
feeds them. I believe the wholesalers are beginning to understand that effective eCommerce brand building drives revenue in all
channels.
Capital constraints can be funded through prioritization and funded by exclusive product offerings, premium pricing, and
ongoing MAP pricing commitment.
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WHAT INDUSTRY LEADERS
ARE SAYING
”It’s not a reach to imagine the day when the
smartest move for many product companies is to
significantly prune one’s retailer relationships and
double down on D2C, suffering some revenue loss
but gaining stability and control of one’s destiny. And
quite possibly boosting profit too.”

You are approached by a client whose
primary growth strategy is to increase
eCommerce revenue from 0.5% to 20% in
3 years. What are some of the best practices
and strategies a company should implement
to execute on that strategy?

Ryan Craig: If the objective includes selling through
third party etailers like Amazon, it’s not an unrealistic goal
for many companies. Amazon is a force of nature that may
single-handedly devour the world and all we know. Selling on
Amazon has its own do’s and don’ts and deserves more than
a brief response.

If the goal is to sell 20 percent through one’s own site, it’s
trickier. If your product can be purchased in dozens of other places, a simple question needs to be answered: Why will
my customers choose to purchase directly from me instead? The experience? The price? The warranty? There needs to
be a reason, and a good one.
Paid search is an easy and effective way to drive traffic and move product. It’s also an easy way to blow through your
marketing budget. Hire someone who understands the unit economics of what you’re selling and shares your incentives.
Capture as many email addresses from current and prospective customers as possible. This will be, by far, your most
efficient and effective means of driving sales.
It costs a lot less to get a sale from an existing customer than a new one. Invest heavily in retention strategies.
There’s treasure in the data. Hire someone whose job it is to uncover the gems, optimize pricing, and experiment with offers.

Mark Korros: 5 Point Plan:
1. New customer acquisition strategy.
2. Build a personal relationship with existing customers, maximize existing customer value.
3. Introduce a constant flow of new and exclusive products that differentiate from the wholesale offerings.
4. Develop collaborations with other major brands to establish a point of difference, excitement, and increased visibility
of the brand.
5. Test, test, test online marketing strategies.
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TA R G E T

BUYER

D E A L S TAT S

Acquisition will help Cycle Gear, which has more than 100
stores in 34 states, expand its internet footprint and will
provide tremendous offline retail and traditional consumer
brand expertise for Revzilla.

Mar-16

Feb-16

Enterprise Value/Revenue: 1.4x

AEA made the investment looking to capitalize on rapid growth
in the eCommerce space.

M&A TRANSACTIONS

First acquisition for online retail startup Jet, fast tracking its
position in home goods.

Feb-16

Enterprise Value (EV): $250.0M

Acquisition is expected to bolster sales at Sak’s Fifth Avenue
through Gilt’s unique ”flash” sale concept. The combination
will create opportunities for cost savings and operational
efficiencies.

Jan-16

Swander Pace made the investment noting significant runway
for growth in the quickly expanding healthy lifestyle and
natural/organic living space.

Jan-16

In line with Digital Fuel’s stated goal of rolling up outdoor eCommerce
players into its platform, the acquisition will allow Summit Sports to
leverage Austin Kayak’s eCommerce (including brands AustinKayak.com
and RackBoys.com) and outdoor sector expertise and vice versa.

Dec-15

Acquisition is expected to grow fledgling techology platform
with the stated goal of being the best venue to trade farm
equipment online.

Sep-15

Enterprise Value (EV): $18.6M

eCommerce retailer LeftLane sought to capitalize on the ”flash”
sale trend, picking up The Clymb for a steal as it approached
bankruptcy.

Sep-15

Enterprise Value (EV): $2.16B
EV/Revenue: 1.7x
EV/EBITDA: 76.7x

QVC saw an opportunity to grow zulily’s platform by leveraging
its scale and vendor relationships.

Sep-15

Enterprise Value (EV): $1.67B
EV/Revenue: 1.8x
EV/EBITDA: 12.0x

Expedia achieved expansion and consumer-acquisition by
adding Orbitz to its platform, giving it an advantage in online
trip advising.

Jul-15

Enterprise Value (EV): $235.7M
EV/Revenue: .6x

Acquisition encourages an ”Internet-Plus” strategy that both
companies have in place to transform the manufacturing
industry by integrating online and offline resources.

Jul-15

Enterprise Value (EV): $102.7M
EV/Revenue: .7x

GameStop recognized the increasing popularity of collectibles
through Geeknet’s website. Geeknet will bring a solid brand,
expertise, and vendor partnerships to GameStop.

Jul-15

Enterprise Value (EV): $410.0M
EV/Revenue: .4x
EV/EBITDA: 5.8x

Acquisition allows Bluestem to diversify its customer base and
product channels. Bluestem will find a niche in an under-served
senior apparel segment of the market.

Jun-15

Enterprise Value (EV): $350.0M

Acquisition adds to portfolio of high-growth consumer brands
and increases TSG’s exposure in the eCommerce space.

Mar-15

Sources: S &P Capital IQ, PitchBook, Equity Research, public data.

Digital Fuel made the acquisition as a platform to roll up other
similar leaders in action, outdoor, and other online specialty sports
segments, including outdoor action brands skis.com, snowboards.com,
inlineskates.com, wateroutfitters.com, and CampGear.com.

M&A TRANSACTIONS

Feb-16

R AT I O N A L E
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INDUSTRY METRICS
PUBLIC COMPANY OPERATING METRICS
($ in millions, except per share data)
Company Name

Country

Ticker

Current
Stock Price (2)

% of
52W High

Market
Capitalization (3)

Enterprise
Value (4)

Enterprise Value / TTM
Revenue
EBITDA

Total Debt/
EBITDA

TTM
Revenue

TTM Margins
Gross
EBITDA

ECOMMERCE
Amazon.com, Inc.

United States

NasdaqGS: AMZN

659.59

94.7%

311,213

312,966

2.8x

34.8x

1.9x

113,417

33.8%

8.0%

eBay Inc.

United States

NasdaqGS: EBAY

24.43

36.6%

28,068

29,091

3.4x

9.8x

3.0x

8,668

78.8%

34.4%

Cabela's Incorporated

United States

NYSE:CAB

52.15

94.9%

3,560

7,944

2.0x

16.9x

9.5x

4,035

42.8%

11.7%

Sports Direct International plc

United Kingdom

LSE:SPD

5.64

46.9%

3,362

3,390

0.8x

6.0x

0.5x

4,344

44.3%

13.5%

HSN, Inc.

United States

NasdaqGS:HSNI

53.03

70.3%

2,773

3,349

0.9x

10.5x

2.0x

3,691

35.6%

FTD Companies, Inc.

United States

NasdaqGS:FTD

27.81

83.0%

771

1,013

0.8x

9.7x

2.9x

1,220

37.1%

8.6%

Nutrisystem, Inc.

United States

NasdaqGS:NTRI

22.02

68.7%

641

626

1.4x

12.1x

0.0x

463

51.5%

11.2%

8.7%

1-800-Flowers.com Inc.

United States

NasdaqGS:FLWS

7.85

71.7%

508

567

0.5x

6.6x

1.4x

1,167

44.1%

7.4%

Overstock.com Inc.

United States

NasdaqGM:OSTK

14.59

60.8%

369

213

0.1x

18.9x

1.3x

1,658

18.4%

0.7%

NasdaqGS:NILE

25.78

66.1%

299

213

0.4x

West Marine Inc.

United States

NasdaqGS:WMAR

10.02

90.4%

249

226

0.3x

7.1x

0.0x

708

29.4%

4.5%

Delticom AG

Blue Nile Inc.

Germany

United States

XTRA:DEX

18.34

61.9%

229

234

0.4x

14.6x

1.1x

608

23.6%

2.5%

Median

$23.23

69.5%

$706

$819

0.8x

11.3x

1.3x

$1,439

36.3%

8.3%

Mean

$76.77

70.5%

$29,337

$29,986

1.1x

13.3x

1.3x

$11,705

38.2%

9.5%

NOTE: Figures in bold and italic type were excluded from median and mean calculation.
(1) As of 4/29/2016.
(2) Market Capitalization is the aggregate value of a firm's outstanding common stock.
(3) Enterprise Value is the total value of a firm (including all debt and equity).
Source: S&P Capital IQ.

12.4x

0.0x

480

19.2%

3.6%
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CLICKS .
ECOMMERCE GROWTH OUTPACES
eCommerce is rapidly increasing
penetration in the $245 billion
U.S. Home Goods market, driven largely
by fast-growing mobile commerce and
a maturing Millennial demographic
accustomed to shopping online. With
less than a 10 percent share, the channel
has experienced accelerating growth and
still remains underpenetrated compared
to other online retail verticals such as
electronics (54 percent) and apparel
(15 percent), highlighting significant room
for expansion.
National consumer surveys conducted by
FurnitureCore revealed that only
2 percent of consumers had purchased
furniture online in 2010. In five short
years, that number climbed to
42.3 percent.

“Furniture is a unique retail category,
from its physical characteristics to the
way people shop,” said Carl Prindle, CEO
of Blueport Commerce, in an interview
with Home Furnishings Business.
“Because of this, until recently, there had
been a tremendous gap in eCommerce
technology for furniture. And, it’s one
of the few categories where traditional
brick-and-mortar retailers actually have
an advantage, a real opportunity to
win online.”
Blueport Commerce helps furniture
retailers with eCommerce opportunities
and counts some of the largest furniture
retailers in North America as clients,
among them Leon’s, The Brick of Canada,
American Signature Furniture, Value City
Furniture, Rooms To Go, and Sleepy’s. “As
evidenced by Wayfair, the appetite for
home furnishings online has exploded and
furniture retailers are realizing they must
catch up. It’s just a matter of how,”
Prindle said.

Selection, niche, and online
presence will be critical to a
winning omni-channel strategy
in today’s evolving marketplace.
“Furniture needs to be seen in
person,” Prindle said. “Shoppers
need to touch and feel it. Shopping
for furniture is a really complicated
omni-channel experience where
brick-and-mortar store assets
like their showrooms, vendor
relationships, and expansive
product assortment bring huge
value to the experience.”“Click
and collect” (buy online/pick
up in store), is gaining traction.
Forty-five percent of consumers
who purchased online picked
up in-store, according to a 2015
FurnitureCore survey.

HOME MARKET GROWTH BY CHANNEL
CAGR

’15-’20

$350
$312

$300
$250

’20-’25

2.5%

2.4%

15.0%

15.0%

$277
$245

$43

$86

$21

$200
$150
$100

$234

$225

$226

0.9%

$50

(0.6)%

80%

Percentage of
furniture purchases
influenced by the
Internet.
Blueport Commerce

$0
2015

2020
Offline

2025

Online

Source: Wayfair.

S o u r c e s : W a y f a i r, H o m e F u r n i s h i n g s B u s i n e s s , p u b l i c d a t a .
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CLICKS
ECOMMERCE GROWTH OUTPACES
Home goods retailers are reporting
robust growth in eCommerce sales. Pureplay e-tailer Wayfair (NYSE: W) is gaining
share of the Home Goods eCommerce
market, with accelerating traffic, customer
count, and orders propelling revenues
from $517 million in 2011 to $2.2 billion
in 2015, representing a 5-year CAGR of
34.2 percent. Williams Sonoma (NYSE:
WSM) has seen its eCommerce segment
nearly double in five years, representing
11.7 percent annual growth, versus
3.6 percent growth at its brick-andmortar locations.

Urban Ladder, India’s largest online
furniture retailer, has raised more than
$75 million in venture funding to date,
including $50 million in a Series C
round from Sequoia Capital and
TR Advisors this February.
Online retail startup Jet has raised
$565 million to date and was valued at
just over $1.0 billion as of a recent round
of funding. Investors include Fidelity
Investments, Alibaba, Bain Capital
Ventures, Google Ventures, and Norwest
Venture Partners. Jet completed its first
acquisition this February with home
goods eCommerce company Hayneedle,
calling the move “opportunistic”,
indicating that Hayneedle had cracked
a niche market in its 10-plus years
of operation. “We think that mass
merchants in general have a hard time in
this high margin, long tail category called
‘home,’” said Jet CEO Marc Lore. “It gives
Jet an amazing boost in that category.”
Jet was on pace to reach $500 million in
sales in 2015 Lore said.

Investors are bullish on the prospects
for the sector. Wayfair went public in
October 2014 and has seen its market
capitalization nearly double. The company
previously raised over $350 million in
venture capital funding from T. Rowe Price,
Great Hill Partners, HarbourVest Partners,
Battery Ventures, and Spark Capital.
Wayfair trades at a premium valuation
despite posting losses.

ACTIVE CUSTOMERS
(in millions)

5.4

REVENUE
(in billions)

$2.2

$1.3
$0.9

1.8

2012
Source: Wayfair.

Sources: S &P Capital IQ, PitchBook, public data.
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MOTION SELLS
”NOT YOUR FATHER’S RECLINER”
Motion upholstery is growing in
popularity and in sales, with upscale
styling and increased functionality
attracting a broader audience.
According to Home Furnishings
Business, motion upholstery is seeing
double digit growth and is one of the
fastest growing categories for furniture
retailers. The category brought in more
than $6.0 billion in sales in 2014,
accounting for roughly 8 percent of all
furniture sales and more than
20 percent of upholstery sales.
Furniture Today, in its Retail Planning
Guide, estimated motion sofas and
reclining chairs brought in $9.5 billion
in sales in 2015.
From power mechanisms and storage
drawers to hidden tabletops and MP3
docking stations, improved aesthetics
and functionality continue to draw a
wider demographic of consumers:
• Lift, heat, and massage features for
seniors—a demographic growing
in line with the aging population
• Improved styling including better
fabric designs and performance to
attract women
• Home theater seating options
for men

Consumers are demanding more
and manufacturers are delivering
with improved selection, styling, and
function. Comfort features include
automated adjustable headrests,
heating and cooling seats, and lumbar
supports, with massage chairs, ergo
seating, zero gravity recliners, and lift
chairs among the options in health
and wellness seating. The marriage
of motion and technology is allowing
consumers to stay connected with
seating options that accommodate
wireless technology, charging stations,
USB ports, and tablet computer stands.
“These are stylish, quality pieces that
let you create the ultimate space for
comfort and relaxation,” said Mike
Griffieth of Morris Home Furnishings.
Power seating is one of the fastest
growing home furnishings categories
for the company. “One of the biggest
increases in interest we see now is
with women and baby boomers,”
Griffieth said. “The functionality of
these pieces, with an infinite number
of reclining and supportive positions, is
at everyone’s fingertips. These pieces
also are perfect for accommodating
people with physical disabilities too.”

Flexsteel sees power headrests as
the next big driver of retail sales.
“We really believe in this,” said
Lee Fautsch, senior vice president
of residential furniture sales at
Flexsteel, in an interview with
Furniture Today. “There have been
many gizmos in motion over the
years that may or may not have
added value. This is a function that
adds both interest and value.”
“There’s no question that motion
has been the most dynamic
(upholstery) category for the past
eight years,” Fautsch said. “Power
activation has opened up a whole
new audience for us at retail. The
consuming public is engaged in
this category. If you have the style
of a stationary sofa but can recline,
it makes stationary look pretty
boring.”

• Ergonomic seating for younger
consumers—think “gamers”

“There’s no question that motion has been the most dynamic (upholstery) category for the past eight years.”
							

S o u r c e s : H o m e F u r n i s h i n g s B u s i n e s s , F u r n i t u r e To d a y , p u b l i c d a t a .

Lee Fautsch, Flexsteel
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“ We share management’s belief that market
success begins with offering a superior
customer experience, and we’re committed
to further enhancing this key hallmark of the
FFO Home brand.”
Marc Leder
Sun Capital Partners

CASE STUDY
In February, an affiliate
of Sun Capital Partners,
Inc. acquired FFO Home, a
portfolio company of Alpine
Investors. The company is a
furniture retailer and bedding
manufacturer based in Fort
Smith, Arkansas.
FFO Home is a top 100 U.S.
home furnishings retailer with
leading positions in highly
attractive markets throughout
the Mid-South, including
Arkansas, Kansas, Missouri,
and Oklahoma. The company
has built its reputation as
a trusted member of its
communities over 30 years,
and coupled with its unique
good, better, best strategy
targeting all levels of income
has become synonymous with
superior value and a superior
in-store experience. Working
with a real estate partner, the
company has identified the
locations where its model
works seamlessly and is set
for rapid expansion in the
near future.
Sun Capital Partners
emerged as the buyer in a
competitive sale process
run by BGL that included a
broad universe of private
equity sponsors and a targeted
number of strategic bidders.
Sun Capital recognized the
potential to unlock value
by joining the company’s
winning business model and
strong management team
with its considerable retail
experience.

“FFO Home has established
itself as an outstanding valueoriented retailer, and we’re
excited about the opportunity
to leverage our strong retail
sector expertise to help the
business accelerate its growth
plans,” said Marc Leder,
Co-CEO at Sun Capital. “We
share management’s belief
that market success begins
with offering a superior
customer experience, and
we’re committed to further
enhancing this key hallmark of
the FFO Home brand.”
“We see significant expansion
opportunities for this
business,” said Sun Capital
Senior Managing Director M.
Steven Liff. “At Sun Capital,
we can quickly bring to bear
both financial and operational
resources in order to rapidly
capitalize on market growth
opportunities. We look
forward to collaborating with
the FFO Home management
team to help the business
reach its full potential.”
BGL’s Consumer Products
& Retail team served as the
exclusive financial advisor
to Alpine Investors and FFO
Home in the transaction.
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“ This acquisition is the first of our expansion
into the home products market, and it extends
our capability to offer innovative products
that leverage the newest technologies that
are both high quality and cost effective.”
Bruce Ma
Shanghai Shenda

SHANGHAI SHENDA
C O . LT D .

CASE STUDY
In December, Shanghai Shenda
Co. Ltd., a Shanghai exchange
listed public company, and
its U.S. subsidiary, Cross River,
LLC, acquired Perfect Fit, LLC,
a portfolio company of The
Anderson Group LLC.
Founded in 1932, Perfect Fit
is a U.S.-based designer and
supplier of innovative sleep
and home health products.
Known for its unmatched
customer service and category
leadership in all of its
traditional product offerings,
the company specializes in
innovative home textile and
bedding products, including
bed pillows; mattress pads
and toppers; electric warming
blankets, mattress pads, and
accessories; unique craft yarn;
and furniture covers. Perfect
Fit is a holder of multiple
design patents and proprietary
technologies, including its low
voltage warming technology,
Clean and Fresh® odor
elimination, and exclusive fit
solutions across its bedding,
warming, and furniture cover
lines. Light manufacturing,
assembly, and sales facilities
are located in the United States
and are coupled with offshore
sourcing resources in Shanghai,
China.
The business provides a
fragmented product offering
which required a strategic
partner willing and able to see
the possibilities for each of the
three businesses housed under
the Perfect Fit umbrella.

Shanghai Shenda emerged
as the buyer in a competitive
auction process run by BGL that
included a broad universe of
private equity sponsors and a
targeted number of strategic
bidders. BGL assisted Perfect
Fit in navigating the rigorous
regulatory process to attain
Chinese government approval,
ensuring that all requests were
fulfilled in a timely manner.
Shanghai Shenda recognized
the tremendous opportunity
to leverage its sourcing and
channel synergies with Perfect
Fit to streamline its processes
to create long-term value and
provide additional options
for its customers and end
consumers. “This acquisition is
the first of our expansion into
the home products market,
and it extends our capability
to offer innovative products
that leverage the newest
technologies that are both high
quality and cost effective,”
said Bruce Ma, VP of Shanghai
Shenda. “It is a step in further
enhancing Shanghai Shenda’s
competitive strength in the
home and global markets.”
BGL’s Consumer Products
& Retail team served as the
exclusive financial advisor to
Perfect Fit in the transaction.

MACRO ENVIRONMENT | ECOMMERCE | HOME ENVIRONMENT | OUTDOOR & ACTIVE LIFESTYLE | ABOUT US

24

D AT E

CO N S U M E R P RO D U C TS & R E TA I L | H O M E E N V I RO N M E N T | I N D U S T RY M E T R I C S

TA R G E T

BUYER

Apr-16

D E A L S TAT S

R AT I O N A L E

Enterprise Value (EV): $17.94B
EV/Revenue: 2.1x
EV/EBITDA: 20.0x

Many synergies exist as a result of the acquisition, with both
companies being aggregators of winning brands in similar
categories.

Feb-16

Weber-Stephen saw the potential for the portfolio of products it
acquired to become the leader in the home automation market, and
plans to allocate the resources to allow it to reach its full potential.

Feb-16

Sun Capital’s extensive experience in the retail space led it to
identify the exponential growth and leading market position of
FFO Home, adding the company to its portfolio.

Enterprise Value (EV): $777.3M

The acquisition is a consolidation play with the number one
player in the industry acquiring the number two, allowing
Mattress Firm to expand its footprint in the fragmented retail
bedding market.
CSS sees the acquisition as highly complementary to its existing
craft line business, strengthening its position in the market.

Feb-16

Feb-16

Enterprise Value (EV): $100.0M

The acquisition moves Hooker into the top five in furniture
supply for the U.S. and allows it to enter some previously
untapped distribution channels.

Jan-16

With the stated goal of growing its footprint in the newborntoddler accessories space, Gerber saw the potential to leverage
product, design, and supply-chain capabilities to grow its
business as a whole.

Jan-16

Post-acquisition, Bloem will become the leading decorative
planting brand with an estimated 30 percent of the decorative
planter market, leveraging significant synergies in marketing
and manufacturing.

Jan-16

Trilantic was attracted to HFC’s management team and
differentiated and thoughtful franchise approach, key drivers
of the company’s future growth, and represents the company’s
first foray into the home environment space.

Dec-15

Shanghai Shenda Co. Ltd.

Acquisition expands foothold in the U.S. and offers potential for
significant supply chain synergies.

Dec-15

Environment Furniture fits with the sustainabile mantra of Cisco
Brothers and introduces new designs for its customers.

Dec-15

TorQuest was attracted to Spinrite’s best-in-class design
center and marketing team, as well as its low-cost and efficient
manufacturing and distribution platform.

Nov-15

Acquisition adds a number of best-in-class brands to the SCS
housewares product portfolio.

Nov-15

Freeman Spogli was attracted to Creative Co-Op’s unique
position as a link in the supply chain between independent
retailers and overseas suppliers.

Nov-15

In line with strategic acquisition initiative to extend reach and
add value, service, and selection to its customers.

Oct-15

Synergies with creative, administrative, and shipping
departments, along with Coyne’s strong product portfolio were
all contributing factors in Foreside’s acquisition.

Sources: S &P Capital IQ, PitchBook, Equity Research, public data.

M&A TRANSACTIONS

Feb-16
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INDUSTRY METRICS
PUBLIC COMPANY OPERATING METRICS
($ in millions, except per share data)
Company Name
HOUSEHOLD & FAMILY

Country

Ticker

Current
Stock Price (2)

% of
52W High

Market
Capitalization (3)

Enterprise
Value (4)

Enterprise Value / TTM
Revenue
EBITDA

Total Debt/
EBITDA

TTM
Revenue

TTM Margins
Gross
EBITDA

ELECTRONICS & APPLIANCES
Stanley Black & Decker, Inc.

United States

NYSE:SWK

$111.92

98.4%

$16,801

$20,864

1.9x

11.7x

2.5x

$11,214

36.3%

15.8%

Whirlpool Corp.

United States

NYSE:WHR

174.14

90.0%

13,229

18,477

0.9x

8.8x

2.4x

20,661

17.4%

10.1%

AB Electrolux (publ)

Sweden

OM:ELUX B

29.04

83.4%

8,365

8,759

0.6x

8.0x

1.4x

15,124

19.9%

7.1%

Spectrum Brands Holdings, Inc.

United States

NYSE:SPB

113.60

98.6%

6,746

10,757

2.2x

13.1x

5.0x

4,984

36.7%

16.5%

De' Longhi S.p.A.

Italy

BIT:DLG

23.03

71.8%

3,443

3,254

1.5x

10.1x

0.7x

2,046

29.4%

14.9%

Fiskars Oyj Abp

Finland

HLSE:FIS1V

19.42

80.5%

1,591

1,285

1.0x

12.9x

3.1x

1,200

37.8%

7.9%

iRobot Corporation

United States

NasdaqGS:IRBT

37.38

97.0%

1,081

834

1.3x

11.5x

0.0x

630

47.2%

11.5%

Nacco Industries Inc.

United States

NYSE:NC

59.52

94.5%

409

527

0.6x

9.5x

33.2x

916

19.7%

0.6%

Median

$48.45

92.2%

$5,095

$6,007

1.2x

10.8x

2.4x

$3,515

32.9%

10.8%

Mean

$71.01

89.3%

$6,458

$8,095

1.2x

10.7x

2.5x

$7,097

30.6%

10.5%
17.4%

FURNITURE & HOME DÉCOR
Mohawk Industries Inc.

United States

NYSE:MHK

$192.63

90.8%

$14,270

$17,417

2.2x

12.4x

2.3x

$8,072

30.6%

Leggett & Platt, Incorporated

United States

NYSE:LEG

49.29

96.1%

6,615

7,400

1.9x

12.5x

1.7x

3,889

24.1%

15.3%

Tempur Sealy International Inc.

United States

NYSE:TPX

60.67

73.4%

3,698

5,146

1.6x

12.1x

3.6x

3,133

40.1%

13.2%
10.4%

HNI Corp.

United States

NYSE:HNI

43.72

81.3%

1,941

2,198

1.0x

9.3x

1.3x

2,282

37.3%

Steelcase Inc.

United States

NYSE:SCS

15.26

74.9%

1,829

1,862

0.6x

6.7x

1.1x

3,060

32.2%

8.6%

Herman Miller Inc.

United States

NasdaqGS:MLHR

30.17

92.2%

1,806

2,012

0.9x

7.9x

0.9x

2,233

38.5%

11.4%

Mattress Firm Holding Corp.

United States

NasdaqGS:MFRM

39.02

59.6%

1,449

2,138

0.8x

9.6x

3.1x

2,547

52.1%

8.7%

Albany International Corp.

United States

NYSE:AIN

40.29

96.2%

1,293

1,379

1.9x

9.8x

1.9x

710

39.3%

19.9%

Knoll, Inc.

United States

NYSE:KNL

23.35

89.6%

1,120

1,334

1.2x

9.4x

1.5x

1,123

37.8%

12.7%

Unifi Inc.

United States

NYSE:UFI

25.76

71.5%

460

568

0.9x

7.8x

2.1x

655

14.0%

8.9%

Kimball International, Inc.

United States

NASDAQGS:KBAL

11.64

89.6%

436

410

0.7x

8.2x

0.0x

625

31.9%

8.0%

Culp, Inc.

United States

NYSE:CFI

26.24

74.5%

321

285

0.9x

8.4x

0.0x

314

20.6%

10.9%

Bassett Furniture Industries, Incorporated

United States

NasdaqGS:BSET

29.51

76.4%

321

287

0.6x

7.1x

0.3x

445

59.7%

9.0%

Flexsteel Industries Inc.

United States

NasdaqGS:FLXS

40.89

84.0%

313

298

0.6x

7.0x

0.0x

499

22.4%

8.5%

Hooker Furniture Corp.

United States

NasdaqGS:HOFT

24.80

69.0%

285

232

0.9x

8.4x

0.0x

247

27.8%

11.2%

CSS Industries Inc.

United States

NYSE:CSS

27.96

88.5%

254

169

0.5x

4.9x

0.0x

314

32.1%

10.9%

Crown Crafts, Inc.

United States

NasdaqCM:CRWS

9.18

91.8%

92

84

1.0x

7.4x

0.0x

85

27.6%

13.3%

The Dixie Group, Inc.

United States

NasdaqGM:DXYN

4.72

41.0%

74

204

0.5x

10.4x

6.7x

422

25.1%

4.6%

Median

$28.74

82.7%

$790

$951

0.9x

8.4x

1.2x

$682

32.0%

10.9%

Mean

$38.62

80.0%

$2,032

$2,412

1.0x

8.9x

1.5x

$1,703

32.9%

11.3%

FURNITURE & HOME DÉCOR RETAIL
The Sherwin-Williams Company

United States

NYSE:SHW

287.31

93.0%

26,575

28,544

2.5x

15.2x

1.1x

11,463

49.6%

16.4%

Bed Bath & Beyond Inc.

United States

NasdaqGS:BBBY

47.22

63.6%

7,399

8,297

0.7x

4.9x

0.9x

12,104

38.2%

14.0%

Williams-Sonoma Inc.

United States

NYSE:WSM

58.78

65.8%

5,246

5,052

1.0x

7.7x

0.0x

4,976

37.1%

13.2%

Wayfair Inc.

United States

NYSE:W

37.75

66.4%

3,195

2,809

1.2x

NM

0.0x

2,250

24.0%

-2.9%

Aaron's, Inc.

United States

NYSE:AAN

26.21

64.2%

1,907

2,306

0.7x

5.1x

1.1x

3,212

50.1%

14.1%
9.6%

La-Z-Boy Incorporated

United States

NYSE:LZB

25.87

88.2%

1,291

1,191

0.8x

8.4x

0.0x

1,483

37.2%

Select Comfort Corporation

United States

NasdaqGS:SCSS

24.68

76.3%

1,152

1,123

0.9x

10.7x

0.0x

1,217

60.3%

8.7%

Ethan Allen Interiors Inc.

United States

NYSE:ETH

34.04

96.4%

944

943

1.2x

9.3x

0.5x

782

55.3%

13.0%

Rent-A-Center, Inc.

United States

NasdaqGS:RCII

14.70

43.8%

780

1,479

0.5x

5.1x

2.6x

3,236

65.6%

9.0%

Pier 1 Imports, Inc.

United States

NYSE:PIR

6.89

50.7%

575

662

0.3x

5.1x

1.5x

1,892

53.0%

6.9%

Conns Inc.

United States

NasdaqGS:CONN

13.74

31.3%

421

1,659

1.0x

20.7x

15.6x

1,613

23.0%

5.0%

Haverty Furniture Companies Inc.

United States

NYSE:HVT

18.67

76.1%

414

384

0.5x

5.4x

0.7x

805

53.5%

8.9%

Lumber Liquidators Holdings, Inc.

United States

NYSE:LL

14.91

51.1%

404

397

0.4x

NM

NM

979

29.0%

-4.8%

Kirkland's Inc.

United States

NasdaqGS:KIRK

16.42

55.6%

259

215

0.4x

4.4x

0.0x

562

48.1%

8.6%

Median

$25.28

65.0%

$1,048

$1,335

0.8x

6.5x

0.6x

$1,753

48.9%

8.9%

Mean

$44.80

65.9%

$3,612

$3,933

0.9x

8.5x

0.7x

$3,327

44.6%

8.5%

NOTE: Figures in bold and italic type were excluded from median and mean calculation.
(1) As of 4/29/2016.
(2) Market Capitalization is the aggregate value of a firm's outstanding common stock.
(3) Enterprise Value is the total value of a firm (including all debt and equity).
Source: S&P Capital IQ.

MACRO ENVIRONMENT | ECOMMERCE | HOME ENVIRONMENT | OUTDOOR & ACTIVE LIFESTYLE | ABOUT US

26

CO N S U M E R P RO D U C TS & R E TA I L | H O M E E N V I RO N M E N T | I N D U S T RY M E T R I C S

INDUSTRY METRICS
PUBLIC COMPANY OPERATING METRICS
($ in millions, except per share data)
Company Name

Country

Ticker

Current
Stock Price (2)

% of
52W High

Market
Capitalization (3)

Enterprise
Value (4)

Enterprise Value / TTM
Revenue
EBITDA

Total Debt/
EBITDA

TTM
Revenue

TTM Margins
Gross
EBITDA

HOUSEWARES
Newell Brands Inc.

United States

NYSE:NWL

$45.54

89.5%

$20,797

$24,008

4.1x

24.2x

11.1x

$5,967

38.9%

17.1%

Tupperware Brands Corporation

United States

NYSE:TUP

58.07

85.7%

2,933

3,677

1.7x

9.9x

2.3x

2,228

67.7%

16.7%

Helen of Troy Limited

United States

NasdaqGS:HELE

99.53

93.5%

2,815

3,213

2.1x

17.9x

3.5x

1,546

41.1%

11.6%

Libbey Inc.

United States

AMEX:LBY

18.60

44.2%

406

806

1.0x

6.8x

3.6x

821

23.3%

14.4%

Lifetime Brands, Inc.

United States

NasdaqGS:LCUT

17.27

99.6%

246

340

0.6x

8.5x

2.6x

588

36.5%

6.7%

Median

$45.54

89.5%

$2,815

$3,213

1.7x

9.9x

3.5x

$1,546

38.9%

14.4%

Mean

$47.80

82.5%

$5,439

$6,409

1.9x

13.5x

4.6x

$2,230

41.5%

13.3%

JUVENILE
Mattel, Inc.

United States

NasdaqGS:MAT

31.09

89.4%

10,584

12,070

2.1x

13.9x

2.4x

5,649

48.6%

15.4%

Hasbro Inc.

United States

NasdaqGS:HAS

84.64

95.6%

10,573

11,153

2.4x

12.4x

1.9x

4,565

53.0%

19.2%

Carter's, Inc.

United States

NYSE:CRI

106.67

97.4%

5,416

5,601

1.8x

11.9x

1.2x

3,053

42.1%

15.5%

The Children's Place, Inc.

United States

NasdaqGS:PLCE

77.91

91.8%

1,485

1,257

0.7x

8.9x

0.0x

1,726

36.2%

8.2%

Dorel Industries Inc.

Canada

TSX:DII.B

22.26

77.7%

722

1,298

0.4x

7.8x

3.7x

2,683

21.8%

5.6%

Build-A-Bear Workshop Inc.

United States

NYSE:BBW

13.17

60.7%

205

158

0.4x

4.6x

0.0x

378

47.5%

9.1%

JAKKS Pacific, Inc.

United States

NasdaqGS:JAKK

7.50

73.0%

122

211

0.3x

4.5x

4.8x

727

30.9%

6.0%

Summer Infant, Inc.

United States

NasdaqCM:SUMR

1.43

45.3%

26

82

0.4x

17.5x

12.1x

206

30.1%

2.3%

Median

$26.68

83.6%

$1,103

$1,278

0.6x

10.4x

1.9x

$2,205

39.2%

8.7%

Mean

$43.08

78.9%

$3,642

$3,979

1.1x

10.2x

2.0x

$2,373

38.8%

10.2%

KITCHEN, BATH & OUTDOOR
Reckitt Benckiser Group plc

United Kingdom

LSE:RB.

97.38

94.1%

68,548

71,009

5.5x

19.2x

1.0x

13,087

59.1%

28.4%

Henkel AG & Co. KGaA

Germany

DB:HEN3

114.43

88.6%

46,367

46,178

2.2x

12.4x

0.3x

19,646

48.4%

18.0%

Kimberly-Clark Corporation

United States

NYSE:KMB

125.19

90.2%

45,084

52,636

2.9x

12.9x

2.0x

18,376

36.1%

21.5%

The Clorox Company

United States

NYSE:CLX

125.23

94.7%

16,210

18,116

3.2x

14.5x

1.9x

5,693

44.6%

21.5%

Church & Dwight Co. Inc.

United States

NYSE:CHD

92.70

97.6%

11,890

12,610

3.7x

16.2x

1.3x

3,395

44.5%

23.1%

The Toro Company

United States

NYSE:TTC

86.45

96.7%

4,707

5,007

2.1x

13.2x

1.1x

2,403

35.4%

15.4%

Husqvarna AB (publ)

Sweden

OM:HUSQ B

7.98

95.2%

4,569

5,462

1.2x

11.1x

2.2x

4,518

28.8%

10.8%

Prestige Brands Holdings, Inc.

United States

NYSE:PBH

56.78

98.2%

2,995

4,393

5.6x

14.9x

4.9x

788

58.5%

37.5%

WD-40 Company

United States

NasdaqGS:WDFC

102.30

92.2%

1,465

1,494

4.0x

20.3x

1.7x

372

54.6%

19.8%

Median

$97.38

94.7%

$11,890

$12,610

3.2x

14.5x

1.7x

$4,518

44.6%

21.5%

Mean

$89.83

94.2%

$22,426

$24,101

3.4x

15.0x

1.8x

$7,586

45.6%

21.8%

NOTE: Figures in bold and italic type were excluded from median and mean calculation.
(1) As of 4/29/2016.
(2) Market Capitalization is the aggregate value of a firm's outstanding common stock.
(3) Enterprise Value is the total value of a firm (including all debt and equity).
Source: S&P Capital IQ.
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“In the 29 years I have been
specializing in crossbows, I have
never come across the strength
t h a t TO G h a s . I a m exc i t e d by t h e
d i re c t i o n a n d m o m e n t u m TO G
brings; it will be game changing
for CAMX.”
David Choma
CAMX Crossbows

CASE STUDY
In March, The Outdoor
Group LLC (TOG) announced
the acquisitions of CAMX
Crossbows and Lynch Mob
Calls, broadening its product
offering in archery and
hunting equipment for the
outdoor space.
Crossbow equipment
is a space where the
The Outdoor Group had
not offered a product
to outdoor enthusiasts.
America’s Hunting
Crossbow Company, CAMX
Crossbows, brings three
patents in the acquisition
and will see immediate
design differentiation
in the crossbow market.
Manufacturing will be
consolidated in TOG’s
Henrietta, New York
location. David Choma, the
design engineer and original
visioneer of CAMX, will join
The Outdoor Group, bringing
over 25 years of crossbow
design experience to the
company. Choma said, “In
the 29 years I have been
specializing in crossbows, I
have never come across the
strength that TOG has. I am
excited by the direction and
momentum TOG brings; it
will be game changing for
CAMX.”

S o u r c e s : S & P C a p i t a l I Q , E q u i t y R e s e a r c h , v i s t a o u t d o o r. c o m .

Lynch Mob Calls (LMC) is a
maker of premier waterfowl
calls. LMC founder George
Lynch will join TOG. George
Lynch was among a small
group of dedicated hunters
who revolutionized the
sport of waterfowl hunting.
His research and findings on
bird behavior, including the
impact of decoy placement,
calls, wind directions, and
wind speeds, paved the
way to the creation of many
successful waterfowl decoy
and call companies.
Commenting on the new
partnership with TOG,
George Lynch said, “I am
so proud to say that LMC
has finally partnered with
someone that is not only the
fastest growing company
in the Outdoor Industry,
but also employs the most
experienced and talented
group of people in the
business, period. I look
forward to working with my
new family in driving LMC to
the top and bringing more
innovative products that
LMC is known for, and will
be the new bench mark in
the call industry.”
TOG has completed 10
acquisitions since its
inception in 2009.
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WHAT INDUSTRY LEADERS
ARE SAYING
Since its inception in 2009, The Outdoor Group LLC (TOG) has completed
10 acquisitions to grow its stable of brands in premium quality archery
and hunting equipment for the outdoor space. TOG conducts business
globally with rapidly growing market share worldwide. Greg Steil,
Executive Chairman of ATI Physical Therapy and avid outdoorsman, is the
CEO of TOG.
2012

2009

2014

2013

Tell us about your background

And you’re an avid outdoorsman?

2016

2015

My background is in exercise physiology. I started ATI Physical
Therapy in 1996, with a focus on strength and conditioning
based rehabilitation. Strength and conditioning based
rehabilitation was a niche at that time and has grown to be the
standard. In September of 2014, I moved to Executive Chairman
at ATI and the next month took over as CEO of The Outdoor
Group, LLC.

I grew up in Central Illinois which is in the heart of corn country.
Deer hunting, pheasant hunting, and outdoor activities like
camping and hiking are the norm. I was raised in a family of
seven children, and all of us love the outdoors. My father,
brothers, and I still hunt together.

While growing ATI, long and sporadic hours gave me limited time to hunt. For deer, there are two shotgun seasons in Illinois,
the week before and the week after Thanksgiving. For four years, my schedule did not match up with the shotgun season.
So I turned to archery. The archery hunting season gives hunters more options as it lasts from early October through midJanuary. Archery gave me the flexibility I needed, and I was able to deer hunt once again. Over the years, I found archery to be
challenging as well as a tremendous amount of fun.
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WHAT INDUSTRY LEADERS
ARE SAYING
”The goal is to be the customer’s first choice when
choosing products in the outdoor space.”

What did you learn as an entrepreneur
starting ATI Physical Therapy?

Great form yields great companies. If you are passionate about
what you do and take a process-oriented approach to growth,
you will have the makings of a successful organization.
What really matters?

• From a leadership standpoint, it is important to be consistent and do what you say you are going to do.
• It is important when you plan your vision to take a long-term view. I think about a functional organizational chart, the
right systems, and a scalable process.
• Having the right management in place and the right culture is essential. Build a culture of accountability but also a culture
that understands that we are all human where people can actually make mistakes. Great organizations take a problemsolution approach to tackle issues. Weak organizations fail to take accountability and do a lot of shoulder shrugging and
excuse making.
• How an organization deals with challenges and mistakes defines who they are and ultimately how successful the
organization will be.
• As much as possible, use the collaborative knowledge of the team to come up with solutions.

Given what we were trying to accomplish with ATI, it became
important to bring good partners on board. With private
equity, the chemistry has to be there. There is no question
about it. We learned a tremendous amount, and our partners
brought to bear their operating expertise and capital
resources to help shape what ATI is today. It really helped
catapult ATI’s growth. ATI is the fastest growing outpatient rehabilitation services company in the country with over 500
facilities in 19 states.

What factors influenced your decision to
partner with private equity?

Having seasoned private equity partners, the support of a talented board, and the resources to build a solid infrastructure
really helped propel the business.
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WHAT INDUSTRY LEADERS
ARE SAYING
” When I got into this business, I didn’t realize
the level of fragmentation.”

Why did you opt to build a business in the
Outdoor Industry?

The same reasons I started ATI—passion. My passion for
health and fitness is what drove me at ATI. Now my passion
about the outdoors drives me at TOG. I don’t feel like I am
going to work. Additionally, TOG gives me the opportunity
to take the business skills that I gained at ATI and build
something special in the outdoor space.

When did you found The Outdoor Group LLC
(TOG)?

TOG acquired Elite Archery in 2009, which was the
foundational asset for the platform. Elite designs compound
bows for both hunting and target archery, which gave us an
entry to the growing archery market.

What was your mission/ strategy when you
founded the company?

Tell us about the company and the markets
you serve

The goal is to be the customer’s first choice when choosing
products in our space. To build a strong management team,
build quality systems, continually improve process, and
become an industry leader.

We are assembling a strong portfolio of companies with
best-in-class products.

Scott Archery was the second acquisition for the platform in
2012. Scott makes release aids for the archery industry. It
is a great brand with a 30-year history. Scott broadened our
distribution channels. Custom Bow Equipment (CBE) was acquired with Scott, and it is best known for its precision archery
sights and scopes. Subsequent brand acquisitions include Duel Game Calls, Winner’s Choice (string manufacturing), Solid
Broadheads, Slick Trick (broadheads); and most recently CAMX (crossbows) and Lynch Mob Calls (water fowl and turkey
calls).
TOG has an internal and external sales team, so we are able to add these products directly to our distribution network.
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WHAT INDUSTRY LEADERS
ARE SAYING
” Size does matter. It is a clear barrier to entry for a
startup company in this industry.”

What has been the biggest surprise you
encountered?

What have been the biggest challenges?

What are your primary differentiators in
the market?

When I got into this business, I didn’t realize the level of
fragmentation. There are a number of great products that
never make it due to lack of funding, unanticipated expenses,
limited marketing, and poor distribution.

We outsourced all of our manufacturing initially and found
that getting all of our suppliers to meet our needs on time
was a challenge. Now that we have some critical mass, the
suppliers we do work with are much more cooperative, so size
does matter. It is a clear barrier to entry for a startup company
in this industry.

High quality and best-in-class products. We have some of
the best archers in the world shooting our bow because
they can win with it. For example, Levi Morgan who is
known internationally for his wins, has enjoyed the best
performance of his career using our Elite, Scott, CBE, and
Winners Choice products.

TOG is vertically integrated. Most companies in the industry are not. Scott Archery makes a release start to finish. Winners
Choice manufactures strings and ships worldwide. Our manufacturing arm, Perfect Form Manufacturing, is a leading
machining, molding, manufacturing, and decorating company focusing on outdoor-related products.

What are your long-term objectives, and
what do you see as the ongoing growth
potential for your business?

I don’t think there will be a time when we say “that’s it,
we made it”. Instead, our goal is to always be building
a solid platform for growth consisting of great culture,
progressive thinkers, and innovators. We are always working
to develop partnerships with our distributors and dealers.
Most importantly, our primary objective is to design and
manufacture high quality products for our customers to enjoy.
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WHAT INDUSTRY LEADERS
ARE SAYING
“ Interest in outdoor sports is continuing to grow.
You are seeing increased participation across a fairly
broad demographic.”
At the moment, we are expanding our reach into the outdoor
hunting space. However, outdoor activities in general are on
How do you plan to grow the business?
the table. Overall, hunters tend to have a decent fitness level.
Some hunting expeditions are intense and require a significant
level of physical fitness. There is definitely a relationship from
outdoor fitness to those participants who don’t necessarily
hunt but enjoy the active lifestyle and may take part in hiking, camping, and water and winter sports.
Our pipeline of acquisitions is fairly robust. Water fowl and gun sports are wide open territory for us. Soft goods are of interest.

What value proposition do you bring to
entrepreneurs who want to be part of a
larger organization?

I think companies join TOG because they see opportunity.
They see that we can help grow their brand. They design great
products but may not have the horsepower to get them off the
ground or to the next level. They need the manufacturing and/
or the supply chain expertise as well as the distribution and
marketing resources of a larger organization.

It is a close-knit industry. When a business owner hears about a good experience with TOG, it resonates with them. Our team
has been able to relate to many of these entrepreneurs.

What are the developing consumer trends and
industry-specific trends and dynamics that are
driving growth in the Outdoor Industry, and
more specifically the hunting category?

Interest in outdoor sports is continuing to grow, and a significant
amount of disposable income is spent on outdoor products.

You are seeing increased participation across a fairly broad
demographic. There are the boomers with disposable income
who are spending on high quality products, but you also have
younger consumers who need to be more active so their parents are encouraging participation in outdoor activities.
People are living longer. The average life expectancy in the 1960s was around 69. Today that same person will live into their
mid-80s. Advancements in medicine are allowing people to participate longer in outdoor activities. That was a huge trend that we
saw at ATI, and the same trend is seen in the outdoor industry.
Hunting is seeing a revival, and archery and bow hunting are fast growing segments. You are seeing higher youth participation
rates because of these outdoor action/adventure themes in entertainment/gaming, e.g., Hunger Games, Nintendo. Parents realize
that they have to get their kids outside, and they (the parents) become participants as well. These are adults that have never
touched any of this equipment before, and they are buying products for themselves too. It extends to other outdoor activities like
hiking and fishing.
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WHAT INDUSTRY LEADERS
ARE SAYING
” You are seeing some of the larger players start to
branch out from what was once considered their core
market into the broader outdoor enthusiast space.”

What changes have you observed
regarding the demographics of the Outdoor
consumer?

Marketing to Millennials: What
opportunities do this demographic present
within the Outdoor industry and for TOG?

Archery is attracting a younger, more athletic demographic.
We call them the outdoor athletes. Whether you are going
on a wild sheep hunt, climbing Mt. Rainier, or snow shoeing
in Colorado, consumers are getting outdoors. In my mind,
what is so great about this business is the sky’s the limit.
As long as you are designing quality products and have a
connection with your customer, you are going to continue
to grow.

Millennials want what is new. They want to see and
experience the “latest and greatest” products. Today, they
can quickly gather information about a product, and with
social media, can get reviews to help them make purchasing
decisions.

What is amazing is how many Millennials buy $1,000 bows. They will save their money to buy quality products. It is a
surprising number, and it is growing.

There has clearly been a refocusing and
rebalancing within the product portfolios of
strategic participants. What do you perceive
to be the factors driving that trend?

You are seeing some of the larger players start to branch out from
what was once considered their core market into the broader outdoor
enthusiast space. Vista Outdoor was primarily involved in ammunition
and gun related products. Now they have diversified into backpacks,
paddle boards, and other new outdoor segments. I think it is the right
strategy.

For many of these companies, the growth engines are not what they used to be, so they are going to have to expand into other
product lines in order to continue to grow.
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WHAT INDUSTRY LEADERS
ARE SAYING
“ Having high quality products, forward thinking
engineers, and creative minds are what make a
successful brand. Every one of these brands has a
following, but there is room to grow that base.”

Clearly the enthusiast category is seeing
a lot of activity. What characteristics
do you think are necessary to build a
successful brand in these enthusiast-driven
businesses?

Having high quality products, forward thinking engineers, and
creative minds are what make a successful brand. Every one of
these brands has a following, but there is room to grow that base.

In this space, you have to innovate. Intellectual property is
extremely valuable—whether it is materials, manufacturing
process, a new way of accomplishing a given task. Companies that
have a culture of innovation are going to be able to design those products that Millennials and other consumer groups are
going to want. Consumers want the “new thing”. The companies that are going to win will have the new thing that is lighter,
faster, stronger, or more useful.

What characteristics do you think are
necessary to protect against downturn
softness in these enthusiast-driven
businesses?

The outdoor space is not recession-proof. The key is to make sure
you have the appropriate on and off mechanisms to be able to
manage through a downturn. You need to be thoughtful about
diversification. There are going to be some products that will be
more recession-resilient than others. By building a diversified
portfolio, you can resist many of the challenges that recessions
hand you.

Some economists are predicting a stable economy over the next five years. I would agree. There seems to be overall stability in
the credit markets. The unemployment rate is steady to declining. Consumers are spending.

Please comment on the growth of the
eCommerce channel in Outdoor.

All of the trends point to a growing eCommerce presence in
Outdoor and across many segments. Helping our dealers and
distributors build their eCommerce presence is important to us.
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TA R G E T

BUYER

D E A L S TAT S
Enterprise Value (EV): $400.0M
EV/Revenue: 1.1x (2016E)
EV/EBITDA: 10.0x (2016E)

Action Sports Division

R AT I O N A L E
The third acquisition within the Outdoor Products segment
in 14 months, broadening suite of outdoor enthusiast brands
and creating leadership position in cycling and snow sports
equipment.
Acquisition adds waterfowl calls, a new offering in its line of
archery and hunting products.

Mar-16

Acquisition adds crossbows, a new offering in its line of archery
and hunting products.

Mar-16

Acquisition adds a strong presence in the broadhead category
to the portfolio, continuing the goal of creating a leading player
in the archery space.

Jan-16

Private Investor

New owner brings business development and marketing
expertise from such companies as Intel and Cushman &
Wakefield. Engineering staff from previous owner BST Nano
Carbon joined Ellsworth.

Jan-16

Acquisition will grow the combined company to 14 locations
nationwide, expand its online presence and warehousing, and
broaden the reach of its Team Sales division from coast to coast.

Jan-16

Acquisition will strengthen leadership in the indoor games category and
provide new opportunities with tailgating and lawn games, in line with
Escalade’s stated strategy to strengthen its position in established and
emerging sports and outdoor recreational activities.

Jan-16

Acquisition is expected to enhance service to institutions,
teams, and leagues across the country.

Jan-16

Acquisition provides a complementary and counter-seasonal
product offering, adding warm weather bike sales to outdoor
and snow sports business.

Jan-16

Acquisition adds a leading enthusiast brand in snowmobile
helmets and goggles to Polaris’ parts, garments, and accessories
business, a growth area for the company.

Dec-15

Acquisition adds action sports protective gear brand to
portfolio. First add-on acquisition for Bravo under Transom’s
ownership.

Nov-15

Norman’s strength in deep-diving crankbaits complements the
PRADCO-Fishing product portfolio and offers opportunities in
key international markets.

Nov-15

Acquisition adds hydration belts and running accessories to
stable of brands in the sports endurance market.

Oct-15

Acquisition provides Riddell with access to new sales channels
for apparel, while expanding its capabilities, customer service,
and product offering.

Oct-15

Golden Global Corp.

Oct-15
Sources: S &P Capital IQ, PitchBook, Equity Research, public data.

Acquisition represents a new category in alternative fitness as
Golden Global continues to diversify its product offerings.
Adds new product category in athletic hydration, visibility, and
performance gear, furthering strategy to build out sporting
categories through acquisitions.

M&A TRANSACTIONS

Mar-16

MACRO ENVIRONMENT | ECOMMERCE | HOME ENVIRONMENT | OUTDOOR & ACTIVE LIFESTYLE | ABOUT US

37

CO N S U M E R P RO D U C TS & R E TA I L | O U T D O O R & AC T I V E L I F E S T Y L E | I N D U S T RY M E T R I C S

INDUSTRY METRICS
PUBLIC COMPANY OPERATING METRICS
($ in millions, except per share data)
Company Name

Country

Ticker

Current
Stock Price (2)

% of
52W High

Market
Capitalization (3)

Enterprise
Value (4)

Enterprise Value / TTM
Revenue
EBITDA

Total Debt/
EBITDA

TTM
Revenue

TTM Margins
Gross
EBITDA

OUTDOOR & ACTIVE LIFESTYLE
APPAREL & FOOTWEAR
NIKE, Inc.

United States

NYSE:NKE

$58.94

86.4%

$99,298

$96,301

3.0x

18.7x

0.4x

$31,911

46.3%

16.1%

V.F. Corporation

United States

NYSE:VFC

63.05

81.5%

26,698

28,654

2.3x

13.8x

1.3x

12,379

48.1%

16.3%

Adidas AG

Germany

DB:ADS

129.62

95.9%

25,951

26,360

1.4x

16.6x

1.3x

18,371

48.3%

8.2%

Under Armour, Inc.

United States

NYSE:UA

43.94

83.0%

19,110

19,891

4.7x

37.3x

1.8x

4,206

47.8%

12.7%

Lululemon Athletica Inc.

Canada

NasdaqGS:LULU

65.55

94.0%

9,002

8,500

4.1x

19.7x

0.0x

2,061

48.4%

20.9%

Columbia Sportswear Company

United States

NasdaqGS:COLM

58.57

78.4%

4,080

3,663

1.5x

11.8x

0.0x

2,372

46.0%

13.1%

ASICS Corp.

Japan

TSE:7936

20.69

55.3%

3,928

3,949

1.0x

11.7x

1.6x

3,565

42.5%

8.4%

PUMA SE

Germany

DB:PUM

227.80

91.7%

3,403

3,190

0.8x

18.1x

0.2x

3,893

45.5%

4.6%

Wolverine World Wide Inc.

United States

NYSE:WWW

18.95

61.3%

1,892

2,524

0.9x

8.8x

2.9x

2,692

39.2%

10.7%

Deckers Outdoor Corp.

United States

NYSE:DECK

57.81

75.6%

1,875

1,668

0.9x

6.9x

0.2x

1,837

45.9%

13.1%

Billabong International Limited

Australia

ASX:BBG

1.04

35.3%

205

314

0.4x

6.8x

4.7x

798

51.8%

5.5%

Lafuma SA

France

ENXTPA:LAF

21.87

87.0%

155

149

0.8x

20.5x

0.7x

177

38.0%

3.9%

Rocky Brands, Inc.

United States

Nasdaq:RCKY

12.05

53.1%

91

109

0.4x

7.3x

1.4x

261

32.8%

5.8%

Median

$57.81

81.5%

$3,928

$3,663

1.0x

13.8x

1.3x

$2,692

46.0%

10.7%

Mean

$59.99

75.3%

$15,053

$15,021

1.7x

15.2x

1.3x

$6,502

44.7%

10.7%

FITNESS & FUNCTIONAL
Nautilus Inc.

United States

NYSE:NLS

17.64

76.9%

547

567

1.7x

11.8x

1.7x

336

52.8%

14.4%

Johnson Health Tech Co., Ltd.

Taiwan

TSEC:1736

1.58

63.8%

480

545

1.0x

18.0x

7.3x

515

46.1%

5.8%

Gaiam Inc.

United States

NASDAQ:GAIA

6.63

91.4%

163

154

0.8x

17.3x

0.0x

188

45.1%

5.0%

Town Sports International Holdings Inc.

United States

NasdaqGM:CLUB

3.33

51.4%

85

280

0.7x

10.0x

10.6x

424

53.6%

6.0%

Median

$4.98

70.3%

$322

$413

0.9x

14.5x

4.5x

$380

49.4%

5.9%

Mean

$7.30

70.9%

$319

$386

1.1x

14.3x

4.9x

$366

49.4%

7.8%

OUTDOOR & ACTIVE RETAIL
Foot Locker, Inc.

United States

NYSE:FL

$61.44

79.5%

$8,362

$7,471

1.0x

6.9x

0.1x

$7,412

44.3%

14.7%

Canadian Tire Corp. Ltd.

Canada

TSX:CTC.A

108.98

97.6%

8,156

12,775

1.3x

11.8x

4.4x

8,874

31.4%

11.0%

Dick's Sporting Goods Inc.

United States

NYSE:DKS

46.34

81.4%

5,325

5,212

0.7x

7.1x

0.0x

7,271

30.0%

10.1%

Sports Direct International plc

United Kingdom

LSE:SPD

5.64

46.9%

3,362

3,390

0.8x

6.0x

0.5x

4,344

44.3%

13.5%

Finish Line Inc.

United States

NasdaqGS:FINL

19.75

68.0%

834

754

0.4x

5.9x

0.0x

1,889

38.3%

6.7%

Hibbett Sports, Inc.

United States

NasdaqGS:HIBB

36.10

74.1%

825

796

0.8x

6.2x

0.0x

943

35.3%

13.7%

Sportsman's Warehouse Holdings, Inc.

United States

NASDAQGS:SPWH

11.38

76.3%

478

665

0.9x

9.8x

2.8x

730

32.7%

9.3%

Big 5 Sporting Goods Corp.

United States

NasdaqGS:BGFV

12.09

78.2%

264

316

0.3x

6.7x

1.2x

1,029

31.6%

4.6%

Median

$27.93

77.2%

$2,098

$2,093

0.8x

6.8x

0.3x

$3,117

34.0%

10.6%

Mean

$37.71

75.2%

$3,451

$3,922

0.8x

7.5x

1.1x

$4,062

36.0%

10.5%

OUTDOOR & RECREATION
Polaris Industries Inc.

United States

NYSE:PII

$97.88

62.6%

$6,326

$6,712

1.4x

8.5x

0.7x

$4,743

28.8%

16.8%

Brunswick Corporation

United States

NYSE:BC

48.03

86.1%

4,360

4,528

1.1x

8.5x

0.9x

4,190

27.2%

12.6%

Pool Corp.

United States

NasdaqGS:POOL

87.41

92.4%

3,677

4,127

1.7x

16.6x

1.8x

2,428

28.6%

10.2%

Amer Sports Corp.

Finland

HLSE:AMEAS

29.57

92.0%

3,477

4,093

1.4x

12.8x

3.0x

2,954

45.6%

10.8%

Callaway Golf Co.

United States

NYSE:ELY

9.34

90.7%

876

920

1.1x

17.6x

1.5x

834

43.5%

6.3%

Marine Products Corp.

United States

NYSE:MPX

8.19

90.5%

314

296

1.3x

12.9x

0.0x

220

21.0%

10.5%

Johnson Outdoors Inc.

United States

NasdaqGS:JOUT

24.13

76.3%

241

223

0.5x

6.7x

0.9x

445

39.9%

7.5%

Arctic Cat Inc.

United States

NasdaqGS:ACAT

16.63

46.2%

217

206

0.3x

NM

0.0x

610

14.6%

-0.3%
10.7%

Escalade Inc.

United States

NasdaqGM:ESCA

11.93

59.7%

170

201

1.3x

10.5x

2.0x

157

27.9%

Black Diamond, Inc.

United States

NasdaqGS:BDE

4.25

41.7%

131

53

0.3x

116.7x

44.3x

155

34.9%

0.3%

Median

$20.38

81.2%

$595

$608

1.2x

11.7x

0.9x

$722

28.7%

10.3%

Mean

$33.74

73.8%

$1,979

$2,136

1.0x

11.8x

1.2x

$1,674

31.2%

8.5%

HUNTING
Olin Corp.

United States

NYSE:OLN

$21.79

70.0%

$3,598

$7,087

2.5x

16.7x

9.2x

$2,854

13.4%

14.8%

Cabela's Incorporated

United States

NYSE:CAB

52.15

94.9%

3,560

7,944

2.0x

16.9x

9.5x

4,035

42.8%

11.7%

Vista Outdoor Inc.

United States

NYSE:VSTO

47.98

89.0%

2,932

3,548

1.7x

11.6x

2.2x

2,144

27.0%

14.2%

Sturm, Ruger & Co. Inc.

United States

NYSE:RGR

64.03

82.0%

1,214

1,145

2.1x

9.0x

0.0x

551

31.2%

23.2%

Smith & Wesson Holding Corporation

United States

NasdaqGS:SWHC

21.83

71.7%

1,203

1,272

1.9x

7.1x

1.0x

683

39.7%

26.3%

Median

$21.81

72.8%

$1,209

$1,209

1.5x

11.7x

1.0x

$702

30.0%

11.2%

Mean

$29.47

71.0%

$1,560

$2,420

1.4x

23.5x

1.1x

$1,359

29.1%

12.0%

NOTE: Figures in bold and italic type were excluded from median and mean calculation.
(1) As of 4/29/2016.
(2) Market Capitalization is the aggregate value of a firm's outstanding common stock.
(3) Enterprise Value is the total value of a firm (including all debt and equity).
Source: S&P Capital IQ.
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GLOBAL CONSUMER PRODUCTS & RETAIL
FOCUS AREAS
E CO M M E RC E / DTC F O C U S
OUTDOOR &
ACTIVE LIFESTYLE

HOME
ENVIRONMENT

HEALTH & WELLNESS

PET

• Outdoor

• Furniture & Home Décor

• OTC / Cold & Flu

• Food & Treats

• Recreation

• Decorative Lighting

• Nutraceuticals

• Accessories

• Sporting Goods

• Kitchen & Bath

• Active Ingredients

• Supplies & Consumables

• Fitness & Functional

• Outdoor

• Efficacious Food & Beverage

• Supplements

• Personal & Household Care

WHO WE ARE
LEADING INDEPENDENT FIRM
• Independent investment banking advisory firm
focused on the middle market since 1989
• Senior bankers with significant experience and tenure;
partners average over 20 years of experience
• Offices in Chicago, Cleveland, and Philadelphia
• Founding member and U.S. partner of Global M&A
Partners, Ltd., the world’s leading partnership of
investment banking firms focusing on middle market
transactions
• Deep industry experience across core sectors of focus,
including: Business Services, Consumer, Environmental
& Energy Services, Healthcare & Life Sciences,
Industrials, and Real Estate

For questions about
content and circulation,
please contact editor,
Rebecca Dickenscheidt,
at rdickenscheidt@
bglco.com or
312-513-7476.

COMPREHENSIVE CAPABILITIES
M&A ADVISORY

PRIVATE PLACEMENTS

Sell-Side Advisory

All Tranches of

Acquisitions & Divestitures

Debt & Equity Capital for:

Public & Private Mergers

Growth

Special Committee Advice

Acquisitions

Strategic Partnerships & Joint Ventures

Recapitalizations

Fairness Opinions & Fair Value Opinions

Dividends

FINANCIAL ADVISORY

RESEARCH

General Financial & Strategic Advice

Primary Research

Balance Sheet

Industry Benchmarking

Restructurings

Operating Advisor Network

Sales of Non-Core Assets or Businesses
§363 Auctions

The information contained in this publication was derived from proprietary research conducted by a division or owned or affiliated entity of Brown Gibbons Lang & Company LLC. Any projections, estimates or other
forward-looking statements contained in this publication involve numerous and significant subjective assumptions and are subject to risks, contingencies, and uncertainties that are outside of our control, which
could and likely will cause actual results to differ materially. We do not expect to, and assume no obligation to update or otherwise revise this publication or any information contained herein. Neither Brown Gibbons
Lang & Company LLC, nor any of its officers, directors, employees, affiliates, agents or representatives makes any representation or warranty, expressed or implied, as to the accuracy, completeness or fitness of any
information contained in this publication, and no legal liability is assumed or is to be implied against any of the aforementioned with respect thereto. This publication does not constitute the giving of investment
advice, nor a part of any advice on investment decisions and nothing in this publication is intended to be a recommendation of a specific security or company, nor is any of the information contained herein intended
to constitute an analysis of any company or security reasonably sufficient to form the basis for any investment decision. Brown Gibbons Lang & Company LLC, its affiliates and their officers, directors, employees or
affiliates, or members of their families, may have a beneficial interest in the securities of a specific company mentioned in this publication and may purchase or sell such securities in the open market or otherwise.
Nothing contained in this publication constitutes an offer to buy or sell or the solicitation of an offer to buy or sell any security.
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GLOBAL CONSUMER PRODUCTS & RETAIL
DEDICATED LEADERSHIP
JOHN TILSON

ALEX TEETER
Director

Managing Director
Group Head

PROFESSIONAL EXPERIENCE
•

Leads BGL’s Consumer Products & Retail
Services practice

•

Over 20 years of IB and corporate finance
experience

•

Former Managing Director at Banc One
Capital Markets (JP Morgan Chase)

•

Former Managing Director at First
Chicago Capital Markets, founding the
Detroit office for the firm in 1996

•

•

Began investment banking career in
1990 with American National Bank &
Trust Company, a subsidiary of First
National Bank of Chicago
Serves on the National Board of Directors
for the Gift of Adoption Fund

EDUCATION
EDUCATION
•

B.S., University of Illinois

•

M.B.A., Northwestern
University Kellogg School
of Management
Eagle Scout

•

OUTSIDE INTERESTS
•

Backcountry Camping,
Hunting, Fly Fishing, Golf

•

Lives in Winnetka,
Illinois with his wife,
three children, dog, and
two cats

PROFESSIONAL EXPERIENCE
•
•

Over 13 years of M&A and corporate
finance experience
Former senior banker within the
Consumer and Retail group at KeyBanc
Capital Markets, and M&A and corporate
finance attorney for Wilmer Cutler
Pickering Hale and Dorr LLP and Calfee,
Halter & Griswold LLP

CONTACTS
CHICAGO

CLEVELAND

PHILADELPHIA

O n e M a g ni f i ce nt Mile
9 8 0 N . M i c h i g a n Aven ue
Sui t e 1 8 8 0
C h i c a go, IL 6 0 6 1 1
p. 3 1 2 . 6 5 8 . 1 6 0 0

On e C levelan d Cen t er
1 3 7 5 Eas t 9 t h St reet
Suit e 2 5 0 0
C levelan d, OH 4 4 1 1 4
p. 2 1 6 .2 4 1 .2 8 0 0

O ne Libe rty Pl ace
1650 Marke t S tre e t
S u ite 3600
Phil ade l phia, PA 19103
p. 610.941.2765

EDUCATION
•

B.A., Colgate University

•

J.D., Boston College Law
School

OUTSIDE INTERESTS
•

Triathalons, Skiing,
Backcountry Hiking/
Camping, Scuba Diving

•

Lives in Shaker Heights,
Ohio with his wife, two
children, and dog

