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MORE LESS
WITH

OLD SCHOOL RETAIL THINKING BEGAN WITH “STACK THEM HIGH AND WATCH THEM FLY.”
When the cavemen opened the first sporting goods store, “Spears R Us,” they stacked those bad boys

Stores are trying to
ﬁgure out how to
do more business
with less inventory.

up by the front door of the cave and waited for the customers to come stomping in and grab them.
Of course product segmentation wasn’t big then, so they didn’t have different spears for dinosaur
hunting and fishing. It was one size fits all. And that retail model essentially existed for the next
1000 years. But sure enough cave women wanted their own spears and then the whole “lightweight”
spear trend began and then there were special spears for lefties. And of course there was the first
Caveman spear endorsement deal, and before you knew it, Mr. Caveman retailer began dealing with
the “inventory management issues.” But back then they just called it “oh Belgar, we have too many
damn spears and we are confusing the Thag family when they come in.”
Fast forward 3500 years to present times and retailers are still dealing with inventory issues,
although today there are fancy names for it and consultants who use terms like “inventory-square
footage optimization,” and “supply chain efficiency.”
Stores are trying to figure out how to do more business with less inventory. It’s a great concept,
even though it sounds like eating donuts every day and still planning to lose weight. Joking aside, if
brick-and-mortar stores can figure out how to do more business with less inventory on hand, it will
increase profitability. That math hasn’t changed since the Caveman days and it won’t change
1000 years from today when Foot Locker Mars is selling insoles with stimulating lasers in them.
Dead inventory eats up precious retail space. And every time a retailer has to move inventory
it costs money, which eats into margins, which are already under incredible pressure. Anyone
who has been into a Walmart recently has noticed that the retailer has widened its aisles.
It makes the store more shoppable for sure and it’s also reduced the amount of inventory
the stores are carrying. Target has taken its outdoor furniture department, which eats up
a ton of floor space, and moved it into centralized distribution locations where it can get to
shoppers easily, efficiently and inexpensively.
Retail will always be about having the “right stuff” in your store. But more than ever, retailing
is about getting the customer what they want when they want it. I would argue that principle
is even more important than price today.
A friend of mine who makes shoes says his business comes down to a simple philosophy.
He has to make a lot on a little or a little on a lot. In other words, he can make 10 cents
per shoe if he has the flip-flop contract for Old Navy. Or if he’s making a limited range
of hiking boots for a fancy Seventh Avenue designer, he needs to make $100 a pair.
Today, retailers have to make the same choices. And if they can manage their
inventories and make their accountants and customers happy at the same time, they
will insure that 1000 years from now, people will be talking about them. If not, they
will end up like the guy who sold spears to the Thag family. They’ll be extinct. O
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Members of the NYC Ballet
Company in Puma gear.

Puma Partners with NYC Ballet
Puma is partnering with New York City Ballet (NYCB), one of the foremost dance companies in the world, as its official off-stage activewear partner. The alliance is not the first
between a sports brand and the ballet world — Under Armour has featured renowned ballerina Misty Copeland prominetly in its marketing. For Puma, the partnership with
NYC Ballet reflects its commitment to both women’s fitness and to the arts and culture arena. Beginning in October 2016, a number of dancers from the Company will be
featured in several Puma creative and marketing campaigns that will highlight women in sports and culture. NYCB’s dancers train, rehearse, and perform up to 12 hours a day.
Puma will equip the company with stylish yet functional activewear for the dancers’ intense training regimens, and gear for their activities both inside and outside the studio. O

ASICS Takes Flyte

A

ASICS Xxxxxxxxxx xxxxxxxxxxxx xxxxxxxxxx.
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ASICS DynaFlyte running shoe.

SICS is thinking light and fast with its latest running
shoe introduction. The DynaFlyte, available this
month, is a super-light, super-cushy running shoe with
a bold color palette and a youthful sense of style. The
shoe will retail for $140.
Paul Miles, ASICS senior GM–global marketing, explained
that its design attributes came about as a result of brand
research indicating that among running consumers’ biggest desires were
to both be faster and “feel” faster. “We found that a lot of people, of course,
want to be faster, and they also want the ‘feeling’ of speed,” says Miles.
“This technology will allow them to do that.”
Miles points out that many of the shoes in the speed category are
“geared towards the elite athlete.” The DynaFlyte, he says, is “not just
for Olympic hopefuls, but also for regular runners, too.” The three key
attributes, he says, are that the shoe is lightweight, is cushioned and offers
the “potential to unlock your speed.”
The DynaFlyte shoes feature a full-length FlyteFoam midsole. A patented,
lightweight and responsive cushioning technology, FlyteFoam was first
used in the brand’s MetaRun shoe that launched in November, 2015. The
DynaFlyte weighs 9.3 ounces for men and 7.8 ounces for women. O
sportsinsightmag.com
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FAST WHEN
EVERYTHING IS
FROZEN STILL.

CAPRA GLACIAL ICE+

UNPARALLELED TRACTION
VIBRAM® ARCTIC GRIP™ FOR
WET ICE AND SLIPPERY WINTER
SURFACES.

WINTER WARMTH
CONDUCTOR™ FLEECE LINING
PROVIDES INSULATION TO STAY
WARM WITHOUT OVERHEATING.

ICE ALERT
THERMOCHROMATIC LUG
CHANGES COLOR TO SIGNAL
ICY CONDITIONS.

IN THE MARKET
Kanye and Adidas Go All In on Yeezy Brand

A

didas, which has seen strong
sales of its lifestyle footwear
offerings with Kanye West in the
Yeezy franchise, is planning to
expand that relationship in a big
way. The company is launching
Adidas + Kanye West, a “Yeezy
branded entity” that will offer
footwear, apparel and accessories for all genders
across street and sport.
West is not just a rapper and a style icon, he is
a provacateur (some might use another word),
and he has plenty of “haters” and fans alike. But
the brand, which has seen global success over
the past two years with West’s Yeezy for Adidas
Originals footwear, is clearly willing to bank on
West. Adidas describes the alliance as “the most
significant partnership ever created between a nonathlete and an athletic brand.” It will aim to unite
Adidas’ technical, expertise and capabilities with
what it calls “the visionary imagination of West.”
A dedicated Adidas team, based in Portland,
OR, will
work with West in the development and
ASICS Xxxxxxxxxx xxxxxxxxxxxx xxxxxxxxxx.
creation of all Yeezy products.
The plan includes retail stores that will serve
as distinct hubs for Adidas and West developed
Yeezy product. The Adidas + Kanye West brand
will extend beyond its current lifestyle focus, with
the introduction of performance-intended designs,
offering options for both sport and street.

Adidas’ Eric Liedtke with Kanye West.

“Kanye is a true creator who has the ability to see
things others don’t. We are excited and honored to
build on this partnership, and eagerly look forward
to defining the future together,” says Eric Liedtke,
Adidas Group executive board member, responsible

for Global Brands.
Over the past two years, the relationship between
West and Adidas has already created buzz for the
brand, particularly with Yeezy Boost sneakers, which
are hot commodities among the sneakerhead crowd. O

Nike Bullish on Sportswear in the Year Ahead

N

ike is confident in its ability to bring
massive innovation to its styleinfluenced sportswear products
going forward. In its most recent
earnings report, Nike revealed
that its sportswear revenues grew
22 percent to $8.1 billion in FY16.
The brand’s direct-toconsumer business is also hot. Nike.com, now
available in 46 countries, grew revenues 46
percent last year as “significant investments”
were made to “seamlessly integrate digital and
physical retail.” Overall DTC revenues expanded
25 percent, and a longer-term objective is to
take Nike.com’s business to $7 billion by 2020.
On the horizon: a re-launch of the Nike+ app,
initially planned for a June, is currently in beta
mode for an official rollout later this summer,
presumably around the Rio Games and in time
to catch a wave from back-to-college and backto-school. The company is not only promising
personalized shopping, but also training options
and experiences.
The brand’s basketball business, which
8 • Sports Insight ~ July/August 2016

Nike’s Air Force 1 Ultra Flyknit Low.

experienced two percent topline growth in FY16,
is also expected to see a continued trajectory going
forward. Nike cites a strong pipeline that ranges
from clean classics such as Air Force I to modern

performance shoes to the Kyrie 2. And the Jordan
Brand, which will be expanded into additional
footwear categories in FY17, is expected to drive
basketball revenues worldwide. — Bob McGee
sportsinsightmag.com
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Vans: The brand is celebrating its 50th Anniversary
this year and is launching the second installment of
its commemorative Vans Pro Classics Anniversary
Collection. The line features classic silhouettes
enhanced with performance features that provide
upgraded cushioning and durability.
Nike: Cleveland Cavs guard Kyrie Irving plans
to wear a red, white and blue Kyrie 2 basketball
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SNEAKERS
GET PATRIOTIC
THIS SUMMER

sneaker while playing for Team USA during this
summer’s Olympic games. The shoe will be available
to consumers in late July.
Brooks: Ahead of the Olympics and in honor of
athletes who are dedicated to their sport, Brooks
is launching the Victory Collection, a patriotic,
limited-edition shoe collection of red, white and
blue Launch 3’s, Ghost 9’s and Glycerin 14’s. Each

shoe features a color scheme of red, white and
blue, with gold accents representative of epic
athletic achievement. According to the brand, the
star pattern on the body of the Launch 3, collar of
the Ghost 9 and Glycerin 14 midsole is symbolic
of America’s flag and the stars born through
competition — both on a national stage and within
running communities across the world. O

The Rising Millennial Tide

F

ueled by the buying habits of older Millennials
and wealthier consumers, the tide of online
apparel and accessory shopping is rising to new
heights. The online apparel and accessories
segment is forecast to add an incremental $50
billion in sales over the next four years, $9 billion
alone in 2016. (Read more about Millennials on page 22).
Almost 35 percent of Millennials in the 25-34 age range
today spend “most” of their apparel dollars online, a
trend that took off in late 2014. This demographic is seen
as “uniquely positioned” to influence Gen X and Baby
Boomers. Additionally, 30-35 percent of $120K+ households
are increasingly making most of their apparel purchases
online, helped by their easier access to credit and online
payment mechanisms.
The beneficiary of these trends, according to recent
Goldman Sachs research, will be Amazon; online apparel
brands and retailers such as Revolve, Fabletics and Outdoor
Voices that build successful marketing platforms through
social media and build third-party distribution via ecommerce platforms like Shopify; and the off-price banners
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of TJX, Ross Stores and Burlington. The biggest losers,
meanwhile, will undoubtedly be mall-based apparel retailers and traditional retailers online.
Goldman Sachs, in its 26-page report, also points to growth
in online marketplaces like eBay, Etsy and Poshmark, which
specialize in out-of-season, scarce and vintage apparel
and accessories, for driving the online purchase trend.
As for Amazon, its 2015 apparel and accessory sales
approached $10 billion, good enough to make it the category’s seventh largest retailer and largest online by a
wide margin. Nonetheless, Goldman Sachs surmises that
Amazon remains a “relatively small wholesale account”
for the brands that sell them directly. Many other brands
sell only a small portion of their portfolios to the online
behemoth, or none at all. But, it’s “only a matter of time,” in
Goldman Sachs’ words, before that changes since brands
need to migrate to “where consumer traffic is.” —Bob McGee
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IN THE MARKET
‘Cool’ New Underwear from ExOfﬁcio

P

erformance underwear is hot.
And it’s also cool. Travel clothing
brand ExOfficio is expanding its
best-selling men’s underwear
collection in Spring 2017 with the
new Sol Cool Cooling Underwear collection.
Combining the comfort of cotton with
performance fabric technologies, Sol Cool
Cooling Underwear adapts to the wearer’s
body temperature, creating a cool, soft and
dry base layer for all-day comfort.
ExOfficio’s Sol Cool Cooling Underwear
collection aims to combine the comfort of
cotton with advanced, adaptive cooling
technology to deliver a high-performance
base layer that keeps the wearer in his
“ideal comfort zone.”
The new collection will be available at retail
stores and online throughout North America
and Europe in February 2017 in a variety of
cuts, including a brief, boxer brief and boxer
in solid and print fabrics, ranging in price
from $32 to $48 MSRP. A crew T-shirt will also
be available in solid colors for $48 MSRP. O

ExOfficio Sol Cool Cooling Underwear.

Shock Doctor
Teams with NBA on
Mouthguard Deal

See page 34 for more coverage of the
performance underwear category.

WOMENS 3” SPEED SHORT
NBA player Harrison Barnes is
a Shock Doctor endorser.

P
NW5341

Women: S – 2XL

• 100% Woven Polyester, 2.4 ounces per square yard
• Moisture Wicking, Odor Resistant, Stain Release
• Built in liner w/ coin pocket

888 464 3824 | www.A4.com
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rotection and performance brand
Shock Doctor has signed a multiyear
partnership with the National
Basketball Association to promote
mouthguard adoption among
basketball players of all levels. Shock Doctor
is now the official mouthguard of the NBA,
Women’s National Basketball Association, NBA
Development League and USA Basketball.
On the youth level, Shock Doctor will participate
in a wide variety of activities with the USA
Basketball Youth Development program and Jr.
NBA, the league’s youth basketball participation
program that teaches the fundamental skills
as well as the core values of the game at the
grassroots level. The goal is to educate kids
and their families about the importance of
mouthguards during basketball play.
The partnership will allow Shock Doctor to
develop league and team-specific mouthguard
retail lines. Shock Doctor also has relationships
with some of the league’s top talent, including
NBA All-Star DeMarcus Cousins, 2016 NBA
champion Kevin Love of the Cleveland Cavaliers
and 2015 NBA champion Harrison Barnes of the
Golden State Warriors. O
sportsinsightmag.com

IN THE MARKET
New Balance Opens U.S.
Flagship, Distribution Center

‘Chuck’ Doesn’t
Own Midsole
Design Exclusivity

ew Balance, Walmart and
Skechers were each pleased
by last month’s International
Trade Commission decision
that found Nike-owned Converse’s
registered and common law trademarks
for the Chuck Taylor midsole design
are invalid. The independent federal
agency did rule in favor of Converse
and its trademarked diamond-pattern
design, but added that other parts of the
iconic sneaker do not have the same
protections.
“While New Balance respects
competitors’ valid intellectual property
rights and enforces its own trademarks
in footwear, no single company owns
the exclusive right to make classic
athletic footwear with the combination
of a toe cap, toe bumper and midsole
stripes as Converse claimed in this
case,” company spokesperson Amy
Dow said. New Balance owns PF Flyers,
the 80-year old classic American brand.
Meanwhile, Skechers said the ITC
ruling found that its Twinkle Toes and
BOBS product lines do not infringe
on Converse trademarks, adding the
Twinkle Toes line contains design
features that “create enough differences
that the shoes bearing them cannot be
said to be similar to the Chuck Taylor.”
Converse sued Skechers and 30
other firms for infringement in 2014, and
the case went to trial before the ITC in
August 2015. For its part, New Balance
sued Converse in December 2014 in
attempt to invalidate some trademarked
features on All Stars.
Nike was determined in defeat.
“While we do not agree with all of
the ITC’s findings, we feel confident
our rights will be vindicated on appeal,”
Brian Fogarty, senior director of global
intellectual property litigation for Nike told
the New York Times. — Bob McGee

N
NB’s new store at Boston Landing.

A

nearly 6600-square-foot global flagship
store has opened at Boston Landing near
New Balance’s Brighton, MA, corporate
headquarters. Celebrating the brand’s
110-year heritage and distinction as a
domestic manufacturer, it marks New
Balance’s second such store. The first
opened in Gangham, South Korea, earlier this year.
Additional global flagship locations are slated to debut in
San Francisco, London, Milan and Tokyo later this year.
In the store’s center is the “Made.Boston” demonstration
and shoe assembly area where consumers can see
limited-edition 574’s made before their eyes. Meanwhile,
as a nod to New Balance’s history of manufacturing in
New England, the wall behind the cash wrap is made
of metal fire doors from the brand’s Skowhegan, ME,

14 • Sports Insight ~ July/August 2016

factory, where some of the brand’s Made in the USA
footwear is produced.
Shoes at the flagship store will be made to order
based on size and consumers can choose from three
colorways. The store’s design features natural and
industrial materials throughout such as wood, concrete
and metal, which provide a neutral backdrop designed
to allow the products to stand out.
Separately, New Balance has opened a 165,000-squarefoot distribution center in St. Louis to help support the
brand’s rapid, global e-commerce business. The facility
will process up to 60,000 orders of footwear, apparel and
accessories monthly for NewBalance.com customers in
the U.S. The website was founded in St. Louis in 1990
by the Deck Family, acquired by New Balance Athletics,
Inc. in 2008. O

sportsinsightmag.com
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Differences in the Market
Navigating the Disparate Audiences in the Outdoor World.
By Ron Menconi
e love the Great Outdoors. But marketing
to all those people is a challenge due to
the vast differences of those who use it.
There are two distinct groups of people
who retailers are trying to capture. Both
are big audiences, but in most cases they
do not mix well together.
One is the “hook and bullet” group. This group is primarily
looking for merchandise to support the hunting or fishing
sports they love. They enjoy the outdoors, the camping,
cooking, hiking and boating. They do it with the purpose
of bagging that trophy elk, limiting out on ducks or hooking
that big fish they have always been after. The outdoors and
these sports are a big part of their lives and they have a lot
invested in trucks, boats, trailers, campers, tents, guns, fishing
equipment, outdoor cooking, camo apparel and footwear.

Bass Pro, Gander Mountain and Sportsman’s Warehouse.
These retailers talk the same language as them and have the
guns, ammo, rods, reels, camo and other equipment they
need. Many of the granola group do not like to associate
with retailers who focus on hunting and fishing. They tend
to buy more specialized lightweight equipment and brands
that are more comparable to their lifestyle. I remember
opening a store in a very urban area of north Seattle and
having many people say they would not shop at our store
as long as we carried hunting equipment and firearms.
These people tend to buy from REI, EMS and other specialty
outdoor and mountain shops.
There is some crossover, but for the most part there is
a true separation in these groups and where they shop.
This is reinforced even more with the trade shows and
associations they belong to — The SHOT Show and the
Outdoor Retailer Show.
The SHOT Show is once a year in January in Las Vegas

The other group is one some people refer to as “pine cone
eaters” or the “granola” group. These are people who love
the outdoors, are looking to experience nature through
hiking, climbing and paddling rivers and lakes. They are
protectors of the environment and wildlife and may have
little or no interest in catching fish or hunting of any kind.
They love the outdoors, too, and purchase packs, tents,
kayaks, paddleboards, sleeping bags, lightweight stoves,
accessories apparel and footwear.
Both groups have a lot in common and many carry the
exact same items when you look at camping, cooking and
apparel and footwear. But, for the most part they do not
shop in the same retail stores or online sites. The outdoors
is very personal to them and tells of their lifestyle and many
do not want any association of any kind with the other group.
The hook and bullet group likes to shop where they can
get the equipment tailored to them. Retailers like Cabela’s,

and is an annual pilgrimage for thousands of people who
work in sports shops, gun stores, hunting outfitters and the
larger outdoor and sports chains. This is a big event for them
and is important to see all of the new models of firearms,
accessories, and outdoor gear. Last year’s SHOT Show had
64,000 attendees. The average SHOT Show attendee is in his
40s or 50s, predominately male, wearing either a western
hat or a baseball cap that sports a logo from his firearm
of choice. He could have camo on of some kind and has a
rolling bag to collect as many catalogs as possible.
The Outdoor Retailer Show is held twice a year in Salt Lake
City: one in the winter showing Fall and Winter products for
the next year and one in mid-summer showing merchandise
for Spring and Summer of the following year along with a
vast display of paddle sports gear and a section devoted to
climbing equipment. A big part of both these shows is the
new apparel and footwear offerings from key brands such

W

Both are big
audiences, but
in most cases
they do not mix
well together.
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as The North Face, Patagonia, Columbia Sportswear, Keen
and Teva. Annual attendance to the Winter and Summer
Markets averages approximately 50,000. The average Outdoor
Retailer attendee is often in their 20s and 30s. You’ll see
as many women as men at OR and they might be wearing
cargo shorts and Keen or Teva sandals both in winter and
summer. They wear backpacks and are dialed into their
electronic devices and would rather have the information
emailed to them than haul a catalog.
There is some crossover, but many retailers make the
choice to attend either the SHOT Show or Outdoor Retailer.
Most of the larger chains send people to all these shows,
but the specialty stores do not.
This poses a challenge for many brands that need to
decide if they go after both markets or just focus on one. A
few brands have successfully been able to sell to hunters,
fisherman, hikers, climbers and outdoor enthusiasts. Columbia
Sportswear and Under Armour have done well with both
markets because they produce products designed to be used
by each group of users. Under Armour, known as an athletic
brand, has a very successful following in hunting apparel
and is the go-to brand for many guides and professionals.
Columbia Sportswear, which is an outdoor and outerwear
brand, has a strong line of hunting apparel and a very popular
line of fishing apparel called PFG ( professional fishing gear)
and even has some retail locations just selling PFG product.
What makes these lines from these brands successful is
they don’t just take the same product and change the color

or build it in camo fabric. They have separate divisions to
design, sell and market these products.
Not many retailers are successful in selling to both the
groups — in most cases they need to choose one or the
other. Dick’s does this, but has developed the Field & Stream
spin-off chain to cater more and specialize to that hook and
bullet market. Academy Sports + Outdoors is successful
selling to both markets, but most of its stores are in the
South, which is the heart of the hook and bullet market. As
Academy grows and spreads west and north it will have
more issues trying to sell to the granola group.
Both segments have seen growth, but as far as the
demographics they are growing farther apart. Conservatives
and liberals are separating themselves more than ever and
many seem to only want to associate themselves with those
who have the same views.
It will continue to be difficult for retailers and brands to
find a common ground on being all things to all people.
The ones that will thrive will be those that know who their
customers are and adapt to what they looking for or develop
new spin off formats to specialize in each demographic. O
Ron Menconi was SVP–merchandise and
marketing for G.I. Joe’s for more than 10 years.
He is currently president of Menconi Consulting,
which works within the sports and outdoor
industries at retail and wholesale. He can be
reached at ron.menconi@gmail.com

Both
segments
have seen
growth, but
as far as the
demographics
they are
growing
farther apart.
Conservatives
and liberals
are separating
themselves
more than ever
and many seem
to only want
to associate
themselves with
those who have
the same views.

GEAR UP

WITH NEW BALANCE SPORTS RECOVERY

Hickory Brands Inc. is a licensee of New Balance Athletics, Inc.
Call 800.321.4145 for more information and to place your order.
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OUTDOOR TRENDS

THE NEW GENERATION
Demographic
Shifts in the
Outdoor Market
Are Impacting
Product Design.
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By Mackenzie Lobby Havey

T

he concept of outdoor
adventure is changing
rapidly. It’s no longer
just about climbing
Mount Everest or
strapping on a wingsuit.
Rather, the category has come
to encompass more accessible
activities. As a result, a whole
new demographic of outdoor
enthusiasts has entered the market
looking for gear.
Not only do these consumers
want hard and soft goods fit for day
hikes, urban adventures and shorter
excursions, they often find greater
value in gear that transitions to their
everyday lives. By understanding
the trend towards homegrown
adventures and the importance of
multi-functional gadgets and gear
that offer a seamless shift from

outdoor to urban settings, sporting
goods retailers are well-positioned
to cater to this new generation of
potential customers.
Popularity of National Parks

There’s no doubt that many
people are getting their outdoor fix
at National Parks across the country this summer. According to the
National Parks Service, the parks
saw a record-setting 307.2 million
visits in 2015. That number was up
a whopping 14.4 million visits from
the year prior.
Brands are also getting in on the
Parks action — Pendleton, Buff and
Smartwool to name a few. All have
prominent product lines designed
to celebrate the National Parks
and inspire people to get out and
experience them, helping to spawn
a whole new generation of stewards.
“The celebration of the National

Parks Service centennial is a big
draw for visitors this year and a
reminder for people to get outside
and enjoy the beauty of our
nation’s natural wonders, America’s
treasures,” says Pendleton
representative Austin Blythe.
“Our National Parks Collection is
a consumer favorite, as it offers a
wide variety items, from blankets
to clothing to camping gear that
easily incorporates into the lives
of outdoor enthusiasts, weekend
campers and glampers.”
Similarly, Smartwool’s Charley
Harper Collection, inspired by artist
Charley Harper’s National Parks
Service poster series, has garnered
plenty of attention.
“The National Parks are posting
record visitation right now, so we
are absolutely seeing an uptick
in interest in the collection,” says
Molly Cuffe, global brand marketing
sportsinsightmag.com

OUTDOOR
people just want to be outside
more — more comfortable chairs,
compact tables and cookstations
to name a few,” says Jeffrey Polke,
co-president of GCI Outdoor.
“There is certainly a movement
toward more home-based
adventures, rather than the
epic long journey,” adds Lucas
Alberg, Hydro Flask PR and
communications manager. “More
people are engaged in outdoor
tourism than ever, with more
weekend-based adventures closer
to home, which is the perfect way to
get people into the outdoors.”
Multi-Use Gear

“With all the
awesome options
of portable gear
available today,
people just want to
be outside more.”
JEFFREY POLKE,
CO-PRESIDENT, GCI OUTDOOR

director for Smartwool. “The
collection is approachable and
inviting to both the avid outdoor
consumer, as well as the more
recreational consumer.”
The Rise of Homegrown Adventure

No longer do you need to
venture deep into the wild to
be a consumer of outdoors
goods. To be sure, backyard
camping, urban adventures and
everything in between necessitates
quality outdoor gear just the
same. Activities like mocking
(hammocking) and slacklining,
along with more accessible day
trips, mean that it’s not just the
most extreme outdoorspeople
experiencing the outdoors, but

also urban dwellers getting out and
about after work.
“There are varying levels of
enjoying the outdoors — for some
it’s an epic mountain climb or
whitewater river adventure, but for
others it’s relaxing in a local park
or biking on an urban greenway,”
says Amy Allison, of Eagles Nest
Outfitters (ENO).
Consider ENO’s popular
hammocks that pack down to the
size of a water bottle and are easy
to put up just about anywhere, or
GCI’s vast line of outdoor furniture
options. With products like these,
you don’t need to be an outdoor
expert to enjoy being outside.
“With all the awesome options
of portable gear available today,

As an extension of easier-access
adventures, there’s been a greater
demand for multi-functional gear
and apparel that can go from the
trail to the city. The boom in the
outdoor lifestyle segment has
opened up opportunities for brands
to branch out beyond more clearly
defined boundaries to provide
consumers with products that are
useful in a variety of settings.
The nascent brand Yeti has done
a good job of appealing to every
segment of the market. While it
is best known for its bear-proof
coolers, its line of Hopper cooler
bags appeals to a wider variety of
consumers looking to get outdoors.
This trend is also apparent
in the the footwear and
apparel categories. Active and

Eagles Nest Outfitters DoubleNest
Hammock, MSRP $69.95.

Mountain Hardwear
Piero 25L Printed Pack,
MSRP $85.

Smartwool National Parks
Bird Tank, MSRP $70.
Yeti Hopper 20, MSRP $299.99.
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Thermacell Cambridge
Lantern, MSRP $29.99.

GCI Outdoors Sun Recliner,
MSRP $50.

sportsinsightmag.com

blackwhite
outdoor-loving folks are more likely
to invest in a shirt or a pair of shoes
if they can wear it for a greater
number of activities, whether hiking
on a summer vacation or taking the
kids to soccer practice.
“The idea of outdoor clothing for
a specific purpose is gone,” says
Jennifer Zollars, senior product
line manager for sportswear at
Mountain Hardwear. “We need to
think about how the clothes are
being worn and how they can be
technical when they need to be, but
fashionable enough to be in a daily
rotation of his or her wardrobe.”
Kelly Santos, VP at Bogs
Footwear, says that versatility in
outdoors gear has become key
to consumers’ multi-dimensional
lifestyles, explaining, “Consumers
are looking for style that they can
dress up or dress down, but they’re
not going to ignore function.”
Connected in the Outdoors

Not to be overlooked amidst the
boom of outdoor products are the
latest pieces of rugged technology
and handy accessories that bring
some of the comforts of home to
the the Great Outdoors. Brands
such as Thermacell are working to
reach out to a wider demographic
and make getting outdoors more
accessible than ever.
“Technology is bringing a new
level of comfort to the outdoors,
making it easier to stay out longer

and venture off the grid,” says
Allegra Lowitt, chief marketing
officer for Thermacell Repellent.
“When designing Thermacell
products, we bear in mind that
customers want products that
serve more than one purpose, are
lightweight, easy to use and, most
importantly, effective.”
“Everything from navigation
devices to self-inflatable tents are
letting people feel safer and enjoy
the outdoors more,” adds Patrick
Stal, VP–marketing for TomTom
Sports.
To be sure, portability and easeof-use is key in the category. That
certainly applies to the action
camera market. Consider the size
and intuitive nature of the latest
models, such as the compact
TomTom Bandit, which doesn’t
require cables and can be easily
edited on a smartphone. These
cameras are built to add a new
dimension to outdoors experiences.
Even the non-techie accessories,
such as Stanley’s durable growler
and Hydro Flask’s tumblers, are
becoming must-have gear. No
longer do consumers need to plan a
multi-day backcountry challenge to
justify purchasing these products;
today’s outdoors consumers simply
want portability, function, and that
rugged style whether it’s the shirt
they’re wearing, the stroller they’re
pushing, or the chair that they’re
sitting in. O

CHANNEL
The Nielsen rating for this
style is off the charts. Bold,
yet soft and stylish.

see th
e

entire
collec
tion a
t: w

igwam

.com/
sp

ortsin

sight

Pendleton National Park Blankets,
MSRP $199-$259.
Hydro Flask Rocks Glass,
MSRP $29.95.

sportsinsightmag.com

Stanley Classic Vacuum
Growler, MSRP $50.
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1. Millennials have surpassed Baby Boomers as the nation’s largest living generation, according
to population estimates released in April by the U.S. Census Bureau. Millennials, defined as those
ages 18-34 in 2015, now number 75.4 million, surpassing the 74.9 million Baby Boomers (ages
51-69). 2. They are digital natives and data shows that smartphones are the best way to connect
to them. Having a mobile first strategy is a key way to stay relevant with this generation. 3. Their
social media use impacts their purchases. Research indicates that social media is often the
first channel that Millennials use when looking for ideas, tips and opinions on what to buy and
where. Integrating digital media into advertising is the way to reach them. 4. Price matters. This
generation came of age during a recession. And they can compare prices at their fingertips. Quality
counts, but price is very important to Millennials. 5. There are two generations of Millennials.
Lines blur slightly based on who’s defining them, but in general Millennials are between 18-34 or
20-35. In either case, the younger Millennials (under 24) and the older Millennials (24-35) are not
the same. For example: according to NPD Group data, older Millennials like loyalty programs.

10 THINGS WE THINK WE KNOW ABOUT MILLENNIALS
(THEY’RE THE GENERATION MARKETERS JUST CAN’T STOP TALKING ABOUT. HERE ARE A FEW REASONS WHY)

Younger Millennials are less likely to shop brick-and-mortar. 6. They might live at home. Known
as the “boomerang” generation — up to 33 percent are still living with their families and if not,
often live with friends. And if they’re college grads, they’re likely deeply in debt due to college
loans, at an average of nearly $30,000. 7. They’ve got kids. An estimated 80 percent of American
Millennials will be parents by 2026. Viewing Millennials as “those kids today” misses the boat,
as many of them have primary expenses and schedules revolving around kids of their own.
8. Millennial Moms, you better get to know them. They’ve got the power and they are digitally
savvy. They will make purchases without seeing the product in person. According to research
from Roth Capital Partners, 46.8 percent of Millennial Moms make digital purchases primarily
by smartphone or tablet. 9. Wait, here’s more about those Millennial Moms: 75.2 percent use
digital devices to search for better prices elsewhere, nearly two-thirds search for or read product
reviews and 62.1 percent search for or download mobile coupons. 10. Fun vs. Competition.
Millennials have revolutionized fitness. They’ve taken to CrossFit as a bonding, group activity
and have fueled the explosion of fun runs, color runs, mud runs and the like.
22 • Sports Insight ~ July/August 2016
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Grammy-winning rapper Kendrick Lamar is a key sneaker collaborator for the Reebok
brand. He’s also an example of a new wave of Millennial endorsers. See page 26.

MILLENNIALS

THE NUMBERS GAME
Statistics Help to Explain How Millennials Make Shopping Decisions and Why.
The purchasing habits of the Millennial generation have altered the way retailers operate. Customers often buy products sight unseen based on
reviews from people they’ve never met. And when they do come into a store, they are just as likely to be shopping and comparing prices on their
smartphones as they are to be browsing the store shelves while in a brick-and-mortar store.
(one square = one million millenials)

THAT’S 1/4
OF THE
POPULATION
OF THE
UNITED STATES

APPROXIMATE NUMBER OF MILLENNIALS IN THE U.S.
86% OF U.S. MILLENNIALS OWN A SMARTPHONE

83% of U.S. Millennials say they text more than talk on their phones

81%
of Millennials use YouTube

U.S. MILLENNIAL WORKFORCE = 25%
say they expect to
move on from their
current job by 2020

66%
64%
54%

57%
58%
63%

believe businesses
put their own agenda
ahead of wider society
believe businesses have
no ambition beyond
wanting to make money

25%
80%

79%
of Millennials use Netflix

believe businesses worldwide
have leaders committed to
helping society to improve
believe businesses
worldwide behave
in an ethical manner
say their “leadership skills are
not being fully developed”
in their current jobs

Amazon, Google
and Disney are rated
as the top three most
valuable brands by
Millennials and Gen Z

of U.S. Millennials are
parents currently
of U.S. Millennials
will be parents by 2026

WHAT DEVICES ARE USED TO CONNECT WHEN SHOPPING ONLINE

69%
belong to a retail loyalty program.

70%
are happy with their programs.

89%
Smartphones

45%
Tablets

75%

37%

Laptops

Desktop Computers

57%
of Millennials compare prices
online while they are in a store.

88%
say they would consider buying
online and picking up in store to
save $10 on a $50 item.

Sources: Blackhawk Engagement Solutions study: Millennials Disrupt Shopping: The New World of Connected Shopping; Deloitte Millennial Survey; NPD Group; eMarketer; Roth Capital Partners research; Goldman Sachs.
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MILLENNIALS

THE NEW WORLD ORDER
Rules in the Athletic Endorsement Game Have Changed. These Millennial Marketers Are Proof of That.
In the “old” days, the theory was that the best endorsers of athletic brands were major sports stars in major markets in the U.S. Not so any more.
As the digital landscape has evolved, all global markets can be “local.” And star pitchmen and women for sports brands can come in many varieties.
Here’s a look at some of the most visible Millennial marketing players linked to major athletic brands.

Bryce Harper

Rihanna

Steph Curry

Neymar

MLB player, NL MVP
Oh So Millennial: One of the
league’s best sluggers, also well
known for his attention to his haircut and a penchant for selfies. He’s
an Under Armour athlete.

Pop Singer
Fashionista: Her Puma by Rihanna
footwear collabs have set the
boutique female sneaker business
ablaze. She is a key Puma partner
in product and marketing.

2016 NBA MVP, 2015 NBA Champ
Pitchman: His team lost in the NBA
finals this year, but even his UA
“dad” sneakers got more airtime
on Twitter than anyone else’s. Key
brand endorser for Under Armour.

Brazil and FC Barcelona soccer star
Relatable: Messi and Ronaldo may
be better players, but Neymar’s
persona and style connects with
youngsters much like MJ’s did.
He’s a Jordan Brand athlete.

Kendrick Lamar

Aaron Rodgers

Kanye West

USA soccer player, World Cup and
Olympic champ
She Scores: Top-scoring forward
and best-known player on world’s
best soccer team. A Nike athlete,
she also connects online with 2.4
million Twitter followers and 3.6
million Instagram followers.

Rapper, winner of 7 Grammy awards
Collab: Compton-born Lamar’s latest
sneaker collaboration with Reebok
drops this month. His sneaker styles
with Reebok have been modern
updates on classic silhouettes.

NFL QB, 2011 Super Bowl champ
and 2011, 2014 NFL MVP

Rapper, Designer, Provocateur
Beyond Millennial: What is Yeezy,
self-proclaimed “Yeezus” doing
on this list? He’s 39, too old to be
a Millennial. But his Adidas deal
exemplifies Millennial marketing
trends in a big way. For more on
Kanye see page 8.
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TV Time: Even to non-football
fans, he’s known as the “Discount
Doublecheck” guy. Rodgers was
signed by Adidas away from Nike
last year.

sportsinsightmag.com

AaronRogers Photo: Wikipedia Mike Morbeck. Steph Curry Photo: Wikipedia Keith Allison from Hanover, MD, USA

Alex Morgan

MILLENNIALS

GEN Z: THEY’VE GOT NEXT
If You’re Still Getting the Hang of the Millennials, Buckle Up. Here Comes the Next Generation.
All of this focus on Millennials will subside in a few years when everyone realizes that Gen Z is about to be in charge. The generation born after the
Millennials, Gen Z age-range definitions vary, but the group is generally considered to consist of those currently 20-and-under. They’ve been “tuned
in” since birth and their lives revolve around technology — everything is done with tech, including making friends.

Brazilian soccer star Neymar is a hit with kids. He’s a Millennial making
a Gen Z connection. And he’s the first soccer athlete to feature the
Jordan Brand’s Jumpman logo on his performance product.

There are approximately
60 million Gen Z-ers in the U.S.
They don’t recall a life without
social media.
They take in information voraciously and lose interest
instantaneously.
They are true digital natives.
Born after 1995 or after 2000,
depending on who’s defining it.
Also known as the iGeneration.
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Prefer shopping online to in-store.

Entrepreneurship is in their DNA.

Spending Power = $44 billion/
per year.

They think nothing of multi-tasking
across up to five screens at once
(phone, laptop, tablet, desktop,
gaming device, TV).

More private online than
Millennials: preferring Snapchat to
Facebook.
“Multiracial” is the fastest growing
youth demographic in U.S.
+7.6% = projected growth of
Hispanic teen population in U.S
over next five years.
Gender roles are blurring.

They communicate with images
(emojis, memes).
They respond quickly, influenced
by digital use.
Their social circles are global,
thanks to social media and online
connectivity.
Source: Sparks & Honey Research Report
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SHRED A FEW
POUNDS.

REPS

MONITOR
INTENSITY

COUNT
REPS

IMPROVE
RUNNING FORM

Meet TICKRx, the ﬁtness wearable that
goes beyond tracking activity. By combining
advanced motion sensors with heart
rate-based intensity monitoring, it helps
everyone from road warriors to gym rats
get the most out of every rep, stride, crank
and stroke.

TICKR X

Measure Whatever Moves You.

wahooﬁtness.com/SI

HEADWEAR
OC Sports Phenom 1Eighty/MLB Elite
Series, MSRP $32.

TOP IT OFF

What’s Trending in the Hat Market.

Flexfit Ultrafibre
and Mesh Cap.

Relaxed fits, fashion-forward designs and the growing popularity of the
“Dad Cap.” These are just a few of the key trends pushing the athletic
headwear market forward in the upcoming seasons. Here, vendors weigh
in on what’s next.

Q
BOCO Relaxed Fit Technical Trucker
Hat, MSRP $25.

What are some key style trends pushing the hat
market ahead in the coming seasons?

“It’s all about relaxed and curved at the moment.
The trend is moving to a more basic curved visor
silhouette with smaller logo treatments”
Steven D’Angelo, ’47

“The Dad Cap trend is continuing to rise with
consumers looking for more fashionable looks. The
signature Flexfit closed-back stretchable sweatband
hats have also continued to see a high demand in
the performance and team sports markets.”
James Lee, Flexfit

Headsweats Trucker Hat Purple Haze
5-Panel, MSRP $25.

“We are seeing the trend towards performancebased pieces with fashion-forward designs that
can easily be transitioned into lifestyle pieces.
Our designers are excited for the opportunity
to push the limits and marry both fashion
and performance in high-quality Performance
Trucker hats that everyone loves to wear. Bright
colors are trending, as well as the idea of actual
imagery being sublimated onto headwear.”
Mike McQueeney, Headsweats

Headsweats Trucker Hat Bigfoot
Moon Rising 5-Panel, MSRP $25.

“For Fall we are focused on developing even
more sophisticated designs and performance
qualities on traditional silhouettes, like our
Performance Beanies and Pom Pom Beanies,
for example. There is a strong influence of both
fashion and function that is driving the headwear
market with mixtures of fibers, colors and
designs. It’s important that headwear allows a
user to look and feel good whether the user is an
active athlete or is casually hanging out.”
Kay Martin, BOCO

’47 New York Yankees Red Base
Runner ’47 Clean Up, MSRP $22.
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“Classic Trend: There is a shift to more classic
designs that are simple with minimal embellishments. There is also a well-embraced trend
stemming from the rising popularity of the ‘Dad
Hat’. This classic casual look has fueled a recent
trend of women and men wearing classic ball

caps that you’d commonly think of your dad
wearing. These classic accessories go with all
kinds of casual outfits, and are perfect for the
summer months.
Vintage Trend: To build on the trend towards
classic casual, vintage styles are back in a
big way. Top of the World has introduced the
Vintage Collection that features styles that have
old-school patches and historically popular logos
from colleges and universities.
Roots Trend: There is a strong market preference towards styles that feel authentic to the
fans’ roots… natural elements such as leather
details and patches, with soft-washed mesh and
cottons to achieve a weathered, worn-in look.
Outdoor Trend: Outdoor styles have been
trending heavily as well. Natural color pallets and
classic camouflage designs are essential accessories for the outdoorsmen and women.
Americana Trend: With international sporting
events and election campaigns underway, there
has also been resurgence in stars and stripes and
Americana gear.”
Victoria Garten, Top of the World

“With back-to-school sales, football season
and fall weather not too far off, it’s time for
that market to start thinking about quality
knit options. As the number one supplier of
custom knit headwear in the industry, we will
be introducing four new Custom Marled Knit
options. Each option features a two-color marled
yarn (base colors of black, charcoal, steel
or white) and teams can choose from our 32
available knit color options. Our knit program is
built around flexibility. Team dealers have the
option of offering their customers the ability to
add/remove a beanie POM, upgrade from flat
embroidery to raised embroidery and custom
woven labels.”
Brian Matix, Pukka
sportsinsightmag.com

A cap from Top of the World’s Fashion line.
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HEADWEAR

Top of the World Vintage cap style.

Q
Pukka Knit hats, style KC026, KC027,
KC028 and KC029, MSRP $26.

BOCO Pom Pom Beanie (Top), MSRP $26.
BOCO Performance Beanie, MSRP $24.
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Gatsby cap from Top of the World’s Fashion line.

Are consumers getting more adventurous with
their headwear style?

“We’re seeing a more adventurous headwear
consumer in two ways — innovation and style.
More people are transcending the role of a
traditional spectator than ever before. We have
seen a trend of active consumers with the mass
adoption of activities like CrossFit. There is a
need for apparel that blurs the lines between
leisure and athleticism and headwear is no
exception. People want hats that have more
function, utility and innovation, as technology
is increasingly introduced into apparel. To
meet this need, we’ve developed caps that can
cool, warm, or protect the wearer and keep
him dry with moisture wicking fabrics. As the
Millennial generation gains more buying power in
the market, we have seen a rise in adventurous
style choices as well. Not long ago, it would have
been shocking to see a baseball team wearing
camouflage on the field, but it has become one
of our top requests. The classic style elements
iconic to the sports we love are being met and
improved by the new generation’s desire to push
boundaries and test limits.”

“Like any trend, you will have the early
adopters who are quick to embrace a fresh,
new look. You’ll also have consumers who
require a little more convincing, getting on
board once the style and design has proven
they have staying power. Consumers want
more from their headwear and are driving
styles that combine fashion with function.
The Pom Pom Beanie is a great example. For
all of us old enough to remember, we grew
up with this style and then of course it went
away. When we introduced it in our line,
people thought we were crazy. Then they saw
professional athletes sporting the silhouette
on the sidelines of the Super Bowl a few years
back. Overnight, the nation was seeking out
this style and it became popular once again.
We love the idea of reinvention, the ability
to take an early interpretation of a style, but
update it in a way that makes it exciting and
something consumers will love again.”

Joe Rubertino, OC Sports

“Despite the shift in trends to a more classic and
minimalistic style, there is always a market for
adventurous styles. The more unique designs
include styles with floral patterns, fabric inlay and
metallic, bright colors. These adventurous styles
are featured in our Fashion Collection. Recently,
there has also been an increase in popularity of
the Gatsby-style hat. While in years previous a
Gatsby-style cap may have been outdated, that is
no longer the case. Younger generations are bringing an adventurous touch to classic style, which is
right in-line with the vintage trend.”

“Our customer base spans a wide range of
serious and recreational athletes who range
in age from 20-45, and as the athleisure trend
continues to build momentum, they’ve pushed
us to incorporate performance-based pieces
with fashion-forward designs that reflect their
vibrant lifestyles. This is what drove the creation and expansion of the Bigfoot Collection.
We still have our core performance product,
which will always be our bread and butter, but
it’s been a nice change to incorporate more
lifestyle pieces and build collections. Who
knew 10 months ago that our Bigfoot Collection
would be so popular?”

Victoria Garten, Top of the World

Mike McQueeney, Headsweats. O

Kay Martin, BOCO
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DISCOVER
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MEET WITH BRANDS
TO EXPLORE THEIR STORY

PERFORMANCE UNDERWEAR

Performance Underwear Gets Cheeky
with New Fashion Elements and
Technology Entering the Mix.
By Suzanne Blecher

A

UFM 4th
Generation
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s men feel the pressure to
look their best and simultaneously get more comfortable
with fashion, masculinity is
being expressed in new ways.
Millennials are taking cues
from women’s grooming routines and buying
habits, opening their wallets to purchase
underwear that goes beyond the standard
three-pack of tighty whiteys. “Men are on
the move and need underwear to be a part
of their active lifestyles, whether
on a mellow bike commute or
long travel day,” notes Saxx
Underwear marketing director
Adam Greene.
According to an August
2015 report from Persistence
Market Research titled
“Men’s Underwear Market:
BRIC to Witness Highest
Growth by 2020,” the men’s
underwear market is projected
to reach $11 billion by 2020 (up
from a current $8.4 billion). Men
are buying underwear more often, notes a
2015 “Underwear Trends Survey” by The
Underwear Expert, with 30 percent of men
purchasing underwear on a monthly basis.
“Consumers recognize the benefits they
get from sports apparel and they want the
same from everyday clothing,” explains
Greene. The Fuse from Saxx is crafted from
a dual-polyester blend that is moisturewicking and lightweight, and also supports
sublimated photo prints. “Fabric technology
is really leading us here,” chimes in Terresa

Zimmerman, founder of Wood Underwear,
with the brand offering underwear with wicking ability and odor control while keeping
colors and prints interesting (think Digital
Camo Biker Briefs and Royal Purple Trunks).
“Men can learn a lot from a woman’s underwear drawer with different colors and styles
for different functions, events and outerwear
they are wearing,” adds Zimmerman. “Date
night underwear is not the same as gym
underwear,” the exec says.
Thanks to the athleisure trend, there are
tighter pants for guys and also tighter workoutwear for women. “Our customers
are looking for items that are truly
seamless and can be worn under
any kind of athletic apparel,
without showing panty lines,”
says Knix Wear founder
Joanna Griffiths. While the
brand’s baseline product for
women is always breathable,
moisture wicking, anti-odor
and quick dry, undergarments
must also be comfortable and
unrestricted. To create Knix Wear’s
sports line, the company surveyed more
than 350 personal trainers across the country
and found that 93 percent were unsatisfied
with their existing athletic underwear, with 80
percent noting that their undergarments had
interrupted their workout. “We needed to give
women everywhere an underwear upgrade,”
says Griffiths.
To pair with the firm’s popular Evolution
Bra, Knix Wear will launch a collection called
Luxe for Fall 2016 that presents an updated
version of its proprietary underwear gusset
technology (absorbent and leak-resistant)
sportsinsightmag.com

Knix Wear
Evolution Bra

TANI USA

developed in Italy, taking cues from the
cycling industry. Fabrics leverage carbon
for bacteriostatic properties, with functional
attributes built into the fibers of the fabric
(making them more durable for laundering).

2UNDR Gear Shift 3 Inch

Perfect Pouch

Just as the ultimate-fitting bra has become
a necessity for women, so has that pair of
underwear for men that feels like a million
bucks. “The underwear category is currently
going through a prolific change with innovation, colors, patterns and prolific brand
names,” says Jeff Williams, owner of 2UNDR.
2UNDR got into the business in 2012 after
realizing that the “first layer” category of
socks and underwear was becoming a more
important area in retail business. To differentiate, 2UNDR incorporates its patented Joey
Pouch into wearables, offering a way to cut
down on heat, moisture, rubbing and chaffing
of a guy’s valuable assets. In a partnership
with fabric firm Garmatex, 2UNDR has incorporated ColdSkin technology into the Joey
Pouch, which lowers skin temperature up to
six degrees while being active. The fabric is
derived from a combination of natural elements, including crushed jade.
RevolutionWear’s Frigo (a Latin derivative
meaning “cool and dry”) offers a signature
Frigo Zone, providing support in an adjustable pouch allowing the wearer to create a
sportsinsightmag.com

2UNDR Power Shift
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Mountaineer Melissa Arnot Is One Of 13
Female Athletes Proﬁled Inside. See Page 22.

WITH NEW SHOE
RIO READY: Shalane Flanagan ﬁnished ﬁrst
with a time of 1:07:51 at the Suja Rock ‘n’ Roll
San Diego Half Marathon earlier this month.
Photo courtesy of Rock ‘n’ Roll Marathon Series
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Mouthguards Play the Game
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Sports Authority
eliminates all in team
sports division.
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The NE & NW Materials Show

Emerging
Quiksilver set to exit
Chap.11 bankruptcy
next week.

DANVERS, MASSACHUSETTS / PORTLAND, OREGON - MARCH 2016

Start Suggests
Bumpy Ride in 2016
udging by the tumultuous first month
of 2016 and new data that confirms
meager 0.7 percent GDP growth in the
final quarter of last year, it will hardly
be an insouciant ride for Wall Street this year.
But these times of various macro pressures
on companies, from erratic weather to the
strong U.S. dollar, have historically accelerated
mergers and acquisitions, bankruptcy activity
and, in some instances, given more credence to
brand rebirths as nervous consumers clamor
for “something from the good ‘ole days.”
All of these scenarios have already surfaced
in the sporting goods industry in recent
months and more may be on the horizon. A
breakdown of what’s transpired to date:
• The ballyhooed merger between outdoor
specialty behemoths Cabela’s and Bass Pro
Shops may never happen. Recent reports
suggest Cabela’s, rather than sell out to its rival,
is moving toward divesting its World’s Foremost
Bank credit card operation, which generates
close to $1.1 billion in annual revenues. More
should be learned about Cabela’s next move
during its year-end conference call Feb. 18.
• Quiksilver will emerge from Chap. 11
bankruptcy Feb. 8 after a court approved
a $600 million refinancing package that

J

PODCAST: A CONVERSATION WITH PAM GELSOMINI
AND CB TUITE OF ORTHOLITE - CLICK TO LISTEN
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reduced its overall debt to $300 million and
gave Oaktree Capital a more than 90 percent
stake. Oaktree also owns nearly 19 percent
of brand rival Billabong Intl. Reports from
Down Under have resurfaced suggesting
the private equity firm is eying a QuiksilverBillabong merger down the road. In the
meantime, Quiksilver is said to be moving
forward with a retail concept conceived by
CEO Pierre Agnes called Boardriders that it
has tested in a handful of European, Asian
and Australian markets.
• Gun maker Smith & Wesson and Vista
Outdoor, current parent of 30 outdoor brands
including CamelBak and Bushnell, will each
seek acquisitions in the outdoor category.
S&W says its strategy will take shape over the
next 3-5 years. Vista believes its relationships
with major retailers will enable it to leverage
the acquired brands to create additional value
for shareholders.
• The Pro Player brand is coming back
via licensor Perry Ellis Intl. and master
licensee United Legwear & Apparel Co. The
revitalization includes a new logo and MLB
marketing relationship that will be visible on
ballpark signage at Citi Field in New York,
Atlanta and Houston this upcoming season. Q

Acquiring
Brunswick Corp.
buys Cybex
International for
$195 million.
Rising
Under Armour will
sell more $100+
retail shoes in 2016.

5.

embracing
sport lifestyle
trends
key pieces
for the
workout
PREMIERE
ISSUE

LISTEN TO
THE PODCAST

Dave Coradini
The VP of sales and
sponsorships for Spalding,
a former basketball player
and coach at Georgia
Southern University,
discusses the sport
today and the brand’s
technological breakthrough
—Shot Tracker.
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PROTECTIVES

PLAYING IT SAFE
OPENING UP A WHOLE NEW MARKET FOR RETAILERS.

With player safety at the forefront of all participation discussions in youth sports, a category
has emerged that holds significant potential in the world of sporting goods retailing. Part of the
reason is that the major vendors have responded with a laser-like focus on improving the game,
as technology and marketing have met in a flurry of new product development that is changing
the way our games are played — and what athletes are wearing as they play them. It is a role
manufacturers have readily embraced as the traditional products they have made for years evolve
into a new generation of high-tech, high-performance protectives.
By Michael Jacobsen
Player safety in team
sports is about to reach
a crescendo,” says
Lauren Hinton, global
product manager for
DJO Global, pointing out that with the
long-term effects of impact-related injuries
currently in the spotlight at the professional level, it is at the forefront of players’
and parents’ minds and is beginning to
translate into changes in behavior.
“The team sports industry is in a unique
position and needs to step up to the plate
by continuing to raise awareness and
providing innovative products to both
38 • Sports Insight ~ July/August 2016

prevent and treat injury,” Hinton says.
“It is up to us to protect the sports and
the players of the games this country has
adopted as tradition.”
Or, as Mary Horwath, senior VP–marketing at United Sports Brands, succinctly put
it, “We believe player safety is a fundamental mission and central to our commitment
to team sports.”
With the Cutters, Shock Doctor and
McDavid brand names under its corporate
umbrella, USB has certainly taken the lead
in developing the protectives category.
“Athlete protection is at the heart of all
of our brands and developing products
that provide even higher standards of
protection is what we strive for every

day,” Horwath adds.
Jim Caldwell. executive VP at Unequal
Technologies, points to increased awareness, new, more detailed detection,
treatment and return-to-play protocols,
more sophisticated sideline responses
as adding up to greater understanding of
what is happening on the field in real-time
and how best to respond. This, in turn,
changes the game.
“The demands on leadership from the
athletic trainer to coach to team doctor
have risen sharply over the years, leading
to expectations that they be much more
on top of any situation that could affect
player health and safety,” he says. “That
has to include protective gear.”
sportsinsightmag.com

McDAVID
McDavid’s Hex 7-Pad three-quarter length girdle
features Teflx technology at the knees for extra
durability. Designed specifically for football players,
Ultra hDc moisture management technology helps
keep athletes cool and dry, while McDavid’s Hex
technology at the hips and thighs offers a lightweight,
flexible and breathable fit.

CRAMER
Cramer Hurricane girdles utilize the same plastic-reinforced
foam thigh pads as its Thunder girdles, but incorporate a
wraparound style to provide additional impact protection.

UNEQUAL
Unequal Hart wear
reduces risk of sudden
cardiac death from
commotio cordis.
The Hart Goalie
for lacrosse, Hart
Catcher for baseball
and the Hart Shirt
and Hart Pad (both
for virtually any sport,
any position, any
age) provide chest
protection.

sportsinsightmag.com
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PROTECTIVES

McDAVID

DJO

McDavid’s Hex Skin Roll can be cut to the desired
length and applied directly to the skin for extra
protection.

Defender Skin’s breathable adhesive second skin is designed to defend
the body against turf burns, abrasions and bruising often associated
with impact sports.

“Player safety has always been a critical
component of the business and I don’t think
that the industry gets enough credit for
that,” adds Neal Fink, VP-sporting goods
channel for Performance Health, which
counts the iconic Cramer brand in its
stable of sports medicine brands.
The Industry’s Role

Athletes
have to
come first.
JIM CALDWELL
EXECUTIVE VP,
UNEQUAL

These major vendors all agree that the
key to growing awareness of – and sales
in – the emerging protectives category lies
with the retailers and team dealers on the
front lines of the battle. They are the final
link between the high-tech products being
developed and the consumer looking for
protective solutions.
“Retailers are vital to the success of
this category,” says USB’s Horwath. “For
athletes looking for recommendations on
the best protective and recovery gear,
retailers can help make sure that they are
getting the proper items with the proper
fit. They are an invaluable resource.”
“Retailers are in a position to help raise
awareness, support and/or create programs
and promote products that put player
safety first,” adds DJO’s Hinton. “Prevention
is key to keeping athletes healthy and in
the game and everyone plays a role.”
Her concern is that athletes are not getting the complete picture when it comes
to product performance, with many being
swayed by product endorsements or even
unproven claims of protection.
“There are a lot of companies with protective and preventative gear, but not many
are actually utilizing proven materials and
technologies,” Hinton says. “Innovative and
results-oriented materials and products
that are proven to prevent injuries and/or
protect athletes are going to be the wave
of the future. Parents and players are going
to be willing to pay more to ensure they
can stay in the game.”
Unequal’s Caldwell sounds much the
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same tune, concerned that marketing
trumps performance in too many cases.
“There is no question that slick
marketing, hefty ad budgets and highpriced endorsement deals sway markets
even if the underlying products have
changed only cosmetically,” he says.
“True innovation and breakthroughs are
obviously sought after, but often ‘more of
the same’ is the outcome because margins
can be stronger in the world of status quo.”

safety has always been critical to us,” says
Fink. “When we launched Cramer protective
apparel, the goal was to provide products
that emphasized protection at every level.
“We approach every design from the
standpoint of an injury and we work backwards to incorporate the features that are
necessary to provide protection in the right
place without sacrificing performance,”
Fink adds.
The Future of Protection

The Vendor Response

Undoubtedly, these major suppliers have
invested substantially in developing the
next generation of protective products. It
is part of their mission and responsibility.
“We don’t sell apparel, we sell
protection,” stresses Unequal’s Caldwell.
He urges retailers to look at the three T’s –
thorough Training, proper Technique and
cutting-edge protective Technology – as a
guideline to help athletes be as prepared as
possible to perform at peak while staying
as safe as possible.
“Undoubtedly, once new safety methods,
products and treatments are accepted by
the professional leagues they’ll trickle
down to the college, high school and youth
leagues,” Hinton adds. “But why wait? We
are proactively tackling this issue with
the launch of our Defender line, which
provides protection without sacrificing
performance.
DJO recently signed San Francisco 49er
NaVorro Bowman to its athlete roster to
promote its Defender series. He now wears
them on-field to product his elbows/arms
from abrasions or burns during games.
Performance Health’s Cramer brand
has been one of the pioneers in the sports
medicine category and it has taken this
philosophy into the world of protectives.
“Because of our heritage as a sports
medicine company and our connection
to the athletic training community, player

As the old saying goes, it’s too late to
stop now. Protection is quickly becoming
the accepted – and expected – attribute
of all types of products. And the major
vendors vow to keep the ball rolling.
“The sports we love and the passion by
which we play and participate aren’t going
to go away, so the demand for protective
gear as more research on the effects of
impact injuries is published is only going
to continue to increase,” predicts Hinton.
“The protectives category is a huge growth
opportunity and the needs and trends associated with these products will continue
to develop into unique brands.”
“The industry is continuing to evolve
and grow significantly and there is a
strong demand for technically advanced
products,” points out Horwath. “From
wearable tech to exciting new fabrics and
unique materials, we anticipate continued
innovation in categories that help the
athlete stay in the game and remain
healthy.”
“No one ever said it would be easy,”
Caldwell says, “but we must push ahead
and expand the materials science envelope
as much as possible to allow products to
perform at a level where kids can enjoy
the sport they love with less risk, with
gear that is comfortable, wearable and
that does not inhibit movement.
“Protection needs to protect,” he adds.
“Kids shouldn’t die playing sports.” O
sportsinsightmag.com
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Sales On the Rise
CONSUMER RETAIL SALES OF
ALL THREE CATEGORIES

DOLLAR SALES FOR
ATHLETIC FOOTWEAR

DOLLAR SALES
FOR EQUIPMENT

DOLLAR SALES
FOR APPAREL

INCREASED 4%

INCREASED 5%

INCREASED 3%

INCREASED 3%

C

onsumer retail sales of sporting goods
equipment, athletic footwear and athletic apparel increased four percent in
2015, according to the 2016 edition of
the NSGA Sporting Goods Market report.
The NSGA report indicates dollar sales increased
by five percent for athletic footwear, while apparel
and equipment both increased by three percent
versus 2014. The footwear category experienced

largest dollar gains in the walking shoe, gym/fashion
sneaker, and running/jogging shoe segments. The
equipment category benefitted from the continued
growth of the fitness segment, fueled by the Fitness
Tracker/Pedometer/Heart Rate Monitor sub-segment.
The apparel category experienced growth in several
exercise segments including clothing for working
out at clubs/gyms/studios, running/jogging, and
exercise walking. Camping apparel also experienced

significant growth in 2015.
From a channel of purchase perspective, full-line
sporting goods stores were the leading channel of
purchase for equipment and footwear. Within the
equipment segment, specialty sport shops continued to be the second largest outlet and online sites
overtook discount stores for the third spot. Within
the footwear segment, online sites ranked second
and the discount stores were number three. O

Wearable Tech on the Upswing
Since 2014, interest in purchasing and using wearable technology has increased, according to
data in the 2016 SFIA Topline Report.

12.5% want to buy
a ﬁtness tracker
of those who are active, up 3.2% from 9.3% reported in 2014.

39.5 Million

U.S. adults 18 and over used wearable devices, including smartwatches
and fitness trackers. According to eMarketer, compared to 2014, that’s

An increase of 57.7%
That growth will continue in 2016 and beyond, with 81.7 million adults
using wearables by 2018, the research firm says.
sportsinsightmag.com
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