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Executive Summary

The outdoor industry is running out of growth by mining the same 70 million Americans it has
always served. Premium gear, luxury experiences, and high-end apparel have produced strong
returns — but that market is saturated. The next decade of industry growth will not come from
getting an REI customer to buy a fourth kayak.

It will come from the 268 million Americans the industry has never spoken to in a language
relevant to their actual lives.

Many of them go outside. They walk to the bus stop, sit in a park, fish from a riverbank. What
they have never received is a coherent message that the outdoors holds answers to the specific
conditions trapping them — that sunlight can reset a broken biological clock, that outdoor
employment can replace incarceration, that a mobile outdoor lifestyle can replace
homelessness, that self-reliance built in nature can replace the screen-dependency that is
quietly destroying an entire generation. The outdoor industry has been selling gear. Tymmber
Outdoor is delivering a pathway.

Recovering just 10% of the $10.3 trillion in lost economic
contribution through outdoor participation pathways would transform
both the industry and the lives it touches.

This white paper presents the strategic argument, economic model, and infrastructure roadmap
for unlocking $1 trillion in new outdoor industry revenue over the next decade — not by
improving products for existing customers, but by building the on-ramp for an entirely new
consumer class.

Tymmber Outdoor Products exists to build that on-ramp.
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Section 1: The Saturation Problem

Where the Industry Is Today

Two numbers define the outdoor industry's current economic footprint, and both are real — they
simply measure different things. The Bureau of Economic Analysis reported that outdoor
recreation generated $1.3 trillion in gross output in 2024, representing 2.4% of U.S. GDP and
supporting 5.2 million jobs. The Outdoor Industry Association's consumer spending figure —
approximately $780 billion — captures direct participant expenditure on gear, trips, licenses,
and services. The difference is supporting infrastructure: construction, lodging, food and
beverage, and government expenditure that the BEA includes in its broader measure.

Both numbers matter for this argument. The $780 billion in direct consumer spending is what
brands, retailers, and investors compete for today. The $1.3 trillion gross output figure
represents the full economic footprint the industry already generates. The trillion-dollar new
opportunity described in this paper — additional consumer spending unlocked from the despair
economy cohort — would layer on top of both, expanding the industry's total economic
contribution by roughly 75% at full realization.

By nearly every headline metric, the industry appears healthy. But beneath those numbers, a
structural problem is developing that the OlA's own data exposes — if you read past the press
release.

The Participation Number Is Not the Customer Number

The OIA counts 60% of Americans — approximately 181 million people — as outdoor
'participants.’ That figure has become the industry's primary growth narrative. It is also, by the
OIA's own downstream data, structurally misleading as a measure of the industry's addressable
customer base.

The OIA's participation methodology counts anyone who performs any listed activity —
including a neighborhood walk or a single bike ride — once in a year as a participant. The
consequence is a headline number that includes tens of millions of Americans who have no
commercial relationship with the outdoor industry whatsoever. The OIA's own retail data
confirms this: outdoor retail sales declined 3% to $27.5 billion in 2023, and only 22 of 546
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product subcategories saw growth — in the same year the industry reported record
participation. Participation and spending are moving in opposite directions. That is not a growth
story. That is a measurement problem.

The deeper issue is core participation — the high-frequency, high-spending outdoor consumers
who drive the overwhelming majority of industry revenue. Core participation declined for a
decade straight before a modest 2024 recovery. The OIA itself acknowledged the crisis in its
own report: ‘currently, very few participants who are new to outdoor recreation are converted to
core participants.’ The industry is adding casual participants at the bottom while losing the
committed consumers who actually buy gear, book trips, and sustain brands.

Record participation. Declining retail. Eroding core. The outdoor
industry's headline numbers are concealing a structural crisis that its
own data confirms.

What 'Structurally Never Addressed' Actually Means

The claim in this paper is precise: the outdoor industry has structurally never addressed the 268
million Americans cycling through despair conditions. This is not a claim that they never go
outside. Many of them do. They walk to bus stops, sit in parks, and let their children play in
backyards. The OIA counts some of them in its 60% participation figure.

What the industry has never done is build products, price points, content, marketing, or
infrastructure intentionally designed to speak to their specific conditions — to tell the person
managing addiction that morning sunlight resets the circadian biology driving their cravings; to
tell the homeless veteran that a mobile outdoor lifestyle is a viable alternative to institutional
shelter; to tell the mother in a low-income household that replacing her child's screen time with
20 minutes of morning sunlight costs nothing and changes everything.

That is the structural gap. Not geographic. Not purely demographic. Narrative and intentional.
The industry built its product architecture, its marketing language, its price points, and its
cultural signals for the 20-25% of Americans who are high-income, high-frequency, core
participants — and has never deliberately spoken to anyone else. The 40% of Americans who
don't participate at all, and the additional 35% who participate casually at nhear-zero spend,
represent the untapped market. The majority of both groups are drawn from the same 268
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million cycling through despair conditions. Their non-participation is not a preference. It is the
predictable outcome of an industry that has never tried to reach them.

Brands competing for the core consumer have driven up customer acquisition costs,
compressed margins, and produced a homogenized product landscape where differentiation is
increasingly cosmetic. The growth story the industry tells investors is largely a story about taking
market share from each other — not about expanding the market itself.

The Question Nobody Is Asking

What would happen if the outdoor industry stopped optimizing for its existing customer and
started asking who its next customer could be?

The answer to that question is the largest untapped growth opportunity in consumer goods. But
asking it honestly requires confronting an objection that thoughtful industry observers will raise
immediately.

The Infrastructure Paradox — and Why It Is Actually an Opportunity

Zion National Park now requires reservations just to drive through its main canyon. Permits for
Half Dome, the Enchantments, and Havasupai sell out within minutes of release. The most
iconic outdoor destinations in America are operationally maxed out, managing demand through
rationing rather than expansion. If the argument is to bring 21 million new consumers into the
outdoor category, a reasonable critic asks: where do they go?

This is a real tension. It deserves a real answer — not dismissal.

The answer is that the infrastructure crisis is a misallocation problem, not a total supply
problem. The United States has approximately 640 million acres of public land. The capacity
crisis is concentrated at fewer than 50 high-profile destinations that collectively represent a
fraction of a percent of that total. The vast majority of America's public land — national forests,
BLM land, state parks, county greenways, rural trails — sees almost no traffic. A first-time
camper from a low-income zip code in Albuquerque does not need a Yosemite permit. They
need a trailhead twenty miles from their front door that they feel safe reaching, welcomed at,
and competent to navigate. That infrastructure exists and is largely empty.
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The second part of the answer is larger. The infrastructure capacity crisis at popular
destinations is itself an argument for the national conversation this paper calls for in its final
section. If 268 million Americans are not engaging meaningfully with the outdoors, and the
destinations that do exist are already overwhelmed by the 70 million who are, the policy
conclusion is not to restrict participation further. It is to invest in outdoor infrastructure the way
previous generations invested in the Interstate Highway System — not as a recreation amenity,
but as national health and economic productivity infrastructure.

President Eisenhower did not build highways because Americans
wanted to drive more. He built them because mobility was a national
security and economic productivity imperative. The outdoor access
infrastructure this country needs is the 21st century equivalent.

The $10.3 trillion in lost economic contribution from the despair economy is the argument for
that investment. It dwarfs any recreational infrastructure budget ever proposed. When the
conversation shifts from 'should we let more people into national parks' to ‘what is the return on
investment of getting 268 million Americans healthier, more self-reliant, and economically
productive through outdoor participation' — the infrastructure investment case becomes
overwhelming.

Section 2: The Despair Economy — Defining the Opportunity

268 Million Americans — A Flow Argument, Not a Fixed Population

Across any given cohort year, an estimated 268 million Americans experience at least one of 14
documented despair conditions — ranging from high school dropout and poverty to mental
health crisis, addiction, homelessness, and veteran suicide. The aggregate lost economic
contribution from these conditions is estimated at $10.3 trillion.

A critical clarification on who these people are: many of them go outside. They walk to bus
stops, sit in parks, fish from riverbanks, and let their kids play in backyards. They are not
physically absent from the outdoors. What they have never received is a coherent message that
the outdoors holds specific, actionable answers to the conditions trapping them:
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+ That daily sunlight exposure can reset a broken biological clock driving their depression
or addiction

+ That outdoor employment — trail work, conservation corps, guide services — offers a
pathway away from incarceration and toward economic self-sufficiency

» That a mobile outdoor lifestyle, anchored by affordable gear, can replace homelessness
with sovereignty

* That replacing screen time with outdoor time demonstrably reduces teen suicide, teen
pregnancy, and the learned helplessness that perpetuates generational poverty

* That self-reliance built through outdoor competence — fire-making, navigation, shelter,
food — produces the self-confidence that no institutional program has ever successfully
manufactured

The outdoor industry has been selling gear and experiences to people who already want them.
Tymmber Outdoor is delivering a pathway to people who need what the outdoors actually
provides — and have never been told it was available to them.

A second clarification: this is not a claim that 268 million unique, permanently stranded
individuals exist simultaneously. It is a flow argument — the same way the healthcare industry
measures annual patient incidence rather than permanent iliness prevalence. These 268 million
represent the total number of Americans who, in any given year, cycle through one or more
conditions that interrupt their economic participation, social mobility, and quality of life.

268M Americans experiencing at least one despair condition in any cohort
year — across 14 documented categories

Estimated annual lost economic contribution from these 14 despair
categories — based on modeled lifetime earnings differentials,
healthcare costs, and productivity loss. Individual category figures
validated against 2024 federal data sources.

A note on the $10.3 trillion figure: this is a modeled composite, not a single-source federal
statistic. No government agency tracks the aggregate economic burden across all 14 categories
simultaneously — they are monitored by different agencies using different methodologies. The
figure is constructed by summing documented category-level costs: lifetime earnings loss from
educational underattainment, healthcare and productivity costs from mental illness and
addiction, criminal justice expenditure, poverty's cascading effects on tax revenue and social
services, and so on. If anything, $10.3T is a conservative floor rather than a ceiling. The
Yale/Columbia/Wisconsin NBER study published in 2024 puts mental illness alone at $282
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billion annually — nearly double the $1.44T category estimate when annualized differently.
Substance abuse costs exceed $400 billion annually by conservative measures, and $740
billion by broader ones. The aggregate burden across all 14 categories with 2024 methodology
likely runs higher than $10.3T, not lower. The figure is used here as a signal of scale, not a
precision claim — and the argument it supports does not require precision. Recover just 10% of
whatever the true number is, and you have unlocked over a trillion dollars in human potential.

The share of Americans who are either non-participants or casual
5%+ low-spend participants — structurally unaddressed by the outdoor
industry's product, pricing, and marketing architecture

The 14 Categories

The despair economy is not monolithic. It is 14 distinct entry points where Americans lose
economic and social footing. The figures below have been validated against the most current
federal data available as of 2024—-2025. Population figures represent annual cohort incidence —
the number of Americans experiencing each condition in a given year — not necessarily unique,
non-overlapping individuals. Sources include the U.S. Census Bureau, SAMHSA NSDUH 2024,
HUD 2024 Annual Homeless Assessment Report, Bureau of Justice Statistics, CDC, and the
VA National Veteran Suicide Prevention Annual Report:

* No High School Diploma (22—-40M) — Census Bureau 2024 reports 8.5% of adults 25+
lack a diploma or equivalent, approximately 22M adults. The broader cohort whose
economic trajectory has been permanently shaped by educational incompletion —
including GED holders facing lifetime earnings penalties — extends to 39—40M. Lost
contribution estimated at $1.8—-2.2T based on lifetime earnings differentials of $260,000
vs. high school graduates.

* Welfare / Means-Tested Assistance Recipients (~73M) — SNAP alone served 41.7M in
FY2024; Medicaid enrolled approximately 1 in 4 Americans (~85M). The unduplicated
cohort receiving at least one means-tested program is approximately 65—-80M. Figure
retained at ~73M as composite estimate. Lost contribution: $2.0T (opportunity cost of
dependency vs. workforce participation).

* Americans in Poverty (35.9M, $1.45T) — Census Bureau official poverty measure, 2024
35.9M people (10.6% of population), down from 37M in 2023. Figure updated from
original estimate.

* Mental Health Conditions (61.5M, $1.44T+) — SAMHSA 2024 NSDUH: 23.4% of U.S.
adults — 61.5 million people — experienced any mental illness in the past year. Serious
mental illness affected 14.6M. NAMI estimates serious mental iliness causes $193.2B in
lost earnings annually. Total economic burden substantially exceeds the $1.44T
estimate when healthcare costs are included.

» Substance Use Disorder / Addiction (48-53M, $1.1T) — SAMHSA 2024 NSDUH: 48.4
million people met diagnostic criteria for a substance use disorder; 52.6 million needed
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treatment. Figure updated from 50M original. Only 1 in 5 who needed treatment received
it.

« Crime Victims (~20M, $696B) — BJS annual victimization surveys document 16—23M
violent and property crime victimizations annually. Figure of 19.9M is defensible as
annual composite. Economic burden includes direct costs, lost productivity, and
healthcare.

« Immigration System Impacted (~20M, $560B) — Estimated 10-12M undocumented
individuals plus mixed-status families, asylum seekers, and visa holders facing economic
barriers brings the affected cohort to approximately 20M. Category renamed from 'lllegal
Immigration Impacted' to reflect the full affected population more accurately.

« Age Discrimination in Workforce (~23M, $414B) — AARP research documents that
64%-+ of workers 50+ have withessed or experienced age discrimination. Estimated 23M
workers in active age-discrimination situations. Economic burden includes lost wages,
forced early retirement, and reduced Social Security contributions.

» Digitally Displaced / Automation-Threatened (14-25M, est. $200B+) — Updated
significantly from original 500K—2.5M estimate. McKinsey and Oxford Economics
estimates suggest 14—-25M U.S. workers face material job displacement risk from Al and
automation by 2030, with hundreds of thousands already displaced. This is an emerging
and rapidly evolving category.

» Single-Mother Households (~11M, $212B) — Census Bureau: approximately 10.9M
single-mother family households, updated from 10M. Economic burden reflects the
compounding effects of wage gap, childcare costs, and reduced retirement savings.

+ Experiencing Homelessness (770K single night / 1.1M+ annually / up to 2.5M housing-
insecure, $137B) — HUD 2024 Annual Homeless Assessment Report: 771,480 people
on a single night in January 2024, an 18% increase from 2023 and the highest count
ever recorded. Annual total served exceeds 1.1M. Broader housing-insecurity definitions
(including doubled-up housing) reach 2.5M+. Original figure of 2.5M is retained as the
housing-insecurity cohort.

» Under Correctional Supervision (1.9M incarcerated / 5.6M total, $81B) — BJS 2023:
1,852,900 incarcerated in state/federal prisons and local jails; 3,772,000 on probation or
parole — 5.6M total under correctional supervision. Original 3M figure reflects neither
the narrower incarcerated count nor the broader supervised population. Updated to
reflect both figures with clarification.

* Non-Veteran Suicides (~43K annually, $2.8B) — CDC 2023: 49,476 total suicide deaths.
VA 2022 data: 6,407 veteran suicides. Non-veteran suicides therefore approximately
43,000 annually. Original figure of 47K reflected total suicides before the veteran cohort
was separated.

* Veteran Suicides (6,407 annually, $344M+) — VA 2024 National Veteran Suicide
Prevention Annual Report: 6,407 veteran suicides in 2022 (most recent year with
complete data), averaging 17.6 per day. Original figure of 4,700 was significantly
understated. Updated to reflect VA's own documented count.

Each category is sourced from federal data and represents a distinct population with distinct
needs — a distinct product strategy, content strategy, and community-building approach. The
figures above replace earlier estimates that have been superseded by more current data; the
most significant corrections are Mental Health (updated from 51M to 61.5M per SAMHSA 2024),
Veteran Suicide (updated from 4,700 to 6,407 per VA 2024 Annual Report), and the educational
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category (revised from 80M to 22—-40M with methodological clarification). The 14 categories are
not a weakness in the model. They are the architecture of a differentiated market entry strategy.

Preempting the Overlap Critique

Sophisticated analysts will observe that significant overlap exists between categories — a
person can simultaneously be a high school dropout, living in poverty, and struggling with
addiction. This is acknowledged and intentional.

"Even if every person in these 268 million is counted twice, that is
still 134 million Americans the outdoor industry has never
meaningfully addressed. The luxury market has been mined. The
next trillion is here."

The 268 million figure is a market signal, not a precision headcount. Its purpose is to
demonstrate that the demand pool for a different kind of outdoor company — one built on
access, education, and human development rather than premium consumption — is vastly
larger than the industry's current thinking allows.

Section 3: The Closing Window — Private Equity and the
Bifurcation of the Outdoor Experience

The trillion-dollar opportunity described in this paper is real. But it is not indefinitely available. A
structural force is actively narrowing the window — and it is moving faster than most industry
observers recognize.

The Land Grab Is Documented

Private equity's move into the outdoor industry is no longer a trend. It is an accomplished fact at
institutional scale. Financial sponsor transactions in outdoor recreation increased 93.3% year-
over-year in 2024 alone, and more than $1 trillion in PE dry powder remains deployed and
seeking outdoor assets. Institutional capital inflows into RV parks and campgrounds reached
unprecedented levels through 2021 to 2024, with sales prices surging upward in every market.
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Companies like Equity LifeStyle Properties and Sun Communities have systematically acquired
hundreds of campground properties across the country.

KOA — the world's largest privately owned campground network — simultaneously expanded
its premium Terramor glamping brand while continuing to absorb independent operators into its
franchise system. The pattern is consistent across the industry: consolidation at the access
layer, premiumization at the experience layer, and yield optimization at the pricing layer.

Premiumization Is the Strategy, Not an Accident

The gear market confirms the same directional pull. Advanced materials are driving
premiumization across the outdoor gear market, with manufacturers explicitly targeting
consumers willing to pay 20—-30% more for cutting-edge equipment. The premium outdoor
apparel segment alone is projected to grow from $8.9 billion in 2025 to $15.2 billion by 2034.
Industry analysts use the word 'premiumization’ as a primary growth driver — not as a side
effect, but as a deliberate strategic orientation.

The Outdoor Industry Association's own 2026 data confirms the consequence: the outdoor
recreation economy generated $1.3 trillion in gross output in 2024 — its largest total ever —
while simultaneously reporting a growing gap between desire and ability to participate. The
industry is generating record revenue from a shrinking pool of high-spending consumers. That is
not a growth model. That is extraction.

What PE Optimizes For — and What It Doesn't

The important nuance here is not that private equity investment is inherently destructive. Capital
brings operational efficiency, marketing reach, and infrastructure investment that can grow a
category. The problem is what PE optimizes for: yield from existing consumers, not conversion
of new ones. Return on deployed capital within a fund cycle — typically five to seven years —
not the decade-long infrastructure investment required to bring a new consumer class into the
category.

PE does not build on-ramps. It monetizes destinations. And when PE controls the destinations
— the campgrounds, the experience operators, the premium gear brands — the on-ramp gets
priced out of existence before anyone builds it.
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Private equity is not directly causing the bifurcation. It is locking it in
— converting what was a structural tendency into a permanent
market architecture before the new consumer class ever arrives.

The Participation Gap Is Now Confirmed by the Industry Itself

The access inequality that PE is accelerating was already structurally embedded. More than half
of the U.S. population — disproportionately low-income Americans, people of color, and people
with disabilities — are excluded from meaningful outdoor participation. The Executive Director of
the Outdoor Industry Association has publicly acknowledged that public lands are open to
everyone in theory, but not everyone feels welcome, has the resources to get there, or can
experience them safely.

Academic research spanning decades documents the same reality: costs of gear, entrance
fees, lack of transportation, absence of outdoor social networks, and cultural exclusion signals
embedded in outdoor media all function as compounding barriers for the population Tymmber
Outdoor is targeting.

The Counter-Model: What It Actually Looks Like

Critique without alternative is complaint. Tymmber Outdoor is not complaining about the PE land
grab — it is building the counter-architecture in real time, in its own region.

The Carbon Free Resort at Elephant Butte Lake — New Mexico's most visited state park and
one of its most underperforming economic assets — is Tymmber Outdoor's active proof-of-
concept for what outdoor hospitality looks like when it is built for access, not extraction. Three
village zones. Solar Hut accommodations. An EV-ATV recreational area. Dark sky camping
sites. Drone delivery infrastructure. Zero carbon footprint. Starting nightly rates designed to
serve the wellness traveler, the EV adventurer, and the entry-level outdoor consumer
simultaneously — not just the premium glamping guest.

This is not a concept. It is a proposal in active development, with corporate partner
conversations underway with EV manufacturers, hospitality operators, and energy companies.
The model it demonstrates is precisely what PE is not building: multi-tier outdoor destination
infrastructure that serves multiple market categories, generates carbon credits, and proves that
outdoor hospitality does not require a premium income to access.
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While PE builds exclusive glamping resorts for the consumer who
already participates, Tymmber Outdoor is building the destination
infrastructure for the consumer who has never been invited — in the
state with the highest concentration of despair economy conditions
in the American Southwest.

Why Timing Now Matters

The window for building the new consumer on-ramp will not stay open forever. As PE
consolidates campground assets, as premium brands deepen their grip on the retail narrative,
and as the cultural signal the industry broadcasts continues to say 'this is not for you' to 268
million Americans — the gap widens. Each year of delay is a year in which the bifurcation
becomes more entrenched and the conversion cost of the despair economy increases.

The outdoor industry's own data shows record revenues masking a participation crisis. The
companies building for the premium consumer will continue to compete for each other's share.
The company that builds for the other 268 million will find little competition — because few if any
are truly focused on understanding their needs.

Section 4: The Zero-Cost Entry Point — Sunlight as the First
Node

Every on-ramp into the outdoor lifestyle carries a cost. Gear requires money. Transportation
requires a vehicle. Community requires social capital. Knowledge requires time and access to
education. For the 268 million Americans cycling through despair conditions, every one of these
costs is a compounding barrier.

There is one exception. One entry point that costs nothing, requires no equipment, no prior
experience, no transportation, and no social network. One biological mechanism so
fundamental that it operates at the cellular level regardless of income, geography, or cultural
background.
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Sunlight is the thread. Pull it, and the entire cascade begins.

The Household Node: Reaching the Health Architect

In households cycling through despair conditions, there is typically one person making the
health decisions for the entire family. She decides what the children eat, when they sleep, how
much time they spend on screens, and whether the family goes outside. She is the primary
healthcare decision-maker, the family culture-setter, and the person the outdoor industry has
most completely failed to speak to.

The outdoor industry has spent decades marketing to the person who wants the gear. Tymmber
Outdoor's Everyday Outdoor Family Health department — built under their University of
Sovereign Living — exists for the person who decides whether the family goes. That is a
fundamentally different addressee, and reaching her changes the unit economics of the entire
cascade. She is not one consumer. She is the node through which an entire household enters
or fails to enter outdoor participation.

The practice Tymmber Outdoor delivers to her is not a product pitch. It is a research-backed
protocol with zero cost of adoption: outside within 30 minutes of waking, 10 to 20 minutes, no
phone, no sunglasses. The tagline from TymmberU's first deep dive states it plainly: 'Costs
nothing. Changes everything.' That is the Got Sunlight argument operationalized at the
household level — already written, already published, already being delivered through the
EOFH content series.

Screen Time Is Not Neutral — It Is the Active Competition

The argument for sunlight is not simply additive — go outside more. It is a displacement
argument. Screen time is not an innocent competitor for a family's attention. Artificial blue light
from screens directly suppresses melatonin production, disrupts circadian signaling, and
degrades the biological benefit of any outdoor exposure that follows. The despair economy
participant who spends twelve hours a day on a screen and then steps outside for twenty
minutes is not getting the full cascade benefit — because the circadian clock that morning light
is designed to set has already been disrupted.

This reframes the entire argument. Tymmber Outdoor is not asking the 268 million to add
outdoor time to an already-crowded day. It is asking them to replace something that is actively
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damaging their biology with something that is actively repairing it. That is a stronger behavioral
case, a stronger health case, and a stronger economic case — because the replacement of
screen dependency with outdoor competence produces a durable identity shift, not just a
temporary behavioral change.

The Biology Is Not a Metaphor

The health effects of sunlight exposure are not wellness marketing. They are documented
physiological mechanisms operating across multiple biological systems simultaneously:

* Mitochondrial activation — Near-infrared and red light wavelengths penetrate tissue and
stimulate cytochrome c oxidase in the mitochondrial electron transport chain, directly
increasing cellular ATP production. Dr. Roger Seheult's work on photobiomodulation
documents this mechanism with clinical precision. The implication: sunlight exposure
literally increases cellular energy output in every tissue it reaches.

» Nitric oxide release — UVA exposure triggers nitric oxide release from skin stores,
producing immediate vasodilation, reduced blood pressure, and improved cardiovascular
function. This is a dose-dependent, repeatable effect that does not require
supplementation or pharmaceutical intervention.

» Vitamin D synthesis — Skin exposure to UVB radiation initiates the synthesis of Vitamin
D3, which regulates hundreds of gene expressions including immune function, calcium
metabolism, and inflammatory response. Vitamin D deficiency is epidemic in the despair
economy population — disproportionately affecting lower-income, indoor-dwelling, urban
Americans.

» Circadian rhythm regulation — Morning sunlight exposure sets the suprachiasmatic
nucleus clock, regulating cortisol rhythm, melatonin production, and sleep architecture.
Disrupted circadian rhythm is a documented co-factor in depression, addiction,
metabolic syndrome, and cognitive decline — all conditions over-represented in the 14
despair categories.

» Serotonin production — Light exposure to the retina stimulates serotonin synthesis in the
raphe nuclei, producing mood elevation, reduced anxiety, and improved impulse control.
This is the biological basis of Seasonal Affective Disorder — and its inverse: the
documented mood improvement from outdoor light exposure.

Dr. Richard Jefferies' work in the UK on sunlight and chronic disease prevention, alongside
Seheult's infrared research, establishes a converging body of evidence: regular outdoor light
exposure is one of the highest-leverage, lowest-cost health interventions available to any
population. The mechanism is not disputed. The clinical effect size is meaningful. And the
intervention is free.

A note on evidentiary standard: all health claims in this section are held to the Nullius in Verba
research standard applied across Tymmber Outdoor University — primary sources cited, effect
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sizes stated honestly, limitations acknowledged, and no conflicts of interest from supplement or
pharmaceutical sponsors. Where the evidence is preliminary or contested, it is stated as such.
This is not wellness marketing. It is documented physiology.

The Cascade Model

Tymmber Outdoor's thesis is not simply that sunlight is healthy. It is that sunlight functions as
the initiating node in a self-reinforcing cascade that moves a person from despair economy
participant to outdoor consumer — and that this cascade has documented biological,
behavioral, and economic logic at each step.

N d 1 Sunlight exposure — mitochondrial activation, circadian reset, mood
ode elevation, inflammation reduction

N d e 2 Improved energy and mood — reduced pharmaceutical dependency,
0 better sleep, increased agency and future orientation

Freed disposable income + increased energy — first outdoor
experiences, social connection, knowledge acquisition

Node 3

N d A Outdoor participation — deepening health improvements, community
ode belonging, identity shift toward sovereign living

N d 5 Sovereign living identity — sustained outdoor spending,
oae entrepreneurial activation, lifetime consumer relationship

Each node reinforces the next. Each also reinforces the previous — the cascade is not linear, it
is self-amplifying. A person who spends more time outdoors becomes healthier; a healthier
person has more energy and desire for outdoor activity; deeper outdoor engagement produces
stronger community ties and greater self-efficacy; greater self-efficacy produces the economic
and behavioral conditions for sustained spending.
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Why This Is a Customer Acquisition Thesis, Not a Wellness Program

The conventional outdoor industry approach to new consumer acquisition is marketing:
advertising, influencer content, brand storytelling. These are expensive, contested, and targeted
at people who already know the category exists and feel some pull toward it.

Tymmber Outdoor's sunlight-first approach is fundamentally different. It does not ask the
despair economy participant to be interested in the outdoors. It addresses the biological
conditions that make interest impossible to sustain — depleted energy, dysregulated mood,
inflammation-driven cognitive fog, disrupted sleep. Fix those conditions first, at zero cost to the
consumer, through the most abundant resource on earth. Then the interest follows naturally
because the biological substrate for it exists.

The cost of first engagement in this model is zero dollars. No other outdoor company has a
customer acquisition strategy with a zero-dollar first touch. The LTV at the end of the cascade
— Tymmber Outdoor's modeled $275,000 per sovereign living consumer — remains
unchanged. The entire acquisition cost structure is compressed because the entry node is free,
universal, and mechanistically effective.

The Loom Argument

Sunlight is the thread. But a thread pulled without a loom produces nothing but a loose fiber.
This is where Tymmber Outdoor's full infrastructure stack becomes not just valuable but
essential:

» Sunlight initiates the cascade — but Tymmber Outdoor U and RoadSchool provide the
knowledge bridge that converts improved biological state into outdoor competence. The
Everyday Outdoor Family Health series — deep dives including The First 15 Minutes,
Why Your Anxious Child Needs Outside, and The Reluctant Child: A Field Guide — are
the content architecture that delivers this knowledge at the moment a new participant is
ready to receive it

» Qutdoor competence builds confidence — but Sovereign Circle provides the community
infrastructure that converts individual experience into cultural belonging

» Cultural belonging deepens engagement — but RAAK and the Hitch to Home ecosystem
provide the gear on-ramp that converts desire into participation

» Participation deepens identity — but the Franklin Library and the broader Tymmber
Outdoor intellectual framework provide the philosophical grounding that makes
sovereign living a durable identity, not a passing interest
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The cascade fails at any broken link. A person whose circadian rhythm resets through morning
sunlight but has no knowledge of how to camp, no community that welcomes them, and no
affordable gear pathway will not become an outdoor consumer. Tymmber Outdoor's value
proposition is not any single node — it is the architecture that connects all five hodes into a
pathway that no other company in the outdoor industry has built or is building.

Section 5: Why the Outdoors Is the Right Mechanism

The Research Case

The argument that outdoor participation produces measurable improvements in mental health,
physical health, social cohesion, and economic participation is no longer speculative. It is
documented across disciplines:

* Mental health: Nature exposure demonstrably reduces cortisol levels, anxiety, and
depression markers across clinical studies

» Physical health: Regular outdoor activity reduces chronic disease risk, lowering long-
term healthcare expenditure

* Social cohesion: Shared outdoor experience builds community bonds that reduce
isolation — a primary driver of addiction relapse and mental health deterioration

» Economic activation: Outdoor participation correlates with increased employment
stability, higher reported life satisfaction, and greater civic engagement

For a population cycling through despair conditions, the outdoors is not a luxury add-on. It is a
functional recovery mechanism — and one that is extraordinarily cost-effective compared to
institutional intervention.

The Scholasticism Problem

The deeper argument is structural: American institutions — educational, medical, governmental
— have been optimized over decades to manage despair rather than eliminate it. The result is a
$10.3 trillion annual cost of managing populations that could, with different tools, become
economically active participants.
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The outdoor industry, uniquely, is not part of that institutional management system. It sits
outside the dependency architecture. It offers something institutions cannot: sovereign
engagement with the natural world, physical competence, self-reliance, and community built on
participation rather than need.

The outdoor industry does not manage despair. It displaces it.

Section 6;: The Economic Model

The $450 Assumption

For modeling purposes, we assume an average new outdoor consumer from the despair
economy cohort will spend $450 per year on outdoor-related goods and services. This is a
deliberately conservative entry-level number — below the industry average of $700—900 for
active participants — appropriate for someone making their first gear purchases and initial
outdoor experiences.

This assumption understates the long-term opportunity. Tymmber Outdoor's own consumer
lifetime value modeling projects $275,000 in LTV for a fully engaged sovereign outdoor
consumer across their participation lifetime. The $450 figure represents the first year of a much
longer relationship.

Conversion Math

The following table models annual spend at scale and cumulative industry contribution under
varying conversion scenarios from the 268 million person despair cohort:

CONVERSION RATE NEW CONSUMERS ANNUAL SPEND @ $450 CUMULATIVE CONTRIBUTION

2% 5.4M $2.4Blyr ~$12B cumulative (Yrs 6—
10)

5% 13.4M $6.0B/yr ~$30B cumulative (Yrs 6—
10)

8% 21.4M $9.6B/yr ~$48B cumulative (Yrs 6—
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10)

10% 26.8M $12.1B/yr ~$60B+ cumulative (Yrs 6—
10)

To reach $1 trillion in cumulative new industry revenue over 10 years requires sustained
conversion at approximately 8% of the target population — drawing in 21 million new
consumers spending an average of $450/year, compounding across the decade. This is not a
heroic assumption. It is a reachable outcome if the industry builds the infrastructure for it.

The Three-Layer Revenue Architecture

New revenue generation does not occur in a single channel. It flows through three
interconnected layers, each building on the previous:

LAYER DESCRIPTION 10-YR REVENUE TARGET

Layer 1 Direct Consumer Conversion — new ~$300B
participants purchasing gear, apparel,
licensing, camping fees, services, and
experiences

Layer 2 Health-Driven Participation Compounding — ~$400B
improved health outcomes free disposable
income previously consumed by crisis
management; redirected spend enters outdoor
economy

Layer 3 Entrepreneurial Activation — converted ~$300B
participants become producers: guide
services, outdoor education micro-businesses,
content creation, gear repair/rental, trail
stewardship employment

Layer 3 is the most original claim in this model and the most powerful long-term multiplier.
Tymmber Outdoor's Sovereign Living framework — built around the premise that outdoor
engagement leads to self-reliance and economic independence — is fundamentally a workforce
development thesis disguised as a consumer product company. Some portion of converted
consumers do not stay consumers. They become entrepreneurs, creating new economic value
that flows back through the outdoor ecosystem.

Section 7: The 10-Year Infrastructure Roadmap
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A trillion-dollar market conversion does not happen by accident. It requires deliberate
infrastructure investment across three phases:

PHASE YEARS | FOCUS TYMMBER ROLE

Phase 1 Years 1-3 Access Infrastructure Build gear accessibility
(rental, share, entry-price
products), knowledge
delivery (Tymmber Outdoor
U / RoadSchool), and
community architecture
(Sovereign Circle)

Phase 2 Years 4-6 Market Pull & Industry Critical mass of new
Response participants triggers

broader industry response
— brands enter new price
tiers, retailers expand
geography, public land
agencies respond to new
constituencies

Phase 3 Years 7-10 Ecosystem Maturation New businesses from
converted population;
policy changes following
demonstrated outcomes;
measurable shift in industry
revenue composition
validating original thesis

Phase 1 in Detail: The Four Access Barriers

The primary reason 268 million Americans have not participated in outdoor recreation is not lack
of interest. Research consistently shows broad aspirational interest in outdoor activity across all
income and demographic groups. The barriers are structural:

» Gear barrier — Entry-level outdoor gear remains inaccessible at prevailing retail price
points for households near or below median income. The industry's race to premium has
widened this gap, not closed it.

» Transportation barrier — Access to public lands and outdoor recreation areas requires
personal vehicle ownership and fuel cost. Urban and peri-urban populations face
systemic access inequality.

+ Knowledge barrier — Outdoor participation requires a minimum competency threshold

that the industry has never systematically addressed. First-time participants without
social networks of experienced outdoorspeople have no reliable on-ramp.
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»  Community barrier — Outdoor recreation culture has historically been predominantly
white, college-educated, and upper-middle-income. The cultural signal the industry
sends to the despair economy cohort is: this is not for you.

Tymmber Outdoor's product and content architecture directly addresses all four. RAAK and the
Hitch to Home ecosystem address gear and transportation. Tymmber Outdoor U and
RoadSchool address the knowledge barrier. Sovereign Circle and the Franklin Library address
the cultural and community barrier.

Section 8: Tymmber Outdoor Outdoor's Role

Tymmber Outdoor Products is not positioned as a charity, a government program, or a social
enterprise. It is a for-profit human development company that uses education and outdoor
products as delivery mechanisms for a healthier, more self-reliant life.

The distinction matters. Charitable and governmental approaches to despair have produced the
$10.3 trillion problem. Tymmber Outdoor's approach is to build a business on the premise that
the people currently caught in that system are not liabilities — they are an untapped market.

"We do not fear the impossible. We fear the would've, could've,
should've — of never trying."

The Tymmber Outdoor Ecosystem as On-Ramp Architecture

» Sunlight — The zero-cost first node; the universal entry point that initiates the biological
cascade before any product is purchased

*  RAAK ($900 entry point) — Purpose-built gear enabling the first outdoor experience for
a new consumer class

» Hitch to Home — Hardware connectivity ecosystem from entry gear through destination
living; the physical infrastructure of the sovereign lifestyle journey

*  Tymmber Outdoor U / RoadSchool — Knowledge and education delivery layer; GPS-
triggered location-based learning meets sovereign curriculum; home of the Everyday
Outdoor Family Health content series

* Franklin Library — Intellectual and cultural on-ramp connecting outdoor lifestyle to
broader human development philosophy
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» Sovereign Circle — Community infrastructure converting individual participants into a
network with mutual economic and social benefit; home of the Marketplace, Maker Shelf,
and partner stays

*+ OREE — The Outdoor Entrepreneur Residency Experience; the Layer 3 activation
mechanism that converts engaged outdoor participants into outdoor economy producers,
guiding the transition from consumer to entrepreneur within the sovereign living
ecosystem

» Prosperity Place — Tymmber Outdoor's conceptual framework for converting
homelessness and poverty into outdoor sovereignty; a place-based initiative that
replaces institutional dependency with mobile, self-sufficient outdoor living anchored in
the Hitch to Home ecosystem

» Carbon Free Resort — Elephant Butte Lake, New Mexico; Tymmber Outdoor's active
proof-of-concept for multi-tier outdoor destination infrastructure serving the wellness
traveler, EV adventurer, and entry-level outdoor consumer simultaneously at accessible
price points with zero carbon footprint

« Casita ($175K destination) — The far end of the sovereign living journey; destination
ownership as the ultimate expression of outdoor self-sufficiency

These are not aspirational concepts arranged on a slide. They are operational or actively in
development — a coherent stack from zero-dollar first engagement through lifetime sovereign
living, with commercial expression and human development value at every stage. The same
person whose circadian rhythm resets through morning sunlight has a visible, achievable
pathway — through RAAK, EOFH content, Tymmber Outdoor U, Sovereign Circle, OREE, and
ultimately Casita or Prosperity Place — to a life of outdoor sovereignty. Every step generates
industry revenue. Every step reduces their dependence on the $10.3 trillion despair economy.

Section 9: The Broader Industry Imperative

Tymmber Outdoor does not need to capture the entire trillion dollars. The argument presented
here is an industry-level thesis, not a single-company revenue projection. The trillion-dollar
opportunity is real whether Tymmber Outdoor leads it, inspires others to pursue it, or simply
demonstrates proof of concept that a new outdoor consumer class exists and can be served
profitably.

The outdoor industry's trade associations, public land advocates, and policy stakeholders have
a common interest in expanding participation. The economic case is now made: expanded
participation is not a social good that competes with commercial success. It is the commercial
growth strategy. They are the same thing.
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The industry that figures this out first — that builds for the 268 million instead of fighting over the
70 million, that starts with sunlight instead of a $600 jacket, that treats the despair economy as a
market rather than a charity case — will define outdoor recreation for the next generation.

Section 10: Got Sunlight? — A Call for a National
Conversation

In 1993, the California milk industry was losing market share to soft drinks and juice.
Consumption had been declining for fifteen years. The product had not changed. The
distribution had not changed. What changed was the conversation — and a single campaign
tagline, Got Milk?, reversed a generational decline and became one of the most recognized
advertising campaigns in American history.

The outdoor industry is in a structurally analogous position. The product — the natural world,
sunlight, open land, fresh air — has not changed. The distribution — 640 million acres of public
land, thousands of miles of trails, rivers, mountains, and deserts — has not changed. What has
changed is that the story being told about the outdoors has become stale, culturally narrow,
economically exclusive, and structurally irrelevant to the 268 million Americans cycling through
despair conditions — regardless of whether the OIA counts some of them as 'participants' by
virtue of a single neighborhood walk.

Got Sunlight? The answer to a $10.3 trillion problem has been
overhead the entire time.

What the Campaign Would Actually Argue

A Got Sunlight? campaign — or whatever form the national conversation ultimately takes — is
not an advertising tagline in search of a product. It is the public-facing expression of a
documented economic and public health argument:
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» 268 million Americans are cycling through conditions — addiction, mental iliness,
poverty, homelessness, incarceration — that cost the country $10.3 trillion annually in
lost economic contribution

+ The single highest-leverage, lowest-cost intervention available to any of these
populations is sunlight exposure — free, universal, mechanistically documented,
requiring no prescription, no insurance, and no institutional permission

» Sunlight initiates a biological cascade that improves mood, energy, sleep, immune
function, and metabolic health — creating the biological preconditions for every other
positive intervention to work

* From that biological reset, a pathway exists: outdoor competence, community belonging,
self-reliance, economic independence — the full sovereign living journey that Tymmber
Outdoor is building infrastructure to support

« That pathway, scaled to even 8% of the target population, generates $1 trillion in new
outdoor industry revenue and recovers hundreds of billions in lost economic contribution

This is not a wellness campaign. It is an economic security argument with a wellness delivery
mechanism. The distinction matters enormously for how it gets funded, who amplifies it, and
what legislative and policy infrastructure gets built around it.

The Clinical World Is Already Having This Conversation

What makes the Got Sunlight? national campaign argument especially timely is that the clinical
and medical community has already begun building the infrastructure for it — largely without the
outdoor industry's involvement or awareness.

» Park Rx America — A network of physicians across the United States who write formal
nature prescriptions for patients, directing them to specific parks and outdoor spaces as
clinical interventions for physical and mental health conditions. The program is
operational, peer-reviewed, and growing.

» PaRx — Canada's national nature prescription program, formally endorsed by the
Canadian Parks and Wilderness Society, through which licensed healthcare providers
write standardized prescriptions for time spent in nature. Thousands of prescriptions
have been written since launch.

* NHS Green Social Prescribing — The UK's National Health Service pilot program
connecting patients experiencing mental health challenges to nature-based activities
through social prescribers. Evaluated across multiple sites, with documented
improvements in wellbeing, reduced GP visits, and reduced medication dependency.

These programs share a single structural insight that the outdoor industry has missed: the most
powerful distribution channel for outdoor participation among the despair economy population is
not a gear retailer or a national park brochure. It is a physician with a prescription pad. The
clinical world has opened a door. The outdoor industry has not walked through it.
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A Got Sunlight? national campaign that connects the outdoor industry's 640 million acres of free
public land to the clinical nature prescription infrastructure already in place would be the most
powerful cross-sector public health and economic productivity initiative since the interstate
highway system. It requires no new land. No new science. No new legislation. It requires only
the will to connect what already exists.

The most powerful version of this conversation positions outdoor participation — and specifically
sunlight exposure as its entry point — at the level of national security and economic productivity,
not recreation policy.

Consider the comparison: the United States has spent trillions of dollars on military readiness,
cybersecurity infrastructure, and economic competitiveness initiatives. The argument that 268
million Americans trapped in despair conditions represent a national readiness problem — in
terms of workforce productivity, healthcare cost burden, civic stability, and economic growth
potential — is not a stretch. It is a straightforward reading of the data.

A population that is healthier, more self-reliant, more economically active, and more connected
to the natural world is a more resilient nation. The outdoor industry, uniquely, has the
mechanism to produce that population — not through institutional management, but through
sovereign engagement with the world as it actually exists outside four walls and a screen.

What Tymmber Outdoor Is Asking the Industry to Do

Tymmber Outdoor is not waiting for the industry to have this conversation. The infrastructure
described in this paper is being built regardless. But the trillion-dollar opportunity is larger than
any single company can capture, and the national conversation required to unlock it is larger
than any single brand can start.

What Tymmber Outdoor is asking of the broader outdoor industry — the OIA, the major brands,
the public land advocates, the policy stakeholders — is to recognize that the participation crisis
and the despair economy are the same problem viewed from different angles. The industry's
growth problem and the nation's health and economic productivity problem have the same
solution.
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* Fund a national awareness campaign at the scale the problem demands — not a
recreation marketing campaign, but a public health and economic security campaign
with outdoor participation as its core prescription

» Advocate for outdoor infrastructure investment as national health infrastructure — trails,
dispersed camping access, urban green corridors, rural recreation access points — with
the $10.3T lost contribution number as the ROl argument

» Build entry-level product and experience architectures deliberately — not as charity, but
as the business strategy for the next decade of growth

* Replace screen time with outdoor time in the national conversation about youth mental
health, teen suicide, addiction, and civic disengagement — the evidence base supports
this framing and the policy window is open

The Got Milk? campaign cost the California dairy industry approximately $23 million in its first
year. It generated an estimated $2.67 billion in incremental milk sales over the following decade.
The return on investment was roughly 116:1.

The case for a Got Sunlight? equivalent — funded at the scale of a national health infrastructure
investment, argued at the level of economic security, and delivered through the outdoor
industry's existing distribution of 640 million acres of free public land — makes the milk
campaign look modest by comparison.

The answer has been overhead the entire time. Someone just has to
look up.

Section 11: The Innovation Imperative — Designing for the
Consumer the Industry Forgot

The trillion-dollar opportunity does not arrive simply because 268 million Americans are told the
outdoors is good for them. It arrives when the outdoor industry builds products that physically
enable participation that was previously impossible — and stops designing exclusively for the
consumer who already participates.

This is the innovation imperative. Not incremental improvement on existing product lines for
existing consumers. Not lighter tents and faster trail shoes for people who already own four of
each. The imperative is designing from scratch for the four distinct populations the industry has
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structurally excluded — each with different barriers, different needs, and different entry points
into the outdoor economy.

The next product category in outdoor innovation is not a better
version of something that already exists. It is the first version of
something designed for someone who has never been designed for.

Segmenting the 268 Million: Four Addressable Populations

The 268 million Americans cycling through despair conditions are not a monolithic market. They
are four distinct populations with four distinct barrier profiles — and four distinct innovation
opportunities. The following segmentation maps each population to its documented size, its
specific outdoor participation gap, and the innovation entry point that addresses it:

SEGMENT

Tier 1 Mobility-
Limited

Tier 2 Health-
Compromised

Tier 3
Economically
Excluded

Tier 4 Screen-
Captured

POPULATION OUTDOOR
PARTICIPATION GAP
46-70M (13.7— 42% participation vs

68% for non-disabled
— a 26-point gap
representing 18—-29M

28.7% of adults)

people
51M mental Biological barriers:
health 50M depleted energy,
addiction + disrupted circadian
chronic disease rhythm, inflammation-
overlap driven cognitive fog

prevent sustained
participation

37M poverty 73M Price, transportation,

welfare 80M and cultural exclusion
dropout (heavy barriers. Currently
overlap) invisible to industry's

product, pricing, and

marketing architecture.

Cuts across all
268M Especially
50M+ digitally
displaced and
youth cohort

Screen dependency
displaces outdoor time
AND degrades its
biological benefit via
circadian disruption.
Digital is the active
competitor.

INNOVATION ENTRY POINT

Adaptive product design: gear configured
for seated use, wheelchair-height
deployment, one-hand operation. The
RAAK as an accessible outdoor platform.

The sunlight cascade. Zero-cost entry via
morning light protocol. EOFH content
series as the knowledge bridge. Biology
first, gear second.

Price architecture: RAAK at $900 entry,
Sovereign Circle gear lending, Prosperity
Place as destination. Designed for
$450/yr spend, not $1,600/yr.

Replace, don't compete. RAAK as
content creation platform. RoadSchool
makes phone the on-ramp. Outdoor
experience designed to be shareable.
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The RAAK as a Configurable Outdoor Access Platform

The conventional outdoor product is designed around a single use case with a single user in
mind: an able-bodied, physically fit person who already participates in outdoor recreation and
needs incrementally better gear to do it. The RAAK is designed around a different premise: the
outdoor experience should deploy to meet the user wherever they are, in whatever configuration
serves their specific need.

This is not a marketing position. It is an engineering position. The RAAK's platform architecture
— its configurable surface, its tailgate-mounted deployment system, its modular attachment
points — enables a range of distinct configurations that each address a different population
segment. Each configuration is a separate product market. Collectively they represent a product
strategy that no other company in the outdoor industry has conceived.

CONFIGURATION

TARGET SEGMENT

DESPAIR CATEGORY

ADDRESSED

INNOVATION THESIS

Outdoor Fitness
Platform

Community Meal
Hub

Mobile
Workspace /
Creator Studio

Accessible
Outdoor
Platform

Health-compromised
consumer, gym-priced-
out consumer, fitness
influencer

Youth sports families,
school field trips,
community organizations

Remote workers, social
media creators, outdoor
content producers

Mobility-limited
consumers, caregivers,
adaptive recreation users

Mental health, addiction,
poverty (Qym costs
$500-800/yr)

Social isolation, single
mothers, poverty (school
meal programs)

Digitally displaced,
screen-captured youth

Disability (46—70M
Americans; 26-point
participation gap vs.
non-disabled)

The gym is indoors and costs
$600/year. The RAAK
configured with resistance
anchor points, pull-up bar on
roof rack, yoga surface
delivers sunlight with every
workout and eliminates the
single largest recurring health
cost in a despair economy
household.

Millions of American families
already gather in parking lots
for youth sports every
weekend. The RAAK converts
that ordinary parking lot into
an outdoor community
experience. No trailhead. No
permit. No premium access
required.

20M+ remote workers can
work from anywhere. The
RAAK configured as an
outdoor workspace — power,
surface, connectivity, food
prep — makes outdoors the
default. The content creator
economy needs a production
platform, not just a kitchen.

Every surface is designed
around the assumption of a
standing, able-bodied user.
The RAAK reconfigured at
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EV-Integrated EV owners, climate- Transportation barrier,
Access Node conscious consumer, digitally displaced, age
Carbon Free Resort discrimination
guests

Field Evidence: 1,000+ Nights Outdoors

seated height, with one-hand
deployment and wheelchair-
clearance geometry, is the
first mainstream outdoor
product designed for the 1 in
7 Americans with a disability.

The Rivian owner is already
an outdoor-oriented, values-
driven consumer. Meeting
them at the Solar Hut
charging station at Elephant
Butte — with the RAAK
deployed and the lake behind
them — collapses the
distance between vehicle
infrastructure and outdoor
experience.

Tymmber Outdoor's product development does not originate in a design studio. It originates in
documented field research — more than 1,000 nights spent outdoors across a decade, testing
what works, what fails, what the outdoor industry assumes about its consumer that turns out to

be wrong, and what needs that no product has ever addressed.
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The image above is not a product rendering. It is field documentation — a real campsite, a real
vehicle, a real person exercising outdoors at zero cost, with a mountain bike on the roof and a
fire ring on the ground. No gym. No membership. No premium access. Sunlight included. This is
the sovereign outdoor lifestyle at its most literal — and it is the proof-of-concept for everything
Tymmber Outdoor builds.

What field research reveals that product designers miss: the outdoor experience is not primarily
about gear. It is about configuration — the spatial arrangement of a site that makes activity
possible, comfortable, and repeatable. A person who exercises outdoors from a well-configured
basecamp will return. A person who struggles with a poorly arranged site will not. The RAAK's
design philosophy addresses this directly: every configuration is an invitation to return.
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The RAAK in Community Use — What the Images Show

Two scenarios visible in Tymmber Outdoor's concept documentation demonstrate the
community application of the RAAK platform. In the first, the tailgate is configured
simultaneously as a cooking surface, a laptop workspace, and a pet feeding station — three
distinct use cases active at the same time, serving three different members of a household or
group. The dog bowl mounted beneath the platform addresses the 90 million American pet-
owning households who currently have no outdoor gear designed with their animals in mind.

In the second scenario, the RAAK is deployed in a youth sports parking lot — a mom in a
soccer jersey surrounded by a diverse group of laughing children eating a hot meal from the
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tailgate. This is the most powerful commercial image in Tymmber Outdoor's portfolio because it
requires no explanation. The parking lot is already there. The families are already there every
weekend. The RAAK converts a concrete surface into an outdoor community gathering without
requiring anyone to drive to a trailhead, book a campsite, or purchase a permit.

These are not edge cases or specialty applications. They are the most common scenarios in
American outdoor-adjacent life — and no outdoor product company has ever built for them.

The Carbon Free Resort — Innovation at Infrastructure Scale

The image above is a concept rendering of Tymmber Outdoor's Carbon Free Resort at Elephant
Butte Lake — New Mexico's most visited state park, located in Sierra County, the region
Tymmber Outdoor calls home. A Rivian plugs into a Solar Hut-powered charging station. The
lake is visible in the background. The infrastructure is not borrowed from a luxury glamping
operator. It is designed, located, and branded by Tymmber Outdoor.

This rendering does something no white paper argument can do on its own: it makes the
counter-model to PE premiumization physically real. The Carbon Free Resort is not a
philosophical position against the land grab. It is a located, engineered, partnership-ready proof-
of-concept that outdoor destination infrastructure can be built for multiple market tiers
simultaneously — wellness traveler, EV adventurer, entry-level outdoor consumer — powered
by clean energy, generating carbon credits, and accessible at price points that don't require a
premium income.

The innovation thesis it demonstrates: the next generation of outdoor access infrastructure is
not a campground with better amenities. It is a node in a clean energy and outdoor access
network — where the EV charger and the Solar Hut and the lake and the RAAK and the EOFH
morning protocol all exist in the same place, for the same person, on the same day.

The Broader Innovation Argument for the Industry

Tymmber Outdoor is not asking the outdoor industry to become a social services organization. It
is making a straightforward product development argument: the largest unaddressed product
design opportunity in consumer goods is the outdoor gear, experience, and infrastructure needs
of the 268 million Americans the industry has never designed for.
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» The mobility-limited consumer needs gear that deploys at seated height — a market of
46-70 million Americans with a documented 26-point outdoor participation gap and zero
mainstream products designed for them

* The health-compromised consumer needs a zero-cost entry point — which already
exists in the form of morning sunlight — paired with knowledge content and community
infrastructure that converts biological improvement into outdoor competence

» The economically excluded consumer needs price architecture that starts at $450/year,
not $1,600/year — and a pathway that makes the parking lot as valid an outdoor venue
as the national park

* The screen-captured consumer needs the phone to become the on-ramp, not the barrier
— and outdoor experiences designed to be shareable rather than inaccessible

None of these require breakthrough technology. None require regulatory change. None require
government funding. They require the same design discipline, engineering capability, and
market imagination that the outdoor industry has spent decades applying to products for the
20% it already serves — redirected, deliberately and intentionally, toward the 75% it has never
tried to reach.

The outdoor industry's next decade of growth will not be invented. It

will be designed — for the consumer who has been waiting, outside

the industry's field of vision, for someone to finally build something
for them.

Conclusion: The Question Is Timing, Not Possibility

The $1 trillion in new outdoor industry revenue from the despair economy cohort is not a
speculative number. It is a conservative estimate of what happens when 8% of a 268 million
person addressable market gains access to a category that demonstrably improves their lives
— starting with something as simple and free as stepping outside into morning sunlight.

The outdoor industry's current growth strategy — premium products for premium consumers,
campgrounds consolidated by institutional capital, gear brands racing to the top of a market that
represents 20% of the available population — has a ceiling. That ceiling is approaching. The
OIA's own data shows record revenues masking a participation crisis: desire is strong, ability to
participate is weakening, and the gap is growing.
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The alternative strategy starts with biology. Sunlight resets the circadian clock, activates the
mitochondria, liberates nitric oxide, synthesizes Vitamin D, and elevates serotonin — all at zero
cost, universally accessible, mechanistically documented. From that biological reset, a cascade
follows: improved energy, freed income, first outdoor experiences, community belonging,
sovereign identity, lifetime consumer relationship. The cascade is self-reinforcing. The LTV at
the end is $275,000. The cost of first engagement is zero dollars.

No other company in the outdoor industry is building this. Not because it is impossible — but
because the industry has been looking at the wrong 20% of the population for so long that the
other 80% has become invisible. Private equity will continue to monetize the destinations.
Tymmber Outdoor will build the on-ramp.

The next trillion does not come from selling a fourth jacket to
someone who already owns three. It comes from the first sunrise
seen by someone who has never been invited to watch one.

Tymmber Outdoor Products | Sierra County, New Mexico
tymmberoutdoor.com | Live Fearless - Trust Yourself - Empower Others - #getoutside
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