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Abstract 
 

This Honors Thesis examines the importance of strategic merchandise planning for a 

particular case: the REI. The steps in strategic retail planning were performed, and during the 

situation audit (step 3), a gap was identified that hinders competitive advantage and market 

share: a lack of ice skates in the product assortment. Research derived that ice skates, specifically 

a hockey skate model, was not only demanded by the current REI customer base, but would also 

serve as a primary strategy for tapping into the increasingly significant millennial market. 

Keeping the values of these two targeted segments in mind, two models of Bauer hockey skates 

were chosen and priced. Visual merchandising s and a web-based promotional mix (adhering to 

REI’s current practices of environmentally sustainable marketing) were further developed. A 

cost analysis produced a theoretical return on investment of seven percent, which cannot be 

classified as favorable nor unfavorable due to the fact that REI is a privately-owned consumer 

cooperative. Despite this, implementation of the skate was highly recommended because such an 

endeavor would increase market share, adapt to the sudden growing threat of big-box 

merchandisers and department stores, cater to a semi-neglected millennial market, and provide 

for a more well-rounded outdoor experience. 



RECREATIONAL EQUIPMENT, INC. & ICE SKATES 4 
 

 

Introduction 
 

Strategic merchandise planning, or merchandise strategy is the set of steps that a retailer 

goes through to develop a strategy and plan (Grewal, D., Levy, M., & Weitz, B., 2014, pp. 122- 

153). Such merchandise planning is important because it fosters the development of a stainable 

competitive advantage, and is the primary method for adapting to an evolving market, as well as 

analyzing seizing advantage of any potential growth opportunities (Grewal, D., et al, 2014, p. 

144). The general steps involved in strategic merchandise planning are: definition of mission and 

objectives, conduction of a situation audit, identification of strategic opportunities and 

alternatives, development of a retail mix to implement strategy, and evaluation of strategic 

endeavor opportunities (Grewal, D., et al, 2014, p. 145) . 

The scope of this academic Thesis centralizes on a strategic analysis based on a particular 

case: Recreational Equipment, Inc. A significant gap in the product assortment was identified, 

and a strategic merchandise plan for filling that gap was developed. 

Recreational Equipment, Inc. (REI) aspires to “outfit its members and the community for 

a lifetime of sustainable outdoor adventure and stewardship” (REI, 2015). As the nation’s largest 

consumer cooperative (REI, 2015), its merchandise selection encompasses gear and apparel from 

a plethora of outdoor activities, among this products pertaining to winter sports. Skis, 

snowboards, boots, helmets, snowshoes, and even snowmobiles, among other winter-related 

gear, encompass the product assortment. This allows REI to remain competitive relative to its 

market of avid outdoor enthusiasts, as well as to cater to the mass market of those who would 

purchase these products at local sporting goods stores. However, there is one product that REI 

does not carry, and that is an ice skate. Whether it be figure or hockey skate, it is interesting that 

REI does not carry this product because it is something that an outdoor enthusiast does demand, 

and it is carried by all competitors. Therefore, it is questioned as to why REI does not carry 
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them, and if they are demanded or will be demanded in the future, and what an implementation 

strategy could be. 

Inquiry into the existence of a possible demand for an ice skate by REI’s current 

customer base, as well as an implementation strategy is a viable topic for an Honors Thesis 

because the given approach to demand inquiry, strategic planning, and implementation 

approaches are the exact steps that REI would actually perform if the co-op were to examine this 

topic themselves. The merchandise strategy used in the Thesis is aligned with the strategic 

management processes currently taken by REI.  More importantly, a lack of ice skates within the 

product assortment is worth examination because merchandise assortment decisions are the 

foundation for achieving competitive advantage among all retailers. 

1. Retail Strategy 
 
1.1 Overview 

 
The steps followed for strategic retail planning are: development of the mission 

statement, establishment of objectives, conduction of a situation audit, identification of strategic 

alternatives, selection of markets in which to compete, obtainment of product specified to market 

needs, product positioning and development of promotional strategy, recommendation to 

implement or refrain thereof, and suggested methods for evaluating product success (Grewal, D., 

et al, 2014, pp. 122-153).  Upon implementation of hockey skates, REI will follow a strategy of 

product improvement (McGraw-Hill, 2000) through an updated product assortment via the 

addition of hockey skates. 

1.2 Mission Statement 
 

REI’s mission statement is to “inspire, educate, and outfit for a lifetime of adventure and 

stewardship” (REI.com, 2015). This project is in line with REI’s mission statements as hockey 
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skates, as a product category, fit with the mission to outfit customers for activities in the 

outdoors, as ice skating is frequently performed outdoors, on both man-made and naturally made 

patches of ice. 

1.3 Objectives 
 

Hockey skates object to produce a revenue of 1 million dollars during the first year of 

implementation. Furthermore, this expansion of the product lines carried in selected REI stores 

serves to increase market share as customers interested in purchasing hockey skates currently 

buy from competitors who carry broader assortment than REI. 

1.4 Situation Audit for REI Pertaining to Hockey Skate Implementation 
 

A situation audit that is tailored to analyze the strengths, opportunities, weaknesses, and 

threats associated with the hockey skate product category, and the capabilities of REI’s current 

business model to adapt to such an expansion of the product assortment. An extended situation 

audit encompasses features of the entire co-op (as opposed to the specified product category of a 

hockey skate) is included in the research analysis found in chapter 3. 

Strengths. REI’s current practices align perfectly with the in-store experience that is 

desired by a customer considering the purchase of a hockey skate. As previously mentioned, 

such a customer prefers to physically try on a hockey skate prior to purchase in order to ensure 

that proper fit and function are present (Hockey Boss, 2010). REI’s current in-store experience is 

catered to informing the customer about the product and ensuring the customer that it performs 

to comply with desired needs. To ensure this, customers not only try on the product in store, but 

can also test it out in many cases: rock climbing walls to test out gear are present in many 

flagship stores, as are cold rooms to test out insulation capabilities of winter coats. Development 

of a miniature ice rink within an REI not only falls directly in-line with current in-store features, 
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but also would allow the customer to physically witness if the hockey skate had the desired 

functional characteristics prior to purchase. Further, REI prides itself on sales staff that are 

frequent participants of the activities associated with the products in which they are selling. This 

allows the customer to receive viable information and answers to questions from an expert, 

which is another important occurrence that a customer desires upon investing in a hockey skate. 

Hockey skates also fit the profile of REI’s current product assortment of outdoor gear for 

“muscle powered outdoor activities” (M. Harding, personal communication, February 5, 2015). 

Furthermore, one of REI’s current strategic endeavors is the emphasis on regionalizing the 

product assortments among different stores, tailoring merchandise to activities frequented in 

local areas (J. Stritzke, lecture presentation, April 23, 2015). Hockey skates would be a highly 

regionalized product, as they would likely only be carried in stores located in colder climates 

where outdoor skating actually occurs. 

Weaknesses. Hockey skates are a product utilized primarily in hockey, which is a team 

sport. REI currently does not cater to any team sports. To prevent this factor from confusing 

brand image, REI must advocate that the hockey skate is simply to be used for recreational 

outdoor skating, and refrain from any reference to the sport of hockey. Demand for hockey 

skates is increasing primarily due to the growing popularity of the National Hockey League, 

however, REI use this to support demand for the physical product without having to reference 

the NHL. Also, REI currently incorporates new products into the assortment by first piloting 

them online, and, if successful, implementing them in select physical stores (M. Harding, 

personal interview, February 5, 2015). A hockey skate is a “risky” product: desire to try on in- 

store and ensure proper fit usually causes the customer to be hesitant to purchase online. 

Although REI’s lenient policy of anytime returns, as well as its “buy online and ship to store 
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offering” would aid in the reduction of cognitive dissonance that is associated with online 

purchases, REIs current method of sole online introduction would likely not be as successful 

with a hockey skate. It would have to introduce a hockey skate both in-stores and online 

simultaneously. 

Opportunities. Aside from a growing interest in winter sports, expansion of REI’s 

product assortment would provide the opportunity to increase market share relative to 

competitors, all of which currently carry a hockey skate. Cross tabs indicated that a hockey skate 

is significantly demanded by a younger customer; implementation would thus enable REI to 

directly target the influential millennial customer, which is something REI currently does not 

place sufficient emphasis on. Although the addition of a recreational skate appeals to the primary 

target customer, incorporation allows for market expansion into untapped segments (such as 

athletes and consumers who ice skate but are not avid outdoor enthusiasts) without diminishing 

brand image. The current evolution of the Sporting Goods Industry demonstrates growing 

competition from department stores and big-box retailers, as they are significantly expanding 

their own product assortments to include more outdoor gear and sporting goods. REI’s expansion 

to include hockey skates, which is both a sporting good and a form out outdoor gear, will 

position it in direct competition with these evolving department stores and mass retailers. 

Threats. REI’s high-low price strategy places higher prices on merchandise relative to 

some competitors, which can hinder consumer preferences. However, promotional sales and 

discounts on merchandise applicable to co-op members are frequently held and appeal to any 

price-conscious members (which is atypical of REIs target customer). Incorporation of hockey 

skates could easily follow this pricing strategy, where it is not unusual for REI to give co-op 

members a discount on newly introduced products. (REI.com, 2015). 
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1.5 Identification of Strategic Alternative: Productivity Improvement 
 

Adding a hockey skate to the product assortment adheres to the strategy of productivity 

improvement. This is because under this strategy, focus is placed on maximizing the productivity 

and profits of the current retail strategy; if any alterations are made, they are incredibly slight 

(McGraw-Hill, 2000). The addition of a hockey skate, which is a single product category that 

will start out with little depth, meets criteria of such a minor alteration.  The larger components 

of REI’s retail strategy, such as store format and experience, price strategy, customer service 

procedures, supply chain logistics, and brand image remain almost unchanged, allowing for 

profit improvement via slight refinement of existing strategies rather than a dramatic new way of 

doing business. Because changes in existing strategy are so slight, productivity improvement 

carries the least risk among all classified strategic alternatives, and is usually chosen by firms 

who are in the mature phase of their life cycles and are already strongly positioned in the minds 

of consumers, REI being a premier example (McGraw-Hill, 2000). 

The addition of a hockey skate to REI’s product assortment is a justifiable method of 

productivity improvement. This is because, although slight alterations to current retail strategy 

may include the reduction of product cost at wholesale, increase of margins, and labor force 

optimization, an attempt to increase turnover through alteration of the merchandise mix is the 

most common measure taken in productivity improvement is (McGraw-Hill, 2000). The key is to 

ensure that the new merchandise satisfies the demands of the target market while still 

maintaining the store's desired position (McGraw-Hill, 2000). A hockey skate adheres to these 

standards: the research analysis that is conducted in chapter 3 concludes that increasing 

participation rates of recreational skating and hockey combined with a strong correlation 

between interest in skating and REI’s primary customer, indicate a strong demand for hockey 
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skates among multiple target markets. Additionally, a hockey skate still complies with REI’s 

brand image, as it is a form of gear that can be used for outdoor recreational activity, helping to 

“outfit” the customer for a lifetime of adventure and stewardship. 

1.6 Selection of Target Markets 
 

Implementation of a hockey skate will target two distinct markets: REI’s primary target 

customer, and the male millennial customer. 

The specified targeted millennial a young male customer aged 20-30 who is an avid 

outdoor enthusiast, and might still be in college or a young professional. This market was 

selected because REI does not currently focus on the influential millennial customer, whose 

purchasing power is going to skyrocket in the coming decade (Griffin, 2002). Their uniquely 

exhibited purchasing behaviors and advanced ability to utilize technology makes these 

millennials incredibly influential in the current market evolution. Thus, all competitors are 

actively taking measures such as omni-channel innovations and revision of product assortments 

to derive appeal. By failing to place the millennial among top target priority and develop 

business facets catered specifically to them, REI is neglecting one of the most significant keys to 

success in the current retail market.  If this lack of focus is because a millennial might not fit in 

with the REI lifestyle, consider this: the youthful and energetic qualities of this customer make 

him inclined to be enthusiastic an interested in some form of outdoor recreation. Also note that 

cross tabs indicated that this customer is the most interested and frequent participant in ice 

skating in comparison to all other age segments. The segment also adheres to the four criteria of 

an attractive market segment: all measurable, accessible, economically viable, and stable. 

However, as previously stated, capturing this market now when they are at a younger age is 

crucial to fostering brand loyalty, which will encourage them to remain avid customers of REI as 
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they grow older and develop the forecasted impeccable purchasing power, when they will be 

able to afford REI’s most expensive gear such as tents and snowmobiles. 

The other market that hockey skate implementation will target is that of the REI’s current 

primary customer—an educated member of the upper middle to middle class, is around forty, 

and possesses a profound passion for outdoor recreational activity (M. Harding, personal 

interview, February 5, 2015). This segment is important to target because not only does research 

indicate that there demand for a hockey skate is present, but continued focus on the current 

primary customer keeps REI at a stable positioning in the mind of any consumer. 

1.7 Resources and Product 
 

After assessing the needs, values, and demands of the above target markets, it is 

incredibly likely that productivity improvement can be achieved through the implementation of a 

Bauer brand hockey skate. Rationale for this decision (including the reasoning behind the 

decision to not incorporate a figure skate model) and sourcing details will be discussed in chapter 

4 (implementation). 

1.8 Positioning and Promotional Strategy 
 

A strategy was developed for the promotion of hockey skates that uses three elements of 

REI’s current promotional mix: email marketing, banner ads strategically placed on the 

homepage of REI.com, and online behavioral advertising. The strategy intertwines these 

promotion tools with a social media platform to capture both the current REI primary customer 

and the millennial customer. A detailed description of the promotional strategy will be discussed 

in chapter 4, along with the rationales behind pricing and placement decisions. 
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1.9 Recommendation 
 

Although the proposed expansion of REI’s product assortment offers both challenges and 

benefits to the REI, of which will be detailed in chapter 5, the endeavor is relatively minor and 

therefore carries little risk. However, implementation of a hockey skate presents REI with three 

opportunities that it currently does not execute, and are crucial for maintenance of a strong 

competitive footprint in today’s evolving sporting and outdoor gear market: the opportunity to 

target the influential millennial customer, the opportunity to increase market share through the 

offering a new product that is already carried by all competitors, and the chance to adapt to the 

sudden growing threat of big-box retailers and department stores, who are dramatically 

intensifying market competition by adding significant amounts of sporting goods and outdoor 

gear to their product assortments. The importance of these three opportunities outweighs the 

disadvantages, making implementation of a hockey skate a viable decision. 

1.10 Product Evaluation 
 

Actual success of the product can be determined by calculating the return on investment 

after the hockey skate has been on the market for a period of time. Also, click stream analysis 

can be leveraged to derive further conclusions of interest in a hockey skate from an online 

standpoint. 
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Strategy Brief 
 

A summary of the primary retain strategy is shown in the following figure: 
 
 

 

Figure 1. Project Strategy Brief 
 

2. Research Analysis 
 

2.1 Overview 
 

The lack of skates within the REI product assortment does position some white space and 

would likely be demanded by the REI customer base. This is because participation in both 

hockey and ice skating over index when crossed with skiing and other surprising outdoor 
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activities, such as hiking and biking. The demand for skates also over-indexes when crossed with 

the basic profile of REI’s primary customer of an avid outdoor enthusiast 

Further, implementing a skate would allow REI the chance to target a younger millennial 

customer, especially if a hockey skate model is incorporated. Not only is the millennial highly 

likely to demand a hockey skate, but membership within the United States Hockey Association is 

at an all-time high, and the sport itself is dramatically increasing in popularity (which causes 

skate demand to increase as well). Hockey is on the rise especially in the Mid-Atlantic region of 

the United States, where REI is currently planning to open stores. Customers at REI might be 

inclined to purchase skates given a living situation in a colder climate, but seem generally 

interested. While revenues for a delicate figure skate are slightly unpredictable, revenues 

generated by sales of hockey skates in recent years have steadily increased and are forecasted to 

do so within the next decade, thereby decreasing the risk of a low return on investment. 

Finally, a lack of skates hinders REI’s competitive stance as all major competitors do 

carry some form of ice skate within their product assortments. 

2.2 Methodology 
 

The following resources were utilized to gather information pertaining to the REI and the 

ice skate market: 

Participation Statistics and Sales Data. Membership patterns within the National 

Hockey League and the United States Figure Skating Association, as well as general 

participation statistics of the sport and revenues pertaining to sales of skates and units sold were 

examined to derive conclusions of a growing demand for skates. Further, the correlation between 

the popularity of the NHL and its effect on hockey participation was examined and heavily 

considered in the analysis. 
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Cross Tabs. Simmons OneView, which is a web-based platform developed by Experian 

Marketing Service, was used to run cross tabular statistics to determine the correlation between 

two variables. In 2011, a massive survey was administered to over two-hundred thousand 

consumers across America, asking them about various lifestyle behaviors and interests. With 

behaviors pertaining to psychographics such as level of participation in outdoor recreation and 

ice skating, and also interest in the sports, income, gender, and other demographic features, cross 

tabs were ran to determine the likelihood that the primary REI consumer, and the consumer in 

general, would be interested in ice skates. The correlation was determined via an index. An index 

of 100 indicated that there was a mediocre likelihood that a correlation existed; the higher above 

100 the higher the correlation. Anything below 100 was considered “under-indexed,” or not 

likely to have a correlation. 

Personal Interviews. Interviews with customers at a local REI store, as well as an 

interview with a category manager at the corporate headquarters, were conducted and highly 

considered in analysis. Questions asked to customers can be found in Appendix G. Further, 

several visits to REI and competitors were made to examine merchandise displays, customer 

service tactics, and overall store experience. 

Websites, academic journals and articles, and blogs. Business Insider, Hockey Boss, 

and websites of REI and competitors were used when determining pricing and promotional 

decisions, as well as general demand. These resources were especially used during the situation 

audits conducted for REI and its competitors. 

Academic Literature. Textbooks used from academic courses were used to receive 

guidance on the formation of retail strategy, marketing concepts, price analysis, and consumer 

behavior. 
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2.3 Market Analysis 
 

Hockey and ice skating on the rise in interest and participation. The dramatic 

increase in the popularity of hockey is creating a positive growing demand for a hockey skate. 

According to the 2013-2014 Participation Report given by the United States Hockey 

Association, membership within the National Hockey League is the highest on record, with 

519,417,000 registered players (United States Hockey Association, 2014). That is a two percent 

increase from participation during the 2012-2013 season, which was also already at the high 

mark of 510,279,000 registered players. That quantity does not include coaches, referees, and 

other additional personnel who might also need skates to guide the game, as well as teams who 

play unregistered. The entire table of participation statistics of the National Hockey League can 

be found in Appendix A. Conclusively, hockey participation is on the rise, and will continue to 

be so. 

The correlation between the popularity of hockey in the United States and participation 

rate in the sport is undoubtedly positive. An ideal example is the state of Illinois, where the 

participation rate increased 30% in the season following the Blackhawks’ 2010 Stanley Cup win 

(Peters, 2011). Further quantification of the relationship between interest in the sport can be 

derived from a cross tab given by the web-based market research platform Simmons OneView. 

A survey of consumers done in 2011 was administered to 227,008 consumers over the age of 

eighteen. Those who were surveyed were asked to rank their interest in the National Hockey 

League. Then, they were also asked whether they had participated in hockey and/or ice skating 

regularly within the previous twelve months. The cross tab proved to over-index between those 

very interested, somewhat interested, and a little bit interested in the NHL and their participation 

in hockey. Correlation between participation and interest would be determined by an index of 
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100; the higher above 100 the index was, the stronger the correlation between participation and 

interest. Over-indexing, by as much as 312, was present in all levels of participation and interest, 

indicating a strong correlation between the two variables. The full cross-tab of all indexes can be 

found in Appendix B. 

Two more cross tabs were run to compare general interest in hockey versus interest in 

skiing. The index for interest in hockey was 132, while interest in downhill skiing only indexed 

at 123. Recall that REI carries downhill skiing products within the assortment, when in fact it 

does not carry a product that actually indexes higher among participation rates than these 

downhill skis. Based on these numbers, REI should carry skates in addition to skis as, in fact, the 

ski index is lower. 

A report written by the Sporting Goods Manufacturer’s Association derives statistics 

which prove that the participation rate in hockey and ice skating within recent years has 

increased, and at a more dramatic rate than the participation rate in skiing. The statistics state that 

those who had participated in hockey at a “regular” level (13-24 times per year) increased by 

almost 8% from 2011-2013, while frequent participation (participating upwards of 25 times per 

year) increased by 6% (Sporting Goods Manufacturer’s Association, 2014). Regular participation 

in recreational ice skating increased by 19% over that same two year period of 2011-2013, while 

frequent participation in recreational ice skating increased by 14% (Sporting Goods 

Manufacturer’s Association, 2014). Further, it should be noted that the survey also measured 

consumer interest in downhill skiing, which only showed a 2% increase in regular interest 

(Sporting Goods Manufacturer’s Association, 2014). These statistics proclaim two supporting 

arguments: the first being that, as re-enforced in previous sections, participation among ice 

skating and hockey is dramatically increasing, and therefore a demand for skates is increasing as 
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well. The second argument reiterates that participation in skiing and demand for skis is 

increasing at a lower rate than that of skating, although REI carries skis rather than ice skates 

within the product assortment. A full table of the percentages from this study can be found in 

Appendix C. 

Total membership of the US Figure Skating Association has seen a 16% increase since 

1997, going from 146,000,000 participants to 171,000,000 participants (Statista Figure Skating, 

2014). The US Figure Skating Basic Skills Program was derived in 1968 to serve the needs of 

both the recreational and the competitive figure skater. During the 2013-2014 Figure Skating 

season (winter), fifty-seven new skating schools were opened (USFSA, 2014). 

Another point of note is that REI is currently seeking expansion into Christiana, 

Delaware, and Virginia Beach, Virginia (REI Newsroom, 2015). Maryland, Virginia, and most 

of the Mid-Atlantic region have been blanketed by what is referred to as the “Ovi-Effect,” where 

popularity of ice hockey has increased around thirty-five percent in the last five years with the 

success of regional NHL teams and the opening of local , and is projected to continue to expand 

at this rapid rate (Peters, 2013). 

Analysis. Hockey and figure skating have become incredibly popular, and are forecasted 

to grow in interest and participation rates even more, which also implies that an increased 

demand for skates is present now and in the future. Growing popularity of hockey is relevant in 

the fact that membership in the National Hockey League is at a record high, and participation 

rates in the sport in general have increased within the past two years. Further, there seems to be a 

positive correlation between the success of NHL teams and the rise in participation and interest 

in hockey. This is justified by the fact that participation increased by 30% in the state of Illinois 

upon the 2010 Blackhawk Stanley Cup win. Regions in the United States with growing and 



RECREATIONAL EQUIPMENT, INC. & ICE SKATES 19 
 

 

successful hockey teams have seen an increase in participation upwards of 30% as well, 

specifically in the Mid-Atlantic regions where REI is implementing new stores in Delaware and 

Virginia. Growing popularity of figure skating and also demand for figure skates is proven by the 

dramatic 14% increase in membership in the United States Figure Skating Association as well as 

the opening of fifty-seven new skating schools in the 2013-2014 winter skating season. 

General interest in both hockey and ice skating is present as both over-index among 

consumers. This general interest is positively correlated with participation rates, as when cross 

tabbed, interest and participation derive an extreme over-index of 312. This further justifies an 

increase in participation statistics, as it is relevant that interest leads to participation. 

Lastly, it should be emphasized that REI carries skis in the product assortment. Interest 

and participation level for both hockey and ice skating index higher than interest and 

participation level of downhill skiing. The participation rates for ice hockey and ice skating are 

also growing at a higher rate than the slightly growing participation rate of skiing. It does not 

make sense for REI to be carrying skis when they are essentially in less demanded than skates. 

Conclusively, hockey and ice skating popularity is on the rise and is forecasted to keep 

growing, general interest an active participation are present in the current market, and both are 

seemingly more popular than skiing, which REI does cater to. 

Demand for ice skates as a product. The United States is currently the biggest market 

for winter sports equipment, followed by Europe (Gale, 2014). The presence of the Olympics 

affects younger generations in the sense that after viewing, customers are willing and likely to go 

out and partake in the sports that they have viewed (Gale, 2014). Also, increasing populations 

and participation in winter sports in Asia is predicted to cause a dramatic increase in the demand 

for winter sports gear and apparel by 2020 (Gale, 2014). 
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Many ski destinations are also trying to incorporate a wider breadth of winter activities 

into the facilities, such as ice-skating, dog-sledding, snowmobiling, and tubing, to create a sort of 

winter theme park and attract families and beginners (Richie & Adair, 2004). 

Revenues generated by sales of hockey and ice skates have generally increased as well. 

In 2007, total consumer spending was 147 million dollars (Statista Ice Skate Revenues, 2014). 

By 2014, this value had increased sixty-nine percent to 247 million dollars (Statista Ice Skate 

Revenues, 2014). A full graph that illustrates this annual consumer spending can be found in 

Appendix D. Although revenues generated by skate sales are increasing, unit sales of product 

seem to be decreasing. In 2010, total units sold in winter sports shops in the United States were 

around four million, and by 2014, they had decreased fourteen percent to three and a half million 

units (Statista Snow Sports Units, 2014). 

Available skates. The hockey market is oligopolistic in the sense that five main brands 

encompass almost the entire market. These brands are: Bauer, CCM Skates, Easton, Graf, and 

RBK Pump Skates (Hockey Boss, 2010). Each brand portrays the following set of 

characteristics: 

Bauer. Bauer skates are the most common brand of skate and contain two popular 

models. The Bauer Vapor skate is the best-selling model in many retail stores, due primarily to 

the technicality of product. The Vapor line has been the first skate ever created that is designed 

to shed weight and pressure off of the foot and knees of the skater. Coming in second to the 

Vapor is the Bauer Supreme model, which offers a more traditional look and a standard fit for 

regular and wider feet, as the Vapor is designed for a narrow foot (Hockey Boss, 2010). The 

Bauer Supreme is the most familiar model of hockey skate on the market (Hockey Boss, 2010). 
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CCM Skates. CCM skates are making a very strong comeback into the market with the 

newest introduction of patented U+ Fit technology which emphasizes comfort (Hockey Boss, 

2010). 

Graf. Graf skates have gone almost completely unchanged in model and technology of 

product since their initial design. The one innovation that Graf has taken is the development of 

the Ultra line. These skates are lighter and stronger, but come with an extremely higher price 

(Hockey Boss, 2010). 

Easton. As the first line of skates to be built on a one-piece composite boot, Easton is an 

innovative leader in skates. Its two primary lines, Stealth and Synergy, are offered in several fits 

and designs, and are known for being incredibly light-weight skate. Current trends are causing 

Easton skates to obtain a more traditional design, with a lower price point (Hockey Boss, 2010). 

RBK Pump Skates. Since the introduction of the brand in 2004, RBK skates have 

reinvented themselves consistently via huge improvements to the line, namely a highly 

customizable model that caters to the individual foot of the skater. The RBK Pump skates allow 

the wearer to inflate bladders around the ankle for a second-skin feel, which eliminates extra 

space around the heel and ankle area of the skate. The second RBK skate feature that was first 

introduced on an RBK and then applied to other brands is the integrated lace-lock. (Hockey 

Boss, 2010). 

Analysis. Revenues generated by sales of ice skates and hockey skates are increasing, yet 

units sold are decreasing. This could indicate that consumers are investing in expensive skates, as 

they are purchasing skates that carry higher price points that will last for a longer period of time. 

Also, since price and product longevity are apparent considerations, a high quality of skate is 

likely to also be desired. This consumer behavior in purchase of hockey and ice skates is 



RECREATIONAL EQUIPMENT, INC. & ICE SKATES 22 
 

 

perfectly in line with REI’s current pricing strategy. REI tends to carry higher priced items that 

emphasize quality and are meant to last for a long period of time. 

In terms of the hockey skate market, it appears that each brand within the oligopoly falls 

to a general stereotype. The Bauer brand carries the most popular brand mantra, with the 

immensely familiar Supreme model. Yet, it is also taking measures to focus on technicality and 

functionality of product, with the advent of the Vapor line that is designed to reduce injury and 

pressure off the joints of the skater, and permit for optimum performance via a tapered ankle. 

The CCM skate emphasizes comfort, while Graf focuses on traditionalism in the sense that 

model and design have not been innovated since brand introduction. Easton focuses on the 

weight of the skate, and RBK uses customization tactics as a point of competitive advantage. 

If REI were to implement a hockey skate, Bauer would be a good starting point. This is 

because of the impeccably strong brand equity that the Supreme model carries. Strong and 

familiar brand equity is very important upon implementation of a new product (and usually 

implies product viability, which is something REI emphasizes heavily within its items). The 

Vapor model places a heavier emphasis performance enhancement, offering something that is 

more attuned with optimum performance and experience, yet still carries that strong brand equity 

as a Bauer skate. 

Forecasts of the sporting goods industry. According to the Euromonitor Database, 

hockey skates and outdoor gear fall into the Sporting Goods Industry, NAICS code of 451110. 

While more consumers will purchase high-quality, high-margin sporting goods over the next five 

years, the industry will demonstrate intensifying competition from mass merchandisers, big-box 

retailers and department stores. These retailers are anticipated to incorporate sporting goods 

targeted at niche markets in their product assortments, hockey skates being among them 
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(Euromonitor, 2015). While department stores and big box retailers will be attempting to cater to 

more niche markets, specialty stores will be taking measures to enhance their credibility in order 

to re-iterate that they are a more viable choice of retailer for these specialty items that are now 

being incorporated into the product assortments of mass merchandisers (Euromonitor, 2015). 

Industry revenues are predicted to grow by 1.6% ($51.7 billion dollars) until 2019 (Subic, 

2010). This growth is forecasted to spur from increase in demand for athletic footwear and 

footgear specifically from adolescents and the millennial consumer (Subic, 2010). 

Analysis. REI is challenged with the need to remain competitive on both a small and 

large spectrum. It must now compete with big-box retailers and department stores who are 

innovating their product assortments to cater to more niche sporting markets (which would 

include REI’s primary target market), as well as with specialty stores who are responding to 

these changes by enhancing their credibility among consumers. Therefore, REI’s best bet on a 

large scale is to mirror the innovated product assortment of these big-box retailers and 

department stores. This is to prevent customers from entering these larger retailers due to lack of 

product at REI, and decrease brand loyalty due to sudden exposure to lower price points and a 

one-stop shop experience. On a small scale, REI can enhance credibility by carrying products 

that focus on quality and performance enhancement, and also carry strong brand equity: namely, 

the Bauer skate. 

The millennial customer demand for athletic footgear (which encompasses hockey 

skates) is expected to be the driving force behind forecasted industry growth. Thus, REI should 

take measures to capture this market not only because of forecasted drive, but also to foster 

impeccable brand loyalty which will remain intact when the millennial customer is older and can 

afford the more expensive outdoor gear that REI carries (such as tents and bikes). 
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2.4 Situation Audit—REI 
 

Strengths. REI is able to deliver an in-store experience that engages the customer 

through the co-op model; registered members are able to receive a ten percent back of the total 

revenue that they’ve spent on product at the close of each year (Member Benefits, 2014). Co-op 

members are able to elect the company’s Board of Directors, and are also given the chance to 

participate in company-sponsored programs that educate consumers about the outdoors. REI 

adventures takes participants on hiking and backpacking trips around the world, and REI 

Outdoor School teaches participants a new outdoor skill (Member Benefits, 2014). Further, 

customer engagement is fostered in some stores via services that allow the customer to “test out” 

the product prior to purchase.1 The co-op has a strong reputation of prioritizing environmental 

sustainability, and advocates for several nonprofit organizations that centralize on preserving the 

outdoors (Stewardship, 2014). It has been on Fortune’s 100 Best Companies to Work For for 

sixteen consecutive years (About REI, 2014). Conclusively, REI carries an exceptionably 

favorable reputation among all markets, thereby positioning them at the high competitive 

advantage of credibility recently endeavored by specialty retailers to remain competitive, as 

explained above 

Weaknesses. Launch of global platform failed in 1998 when REI attempted to expand 

into Japan, mostly due to consumer price sensitivity (Komvoulopolous, Labinov, Iseri, Leon, 

Trad, & Lopez, 2013). It is becoming more difficult to establish a strong brand mantra as the 

outdoor gear market becomes increasingly competitive not only among specialty stores, but also 

as big-box retailers and department stores start to cater to this market (Komvoulopolous et. al, 

2013). Advertising strategies focus on sustainability which eliminates the usage of print 

advertising. Items are also priced relatively high, which makes the target market incredibly 
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narrow.2 Although gear and apparel for a montage of winter sports is available in the product 

assortment, REI does not sell ice skates, contrary to competitors. 

Opportunities. Cater to a younger millennial demographic, and incorporate hockey 

skates into the product assortment. 

Threats. Competitors, specifically Walmart and Moose Jaw, offer lower prices and price 

matching services (REI vs. Moosejaw, 2013). Competitors are also expanding abroad and 

capture a wider breadth of customer segments (more than just the “outdoor enthusiast). 

Competitors send out print advertisements and catalogs to both domestic and abroad (Global 

Galaxy, 2014). Most importantly, big box retailers and department stores are starting to heavily 

incorporate outdoor gear into their one-stop shopping experience (which is more convenient for 

the customer) and at a lower price point (Euromonitor, 2015). 

2.5 Situation Audit—Competitors 
 

Situation audits for five of REI’s competitors were conducted. These analyses pertain 

specifically to the product category of ice skates, all of which are carried by each competitor. 

The following retailers were chosen not only because they are considered primary competitors, 

but because they demonstrate a broader market analysis in the sense that they are of multiple 

retail formats: online, big-box, discount, and specialty stores. A brief analysis explains how 

REI’s current business model would automatically provide a competitive advantage specified to 

ice skates among competitors. 
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L.L. Bean 
 

 
 

REI’s competitive advantage over LL Bean pertaining to ice skates. REI’s current 

outdoor gear carries a significantly stronger brand mantra than that of LL Bean as being more 

exceptional in quality and functionality for the ultimate outdoor enthusiast. If REI were to 

incorporate a hockey skate into its product assortment, this stronger reputation for gear would 

likely make it an obvious choice over L.L. Bean, which focuses its brand mantra more heavily on 

outdoor apparel. Furthermore, REI is widely known for the ability of its sales staff to be experts 

and usually professionals of the outdoor activity pertaining to the products in which they are 

selling, contrary to LL Bean. This expertise, combined with REI’s known tendency to offer 

 
 Figure 2. Competitive Analysis of LL Bean 
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customer service mechanisms pertaining to care and usage of product, will provide a stronger 

viability of product if purchased at REI rather than LL Bean. 

The Sports Authority 
 

 
Figure 3. Competitive Analysis of The Sports Authority. 

 

REI’s competitive advantage over Sports Authority pertaining to ice skates. Similar to 

LL Bean, The Sports Authority does not place product expertise of staff as one of its main 

competitive footprints. Although the staff is knowledgeable of product, sales associates are from 

a variety of ages, education levels, and lifestyle preferences. For example, if REI were to 

incorporate a hockey skate, its business model would mean that the staff member selling the 

skates on the floor would have to be an extreme expert in recreational skating, if not a 
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professional. It was observed at the Sports Authority that staff members on the selling floor 

encompassed teenagers and individuals who were not professionals in the sport. 

Walmart 
 

 
 

Figure 4. Competitive Analysis of Walmart 

REI’s competitive advantage over Walmart pertaining to hockey skates. An ice skate is 

considered an “investment,” meaning that features such as product quality, functional 

capabilities, and tendencies for optimum performance on the ice are weighted heavier than price 

when a customer is considering purchase (M. Harding, personal communication, February 5, 

2015). The lower prices of Walmart’s ice skates detract from this, as it is implied that a lower 

price does not usually indicate the high quality and product viability valued by this specified 

customer. REI is therefore at an advantage because it’s prices are higher, and would be so on 
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hockey skates, delivering the implication of quality that the ice skate purchaser values the most. 

Secondly, Walmart’s brand positioning is that of a big-box discount retailer; very little measures 

are taken in terms of establishing a known footprint that highlights specialization in outdoor 

gear. Conclusively, low prices prevent Walmart from offering the features that a customer who 

is about to invest in an ice skate desires: quality, assured product viability by knowledgeable 

staff and store specialization, and credible brands (M. Harding, personal communication, 

February 5, 2015). 

Amazon 
 

 
Figure 5. Competitive Analysis of Amazon 

 
REI’s competitive advantage over Amazon. An ice skate is a product that a customer 

desires to try on to ensure proper fit and met requirements prior to purchase. Store experience 

and ability to test out product prior to purchase is a significant facet of REI’s core competencies, 

and one which Amazon does not offer as an online-only retailer. If implemented, in addition to 

ice skate reviews online, which, like Amazon, REI already incorporates on its current products, 
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REI would offer the ultimate in-store experience. Complying with REI’s current practices, 

customers would be given the so desired opportunity to try on the ice skate, also attended by a 

sales staff member who is a frequent ice skater, and would offer expert information to ensure that 

the ice skate met the functional needs of the customer. REI might also consider allowing the 

customer to try out the ice skate in the store if the ice skate sold exceptionally well upon 

implementation (as it does with the “cold rooms” and rock climbing walls in some of its flagship 

stores. 

Westwood Sports. When inquiring into major competitors to REI, the big-box, discount, 

online, and specialty retailers above were mentioned (B. Trihn, personal communication, March 

31, 2015). However, it was also stated that the small specialty sports and outdoor gear shops that 

are local to a given area are also significant competitors (C. Chewning, personal communication, 

April 11, 2015). The state of Minnesota would likely be the strongest candidate for pilot 

implementation of ice skates (this will be explained in greater detail within the implementation 

chapter). A situation audit of Westwood Sports, which is a small specialty shop local to REI’s 

Bloomington, Minnesota flagship store, was performed. 
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Figure 6. Competitive Analysis of Westwood Sports 

 
 

REI’s competitive advantage over Westwood Sports pertaining to ice skates. Typical of 

many local specialty hockey shops, Westwood Sports has created an established, well-trusted 

brand mantra among the local community it serves. Identical to REI, it incorporates services 

pertaining to product care and upkeep, as well as personable and expert staff members to ensure 

that features desired by the customer are present within the product. These tactics, combined with 

the fact that Westwood Sports carries the high-quality brands of ice skates that would likely be 

implemented in REI, will make it difficult for REI to establish a distinct competitive     

advantage in terms of price, product, and service pertaining to ice skates. Substantial promotional 

efforts of skates, and increased publicity of REI’s national reputation as an exceptionably 

sustainable and expert retailer in outdoor gear and affiliated services could overcome this 

challenge and enable consumers to see REI at the same level of trust as the established local 

specialty shop. Further, REI’s establishment of online sales automatically puts it at somewhat of 

a competitive advantage to these local specialty ice skate shops, many of which do not offer sales 
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via their websites (which can be concluded after examining the websites of several local shops 

throughout the country). 

2.6 Customer Analysis 
 

REI’s primary customer is profiled as an avid outdoor enthusiast who values quality and 

viability of product in order to ensure an optimum outdoor experience (REI Overview, 2014). 

Customers can ensure that product is viable prior to purchasing via the company’s added product 

demonstration services in a few flagship stores. For example, in the Seattle flagship store, 

customers can test out rock climbing shoes on the sixty-foot rock wall, and can also test out 

camping ovens under a laboratory-like vented hood (Gantenbein, 1997). As previously 

mentioned, the Denver flagship store contains “cold rooms” where customers can test out the 

insulation capabilities of winter coats. This not only highlights the importance of quality and 

functionality that the customer considers, but also the love of the touch and feel of the physical 

product; the customer is incredibly “hands on.” If purchasing online, the customer is likely to 

order multiple sizes or models of the same product, test them at home, and then return the ones 

that the customer does not want, adhering to REI’s lenient anytime return policy (M. Harding, 

February 2015. Telephone Interview). Ability to do this also justifies the higher volume of 

disposable income that is a characteristic of the primary customer (M. Harding, February 2015. 

Telephone Interview). 

The company states their products as “high-quality outdoor gear and apparel,” that 

“combines quality, performance, style and functionality to meet the outdoor recreational needs of 

men, women and children” (REI Overview, 2014). These characteristics of product also imply 

that the product is available at a higher premium price. And, this is true, given that the skis retail 

upwards of five-hundred dollars at REI, whereas they retail at around three-hundred fifty dollars 
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at Sports Authority. Therefore, the REI customer is likely to have a bit more of a disposable 

income, and seek a product of quality if paying a higher price. Employees of the company define 

specify target customer demographics as a middle class to upper middle class male that is around 

age forty (M. Harding, February 2015, telephone interview). He is an avid outdoorsman and 

partaking in outdoor activities and muscle-powered sports is part of his lifestyle (M. Harding, 

February 2015, telephone interview). 

Cross tabs. Given the above characteristics, cross tabs were ran to determine a possible 

correlation between interest in skating with the demographics and psychographics mentioned of 

the target customer. In Simmons OneView, a variable called “REI primary customer” was 

created for the cross tab. This variable combined key elements from the customer surveys into 

one “primary REI customer.” Namely, the variable filtered out customers who were males, 

between the ages of 35 and 44 (allowing for some age flexibility), and who had an individual 

income of fifty-thousand dollars or more (making higher priced items more affordable), and who 

had participated in regularly in outdoor activities within the last twelve months (specifically: 

camping, hiking, ski/snowboarding, and “other outdoor activities”). This cross tab was run in 

comparison to whether or not the customer had ice skated or played hockey within the previous 

12 months. The results derived a slight over-index—the variable over-indexed for hockey at one- 

hundred and three, and over-indexed for ice skating at one-hundred twenty-four. This is saying 

that there is around an average chance that REI’s current primary target customer would be 

inclined to participate in ice skating or hockey. Note that this does not include all customers who 

shop at REI, but solely the customer that fits the profile of the primary target market. 

It should also be noted that one more cross tab pertaining to age was ran to determine the 

correlation among a broader range of customers. In this cross tab, various age groups were 
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crossed with participation in hockey. Participants aged around 40, which is the age of REI’s 

primary customer (M. Harding, personal communication, February 5, 2015) over-indexed for 

hockey participation at 104. However, what is interesting is that the cross tab showed that 

participants aged 20 had the highest interest and participation in hockey, over-indexing at 329. 

This interest was closely followed by participants ages twenty-two to twenty-four, which over- 

indexed at 323. Interest in recreational ice skating among those aged 40 over-indexed slightly at 

113. 

This cross tab is significant because it shows that although it is slight, there is in fact a 

likelihood that those in the age range of the primary target customer will be inclined to try ice 

skating and hockey, but younger adults are incredibly likely to participate. Therefore, carrying 

hockey skates would provide for a significant opportunity for REI to tap more significantly into 

the millennial market, and capture them while they are young customers, in order to foster brand 

loyalty that will keep them coming at REI when they are older and can afford the higher priced, 

top-notch outdoor gear and apparel that REI carries (such as tents and bikes). The younger 

millennial is incredibly inclined to partake in hockey (Kerrigan, 2007) 

Customer Interviews. Customer interviews were also conducted as a means of primary 

research to derive direct insight into whether an actual REI shopper would purchase hockey 

skates or ice skates. Given the fact that the interviews were conducted in Arizona, it was very 

difficult to derive insight on a winter sport. However, what was particularly interesting was the 

fact that, out of the ten customers interviewed, seven of them were avid hikers. A correlation 

between hiking and participation in hockey over indexed at four-hundred fifty-three, and a 

correlation between hiking and participation in ice skating over indexed at four-hundred 
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eighteen. Both of these indexes indicate that there is an extremely high chance that a hiker would 

be interested and likely to participate in hockey and recreational skating. 

Out of all of the customers interviewed, five out of the ten proclaimed that they would 

purchase ice skates at REI if they were implemented in the product assortment. The other five 

seemed hesitant because they were not familiar enough with the sport (as they live in a warm 

climate) and did not seem comfortable enough with the sport to want to purchase figure or 

hockey skates. 

Insight from corporate. When talking to a category manager at the REI Corporate 

headquarters in Kent, Washington, it was explained that the company is able to track how many 

times a product is searched for on the website and comes up as null. While it was unable to be 

known exactly how many times “skates” is searched and comes up as null, it was able to be 

known that it is among the top ten products that are most commonly searched for on the website 

(M. Harding, personal communication, February 5,2015). 

 
 

3. Implementation 
 
3.1 Overview 

 
The following chapter gives a detailed explanation behind the decisions made and 

strategies developed for bringing a hockey skate into the REI product assortment. Elaborations 

will be made on the following instruments in relation to implementation: 

Merchandise. This section identifies the characteristics that customers of the target 

markets desire within products, and selects two models hockey skates that adhere to these 

characteristics. 
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Pricing. A price analysis that leverages REI’s current pricing strategies, price preferences 

among the target markets, and competitor prices is conducted to derive a competitive price for 

the hockey skates. 

Promotion Strategy. A detailed description of the various promotional tools and 

advances that will be used to inform customers of the new product extension will be given. An 

explanation of how the promotional strategy is formulated to specifically attract the target market 

segments is also incorporated. 

Store Design and Display. A conglomeration of visuals and textual notation indicates 

the visual merchandising of a hockey skate within an REI brick-and-mortar store, as well as the 

relevant influence that REI’s current visual merchandising techniques had on display design. 

Customer service. The additional services offered by REI pertaining to care and usage of 

hockey skates will be described. 

Evaluation of product success. Methods used to determine whether the addition of a 

hockey skate was actually successful, and fulfilled the original objectives, will be explained 

along with instructions on how to derive quantitative values which indicate the profitability of 

the project. 

3.2 Merchandise 
 

Product qualities of skate desired by the REI primary customer (Babin, B., & 

Harris, E.G., 2013, pp. 239-253). As avid and often professional participants in outdoor 

activities, customers of REI desire high quality products that are not only durable, but also 

contain functional features that enhance performance in the outdoors (B. Trihn, personal 

communication, March 31, 2015). Correct fit, function, and technical capabilities of product are 

placed as desired product characteristics. These product values parallel what is considered by the 
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consumer who is about to purchase a hockey skate. As previously stated, a hockey skate is an 

investment. Apart from the exception of extremely professional hockey players, most consumers, 

including outdoor enthusiasts, buy themselves a pair of hockey skates at only a few instances per 

lifetime. It is not a product that is rapidly “consumed” which enables the need for re-purchase on 

a frequent basis. Because of the fact that a hockey skate is intended to last for years of efficient 

performance under a variety of skating conditions (including rugged, naturally made patches of 

frozen lake that REI customers are likely to prefer), product quality and technical features that 

optimize performance on the ice are features that are most desired by a customer who is debating 

purchase (Hockey Boss, 2010). 

Therefore, incorporating a hockey skate that emphasizes these specified demands is not only in 

line with what is desired by anyone purchasing a hockey skate, but also by the REI customer 

base and REI’s tendency to place high quality and functionality as core features of its entire 

product assortment. 

Product characteristics desired by the millennial customer. Although quality is 

considered to some extent, the millennial customer often exhibits favorability to lower price 

points (Whitler, 2015). Millennials are also incredibly brand-conscious; popularity, familiarity, 

and brand reputation are all critical features that have a significant influence on product 

favorability among millennials (Qader, Iman, & Omar, Azizah, 2012). 

Hockey skates as opposed to figure skates. As briefly mentioned, the figure skate 

model does not comply with REI’s brand image. It is considered to be rather delicate and 

possesses features (such as toe picks) that allow for spins, jumps, and other“ice dancing” 

techniques (Hockey Boss, 2010). A male who is avid in the outdoors would be unlikely to wear a 

figure skate. The hockey skate model, which can be worn by both men and women, is much 
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sturdier and built to enhance speed, support sharp turns during a game, and bear uneven ice and 

other outdoor conditions found in naturally made skating areas (Hockey Boss, 2010). Namely, 

the hockey skate is more competent with skating in an outdoor natural setting, for the avid 

outdoor enthusiast. Therefore, REI should refrain from figure skates and solely implement a 

hockey skate model within its product assortment to adhere to brand image and give the 

customer a product that is more likely to deliver desired functional capabilities. 

The Bauer brand. Given that brand familiarity is crucial to millennial preference, and 

that the presence of a familiar and credible brand online can alleviate cognitive dissonance, a 

brand of hockey skate that is widely known will be implemented. Implementation of the Bauer 

brand, reputed as the most popular brand of hockey skate on the market, fills this standard of 

familiarity. It would be a wise choice for REI to implement the Bauer Supreme line, which is 

designed for explosive power (Hockey World Blog, 2014). Specifically, REI should implement 

the Bauer Supreme 140 model. The Supreme 140 was chosen because it is the most basic, and 

most popular of all Bauer skates, thereby offering extreme familiarity that directly appeals to the 

millennial (Bauer, 2015). Further, the Supreme 140 contains the most basic design of all Bauer 

models, offering a standard skate for anyone interested in trying hockey recreationally and not 

considering how the design of the skate will enhance optimum skating capabilities (Bauer, 

2015). Yet, the 140 still is built for “powerful, longer strides with an anatomical ankle and heel 

support” (Bauer, 2015). Therefore, while being relatively standard in structure and functionality 

of skate, the Supreme 140 still has mechanisms built into its anatomical structure that adheres to 

maximizing performance and quality, which is something that REI prioritizes amongst all of 

their products. If REI wanted to get less standard and more technical, it could further implement 

the Bauer 150 or 180; these models offer more detailed functional features within their build, but 
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are significantly higher priced (Bauer, 2015). The 140 is a safe model to pilot because it is 

standard, familiar, and lower priced, which directly appeals to the targeted millennial customer. 

All competitors, except Walmart (the Bauer brand is a little too high priced for the ELDP 

strategy), carry the Bauer Supreme 140. 

On the other end of the spectrum, REI can also implement the Bauer Vapor x60 model. 

The Vapor skate has a tapered fit to allow for complete ankle support and quick, sharp, and fast 

turns, adhering for maximum speed and performance, which correlates directly to REI’s product 

strategy of quality and performance enhancement. These functional characteristics appeal 

directly to REI’s primary target customer. The x60 model was chosen because it is the best- 

selling skate in the Vapor line (Bauer, 2015). Furthermore, carrying the Vapor will put REI at 

more of a competitive advantage because not all competitors carry the Vapor 

Conclusively, each of these models appeals to either target market. Product popularity 

and suggested lower retail price of the Supreme 140 adhere to the desires of the millennial 

customer. The Vapor possesses a greater extent of technical features within its design that deliver 

a product that emphasizes performance optimization in the outdoors (more than the 140), which 

is highly favored by REI’s primary target customer. However, both the Vapor and the Supreme 

140 are reputable models known for their high quality and ability to viably function in the 

outdoors, which are characteristics that REI requires of all of its products. 

Additional merchandise and services. While a product of high quality and functionality 

is quintessential to REI’s product assortment, almost all competitors carry the Bauer Supreme 

140 and the Bauer Vapor x60. Therefore, quality is apparent not only in REI, but across the 

entire market. To establish a competitive advantage among uniform quality, REI can offer add- 

on merchandise such as bags and extra laces to be sold with the hockey skate, providing a 
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unique, all-in-one bundle of skate, bag, and affiliated accessories. Implementation of skate 

sharpening services, warranties, and REI’s lenient return policy further provide opportunity to 

break from uniformity and establish a more favorable positioning relative to competitors. 

Another facet of REIs business model also allows opportunity for competitive advantage: the 

offering of lessons and training program which teach participants how to perform the outdoor 

activity with the purchased merchandise. To adhere to this facet, REI can offer recreational 

skating lessons along with the hockey skates. If the hockey skate implementation is extremely 

successful, REI can include skating activities in some of its acclaimed multisport adventure 

tours. 

Quality is not the determinant factor (Babin, B., & Harris, E.G., 2013, pp. 273-286). 

While quality and technicality of product are highly considered by the REI customer base, these 

features serve primarily as a means to justify consumer acceptance of a hockey skate within the 

product assortment. Specifically, higher prices usually place on hockey skates, combined with 

the fact that fit and function are all important considerations to a customer who is about to 

purchase a hockey skate. REI’s customers consider these factors as well prior to purchasing all 

products, thereby aligning the demanded product attributes of hockey skates with the demanded 

product attributes of the REI assortment, ensuring a viable fit into the mix. However, the Bauer 

Vapor and Bauer Supreme 140 are standardized products carried by multiple retailers, indicating 

that features of quality and function are uniform across competitors. Given this, a customer will 

not choose to purchase a hockey skate at REI over a competitor if quality of product is the only 

factor being considered. In this situation, it is the trust in the brand, the membership benefits, and 

any additional products or services that are offered alongside the hockey skate that will cause the 

customer to choose REI over competitors. When a product is standardized across competitors, as 
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is the case with the Vapor and the 140, it is the whole brand or the uniquely offered product 

bundle that sells the customer. REI carries an exceptional brand mantra, solid footprint of 

sustainability and stewardship, and coveted store experience tactics that position it at a favorable 

position in this case. In-store experience is actually starting to become favored over product with 

the advent of a movement referred to as “experientialism” (Bell, 2015). 

3.3 Pricing (Grewal, D., Levy, M., & Weitz, B. , 2014, pp. 386-415) 
 

REI currently practices a high-low pricing strategy; merchandise is known to be offered 

at slightly higher price points relative to competitors, but such higher prices are sporadically 

reduced through promotional sales and frequent discounts for co-op members (REI Overview, 

2014). Customer insights on willingness-to-pay, which were conducted from interviews, indicate 

that customers are willing to pay between $100 -$150 for a pair of ice skates. Prices for the 

Bauer Supreme 140 model are as such among competitors: 

LL Bean $65 (LL Bean, 2015) 
Sports Authority ***Does not carry the supreme model, putting 

REI at a competitive advantage 
Amazon $89.99 (Amazon, 2015) 
Walmart ***Does not carry the supreme model, putting 

REI at a competitive advantage 
Figure 7. Price Comparisons of the Bauer Supreme 140 among Competitors 

Prices for the Bauer Vapor x60 among competitors are as follows: 

L.L. Bean **does not carry the Vapor x60 model 

Sports Authority $149.99 (Sports Authority, 2015) 

Amazon $159.98 (Amazon, 2015) 

Walmart **does not carry the Vapor x60 model 

Figure 8. Price Comparisons of the Bauer Supreme 140 among Competitors 
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It would be a wise choice for REI to price the Bauer Supreme 140 model at $99.99. At a 

level above most competitors, this adheres to REI’s tendency to set slightly higher price points 

yet still falls in the preferred price range of $100-$150 that was indicated during REI customer 

interviews. REI should price the Bauer Vapor x60 at $159.99, putting it in direct competition 

with prices set by Amazon and Dick’s Sporting Goods. The high price set on the Vapor x60 can 

be justified by the inelastic demand behaviors exhibited by REI’s primary target customers, who 

are mainly price-insensitive and willing to pay a higher premium price on a well-manufactured 

item (Komvoulopolous, J. et.al., 2013). The Supreme 140 model, on the other hand, offers a 

lower price point and appeals to the targeted millennial customer, who exhibits behaviors of 

price sensitivity (Whitler, 2015). 

3.4 Promotion/Communication (Grewal, D., Levy, M., & Weitz, B., 2014, pp. 416-449) 
 

Current advertising practices.  REI places a significant emphasis on environmental 

sustainability, therefore marketing practices reflect this value. According to sources inside the 

co-op, REI does not advocate for many printed? ads because printing techniques?? and materials 

are somewhat harmful to the environment. For example, the REI stays clear of catalogues and 

print ads, and also places extreme attention to the sustainability of the packaging of their 

products (Komvoulopolous et. al, 2013). Instead, REI turns to promote their products via more 

sustainable mechanisms, such as product placements. For example, they had a presence in the 

recent film Wild; the boots that Reese Witherspoon wears throughout the film are currently 

carried at REI, as well as other products (Monllos, 2014). The company also says that it 

advertises products and promotions via paperless email and radio, namely the two mechanisms 

of advertising that are the most environmentally friendly. Press releases and news on the 

company is shared online rather than in newspapers and print media. Aside from the 
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administration of paper coupons during membership sales, REI rarely utilizes physical ads on 

bulletin boards, or places promotions on the pages of paper magazines. 

Another tactic that should be noticed is that the introduction of new products is promoted 

heavily through banner ads on REI’s website, with succinct product information and a direct link 

to purchase. For example, REI has recently implemented Big Agnes MTNGLO Tents. Upon the 

first weeks of implementation, a large ad was placed on the home page of REI.com, giving a 

brief description of product features and a direct link to purchase. It can also be noted that these 

banner ads on the webpage all contain diction that directly address  the customer, repeating 

words such as “you,” “it’s your co-op,” or “what will you buy first?” 

The effectiveness of REI’s sustainable advertisements. The main benefit to REI’s 

utilization of online advertising is that such practices are extremely effective in targeting a wider 

customer reach. In REI’s case, using primarily digital advertising is not only environmentally 

friendly, but the internet allows for automated ads to be blasted out to the screens of those that 

fall in the specific market of outdoor enthusiasts (which can be determined automatically by 

what the individual on the computer frequently searches and clicks through) . Online advertising 

is more cost-efficient as well. This is because a digital ad has the potential to offer REI a greater 

control over who sees it, which means less money wasted on those who have no interest in the 

general subject of the ad (Mueller, 2015). Print ads are more effective in marketing to a more 

localized and standard, and REI somewhat compensates this by utilizing the environmentally- 

friendly radio, which also markets to the general public in a given region. 

Therefore, digital advertising is the smart way to go for REI, as it’s cost-efficient, 

environmentally friendly, and allows for more control over who sees the ads and an easier way to 

reach the market of the outdoor enthusiast. 
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Reaching the millennial (Babin, B., & Harris, E.G. , 2013, pp. 197-198). As previously 

stated, implementation of ice skates not only appeals to REI’s current target market of the 

outdoor enthusiast, but also hits the semi-neglected, yet important millennial market. This will 

not be difficult for REI to do because millennials are obviously partial to digital and online 

advertising, which is REI’s main form of promotion. However, to maximize advertising 

effectiveness to the millennial, personalization of preferences needs to be utilized (Whitler, 

2015). 

Promotional strategy of hockey skates (Laudon, K. C., & Traver, C., 2014, pp. 324- 

408). Implementation of hockey skates will be promoted via four mechanisms: a massive email 

to co-op members (email marketing), a banner ad on the homepage of the website, online 

behavioral advertising, and social media. 

Email marketing. The email marketing mechanism was chosen primarily because, as 

previously stated, inside sources from the company declare that massive emails are a frequent 

means that REI utilizes to advertise their products and promotions. Being digital, it is 

environmentally friendly, and  is a way to make it certain that co-op members, who comprise the 

majority of customers who actually purchase from REI and are therefore the most loyal and 

valued of customers, are well-aware of the implementation of hockey skates. 

Email marketing is essentially the digital form of direct marketing. A study from email 

marketing provider iContact concluded verified a growing trend  in the tendency for a businesses 

to allocate the largest share of their marketing budgets to email marketing campaigns (Brooks, 

2015). REI also can use email marketing and expect several benefits: it is cost-efficient, as email 

marketing doesn't require any printing or mailing fees as all emails can be sent for free (Brooks, 

2015). In addition, they can also be designed and sent in a time-efficient manner, as opposed to 
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direct mail, which can take weeks or months to formulate and execute (Brooks, 2015). Email 

marketing also provides businesses with greater demand insight. For example, email marketing 

software, REI can see which emails were received, which emails were opened, which ones were 

deleted before they were read and which ones enticed clients to click through to the website 

(Brooks, 2015).  Therefore, by utilizing email marketing, REI can gain insight as to the success 

of the implementation of hockey skates, which can help them to determine the success of the 

implementation and if the hockey skates are actually of interest among their co-op members. 

The email, which will be sent out in a form of a promotional campaign, which is a 

defined type of email marketing which serves as a simple means of letting customers become 

aware of new products or upcoming sales (Brooks, 2015). Cost will be low, as REI frequently 

uses email campaigns and already obtains the software. 

When designing an email, REI realizes that mobile emails are becoming frequent 

(Velazquez, 2013).  REI’s Marketing Program Manager Laura Velazquez states that a majority 

of REI customers are more responsive to mobile emails than desktop emails, as are millennials 

(Velazquez, 2013). Therefore, careful design for a mobile email is considered, and is usually 

designed prior to the desktop email because it is relatively basic. Velazquez states that the key 

differences between mobile and desktop emails is that the mobile version has bigger click access 

points to allow for a finger tap rather than a mouse, less images, and an omit of secondary and 

tertiary marketing messages (Velazquez, 2013). A huge tactic that REI uses is adding products 

and promotional messages at the top of transactional emails, so that the customer is forced to see 

them as he is scrolling down to his transactional statements, which are at the bottom of the email 

(Velazquez, 2013). REI must thus design two emails to promote implementation: one for the 

mobile device (which will be done first and is relatively simple) and one for the desktop. 



RECREATIONAL EQUIPMENT, INC. & ICE SKATES 46 
 

 

Banner ad on REI’s website. This mechanism of advertising a new product via a banner 

advertisement on the website was chosen because, similar to email marketing, is something that 

REI currently utilizes to advertise new products. Also, similar to email marketing, it is a way to 

ensure that customers are aware of the new product, and REI can track the click rate and view 

the quantity of views and further inquiries into the product on the website, thereby deriving 

greater demand insight. A sample banner ad is viewed in Figure 9. Design is based on current 

banner ads on the homepage of the website; blocks of information and a direct address of the 

customer via the word “you” is present. 

 

 
 

Figure 9. Sample banner advertisement to appear on home page of REI.com 
 

Online behavioral advertising. REI currently does use online behavioral advertising for 

their products, and this would be a wise choice by which to promote the hockey skates because 

the ads can be implemented on the screens of REI’s very niche target market, but also to a 
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broader market, which will give REI further insight as to potential market expansion 

opportunities. Specifically, online behavioral advertising functions on the essence of posting ads 

based on clickstream data, search data, profile data (information on one’s social media profiles) 

and purchase data (Pumphrey, 2015). Those potential customers who search “ice skates” might 

not necessarily belong in the target market, but will still see that REI carries hockey skates, and 

will consider them as a retailer for product purchase. Lastly, OBA helps to hit that sought after 

millennial market because ads are tailored towards what the customer views online and various 

interest, making it an incredibly personable form of advertising, which is something the 

millennial is highly responsive to (Whittler, 2015). A sample of a possible OBA ad is 

demonstrated in figure 10. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 10. Possible web advertisement for online behavior advertising component 
 

Social media marketing. (Babin, B., & Harris, E.G. ,2013, pp. 154-156). Social media 

marketing is a growing trend and especially popular among the targeted millennial customer 

base. It is also a method of advertising which, like email and online advertising, is 

environmentally sustainable. REI has developed its social media marketing to be heavily 

comprised of user-generate content (Cude, 2013). Its current main platform, which was created 
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by Manager of Social and Earned Media Lulu Gephart in 2013, is the 1440 Project Microsite 

(Cude, 2013).  This campaign “is a way to gather photos from outdoor adventures at every 

minute (all 1,440 of them) of the day” (Cude, 2013). Users upload photos of themselves 

partaking in various outdoor activities throughout the day and use the hashtag #1440Project, and 

the image is blasted on the microsite, Instagram, online ads, Facebook, and other platforms 

(Cude, 2013), essentially enabling the customer to have a satisfying hand in promotional 

measures. In fact, the project was so successful, that in the first three months of installment 

10,000 photos had been uploaded by users (Cude, 2013). The 1440 project would certainly 

pertain to hockey skates, as customers would be encouraged to send upload photos of the Bauer 

skates in use for social media promotion. 

3.5 Store design and display 
 

Implementation location (Grewal, D., Levy, M., & Weitz, B., 2014, pp-206-233). Inside 

sources at REI’s corporate headquarters say that when REI implements a new product, it first 

pilots it online (M. Harding, personal communication, February 5, 2015). This will partially be 

the mechanism with implementation of the Bauer hockey skates; consumer confidence of 

purchase will be increased with REI’s generous return policy, which allows the customer to 

return or exchange an item at any within 365 days, as long of proof of purchase is given. 

However, hockey skates are somewhat of a significant investment, and potential customers, 

especially those who are new to skating, are going to want to try the skate on in the store prior to 

purchase to ensure fit (Sears, 2014). In addition to being piloted online, the skates will also be 

piloted in the REI stores within the following cities: Seattle, Boston, Minnesota (Bloomington 

flagship), New York, and Michigan (Ann Arbor). These cities were chosen because they possess 

REI flagship stores, and residents are frequent participants of hockey and recreational ice skating 
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(United States Hockey Association, 2014). Further, the geography in the surrounding areas 

permits an abundance of locations where outdoor skating can occur (for example, Minnesota’s 

plethora of lakes which freeze and can be skated upon). As mentioned, REI has recently set 

regionalization of product assortments as a current objective (J. Stritzke, lecture presentation, 

April 23, 2015).  Incorporating the skate in a colder climate with geographic features that would 

create ample skating terrain closely follows this recent focus of product regionalization. 

Store display (Grewal, D., Levy, M., & Weitz, B., 2014, pp 482-514).  Hockey skates 

will be placed near the winter sports merchandise and gear in the store, juxtaposed next to the 

ski/snowboarding boots, as they are relatively similar products, and can be utilized in similar 

climates by the same customer: one who is avid in winter sports. An example of a model display 

is shown in Figure 11 and Figure 12. This display would be mounted to the wall next to ski 

boots, which are currently displayed in that manner. 
 

 
 

Figure 11. Sample display where hockey skate is distinct from ski boots 
 

 
 

Figure 12. Alternate wall display; skate is not as separately positioned from ski boots. 
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Although these wall displays are more typical with the visual merchandising techniques 

that REI utilizes for its winter gear footwear, upon implementation, a separate and free-standing 

display might need to be used in order to draw attention to the new merchandise. In this 

situation, the hockey skates should be placed on a rustic wooden table that is juxtaposed next to 

the ski boots, with proper signage to inform of model and price point. 

3.6 Customer Service (Grewal, D., Levy, M., & Weitz, B., 2014, pp. 514-540) 
 

Customer interviews determined that upon skate implementation, REI customers desire 

staff to be knowledgeable about the anatomy of the skate and about how it’s supposed to fit, as 

well as instructions and tips for proper maintenance. This is perfectly attuned to REI’s current 

practices; staff on the selling floor are expected be experts on the product and enthusiasts of the 

correlated sport (REI, 2015). It is not uncommon to find that the staff member working the rock 

climbing merchandise on the floor is a professional rock climber himself, and so on. This 

mechanism is to enhance product quality through the sense that the staff member can explain the 

technical aspect of the product’s functionality to the customer for ensured viability. 

Therefore, a staff member selling the skates should be an avid, or at least relatively 

frequent, participant in ice skating (REI could implement professional training services if this 

was an issue, but in the cold-climate locations of the pilot stores, it is unlikely to find an 

employee who has never tried ice skating). Staff members should be readily equipped to explain 

the technical features of the Supreme and Vapor models (namely, the Supreme contains a 

anatomical fit that maximizes heel support leading to powerful strides for maximum speed, while 

the Vapor contains a tapered ankle to make for quick, sharp turns and advanced footwork). Staff 

should be able to perform a basic fitting as well. 
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3.7 Evaluation 
 

Evaluation of performance will be leveraged via click stream data gathered from online 

advertising, as well as sales, but most importantly will be determined by examining the Return 

on Investment (ROI). 

4. Recommendation 
 
4.1 Advantages of Implementation 

 
Implementing recreational skates (of a hockey skate model) proposes the following 

advantages to REI: 

Caters to a growing demand for ice skates. As was derived from research, hockey and 

general recreational ice skating are dramatically increasing in participation rates, even more so 

than skis, which REI currently carries in the product assortment. Record membership levels of 

the National Hockey League and the current innovations taken by ski resorts to build outdoor 

rinks on their premises further impose a strong demand. By implementing ice skates, REI will 

adhere to this current trend and innovate their competitive footprint. 

Satisfies a desire of the REI customer base. Cross tabs and customer interviews 

indicate that customers would likely purchase ice skates at REI if they were to be implemented. 

Therefore, implementation completely satiates this customer desire. Another point of note 

addresses the fact that REI’s current assortment carries a plethora of gear related to winter sports; 

hockey skates fit into this category perfectly and thus would likely be a product of interest by the 

customers who are already fanatics of the skis, snowboards, and winter gear that REI already 

offers. Recall that it was stated that ice skates are among the most common products that derive 

null search results on REI.com. 
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Increase of market share. Some form of ice skate is carried by all competitors. Upon ice 

skate implementation, REI will increase its market share and competitive footprint as it will now 

be a retailer of consideration for a customer who is deciding where to purchase a skate. In this 

case, REI is also at an advantage: although the product is standardize across the entire market 

(each competitor carries the exact same product in most cases), REI possesses an exceptional in- 

store experience and brand concept that make it a favorable retailer of choice in the market. 

Capturing of millennial markets. A hockey skate is a product that is especially 

appealing to younger millennials. While REI currently does cater to this incredibly influential 

market, it is not their segment of primary focus. Implementing the skate puts more focus on the 

millennial and allows for brand loyalty to be fostered while they are young, in the hopes that they 

will become and remain faithful REI customers when they are older and can afford to purchase 

REI’s higher priced gear—also at the time of their forecasted high purchasing power. 

Mechanism of achieving current strategic goals. At the 2015 Global Retailing 

Conference, Chief Executive Officer Jerry Stritzke stated the current strategic goals that the co- 

op is currently working to achieve. Among these was the goal of alternating product assortment 

relative to the different regions of different stores. Implementing an ice skate into the product 

assortment is a means of following this strategy of regionalization, where ice skates would only 

be brought into the stores located in colder climates. 

Allows for adjustment to current industry changes. With the recent innovations of 

department stores, discount stores, and big-box retailers to bring more outdoor gear into their 

product assortments, implementation of ice skates will allow REI to dodge this sudden threat: ice 

skates, as well as other gear carried by REI, are being brought into merchandise assortments by 

these unexpected competitors. 
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Opening of a new facet of brand experience. “REI On Ice” opens a new outdoor 

recreational activity to the target market and makes for a well-rounded outdoor experience. 

4.2 Disadvantages of Implementation 
 

While they are few, implementation of a hockey skate proposes the following 

disadvantages and risks: 

Affiliation with team sports. As hockey is a team sport, implementation of a hockey 

skate into the product assortment places an affiliation with a team sport, which REI does not 

consider a facet of its brand image. This could confuse the customer and detract from REI’s 

strongly established position as an outfitter of the outdoors (not team sports). REI would have to 

be extra careful to re-iterate that the skate is for outdoor recreational skating, avoiding any ties to 

the sport of hockey (for further clarification: LL Bean carries hockey skates, yet no do they refer 

to the team sport of hockey). 

Risky to pilot online. As explained previously, an ice skate is a product that a customer 

desires to try on in the store prior to purchase, in order to assure proper fit and function. REI’s 

current policy for implementation of a new product is usually to test it out online first, and bring 

to brick-and-mortar if successful. Thus, a product in which in-store try on is so crucial might not 

be as successful if piloted online. Although REI’s recent usage of Web 2.0 technology allows the 

customer to zoom in and see the product in incredible detail on the web, and the lenient return 

policy might reduce cognitive dissonance of online purchase, greater success would likely come 

from breaking the current policy of online piloting and introducing the product in stores and on 

the web simultaneously. 
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4.3 Affiliated Costs 
 

The following costs are projected to be present with the implementation of the product, 

with explanations for reasoning as follows. 

Hockey Skates 
• Bauer Supreme 140 (1000 initial pairs 

at a cost of $50 per pair)= $50,000 
• Bauer Vapor x60 (1000 initial pairs at a 

cost of $80 per pair=$80,000 

Total cost: $130,000 

Promotional costs 
• Email marketing: $800 
• Online Behavioral Advertising $5000 
• Banner Advertising: $100 
• Social media: $100 
• Labor cost: $2000 

Total Promotional cost: $8000 

Fixtures and materials for in-store display 
• Wooden table or rustic wall mount: 

$150 
• Signage: $50 

Total cost (5 pilot stores at $200 per store)= 
$1000 

Total cost of investment $139000 
 

Cost rationale. Markups on outdoor gear and sports equipment are usually abnormally 

high (Popken, 2008). Assuming a 50% markup (which, although still high, refrains from being 

too extreme), wholesale costs of the 140 and the Vapor are estimated to be $50 and $80, 

respectively. Pilot implementation orders a small quantity of 1000 pairs in order to refrain from 

risk of access product. 

Promotional costs are low because they are all web-based, and REI currently has all of 

the needed software to design and implement such promotional tools. There is no need to 

purchase any email template software or affiliate third party design services; the only major 

expenditure would be the cost of labor generated by the earnings of REI’s marketing team. A 

viable price for an email marketing campaign is around $800 per campaign, excluding the 
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purchase of design software and services (AfterMarketer Club, 2012). This cost is, conjoined 

with a projected extra $700 for employee wages, indicates the $1500 email marketing cost. 

Banner advertising and social media propose minor costs as well, because REI current has the 

needed software for the banner ads and the 1440 project is primary user-generated. Online 

behavioral advertising is significantly more expensive and typically costs upwards of $2000 per 

campaign, as software that analyzes web behavior of individual computers and administers the 

ads is utilized (Clicksor, 2015). 

Forecasted return on investment. If the revenue goal of $1,000,000 is met, a return on 

investment of 7% will be generated given the above costs. It is unknown whether this return on 

investment is considered high, because REI is a privately held company and thus, such 

investment standards are unknown. 

4.4 Final Recommendation 
 

Implement a hockey skate simultaneously online and in-store, at a very small rate, in 

order to capture millennial market, cater to the desires of the REI customer and growing demand 

for ice skates, and most importantly, increase market share. 
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Appendix A—Participation Statistics of the United States Hockey Association, 2013-2014 

Season 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: United States National Hockey Association 
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Appendix B—Correlation between Interest in Hockey and Participation in Hockey and Ice 

Skating 

 

 

Source: Simmons OneView Software 
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Appendix C—Participation Rates 
 

 
 

 
Source: Sporting Goods Manufacturer’s Association 
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Source: Statista 

Appendix D—Revenue of Hockey & Ice Skates 
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Appendix E—Association of Gender and Interest in Hockey/Ice Skating 
 
 
 
 

 
Source: Simmons OneView Software 
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Appendix F—Association of Age and Interest in Hockey/Ice Skating 

 

Source: Simmons OneView Software 
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Appendix G—Customer Interview Questions 
 
Notes: 

• Will contact store manager to get permission to do this and set an exact date and time. I 
will also provide the following information to any individual 
(customer/manager/corporate) with the following information: 

• Will give the customer a synopsis of my project 
◦ who I am 
◦ what I am researching/background on honors capstone procedures 
◦ About the U of A Retail Major 

• Get their background and interest in ice skating 
◦ interest in winter sports and recreational ice skating 
◦ Relationship with REI 

▪ Co-op member? 
▪ How often they purchase products 
▪ What they purchase and why they chose REI over competitors 
▪ Brand positioning of REI 

Customer Interview Questions: 
1.   How many hours per week do you dedicate to outdoor activities? 
1. What do you do in the outdoors? 
2. Are there any outdoor activities that you would like to learn in the future? 
3. Do you think that the outdoors play a significant component of your everyday 

lifestyle? 
2. Do you have children? If so, how many hours per week do you dedicate to 

recreational family activities in the outdoors? 
3. Do you like winter sports? What sports have you engaged in previously (as a 

child/vacation/adult etc.) 
4. Are you interested in ice skating? Yes/no; if yes, continue?? 
5. Do you value high quality and high price, or low quality and low price 
6. What percent of your purchases are made in footwear? What about outdoor gear? 
7. Do you think that a 100-200 dollars is a viable price range for the following: 
1. running sneakers? 
2. Hiking boots? 
3. Skis? 
4. Ski boots? 
5. What is your ideal price for a pair of ice skates? 
8. What would you prefer to skate in for recreation: a figure skate or a hockey skate? 
9. Are you a co-op member? 
1. How often do you shop at REI? 
2. About how much per year do you spend at REI? 
10. If REI were to start carrying ice skates, what would you expect from them in terms of 

the services and liabilities offered? 
11. To what extent would you expect the sales associates to assist in the knowledge of 

care & upkeep, as well as usage, of skates? 
12. If REI offered ice skating lessons, would you partake in them? 
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