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f e at u r e

Gore Develops New 
Waterfowl Camo 
Pattern 
Gore Optifade camo is migrating from big 
game to waterfowl

T he best never rest. It’s a tired cliché, but that doesn’t make it any less true. And it’s 
certainly the driving force behind the innovative camo patterns from W. L. Gore 
& Associates. Gore launched Gore Optifade Concealment nearly four years ago. 

Developed by a group of experts, including an animal-vision scientist and a leader in 
military concealment, the pattern was the first to consider how a hunter appears in the 
eyes of his prey. The intriguing result utilizes a micro and a macro pattern that not only 
reflects the way deer and other ungulates perceive color, but also plays off the ratio of 
positive to negative space and other visual elements of these animals to create an effect 
that allows the hunter to blend with the animal’s perception of the environment. The 
most important element of the system is that the design breaks up the symmetry of the 
human body, so if a hunter is detected, the animal will not be able to identify the hunter 
as a predator.

The first two patterns were optimized for hunt-
ing big game in open country and forests. For the 
2012 SHOT Show, Gore is debuting Gore 
Optifade Marsh. The pattern will be available on 
gear from Sitka and will be in retail outlets by the 
summer.

“Our aim is to create the most scientifically 
advanced technologies to help hunters maximize 
their performance in the field and improve the 
outcome of their hunt,” says David Dillon, 
Gore’s hunting category leader. “Gore Optifade 
is the only concealment technology based 
on the science of animal vision. We are 
thrilled to now offer that technology 
to waterfowlers.”

To develop the waterfowl 
pattern, Gore worked with 
the same panel of experts 
who helped create the origi-
nal pattern: animal vision 
scientist Dr. Jay Neitz, 
retired Army Lieutenant 
Colonel Tim O’Neill, 
Ph.D., and Guy Cramer, 
founder and CEO of 
HyperStealth Bio 
Technology Corporation. 

Like the other patterns, the 
Gore Optifade Marsh pattern is 
digital concealment, not mim-
icry. Rather than trying to 
make the hunter look like 
something, the pattern’s intent 
is to make the hunter appear to 
be “nothing” to the animal. Specifically, the pat-
tern takes into account how waterfowl see. 

Dillon notes that the designers had to take into 
consideration a number of key factors. “First, they 
needed to understand that waterfowl have a large, 
almost panoramic, field of vision; second, their 
visual acuity is very good, though not superior to a 
human’s. However, they have low-contrast sensi-
tivity; in other words, an inability to see edges 
very clearly. They also have relatively poor depth 
perception. Finally, waterfowl have a fourth photo 
receptor that allows them to see some colors that 
humans cannot see. Because birds are particularly 
sensitive to color and continuity with the sur-
roundings, the Marsh micro pattern is critically 
important and is as detailed as possible to confuse 
bird vision.” 

In addition to considering the animal’s vision, 
Dillon says the pattern also takes into account 
engagement distance and positioning of the ani-
mal in relation to the hunter. “Although most 
patterns are designed as though the bird is on the 
ground looking at the hunter, Gore Optifade 
Concealment takes into account that the birds 
are usually in flight above the hunter. They’re 
also in constant motion.” 

Lastly, he notes that waterfowl hunting is done 
in a high-contrast environment. “Skylight from 

the horizon, or light reflected from the water 
surface, will shine through gaps in rushes, 

creating concentrated light spots,” he 
says. “Our pattern is high contrast 

to be consistent with the envi-
ronment; as such, it includes 
elements that are lighter in 
color and elements that are 
darker in color. And because 
birds are overhead and in 
motion and not viewing the 
hunter horizontally, the 
macro pattern is more ver-
tical than it is in patterns 

designed for ground prey.” 
Sitka Gear, which has been 

manufacturing gear for serious 
hunters since 2005, will incor-
porate the Gore Optifade 
Marsh pattern on its first line of 
waterfowl hunting gear for the 
2012 hunting season. Initially 
focused on big-game hunting in 

the Mountain West, Sitka’s system grew to 
include forest/treestand gear in 2010.

“Sitka is pleased to introduce our total system 
approach to performance hunting apparel to 
waterfowl hunters,” says founder Jonathan Hart. 
“Whatever the terrain or prey, Sitka aims to keep 
every hunter concealed, comfortably protected, 
and focused to enhance his chances of success.”

Sitka waterfowl gear featuring Gore Optifade 
Marsh pattern includes the Dakota Vest, Duck 
Oven Jacket, and Delta Wading Jacket—all of 
which utilize Gore’s proprietary Windstopper 
Liner for enhanced comfort. Sitka will also offer 
the Hudson Insulated jacket, the Pantanal Parka 
and Bib, and a hat and gloves. Booth #10370. 
(800-431-4673; gore-tex.com). Booth #10328. 
(877-748-5264; sitkagear.com) 

Sitka’s Duck Oven jacket uses 
the new Gore Optifade Marsh 

pattern that makes it harder for 
waterfowl to spot a hunter.

Brite-
Strike 
Crosses 
Lines
T here used to be a clear distinction. 

There were products that were 
designed specifically for the military. 

There were other products created for law 
enforcement. And different products  
altogether were made for consumers. 
Today, however, those lines are becoming 
increasingly blurred, and companies are 
finding new levels of success by develop-
ing products that can cross over into mul-
tiple categories. 

“Our focus is on creating products that help 
make things better for military and law enforce-
ment, but the more we looked at the products we 
were making, the more we realized that the appli-
cations for those products are almost limitless,” 
says retired Brigadier General Ronald J. Johnson, 
Brite-Strike’s COO. “They’re lighting solutions 
that work equally well for a wide range of people.”

As a way to demonstrate the multiple applica-
tions of its products, Brite-Strike took its Blue-
Dot tactical flashlights, which were created for 
military and law enforcement personnel, and 
showed sportsmen how the compact flashlights, 
combined with the interchangeable red, green, and 
blue lens covers, would allow hunters to get into 
the field without spooking game, and read maps 
without sacrificing their night vision. Brite-Strike 
also adapted its military perimeter-alert system 
into the Camp Alert Perimeter Security System 
(CAPSS) that helps protect campers against bears 
and other intruders while in the woods. 

In 2012, Brite-Strike is broadening its potential 
customer base with the introduction of its All 
Purpose Adhesive Light Strips with Active 
Illumination Reflective Technology (APALS-AIR). 
Johnson says that the light strips with adhesive back-
ing, originally developed for the military, have end-
less possibilities when it comes to consumer applica-
tions—from bicycle helmets and treestands to dog 
leashes and trick-or-treat costumes. 

“The ‘problem’ is figuring out all the applica-
tions that are possible with products like these, 
and then being able to get consumers to see all the 
different ways they can use them,” Johnson says. 
Booth #8003. (508-746-8701; brite-strike.com)

—Christopher Cogley 

Brite-Strike’s flashlights were originally used only 
by military and police officers, but business has 
boomed as the consumer base has broadened. 


