


ments from Scent-Lok incorporate
membranes, as the company has
moved toward using more fabrics
coated with a Durable Water
Repellent (DWR). That’s true for the
Full Season series that is

Sesselmann’s favorite for bowhunt-
ing in his home state. “It’s soft, it’s
quiet, it’s burr resistant, it’s wind
resistant. It’s got a DWR finish that
takes a torrential rain or sitting in a
puddle to defeat. That’s really my

favorite along with ClimaFleece
BaseSlayers. Our original Base-
Slayers feel kind of cool to the touch.
With the ClimaFleece Base-Slayers
it’s instant comfort. You’ll want to
start wearing those up here about

Out Front in Scent Control

By Tim Dehn
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Michigan Second District Congressman Pete Hoekstra (in blue
shirt at far corner) toured the Scent-Lok headquarters during
ArrowTrade’s visit and met with President Greg Sesselmann and
some of his key managers. The meeting was coordinated by Ken
Busch (far left), who works in retail and marketing support for the
Muskegon firm, and by Congressional District Director Jon
DeWitte (behind Busch.) 

Sesselmann (back to camera) urged the Congressman to work
toward opening up more overseas markets and reducing trade
barriers here in the United States. He also said manufacturers
needed more protection against frivolous class-action lawsuits,

recommending we adopt the British system that forces plaintiffs
who fail to win their case to pay 10 percent of the award they’d
sought, back to the defending firm. He pointed out that America
was founded on conservative, Christian principals and our free-
doms go hand in hand with a need for personal responsibility.

Visitors to Scent-Lok are greeted in the entrance by a “God Bless
America” sign and a large U.S. Flag. The next thing they’re likely
to notice are the mounted game animals that fill almost every
available wall space, as quiet testimony to the effectiveness of
the odor control technology Sesselmann brought to the hunting
market back in 1992.



October 15 and use them like paja-
mas and long johns through the 15th
of March, they’re that nice.”

For 2008, you can get camo pat-
terns on both styles of BaseSlayers,
so a customer who unzips a jacket is
still fully camoed, as is one who’s
stripped down to chase elk along
western ridges. The camo Base-
Slayers give the early season
Southern bowhunters another
option to the warm-weather
Savanna garments. Those are known
as Savanna EXT garments this year,
because they’ve been lightened by
up to 25 percent over the Savanna
garments you may have stocked for
2007.

How was it possible to lighten a
scent-control fabric that’s already as
light as a typical dress shirt? Let’s
chart a little history. I started hunting
in Scent-Lok clothing in the original
green “ninja suit.” It was light and
cool but contained the carbon in
nodes on the surface that wore off in
high abrasion areas. When
Sesselmann switched from that
German fabric to fabric produced
here in the States by Milliken Mills, it

incorporated a liquid glue to hold
the carbon granules between two
layers of fabric. That meant you
could have camouflage on the outer
layer, but since the glue was clogging
some of the carbon you needed a
heavy dose of both. 

I remember opening a Scent-Lok
box and reading the sheet recom-
mending I soften the garment by
tumbling it with tennis shoes in a
dryer. I’ll admit I never did soften the
headcover enough to get comfort-
able using it. During this visit,
Sesselmann handed me one of the
new Savanna EXT headcovers, which
felt softer than a cotton handker-
chief. How was that accomplished?

America is in the forefront in
many areas, but fabric technology is
not one of them. When Scent-Lok
reluctantly followed its competitors
to offshore production a few years
ago, it was able to take advantage of
newer fabric bonding techniques.
Sesselmann asked me to imagine the
activated carbon chunks sitting
between fabrics with such a tight
weave that it’s held in place mechan-
ically, not by a layer of glue. Much

smaller chunks of powdered adhe-
sive surround the carbon, and
through heat and pressure the two
fabrics in essence become one. 

When new fabrics are being
investigated, Pacquin said he typi-
cally orders 20 yards to be bonded
with the carbon. He’ll have 5 yards
shipped to the Muskegon plant, and
leave 15 overseas with the company’s
key business partner there. When the
product development team overseen
by Marketing Vice President Mike
Andrews is ready to green-light a
new garment, Maureen Goltz takes
over. She’ll get one or two samples
made up for the company’s “war
room,” using her contacts or sewing
them herself if needed.

The war room is what Scent-Lok
refers to a sample room that’s gener-
ally off limits to visitors, where
potential new styles are kept under
wraps until they’re shown by
Langlois to major outdoor retailers
that are the company’s largest cus-
tomers. Adopting techniques it saw
work in the ski industry, Scent-Lok
may start with dozens of styles that
vary slightly in fabrics and features.
With that many choices, Scent-Lok
can afford to grant Cabela’s or Bass
Pro Shops, Gander Mountain or
Sportsman’s Warehouse, Dicks or
Scheels an exclusive on a particular
style. Langlois just doesn’t show that
garment to the next buyer, yet
they’ve still got plenty to choose
from and their own expertise in
retailing helps Scent-Lok narrow the
field down to what should be strong
sellers for its own line.

Langlois said when Scent-Lok introduced
the lightweight Savanna series a few
years ago, the firm began getting orders
for the first time from retailers in the
southeast, south and southwest. Prior to
that its garments were commonly consid-
ered too warm for use in bow seasons in
those areas. The 2008 Savanna EXT styles
are up to 25 percent lighter than last
years, thanks to continuing improvements
in fabric selection and bonding tech-
niques. You’ll find bibs, coveralls, mock
turtlenecks, shirts, pants, and two differ-
ent jackets, plus coordinating headcovers
and gloves. All can be ordered in Mossy
Oak Break-Up or Realtree AP, and some
come in the new Mossy Oak Treestand
pattern (shown at left) as well.
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Once sales and marketing and
production leaders decide it makes
sense to go ahead with a garment,

Goltz can send detailed specifica-
tions and samples to the plant that’s
bidding on the work. They also are

shipped the fabric needed to pro-
duce a small test run from the over-
seas supply. A plant that’s done good
work for Scent-Lok in the past may
be given the go-ahead based on how
well they follow those specs.
Someone new to the Michigan firm
may get a visit first from Pacquin and
Don Sutton, a consultant whose
decades in the cut and sew business
help him evaluate how well a plant
can fill the entire order.

The clothing industry is one of
the first to be established in develop-
ing countries, Greg Sesselmann
explained, since it requires a lot of
labor and a relatively small invest-
ment in machinery. To stay competi-
tive in price, the company has had
Scent-Lok garments sewn in
Vietnam, Sri Lanka, Bangladesh,
Jordan, and China, as well as in
South American countries. It may
seem dangerous to trust a distant
plant to produce millions of dollars
worth of garments, but its how cloth-
ing is made today and the 20-page
specifications Goltz may prepare for

Greg Pacquin heads the licensing department at Scent-Lok and coordinates the search
for new fabrics that may offer hunters improved performance or appearance. He’s pic-
tured with some of the fabrics in his “library.” He told ArrowTrade he’s on the trail of a
soft new exterior fabric that is knit so tightly that it is naturally waterproof.
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That allows those major
retailers to offer popular
hunting styles with or with-
out the Scent-Lok technolo-
gy, similar to how they may
offer garments with or with-
out a Gore-Tex membrane.

“As a combination of
these three approaches, I
believe our brand is the
most profitable product at
these retailers,” Sesselmann
reiterated. “Now, bubble
gum sitting at the checkout
rack may offer similar mar-
gins, but remember we’re a
high price point item. We’re
very well marketed on the
outside, and we’re very well
serviced on the inside.”

Sesselmann says the
buyers for the major chains
have very challenging jobs in deciding
what to buy and how heavily to buy
from the sea of products available to
them each year. He encourages his
staff to picture those buyers as being
“overworked and underfed” so they’ll
approach them with the right attitude.

“Our job here is to make their life as
smooth as silk, to make it real easy to
do business with Scent-Lok. It’s not
just enough to have good product,
you’ve got to be dependable. The cus-
tomer is making floor space available
for it and he’s expecting a certain

amount of sales out of it. You better be
there on time with those goods.”

It’s flattering for him to walk into
a new Cabela’s store during a grand
opening and see the wide array of
Scent-Lok garments visible inside
the main entrance, Sesselmann said.

Maureen Goltz creates the
detailed  specifications that cut &
sew plants around the world use
as blueprints to manufacture
Scent-Lok garments. She also
heads quality control, and was
verifying the sizing of a new glove
style the day I visited.

A short-sleeved liner top is new in the
BaseSlayers series, along with camo-
printed garments (left) so hunters can
unzip or shed a jacket
and still be in camo.
Ultralight headcovers
can be worn or your
customer could opt for
a scent-eliminating
reversible Skull Cap
under a ball cap.
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BaseSlayers. As noted earlier,
Sesselmann feels the Full Season is a
good all-around choice for hunters
in the Midwest. The sales represen-
tatives should be able to provide
specific recommendations to retail-
ers, and show them the merchandise
displays the company has available
to hold jackets, pants and acces-
sories.

Driving Consumer Demand
Any store that stocks Scent-Lok

clothing is going to benefit from one
of the most powerful marketing pro-
grams in the hunting industry.
Scent-Lok spends millions of dollars
each year on a combination of full

page color ads in trade and con-
sumer books as well as TV advertis-
ing and program sponsorships. Any
tour of the headquarters is going to
include the large editing suite, where
for seven years Aubrey Gale and his
colleagues have been turning out a
series of award-winning programs.

Marketing Vice President Mike
Andrews said for most consumer
goods, TV has become a very frag-
mented market. If you want to intro-
duce a new laundry detergent or cre-
ate interest in a brand of car, you’ve
got about 150 choices between
broadcast and cable outlets.
Thankfully, hunters are attracted to
relatively few channels, and Scent-

Lok has done well by concentrating
most of its programs on The Outdoor
Channel. “We sponsor about a dozen
shows out there at some level. In
fact, we just signed on as the title
sponsor for Ted Nugent’s show, so it’s
going to be Scent-Lok’s Spirit of the
Wild. In 2008 we’re airing Scent-Lok’s
Wildlife Point Blank, and Scent-Lok’s
Whitetail Freaks. And we’re working
on a long-term plan to continue
sponsoring Scent-Lok’s Gettin’ Close
with Lee and Tiffany Lakosky.”

The great thing about sponsor-
ing your own hunting programs,
Sales VP Norm Langlois added, is
that you don’t have to come right out
and advertise your product. “As
you’re filming and editing, you can
make sure you’re getting close-ups of
the Scent-Lok logos. Plus you can
control your message. Head covers
are a good example. You can make
the statement during a show that it’s

Mike Andrews (left below) and Norm
Langlois are stronger in their marketing
and sales roles because of the success
Scent-Lok has had in originating popular
long-running hunting programs. This year
hunters have been watching Lee Lakosky
(top left) and wife Tiffany concentrate on
whitetails in the Gettin’ Close series, while
Phil Phillips (lower left with trophy tar)
continues his world-wide adventures on
Wildlife Point Blank. The Whitetail Freaks
series with Don and Kandi Kisky is another
where Scent-Lok has had top billing.
Andrews said Scent-Lok plans to be one of
the sponsors for a new program featuring
Phillips and has recently signed on as title
sponsor for Ted Nugent’s Spirit of the Wild.
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Gettin’ Close.
A hunter’s hair is probably the

worst generator of odor, Andrews
said, but once you get him to cover
that up you should also pay atten-
tion to his hands. “It’s not so much
that odor is wafting off their hands,
but they’re leaving it on everything
they touch,” Andrews said. “Think of
how much odor is getting on a bow
rope when they’re hauling it up with
their bare hands. I hate to see guys
walking through the woods and
touching branches without gloves
on. Our gloves are definitely
improved this year, and the nice
thing is they make a good add-on
sale.” The customer may not buy
gloves when he gets his suit and
headcover, but may end up buying
them at Christmas or the next sea-
son.

Three of the company’s five
glove styles for men are new this
year. There’s a warm new Bowhunter
Release Glove with a nice high cuff
you fasten after passing the release
through the opening. Fleece
ThunderTek waterproof insulated
gloves are available for severe weath-
er. For early season, a new Non-
Insulated glove is offered to comple-
ment the tight-fitting Shooters Glove
and the Pop-Top gloves that were
already in the line.

Scent-Lok has some footwear
licensees that make use of an odor-
blocking membrane available
through a partnership with Gore-
Tex, Andrews reminded me. But the
company has also been expanding
its line of scent-absorbing socks. The
socks use a combination of activated
carbon technology to absorb odor
and silver ions that help prevent the
growth of bacteria. It was extremely
challenging to develop a form-fitting
sock that would offer long-lasting
odor protection, he said, but a pre-
mier maker of hosiery based in
North Carolina was able to accom-
plish it. Three of the four new hunt-
ing socks have companion models
designed to appeal outside the hunt-
ing market.

Here’s an example. The compa-
ny’s new Lightweight Boot Sock in
green comes up just below the knee
so it’s a good item to sell to hunters

who like to wear high rubber boots.
In gray, it’s called the Scent-Lok
Truckin’ Boot Sock. Andrews slid up
his cuff to show me how they extend-
ed above his western boots. “Now if
we can just get every cowboy in
America thinking about these...”

Scent-Lok recommends reacti-
vating its hunting garments in a
dryer after 40 hours and suggests
one or two washings a season unless
you get them bloody or muddy. It
doesn’t approach socks in the same
way, figuring people who are on their
feet a lot will be changing socks daily.
“What we wanted to make sure of
with our socks was at the end of the
day, when you take your shoes off,
your feet don’t smell,” Andrews said.
“Wives just can’t thank us enough,”
is the message being communicated
in the footwear section of the com-
pany’s 48-page 2008 catalog.

Langlois said the socks are giving
the company the ability to sell out-
side the hunting market, and
Andrews spoke of how a new Scent-
Lok PD line is keeping bullet-proof
vests fresher for police officers. Both
would like to see the company sell
more to gun hunters.

Langlois estimated only 30 per-
cent of Scent-Lok clothing is being
sold for firearms hunting, though
anyone who understands scent con-
trol knows gun hunters without it are
at a real disadvantage. He won’t push
for blaze orange jackets since inex-
pensive vests can meet those safety

requirements, but may ask Scent-
Lok to add orange headcovers.

“Our campaign this year is going
to be called Hunt 360,” Andrews said.
“because that’s what our brand
promise is really all about.’You will
see deer and virtually any type of
big-game animal downwind,
unalarmed.’ When you’re playing the
wind, what it really means is you’re
eliminating about 40 percent of the
area a deer could come from, in the
shape of a cone of scent with you at
the center. A buck coming down-
wind from 500 yards might stop at
200 to 300 yards as if it’s thinking,
‘this ain’t smelling right,’ and they’re
gone. When you’re rattling, or grunt
calling, many, many times the bucks
will come in from downwind. It’s the
same way with big bears. Those
always  seem to come in downwind.” 

The new ad campaign should hit
home with bowhunters as well,
Langlois said. “There could have
been a deer crossing 30 yards behind
you, but your scent spooked him out
before you even had a chance to see
him. We want to use this line in the
advertising, ‘You don’t know what
you’re missing.’ Because without
scent-eliminating clothing, you just
don’t know.”

A combination of activated carbon and a
silver-enhanced polyester thread stop foot
odor in a footwear line that includes four
new styles. At one end is this light new
Sneaker Sock (above), at the other is this
heavyweight Boot Sock (right).






