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Gear Management Guru
How a long commute turned an attorney 

into a millionaire clothing designer.

By Alyssa Radcliff

For Scott Jordan, a long weekly commute from his home in Chicago 
to his job in New Jersey back in 2000, became a blessing in 
disguise. While most people would have become frustrated with 
the lengthy commute, Jordan used the extra time to brainstorm 

and develop the concept for a revolutionary new idea that would solve a 
very basic problem for the average individual. The company he eventually 
founded, SCOTTEVEST, INC.,  (www.scottevest.com), now designs 
and manufactures a wide range of jackets, vests, shirts and pants that 
are engineered to hold all the essential gadgets that many people carry 
around on a daily basis. 

“All too often, juggling my favorite gear including an iPod®, a Pocket 
PC, a Palm® Pilot, a cell phone, the car keys, a digital camera, a water 
bottle and a magazine was nearly impossible. I had to leave some of these 
gadgets at home because it was just too difficult to keep up with every-
thing,” Jordan says. 

Cell phones, MP3 players and PDAs are just a few of the items Jor-
dan’s clothing can accommodate. The compartments that hold each device 
are designed and thoroughly tested so that the gear is held securely and 
is virtually undetectable from the outside. In fact, Jordan’s jackets are so 
well designed that members of the Secret Service have begun wearing 
them. His “Tactical 4.0” jacket is based on a design created for law en-
forcement and it has been field-tested by Special Ops, Secret Service and 
other agencies that demand the ultimate in functionality.

 Jordan started his very first company back in the early ‘80s, selling 
collegiate calendars while in school at The Ohio State University. Next, he 
moved on to work for his family’s business. When the company was sold 
unexpectedly, he detoured into law. This was an avenue he enjoyed, but 
he missed the challenges of running his own business. So, he decided to 
take the idea he had generated during his weekly travels and once again 
go into business for himself.

Today, his gear management apparel company, headquartered in Ket-
chum, Idaho, is thriving, both online and through a specialty retailer. 

“We take a completely different approach to clothing, and that’s why 
we’ve been so successful,” Jordan says. “One thing that sets us apart is 
our ability to route wires through the clothing in a protectable fashion. 
And we don’t just slap on pockets. We focus on what will go into each one, 
and on all the things those pockets need to accomplish.”

Millionaire Blueprints caught up with Jordan recently to find out 
how he took his idea from concept to reality, and how the road to success 
started with collegiate calendars and ended with his creation of a state-
of-the-art clothing company with a patented system for carrying and using 
today’s most essential “technology”.

Who got you started at being 
an entrepreneur? 

My father was a world famous 
bridge player, and he owned a cemetery. 
As an undergraduate at The Ohio State 
University, I majored in entrepreneur-
ship before it was fashionable to do so. 
They didn’t have a program, so I had to 
kind of create it myself. I even started a 
business while I was there. 

What business did you start?
A calendar called “Men of OSU.” 

In the early ‘80s, there was a “Men 
of USC” calendar. It did exception-
ally well. I thought, if the University of 
Southern California can do it, why can’t 
Ohio State do it? Many of the things I 
learned during that experience still help 
me today. I had two partners, and both of 
them feel the same way about it.

What did you learn?
I learned about taking risks, market-

ing and branding, negotiating the printing 
of the calendar, dealing with the graph-
ics — all kinds of things. At its core, 
every business is fairly similar to other 
businesses. We also experienced every 
problem imaginable. We were sued 
over a venture capital deal that never 
happened, and the university was con-
cerned about its reputation so they didn’t 
want to be associated with it. I also 
learned the benefits and detriments of 
having partners. 

Was the calendar successful?
We didn’t make a ton of money, but 

we covered our costs and we learned a 
lot. So I’d say yes. Each of us invested 
almost $10,000. My dad made me go to 
the bank and get a loan, even though, un-
beknownst to me, he cosigned it. I often 
wonder if I would have been better off 
had I continued in that business. The 
main reason I didn’t was because I had 
partners. I would have had to buy them 

out, and everyone thought the business 
was worth more than it was. It was really 
just an idea, and, in a sense, ideas are 
worthless. It’s what you put into it that 
makes it something. We ended up just 
putting the business aside and moving 
on. It was an interesting model though. 

What did you do after college?
I went to work with my father’s 

company. It was a successful business, 
and I did well at it. But, truth be told, as 
a 22-year-old kid, it’s not a particularly 
glamorous business to be in. I didn’t 
really choose to be in it, but it was the 
family business so that’s what I tried. 

What kinds of things did you do?
It wasn’t dealing with bodies or 

mortuaries. It was more like selling real 
estate or insurance. Most cemeteries 
wait for business to come to them, but 
there’s another group of cemeteries that 
go out and knock on doors and say, “Mr. 
and Mrs. Jones, you may be in your 30s 
or 40s, but you’re going to die someday. 
Wouldn’t it be helpful to have it all taken 
care of and freeze the prices?” 

How did that transition into law?
As a kid, I wanted to be a lawyer, but 

then my father got involved with some 
litigation and he lost. It was devastating 
to me as a child to learn that my father 
was wronged by the justice system. That 
turned me off to law, which was pretty 
naive. After working for my father for a 
year and a half, he got an offer to sell 
the business. By that time, I kind of 
thought I’d end up running it someday. 
So when he decided to sell, I had to take 
a step back and decide what I wanted to 
do with my life. That’s when I went to 
law school. 

Did you work as an attorney?
Yes, I graduated from law school at 

the top of my class and got a job working 

for one of the largest law firms in Chica-
go. If I hadn’t done so well, and if it had 
been harder for me to get a job, perhaps I 
would have taken the risk of starting my 
own business earlier. Instead, I worked 
there for a couple of years before I real-
ized that I didn’t want to be a practicing 
lawyer for the rest of my life. I was a real 
estate lawyer, which was not particularly 
interesting to me. And performance was 
tied to how many hours you billed, so the 
hours were grueling. Plus, it was a little 
adversarial, and not very entrepreneurial 
or creative. I didn’t feel like I was using 
all the skills I wanted to use.  

What was your next step 
toward business?

Once you’re perceived as a lawyer, 
it’s hard for people to see you as anything 
else, so it really limited my opportunities 
in terms of getting out of the practice of 
law. To make a long story short, I tried 
to transition to working in-house for one 
of the firm’s clients. When that didn’t 
work out, I jumped to another firm and 
worked there for a while until I got an 

similar to other businesses.similar to other businesses.

At its core, every business is fairly
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offer to work at a senior living company. 
I had hoped that, being inside, I would 
have a lot more input on the business 
side of things. Unfortunately, that really 
wasn’t the case. But during that time, I 
was approached by the CFO to start a 
dot-com for him — a portal for seniors 
called “Next 50.” It was the height of 
the Internet craze, and we raised about 
$3 million. But I was commuting back 
and forth to New Jersey from Chicago 
every week. 

How did that lead into making vests?
While I was commuting back and 

forth, I began thinking about how dif-
ficult it was for me to carry all of my 
electronic devices. The clothes worn in a 
business casual environment don’t have 
all the pockets that a suit does, so I didn’t 
have a way to easily carry my personal 
digital assistant (PDA), cell phone, MP3 
player and whatnot. So it occurred to 
me that, perhaps, there was a market for 
designing clothing that accommodates 
electronic devices. As this was happen-
ing, I was also recognizing that the dot-
com company had not seen a nickel in 
revenue in a year and a half, and we were 
blowing through our $3 million very 
quickly. So I started doing legal work 
on the side and putting out feelers for 
other opportunities. 

How long ago was this?
About seven years ago. Trying to get 

back into a law firm would have been 
tricky, because I’d been out of it for a 
while. So, almost out of necessity, I came 
up with the idea for a vest and hired a 
designer. It was about a $10,000 invest-
ment to design my invention and get the 
first prototypes. One of the keys to it was 
the ability to route wires through the vest 
in a protectable fashion. We have patents 
for it now, but we’re starting to see a lot 
companies copying the idea. 

How did you find the designer?
I found that first one through a friend 

of a friend. I’ve worked with a couple 
of different designers over the years. 
My advice to people is to spell out your 
expectations at the earliest stage. The 
problem with a project like this is that 
everyone wants a piece of you at that 

point. You don’t know who to trust. I 
was skeptical, and I’ve remained skep-
tical in dealing with people along the 
way. Sometimes it’s burned me, but 
oftentimes it’s been good. The first de-
signer I worked with wanted not only to 
be the designer, but she also wanted to 
go to China and deal with production. 
Ultimately, I ended up paying about $22 
apiece for these, but we started out with 
a figure of around $60 apiece.

Why was the design stage so difficult?
The problem is that I was really 

doing more engineering than clothing 
design. We look at clothing as “a gear 
management solution.” So we don’t just 
slap a pocket on there for the sake of 
having a pocket. We ask what will go in 
that pocket, and how we can design the 
pocket so that what is in it won’t show 
from the exterior, won’t fall out easily, 
and can be wired through it. Other com-
panies don’t consider all these things.

 
How long did it take to get your 
first prototype?

About three months. The apparel 
business is a very slow business in terms 
of going from design concept to market, 
but we were extraordinarily quick out 
of necessity. Those three months were 
still excruciating, because I couldn’t do 
anything. I couldn’t file for a patent. I 

couldn’t show it to anyone like buyers 
or the media.

Was the prototype exactly what
 you wanted?

It was close enough. I was happy 
with it. We had a difficult working rela-
tionship. But since then, I’ve learned that 
the designer did a fairly good job imple-
menting my thoughts and ideas into a 
physical garment. We’ve since made a 
number of changes and improvements, 
but it was a fine example.
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What was the next step?
Originally my goal was to come 

up with the idea, file a patent and then 
sell it to clothing companies. Once I got 
the pre-production sample, which was 
made locally, I had something to show 
them. In the meantime, I decided that I 
should show them how it could be in-
corporated into their product line. That’s 
when I formed SCOTTEVEST (SeV® 
— Gear Management Solutions™) 
(www.scottevest.com), which isn’t a 
tribute to myself. It was the only good 

Intellectual Property (IP) 

PROTECTION
Learning how to protect your ideas can be 
a valuable tool in growing your business, 
but first you should know what type of 
protection you need. Patents are issued for 
new and unique inventions like machinery, 
pharmaceuticals and textiles. Trademarks 
protect the things used to market them, like 
the brand name of the machinery or the 
symbol representing the textile.  
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What did they say to that?
Ultimately, I got passed on to the ap-

parel buyer. She said, “Best case scenario 
on a travel vest is that we’ll sell 1,000 a 
year. I don’t view this as any different 
than a travel vest, and they sell for $99.” 
I was devastated when I finally had that 
conversation with her. But, by that point, 
I had created a Web site and was selling 
them on the Internet directly to the con-
sumer. I was making a healthy margin, 
so I just stuck with it though I had no 
intention initially of going that route.

How did you get people to come to 
your site?

I spent a lot of time e-mailing press 
releases to companies that wrote about 
electronics — both Web sites and maga-
zines. That resulted in the vests being 
mentioned on a lot of blogs and whatnot. 
Because of one particular blog, I started 
selling it on a pre-order basis even before 
I had a manufacturer lined up. I had eight 
samples at that time and had to manage 
them so carefully. Every step of the way 
could have been devastating. I had two 
going out to various manufacturers in 
China. If I had chosen the wrong manu-
facturers, they could have lost one, or 
not sent it back, or come back with a 

high price. I sent the other six samples to 
various media people. I was very aggres-
sive all around, doing public relations at 
that time.

Was it difficult to get into production?
Well, I learned how to get the money 

for a venture such as this. The first order 
I placed was for about $60,000 worth of 
product, and I had to get letters of credit, 
and all kinds of things. I’ve been very 
fortunate to have good agents. That’s 
made a huge difference.

How did you find your agents?
Through a friend of a friend of a 

friend. If you start asking around, you’ll 
be amazed at how many people know 
someone who knows someone who 
can get something made in China. The 
problem is that every person along that 
chain, regardless of whether they’re 
family, friend, or a stranger, wants a 
piece, so the goal is to find as few people 
within that chain between you and 
the manufacturer.  

How would someone find an agent if 
none of their friends knew anyone? 

There’s a lot of information on the 
Internet; just do your research. What I’ve 
learned is that people are very protective 
of those agency relationships. No one 
likes to give out the name of their agent, 
even if you’re not a competitor.

Is it more complex to make your prod-
ucts because of all the pockets, and is 
there a big cost difference?

No, not at all. For example, regu-
lar pants have four pockets. Ours have 
eleven. The manufacturers in China are 
capable of doing just about anything, 
and doubling the amount of pockets is 
something they can clearly do. We just 
draw it out and go through the sample 
process, sending it back and forth until 
it’s the way we want it. It might take 
a little longer, but we’re not building 
rocket ships and we’re not building elec-
tronics. This is just clothing at its core.

Have you gone to many trade shows?
Initially, I went to quite a few. We 

have a unique product, so it’s hard 
to select which trade shows to go to. 
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Used to protect things such as 
words, symbols, designs, slogans 
or phrases that identify a prod-
uct or service and distinguishes it 
from others. Usually, trademarks 
are used for original designs based 
on aesthetics. They do not restrict 
others from marketing the same 
underlying product — only from 
using the same identifying designs, 
slogans, etc.

The ™ symbol signifies that you are 
claiming rights to a mark, but have 
not yet registered it.

The ® symbol signifies that you have 
registered, and have received ap-
proval for, the mark with the United 
States Patent and Trademark Office.  
Using the ® symbol next to a mark 
that has not been registered can 
be considered fraudulent.

Used to protect “new and useful” 
inventions, often of functional de-
signs. The patent grants a property 
right which excludes others from 
“making, using or selling” the in-
vention, usually for a period of 20 
years. However, that does not mean 
the inventor automatically has the 
right to sell the item. For example, 
if a drug company patents a new 
drug, they must still gain approval 
from the U.S. Food and Drug Ad-
ministration before they can begin 
to manufacture and sell it.  

Trademarks

Patents

I spent a lot of time e-mailing press releases
to companies that wrote about electronics —

both Web sites and magazines.

URL (Internet address) I could find with 
the word “e-vest” in it. 

Were you still working as an attorney 
at this time?

Yes, and that ultimately helped me 
because as I was going through all of 
this, I represented a landlord in lease ne-
gotiations with Hammacher Schlemmer 
(www.hammacher.com), a catalog co-
mpany specializing in these sorts of 
things. I still wasn’t sure whether I was 
going to go with that idea or not, and was 
still putting out feelers and going through 
interviews. Everyone told me I was crazy 
for doing this. Everyone except my wife, 
that is. She was very supportive. So I got 
a meeting with the electronics buyer. He 
was really enthusiastic about the product 
and called after our meeting to say, “It’s 

a home run. We’re going to pick it up in 
the stores and in catalogs.” Based on that 
phone call alone, I decided to give this a 
shot. Then it didn’t materialize. Not until 
four years later.

What happened?
The buyer stopped returning my 

phone calls after he had committed to 
carrying it. I learned it was because he 
had moved on to another company, and 
the new buyer decided not to pick it up. 
But, about a year and a half ago, they did. 
So it was an interesting road to get there. 
I was already fully committed though, so 
I went ahead with production anyway. 

Why didn’t the new buyer want it?
The product didn’t really fit into 

their pricing model. From their perspec-

tive it was apparel. It was clothing, and 
it needed to be priced accordingly, both 
at the wholesale and at the retail level. 
My cost was going to be around $25 
per piece, and I suggested a retail price 
of $160. But keystone pricing for the 
apparel business is a margin of 50 per-
cent, so if they retail it for $160, they 
need to buy it for no more than $80. I 
realized that, if I was only going to make 
$55 per vest after production costs and 
after all my other expenses were sub-
tracted, I would not have enough money 
to live on. So, instead of trying to make 
my business model match the industry, I 
said, “No, this is a special product and it 
has to be considered differently. You’re 
not getting keystone pricing for this 
because I have all these legal costs to 
deal with.”   
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Scott E. Jordan/SCOTTEVEST
www.scottevest.com

ORGANIZATIONS AND 
INFORMATION

Since Jordan’s products are a cross between 
clothing and electronic and travel accesso-
ries, it’s hard to pinpoint exactly where to 
go for information. But if you’re interested 
in joining this growing market, these sites 
should help you get up to speed on what’s 
happening in the industry. 

Outdoor Industry Association
www.outdoorindustry.org
Association for manufacturers, distributors 
and retailers in the active outdoor industry.

American Apparel & Footwear Association
www.apparelandfootwear.org
Representing apparel, footwear and other 
sewn products businesses.

GearTrends®
www.geartrends.com
Online source for news, trends, product re-
views and more for the outdoor and fitness 
industries. Also publishes GearTrends® Out-
door Magazine.

The Gadgeteer
www.the-gadgeteer.com
For the scoop on what’s out there, check out 
this site that reviews all the latest technol-
ogy, gadgets and accessories.

TRADE SHOWS

Gear management products can be sold 
and exhibited in many different categories. 
Check out some of these trade shows if 
you’re interested in having your idea seen, 
or want to look at other ideas out there. 

International CES
www.cesweb.org
World’s largest consumer technology 
trade show.

Outdoor Retailer
www.outdoorretailer.com
Outdoor specialty industry show  that in-
cludes all kinds of gear and apparel for 
outdoor activities.

The Travel Goods Show
www.travel-goods.org
Spotlights all aspects of travel goods includ-
ing luggage, pens and iPod carriers.

Interop
www.interop.com
Brings IT and business leaders together to 
see all of the latest technologies in action.

Macworld Conference & Expo
www.macworldexpo.com
The latest products are on display at this 
event for the Mac community.

APPAREL RESOURCES

Infomat Fashion Industry Search Engine
www.infomat.com
Great sourcing guide for finding more 
than 350,000 international designers, 
showrooms, retailers, manufacturers and 
suppliers of men’s, women’s and children’s, 
apparel, textiles and accessory prod-
ucts. Site also contains news, information 
and trends.

SATRA Technology Center
www.satra.co.uk
Product testing and research services.

CHINA RESOURCES 

Because of the language and cultural bar-
riers, it’s even more important to do your 
research when searching for business 
partners overseas. All of the following are 
recommended by the American Apparel 
& Footwear Association (AAFA). If you’re 
interested in finding an agent, a supplier, a 
manufacturer or simply more information, 
these organizations can point you in the 
right direction.

The China National Textile and 
Apparel Council (CNTAC)
www.cntac.org.cn/english
National federation of all textile-related 
industries in China.

China National Garment Association(CNGA)
www.cnga.org.cn
Association to develop and promote trade 
for companies involved in the making of 
garments, shoes and hats. 

China Fashion Designers 
Association (CFDA)
e-mail: texccfa@ml.ctei.gov.cn
Professional organization for fashion design-
ers specializing in garment-related design.

China Textile Network Company (CNTEX)
www.cntextile.com
Provides information, consultation, e-

business and other services for textile 
and apparel companies in China and 
abroad. Contains a database of producers 
and suppliers.

China Chamber of Commerce for 
Import and Export of Textiles (CCCT)
www.ccct.org.cn
Trade organization representing import-
ers and exporters of textiles and clothing 
in China. 

Texindex.com — 
China Textile & Apparel Online
www.texindex.com
Online marketplace for China textile and 
apparel suppliers and world-wide buyers. 

China Apparel Network Technology Co., Ltd
www.texindex.com
Serving small and mid-size companies in 
the international trade community.

Made-in-China.com — 
China Manufacturers Directory
www.made-in-china.com
B2B portal designed to connect Chinese 
manufacturers, suppliers and traders with 
global buyers. 

PATENTS AND TRADEMARKS

Jordan has trademarked or registered many 
of the phrases he uses to describe his unique 
clothing such as:  SCOTTEVEST/SeV® — Gear 
Management Solutions™, and Technology 
Enabled Clothing — TEC®. He’s also 
taken out patents on some of his prod-
ucts. Here’s where to look if you’d like 
to find out how to do this for your 
own products.

StopFakes.gov/SmallBusiness
www.stopfakes.gov/smallbusiness
A division of the United States Patent Office, 
this site was established to help educate 
small businesses on the basics of intellec-
tual property (IP) protection. Includes in-
formation on when and where to file, what 
type of patent to file and how to go through 
the process. 

United States Patent and Trademark Office
www.uspto.gov
Here, you’ll find useful information and re-
sources on the process of searching and 
registering patents and trademarks.

Millionaire Blueprints neither endorses nor rec-
ommends any of the companies listed above. Re-
sources are intended as a starting point for your 
research.
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There are consumer electronics shows 
like the Comdex (www.comdex.com)
or Macworld Conference & Expo 
(www.macworldexpo.com). Then there
 are apparel shows and Pocket PC shows 
and retailer shows. Recently, we’ve start-
ed doing trade shows again. It’s hard, 
because you don’t write any business at 
trade shows anymore. But, obviously, 
they do work for people. We’ve sort of 
honed in on this one particular show for 
outdoor retailers, and we’re just going to 
stick with that one for the time being.

Who does your marketing for you?
I do. I really enjoy being creative 

and getting involved in that aspect of 
things. We did an iPod spoof, which 
got a lot of play. Now, if you search for 
“iPod spoof” on the Internet, there are 
hundreds of them. But we were the first 
to do it. My attorneys were concerned 
that Apple would come after us, but they 
didn’t. In a way, I wanted them to be-
cause I could have used it to get more 
publicity. I’ve used PR in unique fash-
ions. IBM came after us because the “e” 

in SCOTTEVEST looked very similar to 
the “e” in e-business Solutions, and they 
asked us to change it. We did change it, 
but then we sent out an e-mail campaign 
saying, “David versus Goliath. What’s 
in an e?”  So we basically used it to 
our advantage. 

The SeV® — Gear Management 
Solutions™ product line now contains 
nearly 30 items including hats, fleece 
pullovers and jackets with detach-
able sleeves. There is even an optional 
solar panel that allows the wearer to 
recharge his or her gear. Jordan’s cloth-
ing line also focuses on style, in addition 
to practicality. 

“Our objective here is simple. We 
make great-looking, functional clothes,” 
Jordan says. 

While developing a solution to his 
own organizational needs, Jordan un-
covered the demand for a line of cool, 
21st century apparel that will likely 
increase in popularity for many years 
to come. 
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