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Kristin:

00:28

Welcome back everybody to another [00:00:30] episode of the
Channel Mastery Podcast. I am delighted to introduce Jon
Rockefeller to you today, managing director of Petzl America's
sport division and a valued Verde Brand Communications client.
Welcome, Jon, to the podcast.

Jon:

00:44

Thank you, Kristin [00:00:44]. It's really nice to be here.

Kristin:

00:46

Well, it's great to have you here to share the brand’s side of
what's happening with anonymous 3P selling and 3P selling
across marketplaces. And we've done several rehearsal calls
preparing for this and I feel [00:01:00] confident that you're
going to bring a voice in this conversation that is very important
to share with everybody as we continue to work in new
partnerships together I think as retailers and brands around the
emerging issues of channel conflict, brand protection, et cetera.

Kristin:

01:19

So I love that you're here from the brand perspective, but I'm
also very grateful that I was able to get a premium hard goods
brand, a very well respected brand that is completely dedicated
[00:01:30] to working with independent specialty out there
retailers. So let's start by having you give a little bit of your
background on your industry experience in your career.

Jon:

01:39

Okay. Well I started in the outdoor industry at the age of 17 in a
small outdoor shop in Toledo, Ohio called Walt Churchhill's
Adventure Shop.

Kristin:

01:50

Awesome.

Jon:

01:50

Old backpacking and running gear, and windsurfers in the
summer and ski gear in the wintertime. So that was where I
started and it was great working the retail floor. And after
[00:02:00] that a few years later I started working for the Ann
Arbor Bivouac in Ann Arbor, Michigan, and it was there where I
got a chance to kind of learn to be a buyer, so I was an associate
buyer for the store and assistant manager and spent five years
working with them. And I had a dream of really through the
brands.

Jon:

02:15

And so I left and went to work for Patagonia in 1995 and
worked with Patagonia until 2000 in their outlet store in Salt
Lake City. I managed the store in Denver and I worked for dealer
services for them as well and Reno, Nevada. And after that my
[00:02:30] next step was to be a sales rep. So I worked for the
North Face in the very interesting years of 2000 and 2002. That
was the time when DF had just purchased the North Face. And
so I watched that transition happen. It was a very interesting
time.

Jon:

02:45

And then from the North Face I was hired by Petzl America back
in 2002 as the headlamp division manager. And later on the
sport division manager.

Jon:

02:55

And then in 2007, Petzl asked me to move to France to be the
product line manager [00:03:00] and what they call a line
business manager today for the outdoor market. I did that
through 2011 and then in 2012 to 2017, I worked for Arc'teryx.
Arc'teryx as a senior product line manager. Amazing experience
with them in Vancouver Canada. And then most recently in July
of 2017, I moved back to work with Petzl America again and
currently today serving as the managing directory for the sport
division or the outdoor industry as most people would know it.

Kristin:

03:29

That's [00:03:30] awesome. We are so fortunate to have
somebody with your depth of experience and while people can't
see us talking here, just so you know, John is young. He has
done a lot in his career and he's a young thinker. He definitely
comes at things from a very strategic approach having worked
with him now at Petzl and I'm so excited to talk with him today
because he reached out to me earlier this year before a lot of
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other brands might have had this outwardly as a point of
conversation in terms of Anonymous 3P. [00:04:00] I was very
excited to just get your take on it and talk about how the
complexity of business is the way you've phrased it to me in a
lot of our pre calls leading into this.
Kristin:

04:13

So let's talk a little bit about where Petzl is right now. 'Cause I
know you guys have invested a lot in terms of trying to sure up
and get ahead of and look around the corners with Anonymous
3P sellers to make sure that you're able to offer a fair [00:04:30]
even price across all your channels and experience that includes
what a person would expect buying a premium product
including warranty, et cetera. Tell us what it's been like for Petzl
to be nimble through what's happening out there with
Anonymous 3P.

Jon:

04:47

It's such an interesting question. I would almost start with the
fact that our owner, Paul Petzl, it's a family owned business.
And Paul really has this strong belief that our specialty retailers
are really [00:05:00] our bread and butter. In fact, Petzl is a
company. The only place we actually have a direct consumer
channel is here in the U.S. Nowhere else. And that was merely
set up for a lot of consumers in the U.S. who were looking for
spare parts that they couldn't find easily from our retail
partners.

Jon:

05:17

As a company, globally, we really focus on partnerships with our
key retailers so the complexity of all this is we haven't really
been working hard on a direct consumer as much as we've been
working on our partnerships with our specialty retailers.
[00:05:30] This has been the challenging part of all this because
as much as we try to make it really easy to do business with
Petzl, as people have kind of morphed the business over time,
and as the internet has enabled a lot of different ways to sell,
the channels really tend to get blurred very quickly, it's made it
super complicated for us to police this environment. Policing is
simply just to try to be a healthy community for everyone. It's
the health of the community that's probably the most
[00:06:00] important thing in this discussion. Everyone in the
chain is part of that health and that profit chain. To me that's
the part of this discussion that seems like it was lost in the early
openings of what had gone on from the days of the Wal Mart
issue, all the way through today's discussion.

Kristin:

06:19

To riff on that with you, I also believe that historically, people
have looked to the "mothership," the brand, to really do
everything. [00:06:30] I've talked to so many retailers, even
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through the show and far before that in terms of just the brands
bringing the presence, the brands shoring up communications,
the brands driving traffic to retail, the brands have the budget
and I wanted you to give us a little bit more of a point of clarity
around what it's like for a brand today, independent brand,
family owned brand, a very important brand in terms of
ingredient brand to a specialty [00:07:00] shop. Specialty shop
that's known for climbing and the different categories that you
bring with a very authentic presence with Petzl to that shop.
Kristin:

07:09

This is you just talking about you can't take a historical
viewpoint on what a brand is responsible for because as you
were just saying, it is a community effort. I'd love for you to talk
a little bit more about what that means and how you're hoping
to see that evolve with your retail partners and with other
people and other stakeholders you work with.

Jon:

07:30

[00:07:30] In the 30 years that I've been in the industry, it's kind
of interesting to see how the capabilities that we've had have
grown and grown and grown. Not only just for manufacturers
but also for retailers and resellers. When I started, the only
ways you could really sell were basically getting a consumer in
the front door, or maybe by catalog, right? The internet came
along and people started selling in e-commerce and building
their own websites and that was a way but then how do you get
traffic and so up until about that point, things were working
fairly [00:08:00] well.

Jon:

08:00

And then in the most recent years, we now have these massive
online retailers that are now dominating a large part of the
business. Whether it's brick and mortar or online, they're a
massive influence on retail in general and that's changed the
formula significantly. As many retailers have looked at the cost
of selling on the internet and running their own e-commerce
trying to drive traffic and trying [00:08:30] to develop that,
they've kind of looked at and said, 'Well, maybe the ROI isn't
there. Maybe this option of selling on the world's biggest
marketplace just makes a lot of sense.' There's not a lot of skin
in the game in some respects and that has changed that whole
aspect to the point where it's about 'Well, I've got this product,
I've got this margin, and if I'm the lowest price on that site, then
I'm going to get the business and I'll make it up in volume over
margin.' And the moment when that happens, the whole thing
spirals into a downward spiral because the next thing you know,
you've got customers complaining [00:09:00] 'cause you're not
matching price with the lowest prices online and it just becomes
this downward spiral.
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Jon:

09:06

And it swings from both ends. I think that's the part that, we're
getting [inaudible] from other people that are playing in the
marketplace below let's say an MSRP. And at the same time, as
manufacturers, we no longer have large amounts of excess
margin to play with because our cost of goods has gone up. And
the retail prices have not gone up as fast as the marketplace is
moving [00:09:30] in today's rates, especially with technology.

Kristin:

09:32

Okay so that is a fantastic area for us to explore together and it
hasn't been brought up to date in all of the conversations that
I've had and I'm hoping that it will beyond this, thanks to you.
But let's talk about that, because ultimately, this is as you said
to me in one of our rehearsal calls, it's like everything is reverse
engineered from the margin. So I think it's important that you
share that analogy that you shared with me from I think the
early 2000's [00:10:00] on a particular product and a bottle
necking, if you will, from buyer acceptance of price increases
and maybe enabling our audience to understand what those
price increases actually do to insulate the experience that we're
trying to offer our end consumer today.

Jon:

10:17

Yeah I mean if you start from- just to go back a few years, from
2007 until 2017, I was a product line manager, both for Petzl
and for Arc'teryx. Both premium brands in the space, right? And
so as a product line manager, [00:10:30] often times you're
looking at introducing new product to market. And so what do
you start with? You start with 'I want to build a new product, a
headlamp.' And if you take our classic Tikka Headlamp, it's been
$29.95 for almost a decade now. And if you look at the Apple
iPhone when it launched, it was $399 or $499 and the recent
iPhones are $999, right?

Kristin:

10:53

I know. This one I just got was more than that.

Jon:

10:54

So this is the part that as we develop [00:11:00] product and as
manufacturers, as we try to sell new ideas and new products
into the market place, often times the price resistance from our
retail partners is 'Well no, we can't sell Tikka for more than $30.
Like that's the price point. It has to stay at $29.95.' And if you
look at the technology and the performance, the Tikka that we
had when I started with Petzl America, in 2002 had 12 lumens of
light. It had three AAA batteries, three basic LEDs, and a
mechanical switch. There was no electronics in the light at all.
And it sold for $24. [00:11:30] 95. That same light today has a
massive amount of computer chips inside of it. It has tons of
noting in there. It has amazing LEDs and it's 200 lumens, 250
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lumens. So it's so much more than it was 16 years ago and yet
the price has only gone up $5, 25%.
Jon:

11:49

Now this study that I've used internally, I've looked at the same
thing. When you look at our minimum wage, so as a retailer, or
as an employer or a manufacturer, you look at the minimum
wage. Our minimum [00:12:00] wage has gone up 41% in that
same time frame, 16 years. So as a manufacturer, our costs
have gone up. Our operating expenses have gone up. And
everything starts with that MSRP. If you're building a product
and you're stuck at $29.95 because that's all the price point that
a key retailer or retailer in general will want to sell that product
at, now we've got to work backwards from there. So if there's a
40 markup, you're down to $17.97 at wholesale, and then you
work your way backwards. So it's really squeezing everyone
[00:12:30] on both ends in this total communal effect and the
fact that we want everything to stay at these key price points,
$199, $299, $29.95, $49.95, whatever that new magic number is
for that product category, the reality is everybody's costs are
going up and if we as a community can't take a step forward,
like Apple has done with iPhones and said, 'Okay, this product is
worth more. The consumer likes this product. We add more
features. We add more performance.' And the value is there
and they will pay for [00:13:00] that. And I think that's the part
of this whole equation is why are the third party marketplaces
so difficult? It's because the margins in the moment something
goes off sale, most of [inaudible] is a 40 point markup.

Kristin:

13:13

Mm-hmm (affirmative).

Jon:

13:13

So if somebody's playing a ten off on a third-party marketplace,
or 15% or 20% off, think about that. If you're a retailer and let's
say your operating expense is 25 percent of your business and
your cost difference [00:13:27] is 60 percent, if you're playing at
15, 20 percent off, [00:13:30] you're at negative five percent
margin.

Jon:

13:34

So this is why this is such an important thing. Throughout the
entire chain ... From the creation of the product all the way
through to the retail price point, there is only so much margin
inside that entire chain. It's for all of us to look at. How do we
have a healthy environment as a community - as an outdoor
industry together? Both our resellers and our manufacturers
and their partnership together, and if everyone [00:14:00] plays
fairly, then it works for everyone. [crosstalk 00:14:03] There are
those few rotten eggs that change that equation, unfortunately.
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Kristin:

14:09

I think that the awareness around this issue, with marketplaces,
is well timed, because ultimately as you pointed out, Amazon
got it's start as a commodity. Like, I'm gonna go there and get
out. I'm gonna go there and buy something and get out. Right
now we are in a watershed moment.

Kristin:

14:29

Here we are talking to Jon [00:14:30] Rockefeller who comes
from a background of Petzl and Arc'teryx in a 30-year brand
career. In our space, the brands make our marketplace. The
outdoor community. The outdoor specialty community. The
whole ecosystem is dependent upon brands creating this
experience, creating exceptional product.

Kristin:

14:49

Let's look at the denim industry. Okay? All the sudden I went
from spending 79 dollars on a pair of jeans to over 200 dollars.
I'm not kidding. I was like, "Well, [00:15:00] I guess I'm gonna do
that, because I love this brand." Brands like Petzl, and like
Arc'teryx, and like a lot of the brands that we serve, invest in
creating that identity badge around a brand. An experience for
that consumer. We've known, and talked about a lot on this
podcast ...

Kristin:

15:18

That's what our point of differentiation is and how we compete
with these marketplaces is the special experience that were
giving people. We're giving them an identity to wear around
from their most prized time [00:15:30] that they spend out
doors, right?

Kristin:

15:32

If we don't increase pricing and create a more special
experience, there is a price value equation, you can't argue with
that. I think that and I think that the point you're bringing up is
really helpful here because people will see it must be special.
It's more expensive! And right now, I think we've kind of gotten
into, this is a climbing phrase, the plug and chug, right? "We
gotta keep it at this price point. Year over year." If we look at
the whole picture and the whole experience [00:16:00] of
recruiting and enrolling consumers who love the outdoors into
our community, this is, I think actually, one of the most
important points that anybody has brought up in this series,
frankly. It really is.

Jon:

16:13

You said something earlier that the brands have a lot to do with
the success of the product in the marketplace and driving the
business, but honestly, I believe it's not just the brand, it's also
the key retail partners that we work with. If you have an
elevated, quality retail experience, the consumer coming in
[00:16:30] the front door is having an amazing time with you,
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then that elevates the value that they are willing to pay for the
products that you sell them.
Jon:

16:37

To be honest, I'm like anyone else. I enjoy the convenience of
shopping at Amazon. As a professional, I don't have a lot of time
out of my day to go shopping and get the things that I need
sometimes. But, I don't shop there right now because of the
price. I shop there because it's the convenience and the service
that I get. I think that we often times get stuck on that the only
way to win on Amazon is by price, but I think that Amazon
[00:17:00] is winning in a lot of ways because they've created
such a channel that has made shopping super simple and easy.

Jon:

17:06

It's unfortunately becoming a one-stop shop, and with the
Amazon Prime membership, obviously you have quick shipping
and turnaround. Their returns policies are super simple and
easy.

Jon:

17:16

So, there are reasons that consumers shop there, but the
reasons that consumers shop there are the same reasons that
consumers will shop at a quality outdoor store. I think that's a
big part of that perception of what a consumer is willing to pay
for the product. It's the experience as well. [00:17:30] Brands
certainly have a huge impact on the experience, but the channel
also has a huge impact on that experience as well.

Jon:

17:36

[crosstalk 00:17:36] Apple is a great example, but Apple has
been very ... it curated their channels and their partnerships
with certain retailers. If you go into a Best Buy they have a
specific Apple section of the store. The people working in that
section are trained, in a lot of cases, by Apple. It feels like it's an
elevated brand experience. Even though you are at a Best Buy
store.

Jon:

17:58

When you work with a good [00:18:00] partner and you partner
on that level, the consumer perception of what their
comfortable paying for that product is completely changed,
then if it's a complete market place. Let's drive the price to the
bottom. It's just about commodity pricing.

Kristin:

18:14

Right. So, let's talk a little bit about what you've noticed and
what you've liked about the store within a store on ... I've had
several guests outside of our market on the podcast that have
talked about that because ultimately it shows ... and we're
seeing Amazon [00:18:30] do that as well ... right?
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Kristin:

18:33

I think that that's an interesting opportunity to maybe discuss a
little bit more in terms of how it might enable the whole
channel to up-level price wise is, you know, what is it that will
actually drive people into a store. I think that people love the
storytelling, they love to belong, and they wanna get trusted
information. All of those things are eroded by what's happening
with 3P [00:19:00] sellers right now, anonymous 3P sellers, I
believe. I have to ask you. This is a little pie in the sky, but, do
you think it's a good idea for our industry to perhaps ... I'm sure
you've seen the 'Keep Austin Weird' and 'Buy Independent'
bookstore campaigns.

Jon:

19:14

Sure.

Kristin:

19:15

And I think what we kind of showed that we can do with that
Wall Street Journal article in terms of all we did was try and sell
some outdoor gear and all hell broke loose. We have kind of a
special little thing going here. Maybe what we need to do is
wave a flag and say, "Hey, consumer. [00:19:30] If you happen
to see this in a buy box, ranging from 15.99 to 89.99, don't buy
that."

Kristin:

19:39

I almost don't even want to say this because it's another topic
for another podcast, but, for a brand like Petzl, and products
like what you make, it's actually a huge liability, if it's not being
sold correctly. If people aren't being qualified correctly. I'll say it
for you. I just feel like there might need to be a little bit of a
communication, a public service announcement, if you will, that
[00:20:00] our industry could put out there that might enable
the consumer to make a more informed choice.

Jon:

20:08

That's such an important element, especially for what we do in
life safety equipment. Obviously, with climbing equipment, or
work at height equipment on our professional side, having the
right tools and being informed as to the usage and making sure
that the consumer has picked the right product for the usage, is
such an important element of what we do and that's the
challenge when you’re dealing with, [00:20:30] enabling or
permitting your resellers to sell on third party marketplaces.
That's why we have a program where we really give only written
permission to a few people to actually sell on the marketplaces.
Because, we want to make sure that the partners that do will be
able to respond to the questions that people are asking. Can
deal with the technicalities, should they arise in those scenarios.

Jon:

20:55

That's one of the challenges with retail in general, in any
channel, is picking the right [00:21:00] partners and ensuring
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that people have the best information possible. Again, for us,
when it comes to life safety equipment that is such a key
element. We really want to work with the best partners we can
and try to help the consumers get the right information.
Jon:

21:13

I think you bring up a really good point. Another part of this
whole equation isn't just our resale partners or the
manufacturers, or the channel of resale, it's also the consumers
themselves, and deciding where we purchase our products.

Kristin:

21:26

Mm-hmm (affirmative).

Jon:

21:27

That's something that we as consumers can make those
decisions as well. [00:21:30] I think for some products
marketplaces make sense. Like for commodity products or
things you just know you are gonna buy on a regular basis, it's
something that's not a considered purchase where you don't
need a lot of information and tech people to help, it makes total
sense. But, outdoor was always been a specialty market.

Kristin:

21:46

Yeah.

Jon:

21:47

That's why we call ourselves specialty retailers in a lot of cases.
That's something we, as a marketplace, have kind of lost sight
of. And it's understandable. Having worked in retail myself for
over [00:22:00] ten years, I know the struggles: the cost that
you can sell the product, the rising cost of labor and rent and
electricity and just over everything that comes into your
operating expenses.

Jon:

22:11

And we're squeezed. We're all squeezed. I think we need to
step back and keep specialty special, in a lot of ways. We need
to be conscious of what we do and how we act and think about
it on a community level verses just as an individual in the chain
of this entire organization, [00:22:30] let's say this entire retail
chain.

Kristin:

22:32

And a long game. Keep the long game and focus. [crosstalk
00:22:36] That's another thing that everybody who I've talked
with about this ... When you're actually driven to make a
quarterly number or something like that, you could really make
some poor decisions that will affect the entire ecosystem.

Kristin:

22:49

We also talked a little bit about the ability of forecasting to be
correct with this problem, and I did want to bring that up with
you before we sign of here today, because [00:23:00] I feel like
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it's such an important topic to look at ... through the lens of how
Amazon has trained consumers to be. Okay?
Kristin:

24:58

So, [00:25:00] John, before we wrap up here I think it's
important that we spend some time having you give a first
party, purview if you will, into what it's like for a brand to be
policing channels today and creating parity across channels.
How is Petzl handling that today? Are you guys handling it
internally, or, what does that look like for you?

Jon:

25:21

It's such a big question cause it's super complex. Petzl is doing a
lot of different things to try to [00:25:30] help maintain a
healthy marketplace for all of our retail partners. Start with just
the complexities of tracking down people who are violating our
MAP [00:25:40] policies, for example. When you go onto a
certain platform, any marketplace where you have a reselling
situation, often times, unfortunately, the resellers ... the name
of the organization that's selling your product is not listed as
one of your dealers. You don't have a person that says that they
are Joe's [00:26:00] Bike Shop in your account list even, yet on
their resale platform, on the marketplace platform, they're
named as whatever, Joe's Bike Shop. All of a sudden now, you
don't know where that product even came from. Sometimes the
marketplace will say where the product is shipping from, if it's
shipping directly from whoever's selling it. But in the case of
Fulfilled by Amazon, the challenge is, I can put product into the
fulfillment center along with 20 other people that are selling
under Fulfillment by an Amazon, and all of our products go into
one [00:26:30] box. They all get mixed up, and when you win
that buy, and that person chooses you to purchase from, they
just pick whatever the, let's say it's a Tikka headlamp, they just
pick whatever one's at the top of the box. It may not have been
the one that I shipped to that particular location or that
fulfillment center.

Jon:

26:45

The complexity of this is such that even chasing down and trying
to figure out the folks that aren't on your dealer list gets super
complex. That's just one complexity of it. In some cases it might
be actually an [00:27:00] authorized retailer or dealer of ours,
and they've just used a DBA. Sometimes we're able to track that
down, and sometimes we aren't. Other cases, we don't know
where the product came from in the first place. It could have
been somebody bought it from another shop or from a buddy
who has an account. It could be coming in from overseas. That's
one of the biggest challenges we have right now, especially in
the US.
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Jon:

27:21

The US is one of the largest marketplaces, and so when the
exchange rates between the dollar and other currencies get
pretty close, all of a sudden it's really attractive for [00:27:30] a
retailer in another country to want to tap into the very large
internet sales channel of the US marketplace. And that policy
that we may have with our dealers in the US doesn't extend to a
particular dealer in another country. The rules and the
regulations don't allow for that same type of regulation in all
cases, so the complexities of chasing everything down and
trying to track it, the amount of hours that it takes to try to stay
on top of this.

Jon:

27:58

The other complexity, too, as a [00:28:00] global brand is the
fact that, depending on your IP address of your computer,
you're going to see a different set of resellers. If I'm in our
headquarters in France, and I'm working with a team over
there, if I pull up the Amazon US site, because my IP address in
France is showing me in France, they're going to show me a
different set of resellers than when I'm sitting in my office here
in Salt Lake City. So as a global brand, even chasing it down, you
actually have to look at those marketplaces from different IP
addresses, from different places around the world, [00:28:30]
just to be able to see who's selling on that marketplace at that
point in time to that country and that viewership.

Jon:

28:36

I mean, it's daunting in a lot of ways. It's very important. It's
something that we're doing as much as humanly possible in a
lot of ways to try to track these down and try to keep and
maintain a healthy marketplace for all of our partners. But the
challenges, it's a daily battle, every single day. We [00:29:00]
want to do as much as we can, and I think that's one of the key
things that I want our listeners to hear, is that brands are
certainly ... we care, and we want to be a partner, and we want
to help where we can. But note that in some cases it's really
challenging, because again, some of these resellers aren't
actually retailers of ours, and it takes a long time. And
sometimes nearly impossible to track down.

Kristin:

29:24

Right. That was fantastic. Thank you. I also just want to share a
couple of statistics. [00:29:30] The second part of the podcast
this week, it features you as well as Fred Dimyan, who is the
CEO of PotooSolutions.com. It's going to be a great pairing,
because he comes at this at a complementary angle, but some
of the things he shared with me, John, basically, it's important
that brands really get a grasp of what's going on, because 3,500
anonymous resellers are being added to Amazon every day. And
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that is a low number compared to [00:30:00] what it will be a
year or two from now.
Kristin:

30:03

Amazon is massive in the US, but Europe is outpacing that
percentage, and India is growing even more quickly. What's
interesting, he says, about some of the new marketplaces
Amazon is opening, like India, is that not even Amazon is selling
directly. It's 100% of a marketplace. Amazon does not sell
directly in India. It's 100% third-party sellers. So what you're
talking about here, it's only going [00:30:30] to grow in scope,
which is why this whole podcast series exists, and I know that
you guys are doing everything that you can, but it seems like
going forward, you've put a lot in place to kind of anticipate
this. So if you want to spend a little bit of time talking about
what Petzl is trying to do globally, that would be great. And then
anything you want to say before we close here for the day. This
has been fantastic.

Jon:

30:55

I mean, you know, Petzl globally is working on a bunch of
different elements, some of [00:31:00] which I can't actually
share publicly at this point in time, but I can tell you that there
is a lot of effort going on to try to help create that healthy
environment for everyone involved. Locally, what we do here in
Petzl America for the US and Canada is we have people who
monitor the key marketplaces on a daily basis. We're looking for
any resellers who are selling at below our MAP policy. We are
attempting to chase them down wherever we can, using a wide
variety [00:31:30] of means. And then whenever we can track it
down to a authorized dealer of ours, we have a MAP policy
program. There's a series of steps that we take in alerting them
to the violation and then having a strong policy of what we do
when there's a refusal to comply with the MAP policies.

Jon:

31:52

That's pretty typical in our industry for most brands, and again,
it's a day-to-day battle, and it's multiple people working on this
on a day-by-day basis. [00:32:00] We're actually looking at
enforcing and reinforcing our policies going into 2019 and
beyond, because again, what we're seeing is as people have
found new ways to discount, for example, products, whether it's
bundling, whether it's click to see final price in box, or whether
it's gift with purchase. There's so many ways that people are
playing with the idea of discounting. And it's pretty creative, but
that just means that each [00:32:30] time and each year we
have to constantly update and try to reinforce our language and
our policies in order to keep up with the evolution of the
marketplaces as well.
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Jon:

32:38

You know, in the last couple months I've probably spent close to
15 to 20% of my time on this issue [crosstalk 00:32:46]. That's a
lot of time. Just because it's evolving very quickly, and it's
becoming a major issue for a lot of us. And it takes a lot of time
to educate a lot of different people involved in the process to
understand what we can do and [00:33:00] how we can move
forward and evolve our programs. I think the evolution of the
program is going to constantly have to happen, just given the
evolution of the marketplaces. Not just marketplaces, but just
business in general at this pace.

Jon:

33:12

What used to be a local issue, if you had a local dealer who
would be advertising off-sale at a certain time of the year that
was key for everyone, it affected a smaller community. But with
the internet these days, it not only affects a town or a state or a
country, it's affecting a global marketplace in a lot [00:33:30] of
places. A lot of internet retailers are using algorithms to monitor
the price points that are out there in the marketplace, and the
moment one person goes off-sale, then they drop their prices,
and everything just spirals from there. It's a daily task. It is
almost a 24/7 workload in some respects if you keep on top of
this.

Kristin:

33:50

Well, and one thing I'd like to close with is, you have a zero
tolerance policy, don't you?

Jon:

33:56

We do, and again, it's one of those things where what we've
been finding is, [00:34:00] people are like, "Well, I didn't do
that, but this wasn't in the document, so you didn't explicitly say
I couldn't do this." And that's where things get really
complicated for us. We're working on evolving that language to
make that tighter and tighter and tighter.

Kristin:

34:14

Right.

Jon:

34:15

And our policies are going to get even stronger going into 2019
and beyond, for sure.

Kristin:

34:20

Well, I really think you've added such great depth to this whole
conversation, and I would love to be able to keep you in the
loop as this evolves. We are planning on continuing [00:34:30]
to cover this through Q1, and I think a lot more evolution is on
the horizon. It's been fabulous to have you on, representing the
brand voice but also giving just a great purview as somebody
who's literally grown up in this industry globally. You've lived so
many facets of the ecosystem, and even though there's so much
changing around us, that is still really so intact. You know what I
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mean? And that's what's precious and what we can protect, and
it's great that Petzl is out [00:35:00] there doing everything that
it can to protect that. You guys are doing awesome work, and
I'm so grateful you were able to come onto the show today, Jon.
Jon:

35:08

Well, I wanted to say thank you as well, because I think the
work you're doing around this subject is super beneficial to the
entire community. I'm really fortunate to be able to kind of have
a chance to share my thoughts on this with you and your
audience, because for me, it feels a kind of one-sided
conversation that was happening for quite a while. Having lived
through all the different aspects of our industry, from working
[00:35:30] retail floors and managing and buying and being a
rep, all the way through to where I am today, I understand it
from all perspectives, from almost every seat throughout the
entire chain. And I understand everybody's frustrations. I think
that, again, it goes back to community, it goes back to we're all
in this together, and we all have to try to work together to try to
keep it healthy, and know that as a manufacturer, we're trying
very hard to try to keep it healthy for everyone.

Jon:

35:55

I just hope people understand that there's a lot of effort going
on on the sides of manufacturers as well [00:36:00] to try to
help, but there are certain things that are just really hard,
because there is this anonymous reseller thing that is really
hard to track down. Boy, it's more and more complicated, and
we're making some serious steps in 2019. We're walking away
from some partnerships, because there are opportunities where
that can just lead to more resellers, and that's a tough decision
to make. It makes it somewhat more difficult in some cases for
some of our folks to do business with us, but we also know that
that's a necessary thing to do to be a part of helping [00:36:30]
this ecosystem stay as healthy as possible. So thank you so
much for helping out with all of this and bringing all these
points to the forefront of the conversation. It's really
encouraging.

Kristin:

36:41

Yeah. Well, I am here to serve with this podcast, and I'm
learning so much, so I look forward to working with you as this
whole thing continues to evolve, and thank you so much. We
will be looking for your leadership on this going forward.

Jon:

36:54

Well, thank you very much, and good luck and have fun.

Kristin:

36:56

All right, thank you.
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