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Why We Do What We Do

M
ost of us consider ourselves fortunate to be working in the sports  

business. As tough and demanding as it can be, working in sports carries a 

great set of rewards. The products are fun and relatable, what happens on 

the playing field has a direct impact on our business and we get to work 

with like-minded people. 

Most of us in the business have a strong connection to sports and  

athletics and enjoy being around others who feel the same way. I was out of the business for 

about five years in the late 1990s. When I returned in 2001, the business was dramatically dif-

ferent. But the friendships and relationships I had developed over the previous decade quickly 

resumed and have become stronger since then.

Relationships. If I were asked what I value most about my work life that would be the  

answer. Indeed, the importance of relationships is what makes our business different from 

many others. We have relationships with one another that stay strong even when we change 

jobs. There are relationships between brands and retailers that stay stable even after a bad 

season or two. And consumers have relationships with stores and brands 

that last a lifetime.

Gazelle Sports in Michigan is a wonderful retailer that works hard at 

making a difference in its community. Teenagers shop Gazelle for their 

school soccer gear and return years later to buy cleats for their own kids. 

That’s more than a transaction, that’s a powerful emotional connection. 

And millions of consumers around the world relate to brands that they 

believe speak to them. A well-known music critic told me recently the first 

time he heard The Rolling Stones he thought they were speaking to only 

him. That’s how athletes feel about the brands in our business. They are 

inspired and connected on a deep level. 

In the name of journalistic balance, I must speak to the other side of this 

issue. I know the holiday season is coming and I am trying extra hard to be 

nice and shake off the hangover of our recent election cycle. But I have to speak to the lack of 

value that certain online companies such as Amazon place on relationships.

These companies do not care about relationships. They care only about making  

commissions on whatever is sold on their marketplaces — and that’s it. They don’t care about 

building brands or protecting their integrity with pricing and avoiding counterfeit  

merchandise. They’re in it solely for the money.

Far be it from me to criticize capitalism. I’m here to make a living and provide for my family 

just like everyone else reading this magazine. But the fact that I can do it working with people 

whose company I enjoy and whose integrity I value makes it way more enjoyable. 

TIME OUT | MARK SULLIVAN

A well-known 
music critic 

told me recently the
 first time he heard 
The Rolling Stones 

he thought they were 
speaking to only him. 

That’s how athletes 
feel about the brands 

in our business.

www.sportsinsightmag.com
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S
pending perceptions 
among upper-income, 
U.S. teen females, those 
with household incomes 
of $109,000 or more, 
is trending higher, 

according to the Fall 2016 Teen 
Research Project from Piper Jaffray. 
The demographic group is spend-
ing more on apparel and shoes, 
and that may bode well for future 
growth in both categories. 

The semi-annual study, which 
received 10,000 responses from 
U.S. teens who on average were 
16-years old, revealed a number of 
other interesting spending trends 
for the key industry demographic, 
including that their parents are 
kicking in more for their fashion 
purchases. 

A strengthening denim category 
and more social media migration 
to video- and photo-dominant 
platforms are among the high-level 
themes in the 96-page report. While 
total teen spending on fashion is 
down less than one percent (-0.6 
percent) year-over-year, it was up 
2.5 percent year-over-year among 
the 2800 upper-income teens 
respondents. 

Fashion purchases accounted for 
an estimated 40 percent of all teen 

purchases this fall, with apparel 
and shoes consistent at 20 percent 
and nine percent, respectively, 
versus Fall 2015. Apparel spend-
ing among teen girls was off five 
percent at $917 on average, but 
up 12 percent among teen males 
at $533. Meanwhile, the footwear 
spend among teen males rose three 
percent to reach a new peak at 
$286. Female spending on shoes 
increased seven percent to $296. 

Athletic was a clear winner 
among upper-income teens, with 35 
percent suggesting they preferred 
an athletic brand. But male teens 
clearly favor these brands more 
so than their female counterparts. 
Nike, Adidas and Under Armour 
posted key gains. The report shows 
that 86 percent of upper income-
males selected an athletic brand as 
their footwear preference, led by 
2.5 percent and 1.9 percent gains, 
respectively, for Adidas and Vans 
and smaller increases for Under 
Armour followed by Nike. Appeal 
for the Converse brand among this 
group fell 0.4 percent. 

Adidas and Under Armour, while 
still trailing Nike significantly as the 
preferred footwear brand of upper-
income and all teens, are clearly 
making strides in both footwear and 

apparel. The Three Stripes rose to 
the fourth-highest preferred foot-
wear brand among all upper-income 
teens with a six percent market 
share versus seventh in Fall 2015 
and eighth preferred apparel brand 
among the same set against 18th in 
Fall 2015. The brand appeared on 
the survey’s Top 10 for males and 
females for the first time.

As for Under Armour, the brand 
continues to generate more trac-
tion in the footwear category 
among teens, rising to seventh most 
preferred, and to the eighth most 
preferred apparel brand for upper-
income male teens. Among all teen 
females, the brand has become the 
second most popular brand. 

Two other areas of note from 
the report worth noting — Fitbit 
increased its year-over-year status 
as preferred fitness wearable 
among all teens to 71 percent from 
53 percent in Fall 2015, with 21 per-
cent of upper-income teens saying 
they planned to purchase a fitness 
tracker over the next months. 
Also, Piper Jaffray has upgraded 
its investment rating on Zumiez, 
citing the increasing strength of the 
banner and the exclusive brands 
it sells to teens, particularly the 
upper-income set. 

Teens Show More Affinity for  
Denim, Adidas and Under Armour

Under Armour, along with Adidas, trails Nike among teens’ preferred brands. But research indicates they are gaining ground.

IN THE MARKET

Fashion purchases 
accounted for 
an estimated 40 
percent of all teen 
purchases this fall.

$286

$296

3% 
Increase

FemaleMale

Source: Teen Research Project 2016 / Piper Jafray

Teen Footwear Spending Is Up

7% 
Increase
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R
eebok is relocating its North American headquarters to Boston, slashing 
its number of U.S. factory stores in half and doubling down on its focus 
as a pure fitness brand in 2017. With the moves, parent Adidas Group 
intends to put Reebok’s current corporate headquarters in Canton, 
MA, on the block and take an estimated $33 million in charges to its 
financial results. One-third of those costs were taken by the parent in 
the third quarter.

“Reebok is an important member of our group. But it’s clear, like in sports, every 
member has to contribute to the success and that is also our expectation at Reebok. 
And we’ll be further focused to ensure that will take place,” said Kasper Rorsted, in 
his first conference call as Adidas Group CEO.

Adidas’s plan for Reebok is to move 68 percent of Reebok’s 950 positions in Canton 
to the yet unspecified Boston location. Of the remaining 300 positions, half will be 
relocated to Adidas facilities in Portland, OR, and the other half will be eliminated. 
By the end of 2016, an additional 20 Reebok factory outlets stores and nearly half of 
the brand’s FitHub concept retail locations will be shuttered.

The Reebok brand generated 3.6 percent revenue growth in the third quarter to 
about $549 million and a two percent sales gain in North America on an increase in 
wholesale revenues from Dick’s and Academy Sports + Outdoors and from new cus-
tomers in Champs, Macy’s and Journeys. Nine-month revenues are up one percent 
to the equivalent of $1.46 billion.

Rorsted says the changes will give a more focused Reebok “more freedom to 
operate globally and more responsibility in the U.S.” He is complimentary about 
the company’s ability to expand its topline for last 14 quarters, but frank about the 
current situation.

“Reebok is growing slower than Adidas and our competition and we have seen no 
growth in North America in the past three years. And lastly, the profitability (there) 
is significantly below the group average.”

Reebok, before it was acquired by Adidas in August 2006 for $3.8 billion, reported, 
in public filings, $1.62 billion in U.S. revenues in FY04 revenues and more 9100 full-
time employees.  

Changes Afoot as Reebok Looks 
to Re-invigorate in Beantown

Fashion Industry Vet Joins Reebok

IN THE MARKET

I
n a sign of what the brand’s future focus might be, Reebok has hired German-
American designer and lifestyle brand strategist Thomas Steinbruck as creative 
director for the company. Steinbruck, whose background includes senior creative 
roles at Porsche Design, Elie Saab and Kenneth Cole, will oversee creative 
direction for Reebok’s footwear and apparel collections. The company says 

he and his team will be charged with “setting trends, creating themes and providing 
inspiration and guidance to the design teams, in order to deliver innovative, style-led 
fitness products for today’s fitness consumers.”

“Reebok is an amazing brand,” Steinbruck says. “It offers both forward-thinking 
fitness products alongside iconic footwear silhouettes that have marked the last few 
decades. This heritage, along with the tremendous potential I feel the brand has right 
now, really appealed to me. I’m excited to help continue to grow Reebok into a global 
leader in fitness and to focus on areas I’m passionate about, such as sustainability 
and creating products for women that are at once fashionable and functional.

“The convergence of the fashion and athletic performance worlds is exciting for an 
individual like myself, a sports and fitness devotee from a fashion background. I am 
confident that my experience will bring something truly unique to Reebok.”

Steinbruck is a fitness enthusiast, participating in yoga and CrossFit regularly, as 
well as cycling and swimming. 

The Adidas Group is shaking things up at Reebok.

Thomas Steinbruck

www.sportsinsightmag.com
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The North Face Goes Big in NYC

IN THE MARKET

The North Face is celebrating its 50th anniversary by going big in New York City. In October the brand opened an 18,000-square-foot global flagship on Fifth Avenue 
that stocks limited-edition collaborations as well as pinnacle outdoor product. Going forward, the space is set to feature amenities such as indoor climbing, a coffee bar 
and custom on-site embroidery from LA’s Lot, Stock and Barrel. Dedicated areas of the store are set up to sell the brand’s performance apparel, footwear and acces-
sories, the training-oriented Mountain Athletics collection, the more casual “mountain culture” merchandise and the city-focused Urban Exploration line. “Everything in 
the store is reflective of our DNA,” The North Face president Todd Spaletto tells Sports Insight. 

J
ust months after becoming the official mouthguard of the National Basketball 
Association, Shock Doctor has launched its largest campaign to date, with a focus 
on helping young athletes play safe on the court. The new campaign, titled “A 
Mouthful of Fearless,” launched with the start of the NBA season. The brand notes 
that the campaign focuses on the sense of confidence that mouthguards can provide 

young athletes, knowing their teeth are protected from injury. Nearly one-third of all basket-
ball injuries to high school athletes during competition are to the head and face. However, 
while mouthguards are a critical piece of facial protective equipment, they are not required 
in basketball. The multiyear campaign will be visible across multiple digital platforms, 
including mobile, social and video, including NBA.com, WNBA.com, DLeague.NBA.com, and  
USAB.com. Shock Doctor’s NBA athlete ambassadors – 2016 NBA champion Kevin Love, two-
time NBA All-Star DeMarcus Cousins and 2015 NBA champion Harrison Barnes – are a part of 
the campaign and featured in videos, still photography and quotes on the campaign landing 
page that show how wearing a mouthguard has “made them fearless.” 

Shock Doctor Launches its Largest Campaign

www.sportsinsightmag.com
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I
n early November, Under Armour opened the 
doors of its newest specialty retail location. 
Located in The Shops at The Prudential Center 
in Boston’s Back Bay, the new location is UA’s 
second largest Brand House to date. The land-

lord is Boston Properties, which is also working 
with Under Armour to redevelop the former FAO 
Schwartz space in New York City for a 2019 opening.

The 19,000-square-foot, two-level Boston store, not 
far from a two-level Nike store on nearby Newbury 
Street, is an interactive experience that showcases 

all of the brand’s product categories, including two 
footwear walls and 1100-square feet dedicated to 
showcasing its modern sportswear products. There 
are five large LED screens outside the store and two 
inside, including a 24 X 24-foot over a staircase that 
updates with fresh brand social media posts from 
consumers every 20 minutes. Additional design 
touches include fitting rooms plastered with huge 
visuals of local landmarks along a 4.3-mile Freedom 
Trail Run that are reversed enabling the customer 
to take a local selfie after trying on some UA garb.

The retail location is across from a lululemon 
store in the mid-city mall and across Boylston 
Street from the Adidas RunBase store that opened 
two years ago. 

The Brand House in Boston puts an emphasis 
on the hometown teams and the brand’s marquee 
endorsers Steph Curry, Jordan Speith and four-time 
Super Bowl champion Tom Brady. 

Brady and supermodel wife Gisele Bundchen 
joined Speith and Under Armour CEO Kevin Plank 
at the store’s launch party. 

UA Opens Boston Brand House

IN THE MARKET

The National Sporting Goods Association (NSGA) will feature new sporting goods products at the NSGA Innovations Arena to be held 
during the 53rd Annual Management Conference and 19th Annual Team Dealer Summit. The NSGA Innovations Arena gives both new 
and established companies the opportunity to showcase a new sporting goods product to attendees at the event. New companies with 
a product ready for market can participate in the NSGA Innovations Arena through an application and selection process. Applications 
are now being accepted and can be completed online at nsga.org/innovationsarena. The 53rd Annual Management Conference & 19th 
Annual Team Dealer Summit will be held at the Hyatt Regency Scottsdale Resort & Spa at Gainey Ranch, May 21-24, 2017. For more 
details on the Management Conference & Team Dealer Summit: www.nsga.orgevents/2017. 

NSGA’s 
Innovation 
Showcase

The new Boston store 
is UA’s second largest 
Brand House to date.

http://www.nsga.orgevents/2017
www.sportsinsightmag.com
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F
inish Line is ready to exit the run 
specialty business. After spending 
more than five years and an estimated 
$60 million dollars trying to crack the 
run specialty market, the mall-based 
retailer is putting its 70-store Running 
Specialty Group up for sale so it can 

concentrate on its core business.
The publicly traded Finish Line has not made 

a formal announcement of the potential sale, but 
sources told Sports Insight that the potential sale has 
been discussed internally and Finish Line CEO Sam 
Sato indicated on a recent conference call to Wall 
Street Investors that the company was considering 
whether it would continue to invest in RSG, which 
is not profitable and in need of additional cash to 
turn the business around.

Sources say TFL hopes to have a deal in place 
by the end of the year, but any buyer will face 
challenges in operating the 70 stores that are 
operating under more than a dozen different 
nameplates. RSG includes a number of specialty 
running stores that were once among the leaders 

in their individual markets such 
as Boulder Running Co., Run On! 
In Dallas, Bob Roncker’s Running 
Spot in Cincinnati and Garry 
Gribble’s Running in Kansas City. 
But many of these stores have 
seen their business fall off since 
they were acquired, sources say, 
partly because the overall market 
has struggled and because the 
owners exited the business and 
were not replaced by strong 
local managers who could drive 
sales and traffic by working in 
the individual markets.

Some of these stores also are locked into unfavor-
able leases that will make it difficult for any new 
owner to make them profitable. Sources say rent 
at the Manhattan RSG location at a luxury mall in 
Columbus Circle near Central Park is extremely 
high and that it will be “virtually impossible” for 
the store to earn a four-wall profit in that location.

Branding is also a key issue at the RSG loca-

tions. The 70 stores operate 
under 13 different names. Last 
fall, RSG announced a plan to 
begin to re-brand the stores 
under the JackRabbit name, but 
that has only occurred in New 
York area stores. And RSG’s 
web-based business is also a 
branding hodgepodge. In its 
original acquisition in 2011, TFL 
acquired the run.com name, 
seen as a jewel that would allow 
the brand to become a strong 
online player that could compete 
with Road Runner Sports and 

Runner’s Warehouse. Today, a Google search of 
run.com brings consumers to a landing page that 
links to JackRabbit.com, a transactional site that 
also showcases the 13 store names in individual 
markets around the country.

RSG has an executive team in place led by industry 
veteran Bill Kirkendall, who has built a merchan-
dising group that has been well received in the 
industry. But sources are unsure of whether there 
are regional managers and systems in place that 
can successfully run a retail business that requires 
educated staffers at the store level who can combine 
product knowledge and customer service. Sources 
also say RSG never mastered the regional differ-
ences in buying and inventory management. Stores 
in the west, such as Boulder Running Co., had large 
trail businesses and were also able to sell boots 
and street shoes, while stores in the Northeast are 
focused almost entirely on road running.

Finish Line executives never seemed to put 
much stock in the “community” aspects of the 
run business, which independents say is vital not 
only in driving traffic but also in building long term 
customer loyalty.

Finish Line entered the run business in September 
2011 when it purchased the 18-store Run Specialty 
Group from Gene Mitchell for $8.5 million and then 
over the next four years rolled up some of the top 
running stores in the country. 

In January when it announced a loss for its fiscal 
third quarter, TFL said it would close 150 underper-
forming stores, about 25 percent of its fleet, over 
the next four years. At the same time, TFL said 
Sato, a former Nordstrom executive, would step 
up and become CEO while Glenn Lyon, a former 
Macy’s executive who had run the chain for years, 
would step aside and become executive chairman. 
Lyon was seen as the driving force behind the 
expansion into run specialty, while Sato is more of 
a pragmatist who realizes the importance of keep-
ing the chain’s mall and internet business strong. 

The potential sale comes at a time when RSG 
and the entire channel may be picking up steam. 
Vendors who do business with RSG say the chain 
had a very strong October and had been recording 
mid-single digit gains over the past several months.  

IN THE MARKET

Finish Line Puts RSG on The Block

RSG owns 70 specialty run stores, 
some of which have been re-branded 
under the JackRabbit banner.
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P
erformance Sports Group and 11 of its affiliates, 
parent of Bauer Hockey, Cascade Designs and Easton 
Baseball/Softball, filed for bankruptcy protection 
on Oct. 31 with $607.8 million in debts and almost 
$594.2 million in assets.

The Exeter, NH, company’s two largest sharehold-
ers, Sagard Capital with a 16.9 percent stake and 

Brookfield Asset Management with 13.2 percent, were in discus-
sions with lenders at the time of the filing. Sagard and Fairfax 
Financial are pursuing substantially all the assets of PSG for $575 
million as the “stalking horse” bidders but higher offers could 
emerge in a bankruptcy court auction. Sagard and Fairfax are also 
participating in providing the bankrupt firm with $386 million in 
debtor-in-possession financing to refinance a 2014 term loan and 
fund day-to-day operations.

Despite its plays in recent years to become the dominant player 
in hockey gear, helmets and team sports, PSG has been saddled 
with troubles throughout 2016. There has been major upheaval in 
the senior executive suite, class action litigation, federal investiga-
tions in both the U.S. and Canada and a tanking stock price. It is 
unclear at this point how the Chapter 11 proceedings will impact 
the company’s ability to ship Spring 2017 baseball and softball 
merchandise and in-season hockey re-orders this winter. 

Chapter  11 for Performance Sports Group

How Adidas Plans to 
Fuel U.S. Growth 

S
enior management at Adidas 
says it’s “very satisfied” with 
overall growth within all of its 
segments in the U.S. at the 
moment, reminding investors 
recently that it’s running a (busi-

ness) marathon in the region, not a sprint.
“We want solid, sustainable growth, and 

that’s exactly what we’re getting,” noted 
Robin Stalker, Adidas Group CFO.

Adidas North American revenues grew 20 
percent to the equivalent of $1.03 billion in the 
third quarter ended September 30. 

Looking ahead, Adidas intends to continue 
investing in digital and infrastructure to help drive 
its long-term profitability. On the product side, 
an effort to reduce total SKUs by 25 percent 
and tightly manage “brand franchises” in the 
lifestyle and performance area will continue. 
In the fourth quarter, the company will have a 
2,500-store introduction globally of its Harden 
Vol. 1 signature basketball shoe and the brand’s 
first global effort behind its EQT franchise. On 
December 1, Adidas will open its largest flag-
ship store worldwide, 46,000-square feet, on 
Fifth Avenue in New York City.  

The future of Bauer’s parent  
company is up in the air.

www.bamboobat.com
www.sportsinsightmag.com


T
he activewear marketplace has become a crowded 
space with traditional brands, industry outsiders 
and newbies all looking for a piece of the pie. It takes 
something special to stand out from the plethora of 
options. We asked a few brands what they are doing 
to differentiate in-store and online. 

Here’s how brands are catching the consumer’s eye. 

Visually Showcasing Winning Looks
New Balance works closely with visual teams at 

retail to ensure they have all apparel prerequisites to 
win – including the right flow, mannequins and tables to support volume 
drivers – plus collateral to support the stories, features and benefits of 
the garments, says Peter Soorenko, general manager for apparel sales at 
NB. “We set ourselves apart by delivering key look stories from head to 
toe, flowing them at retail on a monthly basis and delivering story telling 
better than our competition,” Soorenko says. With NB x J.Crew, which 

is the retailer’s first-ever collection of workout clothes, the product col-
lection is broken down according to specific consumer types, including 
a Thai boxer, cyclist and runner. 

At Foot Locker’s New York City Herald Square flagship, its first NYC 
SIX:02 destination opened with a bang recently, featuring a Fenty Puma 
by Rihanna shop-in-shop. Upon walking in to the glass-enclosed area, 
consumers encounter a pervading Japanese influence on the celebrity 
singer’s collection of furry slides, suspender sweatpants, maxi dresses 
and cami bras. The presentation mirrors that of an upscale boutique, 
yet for younger, athletic-inspired crowd.   

“The experience at the point of sale is getting more and more important,” 
notes Barbara Ebersberger, VP–product marketing for Reebok, adding, “a 
brand needs to authenticate their product, explain the product benefits 
and inspire the consumer by showcasing looks, especially for apparel.” 
Reebok’s products are based on consumer and instructor insights. For 
example, as Reebok executives saw fighting began to pick up momentum, 
the brand developed the Combat collection. The Combat Glory Hoody 

APPAREL
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Left to right: RYU Tough Tight; Reebok Combat Apparel.
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How Activewear Brands Can Stay Ahead of the 

            Pack in a Crowded Retail Environment. By Suzanne Blecher

and Combat Ankle Lock Tight (with Speedwick technology) are both new 
for Spring 2017. 

Building on Brand Recognition
Reebok positions itself as the expert in fitness and training. “We have a 

long history in this field, were the first ones to acknowledge this movement 
and are now focusing solely on it (compared to other sports brands),” says 
Ebersberger. In turn, the brand is able to work with fitness professionals 
around the world and garner partnerships that “authenticate us,” she says. 

“It is important to take advantage of being an affordable, authentic 
athletic brand known for its heritage and innovation,” chimes in Amy 
Greeson, director of women’s product marketing at Champion. Building 
on its sports bra heritage (Champion created the first sports bra), the 
brand will introduce The Absolute Max sports bra with Vapor technology 
(wicking) for Spring 2017. The Curvy Strappy has molded cups for comfort, 
along with a V-neck for a curvier look. A key initiative for the season is 
to work closely with retail partners to ensure visual merchandising com-
municates the “holistic story” and “showcases the breadth and depth of 
styles available for all relevant athletic needs,” she explains.

Touting Value
Like Champion, whose goal is to design innovative, functional and quality 

product with the best price point for the market, FAM Brands also has a 

value-driven pricing strategy for its brand portfolio which includes Marika, 
Zobha, Balance Collection, Bally Total Fitness and Eddie Bauer. According 
to FAM Brands director of marketing Jennifer Vathanadireg, “our unique 
performance materials and versatile designs – along with our competitive 
pricing strategies – have enabled us to become leaders in the apparel 
industry.” For Holiday 2016, Marika is offering several pieces highlight-
ing reflectivity and visibility. The Jordan Luminous Legging in Powertek 
fabric has a Coolmax gusset, media pocket, reflective print on the legs and 
a contoured fit and retails for $55. Also at $55, the Ava Vitality Capri has 
Dry Wik, a reflective logo and reflective heat transfer detail on the back 
of the leg. Featured in neon yellow, the Revved Up Drape Back Tank has 
Dry Wik finish and drape back detail for $40.

Creating a New Category
Technical apparel brand Respect Your Universe puts a new spin on 

upscale activewear, making it super-technical and ultra tough. “You wouldn’t 
want to wear your Lululemon in an environment where it may get ruined. 
It’s too precious,” says Juliet Korver, product and brand director for RYU.

Pieces are built to move and withstand anything CrossFit can throw at 
them. “We are gritty and beautifully disruptive,” the exec says, speaking 
to urban athletes with a reinvention of their favorite pieces. For example, 
the HiRise Tough Tight with a TriLayr compression waistband moves with 
the athlete and doesn’t fall down. The EveryWear Jogger is in a dense knit 

Left to right: Champion Curvy Strappy Sports Bra; 
New Balance x J.Crew Perfect Tank Top, RYU EveryWear Jogger.
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nylon tough enough to work out in and withstand abra-
sion, while flattering enough to be worn with a sport 
coat. The pants feature a 30 percent Lycra content, drop 
crotch and tailored cut. 

RYU’s retail stores (it currently has three in the 
Vancouver area) have a minimal and modern setup and 
tell the story of how athletes can wear and use their 
gear on a day-to-day basis, notes Korver. Stores also act 
as a hub for athletes to workout, attend seminars, and 
learn about nutrition and network. “We exist beyond 
our gear,” comments Korver. 

Fenty Puma by Rihanna shop-in-shop as seen at Foot Locker’s Herald Square women’s SIX:02 destination.New Balance x J.Crew Essential Windbreaker.

Reebok Combat Apparel. RYU currently has three retail locations (all in Vancouver) and puts a focus on a minimal and modern look.

WINNING AT RETAIL
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RIA Style Summit Trade Show Consumer Expo
For specialty running store  

owners and executives. 
Running Industry Association Members only.

Showcasing the best footwear, 
apparel, wearable technology,  

and accessory brands.

An opportunity for brands  
to connect and interact 

with VIP consumers.  
Host retailer: Runner’s Depot.

sportstyle®

the show

blending sports and style

The sportstyle name was chosen because it captures the strength of performance sports as well 
as the lifestyle aspect of the active category that is driving its expansion. The sportstyle show 
will include activewear, footwear, accessories and technology and the conference will focus on 
key business topics to our retail attendees. We will invest heavily in its growth with increased 
marketing, including the Third Annual RIA Summit and the addition of a one day Consumer Expo 
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Innovation at Implus, manufacturer of over 
a dozen brands in the $1 billion footwear 
and recreational accessory marketplaces, 
requires a focus on more than just product 
development. Todd Vore, Implus president 
discusses strategy with Sports Insight.

How do you define innovation as a company?
“Implus would not exist today without inno-

vation on several different fronts. Innovation 
for us focuses on the product but goes beyond 
into business models and processes. We have 
become successful because of our strategies in 
sales, marketing and cohesion across several 
different brands and verticals.”

Is innovation at Implus driven by your own 
team? By consumer research? 

“Both of these have driven our model, but 
we are shifting from our success in inter-
nal and trade-centric development towards 

consumer centric. Our acquisition strategy 
has allowed us to learn new tactics for inno-
vation, one of those being to focus and listen 
in on consumer needs when developing a 
product or process. TriggerPoint’s foam 
rollers, for example, were created within an 
existing market, but set itself apart from the 
others because of the unique technology that 
focused on identified needs for the consumer.”

What is the goal of innovation at Implus?
“Our goal for innovation is to collaborate, 

listen and build the best product possible. In 
today’s digital age, we have the unique ability 
to see transparency directly to the consumer. 
We have easy access to consumers to view or 
incite their feedback very quickly on products, 
processes or brand models. What would have 
taken months of planning for focus groups 
and feedback can now take one to two weeks 
with a much broader scope. We do have a 

good advantage of having leading products 
within each category, some of which are first 
to market. We can utilize this advantage to 
push new technology, having information 
ahead of time to market it but also be able 
to test sales and efficacy before building full 
programs out. Our FuelBelt line of hydration 
products is re-launching February 2017, and is 
very much based on core consumer research 
and feedback.”

What are the benefits and challenges of 
having a range of brands under one umbrella 
when it comes to trying to be as innovative 
as possible?

“The range of brands we have built at Implus 
have the direct benefit of sharing technology 
and innovation gained through research for 
one product into another line of products 
entirely. Shock-absorbing foam from our 
TriggerPoint products can be translated to 

HOW THE 
INDUSTRY 
INNOVATES

COVER STORY

The simple definition of innovation, as found in the Merriam-Webster dictionary, is that it is 

“the act or process of introducing new ideas, devices or methods.” And by that measure, 

innovation is something that companies across the industry do on a daily basis. But producing 

something new is not in and of itself innovative. And producing something innovative is not a 

sure guarantee of success. So, what does innovation mean in the sporting goods world? How 

does our industry innovate? Here, we check in with brands and execs across the industry to 

get a better understanding of what the “I” word truly means in the sporting goods marketplace.

A Focus on Innovation at Implus
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an advantage in our Harbinger training gloves or Sof Sole 
insoles. Cooling technology from our Perfect line can have a 
huge benefit for weight belts and other brand’s accessories. 
This helps us to solve consumer needs within every category 
of products. However, with our shared innovation and strat-
egy, there are challenges with defining where each brand 
exists. We work every day to solve this by establishing each 
brand’s product and channel guardrails, ensuring the right 
consumer is getting the best technology for their money.”

What would you highlight as the keys to how Implus has 
been able to integrate a range of leading brands into the 
company portfolio successfully?

“Implus relies on our open relationships both inside and 
outside of the building. Our teamwork within the company 
has continued to be a huge benefit, working across several 
departments to ensure our full portfolio of brands get the 
best attention possible, benefitting the innovative brand 
stakeholders, customers and consumers. When planning 
each acquisition, we focus on how the brand will integrate 
best with our current portfolio of brands, with quite a few 
safeguards in place that we oversee at all levels. At this point, 
we have five key verticals, and establish guardrails within 
each. When approaching an acquisition or partnership, we 
plan for each to complement the verticals we are in, and in 
some cases work to establish new verticals.”

COVER STORY

Mission was co-founded in 2009 by Josh Shaw along with 
a group of world-class athletes, including Dwyane Wade, 
Serena Williams and David Wright. The company’s offerings 
focus on “game-changing innovations” that enhance perfor-
mance and speed up recovery through temperature-control 
technologies within Thermoregulation. What started with 
a cooling line of towels has expanded to a full category 
of accessories and wearable gear, which includes towels, 
hats, headbands, wristbands, arm sleeves, helmet liners 
and more. Mission CEO Josh Shaw talks innovation with us.

How do you define innovation at Mission?
“Innovation is defined by our mindset and measured by 

our results. It’s all about our maniacal focus on attacking 
every opportunity with an overly-open mind, an impossibly-
creative vision, and a holistic appreciation for the end game 
of leading the Thermoregulation category in the market.  
Innovation is our DNA, it’s in our veins.”

Is innovation driven by your own team? By consumer 
research? 

“It is driven by a combination of our team, our pro athletes, 
our customers, market trends, research and most impor-
tantly, our commitment to leading the Thermoregulation 
category in the industry. Our pro athletes are unequivo-
cally our biggest and most important source of innovation 
opportunities, and ultimately, the drivers of the solutions 
we bring to market. Having over 20 of the world’s greatest 
pro athletes as co-founders and owners in Misison gives 
us an enormous advantage in identifying opportunities 
and attacking creative solutions for where, when and how 
Thermoregulation can change the game.”

What is the goal of innovation for your company?
“The goal of innovation is to deliver the world’s greatest 

Thermoregulating technologies to enhance performance, 
safety and comfort for athletes at every level of play. As 
the leader in the Thermoregulation category, our goal is 
to constantly and continuously challenge the status quo, 
identify challenges and build the best solutions possible 
to benefit the athletes. Everything we do at Mission is with 
an athlete-first mentality.”

Left: Harbinger’s new Ergo Grip Strength System puts a new twist on the standard-issue hand grips currently in the fitness market; aiming to deliver improved 
results through innovative design. “The three ring design offers multiple resistance levels to provide users a unique strength building kit that trains the whole 
hand and forearm muscles,” says Implus president Todd Vore. “It’s a terrific example of Harbinger’s commitment to developing modern, visually appealing 
solutions that effectively meet consumer needs and offer much-needed alternatives to dated, commodity-style products.” MSRP $24.99. Right: The Yaktrax 
Summit is an Implus product that Vore says the company is “extremely proud of” and it was made with collaboration from Boa. “The Summit is our most 
rugged traction device, created for hikers and explorers that love staying close to or past the treeline,” says Vore. “Flexible spike plates in the heel and toe, 
and an easy-to-use security system from Boa to prevent the traction device from sliding on the foot. MSRP $90.

A Unique Mindset at Mission

Left: Mission Hand + Foot Warmers. “We listened to athletes training in the fall/winter climates, and their top complaints with 
the old format hand warmers were loud and clear…they’re too heavy, too bulky, tough to use in tight places and they don’t shut 
off,” explains Josh Shaw. “Our new Mission Hand + Foot Warmers nails each and every one of these complaints. Ultra-thin, 
light-weight, designed for discreet placement in gloves, socks, soles of shoes and unique on/off capability, makes the Mission 
Hand + Foot Warmers a great example of how we approach new innovations for athletes, and how we put the athlete first.”

www.sportsinsightmag.com
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Eric Shear
Direct of Global Product 
Management, Stanley

How do you define innovation? 
“My favorite definition I’ve seen 

of innovation split it into two 
categories: First is revolution. 
Examples from product 
development include materials, 
technology or feature sets entirely 
new to your category. Then 
there’s evolution — using product 
examples again, this could mean 
a feature/benefit upgrade to 
previous solutions, an advanced 
decoration technique or a known 
technology that your company 
hasn’t used before.

“Revolution and evolution 
require different levels of 
investment, risk tolerance and 
support, so if you’re analyzing 
your product portfolio with 
regards to innovation it can be 
very helpful to break them out.

“I think the revolution/evolution 
concepts can be easily applied 
to disciplines beyond product. 
Innovation can and should happen 
anywhere in a company. It’s too 
often looked at as the domain of 
a small group — career creatives 
and the like.”

 
Is innovation driven by your own 
team? By consumer research? 

“Our innovation is still driven 
by people, conversation and 
intuition just as much as proper 
qualitative/quantitative research. 
Research is about getting smarter, 
making better decisions and 
having a deeper understanding, 
but in general to do rigorous user 
research you need to already have 
an idea about what you’re looking 
into.

At times online listening, 
observational studies and market 
data lead to those ideas. So 
research begets research. On the 
other hand, we plan activities to 
generate those initial sparks — 
brainstorms, team camping trips 
and team store walks to name a 
few. Then there are the unplanned 
things, such as sudden inspiration 
in unrelated discussions, being 
users ourselves … just general 

obsession over the years. Ideas 
can come from anywhere.

“Those generative actions lead 
to a cache of potential research 
projects. Over time we prioritize 
that list and work through it. In 
this light, research is at times 
not the driver of our innovation 
so much as it is the tool for 
validation, refinement and deeper 
understanding.”

 
What is the goal of innovation?

“If you’re not innovating, you’re 
not making things people haven’t 
seen before. Why would anyone 
get excited? Why would people 
continue to love your brand? 
What are you working on that 
might be a home run?

 “Decent answers to those 
questions do exist, depending on 
your business and brand strategy. 
For example you could be all 
about low price and not worry 
about innovation. But for us, the 
way our brand is built, we need 
to be at the front. We need to be 
different than our competitors.”

 
Daniel Beeler
CTO of SyncThink

Concussion awareness is a major 
issue in athletics at the moment, 
and an innovative new product 
from Eye-Sync focuses on that. 
SyncThink’s Eye-Sync device is 
an integrated head-mounted eye 
tracking device for rapid, reliable 
recording, viewing and analyzing of 
eye movement impairment through 
the use of virtual reality. Abnormal 
eye movement is one of the most 
common deficits after a concussion 
occurs, an assessment Eye-Sync 
yields in under 60 seconds. It 
received FDA Clearance this year 
and is being used at Stanford and 
several other top NCAA D1 football 
programs this season.

How do you define innovation?
“For concussions you don’t 

need to define the problem for 
anyone. Everyone knows that it’s 
a huge issue impacting millions 
of athletes and soldiers. Solving 
a big problem like concussion 
feels like innovation, but we think 

the real innovation touches on 
new ways to measure attention 
rapidly and accurately. 
SyncThink is not just providing 
an aide to screening for 
concussion, we are measuring 
cognition through the eyes. 
The eyes are the window on the 
brain: how we select and pay 
attention to visual information. 
It’s an insight that extends well 
beyond concussion.”

 
Is innovation driven by your 
own team? By consumer 
research?

“Consumer research 
will guide us towards the 
goalposts. However, the 
connections we make as a 
team between our research, 
technology development, 
and communications are the 
main drivers of innovation at 
SyncThink. Top-down solutions 
can be narrow, fragile, and 
poorly controlled. Bottom-up 
solutions are robust, intuitive, 
and flexible. These solutions 
are built around a core value 
that just needs direction to 
become a successful product.

What is the goal of innovation?
“We believe that innovation 

should be human-oriented. It’s 
about understanding our sense 
of self and enabling us to do 
better. It doesn’t define a path 
or box. Innovation provides the 
tools individuals need to find 
success, in their own way.”

Christopher Favreau, 
VP–Innovation & Operations, 
Vibram USA 

How do you define innovation? 
“Innovation happens when 

we apply a unique perspective 
to an existing business 
model.”

Is innovation driven by your 
own team? By consumer 
research? 

“Both, as well as by our 
customers’ needs and their 
consumer research. We are 
constantly listening and 

An Array of Innovators
Execs from brands across the industry weigh in with innovative insight.

The Master Series from Stanley is a 
new line for Spring 2017 that aims 
to “reset the industry standard” for 
thermal retention. The vacuum bottles 
utilize QuadVac tech, which adds a 
double layer barrier to the double wall 
vacuum insulation, locking in heat or 
cold and protecting from convective, 
conductive and radiant energy transfer.

On the surface, Eye-Sync is a 
mob i le eye track ing platform. 
But its core value is the analytics 
and insight that it provides. Eye-
Sync can be used to administer 
a 60-second assessment that 
isolates, quantifies, and monitors 
brain health. It empowers users to 
“understand and shape cognition.”

V ibram’s Arct ic Gr ip weather 
gripping sole technology is “an 
innovation where we evaluated 
existing methods, products and 
paths, then started pulling each 
apart and applying a different 
perspective to each one,” says 
Christopher Favreau. 

COVER STORY
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learning how to improve our 
brand strength.”

What is the goal of innovation? 
“To bring added value.”

Ashley Ahwah
Global Footwear  
Merchandising, Vans

How do you define innovation? Is 
it driven by your own team? By 
consumer research? 

“Here at Vans we are very for-
tunate to be able to work closely 
with our athletes when develop-
ing product. As a company, Vans 
has always made an effort to 
listen to our consumer and cater 
to their needs. We also have an 
amazing innovation team that is 
constantly identifying new ways 
to upgrade our product for the 
elements, whether it be through 
wear-testing, material innovations 
or consumer research.”

What is the goal of innovation?
“Our goal for Vans’ All Weather 

MTE collection, for example, was 
to provide footwear and apparel 
that was built to endure differ-
ent varying weather conditions 
from the mountains to the streets. 
Using a series of classic Vans foot-
wear and apparel silhouettes, we 
have upgraded them to include 
weather-resistant technology and 
construction while staying true to 
Vans’ timeless aesthetic. It gives 
the look of a sneaker with key 
details, like the lug outsole and 
warm lining, that is appealing to 
those that want the boot features 
with a sneaker look. It is a great 
hybrid of both.”

Rory Fuerst, Jr.
Director of Innovation, Keen

“I think it’s solving meaningful 
problems. What I consider to be 
innovation — years and years ago, 
my dad [Keen CEO Rory Fuerst, Sr.] 
and I were walking in Cinque Terre, 
back when Keen was just starting. 
And there was a guy ahead of us, 
an American, wearing the Newport 
sandals, the original one. So we 
asked him, ‘How do you like those 
shoes?’ And he turned around, 
dead serious, and said, ‘These are 
the best [expletive] shoes I’ve ever 
owned in my life.’

“At the end of the day, are you 
really changing the way things 

are? I’m a fan of big change. Little 
change is good, too, but the 
opportunity is out there to really 
drive huge change in society and 
with consumers.

Bill McInnis
Head of Future, Reebok

“Part of what we set up with 
the Future Team is to focus a lot 
more on process than the finished 
product. If you can work with new 
people and new places and pro-
cesses, you should fundamentally 
end up with differentiated prod-
uct. Asking what’s the problem 
— that really is what innovation 
is. Those ‘eureka’ moments come 
from connecting dots and putting 
things together that aren’t nor-
mally together.”  

Todd Spaletto
President, The North Face

“We do put a ton of energy 
into product innovation — that’s 
a really key deliverable for The 
North Face is continuing to push 
technologies and different ways of 
thinking. [But] I think we spend a 
lot of time thinking about experi-
ences, right? We’re trying to think 
of what are really innovative ways 
that we can capitalize on millions 
of people coming into this store 
and encouraging them to live a 
life of exploration. How do we get 
them climbing in Central Park? 
How do we get them to be part 
of an indoor climbing gym? How 
do we get them to do the Bear 
Mountain Endurance Challenge? 
So innovation often expresses 
itself through activation.”

Eric Greene, GM of Exxel Outdoors 
& Andrew Day, Director of Product 
Development, Kelty

“In the industry, innovation is 
most typically defined by experi-
ence as the mother of invention.  
That is to say people who spend 
a lot of time in the outdoors 
create products that they could 
like or solve their own personal 
problems with.  While that cer-
tainly plays at Kelty, our major 
differentiator is taking a much 
broader 360-degree view. We 
spend as much time as possible 
with consumers all along the jour-
ney — from how they research 
and choose products (at shelves, 

online) to packing for adventures 
to on the trail/at the campsite/
in the outdoors to afterwards.  
It’s all about understanding true 
needs, gaps and pain points, 
some of which consumers can 
articulate, others of which are 
much more subtle and can only 
be observed or intuited via our 
hands-on experience alongside 
our customers and prospects.”

 
Alison Hill
Managing Director, LifeStraw, 
Vestergaard

“We believe that innovation in 
the outdoor/sports industry, and 
the safe water industry globally, is 
a two-step process; technological 
innovation to improve performance 
and product design innovation to 
ensure the product meets the need 
of the end user. Our measure of 
success is the ability of a product to 
serve a specific need for end users 
better while also integrating ease 
of use, durability and sustainability 
into the product’s design.” 

Greg Thomsen
Managing Director, adidas  
Outdoor U.S.

“Innovation is a hard thing to 
define. In the outdoor market 
any variations on an established 
design can be called innovation. 
But to me, as a past outdoor 
product designer, innovation 
means creating something new 
that solves a specific problem. 
It can be solving a performance 
problem, a price problem or 
an environmental problem, but 
it should be first-to-market to 
qualify as truly innovative.

“The outdoor market is based 
on innovation. To me, innovation 
means a needed improvement  — 
seen for the first time. This can be 
in fit, function, price, weight and 
environmental impact.

“Innovation is a process. Its 
execution comes from designer 
minds thinking differently, 
approaching problems from 
new angles and directions and 
coupling new technologies with 
old problems and seeing new 
solutions.

“Innovation can only be exercised 
within companies that value newness 
and that keep in their core DNA the 
need to improve performance — to 
create the new.” 

Vans’ All Weather MTE: This shoe  
revamps the legendary Vans high top 
with weatherized additions designed for 
the elements. Premium Scotchgard-
treated uppers, warm linings, and a 
heat retention layer between sockliner 
and outsole aim to keep feet warm 
and dry while the newly constructed 
vulcanized lug outsole takes advantage 
of 20 years of snow boot history for 
maximum traction.

Keen’s Uneek sandal: Launched in 
2015, Keen’s woven-cord Uneek 
sandal was created to completely 
reimagine the way shoes could be 
made — and what they’re made of. 
The $50 to $100 style is also the 
first subject of the brand’s experi-
ments with robotic manufacture. 

Reebok’s Liquid Speed: The first 
shoe to be produced using Reebok’s 
Liquid Factory manufacturing tech-
nique, the $189.50 running shoe 
debuted in October and features a 
one-piece outsole and lacing system 
drawn with liquid PU. 

INNOVATION
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SPORTS MEDICINE

The Keys  
To Success

L
eading sports medicine brands innovate by relying 
heavily on technological advancements, as well as 
information gleaned from consumer research. A 
mix of both, execs say, is essential to developing 
new products.  “A combination of factors and well-
timed market conditions typically align to create 
true breakthrough or game-changing innovation,” 
explains Jay Turkbas, SVP–product development 
at United Sports Brands, the parent of McDavid 
and Shock Doctor. “Technology, manufacturing 
techniques and most importantly consumer need 

are always part of that equation. But ultimately, innovation can come 
from almost anywhere, so we make an effort to remain open-minded.” 

New technologies and designs are the primary byproducts of innova-
tion for sports medicine products. “We define innovation on a primary 
level as a breakaway technology, which means it sets a standard for 
the industry and others follow,” says Bryan Smeltzer, GM at Zamst. 
“So if we develop something that sets us apart from the competition, 
something that no one else is doing, and something we can derive 
trickle-down technology from, then that can be considered truly innova-

tive.” A primary goal of innovation within the sports medicine category 
is to provide new solutions for consumers. “I look at it wholeheartedly 
as continuing to push ourselves and push the industry to make sure 
that we’re delivering not only for the immediate needs of today, but for 
tomorrow as well,” observes Brian Koons, marketing director at Mueller 
Sports Medicine. “As we continue to challenge ourselves and bring new 
thought, new concepts and new products to market, we’re only going to 
raise the bar for ourselves, as well as the industry.”

Adaptability and Education at Zamst
 “One thing that we look for is technology to be adaptable across an 

entire product category. We want to find something that’s adaptable for 
other products,” says Zamst’s Smeltzer. “We want to make sure that if we 
find an innovation, that it’s something that functionally first serves the 
purpose of providing relief for our athletes, but that secondly provides 
an innovation that we can adapt to other products in our lineup currently 
as well as going forward.”

Zamst’s Filmista ankle support is designed for athletes who seek sup-
port without compromising the fit and comfort of their shoe. The Filmista 
(MSRP $39.99) is constructed with a multi-layer fusion of flexible urethane B
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Pro-Tec’s Acuball uses 100 percent natural acupressure and heat to relieve tight muscles and joints. 



stabilizer technology to provide ultrathin and lightweight support for 
the ankle. It received the 2015-2016 ISPO Accessories Award, which 
annually honors the most innovative sporting goods products.

USB Is in Tune With Needs of Athletes
A point of emphasis for leading brands McDavid and Shock Doctor 

is to stay connected to elite athletes and athletic trainers at colleges 
and professional sports teams across the country. Innovation is made 
possible by first identifying the needs of athletes. “Both brands most 
importantly listen and work with the athletes who use our products 
daily from the professional to the weekend warrior,” states United 
Sports Brands’ Turkbas. “Understanding what works, or what may be 
missing, is a constant evolution and process.” 

Feedback from athletes has directly led to the development of the 
Bio-Logix line of braces. Shock Doctor’s Bio-Logix Ankle Brace (MSRP 
$64.99) is an anatomically engineered patent pending low profile ankle 
brace designed to outperform traditional lace up and hinged ankle 
braces. “The concept related to the ankle brace was really innovation 
that was focused on achieving a level of support that would combine 
the kind of support consumers expected to have with a fully hinged, 

rigid, plastic style ankle brace, but with the comfort and anatomical fit 
that was traditionally so positive from a lace up style brace,” says Bill 
Best, VP–product development for United Sports Brands. “The chal-
lenge was to try find a way to blend those features. We also wanted to 
make it really easy and quick to put it on and take it off. It was abso-
lutely from a ground-up, clean slate approach that we developed the 
Bio-Logix Ankle Brace.”

McDavid’s Bio-Logix Knee Brace (MSRP $149.99), meanwhile, is the 
first patent pending knee brace to approach custom brace stability 
with a comfortable and flexible fit. 

Collaborative Innovation at Bauerfeind 
Bauerfeind USA, based in Georgia and a subsidiary of German parent 

Bauerfeind AG, combines medical and sports research based on German 
engineering to provide supports and orthoses to people living active 
lifestyles of any age. Erin Grigsby, physical therapist/medical education 
specialist at Bauerfeind USA, explains that the company’s German-
based facilities and strenuous product testing lead to new innovations. 
“The biggest thing that I’ve been impressed by is Bauerfeind’s sports 
academy in Zeulenroda, Germany,” says Grigbsy. “That’s where all 

Innovation is essential to driving product development and 
meeting the needs of consumers in a competitive market.

Bauerfeind’s  Sports Elbow Brace is designed for overhead throwing athletes to prevent and treat elbow pain that can result from UCL injuries and other elbow hyperextension injuries.

Pro-Tec Acuball, MSRP $29.99.
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of our products are manufactured, 
even down to the yarn. We’re making 
everything ourselves, so the quality 
control is sky high. A lot of people 
design products in theory, saying, 
‘Yeah, that should work.’ But then they 
don’t conduct scientific testing of it. 
All of our products undergo scientific 
testing, biomechanical analysis, and 
subjective and objective testing within 
our company, and we also do indepen-
dent studies outside the company to 
prove our products will do what we 
think they will.”

Bauerfeind teamed with world-
renowned surgeon Dr. James Andrews 
to develop its Sports Elbow Brace 
(MSRP $200). The brace is designed 
for overhead throwing athletes to 
prevent and treat elbow pain that can 
result from UCL injuries and other 
elbow hyperextension injuries. “This 
item hits a sweet spot in the industry 
because Tommy John surgery has 
become such a big factor with base-
ball players predominantly,” says 
Craig Berounsky, VP–sales–retail for 
Bauerfeind USA. “When you look at a 
teenage baseball player and they’re 
playing club ball or travel ball while 
also playing high school ball at the 
same time, they’re getting a lot of wear 
and tear on that elbow joint. Over 365 
days, that’s where the injuries occur. 
Dr. Andrews, the foremost expert on 
Tommy John surgery, looked at this 
not only from a recovery standpoint 
after the surgery, but also in terms 
of preventative measures in terms of 
keeping arms healthy and avoiding 
the surgery to begin with.”

Mueller Strives to Differentiate
For Mueller Sports Medicine, inno-

vation helps the brand separate itself 
from a multitude of other companies 
in an extremely competitive market. “I 
think it’s very easy to fall into the sea 
of sameness,” says Mueller’s Koons. 
“It’s very easy to look at the offer-
ings in the market and say, ‘I can do 
that too. I can put my brand in that 
space’. What we really try to do is dig 
deep to leverage our relationships at 
the athletic training level-and bring 
value to those individuals. That is our 
history, that is our ‘brand’. Brand is 
something that we’re very focused 
on protecting and investing in, and 
making sure that it’s a long-term asset 
that consumers, athletic trainers and 
athletes are fond of.” 

According to Koons, product innova-
tion is about exploring the unexpected. 
“What we really look to do is go above 
and beyond to provide solutions that 
aren’t expected, and answer the ques-
tions that aren’t being asked. That’s 
how we try to define innovation: within 

our product approach and our market-
ing activities as well.”

Muel ler ’s  Omni force  Knee 
Stabilizer KS-700 (MSRP $89.99) is 
a lightweight knee stabilizer that 
helps to support the joint, which 
can help improve performance and 
everyday activities. The sought-after 
balance of protection and comfort 
is made possible by a specialized 
manufacturing process of flat knit, 
which targets compression areas 
while still allowing the product to 
stretch and maintain a constant 
compression. 

 
OS1st Leverages its Medical 
Background 

OS1st, the leading seller of plantar 
fasciitis sleeves, uses a listen-and-learn 
strategy to innovate. “The biggest driv-
ing force to innovation for us is the 
listening and the paying attention to 
not only what is working in the mar-
ketplace, but also what’s not working 
and what’s missing,” says Dave Higgins, 
president and CEO of ING Source. “We 
have a significant advantage here at 
OS1st because we are steeped in the 
medical market.

“My background has been in both 
sports and medical products, but in 
the years leading up to this particular 
product launch and company, I was 
doing product design, development and 
sourcing for a broad range of compa-
nies, most of which were in the medical 
market,” explains Higgins. “We’re 
making products that are focused on 
injury prevention and injury treatment, 
as well as performance-related related 
to injury. The fact that we’re selling to 
medical markets and various types of 
medical professionals and patients 
themselves, we get a little bit more 
definitive feedback than other com-
panies might be getting that are only 
selling in the sports space.”   

OS1st’s KS7 Performance Knee 
Sleeve (MSRP $24.99) is designed to 
to ease knee pain and reduce swelling, 
and is designed to stay in place while 
running and during sports activity. 
Hypo-allergenic silicone support bars 
above and below the Patella help pre-
vent Patellar movement and strengthen 
the Patellar tendon, while a special 
release zone behind the knee helps 
eliminate pinching, binding and migra-
tion while running. “In the KS7, we 
created a knee sleeve that, once you 
apply it and wear it correctly, you can 
literally run a marathon in it. Or you 
can wear it under a pair of football 
pants, because the product is so thin. 
It expands and contracts with your 
muscles and tendons without losing 
its targeted compression,” describes 
Higgins.
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Shock Doctor Bio-Logix  
Ankle Brace, MSRP $64.99.

Active Ankle Eclipse I 
Single Upright Rigid Ankle 
Brace, MSRP $39.99.

Mueller Omniforce Knee Stabilizer 
KS-700, MSRP $89.99.

Zamst Filmista, MSRP $39.99.
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POD Ankle Brace’s patent-pending technology is a breakthrough in ankle bracing, 

eliminating the need for ankle tape. The unique design maintains natural motion and 

freedom of movement during activity, while helping prevent against ankle roll and other 

common ankle injuries.

NEVER TAPE AGAIN

LEARN MORE AT DONJOYPERFORMANCE.COM

 # 1  B R A N D  I N  S P O R T S  M E D I C I N E

www.donjoyperformance.com


34  •  Sports Insight ~ November/December 2016 sportsinsightmag.com

Pro-Tec Pushes the Edge 
Pro-Tec Athletics, specializing in 

sports medicine braces and massage 
therapy, emphasizes bringing supe-
rior products to the market before its 
competitors. “Our goal for innovation 
at Pro-Tec is to provide the end user 
or consumer with the best possible 
product available to achieve its func-
tion or purpose,” says Jeff Rodgers, 
president of Pro-Tec Athletics.

“We always want to be the first to 
bring a product to market, so our goal is 
to be on that front edge. And we realize 
that we can’t be on the front edge for 
every product all the time, but with all 
the other innovative brands, together 
we’re alternating pushing that edge 
forward, and it’s our goal to be leading 
the way with different innovations.”

Rodgers says that the massage ball 
category will continue to be relevant in 
the sports medicine space because of 
the many different applications avail-
able. “With Pro-Tec being a leader in the 
massage ball category, we feel obligated 
to innovate within it,” he explains. “One 
way we’ve done that is by bringing heat 
into the category with the Acuball. Heat 
has been known to be very effective for 
relaxing muscles and promoting blood 
flow and circulation.”

Pro-Tec’s Acuball (MSRP $29.99) uses 
100 percent natural acupressure and 
heat to relieve tight muscles and joints. 
Users microwave the ball and receive 60 
minutes of soothing heat. The Acuball 
can provide relief for the neck, shoul-
ders, back, legs, hips and feet.

Performance Health’s Focuses on 
Research and Simplicity

Performance Health designs and 
manufactures a collection of clini-
cal brands, including Active Ankle, 
Cramer, BioFreeze, and TheraBand, 
among others. The company prioritizes 
clinical research in order to innovate 
it’s vast array of products for retail and 
specialty. “We do things a little differ-
ently than our competition, and we’re 
pretty proud of how we approach it,” 
says Ethan Pochman, VP–global market-
ing at Performance Health. “One thing 
that separates us and that has been 
a real strength for us is that we have 
a scientific advisory committee and 
that group is made of athletic trainers, 
physical therapists, and PhD’s. We have 
a group of roughly 20 people and they 
are constantly studying things, such 
as, ‘How do foam rollers really work?’ 
and ‘What are the best applications for 
kinesiology tape?’ We’re always trying 
to understand the fundamentals that 
underlie the things that our customers 
are trying to accomplish. So the clinical 
researchers that we support and partner 

with are able to get some really great 
insights into what’s not just interesting 
and marketable, but also what’s real. 
And that’s probably been the biggest 
foundation of innovation for us over the 
decades that we’ve been doing this.”

Performance Health’s Active Ankle 
Eclipse I  Single Upright Rigid Ankle Brace 
(MSRP $39.99) is ideal for athletes that 
need a higher level of ankle support but 
require maximum mobility. It features 
a unique single upright design which 
increases side-to-side mobility. “We 
really believe that the Active Eclipse 1 
Ankle Brace is an innovation that lends 
itself to the need to perform while still 
achieving stability, and that’s a delicate 
balance for people that need ankle sup-
port,” says Pochman. 

Don Joy Focuses on Trends and 
Consumer Demands

Don Joy, a DJO Global brand, bases its 
product development on various sources 
of information, the most important of 
which come from the doctors treating 
injuries, and of course feedback from 
athletes. “A lot of our innovation comes 
from the physicians themselves and 
hearing what they see on a daily basis - in 
their surgeries, in the physical therapy 
programs, and in what’s working and 
what’s not,” notes Lauren Hinton, DJO 
Global’s global product manager, con-
sumer business. “There’s also trends out 
there that we notice, and products that 
we see that consumers need.”

According to Hinton, increased 
demand for protection across multiple 
sports is a trend that has influenced Don 
Joy’s newest product offerings as well 
as products that are in development. 
The brand keeps an eye on the team 
sports segment in particular in order 
to bring consumers the most effective 
and up-to-date features and technolo-
gies. Don Joy’s POD Ankle Leg Brace 
(MSRP $79.99) uses patent pending 
technology and eliminates the need for 
tape. The POD Ankle Brace enables natu-
ral motion and freedom of movement 
during activity, preventing ankle rolls. 
 
Defining Success in Sports Med

 “If you’re going to keep up with other 
innovations on the market, you’re still 
going to need to have some sort of defin-
ing factor, whether it’s your branding, 
your service, or your support to the 
market,” says Pro-Tec’s Rodgers. “The 
key term is change. Even if you’re not 
a great innovator, you have to be able 
to change and keep up with the market 
trends. But the companies that are truly 
innovative are the ones that are maintain-
ing and growing market share. It really is 
innovation that defines success within 
our market.” 

B
auerfeind

 S
p

o
rts E

lb
o

w
 B

race, M
S

R
P

 $200. 

OS1st KS7 Performance 
Knee Sleeve, MSRP $24.99.

Don Joy POD Ankle 
Brace, MSRP $79.99.
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McDavid  Bio-Logix Knee Brace, MSRP $149.99.
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Measuring Employee Success
Thursday, January 12
11 a.m. - 1 p.m.
Lunch Provided
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Under Armour
“Innovation is at the very core of Under Armour,” says 

Laura Siciliano, director of brand development, Under 
Armour at Gildan. “From the first polyester compression 
T-shirt that Under Armour introduced 20 years ago, 
[UA] has been offering a new way, idea, and method to 
dressing the athlete. Innovation is the most important 
element in product development at Under Armour.

 “The sock market will continue to move forward into 
SS17 with a focus on completing the athlete and offering 
a better solution in the shoe,” notes Siciliano. “The 
focus is on high performance yarns and textiles that 
elevate the sock. This is evident in our All-Season sock 
line which features charged wool, CoolMax Everyday, 
Armour Dry and Armour Block technology. These socks 
are anatomically designed with left/right technology 
and embedded arch support. The CoolMax Everyday 
material is designed to absorb moisture quickly and, 
move it to the surface to enhance fabric drying, keeping 
the athlete cool and comfortable.” 

Zamst
The Zamst HA-1 Compression Socks are innovative in 

their use of G-Fit technology to deliver vertical gradual 
compression from the ankle through the calf muscle. 
The brand notes that this “improves circulation to 
encourage blood and oxygen flow to the muscles. The 
G-Fit Tech also aids with flushing out bi-products (lactic 
acid), reducing muscle vibration and fatigue, which 
improves muscle endurance and recovery.” The socks 
also have a built-in Arch Support System with a-Fit 
technology providing anatomically correct support 
and fit for the left and right foot. HA-1 Compression’s 
functional support and unique knitting technology 
stabilizes the heel in a neutral position, and lifts up the 
arch of the foot to prevent it from leaning inward. This is 

designed to minimize the stress from repetitive impact 
on the foot to reduce plantar fasciitis.

Balega
“Innovation is part of the Balega DNA,” says Tanya 

Pictor, VP–marketing at Implus Specialty Retail Brands. 
“It is what drives us and it is our promise to our 
customer to deliver the ultimate performance product. 
Innovation is all encompassing, from applying best 
practice in manufacturing, the latest in knit technology, 
to new generation yarns and knit constructions.”

Feetures!
“Innovation is at the heart of everything that we do 

and one of the ways that we bring value to consumers,” 
says John Gaither, VP–product development at Feetures! 
“We believe innovation starts with a desire to find new 
and more effective ways of improving the customer 
experience. This approach helps us find new solutions 
to common problems.”

 In 2017, the brand will be “working to find new ways 
to improve the customer experience through the use of 
our patented targeted compression technology,” he says. 
“This technology helps us provide targeted support to 
the areas of the foot where it is needed most.”

New Balance
Innovation can be seen in the brand’s Performance 

Tab socks, which are moisture wicking and odor-
resistant and have a seamless toe for comfort. The 
brand reports that “innovation is incredibly important 
in New Balance Socks. There are many ways to deliver 
innovation; we keep the athlete at the center of our 
design process and look to improve their performance- 
through comfort, fit and foot protection.” 
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INNOVATION INFUSION

Technology Is a Key Ingredient 
for Performance Sock Brands.

In the ultra-competitive athletic sock market, performance attributes can be game-
changers. And scoring points in the “innovation” game is a priority for brands. Here, 
we take a look at innovative offerings and strategies across the board.

SOCKS

Stance Fusion Run

Zamst HA-1 Compression Socks

Zensah Grit Running Sock

www.sportsinsightmag.com
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Sockwell
“Sockwell is bringing innovation to the market by 

merging therapeutic and wellness with the worlds of 
Active Sport and Fashion,” says Mercedes Marchand, 
VP–design at Sockwell. “This is being achieved through 
state-of-the-art knitting technologies, high performance 
yarns, a drive to enhance performance, the love of color 
and design, and a passion for helping people feel better. 
The evolution of socks is expanding with technology, 
and as a result, it’s is giving us the opportunity to invent 
products that serve the needs of the human foot and 
lifestyle.” 

Injinji
“The sole of Injinji has always revolved around 

innovating and improving our current products to 
provide the best socks for runners and athletes,” says 
Claire Kooperman, brand manager for Injinji. “Over the 
years we have continually evolved our socks, especially 
in regards to the fibers and fit of the socks. Our latest 
product, the Ultra Compression, is a testament to our 
innovation. The 200 needle count Ultra Compression 
is incredibly light and durable making it ideal for both 
training and recovery.” 

Wigwam
“At Wigwam, we are continually trying to improve 

our products in ways that ultimately will enhance the 
experience a consumer has while using our product,” 
says Luke Otten, Wigwam’s marketing communications 
manager. “One of the ways we have done this in the past 
is to introduce a patented, moisture management system 
to keep feet dry and blister free. Our Ultimax patented 
technology utilizes a combination of hydrophobic and 
hydrophilic fibers to push moisture away from the 
foot bottom and pull it up to the foot top, where it can 
evaporate more quickly. Keeping feet dry is a must when 
you are running, hiking, biking or enjoying whatever it is 
you love to do.” 

Wrightsock
Product innovation in Wrightsock’s Double Layer 

Endurance Tab sock is most realized through the two U.S. 
patents received for the unique construction of its Double 
Layer technology. The technology and innovation has also 
recently been recognized by ISPO as a Gold Award winner 
for 2016 and 2017.

Brooks
The brand’s Glycerin Ultimate Cushion sock is its most 

cushioned sock. It pairs arch compression with extra soft 
accents to provide balanced plushness. Innovation can 
be seen in its Dri-Layer quick-drying yarn; Achilles tab 
that prevents sock from slipping; Mesh zone at upper foot 
for ventilation and decreased weight; and targeted arch 
compression. 

Zensah
“Innovation is imperative in order to maintain customers 

engaged with our brand,” says Alberto Benarroch, 
Zensah’s director of marketing. “For us, innovation is not 
exclusive to just our products, we can innovate in our 
service and marketing offering as well. There are countless 
technical socks in the market today, we have innovated 
greatly with the yarn and design of our Grit sock, but we 
are also offering a lifetime guarantee on the sock. This to 
us is an innovation since it is something not often seen in 
the sock market. We are also constantly innovating ways 

Sockwell Women’s Stabilizer Series 

Wrightsock Double Layer Endurance Tab
Under Armour All Season Cool

Feetures! Limited Edition Elite Sunrise Collection

Injinji Ultra Compression Toesock

Brooks Glycerin  
Ultimate Cushion Sock

Fox River Peak Sport 1222 Verso Ankle Tab

Balega Crazy Crew

Wigwam Ironman Run Fit Pro

New Balance Low Cut
Performance Tab

Smartwool PhD Outdoor Mountaineer

www.sportsinsightmag.com
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to maintain our retail partners successful, whether it is 
new marketing messages, new product displays, or new 
sales incentives. All of this is a very important part of 
innovation that many overlook. Yes, it all starts with the 
product, but nowadays a brand must do more.”

Drymax
“Functional innovation is everything, aesthetic beauty 

alone is fleeting,” says Bob MacGillivray, executive 
vice president at Drymax. “Creating a truly functional 
aesthetic is the no. 1 priority at Drymax, a sock that 
keeps feet dry and healthful is our prime directive. 
2017 is exciting for Drymax because we have integrated 
a refreshing new look to our already innovative 
technology thanks to our new proprietary knitting 
practices.”

Swiftwick
“We pride ourselves on crafting socks that go beyond 

apparel and become technical gear for our consumers,” 
says Chuck Smith, president, Swiftwick. “This requires 
us to constantly focus on innovation in new product 
development. Our U.S. supply chain allows us the best 
access to new fiber technologies and construction 
techniques. We also emphasize innovation beyond 
products and constantly seek new and innovative ways 
we can operate our business while supporting our 
dealers and consumers.”  

Darn Tough Vermont
“At Darn Tough we define innovation as a thoughtful 

adaptation, new yarn development, or new knitting 
technique to specifically meet the needs of a 
user,” explains Lyn Feinson, director of design and 
development for Darn Tough Vermont. “An example of 
this is our new bike collection where we use our finest 
micron yarn, combine it with a nylon and Lycra weight 
that insures a next to skin fit and feel so the sock works 
perfectly with a snug fitting bike shoe. This combined 
with strategically placed mesh and a customized tab on 
the no-show sock indicates how much attention we pay 
to the user in our product innovation. Innovation in this 
example is critical to maintain credibility to the user.”

 
SockGuy

 “Innovate or die — it’s that simple,” says Michael 
Foley, president and owner, SockGuy. “Our SGX line 
of expert level performance socks brings the latest in 
comfort compression and the highest performance 
materials and construction techniques on the market 
today. All of our socks are designed with the elite athlete 
in mind and feature more ultra-wicking fiber and our 
exclusive super-soft yarn so your feet stay dry, cool and 
comfy no matter how hard you play. SockGuy socks are 
designed by award winning artists and feature unique 
graphics that capture cool up-to-the-minute trends and 
designs. All of our socks are proudly Made in the USA.”

Thorlo
“Thorlo defines innovation as a commitment to 

understanding the foot protection needs of active people 
by continually studying their lifestyles and activities,” 
says Jay Harris, Thorlo CEO. “This in turn drives us to 
develop products that allow them to participate fully in 
those activities and live those lifestyles without having 
to worry about their feet. Innovation is critical in our 
products because consumer activities and lifestyles 
are in a constant state of change and evolution, which 

drives not only recreational foot protection needs, but 
also those related to foot conditions and systemic health 
conditions that impact the feet.”

 
Farm to Feet

“For Farm to Feet innovation isn’t defined just by the 
product, but by a series of actions and the process that 
culminate in that product, including our innovative 
supply chain and sustainability initiatives to our broad 
range of and advanced knitting capabilities,” says Dane 
Nester, director of product, Farm to Feet. “Innovation 
is paramount to Farm to Feet and the true driver of 
our innovation is our people. Without our talented 
designers, knitters and technicians who together can 
bring a vision to reality innovation remains on paper.

“Our goal is to create socks that feel, look, and 
perform better, not just a product that looks different 
or is “on trend”. When developing a sock we take into 
consideration its purpose, the footwear it will be paired 
with, to what is the best yarn and machine to knit that 
sock and every detail in between and beyond. 

“We want our socks to speak for themselves.”

Fox River
“Fox River focuses on creating innovative products 

that respond to our customer’s needs,” says Mike 
Tyer, brand manager at Fox River Socks. “For us, 
this often has to do with creating the right fiber 
combination to increase the performance of socks for 
today’s active consumer and athlete. In our newest 
Peak Sport products, you’ll find Tencel and polyester 
that offers great breathability with our Wick Dry 
moisture management, while NanoGlide nylon offers 
a near friction-free reinforcement in wear zones for 
long lasting, blister-free wear. In the future, we look 
for ways our products can provide consumers with 
crossover functionality and great fit. Consumers 
are always looking for something that gives them a 
little edge in their sport. We translate that into two 
performance innovation considerations — fit (how 
can we construct this sock to fit better during intense 
activity) and comfort (how can we make the wearer 
more comfortable so that they can perform).”

Smartwool 
 “Smartwool defines innovation as a unique 

combination of expertise and curiosity,” says Molly 
Cuffe, Smartwool’s global brand marketing director. 
“Innovation is very important in Smartwool’s products, 
not only because innovation builds on our decades-long 
heritage, but because innovation pushes us to design 
more comfortable products. That means our consumers 
can go further and feel better. We have incredible sock, 
apparel and accessory product developers, who design 
Smartwool with specific end-uses in mind.”

 
FITS

“FITS defines innovation by creating products that 
the market has never seen before from a fit standpoint,” 
says Luke Eldridge, national sales manager for FITS. “We 
are constantly innovating based on feedback from retail 
partners, consumers and overall industry trends. Our 
socks historically have been very basic aesthetically 
because too much pattern work in a sock increases the 
likelihood that our fit will be compromised. However, 
this season we have created products that are both 
aesthetically appealing and maintain our brand’s 
integrity when it comes to performance.” 

SOCKS

Drymax THIN Running socks

Farm to Feet Arlington

Swiftwick Aspire Zero

Darn Tough Micro Crew Ultralight

SockGuy SGX 8-inch Black

Falke 4Grip

www.sportsinsightmag.com


www.team.underarmour.com
www.ua.com
mailto:ctm-cs@gilan.com


Merchandising and display is done right at Athleta.

Bike shop design by 3 Dots Design.
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What are the major trends you are seeing in retail right now? 
“The major trends right now are clean, high-impact displays 
with less product that is very strategically curated. High-impact 
experiences through motivating graphics, unique messaging, 
sampling and digital interaction. Retailers understand that today’s 
shopper has limited time and attention span, so they’re hitting 
hard and fast with every customer who walks through the door.”  

And how is that impacting store designs?
“Less product on the floor means smaller stores. Retailers are 
realizing that shoppers get decision paralysis with too many 
options, so they’re narrowing the selection, clean-
ing up the design and being more strategic with 
their merchandising. Store designs are incor-
porating more digital pieces as well as more 
self-shopping opportunities for customers.”   
 
How are consumers shopping brick-and-
mortar stores and how should retailers be 
adapting their stores?
“Consumers are walking in to brick-and-mortar 
stores hoping for a similar shopping experience 
as online from a curated product standpoint. In 
other words, gone are the days when shoppers 
budget hours to browse in stores. They shop online for 
ease and now if they’re coming in to a retail store it’s because 
they want to touch and feel a product but it’s critical that this 
doesn’t take any more work than shopping online would.”   
 
How should sports stores be “different” in their store designs 
and layouts from “regular” retailers?

 “If the store owner doesn’t take the time to step back and 
re-evaluate their in-store displays and store layout, they’ll lose 
these customers. They need to be very aware of how fragile 
this relationship is and go above any beyond what used to be 

normal with every customer entering their store. They have to 
nail everything from their buying, to merchandising to store 
layout, social media and customer interaction.”  

And what can they learn from “regular” stores?
“High-end grocery, beautifully merchandising yoga and athlei-

sure stores, women’s fitness boutiques and fancy coffee shops 
are just a few channels that sports stores can be learning from. 
Your customer expects the same sort of high-end experience, 
which means plenty of mannequins, professional merchandising 
and fixtures, unique branding, spot on product assortments and 

after hours activities and events are all part of normal 
retail these days. Simply having the top brands 

doesn’t cut it anymore, as most brands can be 
found just about anywhere now.”  

What are you working on right now?
“We just completed a large remodel proj-

ect for The Sporty Runner in Conway, AR.  
Additionally, we’re designing a new bike shop 
in Durham, NC, called Cycle Surgeon, a new 

running store in Palm Desert called Running Wild 
(their second location), a new athleisure store in 

Galveston, TX, called Relax, as well as remodeling 
Playmakers in Okemos, MI, and Western Bikeworks in 

Portland, OR.”   

Holly Wiese has more than 23 years of experience in the field of 
visual merchandising and retail design. She specializes in working 
with running, specialty cycling, outdoor and active apparel stores. 
Recently, 3 Dots Design was hired to design and merchandise the 
Fleet Feet Sports flagship store location in Raleigh-Durham, NC. 
Holly lectures on merchandising and has been a key-note speaker 
at a number of industry events. She will present at The Running 
Event in Orlando on Tuesday, November 29, 2016. 

ART 
SCIENCE

Shoppers want clean, clutter-free environments with some digital interplay, too. 

Holly Wiese of 3 Dots Design calls herself a retail scientist, and here she shares 

her observations on how stores need to look now and in the future.

&
the

of retail design
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GROWTH PLAN
ONE YEAR GROWTH FIVE YEAR GROWTH

Some non-traditional team sports are on a growth path.

Top Growth Sports 2014-2015 
U.S. Population, ages 6+

Top Growth Sports 2010-2015  
U.S. Population, ages 6+

END INSIGHT

Roller Hockey

8.3%
58.8%

9.8% 8.1%6.7% 7.8%6.2% 7.8% 6.0%5.8% 3.6%5.7%

Rugby Gen Z
2000+ 

Indoor Soccer Roller Hockey Gen X
1965-1979

Rugby Ice Hockey

Team Swimming Lacrosse
Millennials
1980-1999 

Flag Football Field Hockey
Boomers

1945-1964

2014: 28.3% 2015: 27.7% 

31.8% 17.9% 6.4%

OVERALL PARTICIPATION

Team Sports Age Group %
By Generation

The overall levels of inactivity decreased marginally from 2014-2015. 

There are still 81.6 million inactive Americans.

Americans 
age 6 and 

older

Source: SFIA Sports, Fitness and Leisure Activities Topline Participation Report 2016
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