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Kristin:

00:01

Welcome to episode 58 (sic) of the Channel Mastery Podcast.
I'm so proud today to welcome Chris Sword, the president of
Pearl Izumi to the show today, welcome Chris.

Chris Sword:

00:12

Thank you so much, it's great to be here, Kristin.

Kristin:

00:14

And Pearl Izumi is an incredibly valued Verde brand
communications client, and I'm so excited to talk today about
the initiatives that you're leading within the company up there.
And I want to first start by having you talk a little bit about your
background, and how you started with Pearl Izumi a year and a
half ago, and this episode is being recorded in September of
2018, so I think that we have so much to discuss in terms of
2019 planning around what we're going to share today, but tell
us a little bit about what did you do before you got to Pearl
Izumi.

Chris Sword:

00:46

Yeah, fair enough, I'm happy to do that. As we've joked about in
the past, yeah, it's been a year and a half, sometimes it seems
like three months, sometimes it seems like three years, but
we've really accomplished a lot in 18 months, I'm really proud of
the team.

Chris Sword:

00:59

But my background is really diverse by design. I have focused on
general management, and really importantly as well aligning
passion and profession. So I've spent time in a number of
different industries, including finance, automotive, technology,
and sporting goods. And then likewise, on that general
management theme, on a number of different functions. But I
discovered early on, actually after my first stop prior to business

school, that subject matter matters. So I was really intent on
making sure that I could be passionate about the topics, about
the materials I was dealing with on a daily basis. That was not as
true when I was in finance, but it was very true when I was in
cars, and then again in technology, and in sporting goods, and
I've been in the outdoor and bike industry for a little over, I
think, 16 years now.
Kristin:

01:54

That's awesome. Well it's awesome to have you at Pearl Izumi.
Tell us a little bit about the history of Pearl Izumi. I obviously
talked about that a little bit in the intro, but hearing it from the
president is always interesting, I think, for the audience.

Chris Sword:

02:08

Yeah, yeah, most definitely. Really it's a wonderful brand, and I
should speak a little bit to what attracted me to the brand as
well. I mean, you know, or to the company, I should say,
because number one on the list is the brand, and the strength
and authenticity of that brand. Second would be the team and
how much thirst there is. Third would be the space, the bike
space, which I couldn't be any more optimistic about. And then
finally its resources, which is, you know, we're part of Shimano,
which is obviously a substantial brand and business in the
cycling industry, so that is an important factor as well. The first
three don't matter as much if you don't have the fourth.

Chris Sword:

02:44

And a bit of the history, starting from the beginning in 1950
Pearl Izumi was formed in Japan. I had the pleasure of meeting
the son of the founder, and actually a couple of generations. It's
a very heartfelt, wonderful, wonderful family, and a great start
to the brand.

Chris Sword:

03:03

In the late 80s, I think it was as late as '89, there was a company
called Dash America that was formed here in the US in
Colorado, and it was in order to distribute the brand in North
America. And then over time, we picked up the rights to design
and develop some styles, because we needed some unique
development for America, and eventually we acquired all the
rights of the brand outside of Asia. I think it was around 2003,
we opened our European subsidiary, and then sold to Shimano
as I just talked about, that happened in 2008. So about 10 years
ago now, amazingly it's been a decade, and then we ... another
interesting, I think, yeah, a timeline point as well is we were in
the run business for quite some time, we announced in 2016
that we would exit, and then by the end of 2017 we're out of
that business and full circle, right, back to 1950, which was all
about the bike and we're back to our roots after just a little
diversion into the run business.

Kristin:

04:05

That's a great background, and obviously your wholesale
business is super important, it's how, I think, you guys have
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grown up in the marketplace and with the consumer
community that you've built. And you've obviously also invested
a lot in the brand marketing and the storytelling, and that's
what we're here to talk about today.
Kristin:

04:23

Can you share what your aha moment was when you first
realized, as the president of Pearl Izumi, that a rebrand, or kind
of a new direction needed to be put in place to really, I think,
bolster the employee engagement, and truly give the story of
Pearl Izumi more meat and more differentiation to that end
consumer?

Chris Sword:

04:43

Yeah, absolutely. And it's, yeah, it's fun to characterize it as an
aha moment, because it kind of was that, but I really have a ...
you know, I have a philosophy, and I have a pretty solid
perspective about brands in our space, consumer products in
general, and more specifically in outdoor and bike, and what is
critical for enduring success. So I knew what I was looking for
before I came in, and certainly qualified that a little bit before I
started. And the fact that it wasn't quite where it needed to be,
to me was ... it was concerning on the one side, but it just
spelled opportunity on the other.

Chris Sword:

05:18

So I think it's clear in my mind that the companies that endure,
or that enjoy enduring success, they really have a core purpose
and values that remain fixed, and then strategy that evolves
around it, right? You have to be dynamic but your core has to
stay fixed, because that's your touchstone, and truly great
companies understand this. And in addition to that, I would add,
and we've kind of alluded to it already, is only brands with
emotional connections will prosper. And frankly, I think in the
future will even survive. If you don't have an emotional
connection, again, in our space, within the arena that we're
talking about, there might be some other industries where it
could work, but in our world I don't think it does. It doesn't
work well today, and I think that brands that don't establish it
won't survive in the future.

Chris Sword:

06:05

So right away I knew what that ... or that backdrop, I mean,
that's my perspective on what is necessary for a successful,
enduring company. So right away I came in the door and I
looked for our mission and vision. What was it, what did it say,
what direction does it give us, what purpose, touch stone does
it give us? Because it's critical, right? If you don't know where
you're going then every road leads to nowhere. So you really
have to establish that.

Chris Sword:

06:32

So what I found as a mission, and I'm totally paraphrasing what
it was at the time, which is to make the best performance
products. And that's great, but it's what we do, it's not why we

Channel Mastery Podcast Episode #63: Chris Sword, PEARL iZUMi
www.channelmastery.com
email: kco@verdepr.com

Page 3 of 16

do it. So it doesn't meet, in my mind, the critical, necessary
qualifications of a mission. And then a vision was to be the
brand of choice for athletes. And unfortunately, this lacks
critical elements of core and focus, your vision needs to have a
core, it needs to have focus. And then competitive
differentiation, right? I mean, that could be something that
many brands say. Certainly I will say, and maybe we'll touch on
a little bit more later, that Pearl Izumi has been successful
because we've focused on athletes, because we've focused on
exceptional products. But if we really want to realize our full
potential, we need to get back, back to the why.
Chris Sword:

07:21

So discovering that clearly defined mission and values, and then
defining our vision, became a key initiative for our business.
That was about a 10-month process. Started in, I think, around
July of 2017, and we unveiled it internally in March, and we will
talk more later about how ... you know, where we're going to
take it from there.

Kristin:

07:45

I'm really excited to get to that point, but before we do, I think
that the older mission, vision of Pearl Izumi dovetailed
imperfectly from the legacy of the bicycle industry, especially
the core industry. And the core community. And that, I think,
has always been so beholden to being technical. And I feel like-

Chris Sword:

08:04

Right.

Kristin:

08:05

You know, almost to the point where it's technical to the point
where it handicaps a brand, and it makes it extremely difficult
to have that emotional connection, because everybody is so
interested in having the right specs, the right weight, you know,
everything about product, product, product. And so I think it's
even more-

Chris Sword:

08:21

Right.

Kristin:

08:21

Fascinating to hear your story about how you're going to be
leading Pearl forward with an emotional why. And I really think
that just-

Chris Sword:

08:29

Right.

Kristin:

08:29

You know, that's why it took 10 months, I would imagine, right,
because you truly are, I think, pointing a lot of arrows over in
that building in a new direction, aren't you?

Chris Sword:

08:38

Yes. Yeah, it's really true. I mean, and it was a parallel process,
right. I mean, I've joked more than once that it'd be great if you
could shut down the business for 10 months and create
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something like that, because like I said, everything's got to be
focused on it, everything's got to be sighted on it, everything
has to be built on top of it and from it, and but unfortunately
that's not the way the world works. So we've been really active
and crazy busy, both defining our mission values and vision on
the one side, and building a new strategy that takes it into
account, but leads our business in the meantime, and now
we're in a position to really allow all those things to merge.
Chris Sword:

09:15

But it is a, as you said, it's a bit of a departure from what's
typical. It's natural to focus on the core, but why can't we just
focus on people who like bikes? And the cycling industry is
notorious for their frowns, and sweat, and endurance. But I said
earlier, one of the four things that attracted me to this
opportunity was the space, it's cycling in general, and I was just
meeting with People for Bikes yesterday and we were talking
about this point. We get focused on participation, and forms,
and that's necessary from some perspectives, but when you
look at the broader cycling space, all inclusive, there's a ton of
optimism, there should be a ton of optimism. And one of the
things I love about the sport of cycling is that it's not always a
sport, and that's not true about ice climbing or other outdoor
activities.

Chris Sword:

10:09

So we're promoting a healthy and friendly mode of
transportation, and in that process I think also, and I think you
kind of asked this, we've tended to take the environment
impact for granted. We assume that we're promoting this
wonderful alternative to motorized transportation, and this
thing that is so connected to the environment and so connected
to nature, and we kind of take it for granted, but I think this
advocates some responsibility, frankly, on the part of brands
and businesses in the space. And it also leaves a lot of good
power on the table, where we can be making much better
impact, and doing much better.

Chris Sword:

10:51

So what we won't change is that economic and product centric
topics will continue to drive behavior. But you talked a bit about
the consumer, and the fact they're changing, that is true. As I
said earlier, the deeper an emotional connection to the brand is
critical, and it's going to rise with every passing generation, and
I'm actually looking at my screen as well, at a few stats that
speak to this. 66% of global Millennials are willing to spend
more on brands that are sustainable. Nearly 90% believe they
will help create more sustainable products by convincing
businesses to change practices. And this, by the way, these
numbers kind of go up when you start looking at textiles,
because textiles are a major polluter.
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Chris Sword:

11:37

So we have to make killer product that meets technical
performance and style needs, as well. It's something that we
have to pay really close attention to, as well, because people,
yes, they're focused on performance, but they're also really
attentive to style. But if we execute really well on our brand's
inspiration and impact, we can do something much better, more
meaningful, and ultimately more successful.

Kristin:

11:57

So let's talk about how you looked within the company to really
authenticate this process. Can you talk a little bit about how you
started the process and how you brought your team, internally,
your internal workforce at Pearl Izumi, to lead the process, and
empower them to do that?

Chris Sword:

12:14

Yeah, absolutely. We said from the beginning that the process
was equally as important as the result. Really, really critical and
I alluded to it earlier when I was talking about mission and
values, but I'll be explicit about it now, is mission and values, we
did not create them, we discovered them, right? So the team
has to be part of it. I can't go into a dark room for three weeks
and come out with this, because it comes from within. And it
already excited, all we did was really define it.

Chris Sword:

12:47

And let me start with definitions, because I'll certainly say this,
anyone watching this, I guarantee you there is a high number of
variations of opinions and perspectives about how to define
mission, values, and vision, right, these words get jumbled up all
the time. But the way that we think about the mission is that
fundamental why, right, it's not what we do, but why we do it,
and it's absolutely critical and that's why we exist and our core
purpose, and that's the reason that it could stay fixed forever.
The asterisk on the forever is what I said earlier, is if you don't
define it well, then you will have to revisit it. But if you define it
well, it is absolutely forever. It exists, you just need to go
through the process of defining it. And then values, we define as
timeless guiding principles, and this is what we believe, this is
how we will treat each other. Also important to note, this
doesn't require external justification, these have intrinsic value
and importance to people who are inside the organization, and
again, those were discovered.

Chris Sword:

13:48

And then the vision is the optimistic peak at the future. So what
we seek to achieve, what we aspire to become. Mission and
values are forever for us, and then vision is 10 to 30 year
timeframe.

Chris Sword:

13:59

And then together, this is what guides us, this is what guides our
actions, this is what unites us together. And because of those
definitions and the way that we look at this, and how
fundamental we see it, again, back to the process, it was
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completely critical. We needed a candid, thoughtful, trusting
process, and we designed the process with that in mind. And I
can say, because we're not a massive company, that 100% of
the people in our ... who have a significant touch point, or
impact, or work on our brand, had a stake in this process. And
this is either through surveys at the minimum, or membership
in groups that defined different pieces of those deliverables, of
those outputs. So the process was wonderful. The answers are
in the building, so we need to the teams for knowledge.
Collaboration is completely key, so we needed to dig deep and
harvest those perspectives. And then honestly, it should be
obvious but I'll state this as well, we need the team to be
invested in the outcome, right? So if I come out of a dark room
after three months and we don't have that investment, we need
the team to be invested, and obviously being a part of defining
all of this is a big part of getting them invested.
Kristin:

15:19

So Chris, I think that that really shapes a great direction that
we're going to go in here around the process, but before we do,
can you actually give my audience the reveal of the MVV? What
did you conclude?

Chris Sword:

15:31

Yeah, I'm thrilled to. I'm thrilled to. I mean, super short recap,
because I will tell you that there's a lot of meat in this, but I'll
mention each one and maybe a quick comment on each.

Chris Sword:

15:41

So our mission is defined as unlock the power of inspiration and
impact. And each of those words has critical meaning. Unlock
power, we really see the combination of inspiration and impact
as our why. That's what gets us out of bed in the morning, that's
our core. And a point on that, which I think is just interesting as
I'm just sort of really giving the cliff notes here, is our founding
story. Our founding story for a lot of people, people are familiar
with it, but it is that a father in Japan, a father gave his son a
jersey to win a race. We disagree with that, and we've talked to
our founders about this. We believe that he gave him love to be
successful, right? So yeah, he gave him a jersey, that's what he
gave him, but for all the parents who are watching this, or
anybody because I don't want to sell others short, right, you
realize that really what we give our kids is not material things,
we give them love, we give them the support to be successful.
So that is our why, the next generation. And I'll talk about that
at some point as well a little bit more.

Chris Sword:

16:48

But then values, the way we define them, there are five. Trust,
craft, empathy, impact, and plus one. We have very clear
definitions for what that means to Pearl Izumi, because those,
in some cases, are pretty practical words. But we as an
interpretation of what they mean, and they require no external
justification, they're just ... they have intrinsic value, and they're
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important to us. And those are critical, and as I said earlier,
mission and values are forever.
Chris Sword:

17:15

And then the vision, is to own the space and not the race.

Kristin:

17:19

Oh, I love that.

Chris Sword:

17:21

It does mean that we're not going to pay attention to the race,
that's critical. And as I said earlier, this is 10 to 30 years. So
whether it’s someone external to the business, and frankly,
someone internal to the business, when we say own the space
and not the race, that should feel uncomfortable, right? There
should be a gulp factor, it should challenge the status quo. We
have to rethink the way that we approach things.

Chris Sword:

17:47

But we see that as our big opportunity, because it's so closely
connected to our why. We believe that there is a common
thread that runs through many people who ride bikes, and
that's the thread that we want to really come in contact with,
and that's why we defined our vision that way.

Kristin:

18:10

Awesome, thank you for sharing that. I wonder if I'm ... you
know, the people who were there before you kind of stepped
into your role as president, I mean, did you see and did you hear
that people really improved kind of their emotional connections
as employees with Pearl Izumi through this process, because I
feel like if they've been there, head down, doing a great job
with product is king and product is queen, right?

Chris Sword:

18:32

Right.

Kristin:

18:33

The technical approach, and doing a good job, and we're going
to get into their day to day in a little bit here, but-

Chris Sword:

18:38

Right.

Kristin:

18:38

Were you actually able to see that they strengthened their own
emotional engagement with their employer?

Chris Sword:

18:45

Without a doubt. I mean, honestly it's one of those things, I
mean people ... if you do it well, and you ask people what gets
you out of bed in the morning? I mean, most people, you know,
sure, I want to get out of bed and I want to design a great
jersey. But if you get out of bed, and we'll talk about how we
defined our mission, values, and vision in a minute, and if you
get out of bed with the why, why you're designing a great
jersey, why you're building a great marketing campaign, why
you are advancing our advocacy goals, then that's powerful, and
that's engaging.

Channel Mastery Podcast Episode #63: Chris Sword, PEARL iZUMi
www.channelmastery.com
email: kco@verdepr.com

Page 8 of 16

Chris Sword:

19:17

And so even the people who are laser focused on we're going to
make the best product, and that's all I care about, opens up
their thinking, partly because they were in the process, and
really understood what we were trying to do, and the
perspective we were coming from, and partly because they
were part of the answer. So the engagement is just ... it's
unquantifiable, but it's wonderful, but it's just a starting point.

Kristin:

19:43

Right. And you need to have that extra fire in the belly, I think,
as an employee to actually show up and change your day to day.
So let's talk a little bit about that. How did the real work begin
after you introduced this? How were people coached or
encouraged to kind of reinvent what they're doing in terms of
the process from inception, to production, to go to market at
Pearl Izumi now that we have this framework in place?

Chris Sword:

20:09

You know, it is ... you know, I mentioned earlier the parallel
processes of what we call, by the way, the MVV, mission,
values, and vision, between the MVV and the strategy, so these
things were happening together and the latter meaning the
strategy, really considered the form early MVV, all along, and
now as I said it can merge.

Chris Sword:

20:28

You know, one important point of perspective, it's not really a
statistic, it's just a point of perspective that I think is powerful, is
great companies understand that success is 1% vision and 99%
alignment, right? So the good news is, we've defined our vision.
The challenging news is that's 1% of the game, right? But you've
got to have something to align with, right? And so many
companies don't have that crystal clear vision, so they don't
really know what to align with, therefore there's a lot of
misalignment, but it doesn't mean that just because you've
defined your vision that all of the sudden you're aligned, right?
Now we have something to align to, and that's both our
challenge and our opportunity.

Chris Sword:

21:10

So that's where the ... that's the real work, the real work is
alignment.

Kristin:

21:14

Mm-hmm (affirmative). And so are you able to maybe give us
an example, like do you have kind of a regular communication
around this, do you have people kind of sharing successes along
the way, and also challenges? How are you actually like
watching the process change, because from my understanding
it took 10 months to do the process, you've introduced the
process, now you're in this crazy window of 2019 planning, and
there's so much for your team to get done and they have a
historical idea around like, I have to get this done, and this
done, and this done to complete and get to this goal, but now
they have to do it within a new lens, or seeing it in a new lens.
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Chris Sword:

21:49

Right. Yeah, that's absolutely right, and we have to provide the
tools to do that, because we ... you know, I will say that yeah,
we're taking a lot of steps to make it pervasive. One of the
simple steps, which just to make a point is we're redecorating
the office, we're putting it up on the wall, we're putting it on
the floor, we're putting it on the windows in the right spots. But
that is a piece of the puzzle, but your point, to make it part of
peoples' day to day work it needs to be ... there need to be
frameworks, it needs to be fundamental.

Chris Sword:

22:19

So things like we are completing our performance management
process, which was 100% on quantitative measures, we are
revamping it so it's now 50% on quantitative goals and 50% on
the values. So a really practical ... listen, we have to live our
values, we have five values, and living four of them is not good
enough, we have to live all five, and we are going to evaluate
one another on that. And that's the number one thing that will
get you out of alignment with Pearl Izumi, is not living our
values, because we collectively have defined them, and we sang
songs and rallied around and high fived, and now we're going to
live them.

Chris Sword:

23:01

So related to that also is things like driving into hiring profiles.
So when we're looking for new candidates, we know that they
need to meet these ... at the best that we can, we have to
qualify those intangibles. But a big piece of the answer to your
question is about strategic planning, as you said, as we go into
2019 planning and budgeting processes. It is, we have this
opportunity now, as I said, to build on these things because
we've defined them. The vision is 10 to 30 years, we can't build
a 2019 strategy around a 10 to 30 year vision. We have to build
near term goals that are tied to that vision that are going to do
the best job of getting us to realize that, and then build
strategies below, and budgets, and all of that.

Chris Sword:

23:47

So it's very much been integrated into our strategic planning
process, and it's going to be just front and center as we're
building those plans.

Kristin:

23:56

One thing I think you have going for you, Chris, is you have a
very athletic culture there. You have a bunch of athletes that
work at Pearl Izumi. We tend to love lists, and structures, and
following plans, and are very into output. So I think that that's
something that you have as a positive, wouldn't you agree?

Chris Sword:

24:14

Yeah, I agree. Yeah, I mean, we're a competitive company,
we're competitive athletes, we're competitive at our business,
at our various areas of expertise. So part of that is managing our
patience, right, I mean this is a fundamental change, it's not
going to change everything over night, it's going to change a lot.
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Chris Sword:

24:34

But we're in the thick of that, and while I'm at it I could talk
about a couple of fundamental initiatives that are really coming
out of this. Two critical things that emerged directly from our
MVV process, number one is the social purpose. So we've
defined our social purpose, it's been made public in the last ...
you know, a couple months ago. Which is ride more, do more.
And this is directly coming from our mission, it's directly coming
from one of our values, which is our impact value. And it's
important, and I talk about this all the time, and it's in quotes,
so, it is important because the team cares about this. We have
been doing a lot in the arena of sustainability and
environmentally friendly practices that we have not been
celebrating. Number one, but more important that haven't been
aligned. So we're doing something good here, and good here,
and good here, but we have the opportunity to align it. So it's
important because we care about it, but it could be powerful if
we intensify our efforts, so we amp our efforts, and we align
them, then our social purpose can really, really have a
significant impact.

Chris Sword:

25:42

And this, we define this, why do we define it this way, and
there's a lot of detail behind it, hopefully maybe even this
podcast will inspire some people to go look at our press on it,
because it's really heartfelt. I mean, there's two things that
Pearl Izumi deeply believes in. I mean, fundamentally, from our
founding. Number one, we've kind of already talked about it,
which is the love of cycling. More importantly, it's the love for
future generations. So that is fundamental, it's part of our
founding, it's part of our DNA. So if we care about future
generations, and we even talk about the next generation's not
enough, right, we're ... we want to ask the question, is this
decision good for our kids' kids? And if that's the case, then it
makes sense to move forward and further qualify it.

Chris Sword:

26:26

But that process actually took six months. We revealed that in
actually, I guess it was in June. So a little longer than two
months ago, that was actually the internal reveal. And if you do
the math between the 10 month process for the MVV and the
six month process for the social purpose, you see that the social
purpose started before we finished our mission, values, and
vision because it couldn't have been any more clearer that this
was necessary, that this was completely obvious. We talk about
do well and do good. We can't do well, we perceive, if we don't
do good. And by the way, doing good will help us do well,
because our consumers care about it. And this is really our
commercial model.

Chris Sword:

27:11

So we have action groups going forward on the social purpose
around business practices, product, and advocacy, and we're
really bringing that to life so I'm talking a bit here, but I
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mentioned two things that came directly from the process that I
think are interesting. And the other is brand platform and
external communication. So a lot of what we're talking about is
internal, it's guiding our efforts, it's leading our strategies. But
right now, that project to define our brand platform is under
way, I hope to make it public soon. And then hopefully the
world and all of our consumers will get a feel for the way that
we really think about our why, fundamentally, and hopefully in
a way that obviously resonates with the community, because
that's what's going to make it powerful. But we're in the process
of rolling that out right now, and it is again, deeply connected
with our mission, values, and vision.
Kristin:

28:09

So one of the things that we've explored on this podcast is
enabling the ecosystem, where it goes from product brand all
the way through retail, or whatever channel it is, that the
consumer discovers, engages, converts, etc. This is something
that I think it really amplifies Pearl Izumi as an ingredient brand
to a retail partner, and obviously there are retail partners that
popped to mind, like REI that I know is a great partner of yours,
but this really fits perfectly with their own MVV. And do you feel
that this is also an opportunity for your wholesale partners in
the channel, in the marketplace, to extenuate and experience in
store for a cycling consumer?

Chris Sword:

28:52

Yes, absolutely. And it's funny, when I said earlier that we've
been doing a lot of good things because it's important to us, we
meet with partners like REI, and this was a recent meeting
within the last few months, where the feedback from them was
as we're presenting, and this is all the things that we're doing,
but we don't think it's enough, and we don't think it's aligned
enough, and just the things that I was saying before, we can do
better. They just kind of stopped us and said, "Listen, I don't
think you realize, number one, how much you're doing and how
different it is on the landscape." It's interesting that we're the
first cycling brand on the HIGG Index, I mean that's something
that we've been ... you know, I think we launched that in 2015
so that is a critical thing that we sometimes don't stop to think
about, that we are doing good, but again, we're competitive,
we're not patient, and we want to do more.

Chris Sword:

29:43

But external communication, as I said, relative to the brand
position is ramping up. But these are ... you know, part of the
process of getting retailers as well engaged, and we'll begin to
see it a little bit because you turn on a dime relative to
marketing, begin to see it a little bit in the fall, this fall, but then
spring '19 is really when you'll kind of see things change. The
social purpose is public, and I think people are starting to see
how serious we are about that, and how it's tied to our DNA.
But the most tangible thing we do is produce product, and
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spring 2019 is the first season that our new team, and we've
made a lot of changes, has had a chance to impact things. And
so you'll see a new visual look, you'll see a tighter and better
defined line, all within a new communication approach. And I
say you will see spring '19 as if you are a consumer, right,
because the channel and you have seen this in the past, and are
really excited about what it represents.
Kristin:

30:47

Yeah, this is, I think it's going to be a game changer. And one
thing I wanted to ask you too is how has the parent company,
we're 10 years into the relationship now with Shimano, how
have they supported you, or applauded this, or maybe kind of
taken pause and looked at what you're doing and see how they
might ... the tail wagging the dog, is any of that happening, or
can you talk a little bit about what your parent company
Shimano kind of sees happening here at Pearl Izumi?

Chris Sword:

31:12

Yeah, you know, it's interesting, I'd say at least a couple things. I
mean, the danger to speak for anybody else, let alone to speak
for our Japanese partners, but one, they have a deep desire to
see Pearl Izumi be successful, as I mentioned, the company was
acquired in 2008, it's been a decade, it is a brand with Japanese
roots. Shimano obviously is a Japanese company, so there's a lot
of mind share and a lot of love for the brand and desire to see it
be successful. And we have taken ... you know, certainly there's
been some missteps in the last number of years. I was brought
in among others on our team to really make a difference and I
think they see that a new way of thinking is necessary. They're
giving us some rope to play with and do what we need to do. So
certainly that is the foundational piece, they just simply want to
see us be successful, and they know it's going to take a different
approach.

Chris Sword:

32:13

And then secondly I'd say, interestingly, is Shimano, although
they're a bigger business, and as I said it's certainly a pervasive
brand in the industry, they see the need to change as well. They
know that emotional connections matter, they know that
storytelling matters, they know that making connections with
the consumer matters. And by the way, as we said earlier, of
course innovative technical product matters, which they've
been laser focused on for many years, but they see the need to
evolve the way that they think about their brand and the way
that they approach the market, and so from that perspective,
yeah, Pearl Izumi can be a little bit of a think tank when it comes
to that.

Kristin:

32:54

That's exciting. I really can't wait to see it. Back a long time ago
at the early history of Verde, we were working with pRana, it
was one of our founding brands for the first seven years, and
we went through the whole Liz Claiborne acquisition and there
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was some really cool things that came out of that in terms of Liz
Claiborne adopting the wind power initiative that pRana
launched, and all the sudden they became just like a global
leader in that, because of thatChris Sword:

33:18

Right.

Kristin:

33:19

Liz Claiborne adoption, so I feel like in terms of a brand using its
reach and its power to do positive things and to create great
impact, I would be super curious to see how that unfolds,
possibly with Shimano in the future. So-

Chris Sword:

33:32

Definitely.

Kristin:

33:32

I think we'll look to wrapping up here. Again, always focusing on
the internal workforce, do you have maybe a set of success
metrics, or a way that your team is defining success in terms of
how this initiative is going outside of what you explained, in
terms of how they're maybe guided towards success from a job
description standpoint, and how they think on their feet every
day, but have you seen your actual workforce considering
markers of success around the adoption of this? Whether it's
kind of internally or within their circle of friends on the riding
standpoint, but what have you seen there in terms of like the
actual what does success look like here?

Chris Sword:

34:13

Yeah, you know, it's ... employees and our team, as I said, it's
one of the things that attracted me to the business, the thirst to
do things, to do things differently, the thirst to have a more
meaningful engagement with their job, that was there, frankly,
they weren't getting it as much as they would've liked in the
past, and they're certainly not getting it perfectly now, because
it's part of the evolution. But there's an embrace of that, right?
And it's ... certainly it's bidirectional as well. I mean, as I said
earlier, relative to the values, but really relative to the mission
and the vision as well. I mean, we need people who are aligned
and invested. So we're just helping people better understand
whether or not they are aligned with Pearl Izumi and making
decisions on their own. It's also helping us better understand
who's aligned and who's not so that we can make ... so we can
make the right decisions.

Chris Sword:

35:05

But people clearly, obviously, they care about ... they invented it
and job opportunities, but I really fundamentally believe that
they're motivated by the why. They care about a lot of things,
but they're motivated by the why. So and that is true of a big
majority of our team today, it's going to be a bigger majority
tomorrow. It has to impact the way all of us think about our fit
with the brand and the business, and that does by nature, when
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there's that disconnect, it does create discomfort, but by and
large, what's happening is what we want to happen. It's what
the people who are aligned, it's creating just that much more
excitement and engagement.
Kristin:

35:45

Right. That's awesome. So before we wrap up here, would you
be able to share anymore insights just on the importance of
what Pearl Izumi is doing here, and the impact of the social
purpose, specifically?

Chris Sword:

35:58

Yeah, you know, it is ... it's just such an interesting time for the
brand and the business. And for the landscape that we're
playing in. But unlocking the power of inspiration and impact is
a big why. It guides what we do, it gives us meaning in our
efforts. And we hope that Pearl Izumi and bike riding will be
better for it. That is our big opportunity. I mean, I list
opportunities when we're talking about building our strategy,
and number one on our opportunity list is to align with our
mission, values, and vision. So that is ... we've done that work,
it's powerful, and now let's really, really build on it.

Chris Sword:

36:36

But relative to how important it is, I couldn't underestimate
how important it is. And the social purpose, on the other side, it
is ... it will be a success if our team gets on board, but frankly,
and it's an important point I think in this setting as well, is that it
will be successful if other businesses get on board. We want to
lead and inspire not only consumers when it comes to our social
purpose, but ride more, do more and all, as I said earlier, the
details that goes into that, because that by itself we think is
inspiring, but we really have a lot of logic and perspective
behind it. But we want that to inspire the industry. We don't ...
we're not so self centered to think that that's going to change
the way everyone thinks, but we do know that the better than
the industry thinks about not only their negative impact, but
their potential for positive impact. Because we talk a lot about
net positive impact, right, we know we have a negative impact
every time we ship a product, or get on a plane, or what have
you, we have a negative impact. The key is align and maximize
as I said earlier, to maximize the positive so that we minimize
the negative, maximize the positive and the net is truly
powerful.

Chris Sword:

37:53

So I really, I would finish with that, because that's just ... you
know, to me that's a critical punch line because the social
purpose is so central to what we're trying to do. And it depends
on others as well.

Kristin:

38:04

Well that was amazing synopsis, we can't wait to watch how
this unfolds, and where can my audience learn more and kind of
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watch a little bit of the action happen here in terms of this
transformation?
Chris Sword:

38:16

Yeah. PearlIzumi.com. It is ... yep, we are as active as ever in
trying to bring that to the next level to really reflect what it is
we're doing, and how we're thinking about things. So yeah, it'd
be wonderful if people visit often, and see what we're up to.

Kristin:

38:33

That's great, thank you so much Chris.

Chris Sword:

38:35

Yeah, thank you.

Kristin:

38:36

For your partnership but also for your time on the show today, I
think you've inspired a lot of people, and you've shown a lot of
brands and retailers in the bike space specifically, that there
really is a way forward here. I love the way you put with net
positive and impact, and I mean you really make it seem like it's
something that everybody can do, and I think it's also going to
unlock a lot of emotional connection with a wider swath, and a
richer demographic, if you will, not richer by dollars, but in
terms of just more depth.

Chris Sword:

39:03

Yeah.

Kristin:

39:03

A demographic of different ages with exactly what you're doing,
so thank you for lighting the way.

Chris Sword:

39:08

Yes. Yes, our pleasure, yep, our team's excited, and yeah, thanks
for giving us this platform today, and yeah, I love catching up
always Kristin, so thank you for your time.

Kristin:

39:17

Yep, thank you. All right.

Chris Sword:

39:18

Okay.
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