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Introduction and Background 

Introduction 

Center T has engaged Center P to assist in a Department of Labor project for EFF and BFF, working 

through issues of old technologies and a declining customer base, in addition to product quality issues. 

The focus of most customer data in this report is EFF. 

BFF and EFF both have the capacity to increase production. Each facility is operating only one shift per 

day, rather than three and these two facilities share employees. 

A potential new market was identified at TV, EFF’s biggest and most frequent customer. The current 

project was structured around a TV opportunity that led BFF/EFF to seek product improvement in order 

to reduce color transfer issues. While that opportunity with TV ceased to be viable during the program, 

it is believed that there are other potential customers for the improved product. 

In addition, BFF and EFF need to find new customers for new or existing markets. Previously, BFF and 

EFF provided fabric to military end users, however this was through distribution and the channel was 

lost. BFF would like to investigate how to regain a share of this market. 

This final report will provide BFF and EFF with research analysis on the following markets, selected by 

Owner: 

1. Awnings and Canopies, a well as Elite Marine 

2. Flexible Intermediate Bulk Containers (FIBC) 

3. Agricultural Products 

In addition, Center P will follow the preliminary analysis of the BFF and EFF “No” customers with a 

market research survey and analysis. 

Background 

In the past, BFF and EFF have been the ‘go-to’ companies for smaller orders. Larger competitors, such as 

Graniteville, do not take on small fabric runs, therefore leaving a market niche for BFF and EFF. 

In Center P’s preliminary report, delivered in September of 2010, several aspects of BFF and EFF 

production and customer relationships were reviewed and analyzed. During a six-month period of 2010 

(February to July), EFF saw just eleven orders that were greater than 5000 linear yards, a preferred 

length. Three of EFF’s customers placed these eleven orders. Thirteen companies ordered from EFF 

during this time, with the average rate of orders at near one per month when TV is excluded from the 

analysis. 

Research Approach 

Center P proposed conducting a marketing study to assist BFF to develop the following information: 

• How do competitors go to market? (See Appendix F) 



 

 

6 BFF Market Review and Training 

February 17, 2011 

• What does the market want? 2 yrs? 10 yrs? (See Appendix F) 

• Are there new customers for existing segments? (See page 8) 

• Are there new customers for new segments? (See page 12) 

• How does BFF’s approach to going to market compare to its competitors? (See Appendix F) 

• What is the future of the coated textile/fabric market? (See page 14) 

• Should BFF consider a new business proposition (i.e. transition from a contract coatings 

manufacturer to a “one-stop-shop” or something in between?) (see page 15) 

Center P divided these tasks into three Phases : 

Phase 1: Planning and Preliminary Research  

1. Review previous studies, formulate research plan (See Appendix A) 

2. Obtain approval of questions; gather BFF/TV and other data  

3. Launch research with review of questions via phone call with Owner 

4. Conduct initial research  

5. Review initial results, review/revise questions, select 3-5 priority areas for investigation 

Phase 2: Research of Priority Areas 

1. Launch research of priority areas via meeting/phone call with Owner 

2. Conduct more intensive research of 3-5 markets 

3. Discuss findings with Owner via phone call/meeting 

4. Complete research 

Phase 3: Final Report and Findings 

1. Discuss conclusions and recommendations via final meeting with Owner 

2. Deliver final report 

3. Train BFF and EFF in area of Market Research 

Research and Findings 

Phase 1: Planning and Preliminary Research 

During Phase 1, Center P reviewed two studies previously performed for BFF and EFF; formulated a 

research plan; developed research questions; gathered information on BFF and EFF; met with Owner to 

review and modify the research questions and conducted the initial research. 

Appendix A discusses the findings of the review of two previous studies, as well as an in-depth literature 

review of the current state of the industry, as provided by the International Fabrics Association 

International. 
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Appendix B provides the results of the analysis performed on the BFF and EFF customers and 

production. In Appendix C, Center P has provided a list of competitors to customers purchasing from 

EFF, mentioned in the analysis. 

Customer orders for BFF and EFF show no consistency in any area of analysis. Different fabric types of 

different widths and weights were brought by customers for coating. Since customers typically provide 

their own fabrics, often purchased overseas, the quality of the output is questionable.  This brings to the 

forefront the issue of quality control.  There is no quality control process in place at BFF or EFF. This will 

be an issue when seeking government or higher value-added commercial contracts.  

In the preliminary report, Center P identified short-, medium- and long-term market recommendations 

for BFF and EFF.  

For the short-term, it was recommended that both organizations  

• hire a sales person to reconnect with their “No” customers and also to begin connecting with 

the potential customers listed in Appendix C 

•  investigate partnering opportunities within Ohio 

•  pursue the large format digital printing opportunity (David Givens has been suggested as one 

possible source). 

For the medium-term.Center P recommended exploring 

• the military market 

• the agricultural applications 

• flexible intermediate bulk containers (FIBC) 

•  new applications in awnings and canopies.  

For the long-term, suggestions included 

• solar applications 

•  geothermal applications  

Phase 2: Research of Priority Areas 

During Phase 2, Center P met twice with Owner to review the findings of Phase 1. Following those two 

meetings, Owner requested that the markets for in-depth review be awnings, canopies and marine; 

FIBC; and agricultural applications. In addition, Center P offered to perform a market research survey of 

the EFF “No” customers.  

Questions and answers from Phases 1 and 2 can be found in Appendix F. 

Phase 3: Final Report and Findings 

During this phase, Center P met with Owner to discuss the conclusions and recommendations that 

resulted from the research and to deliver a final report.  In addition, Marsha Cusin was trained in 
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performing research.  A copy of the training guide, “Market Research Guide” is contained in Appendix D.  

Following are the key findings from the Phase 3 efforts.  

Are There New Customers for Existing Segments? 

Identification of Potential Customers 

Customer lists for BFF and EFF were provided by the client. These lists were categorized by Owner into 

“Yes”, “No”, “Not Direct”, “Military” and a few other categories. The “No” customers were the focus of 

much of the research in this area. Center P feels that this is a key area for BFF and EFF to begin seeking  

new sales. While a small number of these companies have gone out of business, the majority are still in 

business but have stated that they had not had any contact from  EFF lately. 

A second area of new opportunity lies in the competitors to the current BFF and EFF customers. 

Appendix C provides a list of competitors to the 13 companies purchasing from EFF between February 

and July 2010.  These “competitors” identified by similar North American Industry Classification System 

(NAICS) codes are potential customers for BFF or EFF. 

Market Research Survey Results 

Center P performed a limited amount of market research for EFF. There were a total of 61 companies on 

the “No” list. Of those, 19 were in Ohio or nearby states (OH, MI, IN, IL, PA). The focus of our research 

was on those 19 companies. 

Data was unavailable on six of those companies.  It is possible that they are no longer in business. Of the 

remaining 13, eight were contacted and five were actually interviewed. Messages were left with several 

others but no responses have been received to date. One company hung up upon hearing the purpose 

of the call. Two are purchasing EFF products through Top Value or TV. 

During the interviews, companies were asked the following questions: 

1. In the past, you have utilized EFF to coat fabrics for you. Do you recall the last time you did so?  

2. What is the main reason you have not continued to use EFF? 

3. Would you consider using EFF again in the future if this changed? 

4. If EFF offered improved coatings, would that make a difference? 

5. When choosing a coating company, what is your primary consideration? (Cost, turnaround time, 

order size, quantity) 

Responses 

Company UCC – Antioch, IL 

Owner 1 was interviewed. He stated that they have had satisfactory experiences with EFF but their 

business is down. They do custom orders so they only need small volumes for specific customers. Steve 

at United usually handles orders for EFF but was on vacation for two weeks and unavailable. 
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Company ACC– Millersport, OH 

Owner 2 stated that he purchased EFF fabrics through a middleman who died. (He once made an offer 

to purchase EFF but is no longer interested.) He now buys coated fabric from another US business 

cheaper than he can pay to have it run. What he cannot use, he resells. Price is the only advantage he is 

looking for. He might buy from EFF again if a salesman contacted him. 

Company CG – Galion, OH 

Owner 3, was interviewed. Owner 3 said that he once used canvas for tents, but now the biggest tents 

are vinyl. He buys his awning fabric from TV. He told the interviewer that not as much canvas is used 

now as was in the past. EFF never contacts him about new products. He sees no advertising for them. 

The only EFF product he has heard about lately is a fire resistant one. EFF needs a salesman. Steve once 

worked with Kevin’s father and grandfather. 

Company RA – Randolph, OH 

Owner 4 was interviewed and said that his dad, Owner P, handles orders. He said that they used EFF 

fabrics until the type they wanted was no longer available. They still buy some EFF poly-cotton from TV 

but price increases have pushed them to offshore fabrics in many cases. They were never dissatisfied 

with EFF products but are always looking for the lowest price. 

Company FF – Grove City, PA 

Owner 5 was interviewed. She stated that they continue to use EFF fabrics but buy from Company TV2. 

She has only been with the company since 2003 but does not think there was ever a problem dealing 

with EFF. They often need a low volume of fabric in a specific shade. On the day of the interview, she 

had placed an order for #8 Competitor. Much of their fabrics currently come from Competitor 2. 

Company LT – Elkin Park, PA 

The person who answered hung up after the purpose of the call was explained. 

Potentially Closed 

For the companies below, Center P was unable to obtain Web and/or phone records. In some cases, 

phone calls were made to existing phone numbers but there was no answer. 

• Company MBT 

• Company ABP 

• Company CT 

• Company CG 

• Company NG 

• Company IDR 

• Company BA 

• Company DI 

• Company DB 

• Company FC 

• Company MU 
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• Company MC 

• Company MT 

• Company SM 

• Company SA 

This limited sample supports the opinion that the number one key for BFF and EFF is to hire a sales 

person to get name and face recognition to these companies. 

Existing BFF and EFF Markets 

Awnings and Canopies 

Trends and Technological Advancements 

The future of awnings and canopies seems to be a ‘go big or go home’ mentality. While there is always 

room for the restaurant awning or home canopy over a porch, the new trend is long awnings spanning 

city blocks or large entertainment areas. Technology is playing a key role in this new, larger awning. 

Some companies, such as Competitor, are fitting their sail awnings with wind sensors, which allow the 

shade to be automatically closed when the wind becomes a danger. Awnings used in areas at risk for 

high winds also need to be reinforced to withstand hurricane force winds, such as the restaurant 

awnings put in place at a Fort Lauderdale restaurant by Hoover Canvas Products. The awnings, 

manufactured of existing TV fabrics, needed to be visually pleasing while meeting the Florida building 

codes for high velocity winds. 

Another technological advancement is solar capabilities. New research is exploring the feasibility of 

awnings that have the ability to capture and store the sun’s energy with thin-film photovoltaic cells 

integrated into the fabric. This energy could be captured and utilized by the awning’s own motorization 

system, or it could be used for personal electronics. While still in the early stage, this technology is 

beginning to show up in prototypes. 

Other types of outdoor structures are using canopies with roll curtains, a system by which a cantilevered 

canopy stretches over the top of the area while motorized “curtains” of fabric are rolled up or down, 

depending on the weather. These fabrics must be strong enough to withstand high winds and water 

resistant to keep customers dry. 

Over the last ten years, digitally printing on awnings has gained some ground. Commercial customers in 

particular are showing interest in this type of product and Competitor Product is a key player. The 

Competitor method includes a solution-dyed acrylic fabric, combined with a thermal film that is utilized 

for printing. The film is printed and then thermally transferred to the acrylic. This method allows for 

vibrant colors to be added to the awning with the only limitation often being local sign ordinances. 

Flammability is an issue of concern with awnings. Stricter fire-rating guidelines are being applied to 

umbrella and pavilion structures as many commercial applications require electrical components. The 

industry concern is that the new fire codes will require retesting of fabrics, which would take time. The 

industry is trying to encourage regulators not to take things to an extreme that cannot be met. 
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The biggest competition for awnings and canopies comes in the form of glass and metal structures. The 

industry as a whole is encouraged, however, that ultimately, fabric structures are more cost effective 

and provide the lower cost solutions for change down the road. 

Fit with BFF and EFF 

In order for BFF and EFF to continue to be a player in the awning and canopy market, they will need to 

provide coatings that meet the new requirements – high UV protection, high wind protection, 

flammability, water resistance and the ability to be thermally adhered to a digitally printed film, to name 

a few. Partnerships with companies doing large format digital printing and photovoltaics would be 

beneficial once these issues have been addressed. 

Marine Applications 

Trends and Technological Advancements 

Boat owners today are not just looking for something to cover their boat. They are looking for a high-

quality product that will look good and last for a long time. Color and form retention are both in high 

demand in this market.  

New product development is the key in the marine fabric manufacturing environment. Without 

innovation, marine manufacturers will not survive. A time investment involving several years is often 

required to get a good product from design table to customer familiarity, according to managers of 

several large companies, including Glen Raven. Product development often occurs on two fronts – 

current product improvement and innovation. In order to maintain market share, companies must be 

aware of the increasingly specific customer demands by trying to stay one step in front of their 

competitors.  Competitor 3, a company of similar size to BFF and EFF, has spent as many as five years 

developing new formulations for existing products in order to solve problems of color rubbing off or 

bleeding onto vinyl upholstery.  

Fit with BFF and EFF 

This is one area in which EFF may have a more early-term opportunity. As the company implements the 

new formulation that resulted from Scientist’s research, the marine product may be ready to market to 

customers, new and old. Continued research and development to improve this and other products will 

be necessary in order to keep up with the changes in market demand. Thus the need for a partnership 

or hired chemist exists for this application as well. 

Military Applications 

Keys to Obtaining Contracts 

According to an October 2010 Specialty Fabrics Review article (“Tap Into Expanding Government 

Markets”), the U.S. government had over 36,000 active opportunities that were valued at over $25,000 

listed in the FedBizOpps Website. Government projects utilizing textiles range from construction to 

uniforms, but getting these contracts requires a lot of hard work on the part of the company. While EFF 

has gone through the process of becoming a government subcontractor and BFF is currently completing 

the process, there are other steps that BFF and EFF will need to take to succeed. 
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Being aware of world events is one way to keep abreast of what is needed – not only military events, 

but also natural disasters such as those in Chili or Haiti. These types of events are always occurring 

somewhere in the world and the U.S. is generally asked to assist in some way. Predicting what is needed 

long-term is not a true possibility, so a successful company must be quick to realize the opportunity and 

capitalize on it. Having the proper relationships in place is key. 

One avenue to winning government contracts, according to Specialty Fabrics Review, is to attend 

agency-sponsored conferences, either in person or by webcast, as a way to learn how the agency is 

planning to spend funds. It also gives companies an opportunity to meet the agency managers and often 

assists in winning contracts by putting a face to a company name. While price, quality and product are 

important, having a personal connection can have added benefit. 

Work with the Regional Assistance Office to identify websites to be monitored daily or weekly.  This 

office offers a unique assistance to Ohio companies in some counties including Company Town.  RAO 

Worker and her staff specialize in helping small Ohio companies identify military procurement 

opportunities.  They know when agency sponsored conferences are scheduled.  The office address and 

other  Military resources can be found in Appendix E. 

Fit with BFF and EFF 

In order to obtain government contracts, BFF and EFF will be required to have better quality control in 

many aspects of their process, from fabric quality to the coating thickness and consistency . Both 

organizations are going to need to know the specifications of the fabrics being coated. This will mean 

hiring a chemist to do the formulating and testing. It will also mean finding good quality fabric and 

putting a quality control process in place. Quality control testing can be outsourced to a testing 

laboratory or equipment and trained personel can be provided in the plant.  Many standard tests are 

not complicated to run but standardized equipment and procedures are required.   

Finally, having an individual who is able to visit the various government department Web sites on an 

ongoing basis will be a key to staying on top of what is coming up. Each year, these various departments 

put out a procurement forecast that is searchable through their Web sites. Currently 2013 needs are 

being assessed. 

Are There New Customers for New Segments? 

New segments selected by Owner included Flexible Intermediate Bulk Containers (FIBC) and Agricultural 

Applications.  

Flexible Intermediate Bulk Containers 

Identifying the Market 

FIBCs are defined as intermediate bulk containers having a body made of flexible fabric which cannot be 

handled manually when filled.  These containers are intended for shipment of solid material in powder, 

flake or granular form.  No further packaging is required.  The containers are designed to be lifted from 

the top by means of integral permanently attached devices (lift loops or straps) by equipment like fork 

lifts.i 
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FIBCs  are generally made of woven polyolefin, according to the Flexible Intermediate Bulk Container 

Association.  Polypropylene tapes are woven into fabric.  The bags are made of coated or uncoated 

fabric to meet specific requirements of the end user. FIBCs generally hold between 15 and 80 cubic feet 

of material and can be designed to handle a variety of products. 

End use markets for FIBCs are broad and include chemicals; pharmaceuticals; crushed stone; foods such 

as flower, sugar and other granular/powder type items, as well as liquids; plastic resins or pellets.  Other 

markets include minerals used in the rubber industry; agriculture products such as seeds, grain, popcorn 

or beans; and hazardous waste materials.  Most FIBCs are commodity products but bags can be  

designed specifically for an end use with brands and logos printed on the outside and  special coatings 

or linings as needed.  These specialty bags have seen steady growth in market share. 

One Ohio company was identified as a manufacturer of FIBCs – Competitor D. This company has eight 

employees and operates out of an 800 square foot facility. According to Dunn & Bradstreet, this 

company has been in operation since 1984. According to ThomasNet and MacRae’s Bluebook, there are 

42 companies in the U.S. manufacturing FIBCs. A complete list of these companies can be found in 

Appendix G. 

Fit with BFF and EFF 

To enter this market, BFF and EFF would need to identify and partner with one or more companies 

fabricating FIBCs.  BFF and EFF could coat woven polypropylene fabric for special end uses and digital 

printing.  If the company is producing specialty bags, it is likely that  BFF and EFF would need a chemist 

to identify coatings to meet the needs of specific end users.  Good  control of fabric quality and the 

coating process would also be required.  Coating fabrics for FIBCs could require new coatings 

formulations, new equipment, and employee training at BFF and EFF. 

Agricultural Applications 

Identifying the Market 

Coated fabrics and polymer films have been used in agriculture for a long time but have gained 

momentum since the 1990s.  Areas with cooler climates can extend the growing season by six to eight 

weeks with soil temperature control materials.  Orchards and vegetable farms can protect ripening 

crops from birds with light transmitting netting.  France has been a hot spot of activity for using fabric 

and films to benefit its agriculture.  Some places like China are just now enjoying the benefits of these 

materials in agriculture.  The materials have mainly been:  PVC coated fabrics, polyurethane coated 

fabrics, acrylic polymer coated fabric, wax coated fabrics (canvas), rubber coated fabrics and more 

recently, polymer films, wovens and non-wovens. 

Uses for fabrics and films in agriculture can be categorized as:  

• crop protection (wind , temperature, erosion protection, bird and pest control) 

• soil conditioning (temperature, light transmission, weed control, moisture retention) 

• water and waste management (runoff, odor control) 

• harvest and storage (containers, belts, pest protection, breathability) 
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• buildings (curtains, ventilation, wind control, light transmission) 

• machinery and equipment (belts, hoses, filters, etc) 

• containers and packaging (FICAs, net packaging,) 

Fabrics and films used in agriculture are selected for a variety of functions  including weather resistance, 

wind resistance, antimicrobials, low or high light transmission, breathability, biodegradability, recycling, 

permeability or waterproofing, insect control, controlled release, light weight, fire resistance, and many 

more.  There are agricultural applications for both film and fabric.  However for most applications, 

synthetic fibers and films are the preferred materials.  

FIBCs for handling and shipping seeds, grains, fruits, and vegetables are one part of the agricultural 

market for coated fabrics as well as film.  Many bulk containers are generic, sturdy containers but there 

is a small market for specialty bags with brand identification and special functions, particularly where 

transport of food items is concerned. Breathability and soft handling are important especially for 

containing fruits and vegetables. 

Livestock shed curtains with or without PVC coating are used as wind barriers.  Large dairy farms have 

three sided buildings to house the animals.  Wind curtains are used on the open side during winter 

months to protect the animals.  The bottom of the curtain is fabric that stops 90% of the  wind to keep 

the animals warm.  The top of the curtain is fabric  mesh that allows 50% of the wind to pass through for 

good ventilation.  Coated fabric is the favored material in such applications because fabric can be porous 

and retain strength while film loses strength when sizable pores are present.  

Geosynthetics, used mainly in building and construction, are often used in agriculture for water control, 

waste containment, and odor control  but 90% of geosynthetic products are polypropylene.ii    Wastes 

are required to be contained to avoid groundwater contamination and noxious odors. The National 

Resources Conservation Services (NRCS) regulates this and mandates that lagoons be lined in order to 

avoid seepage. Often, geosynthetics lining systems are put in place for this purpose. The NRCS has 

identified acceptable minimums for the five different geomembrane material types: HDPE (high density 

polyethyleye), LLDPE (linear low density polyethylene), PVC (polyvinyl chloride), EPDM (ethylene 

propylene diene terpolymer) and GCL (geosynthetics clay liner). These minimums can be found at 

ftp://ftp-fc.sc.egov.usda.gov/NHQ/pratice-standards/standards/521a.pdf. 

 

There are two basic types of geotextiles – woven and non-woven. Woven geotextiles are usually one of 

two types – slit film or monofilament. Slit-film geotextiles are manufactured by weaving flat strands that 

are first created by slitting a plastic sheet. Monofilaments are made of round strands that have been 

extruded. Non-woven geotextiles come in various types, but generally seem to be made of staple 

filaments of polypropylene fiber that have been needle-punched and heat set. 

Most of the nearly 40 manufacturers of geosynthetics products are situated in the southeastern U.S. or 

Texas. The market is highly competitive and is driven largely by state and local government budgets. 

Companies in this market have experienced lower pricing and thus, smaller profits, in the past few years. 

Many reduced their operations and focused on more specific applications, if they survived at all. 
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Appendix H contains a list of potential customers for BFF or EFF in the geotextile market. Further 

investigation of this list will be necessary in order to determine whether or not they are a good fit. Many 

do not currently have company Websites. 

Fit with BFF and EFF 

To enter the general agricultural market, BFF and EFF would need to market their coated fabrics to 

fabricators already in the market.  For example, companies that make specialty bulk intermediate 

containers or curtains for agriculture.  To enter the geosynthetic market BFF and EFF might have to 

make significant investment to handle and coat heavy films and rubber sheets.  In addition, employee 

training in this new process would be required.  About 90 % of the geosynthetics are woven, non-woven, 

or extruded polypropylene films or rubber sheet.   

What is the Future of the Coated Textile/Fabric Market? 

The economic downturn caused many manufacturers to specialize in market segments that were the 

most competitive markets for their organization. Those who managed to do so saw benefit in 2010, 

according to the 2011 State of the Industry Report, written by Specialty Fabrics Review magazine in 

February 2011. The world market for specialty fabrics in general slowed from a traditional growth rate 

of 4% to 1-2%, according to the report. An anticipated growth rate of 2 to 2.5% is anticipated for 2011 as 

consumers continue to have concerns about a slow rate of recovery for employment and a continued 

tight credit market. 

The report states that those companies surviving the economic downturn did so by reinventing 

themselves to compete internationally. Leaner manufacturing, workforce training, innovation through 

research and development and elimination of waste have all been keys to survival. 

U.S. specialty fabric mills are investing in new plants and new material producing equipment, according 

to the report. The result of their efforts is a higher quality product at a lower cost. 

The report states that those manufacturers who focus on producing and selling high value products 

and services should achieve solid growth in 2011. Areas of best opportunity include safety and 

protection, geosynthetics, smart fabrics, medical textiles, wide format digital textile printing and eco-

friendly materials and applications. Investment in new product development is key to survival, according 

to the report. These applications, in general, are the most complex technically with high quality 

demands and are considered presently to be beyond BFF and EFF’s product development and 

manufacturing capabilities. 

Awnings and Canopies and Marine Applications 

Growth in the awnings and canopies market segments was down 16% in 2009 according to the 2011 

report, but was only down by 2% in 2010, a marked improvement over 2009. The biggest winner was 

the commercial awnings recover market – building owners update, rather than replace their existing 

awnings. 
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The marine market saw a 20% decline in 2009, but only 10% in 2010. By the second half of 2010, 

inventory produced in 2009 was gone and production slowly got underway. This market is expected to 

remain down for 2011, but only by 2-3%. 

FIBCs 

Internet research was unable to identify data on trends for this market segment. Since speciality 

bags are designed for particular end uses, industry trends will rely heavily on the trends of each 

specific end use such as food or drug packaging or branding and advertising (seeds, produce, etc) 

applications.  End use markets for FIBCs include chemicals; pharmaceuticals; crushed stone; foods 

such as flower, sugar and other granular/powder type items, as well as liquids; plastic resins or 

pellets; minerals used in the rubber industry; agriculture products such as seeds, grain, popcorn or 

beans; and hazardous waste materials. Military 

For the purposes of the 2011 State of the Industry Report, the military market includes safety and 

protective products for those including firefighters and law enforcement. This market grew in 2009 by 

26% but fell 24% in 2010. Continued presence in Afghanistan will mean continued spending by the 

military in this area. The level is expected to be down by about 3% in 2011, but still substantial. This area 

is bolstered by the requirements of the Berry Amendment to buy US produced goods for government, 

military and safety sectors.  

Should BFF and EFF Consider a New Business Proposition? 

Product development capabilities and quality assurance programs should be implemented prior to BFF 

and EFF pursuing new  markets propositions that involve new, higher value products.  

Based on this study, it would be sound business for BFF and EFF to reach out to  current and past 

customers  to reconnect and strengthen ties with their   current diverse markets.  This could be 

implemented by hiring a professional salesperson. 

Center P further recommends that BFF and EFF put into practice the recommendations of Scientist to 

fine-tune and control the formulations of their coatings and to train their employees to utilize these 

formulations, rather than whatever is handy or cheapest.  

On pages 22 and 24 of Scientist’s final report, he addresses the use of polyurethanes for BFF and EFF.  

One option would be to hire Recommended Expert to pursue polyurethanes and other formulations he 

has readily available for use. 

The issue of environmentally friendly solutions is addressed in Scientist’s report on page 23. 

Environmentally friendly solutions would not offer a less expensive alternative to the current BFF and 

EFF products. For example, industry data indicates that the price of soybean oil varies with the price of 

soybeans, for example, as soybean prices have ranged from 10 – 25¢/lb, the price of soybean oil as 

moved from 20-60¢/lb.  This is before any type of chemical modification to make materials useful in 

coatings.   However, environmentally friendly solutions are being demanded by the market and BFF/EFF 

should continue to monitor green materials especially for higher value applications. 
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Once BFF and EFF have reconnected with their customer bases and strengthened their processes, 

reaching into new market areas could be done with further research into trends at that time.  BFF and 

EFF should use their strengths:  small operation, personal responsiveness to customer, quick turnaround 

for even small orders; consistency of products. 

Critical Market Success Factors 
In the course of this study, Center P has identified several actions that are necessary by BFF and EFF in 

order for both companies to achieve success over the long term. 

1. Hire a marketing / sales person 

a. Center P has introduced Owner to Sales Rep 

2. Product Development 

a. Marine Product:  Center P introduced Scientist to the project for completion of a new 

formulation of the marine product 

b. Urethanes:  Center P introduced Expert, principal of Expert Company, to Owner so that 

urethane products developed by Expert Company or new proprietary urethane 

formulations could be implemented at BFF and EFF. 

3. Develop and implement specifications for coatings and fabric to ensure quality and consistency 

of product output 

4. Focus and find a niche 

a. Focusing on a small group of markets has proven to be a pathway to success for other 

companies in this industry, according to several articles and reports in Specialty Fabrics 

Review magazines. 

b. Develop current and new customer relationships in order to increase sales to existing 

markets as a pathway to expansion in the future  
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 Appendix A - Literature Review 

Market Research Firm 

In July 2004, BFF/EFF contracted with Market Research Firm to: discover long-time unknowns about the 

marketplace; survey and interview entire customer base to learn comparative advantages and 

disadvantages; assess possible international trade opportunities; create new marketing materials; make 

strategic recommendations; and publish all findings. 

A long series of research questions is identified in the Market Research Firm report, some the same as 

those we investigate in this report. Many questions relating to BFF/EFF entering the international coated 

fabrics market were investigated. Additionally, the report examines census bureau data from 2002, 

customer surveys and other market data. A detailed competitor analysis was also performed. Many of 

the questions examined in this report investigate doing business in the global market.  The general 

recommendation was for BFF to stay within the U.S. market. 

Recommendations included in the Market Research Firm report include increasing regular contact with 

customers, introducing a line of licensed boat covering products, focusing on finding military 

applications for existing capabilities, growing the lab business and focusing on a systematic approach to 

OEM candidates. 

A customer survey was performed and customer-by-customer results were provided. Finally, a 

customer/competitor cross reference sheet was provided, along with pricing of imported greige goods 

and truck tarps. 

Local College of Business: Business Analysis 

In May of 2006, The Local College of Business provided BFF/EFF with a business analysis. Many 

recommendations were made in this report, including hiring a dedicated sales person, increasing the 

amount of time spent interacting with customers and capitalizing on brand prestige. Local College also 

recommended that BFF investigate making material improvements to its production lines to 

accommodate the loss of military and other customers needing camouflage and chemical-resistant 

coatings.  

The Local report identifies industry segments to be considered by BFF. These include: interactive 

inflatables, marine products, safety and protective products (body armor), commercial and rental tents 

and awnings and canopies.   

The Local  report performs several business analyses, including a SWOT Analysis, Porter’s Five Forces 

Analysis, Tall Trees Analysis and Competitive Advantage Analysis. In addition, a Competitive Advantage 

Analysis was performed on current customers and the results were discussed. BFF and EFF both scored 

well in the survey results, which measured BFF’s competitive performance on four major dimensions: 

Sales per Total Assets, Gross Margin, Operating Income and Quick Ratio.  
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Overview of Both Reports 

These reports examine some of the same issues, such as the BFF/EFF lack of contact with customers and 

diminished sales force. Both address target markets for BFF/EFF and business strategies. The main 

difference between the two is that the 2004 report examines more international/global opportunities. 

The challenge of the current Center P research is to come up with some new options and strategies for 

BFF/EFF. 

IFAI 2010 State of the Industry 

While traditionally, the specialty fabrics market has experienced around 4% growth per year, the world-

wide recession has caused significant change. In US markets, growth was at -6% in 2009 and is 

anticipated to be - 3% in 2010 overall (as compared to 2008). Many common factors contribute to this 

pattern, including lack of demand, high unemployment and the reluctance of banks to provide loans to 

small businesses.  Still, a few select areas of the market are expected to begin turning around in 2010, 

including military, construction, transportation and recreation. 

Military 

This market includes not only the US military, but law enforcement, fire fighters and emergency 

response workers. This market grew by 25% in 2009 but is expected to decrease by around 8% in 2010 

as troops withdraw from Iraq. The 2009 increase was largely due to an increase in troops in Afghanistan 

and the Berry Amendment requiring procurement of US produced goods and services. This market data 

includes safety and protective products with smart technology. The military segment is one driving force 

in product development in the specialty fabric industry.  

Construction 

The use of geosynthetics in construction has traditionally grown by 5-6 percent annually, however, in 

2009, this segment experienced a 4-5% decline. This market consists of 40-50 companies that produce 

geotextiles and geogrids used in erosion control, road construction and other infrastructures. It is 

anticipated that renewal of the surface transportation bill by Congress would boost the market by 1.5-

2% in 2010. This nonwoven segment is a fast growing segment in the U.S., particularly geogrid and 

geofoam applications. 

Transportation 

The transportation industry has seen a significant decline over the past 2 years. The automotive and 

light truck market was down 10.4 million vehicles in 2009, a decrease compared to 13 million in 2008. 

This market is slowly improving, with sales estimated to be between 11.8 and 12.4 million vehicles in 

2010.  

Recreation 

This segment, which has declined about 21% in the past two years, includes awnings and marine fabrics. 

Growth is expected in 2010 as boat manufacturers reported hiring back employees in late 2009. This 

market is expected to be down only 10% in 2010, but could only decline by 1-5%, depending on 

consumer confidence. 



 

 

21 BFF Market Review 

February 17, 2011 

Issues Effecting the Market 

China 

China currently holds about 48% of the specialty fabrics market share, but their imports to the U.S. 

declined by 9% in 2009. 

 

Figure 1: 2009 U.S. Specialty Fabric Import Marketii 

The Recovery 

The uncertainty of the economy will drive the recovery of the specialty fabrics market. An expected 

overall growth in the U.S. economy is anticipated to spur growth in the specialty fabrics market. 

Roadblocks to recovery in the past have included a lack of demand for products and services, industry 

consolidation, high raw materials costs and a tight credit market. The credit situation is expected to 

wane slowly during the next few years. 

There are several high value products and services within the specialty fabrics market that are expected 

to grow by 3-10 percent in 2010, in spite of the slow recovery. These markets, unfortunately, do not 

provide a quick solution for BFF/EFF: safety and protection, geosynthetics, medical textiles and wide-

format digital textile printing.  

Individual Specialty Fabrics Markets 

Awnings and Canopies 

The U.S. Awnings and Canopies market experienced a 16% decline in 2009, largely due to a 27% 

decrease in residential construction. The U.S. housing slump is expected to continue into 2010, mainly 

due to a few common economic issues: unemployment, decline in housing prices, high inventory of 

homes on the market and many home owners experiencing negative equity. 

Manufacturers in this market are expected to begin looking into green alternatives for their product in 

order to begin differentiating themselves from the competition. This segment should be focusing on the 

benefits of awnings and canopies, in particular, energy savings realized. As the market struggles to 

improve, more firms are expected to go out of business or be acquired by larger, stronger firms.  
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The best chance for growth in this segment is to be a leader in innovative materials and technologies. 

One U.S. supplier, for example, launched a synthetic polymer fabric  in Germany before testing it in the 

U.S. The product boasts the features of natural fabric plus the benefits of polymer technology. New 

products such as these will help companies lead the way out of this market segment’s slump. It is 

expected that the residential market will improve more quickly and that the recovery will be more 

sustainable in 2011. 

Tent Rental 

End product tent manufacturers experienced a decline of 17% in 2009 and are anticipating a 10% 

decline in 2010. The predominant fabric in this segment is vinyl coated polyester. This market has faced 

several challenges, mainly corporate, as companies have held fewer events over the last few years. In 

the residential rental market, there is expected to be growth in the 40-70 year old consumer population, 

mainly due to weddings, graduations and other life events experienced by this age group. As with 

awnings, succeeding in this market will require innovative ideas. One trend in the market, aside from 

“green” products is clearspan tents. Companies winning projects in this market currently are doing so by 

discounting prices but overall, the winners will be those with good quality and service.  

Fabric Graphics 

This market, like the others, has been squeezed in 2008-2009, however, soft signage may experience 

double-digit growth in the short term as new eco-friendly ink technologies are introduced along with 

automatic service. The report suggests that small fabric graphic manufacturers will need to specialize in 

order to come out on top in this segment.  

2010 Overall Outlook 

Overall, the industry outlook depends on the willingness of the company to modify. Those end product 

manufacturers who could not adjust to the 2009 economic conditions are not anticipated to be big 

players moving forward.  

Suppliers and end product manufacturers have fought several battles during the economic downturn: 

• Lack of demand throughout value chain 

• Continued industry consolidation 

• Increase in raw material cost 

• Foreign competition, particularly from China 

• Tight credit 

Companies that succeed will embrace globalization, develop new technologies and will work toward 

new innovative products with added value for the consumer. While awnings and fabric structures will 

still be restrained in 2010, select groups will experience growth: 

• Protective clothing 

• Military, law enforcement and firefighters 

• Geosynthetic 

• Medical textiles 
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• Wide format digital textile printing 
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Appendix B - EFF Customer Analysis  

Customer orders from February 1 to July 31, 2010 were analyzed. Companies who purchased from EFF 

more than two times are featured in the data below. 

Total Yards Purchased 

Eighty-six percent of orders during the time frame above were by companies with more than two 

orders. A total of 258,459 linear yards were produced during that time, with 221,370 linear yards 

coming from the companies in the figure below. 

Company TV is, by a large margin, EFF’s biggest and most frequent customer. 

 

Figure 2: Customers with > 2 orders from 2/1 to 7/31 

Orders Over 5000 Linear Yards 

Orders over 5000 linear yards are preferred by EFF, however, during the identified time frame, only 

eleven orders of this size were placed, three by top customer, Company TV. The following figure 

identifies the five companies placing orders of this size from February through July. 

Total Yards Purchased Feb-July 2010
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Figure 3: Orders > 5000 Yards - 5 Companies 

Average Purchases per Month 

On average, EFF customers made 1.49 purchases per month during the time frame evaluated, however, 

when removing outlier Company TV, this average drops to one order per month. Six of the thirteen 

companies reviewed had an average of more than one order per month, seven had less than one. 

 
Figure 4: Average number of purchases per month by Customer 

Total Purchases 

Company TV is the big customer for EFF with 44 orders from February 1 to July 31. Unfortunately, there 

is no consistency in what is ordered. There is not much opportunity for EFF to produce ahead for 

Company TV, or for any other customer, as all orders are very different. In an analysis of products, no 

one product was ordered during this time frame more than four times, except one product that was 

ordered six times. Most products were single order items. Variance in fabric weight seemed to be the 

biggest difference from one order to another.  
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Figure 5: Total purchases by companies purchasing >2 times 

  

Total Purchases Feb-July



 

 

27 BFF Market Review 

February 17, 2011 

Appendix C – Potential Customers Similar to Current Customers 

Within Ohio 

While new customers within Ohio would be desirable, only three potential new customers were found 

within Ohio using the References USA business software. 

New Company CA  OH Covers-All Canvas Products Company 

New Company CP  OH Covers-All Canvas Products Company 

New Company TI  OH Covers-All Canvas Products Company 

Outside Ohio 

In the broader USA, sixty-two additional potential customers were identified, based on similarities to 

current customers. These companies are identified by NAICS code only and therefore would need 

further investigation to determine their viability. 

Act Canvas Riverside CA Shore Master Fabric Incorporated 

Adolph's Auto Top Incorporated Wayland MA Harry Miller Company 

Allen's Auto Trim, Incorporated Peabody MA Harry Miller Company 

Al's Awning Shop, Inc. Erie PA Covers-All Canvas Products Company 

Atlantic Coast Canvas Products Scituate MA Harry Miller Company 

Baum Textiles Incorporated Jersey City NJ Liberty Textile Mills Corporation 

Body Canvas Wichita Falls TX Company TV LLC 

Brian International Incorporated New York NY Liberty Textile Mills Corporation 

Brumleve Industries Incorporated Teutopolis IL Anchor Industries 

Buckstitch Canvas & Leather Cody WY Montana Canvas Company 

Canvas Concepts Chula Vista CA Trident Industrial Products 

Canvas Corporataion LLC Springsdale AR Company TV LLC 

Canvas Records Houston TX Company TV LLC 

Canvas Stone & Flooring Texas City TX Company TV LLC 

Cerda Manuel Oklahoma City OK Company TV LLC 

Cindy's Glass Slippers Bend OR Nomadics Tipi Makers 

Colton Industries Summit NJ Liberty Textile Mills Corporation 

Cool Teck LLC Portland OR Nomadics Tipi Makers 

Covers of Indiana Indianapolis IN Anchor Industries 

Crown Awning Company LLC Nashville Tn Anchor Industries 

Curvy Canvas Austin TX Company TV LLC 

Custom Boat Cover Company Indianapolis IN Anchor Industries 

Custom Covers Albany OR Nomadics Tipi Makers 

D & G Tigard Upholstery Tigard OR Nomadics Tipi Makers 

Debrovy's Louisville KY Anchor Industries 

Fabri-Con Missoula MT Shore Master Fabric Incorporated 

Foxco Industries Incorporated New York NY Liberty Textile Mills Corporation 

Great Falls Tent & Awning Company Great Falls MT Montana Canvas Company 

Grimms Incorporated Sharon PA Covers-All Canvas Products Company 

Haney Farms Athens AL Trident Industrial Products 

Hayden Island Canvas Portland OR Nomadics Tipi Makers 

Hoggans Leather & Canvas Rupert ID Montana Canvas Company 

Indam Textile LTD Livingston NJ Liberty Textile Mills Corporation 

JBC Textiles Incorporated New York NY Liberty Textile Mills Corporation 
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Jim's Canvas Company, Incorporated Rocklnd MA Harry Miller Company 

K & D Tent & Awning Company 

Incorporated 

South 

Milwaukee WI Trident Industrial Products 

KATS on Canvas Humble TX Company TV LLC 

Kinder Industries, Incorporated Bristol RI Trident Industrial Products 

L & R Tarp Incorporated Heyburn ID Montana Canvas Company 

Leveille Upholstering Company Framingham MA Harry Miller Company 

Long Valley Canvas McCall ID Montana Canvas Company 

Lucerne Textiles Incorporated Jersey City NJ Liberty Textile Mills Corporation 

Manna Textiles Incorporated New York NY Liberty Textile Mills Corporation 

McNatt Canvas Scotts Mills OR Nomadics Tipi Makers 

Mountain View Canvas Products Fairfield MT Montana Canvas Company 

Neilly Canvas Goods Company Pittsburgh PA Covers-All Canvas Products Company 

New England Sling & Suppy, Inc. Roxbury MA Harry Miller Company 

O K McCloy Awnings Incorporated Swissvale PA Covers-All Canvas Products Company 

Oakum Bay Company Marblehead MA Harry Miller Company 

Ready Awning Tewksbury MA Harry Miller Company 

Sheridan Tent & Awning Sheridan WY Montana Canvas Company 

Ship & Shore Canvas Gladstone OR Nomadics Tipi Makers 

South Texas Canvas Corpus Christi TX Trident Industrial Products 

Sundown Tent & Awning Company Klamath Falls OR Nomadics Tipi Makers 

T J Snuggles Incorporated Manufactured 

Canvas Bremen IN Trident Industrial Products 

Tarp Shop Beaver Dam KY Anchor Industries 

Terry Tops Federalsburg MD Trident Industrial Products 

Tri City Canvas Products Granite City IL Anchor Industries 

Trimaco LLC St. Louis MO Anchor Industries 

Undercover Canvas & Upholstery Denver CO Trident Industrial Products 

Waugaman Awning Company Greensburg PA Covers-All Canvas Products Company 

Wheeler Canvas Products Shelley ID Montana Canvas Company 
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Introduction 

 The purpose of this brief document is to assist BFF Finishing and EFF Fabric Finishers in performing 

Market and Industry Research in the future. It has been prepared by Center P and only includes methods 

and tools that are utilized within our office. There may be other methods and tools available that are 

not being utilized by Center P at this time. 

The purpose of performing market or industry research is to obtain data that will make the organization 

more competitive in some way. Whether it is to find a lower price for a product being used or to 

determine whether or not the product(s) being sold are competitive, market and industry research each 

have their place in an organization. 

These types of tasks should not be performed once in a while, but frequently, if an organization is to be 

best positioned against the competition.  
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Industry Research 

Definitions 

NAICS Codes 

NAICS is the acronym for North American Industry Classification System and is the standard used for 

statistical agencies when classifying businesses and agencies. These codes are often utilized by 

databases for searching industry-wide information.  

Industry Research 

Industry research is more generally performed by companies when they want to learn more about their 

industry, what is current, what the trends are, etc. Most of the research performed for BFF/EFF was 

industry, not Market, research. 

Tools 

Websites 

All research done for BFF/EFF was performed on the Internet. Today’s internet provides a vast wealth of 

knowledge, which can be good, but it can also be overwhelming. Sorting through the junk can be a 

daunting task.  

Reference USA 

Reference USA can be accessed through the Columbus Metropolitan 

Library. You need a library card to do so. In order to use this tool, you 

first visit the Library Web site (see references), then click on “Premium 

Resources” in the upper left-hand corner. 

Once you click Premium Resources, the screen 

to the left will appear. You will put the Library 

Card number and PIN in the two boxes 

provided and click “Go”. 

The box below, “Select a Premium Resource” 

is your next stop, and you will select 

“Reference USA” from that list and once 

again, click “Go”. (the site does not recognize 

hitting “Enter” as an alternate for clicking Go). 

There are other resources here, and those will be discussed briefly later. 

Figure 7: Columbus Library Home 

Figure 6: Log-In Screen 
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Once you click “Go” beside Reference USA, this page will appear in a new window. You want to select 

“U.S. Businesses” from the list below.  

 

Figure 8: Reference USA Home 

 Below is the search screen you will see upon clicking above. You have several options from here. This is 

what they call the 

“Quick Search” screen. 

This is useful if you are 

searching for a 

company by name, 

companies within the 

state, a city, or by the 

name of an executive. 

For your research, it 

was often necessary to 

enter a phone number 

to locate a company. 

This is useful if 

companies change 

their name or location, but not their phone number. A few companies were  found in this way. 

Looking for a 

company is useful if 
Figure 10: Ref. USA Quick Search Screen 

Figure 9: Quick Search Screen 
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you are trying to locate a current customer or competitor. What if you are looking for companies who 

purchase your product, though? Then, you would want to search by NAICS code. That will require 

clicking the “Custom Search” tab above. 

 

Once you have clicked “Custom Search”, the screen below 

appears and you are given several search areas to choose from. 

For a NAICS code search, you want to select “Business Type”. 

Once you do so, two choices will appear, “Keyword/SIC/NAICS” 

and “Major Industry Group”. You want to select 

“Keyword/SIC/NAICS”. Upon doing so, the screen below will 

appear. This screen is tricky, so you have to pay attention to the 

boxes! As it is shown, the top search box is for SIC codes, which is 

not what you are going to be searching. You will need to click 

“Search All NAICS” first. If you do not know the NAICS you want 

to search, you can enter a keyword in the top box and find the 

NAICS that way. If you do know the NAICS, then you enter it in 

one of the boxes below. You can search for as many as 10 NAICS 

codes at one time, but I recommend only one at a time.  

There are other considerations when you search, such as where 

are the companies located? If 

you only want companies in a 

particular state or MSA, then 

you would also select 

“Geography” to the right. From 

there, you can drill right down 

to streets, but I recommend 

keeping your search broad and 

narrowing, depending on the 

result list. 

Once you have selected all of 

the search parameters, 

click “View Results” at 

the right. 

For this example, I have 

searched NAICS 3133 in Ohio. 

The result list includes 48 

companies, as seen on the next page. 

Figure 12: Keyword/SIC/NAICS Search Screen 

Figure 11: Custom Search Home Screen 
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As you can see, the 

list is alphabetical by 

company name, 

however, by clicking 

any of the headings, 

you can change the 

sort order to sort by 

city or executive 

name, etc. To view 

one of these 

companies, you 

simply click the 

company name. BFF 

Finishing Company 

has been selected 

and the record is 

below.  

This is a typical 

company record. To 

the left are all of 

the possible pieces 

of data you can 

view. You can 

either click those 

headings, or the 

headings in blue to 

view more data. If 

you want to print 

the record, select 

“Print”. A PDF will 

be created and you 

will have the option 

to open and print it.  

You can also 

download the 48 

Figure 13: Results Screen NAICS 3133 

Figure 14: BFF Record 
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companies and their data, if you choose to do so. In order to do that, you must go back to the results 

screen in figure 8 on the previous page. You are limited to 50 downloads at a time, but since the results 

list is 48, you will be able to download all of these records. 

First, click in the check-box next 

to the words “Company Name”. 

All boxes on that page will 

automatically be checked. This 

is only 25 records, however, so 

you will need to click the right 

arrow at the bottom of the 

page to advance to the last 23 

results.  Once you have selected all of the records you 

want to download, click the blue “Download” button at the 

top. You want to select “Excel” at the top and “Custom” at 

the bottom. Many of the fields of data are useless, so by 

selecting “Custom” you can choose what you want to 

know. This wills save you a lot of aggravation later. Your 

choices appear in a box to the left and those you have 

selected move to the right. You can re-order the list, move 

them back and forth and customize the list for your 

purposes.  

Once you have selected all of the fields, click “Download Records” at the bottom of the page. Your 

download will take just a few seconds and will likely appear in the lower left corner of your Web 

browser as a file that has been downloaded. Click it and your file will open. You may then save this list to 

your computer and manipulate the data in any way. 

Company Websites 

Some companies do not appear in the Reference USA, in fact, smaller companies unfortunately do not 

appear quite often. If you know the name of a company, you can search the Web for them, but you will 

not likely get the excellent data that Reference USA provides. If you are only in search of an address or 

contact information, however, this will do in a pinch. You can also determine whether or not this 

company is of interest to you by reading through their site.  

Other Tools 

Unfortunately, other tools are often costly. There are a few options available, however. When you are 

logged into the Library, rather than choosing Reference USA you can select “Business and Company 

Resource Center. This is a tool Center P uses, but less frequently. It works in the same way with fewer 

search type options. You can search by company name and NAICS for the most part. (NAICS is under 

Industry Search).  

Specialty Fabrics Review Magazine is a magazine that Kevin subscribes to. Most articles are also online, 

although not in the same format. Pictures are often not the same or are completely missing. Unless you 

Figure 16: Results to Download 

Figure 15: "Next" Screen 
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are looking for a picture, though, this is not an issue. This magazine is a wealth of knowledge about the 

industry BFF and EFF are in and I would encourage both organizations to visit it often for the latest 

trends in the industry. 

Tools NOT Often Worth the Time 

Manta is a site that will turn up often when you search a company name. They don’t give you much for 

free, but occasionally you can extract an address or NAICS code from Manta. Not something to rely on, 

but if it turns up in a search, might be worth 30 seconds. 

Macrae’s Blue Book will also show up. This works pretty much the same as Manta, but Manta is better. 

Most of these sites want you to pay money to view the “real” data. They tease you with snippets. We 

have never purchased data from either of these resources. 

Magazine articles are often shown in results, and often they will tease you with an abstract, however, 

many times you have to pay to view the entire article. You might be able to find it a the library, but 

usually you are just better off to keep trying. If one site is offering it for a fee, they all are, but the library 

will have already paid that fee, making them the only free option.  
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Market Research 

Definitions 

Market Research 

Market research is a term often misused. It truly means you are gathering information about products 

and services. Snickers might have a group of testers in their facility to test different ‘versions’ of a new 

candy bar. They will ask the testers questions and record and analyze their responses.  

Another type of market research is where you make phone calls to a select group with a specific set of 

questions, seeking a certain outcome. 

Often, questions in either case have choices for answers and are not open-ended. Things like “rate the 

amount of peanuts in the bar” – choices would be “too many, just right, not enough”, etc. Upon 

completion of the survey, the analysts would go back and say “fewer peanuts” or make whatever 

accommodations they feel are necessary, following the research. 

Center P did a market research survey of the customers that Kevin marked “No” in a customer list he 

provided. The “No” customers were those he felt had not communicated with BFF or EFF in some period 

of time. They were asked a series of questions and the results are still being analyzed.  

It does not hurt to stay in touch with your customers, however, you do not want to bombard them with 

surveys either. Sometimes it helps to offer a “reward” for completing a survey – i.e. a discount on their 

next order or something like that. This is not a good practice, but sometimes if you truly want the 

information, it’s the only way to get people to participate. 

Qualitative Data 

Qualitative data would result from open-ended questions. “What is your impression of the Super Bowl 

Half Time Show?” If you asked this and let people provide their own response, this would be qualitative. 

There is no way to ‘measure’ qualitative data. You cannot analyze this type of data in a numerical way. 

Quantitative Data 

Quantitative data is gathered by asking a question and offering a series of possible responses, such as 

“What is your impression of the Super Bowl Half Time Show?” with possible responses “Excellent” 

“Good” “No Opinion” “Poor” and “Awful”. You might assign a value of zero to “No Opinion” and values 

of -1 and -5 to Poor and Awful with values of 1 and 5 assigned to Good and Excellent. 

Now you have something to measure. In reviewing the sample data on the next page, you can see that 

the numbers make the analysis much easier to interpret. 
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Question: What did you think of the Super Bowl Half Time Show? 

  Excellent (5) Good (1) No Opinion (0) Poor (-1) Awful (-5) 

Respondent A 5         

Respondent B   1       

Respondent C       -1   

Respondent D 5         

Respondent E         -5 

Respondent F   1       

Respondent G     0     

Respondent H 5         

Respondent I   1       

Respondent J 5         

Totals 20 3 0 -1 -5 

Average 1.7     
Figure 17: Sample Survey Data 

While four respondents felt that the show was excellent, the average was just 1.7, meaning most just 

thought it was good. The more people you ask, the better your information becomes. There are many 

statistical reasons for this that I won’t bore you with, just trust me. 

Industry Versus Market Research 

Which do you want to use? It depends on what you want to know. If you are searching for trends in the 

marketplace in general, what the competition is up to or who sells awnings, industry research is the way 

to go. If you want to find out if the market will tolerate a higher price for your product, market research 

is the tool to use. Industry research is going to give you data you can talk and write about without 

numbers but market research will give you hard, fast data. Something you can base decisions on. 

Tools 

Web-based Survey Tools 

There are a number of Web-based survey tools on the market and some have free options, although 

what you can derive from the free versions is not much, generally speaking. For a nominal fee, you can 

often subscribe for a period of time and create the survey you want. 

A Web-based survey has its positives and negatives. You must inform those you want to complete it of 

it’s existence. This means either a phone call, email, Web site link or newsletter communication. You 

have no control over when the person will complete the survey, and there is not much motivation for 

anyone to complete it unless you provide a ‘bonus’ as I described above. Providing a reward for 

completing a survey is not considered a valid way to offer a survey, but as I said, sometimes it is the only 

way to get people to participate.  

Phone Calling 

It can be time consuming to perform a survey by phone, but often someone will be less likely to ignore 

you if you call than if you send an email. Have a set list of questions ready and your responses. Record 
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things like the name or title of the person, the number you called to do the survey, the date and time, 

and of course their responses. Have sheets made up to tally your data ahead of time. You want the 

questions to be quick and to the point. Don’t have a list of 30 questions to go over on the phone. People 

will get fed up and quit on you before you are done. Target the issue you are trying to get data on, find a 

few questions that help you gain the knowledge you seek and go forward. Your survey should not take 

more than 5-7 minutes. 

In Person 

Surveyors sometimes go and visit companies, although this is more useful for lengthy surveys. Center P 

has participated in this type of survey-taking, and it is reserved for larger scale projects where great 

amounts of data need to be collected.  

How to Write Survey Questions 

The survey data is only as good as the questions you ask. As stated above, you should keep your 

questions quick and to the point. The person on the other end of the survey should completely 

understand the question, so keep as much technical jargon out of it as possible.  

What Makes A Good Survey? 

The Survey Goal 

Before you can develop your survey questions, you need to find out what larger question you are trying 

to answer. Our question will be “What is the preferred type of music for teenagers?” 

The Survey Participants 

Next, determine who your group of interest is – the obvious group here is teenagers. You certainly 

wouldn’t ask 45 year olds what teenagers are listening to. 

Best Mode of Reaching Participants 

What is the best way to reach your participants? For teenagers, you either want to text it or put it online 

in a tool they often use, such as FaceBook. 

The Questions 

If we want to know their favorite type of music, there are a few ways to go about it. While you are 

finding out what their favorite type is, it would be useful to know how often they listen to music to 

begin with. Someone who listens for an hour a week isn’t as strong of a participant as a teenager who 

carries their iPod with them everywhere they go. 

Possible questions for this survey would be: 

1. How old are you? 

a. 13-15 

b. 16-17 

c. 18-19 

2. How often do you listen to music? 
a. I don’t listen to music 
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b. About one hour a week 

c. About one hour a day 

d. About 5 hours a day 

e. More than 5 hours a day 

3. How do you listen to music? 

a. Car radio 

b. iPod/Portable device 

c. My computer 

4. What type of music do you listen to most often? 

a. Rap 

b. Country 

c. Pop 

d. Blues 

e. Raggae 

f. Classical 

g. Jazz 

5. When was the last time you listened to music? 

a. Today 

b. Yesterday 

c. Last Week 

d. Last Month 

e. It has been so long, I forget 

This survey tells us several things. First of all, not all teenagers listen to music, so you want to weed 

those out. Secondly, those heavy listeners will give you the best results. Allow them to select more than 

one type of music to get a true read-or ask them to rank those in their favorite to least favorite order, 1-

7. Also, if they haven’t listened to music in so long that they forget when it was, they’re not someone 

you want to deal with either, BUT the data is of value. Age can be a very important factor in data 

analysis like this, but in manufacturing or industry research, often the title of the person taking the 

survey is of tremendous value. 

Analyze every piece of data for everything it gives you. How many kids who listen more than 5 hours a 

day like Rap? How many who listen an hour a week prefer classical? Of those 5 hours a day listeners, 

who uses an iPod or portable device versus a computer? Do kids who listen to Country listen more often 

than those who listen to blues? The possibilities are endless, so don’t forget to focus on what you 

started out with, which was what type of music do they listen to? You want to consider those other 

factors in the explanation of your results. 

Analyzing Your Results 

Microsoft Excel is an excellent tool for analyzing survey results. For the questions above, you could 

simply number the responses in each question. Analyze each question separately and look at how your 

questions may affect one another. You don’t have to get fancy. The answer is there and usually easy to 

see. 
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Appendix E – Military References 
OFFICE OF THE UNDER SECRETARY OF DEFENSE 

3000 DEFENSE PENTAGON 

WASHINGTON, DC 20301-3000 

ACQUISITION AND 

TECHNOLOGY 

GUIDE TO DoD CONTRACTING OPPORTUNITIES 

"A Step-by-Step Approach to the DoD Marketplace" 

1. Identify Your Product or Service 

It is essential to know the Federal Supply Class or Service (FSC/SVC) codes [http://www.dlis.dla.mil/h2] 

and North American Industry Classification System (NAICS) codes [http://www.census.gov/naics] for 

your products or services. 

2. Register Your Business 

Register with Central Contractor Registration (CCR) 

You must be registered in Central Contractor Registration (CCR) [http://www.ccr.gov] to be awarded a 

contract from the DoD. CCR is a database designed to hold information relevant to procurement and 

financial transactions. CCR affords you the opportunity for fast electronic payment of your invoices. 

On January 1, 2004, CCR assumed all of SBA's PRO-Net search capabilities and functions. Small  

businesses will now only need to register with CCR. Contracting officers, contract specialists, etc. utilize 

the CCR, as well as the “Dynamic Small Business Search” side of the CCR 

[http://dsbs.sba.gov/dsbs/dsp_dsbs.cfm], to identify small business concerns for potential prime and 

subcontracting opportunities. 

3. Identify Your Target Market within DoD 

The DoD Statistical Information Analysis Division (SIAD) 

[http://siadapp.dior.whs.mil/procurement/historical_reports/statistics/procstat.html] produces many 

procurement data reports. Of particular interest to small businesses is the Standard Tabulation (ST) 28 

report of products and services purchased each fiscal year by the DoD. Data on the ST28 are sorted by 

FSC/SVC code and provide name and location of DoD contracting offices. This report is found at the 

bottom of the Procurement Statistics page and can be cross-referenced with the list of Small Business 

Specialists within each individual service organizations. 

• ARMY [http://sellingtoarmy.com/User/Misc/SearchASBS.aspx] 

• NAVY [http://www.hq.navy.mil/sadbu/HCA.htm] 

• AIR FORCE [http://www.selltoairforce.org/Locator/locator.asp] 

• DLA [http://www.dla.mil/db/DLA SB Directory.htm] 

• Other Defense Agencies (ODAs) are included in a list of “DoD Small Business Office Sites” 

[http://www.acq.osd.mil/osbp/links/dod_osbp.htm] on this site. 

4. Identify Current DoD Procurement Opportunities 

Identify current procurement opportunities in your product or service area by checking the electronic 

version of the Federal Business Opportunities [http://www.fedbizopps.gov] website, which can assist 

you in identifying DoD, as well as other Federal procurement opportunities. 

5. Familiarize Yourself with DoD Contracting Procedures 
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Be familiar with Federal Acquisition Regulations (FAR) [http://www.arnet.gov/far] and the Defense 

Federal Acquisition Regulation Supplement (DFARS) [http://www.acq.osd.mil/dpap/dfars]. 

6. Investigate Federal Supply Schedule (FSS) Contracts 

Many DoD purchases are, in fact, orders on Federal Supply Schedule (FSS) contracts. Contact the 

General Services Administration (GSA) [http://www.fss.gsa.gov] for information on how to obtain a FSS 

contract. 

7. Seek Additional Assistance as Needed 

There are several important resources that are available to assist you in the DoD marketplace: 

Procurement Technical Assistance Centers (PTACs) [http://www.dla.mil/db/procurem.htm] are located 

in most states and are partially funded by DoD to provide small business concerns with information on 

how to do business with the Department of Defense. They provide training and counseling on 

marketing, financial, and contracting issues at minimal or no cost. Electronic Business (eBusiness) 

[http://www.dod.mil/bta] provides assistance on getting started in the DoD electronic 

marketplace. Small Business Specialists : The Military Services and some Defense Agencies have small 

business specialists at each of their procurement and contract management offices to assist small 

businesses, including veteran-owned, service-disabled veteran-owned, HUBZone, small disadvantaged, 

and woman-owned small business concerns in marketing their products and services to the DoD. Among 

other services, these specialists provide information and guidance on (1) defense procurement 

procedures, (2) how to be placed on the solicitation mailing lists, and (3) how to identify prime contract 

and subcontract opportunities. The Army, Navy, Air Force, and Defense Logistics Agency maintain the 

names of Small Business Specialists associated with their organizations. Links to these websites are 

below. 

• ARMY [http://sellingtoarmy.com/User/Misc/SearchASBS.aspx] 

• NAVY [http://www.hq.navy.mil/sadbu/HCA.htm] 

• AIR FORCE [http://www.selltoairforce.org/Locator/locator.asp] 

• DLA [http://www.dla.mil/db/DLA SB Directory.htm] 

• Other Defense Agencies (ODAs) are included in a list of “DoD Small Business Office Sites” 

[http://www.acq.osd.mil/osbp/links/dod_osbp.htm] on this site. 

DefenseLink [http://www.defenselink.mil] is the official web site for the Department of Defense and the 

starting point for finding U.S. military information online, including links to the Military Services and 

ODAs. Additional procurement-related resources are located in the Links section of our web site 

[http://www.acq.osd.mil/sadbu/links]. 

8. Explore Subcontracting Opportunities 

Regardless of your product or service it is important that you do not neglect our very large secondary 

market, Our guide “Subcontracting Opportunities with DoD Prime Contractors” 

[http://www.acq.osd.mil/osbp/doing_business/index.htm]. 

This directory provides, by state, the names and addresses of DoD prime contractors, the names and 

telephone numbers of Small Business Liaison Officers (SBLOs), and the products and services supplied to 

the DoD. The report is generated from data mined through DoD Prime Contractor’s contracts and 

subcontracting plans. Please note that the DoD OSBP does not maintain the data on this website. The 

directory reflects data as of September 30, 2005. We encourage you to investigate potential 
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opportunities with these firms. Many also have websites that may be useful and we encourage you to 

explore teaming options. In addition, many of the larger organizations may have subcontracting 

opportunities at the lower tiers (beyond the first and second tiers). 

The SBA's SUB-Net [http://web.sba.gov/subnet] is another valuable resource for obtaining information 

on subcontracting opportunities. Solicitations or notices are posted by prime contractors as well as 

other government, commercial, and educational entities. 

9. Investigate DoD Small-Business Programs 

There are several programs that may be of interest to you such as: Veteran-Owned, Service-Disabled 

Veteran-Owned, HUBZone, Small Disadvantaged, Woman-Owned, Small Business Innovation Research, 

Small Business Technology Transfer, Mentor-Protégé, Indian Incentive, Historically Black Colleges, Tribal 

Colleges, Hispanic Serving Institutions, and other Minority Institutions. Information on all these 

programs is available on the DoD Office of Small Business Programs website. 

10. Market Your Firm Well!!! 

After you have identified your customers, researched their requirements, and familiarized yourself with 

DoD procurement regulations and strategies, it is time to market your product or service. Present your 

capabilities directly to the DoD activities that buy your products or services. Realize that, like you, their 

time is valuable and if the match is a good one, you can provide them with a cost-effective, quality 

solution to their requirements. Additional helpful resources, posted on our website, include 

“Government Contracting: The Basics” [http://www.acq.osd.mil/osbp/doing_business/Government 

Contracting 052006.pdf] and “Marketing to the Department of Defense: The Basics” 

[http://www.acq.osd.mil/osbp/doing_business/Marketing to DoD 052006.pdf]. 

10. In Ohio connect through Sharon Hopkins  

Appalachian Procurement Technical Assistance Center 

Sharon Hopkins, Director 

Building 20, Room 155a 

Voinovich School of Leadership and Public Affairs 

Ohio University 

Athens, Ohio 

Phone:  740/597-1868 
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Appendix F – Questions from Phases 1 and 2 

How do Competitors Go to Market? 

Based on Center P communications with EFF customers, competitors are visiting companies with sales 

representatives to keep communications open. Most identifiable competitors are larger and are able to 

order fabrics and coat them to have in inventory, versus the BFF/EFF model of coating on order. 

Bond Cote, for example, has their products listed on their Web site with spec sheets that designate 

product specifications. They are controlling the quality of fabric and coatings used, what colors, and 

other aspects. For their tarp fabrics, for example, they have 7 varieties. Some have one color possibility, 

some more. The length of roll and other specifications are clear and visible on the site. They also have a 

downloadable PDF form for customers to view.  

No companies of comparable size or business model to EFF were located through an Internet search to 

identify other methods.  

How Does BFF/EFF’s Approach to Going to Market Compare to Competitors? 

BFF/EFF coat to order.  Usually the customer supplies the fabric and selects the coating. 

What Does the Market Want Two and Ten Years Out? 

This can be summed up in four words: “green”, “innovation” and “new technologies”. Over and over in 

the segment reports mentioned previously, these were the keys to growth for specialty fabrics.  

“Green” means lean, environmentally friendly coating formulations, production processes,  and finished 

coated fabrics.  No off-gassing or flaking off of potentially harmful materials that might reach final 

customers.  No production processes or chemicals that put employees in harm’s way at BFF/EFF or at 

the secondary fabricator’s facility.  Limited effect on the environment during production and use. 

 In the construction segment, innovation will be the key to success as architects look for products like 

Goretex for buildings so that light and air can be transmitted while controlling moisture; integration of 

thin film photovoltaics into fabric skins for potential renewable energy opportunities; free-form design 

lightweight, light transmitting and climate control fabrics for new and retrofit stadium roofs; disaster 

relief structures that incorporate fabric into moisture control and explosion protection for buildings. 

Virginia Commonwealth University currently has a classroom structure that has canvas exterior walls 

that can be folded and retracted to the ceiling in order to open a larger space for events. There is also 

the potential with these ideas to retrofit older, energy inefficient buildings with fabric skins, thus 

improving efficiency. 

Tents have seen a shift over the last several years from all canvas structures to coated vinyl structures. 

Suppliers are currently competing with high value and high quality fabrics. The U.S. has about 4000 small 

companies that specialize in tent rental. Imported tents have been disappointing so far, as they are 

lower in quality than U.S. tents. One challenge to this market is variety in state and local building codes 

governing large tents. 
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The number of high-value digital printing applications has led to many hardware and chemistry vendors 

investing heavily in textile and textile-related products and systems. Processes for printing on paper are 

being modified to accommodate the textile market. Faster turnaround time is key here, as a digitally 

printed banner can be printed in one week, compared to 9-11 weeks for the same product done by silk 

screening. Digital printing is also more environmentally friendly and enables manufacturers to maintain 

a cleaner and quieter environment. The largest areas for potential in this market include point of 

purchase signage, banners and trade show graphics. New areas for this market will include awnings and 

canopies, indoor graphics for museums and retail establishments, stadium wraps and sporting event 

graphics, table covers, reusable trade show kits and building and vehicle wraps. New uses for awnings 

and canopies will also drive this market in the future. Urban settings are beginning to use these products 

to cover spaces between buildings and alleys, creating new usable spaces without expensive and 

disruptive construction. European markets are updating with motorization, new fabrics and energy 

conservation efforts. Awnings and canopies sales will increase with green building initiatives, more use 

for public shade, therapeutic gardens and the use of design and graphics, as well as using canopies over 

entryways and implementing remote and motorized controls for products. Fabrics used in awnings and 

canopies in the future will likely be recycled or will decompose after 15-20 years of outdoor service. 

They will be self-cleaning yet durable and made from natural fibers, such as coconut shells, hemp, corn, 

bamboo and other materials. Also key will be the implementation of solar panels into fabrics. 

Flexible Intermediate Bulk Containers (FIBC) are currently used to transport raw materials such as 

chemicals and alloys, clays used in paper, building products, agricultural materials, food products and 

engine block castings. According to an October 2009 report, the use of this product has declined, but is 

picking up as U.S. manufacturers begin to make specialty bags for customers. These bags, which feature 

handles for lifting by a fork lift are in high demand. Some are specially made to dissipate static electricity 

while others are flame-retardant or resistant to caustic, corrosive or reactive chemicals. Often, liners 

provide these functions, as well as providing a clean transportation space for food and drug ingredients. 

As this segment finds new end-users, growth will continue. As before, innovation is the key. Companies 

bringing new features and benefits to the current line of product offerings will find success.  
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Appendix G – Flexible Bulk Intermediate Container Companies 

Company Name City, State Distributor? Manufacturer? Other 

ABG Packaging 

Corporation 

Rockford, IL Yes Custom  

B.A.G Corporation Dallas, TX Yes Custom Service Company 

Grayling 

Industries 

Incorporated 

Alpharetta, GA No Yes  

Balcon 

Enterprises, 

Incorporated 

Elk Point, SD Yes Custom  

Mar-Pak, 

Incorporated 

Marietta, OH Yes Yes Service Company 

Bag Supply 

Company 

Moody, AL Yes Yes  

Elway Industries 

Incorporated 

Houston, TX Yes Custom  

New Pig 

Corporation 

Tipton, PA Yes Custom  

TranPak Fresno, CA Yes Yes Service Company 

Springer Pumps, 

LLC 

Telford, PA Yes Custom Manufacturers’ 

Rep, Service 

Company 

Berry Plastics 

Corporation-

Tapes, Bags & 

Coatings Division 

Franklin, MA  Custom Service Company 

Air Process 

Systems & 

Conveyors 

Company, 

Incorporated 

Westmont, IL  Custom Manufacturers’ 

Rep, Service 

Company 

JohnPac, 

Incorporated 

Crowley, LA Yes Yes  

S&K Packaging Dubuque, IA  Custom  

Dino Bags, 

Incorporated 

Tioga, PA Yes Custom  

Custom 

Equipment 

Company, 

Incorporated 

Wando, SC Yes Yes  

Reusable 

Transport 

Packaging 

Madeira Beach, FL Yes Custom  

Scranton 

Cooperage, 

Incorporated 

Jessup, PA Yes Custom Service Company 
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The Tennant 

Company 

Houston, TX   Manufacturers’ 

Rep 

MHG Packaging 

Solutions 

Sweetwater, TN  Custom  

Bulk Sak 

International, 

Incorporated 

Malvern, AR  Custom  

Schoeller Arca 

Systems, 

Incorporated 

Tacoma, WA Yes Custom  

Wyse Packaging, 

Incorporated 

San Francisco, CA Yes  Manufacturers’ 

Rep 

Palmetto 

Industries 

Grovetown, GA  Yes Service Company 

Bulk-Pack Monroe, LA  Yes  

Material Motion, 

Incorporated 

Decatur, GA Yes   

LM Containers LLC Caruthersville, 

MO 

 Custom  

Unidex Group, 

Incorporated 

Wheeling, IL Yes Yes  

UNSA America Virginia Beach, VA  Yes  

Ameriglobe FIBC 

Solutions 

Lafayette, LA  Custom  

The PE Group Annandale, NJ   Manufacturers’ 

Rep 

TWJ Packaging 

Group, LLC 

Memphis, TN Yes Custom Service Company 

Bulk Bag Express Hardeeville, SC Yes Custom  

The Megasack 

Corporation 

Magnolia, AR Yes Custom  

Procon Pacific, 

LLC 

Oak Brook, IL Yes   

Isbir Bulk Bag 

USA, LLC 

Rockwall, TX  Yes  

Gulf Coast Bag & 

Bagging 

Company, 

Incorporated 

Houston, TX Yes Custom  

Global Traffic, 

Incorporated 

Huntington 

Beach, CA 

Yes  Manufacturers’ 

Rep 

Springfield Special 

Products 

Springfield, MO Yes Custom  

Mervin Holmes 

Sales Ltd 

London, Ontario 

Canada 

Yes  Service Company 

Trimeg Holdings 

Ltd. 

Calgary, Alberta 

Canada 

 Yes  
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Appendix H-Potential Geotextile Manufacturers 
The following companies have been identified as potential manufacturers of geotextiles fabrics. Many 

do not have company Websites, so the viability of each company as a customer for BFF or EFF is not 

clear. 

Company Name Location Description 

Environmental Composites Herkimer, NY Manufacturer of needled 

composite textile fabrics for 

filtration, protective and other 

industrial applications 

SI Construction Products 

Division (SI Geosolutions) 

Chattanooga, TN Soil reinforcement fibers 

L&M Supply Willacoochee, GA Manufacturer of geotextiles 

fabrics, silt fence, weed control 

fabrics & erosion control 

blankets 

BTL Liners Numerous Manufacturer and distributor of 

standard and custom industrial 

synthetic fabrics including 

plastic woven and non-woven 

geotextile fabrics. Geogrids, 

geomembranes, geonets and 

geowebs are also available. 

Apex Mills Corporation Inwood, NY Manufacturer of geotextiles 

fabrics. Netting, mesh, spacer 

fabrics & tricot fabrics for 

commercial, industrial, apparel 

and military applications. 

Thor Tarp Oconomowoc, WI Manufacturer of erosion 

controls, including geotextile 

ground cover fabrics, cloth, 

mats & soil stabilizers. 

G&G Geo-Fabrics, Incorporated Folcroft, PA Distributor of geotextiles 

fabrics, including needle-

punched non-woven and woven 

stabilization fabrics. 

Carlee Corporation Rockleigh, NJ Polyester fiberfill batting, 

wadding, padding, insulation & 

filtration media for a wide 

variety of applications 

Everett J Prescott Incorporated Gardiner, ME Distributor of non-woven 

geotextiles fabrics. 

Geo-Syn Products Company Flemington, NJ Gabions, Reno Mattresses, 

Erosion Control Mats, Excelsior, 

Geogrids, Fencing, Cellular 

Confinement Systems, Shoreline 

Erosion Control Systems 
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Jensen Bridge & Supply 

Company 

Grand Rapids, MI 

Wauseon, OH 

Sandusky, MI 

Mirafi construction fabrics for 

soil stabilization & 

sedimentation control. Woven 

and non-woven fabrics available 

in various widths & roll sizes. 

Hancor, Incorporated Findlay, OH Manufacturer of drainage and 

water conservation systems & 

products for a variety of 

industries and applications. 

Products are made of HDPE for 

a wide range of field 

applications 

North American Green, 

Incorporated 

Evansville, IN Manufacturer of erosion control 

products designed for slope and 

channel stabilization 

applications 

Saati Americas Somers, NY Manufacturer and distributor of 

aramid fiber, filter & geotextiles 

fabrics 

Hydrotex Synthetics, 

Incorporated 

Atlanta, GA Fabric forms for concrete, 

erosion control fabrics 

Precision Custom Coatings LLC Totowa, NJ Manufacturer of needle-

punched, thermal bonded & 

chemical bonded non-woven 

fabrics. 

Albarrie Canada Limited Barrie, Ontario Canada 

Lewiston, ME 

Manufacturer of filters and 

geotextiles. Soil filtration, 

separation, containment and 

stabilization 

Maccaferri Gabions, 

Incorporated 

Williamsport, MD Manufacturer of retaining wall 

systems, reinforcement of steep 

slopes, embankments, drainage 

systems, rockfall protection & 

soil erosion protection & coastal 

protection systems 

Isbir Bulk Bag USA LLC Rockwall, TX Manufacturer of geotextile 

fabrics including synthetic 

woven fabrics used in a wide 

variety of environmental and 

civil engineering applications 

such as soil stabilization, 

drainage, filtration and erosion 

control. 

Mutual Industries Phildelphia, PA Manufacturing of a complete 

line of construction, industrial, 

safety, personal protection, 
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OSHA, ANSI, geotextile, erosion 

control supplies and accessories 
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Endnotes 

i Flexible Intermediate Bulk Container Association (FIBCA) Web site, http://www.fibca.com/index_About.html 
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