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! ick’s Sporting really eight stores in o . -
ith i Lands stores, Dick’s . o
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00 i that has defined its past few years. or adventure activty o) x
driven terra BY TALIB VISRAM camping, fishing or P
But there's more than just go,g-
on shelves, s

The cycling shop, for exam.
ple, sells bikes, but also offerg
repairs and rentals: Climbing instructors dort just i
 customers for climbing shoes; they facilitate test Tung
on the store’s 30-foot climbing wall. There’s even 5 con-
cierge on hand, advising shoppers about local parks,
classes, and environmental volunteer opportunities
Employees aren't just there for the transactions, but,
foster a community around America’s 640 million acres
of parks, forests, and wildlife refuges. One percent of
sales from this store, called Public Lands, goes toward
a fund supporting conservation efforts led by national
and local nonprofits, including the Conservation Alli-
ance and Allegheny CleanWays.

Public Lands, which is opening a second location, out
side Columbus, Ohio, in December, and has a growing
e-commerce arm, is a new retail concept from Dicks

Sporting Goods. The athletic giant, which has 852 stores
across the United States and brought in $9.6 billionin
revenue in 2020, is known for courting the prov: ial
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soccer moms, golfing dads, and their Little League—playing k.ids. But
Public Lands, which is headed by Todd Spaletto, forme.r president of
the North Fac’e, is aimed at a new demographic: the km‘ds of ur.ban
professionals who are increasingly invested in supporting retailers
& | that reflect their values. : . :
kil The Public Lands store in Cranberry, Pennsylvanlfa, stands in
| the same spot as Dick’ first Field & Stream outpost, a line of stores

that the company has operated since 2013. Field & Stream has al-
ways catered to outdoor enthusiasts as well, but of a different sort.

Public Lands marks a major departure: It is no haven for hunters.

Nor, increasingly, are the majority of Dick’s stores, which have been
whittling down their firearm inventory as the company plays a de-
mographic long game.

America is used to the “thoughts and prayers” routine that
follows a mass shooting. But when a gunman murdered 17 people
ata high school in Parkland, Florida, in 2018—and Dick’s discovered
that he had purchased a shotgun from one of its stores—the com-
pany abandoned the typical corporate script. Instead, then CEO Ed
Stack (son of founder Dick Stack) decided to permanently stop sell-
ing semiautomatic weapons.
Stackjoined gun-reform group Everytown for Gun Safety, as part
of its council of business leaders, and urged Congress to act on gun

4 control. His stores, meanwhile, began systematically pulling all guns

DISARMING RETAIL

How other large retailers have responded
to mass shootings

;Ti Cabela’s it

L__| Theretailer's then CEO, Tommy Millner
(who previously spent 15 years leading
gunmaker Remington), reportedly
said his company enjoyed such.a rush
of gun buyers after the Sandy Hook
massacre that it ‘didn’t blink” about con-
tinuing to sell them. Cabela’s still sells
semiautomatic and military-style rifles.

B Kroger
The company decided to completely
phase out guns from its Northwest-
based Fred Meyer supermarkets weeks
after Parkland. It didn't mention the
school shooting as a motive, but cited
‘softening customer demand

Walmart

Walmart retired semiautomatic weapons
in 2015. Aftera shooting inside its own
store in El Paso, Texas, in 2019, it discontin-
ued handguns and short-barrel rifles.

!n 2020, the superstore temporarily pulled
its remaining shotguns and ammunition
after the murder of George Floyd,
mentioning “civil unrest”

off their shelves. Today, just 13% of DicKs stores sell fire-
arms, and only those made specifically for hunting, and
the company has drawn down its Field & Stream stores
from 35 in 2018 to 21.

That was “a momentous time in our company’s his-
tory,” recalled Dick’s then president and current CEOQ,
Lauren Hobart, speaking at Fast Company's Innovation
Festival in October. Butit certainly wasn't easy, Majorgun
companies cut ties, and the NRA proclaimed that the re-
tailer was “punishing law-abiding citizens.” Dick’s was
also the subject of a sustained, if not broad, customer boy-
cott. “People who are angry have a longer IMemory, per-
haps, than people who are supportive,” said Hobart. The
company estimates that its decision to stop selling ay-
tomatic weapons cost it about $250 million in revenye.

But eventually, the move began to pay off. 4 think
they recognized that their core consumer was not a
gun buyer, not a hunter,” says Matt Powell, senior an-
alyst for the sports industry at NPD Group. Dick’s rev-
enue rose nearly 10% in 2020; in the second quarter of
2021, sales were up 21% over the same quarter in 2020,
and 45% over 2019. There are other reasons for that up-
tick, including a pandemic-related surge of interest in
outdoor activities and smart investments in private-
label brands—particularly for women. “You make a
lower profit margin on guns,” notes Powell, “than you
do on sneakers or baseball bats.”

Spaletto says it wasn't a straight line from the com-
pany’s vocal anti-gun stance to the new store concept.
“Public Lands is an expression of a consumer insight,
purely,” he says. Still, the protection of public lands is,
inmany ways, a hot-button issue. Spaletto is interested
in marshalling the company’s resources, for example,
to help protect Utah's Bears Ears National Monument,
which the Trump administration reduced in size by
85%. (Biden’s White House has since restored it.) Pata-
gonia, a brand partner of Public Lands, has been outspo-
ken about Bears Ears as well, pulling out of an industry
trade show in Utah to protest the states collaboration
with the Trump administration. Before the 2020 elec-
tion, it also covertly printed “Vote the assholes out” on
the labels of some of its shorts.

Public Lands may not become so pointed in its advo-
cacy. (Dick’s has steered clear of political contributions in
recentyears, though Stack reportedly considered a third-
party presidential run in 2020.) But with the new Public
Lands fund, Spaletto is positioning the retailer to stand
alongside mission-driven outdoor companies like Pa-
tagonia. “Brands have to pick alane today,” Powell says.
If they don’t align their values with those of their cus-
tomers, consumers “will take their business elsewhere.”

Hobart said that Dick’s won't get mired in every polit-
ical debate. But the company will speak up when it can
add unique perspective. After the Parkland shooting, she
said, “We developed a voice that we didn’t have before.”



