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N ews Flash: I am writing this 
editorial on my iPhone just 
to prove to myself that it 
can be done.  

   Inspired by the technology feature 
that begins on page 68, I figured that 
if team dealers and roadmen can 
practically run their businesses on 
their smartphones, then I can as well.

It is nice having a phone suggest 
how to spell some words as I hunt 
and peck like the early days of 
typewriters, but it is a bit annoying 
when it keeps changing the word 
“dealer” to “feeler” and refuses to 
accept that “roadmen” is one word in 
our writing style. But I can’t resist the 

lure of using a smiley face emoticon 
to illustrate how much I am enjoying 
writing this.

For years I have actually been 
ahead of the technology curve in 
designing Team Insight – switching 
from Quark to InDesign as design 
software, electronically shipping 
each completed issue to a printer 
miles away in upstate New York and 
then relying on all digital proofing 
– and we have certainly written 
extensively about the increasing role 
technology is playing.

Almost all of you are doing most 
of your business electronically in 
2015, utilizing various platforms 
and services to operate while you 
are out on the road making calls or 
back in the office making sure it all 
comes together.

And just how much has technology 
changed the way you do business? 
To answer, simply think back to 
three, five or 10 years ago (the 
Stone Age, as today’s youngsters 
would call it) when paper ruled and 
orders were written down by hand, 
a PO issued and you went back to 
the office and typed in the same 
information you had just written 
down. Then it was faxed – raise your 
hand if you still have a fax machine 

– to the vendor, who then had to 
re-enter the same information.

And after all the going back and 
forth to confirm quantities and 
spellings, you then found out that the 
vendor was out of stock or couldn’t 
deliver on time. Back to Square One.

Fast forward to 2015, when that 
same day-long process is shortened 
to minutes. The order is placed while 
you are sitting in the AD’s or coach’s 
office, having already designed 
a jersey with a vendor’s uniform 
builder software. A few clicks confirm 
inventory and shipping dates, a PO is 
issued electronically and you shake 
hands, confident in delivering the 
right product on time — and in  
getting paid.

Better yet are the electronic team 
stores that further streamline what 
used to be an even more time-
consuming, error-filled process. 
Almost every dealer is using some 
sort of electronic team store to 
sell additional gear to athletes and 
teamwear to parents and fans.

But I was most heartened that 
even amidst this glut of technology, 
in the team business there is still a 
reliance on – indeed, an insistence on 
– the personal touch. As one dealer 
says, “Nothing beats a salesman in 

front of a coach.” That one-on-one is 
so important and the sale still comes 
down to service and knowledge.

This marriage of old-school service 
meets modern technology is what 
makes the team sports business 
unique. If all it took was a computer 
and a website to outfit and equip a 
team, there would be no need for 
team dealers — or this magazine. Yet 
without this technology, these same 
dealers would find it impossible 
to compete in today’s fast-moving 
business world.

So rest assured that while your 
favorite team sports magazine is 
utilizing technology to streamline 
its production and printing, it is still 
being written, edited and designed 
by a real, live human being — even if 
that human being can now write his 
editorial while laying in a hammock 
in the back yard.

Sent from my iPhone. 

MICHAEL JACOBSEN

Tech Meets the Team Dealer

I can’t resist the lure of 
using a      to illustrate 
how much I am enjoying 
writing this editorial.

The personal touch still has its place in the modern world of team sports.
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By Mark Battersby

Y ou just want to sell a few 
bats, balls and uniforms to 
make a little money, right? 
After all, that’s what you 

are good at and it is the reason you 
got into the team sports business 
in the first place.

But unfortunately there are all 
those other things that come with 
running your own small business 
and the most important and, to 
some, daunting challenge is keep-
ing track of your tax obligations so 
you don’t run afoul of the country’s 
massive and confusing tax code.

Undeniably, one of the most 
nerve-wracking threats faced by 
independent team dealers each 
year is the possibility of being 
audited. And now the IRS is 
seemingly sending mixed signals 
about tax audits. 

On the one hand, the IRS’ own fig-
ures reveal that, in general, only one 
or two percent of taxpayers have 
their tax returns audited each year.  

Yet programs such as last year’s 

“non-audit” letters demanding 
explanations of the amounts 
reported as paid by credit card 
didn’t match reported income 
– along with the IRS’ recently 
announced threat to use their 
dwindling budget to look more 
closely at so-called “cash basis” 
businesses – appears to increase 
the risk of being audited for small 
business owners and those who 
are self-employed.

Just because personal tax season 
just passed by doesn’t mean small 
business owners should let down 
their guard. Proper business tax 
planning is a year-round game. 

Checking the Checker 
Whether it is a field audit, office 

audit or a correspondence audit, 
when the examination is completed 
a 30-day letter will be issued. If the 
IRS is correct, within 30 days the 
examination report is signed and 
the new assessment paid. Anyone 
failing to agree with the examiner’s 
findings can appeal at any time 
before the 30 days is up. An appeal, 

handled by an IRS Appeals Officer, 
can take a year or longer, during 
which the tax bill remains in limbo.

Until an agreement is reached 
with the IRS, from the initial screen-
ing for accuracy that each return 
receives until the final appeal 
has been exhausted, the appeals 
process remains open and pay-
ment of the contested tax bill need 
not be made. Even better, mistakes 
in the favor of the taxpayer are 
discovered in about 25 percent of 
all cases.

The IRS is usually quite sympa-
thetic to honest mistakes and more 
than willing to discuss underpay-
ments of taxes that may result from 
the many so-called gray areas of 

our tax rules. They’ll frequently 
negotiate the amount of taxes due. 
But they don’t like fraud.

A disagreement over an auditor’s 
findings is usually referred to the 
appellate level of the IRS, where 
the representative is usually more 
knowledgeable and empowered to 
be more lenient. Of course, even 
here you do not have to agree. 
While the additional taxes demand-
ed by the auditor go unpaid, the 
interest and any penalties continue 
to accrue. But further appeal is still 
possible.

The main purpose of the U.S. 
Tax Court is to review deficiencies 
asserted by the IRS for additional 
income, estate, gift or self-employ-
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Should You Be Afraid of the Tax Man?
For dealers, honesty can go a long way towards preventing an audit.

1. Do Your Math.  
An easy and often overlooked 
method every team dealer can 
use to legally reduce the pos-
sibility of an audit is to simply 
double-check the numbers. 
Many audits stem from the IRS 
checking the arithmetic on the 
return. In today’s computerized 
business world, the IRS also 
checks the figures on the return 
against those reported by other 
sources, often coming up with 
a different total — or spotting 
income that wasn’t reported. 

2. Hire a professional.  
The first person you should hire 
is a good lawyer. The second 
is a good accountant. Hiring 
a professional to prepare your 
returns reduces the chances of 

errors or overlooking important 
information that should be taken 
into account.

3. Be honest.  
While it may be tempting to mis-
state income or expenses, those 
who are honest are going to 
fare far better when it comes to 
avoiding an audit and ultimately 
surviving one.

4. Watch the deductibles.  
If not handled correctly or hon-
estly, deductions can be a huge 
red flag that leads to an audit.

5. File electronically.  
When tax returns are filed 
electronically the risk of errors 
from information being keyed 
in incorrectly are reduced 
substantially. 

Five Tips for Avoiding an Audit
THERE’S NO SURE METHOD FOR AVOIDING AN INCOME TAX AUDIT, 
since details about the IRS’s audit targeting process are cloaked 
in secrecy. However, most returns are first reviewed by a com-
puter program, which scans “triggers” previously associated with 
non-compliance. Besides auditing the returns flagged by those 
programs, the IRS also audits randomly selected tax returns. You 
can greatly reduce your risk of being audited by following these 
five pieces of advice: 

TIP NUMBER ONE: 
The IRS really, really hates cheaters.

www.teaminsightmag.com
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ment taxes. The Tax Court is the 
only judicial body from which relief 
may be obtained without paying 
the disputed taxes.

One of the options offered by the 
Tax Court is a procedure for cases 
where neither the disputed tax de-
ficiency nor the amount of claimed 
overpayment exceeds $50,000. Usu-
ally, the dealer or business owner 
represents himself, although they 
may be represented by anyone 
authorized to practice before the 
Internal Revenue Service.

Unfortunately, decisions by the 
small tax case division of the U.S. 
Tax Court neither set a precedent 
nor can they be appealed — by 
either the team sports business, its 
owner(s) or the IRS.

Naturally, any business that loses 
in regular tax court may appeal the 
case to the U.S. Court of Appeals 
merely by filing a notice of appeal. 

But the free ride ends when the 
Tax Court rules. If the Tax Court 
decides in the IRS’s favor, future 
appeal requires an “appeal” bond 
guaranteeing payment of any tax 
deficiency finally determined.

The Latest Threat 
IRS officials claim the letters 

recently received by many small 
team dealers questioning under-
reported business income are not 
the same as an audit, but rather are 
simply requests for more informa-
tion. Not too surprisingly, some 
lawmakers and business owners 
who received the letters say the 
initiative is alarming.

It should be noted that the IRS 
recently rolled out a streamlined 
program designed to enable small 
businesses undergoing audits to 
more quickly settle their differ-
ences with the IRS. 

The Fast Track Settlement is 
designed to help small team sports 
businesses and self-employed deal-
ers who are being examined by the 
Small Business/Self Employed (SB/
SE) Division of the IRS. 

Honesty and clarity can go a long 
way toward preventing and dealing 
with an IRS audit. As illustrated, the 
audit of a dealer’s income tax return 
need not be the end of the world. If 
that examination does result in an 
assessment of additional taxes, ap-
peal after appeal is possible until at 
some stage compromise is reached 
or the team dealer satisfied. 

About the author
Mark Battersby writes frequently 
on tax or financial topics for small 
businesses and his articles appear 
in more than a dozen trade publica-
tions each month. He can be reached 
at MEBatt12@earthlink.net. 
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A number of lawmakers 
have questioned whether 
the failure to voluntarily 
disclose information 
required under the 
Affordable Care Act (ACA) 
within the first year of its 
implementation would 
result in businesses 
being flagged for an 
audit. According to the 
IRS, however, because 
reporting ACA-related 
information will be 
“voluntary” for the first 
year, those businesses 
choosing not to report it 
will not be penalized.

The ACA 
Question

1. Failing to file and 
pay taxes on time. 
Determining the correct 
tax form and its filing date 
depends on the structure 
of the team sports 
business. If, for instance, 
the business operates 
as an S Corporation, 
Form 1120S is used 
(due on March 15). With 
a sole proprietorship, 
Schedule C must 
accompany the Form 
1040 (due on April 15).

2. Forgetting estimated 
tax payments.  
Some businesses 

are required to make 
quarterly estimated tax 
payments during the 
year. If filing as a sole 
proprietor, a partner, 
an S corporation or a 
self-employed individual, 
estimated tax payments 
will have to be made if a 
tax bill of $1000 or more 
is anticipated.

3. Not taking business 
deductions — or taking 
excessive deductions. 
The most commonly 
overlooked deductions 
include depreciation, the 
decrease in asset values 

over time due to wear 
and tear; out-of-pocket 
expenses purchases of 
new equipment; and 
auto expenses. Taking 
excessive deductions 
or mixing personal and 
business deductions 
are a definite no-no and 
can lead to a federal tax 
fraud charge. 

4. Keeping poor 
records.  
With good records, 
all business-related 
expenses can be 
deducted, inventory 
tracked and managed, 

employee payrolls 
maintained – and 
reported – and the 
potential for costly  
errors eliminated.

5. Misclassifying 
employees as 
contractors.  
A dealer may try to 
treat its roadmen as 
independent contractors 
to save money, as 
payroll taxes are not 
due for contractors. 
However, this can end up 
costing you should the 
IRS disagree with your 
assessment. 

IT GOES WITHOUT SAYING THE WORST THING ANYONE RECEIVING AN AUDIT NOTICE CAN DO IS TO IGNORE IT. 
Fortunately, among the more important rights given any small business owner whose returns are targeted is whether 
to be represented by a tax professional or whether to attempt to answer the IRS’s questions alone. 

Another important consideration for everyone being audited is where to hold that meeting. Should the meeting 
be in the accountant’s office where all of the working documents are easily accessible? Should it be at the team 
dealer’s place of business, the place where all the records are kept, to demonstrate to the IRS auditor that there 
is nothing to hide and that the sporting goods operation is a legitimate one? Or, should the business’s owner 
or manager and/or the operation’s representative trudge down to the IRS office armed only with the specific 
documents and information requested by the IRS auditor? There is no one right answer.

But when operating a team sports business, avoiding any costly penalties, fees and audits is crucial. Among 
the most common tax mistakes made by those operating a team sports business include:

Your Battle Plan

mailto:MEBatt12@earthlink.net
www.teaminsightmag.com
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I n the biggest acquisition news 
in team sports in quite some 
time, in late March Wilson 
Sporting Goods acquired 

Louisville Slugger, a division 
of Hillerich & Bradsby, for a 
reported $70 million. Under the 
deal, H&B will become Wilson’s 
exclusive manufacturing partner 
for wood bats and will continue to 
manufacture all Louisville Slugger-
branded MLB, Minor League 
Baseball, amateur player and 
souvenir wood bats for Wilson. 
H&B will continue to manufacture 
wood bats at the company’s 
downtown Louisville factory. 
About 60 percent of Major League 
Baseball players use Louisville 
Slugger bats and the company 
has sold more than 100 million of 
them, according to H&B’s website.

H&B maintains ownership and 
will continue to operate the Lou-
isville Slugger Museum & Factory 
and Gift Shop in Lousville. H&B’s 
Bionic Gloves division and Power-
bilt golf brand are not part of the 
agreement with Wilson.

“The decision to sell the Louis-
ville Slugger brand was a difficult 

and serious one to make,” says 
John A. Hillerich IV, chief execu-
tive officer of H&B. “The Hillerich 
family and those closest to the 
brand firmly believe that a new 
business model is necessary to 
realize the enormous potential of 
this brand in the future.”

Wilson will market and sell Lou-
isville Slugger branded products 
through its baseball and softball 
business unit. The company 
currently manufactures and sells 
gloves, bats, uniforms, apparel, 
protective gear, accessories and 
player development equipment 
and training tools through its Wil-
son, DeMarini and ATEC brands. 
Like its DeMarini lines, Wilson will 
market and sell Louisville Slugger 
as a stand-alone brand, similar to 
how it is sold today.

Team Insight caught up with Bill 
Kirchner, VP–sales–Americas, for 
Wilson Sporting Goods, to find 
out what team dealers can expect 
from the two brands.

Team insight: What, if any, changes 
will team dealers who carry both 
Louisville Slugger and Wilson 

brands see in the near future?
Bill Kirchner: While the Wilson, 

DeMarini and Louisville Slugger 
brands will continue to be mar-
keted to the consumer as indepen-
dent brands, as they are today, 
our customers should expect to 
see similarities in how the brands 
are represented in their respective 
trade channel.

We will have separate sales and 
customer service teams focused 
on team dealers/specialty stores 
and sporting goods retailers. Our 
sales programs, in-store merchan-
dising initiatives and investments 
will be tailored to the needs of 
each channel.

Why will the sale benefit Wilson and 
Louisville Slugger and, by extension, 
team dealers and their customers?

I have been in the sporting 
goods industry for 30 years. While 
competing with Louisville Slugger 
over those years, I have gained 
a tremendous amount of respect 
for the brand, the products and 
the people. Wilson and Louisville 
Slugger are iconic brands with 
rich histories and complementary 
strengths. Our companies share 
similar values and have an en-
during passion for baseball and 
softball. Together we can leverage 
our experience, core strengths and 
love of the game. I am confident 
that our customers will feel our 
enthusiasm for growing the sports 
and desire to be a strong partner.

How will products from both brands 
be sold to the team market? Are you 
going to continue to use Louisville 
outside sales reps or will the line 
now be carried by Wilson reps? 

One hundred percent of the 
Louisville Slugger sales team – 
current field sales representatives 
and sales directors – will transi-
tion with the brand. We will con-
tinue to have Wilson Team Sports 
salespeople and Louisville Slugger 

salespeople. Rob Piscetta, na-
tional sales manager–Wilson Team 
Sports, will lead the new field sales 
team and Mike O’Connell, strategic 
accounts director–sporting goods 
retailers, will lead the strategic 
account team.

What are the positives?
We are one company with a 

portfolio of dynamic team sports 
brands. We can now offer a much 
more complete and comprehen-
sive product offering in baseball 
and softball. Our industry has 
seen a tremendous amount of con-
solidation at the brand level and 
with the trade. Team dealers have 
become more specialized over the 
years and the acquisition of Lou-
isville Slugger reinforces Wilson’s 
commitment to the baseball/soft-
ball category and those dealers 
that specialize in these sports.

Will both brands be positioned as 
separate brands or will there be 
some merging of product lines?

The Wilson, DeMarini, Louisville 
Slugger and ATEC brands will con-
tinue to have separate identities 
and broad assortments of baseball 
and softball products.

What can the team business expect 
in terms of new product develop-
ment from both brands?

New products are the lifeblood 
of our industry. Wilson and 
Louisville Slugger will continue 
to develop and launch new prod-
ucts that meet current and future 
consumer needs. Our goal is to 
accelerate product development, 
design and technologies within 
our brands and push the boundar-
ies in innovation.

Is Wilson still in an acquisition mode 
in team sports?

Wilson will, as it always has, 
continue to evaluate strategic 
brand opportunities. 
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Wilson Takes Over Iconic Louisville Slugger Brand
Two brands will continue to maintain their own identities.
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their companies, bringing together 
two of the leading sports protection 
and performance companies with 
complementary product lines.

“Our mission is to be the number 
one choice for athletes around the 
world who demand performance 
and protection,” says Tony 
Armand, president and CEO of 
Shock Doctor Sports, the company 
that includes Shock Doctor, Cutters 
and XO Sports. 

“We have been privately held 
for more than 30 years and over 
that time McDavid has had many 
opportunities to partner, merge 
and even sell,” adds Bob McDavid, 
president and CEO of McDavid. “This 
strategic combination comes at the 
opportune time for our company 
and the athletes we serve.”
Armand will serve as CEO of the 
combined businesses and McDavid 
will be chairman of the board.  

Sports Business Heads to the Hill

Six Olympic gold medalists, a 
Super Bowl champion, one Heisman 
Trophy winner and an Olympic silver 
medalist joined more than 100 leaders 
from organizations in the team sports 
and fitness industries in Washington, 
D.C. in early March for the 16th 
Annual National Health Through 
Fitness Day. This lobby day on the 
Hill was organized by the Sports & 
Fitness Industry Association (SFIA) in 
partnership with the American College 
of Sports Medicine and sponsored by 
PHIT America.

On National Health Through Fitness 
Day, this delegation of athletes, sporting 
goods and fitness manufacturers, 
sports retailers, physical educators and 
association leaders met with more 
than 100 members of Congress and 
requested support for federal legislation 
to help the U.S. win its own Battle 

of the Bulge and reverse the current 
Inactivity Pandemic that is impacting 
80 million Americans.

Some of the prominent team sports 
brands represented during the day of 
advocacy were Easton, Puma, Asics, 
Mizuno, Franklin, Evoshield and 
Under Armour, as well as MLB, NHL, 
NFL and the NBA.

The celebrity delegation on National 
Health Through Fitness included 
Herschel Walker, Matt Stover, Tommy 
John, Tommie Smith, Rowdy Gaines, 
Shannon Miller, Jason Collins, Terrance 
West, Isaiah Crowell, Roman Oben, 
Skip Bertman, Ken Harvey, John Booty 
and Darrell Miller.

There were three legislative 
issues/initiatives being promoted 
that, if passed, would help all 
Americans lead more active 
lifestyles though increased 
participation in sports, fitness and 
recreational physical activities. 

1. PHIT (Personal Health 
Investment Today) Act, which 
will encourage improved health 
through increased physical 
activity by making it more 
affordable to participate through 
the use of tax incentives. 

2. Carol M. White Physical 
Education Program (PEP), 

Talking Physical Fitness on Capitol Hill are 
Steve Scalise (R-LA), House Majority Whip and 
the number three Republican in the House of 
Representatives (left), and five-time College World 
Series winning baseball coach Skip Bertman, who 
attended representing Easton Sports. 

www.tribeapparel.com
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which provides grants to school 
districts and community-based 
organizations to support physical 
education and activity methods. 

3. The Physical Activity 
Recommendations (PAR) 
promotes awareness of the types 
and amounts of physical activity 
that Americans should perform to 
gain important health benefits. 

Under Armour Opens in Chicago

Located at 600 N. Michigan 
Avenue, the new 30,000-square-foot 
Under Armour Brand House features 
several firsts for the brand — the 
largest footwear area of any Brand 
House, its first dedicated Hunt and 
Fish areas, its first wearables bar, 
and the debut of an area dedicated 
to Armour Record, the new online 
platform that connects Under 
Armour fitness tracking acquisitions 

MapMyFitness and Endomondo and 
MyFitnessPal. 

The Chicago location is key, says 
Susie McCabe, senior VP-global retail 
for Under Armour, allowing the 
brand to target not only the nearly 
three million Chicago residents but 
also the 46 million tourists who visit 
the city each year. 

“This is the place to be and we 
think we have the 50-yard line on 
Michigan Avenue,” she says.

McCabe points out that the store 
is merchandised by end-use: golf, 
running, training, studio and youth. 
The youth section features a “jump 
pad” that lets kids track their 
height and weight and how high 
they can jump.

In addition to the specialized areas, 
the Chicago store features Bootlegs, 
what VP–North America Brand 
House Dan Leraris characterizes as 
made-for-the-pros limited-edition 
product not normally produced for 
commercial sale. First up for the 
location were HeatGear leggings 
and shorts made for Stephen Curry 
of the NBA’s Golden State Warriors, 
available only in size L (Curry’s size) 
and available only until they sold out. 
The plan, Leraris says, is to rotate 
product that could come from all 
categories – apparel, footwear, youth 
– and gather feedback. 

The new store also features a 

living wall of ivy, a replica of the 
one at Wrigley Field; dedicated 
merchandised areas for train, run 
golf and yoga; mannequins based 
on brand athletes Gisele Bundchen 
(doing yoga) and Jordan Spieth 
(mid-golf swing); and a heavy 
merchandise assortment dedicated 
to local teams Northwestern, Notre 
Dame and the Cubs. 

“Being on the Miracle Mile, there’s 
no bigger platform,” Under Armour 
CEO Kevin Plank told Team Insight 
at an in-store event the day before 
the grand opening in March. “This is 
a sports town, this is a four-seasons 
town, and with our relationships with 
Northwestern, with Notre Dame, the 
Cubs and the Bulls, all of those things 
made it such an easy fit for us. We 
love this town, we want to be here 
more and we think planting a flag in 
the middle of Michigan Avenue is a 
great expression of the brand.” 
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By Mike May

Concussions dominate the 
discussion, but “the state 
of the game of football 
is good,” stresses Bob 

Colgate, director of sports and 
sports medicine for the National 
Federation of State High School 
Associations (NFHS). That’s music 
to the ears of team dealers who 
rely on selling helmets, shoulder 
pads, uniforms and the occasional 
goal post for a significant portion 
of their bottom line.

With the seasonal transition 
from winter to spring, green grass 
gridirons are a popular destina-
tion for college and high school 
football players going through the 
first quarter of the 2015 football 
season — otherwise known as 
Spring football.  Team dealers are 
optimistic that demand for prod-
uct will be solid and steady.

In south-central West Virginia 
and northern Virginia, participa-
tion in high school football is 
“steady, but not growing by leaps 
and bounds,” according to Larry 
Foster, owner of Spartan Sporting 
Goods, Beckley, WV.

By early spring, 70 percent of 
Foster’s football-related sales 
for this fall were complete, but 
he does expect more orders 
between now and early August. 
Football is his biggest sport from 
a sales perspective but challeng-

es are magnified by a changing 
economic culture.

“The buying season for football 
is getting later and later,” adds 
Foster. “Many school budgets are 
not getting approved until June or 
July and high school booster clubs 
are playing a bigger role in provid-
ing funding for any football-related 
purchases.”

Foster refers to his business as a 
one-stop shopping destination for 
more than 50 high schools in West 
Virginia and Virginia.  

He says that he sells everything 
connected to the game — jer-
seys, practice shirts, game pants, 
practice pants, footballs, helmets, 
blocking sleds, tackling dummies, 
socks, cleats, scoreboards and 
goal posts. The latter are always 
available, but not in high demand.

“The ones (goal posts) we’ve 
sold, we’ve never replaced,” states 
Foster.

In south Florida, interest in high 
school football remains strong and 
the large number of high-quality 
recruits who play at all levels of 
college football continues to at-
tract recruiters from all parts of 
the country. But, the grassroots 
programs that feed the local high 
schools may be suffering.

According to Jerry Steuerer, 
owner of Scotty’s Sport Shop, 
Wellington, FL, the local youth 
football program – the Wellington 
Community Football League 

(WCFL) – is roughly half as big as 
it was in its heyday, which was 
not too many years ago. He knows 
because he’s noticed how his sales 
to the league have dropped off 
considerably.

“The numbers have been 
shrinking in recent years,” reveals 
Steuerer. “I bet the program will 
have 400 to 450 kids this fall. At its 
peak, there were 800-1000 players. 
I have been selling to the WCFL for 
20 years.”

Still, he will benefit by selling 
practice pants, practice jerseys, 
footballs, mouthpieces, seven-
piece pads and chin straps to all 
the players in this local program.

While fears of concussions 
have played a role in the drop in 
registrations, another big reason is 
the allure of three outdoor travel 
sports -- lacrosse, baseball and 
soccer – that are in competition 
with football in the fall. The south 
Florida weather allows these 
sports to be played year round 
and now the sport of youth rugby 
is setting up shop in many pockets 
of south Florida.

“Many youngsters who used to 
play tackle football are now play-
ing flag football instead,” notes 
Steuerer. “They walk in my store to 
buy cleats and mouthpieces,” but 
not the higher priced helmets and 
shoulder pads.

Another south Florida team 
dealer says he is selling football 

throughout the year. Kevin Li-
cata, manager of Medallion Team 
Sports in Jupiter, FL, says he sells 
to a local Pop Warner league and 
a handful of local high schools in 
the summer and to some semi-pro 
football teams in the spring.

 “Football is not my biggest 
sport, but it fills that important 
void in the summer for my busi-
ness,” he says. “We also sell a 
little bit of football in the spring 
to semi-pro teams and for high 
schools playing Spring football.”

Licata says that his football 
business for the fall starts to pick 
up in the latter part of June and is 
strong throughout the rest of the 
summer. He’s proud of the fact 
that he is a one-stop shopping 
destination for local players.

“I sell everything from head-to-
toe,” proclaims Licata. “We sell 
lots of uniforms, practice pants, 
shoulder pads and cleats. I do sell 
helmets, but many of the teams 
buy direct from Riddell.”

In Utah, interest in youth 
football is strong and business is 
steady, though many of the sales 
to local teams won’t take place till 
June, according to Scott Ringger, 
owner of MVP Sports, Spanish 
Fork, UT.  

“I am selling everything that you 
see on the field to my local youth 
football program,” says Ringger. 
“Players and teams are buying 
pants, jerseys, cleats, footballs, 

24  Team Insight  /  May 2015 teaminsightmag.com

TEAM / FOOTBALL

The safety issue is combining with increasingly late ordering to 
force team dealers to run a two-minute drill for football sales.
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mouthguards, shoulder pads, 
socks and every accessory that 
there is.”

In northwest Ohio, sales to 
youth football teams are the 
backbone of the football business 
for Dan Rodgers Sporting Goods, 
Toledo, OH. As a source of rev-
enue, football ranks right behind 
baseball.

“Youth football drives our foot-
ball business,” says Chris Frey, 
a salesman at Dan Rodgers. “We 
can sell everything in football — 
helmets, shoulder pads, footballs, 
pants, socks, jerseys, belts, water 
bottles and kicking tees.”

At the moment, Frey says that 
youth football leagues that buy in 
bulk are making jersey and helmet 
orders. Sales to individual teams 
and players will come later in the 
summer.

One plus about selling to high 
schools is that his spiritwear 

sales to fans and parents are an 
added bonus.  

Frey reports that two high 
schools were built in his area in 
the last year and his company 
sold some of the big-ticket items 
such as bleachers, goal posts and 
sideline tarps.

In the West and upper Midwest, 
football is solid and steady.

“Year to date, our sales have 
been strong,” says Brian Pepper, 
sales manager at Universal Athlet-
ic, Bozeman, MT, which also has 
offices in Wyoming, Utah, Arizona, 
Nevada, North Dakota, South 
Dakota and Minnesota. “Football 
is big business and is a sport that 
you now sell from November 
through September, so 
it is always in our sales 
staff’s arsenal.”

But, there’s one big 
change in the business 
of selling foot-

ball — the buying cycle is much 
different now.

“More business is being done 
late, after July 1, when new (high 
school) budgets become avail-
able,” says Pepper. “This puts a 
strain on everyone — manufactur-
ers, dealers and coaches.”

Add to the late ordering the 
concerns over concussions and 
safety, and the challenges – and 
opportunities for dealers – are 
even greater.

“We try and educate our sales 
staff the best we can on the pro-
tective qualities of the product 
we sell,” Pepper says. “I feel that, 
for the most part, manufacturers 

take this very seriously and are 
trying to continually improve 
their product. But the risk 
of concussion will always be 
present because football is a 

collision sport.”
In Georgia, 

the business of selling football 
to local high school programs 
keeps the cash registers ringing 
for Howell McElroy, owner of 
Fayette Sporting Goods, Fayette-
ville, GA, but business doesn’t 
really get busy until the school 
year finishes in June.

“Right now, it’s too early to say 
how strong football will be this 
year,” he says. “But, typically, 
sales are strong once the 7-on-7 
summer camps get started. And 
then we expect to get orders for 
helmets, shoulder pads, uniforms, 
practice gear and accessories. We 
sell very little until school is out. 
But we do get the occasional spe-
cial order in January or February.” 

The majority of McElroy’s busi-
ness is for the 30-35 middle school 
and high schools in his area.

While football remains a 
very popular sport in Georgia, 
he is a little concerned about 
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FOOTBALL NEW PRODUCTS

9

1. The Xenith XFlexion Velocity 
shoulder pad features three 
Aware Flow Shock Absorbers 
and injection molded plates.

2. Russell’s jersey is constructed 
of Xtreme Compression fabric. 

3. The Under Armour Stock 
Saber Jersey features breathable 
stretch mesh fabrication 
technology. 

4. Spalding’s Alpha football 
incorporates a box stitch on the 
stripe that helps spin the ball. An 
upgraded bladder and increased 
leather usage helped maintain feel 
and shape.

5. The Climalite Audible Football 
Jersey from Adidas features 
a 100 percent polyester mesh 
body with sublimated three stripe 
sleeve decoration.

6. Teamwork’s Command Digi 
Camo Football Jersey is a 100 
denier tricot mesh fabric. 

7. Schutt’s Vengeance VTD II 
scored .180 – the lowest score 
ever measured in the five-year 
history of the STAR system. 

8. Cramer’s five-pad football 
girdle now has graphite body 
composition, silver contrast 
stitching and black waistband. 

9. The smaller size of Baden’s 
QB1 football makes it easier to 
throw and grip. 
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participation in the coming years.
“The concussion issue has im-

pacted participation in youth foot-
ball in our area,” notes McElroy. 
But he is quick to point out that 
football is not the only sport where 
athletes suffer major injuries.

“I know people who say there are 
more concussions in girls’ basket-
ball than football,” adds McElroy.

In the greater Boston area, sell-
ing football is an important part 
of the business model, according 
to Bob Beniers, owner of Beacon 
Sporting Goods, Quincy, MA.

“Right now, we are selling to 
many of the semi-pro teams,” says 
Beniers.  “The custom orders for 
high schools have already been 
placed. But, most of the business 

comes in the summer.”
For Beniers, the best revenue 

comes from the equipment and 
uniforms.

“Profit margins are good on 
equipment because not everybody 
sells it,” notes Beniers. “I don’t sell 
too many helmets because some 
competitors practically give them 
away. I’m not in the business of giv-
ing helmets away.”

In addition to players and coach-
es walking in the door to place or-
ders, the local fans are right behind 
them who are ordering spiritwear 
for games.

“Spiritwear sales are pretty 
good,” says Beniers. “I’m now 
selling merchandise online, which 
should help boost sales. 
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D espite safety concerns and 
inroads made by other 
team and individual sports, 
football remains the only 

high school sport with more than 
one million participants, according 
to the NFHS. In fact, interest in high 
school football has remained steady 
and strong since 2007, according 
to Bob Colgate, director of sports 
and sports medicine for NFHS, with 
overall participation in tackle foot-
ball hovering between 1.11 and 1.13 
million players. 

From a participating school 
perspective, 11-player football is the 
fifth most popular high school sport 
for boys, with 14,262 schools field-
ing teams. The top 10 states for high 
school football are Texas, California, 
Illinois, Ohio, Florida, Michigan, 
North Carolina, New York, Georgia 
and Wisconsin.

From a national perspective, the 
Sports & Fitness Industry Associa-
tion (SFIA) reports there are 6.16 
million tackle football players in 
the U.S. As an aside, the SFIA study 
reveals there are 7.14 million touch 
football players and 5.6 million flag 
football players as well. The peak 
year for participation was 2008 

when there were more than seven 
million tackle football players.

The data from SFIA also reveals a 
few interesting football factoids:

football is age 14.

football players is ages 13-17.

income categories for football 
players are $100,000+ and $25,000-
$49,999. 
But all of this good news has not 

kept the sport’s main governing 
bodies from proactively search-
ing for solutions to any underlying 
participation weaknesses.

The NFHS’ Football Rules Com-
mittee, which oversees high school 
football, is constantly looking at 
ideas for better coaching educa-
tion, improving the performance of 
game officials, working with manu-
facturers to produce higher quality 
football equipment, and changing 
the rules to reduce the risk of injury. 
“Our priority with high school 
football is doing everything we can 
to minimize risk in the game,” says 
Colgate. “That feeling is shared by 
all the stakeholders in the game  — 
schools, coaches, administrators, 

DECLINING LEVELS
of interest in 
playing high school 
football by students 
enrolled at three 
private schools in 
Minneapolis-St. Paul, 
MN, have caused 
administrators to 
pursue a Plan B. 
Rather than drop 
the sport, the three 
schools want to 
combine forces and 
form one single team.

On their own, 
Blake, Minnehaha 
Academy and St. 
Paul Academy can 
only field 15-20 
players, at the most. 
The plan is to form 
a joint team for the 
next two football 
seasons.

“There’s been 
a declining trend 
in participation 
numbers,” says 
Nick Rathmann, 
athletic director at 
Blake. “Last year, 
we had a varsity 
team only. We didn’t 
have enough players 
for a JV. The kids 
had to go both ways 
and they were getting 
beaten up. St. Paul 
Academy could not 

play a playoff game 
because of a lack of 
participation. With 
district scheduling, 
we needed three 
schools to come 
together to make 
the scheduling work 
and all three of our 
schools work well 
together.”

Why the drop 
in participation? 
Rathmann says 
the publicity on the 
sport’s injury rate 
has caused many 
students to look to 
other sports.

“I can only speak 
for Blake, but this is 
reflective of that trend 
in the sense that 
people are worried 
about injuries,” adds 
Rathmann. “But, we 
think football is the 
greatest team sport 
there is and we want 
to see it continue.”

Even with more 
team depth, 
administrators and 
athletic officials at 
all three schools are 
doing everything 
they can tackle injury 
concerns. They 
are verifying that all 
football coaches are 

certified, equipment 
is being upgraded 
and/or replaced and 
every effort is being 
made to have a 
medical doctor and 
an athletic trainer 
present at all games.

“We’re expecting 
to have about 55 
to 60 kids out for 
football this year,” 
predicts Rathmann. 
“With our combined 
enrollment of about 
1100, we won’t have 
to have kids go both 
ways. With all of the 
new rules in place 
limiting hitting, we 
think we’re putting 
kids in the best 
possible position 
to continue to play 
football.”

It’s worth noting 
that Blake and St. 
Paul Academy have 
two of the oldest 
rivalries in the state 
— in 2011 they 
celebrated the 100th 
anniversary of their 
first game, which 
was played on Nov. 
3, 1911.

By the way, this 
new team does not 
have an official name 
or a mascot yet. 

The Safety Debate: 
Who’s Playing Football in 2015

One Solution to  
Declining 

Participation
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officials and manufacturers.”
Another sports industry leader 

closely connected to the game of 
tackle football is Jon Butler, execu-
tive director of Pop Warner Little 
Scholars, Langhorne, PA, which 
attracts roughly 225,000 children 
(ages 5-15) in 40 states. The core age 
group for Pop Warner is children 
aged 8-12.

When the issue of concussions is 
raised, Butler is quick to note that 
in 2010 Pop Warner was the first 
national group to adopt a national 
concussion rule. In 2012, his group 
passed rules that limited tackling in 
practice and also eliminated head-
on, full-on contact from more than 
three yards away. Pop Warner also 
requires all coaches to take the 
Heads Up football training.

“The number of concussion inci-
dents is down considerably,” points 
out Butler. “Parents and coaches 
are glad that we are taking proac-
tive steps. But, it’s worth noting that 
football is not the only sport where 
you can get a concussion.”

While concussions get an over-
whelming amount of attention, 
Butler notes that contusions are 
probably the most common injury 
among young football players.

To help find a way to reduce the 
number of concussions in foot-
ball, USA Football has taken an 
aggressive stance, starting at the 
grassroots level by introducing its 
Heads Up Football program to youth 
football programs.  

“Heads Up Football is coaching 
education,” says Steve Alic, director 
of communications for USA Football. 
“We have established standards 
rooted in education to change 
behavior for the better, for young 
players who love the sport.”

According to the Datalys Center 
for Sports Injury Research and 
Prevention, USA Football’s Heads 
Up Football program is working, 
as the number of concussions has 
apparently declined. Youth football 
leagues that participated in Heads 
Up Football in 2014 had a 76 percent 
reduction in injuries compared to 
youth leagues that did not partici-
pate in the program.   

It’s worth noting that these 
conclusions were determined from 
only one year of research and only 
youth football was studied, not high 
school football. However, those 

injury statistics are encouraging. Ac-
cording to Alic, USA Football, which 
trains more youth and high school 
football coaches combined than any 
organization in the U.S., is commit-
ted to learning more about Heads 
Up Football’s effectiveness and 
how USA Football can make it even 
stronger with direction from leaders 
across medicine and sport. 

What’s impressive has been the 
response to adopt it by youth and 
high school football programs.  

To date, more than 5500 youth 
football organizations in all 50 states 
and Washington, D.C. participate in 
Heads Up Football. This represents 
more than half of all U.S. youth 
football leagues. The program was 
introduced to youth leagues in 2013 
and now more than 750 high schools 
in 44 states participate in Heads Up 
Football. Every youth league and 
high school team in the country is 
eligible to take part in the program.

One Heads Up Football success 
story took place in 2013 in Fairfax 
County, VA, where the public school 
district adopted it. This decision 
impacted 25 high schools in Fairfax 
County and more than 3000 football 
players. According to Fairfax County 
Public Schools superintendent 
Dr. Karen Garza, it was a decision 
supported by coaches, parents and 
students in her school district.

“It allows concussions to be a 
topic of conversation in a positive 
way,” adds Kathy Ayers, an athletic 
trainer in Fairfax County Schools.

Also, USA Football’s youth tackle 
football practice guidelines, which 
were announced in January, are 
the first for youth football to have 
earned the endorsement of any 
medical organization.  

“USA Football’s practice guide-
lines for youth tackle football, cre-
ated in collaboration with medical 
leaders, mark a watershed moment 
for youth sports,” says ACSM presi-
dent Dr. Carol Ewing Garber. “Identi-
fying guidelines for heat acclimatiza-
tion and defining levels of contact 
with time limits are critical. Not only 
are young athletes safer by learning 
the fundamentals in a smarter way, 
but monitoring levels of contact and 
heat acclimatization also advances 
their well-being. This is leadership 
one would expect from a national 
governing body of sport and ACSM 
endorses these guidelines.” 
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IN THE SWELTERING
August of 2001, 
Korey Stringer, a 
Pro Bowl offensive 
tackle and former 
first-round draft pick 
of the Minnesota 
Vikings, died from 
an exertional heat 
stroke during training 
camp. Korey had 
played six seasons 
for the Minnesota 
Vikings wearing the 
jersey number 77, 
now retired, and his 
tragic death shook 
his team and the 
NFL to its core.

Seeking to find 
some good out 
of this tragedy, 
Stringer’s widow, 
Kelci, worked 
with the NFL to 
create a non-
profit organization 
dedicated to 
preventing sudden 
death in sport. It 
became the Korey 
Stringer Institute 
(KSI) and today 
its mission is to 
provide information, 
resources, 
assistance, and 
advocacy for 
the promotion of 
prevention of sudden 
death in sport via 

health and safety 
initiatives.

The Korey Stringer 
Institute – ksi.uconn.
edu – is housed 
in the College 
of Agriculture, 
Health and Natural 
Resources at 
the University of 
Connecticut.

KSI is partnered 
with the National 
Football League 
along with various 
companies with 
an interest in 
sports safety, 
including Gatorade, 
Camelbak, Kestrel, 
Mission and One 
Beat CPR & AED.

Dr. Douglas 
Casa, professor 
and director of 
athletic training, 
Dept. of Kinesiology 
at the University of 
Connecticut and KSI 
COO, tells Team 
Insight that the team 
sports athletes with 
the greatest risk 
for exertional heat 
stroke are football 
players, particularly 
at the high school 
level. August pre-
season practices 
and July conditioning 
pose the greatest 

risk for football.
“The number of 

heat strokes and 
death from heat 
stroke is on the 
rise, much more 
nowadays than in 
the past,” says Dr. 
Casa. “Football 
players are not heat 
acclimatized like 
they used to be and 
more intense high 
school conditioning 
programs, without 
medical staff present 
during the July 
month, is a cause. 
You also can’t rule 
out crazier parents.”

He feels that 
trainers and coaches 
are become more 
educated about 
the safety issues 
behind exertional 
heat stroke. “Many 
states have enacted 
improved education. 
Licensed medical 
professionals to 
care for athletes – 
the athletic trainers 
– have become 
extremely adept 
at caring for heat 
stroke. Sadly, half of 
the high schools in 
America still do not 
have athletic trainers 
present each day,” 
he says.

KSI continues to 
work with individual 
states to change 
policies and with 
national governing 
bodies as well. It is 
creating textbooks 
and CEU courses to 
educate, as well as 
conducting research 
and working with the 
media. 

The Korey 
Stringer 

Story

The tragic death of 
NFL star Korey Stringer 
in 2001 led to the 
formation of the Korey 
Stringer Institute, 
dedicated to educating 
athletes, coaches and 
medical personnel 
about the dangers of 
exertional heat stroke.
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“Football gloves continue to be one of the few 
product categories that continue to grow. While 
dealers may be concerned with the downtrend 
in football participation, we have seen a steady 
increase in the glove market. We are finding 
multiple opportunities to sell gloves throughout  
the year.”  
Rich Schwanke, Director–Team Sports 
Equipment & Accessories, Under Armour, 
Baltimore, MD

“Gloves have become an essential 
part of the uniform. When dealers and 
roadmen include gloves as part of 
their offering and presentation they 
have been very successful.  Coaches 
and players want to win, of course, 
and are looking for any advantage they 
can get.” 
Gary Bethea, GM Cutters/Team Sports, 
Shock Doctor Sports
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From new technology to 
fashion statements to the 
promise of high margin sales 
every season, dealers can 
count on the fingers of both 
hands why football gloves and 
baseball batting gloves are a 
good catch for team dealers. 

1. Why Sell Gloves?
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“Batting gloves have become an 
essential part of the baseball 
uniform at all levels of play. 
Seeing a player step up to the 
plate without wearing batting 
gloves is a rare occurrence, and 
often times the players that 
don’t wear batting gloves are 
remembered simply for that 
reason alone.  Short answer… 
batting gloves currently are, and 
will remain, in high demand for 
the foreseeable future.”
Scott Linke, Manager, Brand 
Marketing, Rawlings Sporting 
Goods, St. Louis, MO

“The batting glove has become 
an integral part of the game 
of baseball in both plate 
performance and style. Ninety-
nine percent of all MLB players 
wear batting gloves.” 
Adam Franklin, Director of 
E-Commerce and Marketing, 
Franklin Sports, Stoughton, MA

“The protective glove category 
is an emerging market for both 
baseball and women’s fast-pitch. 
As specialty retailers they need to 
offer the newest technology and 
products. This is what separates 
them from the mass merchants.” 
Pete Vitiello, VP–Operations, 
Xprotex Sport Group, Valencia, CA 

2. What’s Important 

“Delivering the highest 
performing products is our 
number one focus. Fit and 
function are non-negotiable. 
Design and visual aesthetics 
will definitely attract certain 
consumers, but if it doesn’t 
perform they will quickly lose 
loyalty to your brand.” 
Rich Schwanke, Under Armour

“Performance is key — does the 
glove deliver what the customer 
is paying for? It must be durable 
and look good and now style is 
becoming an important factor. 
If we deliver the first three 
items, then price is not the most 
important factor.” 
Pete Vitiello, Xprotex

“Pricing is always going to have a 
role, but we encourage dealers to 
focus on what the team/individual 
is getting for that price. Consumers 
are smart and will pay a higher 
price to get these benefits.” 
Gary Bethea, Cutters

“Durability will always remain as 
the one quality that all athletes 
expect when purchasing a pair 
of gloves. However, it is also 
understood that price point can 
be a good indicator of a glove’s 
expected durability. Now more 
than ever, style has become an 
even more important factor as 
athletes are viewing the batting 
glove as a fashionable piece 
giving them an opportunity to 
show their style.”
Scott Linke, Rawlings

3. The Pro Factor

“Seeing what the pros are 
wearing is always going to have 
some influence. We have seen 
the younger the age the more 
influenced they are by what pros 
are wearing.”  
Gary Bethea, Cutters
 
“Kids want to emulate their 
favorite MLB players and wear 
exactly what they wear.” 
Adam Franklin

“Authentication and validation at 
the highest levels of the game is 
important. Consumers recognize 
the products they see on field 
at the NCAA and NFL level and 
want the ability to wear the same 
thing as the pros. Our collegiate 
and professional athletes are our 
proving grounds.”
Rich Schwanke, Under Armour 

“The products that the 
professionals and other elite 
players are wearing does have a 
trickle-down effect. The batting 
gloves worn by the top-tier 
athletes tend to have an impact 
as to what batting gloves younger 
athletes are purchasing. However, 
athletes will tend to make their 
purchasing decisions based on a 

particular style, color scheme or 
price point.”  
Scott Linke, Rawlings

“Unfortunately it is important, 
as these athletes are influencers. 
Like it or not, athletes are role 
and fashion models.” 
Pete Vitiello, Xprotex

4. Sell Better

“Be creative, whether it be a 
custom program or including 
them as part of the spirit pack. 
Gloves are a key part of the 
uniform, why not capitalize on 
that business instead of it going 
to retail?”
Gary Bethea, Cutters

“The more options you can 
provide, the better shopping 
experience they will have. We 
spent two years perfecting our 
Custom Batting Glove builder to 
accommodate the team dealer, 
coach and player so that each 
individual can get exactly what 
they want.”
Adam Franklin, Franklin Sports

“The glove category has become 
a year-round business in both 
football and baseball. We are 
building our product lines and 
launch dates to service the 
athlete 365 days a year. The 
ability to service players with 
different product throughout the 
year creates an opportunity for 
incremental business.”
Rich Schwanke, Under Armour

“In-store merchandising certainly 
has in impact on the sell-through 
of batting gloves. Gloves are a 
touch, feel and try-on before 
buying category, so they need 
to be packaged and stored in a 
location where customers are 
able to try them on. Pairing 
gloves next to other items to 
create collections is also another 
advantage. Offering discounts 
when purchased with a bat or 
backpack of the same brand or 
with a similar color scheme could 
also help increase sales.”  
Scott Linke, Rawlings

GEAR / GLOVES

Cutters: Cutters’ new S650 The Gamer is 
designed for the player seeking padding 
with the feel, grip, and dexterity of a high 
performance receiver glove. 

Xprotex: The Mashr T from Xprotex 
features a ultra durable tacky palm 
to ensure a no-slip grip on the ball. A 
unique terrycloth thumb design helps 
wipe away perspiration. Easy on and off 
with Velcro/TPR rubber wrist closure

www.teaminsightmag.com


Franklin Sports: The Custom 
CFX Pro batting glove 
(top) delivers comfort and 
performance in a unique design 
with Franklin’s Custom Batting 
Glove Builder. The Custom Pro 
Classic represents the heritage 
of Franklin’s batting glove line. 
Originally designed by Mike 
Schmidt, the Classic has a 
clean, simple and modern look. 
Below, MLB All-Star catcher 
Salvador Perez uses Franklin 
Sports new custom batting 
glove website to design his 
gloves for the 2015 season.

5. Better Margins

“As the material composition 
and overall look and quality 
of batting gloves continues 
to improve, price points will 
continue to rise. The team 
dealer is challenged by the 
lower price points for batting 
gloves that might be offered 
online. However, the in-store 
convenience of being able to 
purchase on the spot is worth 
the additional few dollars the 
consumer will pay.  Not listing 
the gloves as low as they may be 
seen online will allow the dealer 
to secure higher margins.”
Scott Linke, Rawlings

“Ask the vendors to stop forcing 
retailers to order/book so much 
product in advance. Turning 
your inventory fast will help 
cash flow, and reduce the risk of 
having to close out gloves.”
Pete Vitiello, Xprotex

“Focus on product education 
to coaches and booster club 
programs and not necessarily 
on offering a lower price than 
the store across the street. If 
dealers focus on performance 
attributes and then educate 
their customers, they will be 
able to maintain their prices and 
hit their margins. Dealers should 
share feedback and reach out to 
manufacturers more.”
Gary Bethea, Cutters

6. What’s Trending 

“Gloves are one of the few 
products that do not need to be 
completely uniform with the rest 
of the team. Players are looking 
at gloves as way to express 
their individuality with color 
and design. In addition to core 
team colors, we are seeing great 
success with novelty programs 
such as our Alter Ego collection.”  
Rich Schwanke, Under  Armour 

“Comfort, durability and 
fashion.” Pete Vitiello, Xprotex
 
“With so many different types 

of players (hitters), it is hard to 
provide one common feature as 
to what players are looking for. 
These days it does seem that 
whether a player is going for a 
heavy duty, durable glove or the 
lighter weight gloves, it does 
appear that most players are 
stepping out of the traditional 
look and becoming more edgy 
and flashy with their batting 
glove purchases.”  
Scott Linke, Rawlings

“At the end of the day, the most 
important part of wearing a 
batting glove is that the player is 
comfortable and confident at the 
plate. With our custom batting 
glove builder we have added the 
second most important element 
— style and fashion.”
Adam Franklin, Franklin Sports

“Players are looking for grip to 
help them perform better. They 
are also looking for technology 
that makes them lighter weight, 
more form fitting, and more 
durable. Customization and color 
offerings are also very important 
— players want to match their 
uniforms and have many color 
options to do so.” 
Gary Bethea, Cutters
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Franklin Goes Custom
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7. Customization

“Customization is absolutely is 
a trend in 2015 with no end in 
sight. With our custom batting 
glove builder, dealers can now 
offer teams the option to design 
batting gloves that match their 
team colors and complete the 
uniform look. Batting gloves have 
always been the missing fashion 
element to a team and now we 
have provided that.” 
Adam Franklin, Franklin Sports

“Yes customization is a trend that 
has been going on for a number 
of years now in gloves. We offer 
our BYOG (Build Your Own Glove) 
program that is a big hit with 
players and can be a key program 
for team dealers to sell to coaches 
and teams. By offering custom 
programs to their teams they 
can offer something different and 
unique.” 
Gary Bethea, Cutters

“Customization is certainly a 
growing trend. Since batting 
gloves are typically less than 
$50 a pair, it is a challenge for 

manufacturers to handle orders 
any less than 100 pair at a time. A 
larger organizations with multiple 
teams is one area where dealers 
can take advantage of custom 
batting gloves. Pooling orders to 
meet minimum orders will allow 
the manufacturer to provide this 
service at a reasonable price.”  
Scott Linke, Rawlings

8. Technology Trends 

“The batting glove category will 
continue to offer the same trends 
that can be found in the clothing 
and shoe industry. Being able to 
provide added protection and 
durability while keeping the glove 
at a light enough weight not to 
interfere with the hitter’s swing 
is another area for improved 
technology.”
Scott Linke, Rawlings

“Our goal is to develop protective 
products that are lightweight, 
durable and non-restrictive.” 
Pete Vitiello, Xprotex

“We are always developing new 
ideas based on ongoing dialogues 
with players at all levels. These 
include technologies that make 
them lighter weight, more form-
fitting and more durable.” 
Gary Bethea, Cutters

9. What’s Next?

“In all business segments, 
innovation will continue to drive 
sales. This goes back to what I 
said earlier, that the independent 
retailer must offer the athlete the 
latest and best technology. They 
can buy the same old stuff at 
Walmart.” 
Pete Vitiello, Xprotex

“Innovation and newness. We have 
a constant pipeline of innovation 
that we are incorporating into 
our gloves to help improve 
player performance and we are 
delivering fresh new looks that 
resonate with today’s athletes.”
Rich Schwanke, Under Armour

“Fashion-forward, quality 
products at affordable price 

points will continue to drive 
the batting glove business. 
Additionally, packaging batting 
gloves to create collections is 
another way to merchandise 
batting gloves to help entice 
the customer into buying them 
at the same time of their bat or 
backpack purchase.” 
Scott Linke, Rawlings 
 

10. Advice For Dealers 

“First understand the level of 
the player and then make the 
batting glove recommendation. 
It is seen too often where elite 
players are wearing batting gloves 
that simply will not hold up at 
their level of play, many times 
due to price point. The serious 
collegiate or high school athlete 
should purchase a glove that has 
a durable palm, which is generally 
full grain leather.”  
Scott Linke, Rawlings

“Teams and individual players 
are looking for a head-to-toe 
hook-up. More than ever, we are 
seeing athletes pair their gloves 
and cleats together. There is an 
opportunity to make the glove a 
part of the larger team sale along 
with footwear and uniforms.”
Rich Schwanke, Under Armour

“Offer teams as many options 
as possible. Teams are buying 
batting gloves no matter what, so 
if you don’t have what they need 
you will lose the sale.” 
Adam Franklin, Franklin Sports

“Even though gloves have become 
an integral part of football 
equipment, some coaches may 
not be aware of the different 
features of each glove and the 
specialty gloves for different 
positions that really do make a 
difference. Team dealers can get a 
bigger piece by not only focusing 
on coaches, but also working with 
booster clubs who are making 
up for shrinking school budgets. 
We have found that many dealers 
have had success with the spirit 
pack sales strategy to bridge the 
gap between the team purchase 
and the individual sale.”
Gary Bethea, Cutters 
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Under Armour: The Batman image 
is part of Under Armour’s Alter Ego 
collection. Below: The UA Swarm 
glove delivers a second skin feel 
and comfort while providing the 
support and structure needed 
during battle. UA ClutchFit 
Technology conforms and flexes 
with the hand to deliver fit.
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Sell More Gear.

Partner with the leader.
Every team and every group deserves their own beautiful online store for 
apparel, player packs, and spirit wear. Our platform simplifies online 
ordering and helps you sell more.

On average, our dealers see their team sales jump more than 30% after 
switching to OrderMyGear online stores. With more than $100 million in 
sales and 70,000 stores behind us, we have the experience and platform 
to help take your business to the next level.

Visit OrderMyGear.com or call 214-945-4000 today to schedule a demo 
and find out how we can help you sell more gear with no monthly fees 
and no per-store cost to you.



Let’s start with an easy question:
Why should dealers and retailers 
sell the brace category?
Jenny Holmstrom: That is an easy 
question. This is a category that 
isn’t seasonal and it crosses over to 
a very large demographic, allowing 
retailers to allocate space on a year-
round basis.
Laura Cleveland: They should sell 
this category because there is a 
huge upside opportunity to build 
revenue and support an existing 
customer. The team dealer and 
retailer already have the captive 
audience and are currently selling 
them uniforms and equipment.  
Tim Jahnke: The brace category 
is a need, not a want like selling 
apparel. Total market participation 
is increasing and every activity 
needs sports medicine supplies. 
The brace/protection category 
is a great opportunity for dealers 
to increase their sales ratio with 
one customer through separation. 
Some dealers have given up sports 
medicine because of the medical 
houses, bids and big-box stores, 

but they need to reinvestigate 
as sport medicine can be more 
profitable and manageable if a 
little preparation and planning is 
put forth. You can really separate 
yourself from the crowded 
competition of branded soft goods 
if you consistently present sports 
medicine.
Theresa Wong: This category helps 
athletes and active men and women 
of all ages stay in the game. It helps 
prevent injuries and relieves pain 
during rehabilitation after injuries.
Jason Richter: The braces and 
supports category is big and 
growing as product designs adapt 
to on-field use and athletes become 
more and more accepting of 
wearing these types of items during 
competition or practice. Product 
designs/innovations are bringing 
more comfort and usability, so 
many athletes are using braces and 
supports for preventative purposes 
as well.
Craig DiGiovanni: Because it is 
an important component to injury 
relief and prevention.
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BRACE FOR THE TOP
A TEAM INSIGHT VENDOR ROUNDTABLE

TALKING BRACES

Chad Stephens Senior Product Manager, Cramer Products, Gardner, KS

Toby Bost President; Matt Williams Sales Director; and Dave Ortley
Senior Brand Director, DJO Global, Consumer Business, Vista, CA

Jenny Holmstrom Sales & MTG Specialist, (Hickory Brands licensee of New Balance), Hickory, NC

Theresa Wong Executive VP, La Pointique Int’l, Seattle, WA

Paul Andre Western Sales Manager, McDavid, Woodridge, IL

Craig DiGiovanni VP-Sales and Marketing, Medi-Dyne, Colleyville, TX

Tim Jahnke Na.l Sales Dir. Sporting Goods Retail, Mueller Sports Medicine, Prairie du Sac, WI

Jason Richter VP-Product Marketing, Shock Doctor, Minnetonka, MN

Laura Cleveland Marketing Manager, Zamst, Irvine, CA

Moderated by Michael Jacobsen
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Today’s braces and supports focus as much 
on prevention as they do rehabilitation — with 
the ultimate goal of keeping athletes on the field 
and court. The Team Insight Vendor Roundtable 
braces for an active 2015 on the strength of 
new technology and aggressive marketing. 

www.teaminsightmag.com


www.mcdavidusa.com


Paul Andre: It is a year-round, 
all-athlete, all-season business. And 
it’s inherently a need versus want 
purchase, making it more price-
resistant. At the end of the day, 
parents, coaches and athletes are 
all equally concerned about staying 
healthy and preventing injuries. 
Sports medicine products, such 
as braces and supports, are an 
essential part of the game and are 
integral to that shared mission.
Chad Stephens: Braces are a viable 
option for many type of injuries, 
including strains, sprains and 
normal aches and pains associated 
with physical activity.  Braces can 
help support a joint when there is 
a muscle deficiency or weakness 
associated with overuse type 
injuries.
Matt Williams: Athletes today are 
bigger, stronger and faster than 
we’ve ever seen. This is having a 
significant impact on the injury 
rate athletes are enduring not only 
through impact sports, but also 
through the repetitive motion that 
is fundamental to athletic training. 
Competition level is increasing in 
all age groups, causing athletes 
to practice their specific sport/
position more than ever; the 
by-product has been a surge in 
repetitive-use injuries. Sporting 
goods team dealers and retailers 
are in an ideal position to address 
these trends with sports medicine 
lines of bracing, compression and 
protective products that augment 

their existing equipment and 
apparel sales. 

Are team dealers getting behind 
the category? 
Andre: Yes, some do. However, we 
see more opportunity especially 
at the college level where there 
are training rooms. Calling on 
the athletic trainer is key due to 
their overall influence. They are 
trained professionals and if they 
like a certain product, they will 
recommend it to the coaches and 
the next thing you know the entire 
team is wearing it. 
Jahnke: An improved effort is 
needed to grab additional sales that 
are being left on the table when 

dealers go to programs just to talk 
about uniforms. Dealers would be 
very surprised at the increased 
revenue just by letting the AD, 
coach or athletic trainer know you 
carry sport medicine supplies. 
Dave Ortley: Team dealers have 
achieved some market penetration 
focusing on rehab and recovery, 
but our bracing technology has 
advanced to the point where we’ve 
identified a large, uncaptured 
audience in the realm of injury 
prevention and supporting proper 
movement patterns. There’s 
significant opportunity for team 
dealers here.
Stephens: Yes, many dealers offer 
braces specific to sports related 

injuries. Most common injuries are 
knee and ankle and we see these 
braces are more common in the 
dealer business
DiGiovanni: Not really. My 
experience is that they just take 
orders on this category.
Cleveland: Those team dealers that 
are looking to build incremental 
revenue opportunities are making 
an effort. The team dealers that 
are not looking to build revenue 
are continuing to carry the same 
categories and are missing out on 
revenue opportunities with their 
core customer.

Are they a team sale or an 
individual sale these days?
Andre: It’s both. We have many, 
many schools that have purchased 
braces for years and now more 
recovery products. In recent years 
we are seeing a growing number 
of schools place braces in spirit 
packs, allowing the individuals to 
buy them if they want. 
Richter: These products are very 
much both team and individual 
sales. Athletes don’t want to be be 
on the sidelines. Teams  spend a lot 
of money on athletic tape, which 
does a great job for many injuries, 
but braces and supports can help 
complement and supplement what 
an athletic trainer is already doing. 
For the individual, taping may be 
too complicated or they may not 
be confident in their ability to 
correctly tape when an athletic 
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Focus on the Knee: 1. The Donjoy Performance Bionic Knee Brace offers support and protection from lateral forces that occur in everyday sport and activity. 2. The L272 Power Sleeve 
knee support from LP Supports. 3. McDavid’s 6300 Knee Sleeve provides basic support for instability. It integrates a compression sleeve with support tape to provides joint support/stability 
while maintaining mobility and flexibility. 4. Cramer NanoFlex supports are knitted compression braces designed to be lighter and more breathable than traditional neoprene supports.  
5. Mueller’s Hinged Knee Brace works for acute knee injuries, chronic conditions and injury prevention by immobilizing unstable joints and modifying the range of motion and flexibility. 

SPORTS MEDICINE / BRACES & SUPPORTS

1 2 3 4 5

Shock Doctor: The new 875 Ultra 
Knee Support with Bilateral Hinges 

www.teaminsightmag.com




THE CHALLENGES FOR DEALERS

Jason Richter: Athletes are 
very aware of the pain and 
discomfort they feel, but they 
may not always have a complete 
understanding of what that 
means or what the solution 
might be. There is a medical 
aspect that is very intimidating. 

Toby Bost: Education. It’s 
critical for us to match the right 
product to the consumer’s 
specific anatomic need. We 
are making heavy investment in 
that educational process both 
in-store and through digital 
content online.

Chad Stephens: Braces have 
been well designed for decades 
and the concept of bracing 
has not changed. Many of the 
changes have been in materials 
used, but overall the function of 
braces has been well developed. 
Braces are a consumable good 
that has to be replaced as they 
wear out. Often they are replaced 
from season to season depending 
on the frequency of use.

Theresa Wong: There are many 
brands to choose from and a 
big difference between materials 
used, as well as the functionality 
of each product. 

Paul Andre: Team dealers 
may be focused on coaches 
and equipment managers, 

overlooking the influence and 
importance of the athletic trainer. 
Unfortunately, there remains 
an overemphasis on the lowest 
price, but this can be overcome 
once the value is understood 
and well communicated. 

Tim Jahnke: The biggest 
challenge is making sure the 
customer is getting the right fit, 
form and function for their injury 
or preventative situation. In most 
cases when selling higher priced 
bracing category products, if 
the product is going to help 
the athlete perform the factor 
of price is low on the purchase 
decision during the moment 
of truth. Sell the product and 
avoid the challenge of the price 
discussion.

Craig DiGiovanni: Time, 
budgets, fitting, personal 
preference and understanding 
what is best.

Laura Cleveland: The 
challenges with selling this 
category are understanding the 
technical side of the category 
and features and benefits. 
We have been successful in 
identifying products that relate 
to each sports injury needs and 
we also provide tools to help 
the team dealer understand the 
injuries our products support.

trainer isn’t present. In addition, 
many issues like knee and elbow 
sprains and strains are not easy to 
tape. Braces and supports provide 
an easy to use and understand 
solution.
Cleveland: It is mostly individual 
based on an injury, but team if 
you are selling to volleyball or 
basketball teams.
Jahnke: The most effective way 
is to do both. If you get the teams 
coming in to buy the “need” – 
sports medicine – you will most 
likely get them to buy a “want” 
item, too.
Toby Bost: They are both. The 
retail environment offers a great 
selection of our products, whether 
you need to address performance, 
protection, injury prevention or 
pain management. Staying healthy 
and maximizing performance in 
team sports is our mission, so our 
team alignment is a key component 
of this philosophy.
Stephens: It is more common to 
be an individual sale, based on 
post-injury protocol. Braces can 
be used to prevent injuries as well, 
and team sales can be an option — 
ankle braces are common on many 
athletes and in many sports. Many 
times this is because they do not 
want to miss playing time, so they 
take the initiative to prevent an 
injury that could keep them out of 
the game for two to four weeks.
Wong: They are both team and 
individual sales these days.
DiGiovanni: From experience, I 
would say they are an individual 
sale. That is why our e-book 
is so important. It puts a lot of 
information in the hands of the 
individual and allows them to self-
treat many common injuries.

How can dealers turn to their 
vendors for help in making better 
margins in the category? 
Cleveland: Team dealers should 
maximize opportunity with select 
vendors to provide the broadest 
range of injury/prevention 
products. They should also narrow 
their assortment in-store so they 
are not exposed to high inventory 
positions.
Wong: Dealers should work with 
manufacturers to utilize display 

materials, educational pamphlets 
and videos to help salespersons 
understand the difference between 
each product so he or she can 
better help the consumers select 
the right product to reduce 
merchandise return.
Richter: Vendors can provide the 
key rationale/education for the 
higher priced products that can 
better match the athlete’s need, 
injury type, level of protection, 
etc., rather than just the easiest 
solution.
Jahnke: Creating a strong 
partnership will lead to higher 
margins. Dealers need to look 
at the big picture, not just the 
product being offered. Along with 
the standard POP, the dealer needs 
to ask the right questions and do 
research on what vendor will help 
turn inventory? Find the vendor 
who understands your market 
and is not just trying to brand 
as an add-on category to meet 
minimum vendor qualifying orders. 
Dealers need a sports medicine 
vendor with grassroots experience. 
Understanding your market will 
create the right mix of sports 
medicine products  geared towards 
your customer, which in turn will 
help manage a more profitable 
sports medicine category. Dealers 
should carry a diverse line of 
high-quality fit, form and function 
braces/supports specifically for the 
sporting goods customer.  This will 
help dealers separate from other 
sports medicine market channels 
and enable them to increase 
margins on products only found 
at their store. The team dealer is a 
specialty distributor where the true 
athlete goes for the best available 
product on the market.    
Williams: When vendors can 
provide proper education to 
dealers and not just marketing spin, 
the end consumer and the athlete 
will have a much better experience 
and be willing to spend more on 
solutions that work. Guessing 
on the solution and suggesting 
products that don’t work or fit will 
result in consumer experiences 
that are disappointing or even 
detrimental. 
Andre: Dealers need to remain 
educated on the newest 
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Skill 7
7 Pad  
Football Girdle

 ✔ Integrated 
hip, tail, thigh 
and knee 
pads offer the 
ultimate in 
protection and 
convenience

 ✔ Incomparable 
EVA Spider 
Web foam 
thigh pads 
enhance player 
safety

 ✔ Low profile 
hip pads and 
smaller knee 
and thigh pads 

Thunder 7
7 Pad  
Football Girdle

 ✔ Integrated 
hip, tail, thigh 
and knee 
pads offer the 
ultimate in 
protection and 
convenience

 ✔ Incomparable 
plastic 
reinforced EVA 
Spider Web 
foam thigh 
pads enhance 
player safety

 ✔ Waist-high 
hip pads 
provide extra 
protection for 
the iliac crest  

Lightning 5
5 Pad  
Football Girdle

 ✔ Integrated hip, 
tail and thigh 
pads offer the 
ultimate in 
protection and 
convenience

 ✔ Incomparable 
EVA Spider 
Web foam 
thigh pads 
enhance player 
safety

 ✔ Waist-high 
hip pads 
provide extra 
protection for 
the iliac crest  

www.cramersportsmed.com


technologies and the value they 
bring to the table, avoiding a 
commodity oriented approach. 

In what direction is your brace 
technology headed in 2015?
Holmstrom: Thinner fabrics that 
still provide maximum support. 
This allows the wearer to use the 
product under clothing and, of 
course, is more comfortable. 
Andre: Athletes are really 
gravitating towards lighter, 
more breathable and advanced 
materials that provide support 
and protection without hindering 
performance. There is a lot of buzz 
around wearable technologies, so 
there may be applications down the 
road. 
Williams: Medical-grade, clinically 
proven products are making their 
way to retailers and dealers. Our 
research is aimed at providing 
better hinges, customized fit, 
breathability and functional design 
that won’t inhibit movement. 
Adding a level of style and color is 
another consumer demand. 
Cleveland: The bracing and 
support category will become more 
performance driven, with lighter 
and lower profile options that still 
effectively provide psychological 
and support benefits to the athlete. 
DiGiovanni: We believe our 2Step 
Solution center with the right 
combination of products and 
education is the future.
Richter: Lighter weight, lower 
profile designs will be the primary 

innovation advances in 2015 and 
beyond. We are introducing a line 
of Compression Knit Sleeves for 
knees, elbows, ankles and wrists.
These items are lower profile, 
lighter weight and offer superior 
breathability and comfort to 
traditional knee and elbow sleeves. 
Athletes can wear these longer 
without feeling uncomfortable
Stephens: We are introducing 
NanoFlex supports. These knitted 
compression braces are designed 
to be lighter and more breathable 
than traditional neoprene supports, 
they are moisture wicking and 
contain silver technology to 
eliminate odor-causing bacteria. 
Jahnke: Mueller has been in the 
sports medicine business for more 
than 50 years working with the 

leading sport medicine institutes 
in world, so we can keep bringing 
leading products designed for 
today’s athletes.  

Finally, what advice would you 
give to team dealers and sporting 
goods retailers when it comes to 
selling braces and supports to 
schools and athletes?
Andre: Make it a focus, not an 
afterthought. Display it, don’t 
wait for a team to ask for it. Offer 
a complete assortment that 
serves the most common injuries. 
Communicate features and benefits, 
with less focus on price. Talk to the 
athletic trainers — they hold a huge 
influence. 
Richter: Understanding that the 
athlete’s number one priority is to 
train and compete. For many, the 
season is short and they don’t want 
to lose any time with an injury. 
To the athlete, these products are 
not therapy or treatment, they are 
products that help them maintain 
their level of activity.
Cleveland: My advice for team 
dealers is to carry the category, 
provide product specific to 
seasonal sport and choose a 
narrow vendor range.
Wong: Most team dealers and 

sporting goods retailers know 
how to sell braces and supports 
to schools and players, so 
manufacturers can benefit from 
their advice. 
Stephens: If you are in the business 
of sporting goods, injuries will 
always be apart of the game. Braces 
need to be a part of your sports 
medicine section and should be 
promoted as preventative as well as 
post-injury pieces of equipment.
Ortley: Providing educated 
guidance will lead to a better 
consumer experience and healthier 
athletes. Responsibility is our 
primary focus concerning the 
market of student-athletes. There is 
a responsibility to your customers 
to provide products that truly 
work. As more schools begin to 
adopt philosophies aimed at injury 
prevention, parents will begin to 
recognize the tangible value in 
programs that take measures to 
promote student-athlete safety.
Jahnke: Take 10 minutes on every 
school call to update and remind 
the customer you carry quality 
sports medicine products. Keep 
your message short, simple and 
educational. This approach will 
increase the value for everyone 
within your company selling to 
outside sports programs or in-
store presentations, which will 
lead to additional sales revenue. 
Also, ask your vendor how they 
can help your business capture 
more of the growing sports 
medicine business. 
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Focus on the Ankle: 1. The A2-DX from Zamst is made with i-Fit and a-Fit technology for an anatomically correct fit. 2. Shock Doctor’s compression-knit-ankle-sleeve-with-
gel-support offers breathability and comfort to traditional sleeves. 3. Hickory’s New Balance Adjustable Ankle Support is for ankle sprains, strains and provides support, 
compression and warmth to help contain inflammation. 4. The McDavid 6301 Ankle Sleeve integrates a high-performance compression sleeve with support tape to provide 
joint support/stability while maintaining mobility. 5. DonJoy’s Performance Trizone Ankle Sleeve is a hybrid design combining the properties of compression and bracing in one 
sleeve. The carbonized bamboo knit construction, which is antimicrobial and thermal regulating, allows for targeted, zonal compression with maximum comfort.

1 2 3 4 5

Cramer: New NanoFlex supports are knit-
ted compression braces designed to be 
lighter and more breathable than traditional 
neoprene supports. NanoFlex is moisture 
wicking and contains silver technology to 
eliminate odor-causing bacteria. 
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BIONIC KNEE

DEFENDER SKIN

Our most stable line, featuring 
Bilateral Polycentric Hinges to fully 
stabilize the joint against lateral 
forces, while operating freely for a 
highly responsive and natural feel.

Unique hybrid design combines 
the properties of compression and 
bracing all in one sleeve to help 
maintain peak performance during 
sport and activity.

Adhesive second skin engineered 
to protect the body against 
common injuries associated 
with impact and abrasion.

For sales inquiries, please contact: Tim Clark 760.392.5110 tim.clark@djoglobal.com

mailto:tim.clark@djoglobal.com


By Nancy Baeder

Q uick question: What is both the 
hottest and coolest apparel category 
in team sports in 2015? Anyone 
paying attention to fashion trends 

on the courts and fields of America knows 
the answer is simple — socks.

Fiber and manufacturing technology have 
rocketed socks into the realm of sports 
“equipment” that can be customized to make 
them equal parts performance apparel and 
fashion statement. 

For team dealers, selling the right socks 
can be a profitable venture in 2015. Where 
else can 15 bucks change the game?  

“Today’s teams make socks an integral 
part of the uniform, where it used to be an 
afterthought,” says Andy Preece, general 
manager at Neatco Sports, Peabody, MA.  
“You can make socks really exotic to enhance 
the look of the uniform with logos and color 
schemes. The technology is there to digitally 
enhance socks with integrated woven 
designs in technically superior yarns such as 
wicking polypropylene. We try to stay ahead 
of the curve with high-end options from Twin 
City and Under Armour.” 

The latest fabrications give athletes the 
performance they’re looking for. 

“In the last six or seven years the 
technology has taken off and changed 
everything,” says Doc Claussen, general 
manager of Coaches Corner Sporting Goods, 
Terre Haute, IN. “Socks cost more, but there’s 
a lot more technology in them, they look and 
feel great and the they last longer. You get 
more bang for your buck.”

The “bang’ delivers performance, style and 
attitude. The “buck” comes from selling the 
right socks, which encourages the purchase 
of additional pairs and retail foot traffic.

“People come in looking for performance 
socks for their particular sport,” says the 
ironically named Eric Barefoot, owner of H. 
Mickel Sports, Monroe, LA, who stocks Nike, 
Under Armour, Thorlo and Fox River at retail. 
“Athletes want moisture management and 
protection and will pay to improve play.”

Earl Boykin Sports, Wilson, NC, sells 
mostly Twin City all-sport socks in solid 
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   BEST FOOT FORWARD

You know you’re 
selling socks when 
1+1 adds up to 
more than a pair.
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What’s Trending
colors to teams and stocks 

a wide range of colors at 
retail. “We also do some 

custom football socks 
from Twin City for 

high school team 
packs,” says VP 

Jimmy Page. 
Offering fun, 

unique, high-
performance 

socks that get 
the kids jazzed can 

increase sales and inject 
personality into spirit wear 

and uniforms.
“Socks are hot right now 
and every kid and coach is 
looking for them. Fashion and 
customized crews continue to 
be king. We have dealers opening 
new doors every day just by 
presenting socks,” says Brad 
Davis, national sales manager 
at Twin City Knitting. “Moisture 
management, compression, 
blister control and odor 
management are all important, 
but are expected at this point in 
the game. We’re selling socks for 
sports like wrestling, tennis, cross 
country, track and field, golf and 
even fencing. Our best dealers 
are maximizing this opportunity 
by making every order unique for 
that team.”

What Teams Are Buying
Most team purchases include 

a multi-sport performance sock 
in solid colors. But custom 

socks are increasingly on 
the radar of teams and 

leagues for impact 
and as fundraisers, 

crazy socks are still 
wildly popular and 
compression socks 
are sought after 

by serious individual 
athletes.

“Trending well for team and 
individuals is our King Tube sock, 
a classic look with broad stripes 
and 20th century attitude. It’s 
versatile enough to transition 
from sport to street,” says 
Margaret Newhard, director of 
product management at Wigwam. 
“Where we see socks flying 
off the shelves at retail is the 
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1. Wigwam Mills The Ironman Run Fit Pro Low 
collection for running and training is knit with a 
cushioned heel and forefoot along with breathable 
mesh air vents and a seamless toe closure. Wigwam 
Ultimax technology promotes moisture movement for 
reduced blisters, no odor and dry feet. 

2. Pro Feet GEN 2 series Custom Socks are high-
performance, moisture-wicking custom socks that 
follow the Shooter tradition with a higher level of 
design elements, in three new styles for 2015.

3.Swiftwick The Vision Team Line features 
performance team socks built with its Managed 
Compression and moisture wicking technologies 
for blister-free performance. They are available in 
designs that sync with team colors.  

4. Pear Sox Pearsox offers 100 percent Made in 
USA custom socks with a blend of 100 percent 
moisture management stretch yarn. Each sock is 
constructed with an ergonomic design, breathable 
mesh instep, arch support and reinforced heel.

5. Twin City Knitting An expanded lineup of 
products focuses on technical and performance 
features. Among the new products for 2015: Crew 
and over/calf Digital Camo Socks in seven stock 
colors; Baseline 3.0 Crew Socks in 30 colorways; 
Player ID Custom Number Sock in four new 
colorways; TCK Brand 59 is a new series of golf/
athletic socks under the label “Brand 59.” 
 
6. Zamst The HA-1 Compression sock delivers 
vertical gradual compression form the ankle through 
the calf muscle. Built-in a-Fit technology provides 
anatomically correct support and fit. 

7. McDavid Rebound socks, 10K Runner Socks and 
3v3 Team Socks are technical compression 
socks with specialty yarns and construction 
to create a much tighter weave and more, 
thinner/finer yarns for softer, targeted 
compression. 

1

2

3

5
6

7

4
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SOCKS ARE UNDENIABLY HOT. 
They deliver high margins, need 
to be replaced every season or 
with every new shoe and are 
often purchased in multiples and 
in different colors. What more 
could a team dealer ask for? 
Whether it is Custom or Stock, 
don’t forget the socks.

store for the latest socks. 
Re-evaluate your sock wall 
constantly.

brands, styles and colors.    

socks and sublimated socks.

socks to every uniform and 
shoe sale.  

major brands. Cash in on high 
sock margins.  

socks at the beginning of their 
season and then replenish 
before the season ends.

Educate athletes on what they 
are buying. 

guys both wear socks for their 
specific sports. 

sport. Sell the features and 
benefits for the sport.

combination of performance with 
eye-catching design.” 

Located north of Boston, 
Neatco’s Preece correctly 
anticipated a late start to this 
year’s softball and baseball 
season, waiting for the ground 
to dry out from record-breaking 
snow this winter. “What teams 
want is what the big boys are 
wearing at the pro and college 
level. What they order depends 
on what they want to spend,” says 
Preece. “Public schools are likely 
to order 100 pairs for the football 
team of the lowest cost sock. Then 
the booster group steps in to 
order something the kids want to 
wear. We also get group orders for 
custom socks as fundraisers.”

Retail or Team? 
Neatco sells a lot of Twin 

City socks — tube socks for 
youth level baseball and soccer 
leagues, a higher end sock for 
high school baseball, soccer 
and basketball and then custom 
socks for teams at all levels. On 
the retail side, Under Armour, 
Twin City and Pear Sox are 
stocked in local team colors. 

The exact purchase depends on 
who is doing the buying. “If mom’s 
coming in to get a navy blue high 
tube sock for football, she usually 
purchases the Twin City, but if the 
kid comes in, it’s Under Armour,” 
says Preece.

In the heartland, Coaches 
Corner takes every opportunity to 
sell more socks to high schools, 
middle schools and college teams. 
“We try to sell socks with every 
uniform and every shoe sale and 
we always include a sock selected 
by the coach in the player packs. 
Typically it’s a solid color for 
baseball, softball and football,” 
says Claussen.  

At retail he carries Nike Elite and 
Jordan socks as well as multi-sport 
socks in team colors from Twin 
City and Pro Feet. “Kids gravitate 
toward Nike and the parents 
cringe at the price,” says Claussen. 
“We also carry Nike, Saucony 
and Asics running socks that 
prevent blistering and bunching 
and we sell a lot of Breast Cancer 
Awareness pink socks.”

In the Gulf Coast region, H. 
Mickel Sports’ sock offering 
includes Nike, Under Armour, 
Thorlo and Fox River for retail 
customers. “Teams mostly 
purchase all-sport socks from 
Pro Feet and Twin City, but we’re 
a Nike team dealer so we mix 
in a little Nike when we can,” 
says Barefoot. “Little League 
and other youth leagues order 
Twin City and Pro Feet and travel 
teams jump up to Nike and Under 
Armour. We sell a lot of Nike Elite 
for football and basketball.”  

In the southeast, solid color 
all-sport team socks account for 
the majority of socks sold by Earl 
Boykin Sports to high school, 

middle schools and leagues. “We 
sell mostly Twin City’s all-sport 
team socks in solid colors and we 
also stock them in our retail store 
in all the colors,” says Page. 

Putting Custom in Customer
Custom team socks are growing 

their foothold in the market as 
teams replicate the look of pros 
and colleges. Custom socks 
are cool. What better way to 
complete a uniform, celebrate a 
championship or raise money then 
a custom sock? The technology 
is there to knit in a logo or to 
sublimate an entire sock.  

“Teams are looking for 
moisture wicking, lightweight, 
durable socks designed with 
their team colors and logos,” 
says Taylor Wilson, president 
of Pro Feet. “What continues 
to sell at breakneck pace is our 
performance custom socks and we 
know that speed to market is what 
it’s all about.”   

“There’s a definite move toward 
customization of socks as teams 
want to put their own spin on 
what they wear. We see a trend to 
put the individual’s number or a 
logo on football socks. We have 
also had teams choose to honor 
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Socks for Profits

The exact purchase 
depends on who is doing 
the buying. If mom’s 
coming in she purchases 
Twin City. If its the kid they 
want Under Armour.

www.teaminsightmag.com


a student involved in a tragedy 
by wearing their number on the 
sock,” says Claussen. “But we sell 
more of the Nike Elite or Jordan 
socks to teams, and the kids also 
wear them as street wear.”

Neatco is certainly growing its 
custom sock business. “Every 
kid wants custom socks that 
are ventilated, comfortable and 
thinner,” says Preece, pointing to 
a private high school that ordered 
custom football socks with a logo 
on the back. What drove that sale 
was style. 

“They saw a sock at Dick’s and 
were driven to replicate the look,” 
says Preece. “With Nike Elites 
selling for $10-15, we can mock up 
a custom sock and still come in 
under that retail price. Twin City 
makes a good quality custom sock 
and we’ve customized them with a 

school logo for baseball and girls’ 
lacrosse with school logo.” 

He also sells a custom 
sublimated hockey sock. “These 
socks cost $25 a pair, but it’s a 
drop in the bucket compared to 
the other uniform essentials, plus 
they are a heavy duty poly/acrylic 
knit and they last,” says Preece.

He likes to show custom socks 
to booster organizations for 
fundraisers. “A youth baseball 
league ordered 1000 pairs of 
custom socks with the team logo 
for boys and girls. These were 

done as a fundraiser and they 
sold out quickly,” says Preece. 
“For a senior class fundraiser, we 
suggested a custom sock with 
school colors and mascot and 
they easily raised $1000.”

Preece says the biggest 
consideration for selling custom 
socks is the lead times of four 
to six weeks, which can be an 
issue for teams, as well as the 
minimums, which are never a 
problem because most teams want 
two pairs for each athlete because 
of multiple games in one week. 

High school football teams at 
Earl Boykin Sports have definitely 
embraced custom socks. “Twin 
City customs are popular team 
choices and the kids purchase 
them in team packs,” says Page. 
“Lead times present a challenge, 
but as long as they know upfront 

it’s not a problem, except when 
they sell out of the pre-ordered 
amount. You really can’t go back 
and re-order because by then the 
season is over.”

H. Mickel Sports has had little 
luck to date getting teams in its 
area interested in custom socks. 
“We haven’t really sold custom 
yet,” says Barefoot. “We’ve tried to 
get people interested, but haven’t 
gotten those sales yet.”

Lighter and Tighter 
Athletes looking for an extra 

edge gravitate toward graduated 
compression socks to increase 
performance and reduce recovery 
time. The compression market 
is shifting to lighter and tighter 
socks that offer the same benefits 
with more comfort and style.

“Athletes wear compression 
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CUSTOM PERFORMANCE SOCKS

with 12 other styles to choose from 
Custom lead times can found on at www.profeet.com 
Terms and conditions may apply.

Team Athletics 
SUPERIOR PERFORMANCE MEETS UNIQUE 
STYLE WITH OUR CUSTOM LINE OF SOCKS

Our newest high-quality custom design; 
available just in time for football. With custom 
options, you can bring team spirit to a new level 
without sacrificing performance.

ALL SOCKS ON THIS PAGE

2311

1. Sock Color
2. Design Color
     (including welt)

3. Logo Area
• Front 
• Side 
• Back

2312

1.  Sock Color
2. Design Color
3. Accent Color
4. Logo Area

• Front 
• Side

2310

1. Sock Color
2. Design Color
3. Logo Area

• Front
 • Side 
• Back

• Moisture Wicking
 • Odor Resistant
  • Durable & Light weight

Our Newest performance Style 
PLAY HARD - BE BOLD

Our friendly representatives are 
ready to assist with your order.

PH: 1-800-334-1101  
FAX: 1-800-811-3338 

Custom@profeet.com

CALL NOW

Athletes looking for an 
extra edge gravitate toward 
graduated compression 
socks to increase 
performance and reduce 
recovery time.

http://www.profeet.com
mailto:Custom@profeet.com
www.teaminsightmag.com


socks to improve blood flow and 
muscle recovery. You see the elite 
NBA athletes wearing high-tech 
compression socks and the trend 
eventually trickles down,” says 
Claussen. “I anticipate that we’ll 
be carrying them soon as the kids 
begin asking for them.“

While trends trickle down, 
wearing is believing. “All the 
technology makes a difference in 
comfort,” says Preece. “There’s 
something to be said for the 
comfort of the thinner sock that 
doesn’t bunch up and is cooler 
and drier. These are important 
improvements.”

Not all compression socks 
are equal, so it’s key to educate 
athletes. “Reducing the weight 
while increasing the performance 
is essential. Our Targeted 
Compression offers optimal 
compression where you need 
it most,” says Mary Horwath, 
VP-global marketing at McDavid. 
“Our technical compression socks 
feature thinner yarns in a tighter 

weave for a softer and superior 
targeted compression. You can 
actually see the technology 
in our 10K Runner Sock, with 
black at the ankle signaling 
100 percent compression, 
transforming to blue at the 
calf indicating 70 percent 
compression. The graduation or 
targeting of compression enables 

better blood flow for faster re-
oxygenation and reduction of 
lactic acid.” 

“Lighter and tighter is 
something we have focused 
on for the last few years and 
definitely believe will continue to 
be a focal point,” says Twin City’s 
Davis. 

Swiftwick has also reacted 

to athletes demanding thinner 
compression socks. New lines 
differentiate with thickness, such 
as its Aspire line that delivers 
Managed Compression in a thin 
profile. “Consumers are attracted 
to socks for colors and designs, 
but what creates a repeat 
customer is performance,” says 
president Chuck Smith.

The combination of enhanced 
performance, looks and comfort 
is the trifecta for athletes. 
“Athletes understand the benefits 
of the gradient technology for 
competition and recovery,” says 
Laura Cleveland, marketing 
manager for Zamst. “Team colors 
and patterns seem to be selling 
the best,” 

“Speed is important for teams 
and that means the lightest, 
most durable socks to keep them 
moving quickly with strategically 
placed compression panels in 
arch and ankle zones to maximize 
performance and stability,” adds 
Pro Feet’s Wilson.   

Girl Power
Athletic socks are a hot spot for 

women who enjoy accessorizing 
their look with fun and interesting 
socks. Socks for female athletes 
are not much different from the 
guys in terms of performance 
and comfort demands, with the 
exception of socks in creative and 
crazy designs.  

Girls and guys both wear socks 
for their specific sports. “Don’t 
discriminate — ask the players 
what they want,” says Wilson. 

But girls do tend to get a bit 
more creative. “We recently did 
a custom basketball sock in 
powder blue and navy blue with 
a Longhorn logo, and a breast 
cancer pink in Twin City’s digital 
camouflage sock with pink black 
and grey. The girls’ soccer team 
wanted tie-dyed socks for a 
tournament,” says Preece. 

“We special order some Red 
Lion crazy socks,” he adds. “The 
creativity there is outrageous, 
with patterns such as monkey 
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The combination of 
enhanced performance, 
looks and comfort is the 
trifecta for athletes. They 
understand the benefits of 
gradient technology.

The Debris Inhibitor® Razur is a outer sock, 
made of nylon/spandex, that helps keep 

and socks

www.tcksports.com/debris-inhibitor patent# - US D 691,784

http://www.tcksports.com/debris-inhibitor
www.teaminsightmag.com


faces and shooting flames. Girls 
will come in looking for it and we 
get out the book and show them 
what they can order and get it in 
for them.”   

 The possibilities are seemingly 
endless. “We’ve been doing the 
Twin City’s Krazisox socks for 
years and they’re still a good 
seller for us,” says Page. “We 
carry a lot of colors, with hot pink 

always a good color to carry. “  
“The crazy socks trends toward 

the girls. We’ve done tie-dye and 
polka dots for softball teams, or 
a team sock for the player pack,” 
says Claussen.  

“Girls’ softball will look for 
and buy some different designs, 
the bright colors and the crazy 
patterns,” says Barefoot. “We 
order them in as needed.” 
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New for 2015: Technology has aligned with style in 2015 as team sports 
socks offer all of the bells and whistles today’s athletes demand, along 
with a look that makes a fashion statement as well. At left, Twin City now 
distributes the Debris Inhibitor, worn over a cleat to prohibit crumb rubber 
and other field debris from getting inside the shoe. In center photo, new 
from Under Armour is the Undeniable Crew for football and basketball that 
features comfort, performance and Armour Block technology that helps 
prevent the growth of odor-causing bacteria in the sock. A mid-crew version 
is available and additional color options and athlete-endorsed versions are 
in the works. At right, a new solid soccer sock features the close fit players 
demand from a sport played with the feet. The feel of the soccer designs 
are more in line with what players are used to with a renewed focus on 
thickness, width and height built specifically for the sport.

CUSTOM TEAM SOXS
• Add Your Team Name/Logo   • Any Color/Any Style   • 12 Pair Minimum   
• Most Ship in 10 Days   • Made in the USA

800.776.9787
www.Pearsox.com

http://www.Pearsox.com
www.teaminsightmag.com
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HOODIE
By Nancy Baeder

T
here’s a saying in the Midwest. 
You can’t have too much 
outerwear. In the team market 
where everyone is wearing a 
jacket of some sort – even for 
the indoor sports -- that may 
be an understatement. Dealers 
continue to sell a lot of jackets, 
new and classic, but are teams 

changing what they buy?  
There’s a lot of technology in today’s jackets, 

from fabrications to designs. Beyond warmth 
and protection, jackets are about looking good 
and feeling comfortable. In some markets old 
standbys are giving way to new higher tech 
options. Lightweight performance is preferred, 
layers over bulk.  

“The team market is changing with an infusion 
of new patterns and textures,” says Brad 
Sullivan, director of marketing at Holloway. 
“Successful dealers embrace change and push 
the limits to help teams stand out.”  

Keith’s II Sports, Pittsford VT, sells to school 
teams and recreation leagues from many 
vendors, including New Balance, Russell, 
Holloway, Alleson and Badger.  “We probably sell 
more non-branded jackets because people are 
still price conscious, but kids want what the pros 
and high-profile colleges wear so we sell all the 
big brands, except Nike,” says director of sales 
Calvin Lanfear. “Here in Vermont the kids wear 
hoodies even when it’s 20 below outside. Quarter 
zips and baseball jackets in slimmer fits and 
modern fabrics are also popular. Everything is 
lighter weight with moisture management.”

“Jackets are a big part of our business, but 

we’re not much into the big brands around 
here,” says Matt Cook, president of Plymouth 
Trading Post, Plymouth, MI. “Jacket sales go 
in cycles like everything else in this business. 
Some years we sell a lot and then the next year 
maybe a little less.” 

In Ogden, UT, Sav On Sporting Goods sells 
more jackets to elite travel teams than high 
schools due to a competitive market. “There are 
many team dealers in my area selling the name 
brands and I can’t compete with their prices,” 
says owner Justin Nakaishi. “I decorate off-
brands in-house in school colors. The goal is to 
sell more jackets and vendors constantly update 
styles, colors and cuts to keep up with trends. 
Around here travel teams have adopted the high 
school colors and we see them changing from 
traditional greens like forest green to Seahawks 
lime green.”  

It’s the dealer’s job to stay ahead of the curve. 
“The surest way to sell more jackets is to know 
your customers, work within their budget and 
at the same time push the envelope on style and 
design,“ says Andrea Cancellieri, VP-marketing 
at Game Sportswear. “The great thing about 
trends is that they eventually change and when 
they do you can to sell something new or classic 
to replace it.” 

Custom Looks
Teams want jackets with a custom look, 

whether it’s edgy, traditional or trendy. Vendor 
jacket builders can help dealers expedite new 
designs and encourage color use and custom art 
helps teams standout.

“We see a lot of teams are moving away from 
the standard mascot,” says Heather Brunner, 
marketing manager at Charles River. “Kids 

today are tech savvy and they want to create 
a new logo design virtually, or try decorating 
techniques such as laser etching and heat 
transfer in unique locations to obtain the wow 
factor.”

While some teams want highly customized 
graphics or elaborate sublimated designs, 
others stick to more traditional looks in updated 
fabrications. “There is still a big market for 
tradition, using classic applications to highlight 
the school or team name, or the player or team’s 
achievements,” says Cancellieri.

Either way, teams are no longer willing to settle 
for stock colors that are close but not quite right. 
“Giving teams the opportunity to order jackets 
in their colors is an important strategy and our 
custom outerwear program enables dealers to 
offer exact team colors,” says Mike Hanrahan, 
general manager at Delong. “We want dealers 
to know that Delong is back. Using our online 
Apparel Builder they can quickly create designs 
shown in real photos, not line drawings, and 
email them or drop on the teams online store.”

Sublimation has reached into the jacket 
business and now acts as an exciting new option, 
delivering a one-price option for unlimited 
colors and designs. “There’s a lot of buzz around 
sublimation. This year new sublimated hoodies 
and zip-up jackets are being introduced and that 
will be huge,” says Cook. 

“Teamwork and Alleson do a good job and 
we just received new sublimated samples from 
Adidas,” he adds. “Champro offers lower prices 
on sublimation and they do a good job for us. 
What made a big difference for us was having 
their rep show us how to use their design builder. 
Once familiar with it, we were more likely to 
order from them versus another company.  

WELCOME TO THE

In the team jacket business, there is no such thing as too many hoodies. 
Players want jackets with a custom look, whether it’s trendy or traditional.
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Making Varsity
THE CLASSIC VARSITY JACKET
is cool again, but this is a market 
in transition. Few of the old 
parameters apply. Technology 
has changed how this business 
is done. Teams have changed 
who gets one and what they 
want. There are updated 
designs, women’s styling, 
more customization and faster 
delivery options.  

“Classics never die, they are 
cyclical. The varsity jacket is 
always cool because of the way 
its decorated and worn as an 
award or achievement,” says 
Andrea Cancellieri, of Game 
Sportswear. “The All-American 
look can only be completed with 
the All-American Varsity Jacket. “

Plymouth Trading Post sells 
many traditional wool letter 
jackets with leather sleeves. “The 
letter jacket is a traditional item 
and our business is steady year 
to year,” says Matt Cook. “We 
order 300-400 Delong jackets 
at the beginning of the season 
and keep 10-12 of each size in 
stock. We use a local business 
to decorate them, so we can turn 
the order in 10 days.” 

The bulk of his varsity jacket 
business occurs at the end of the 

fall sports seasons. “These days 
athletes just have to be on the 
roster to get a letter, so everyone 
can get a varsity jacket, plus the 
bands,” says Cook. 

Delong has seen a modest 
upswing in the varsity jacket 
category. “Fit is key and the 
decorations recognizing the 
athlete’s accomplishments play a 
big part in the buying decision,” 
says Mike Hanrahan. “Since 
Delong manufactures all our own 
chenille and other decorations, 
we provide a one-stop shop for 
the dealers when it comes to 
their customers needs.” 

The latest trend in varsity 
jackets is the ability to customize 
the jacket to exact specifications. 
“Varsity jackets can be seen in 
all markets right now, in lighter 
fabric weights and various colors 
and printed patterns,” says 
Charles River’s Heather Brunner. 
“Female athletes want slimmer 
fitting jackets, with non-traditional 
details such as extra buttons 
or an extra zipper pocket. 
Male athletes generally trend 
toward the basics in color and 
style and are not as concerned 
about variety and being fashion-
forward.”

One challenge for dealers in 
working with this new technology 
is that there may be too many 
options. “There are lot of 
companies selling sublimation for 
a wide range of prices and quality 
across the board, so you have to be 
careful,” Cook says.

Women’s Designs
Designs and fits designed 

specifically for women are driving 
business. If it doesn’t fit, they don’t 
want it. While team jackets have 
traditionally been offered in unisex 
sizes (aka men’s), this is no longer 
the case.  

“We cater to women’s teams 
and the girls like it when items are 
offered in true sizing. Women’s 
hoodies, for example, are a little 
more fashionable,” says Cook, 
whose business is 60/40 guys to 
girls, primarily because of a huge 
baseball business.  

 Women’s teams can spend more 
dollars even though there are fewer 
players. “Girls love to shop and 
accessorize. The high school’s girls’ 
soccer team buys more product 
then the football team in spite 
of the numbers disparity,” says 
Lanfear, whose business stands at 
50/50. “We do every sport for both 
sexes except football, and we tell 
our reps to make sure they call on 
the girls’ teams.”  

Thumb-Thing Different
Following Under Armour’s 

lead, he has grown that business 
percentage-wise more than any 
dealer in the country. “Under 
Armour has been successful 
promoting their products with 
high-profile female athletes. 
They’re introducing a new ladies’ 
cut sweatshirt with thumbholes to 
cover part of hand with sleeves,” 
says Lanfear,

Thumbholes and scuba hoods 
are trending outerwear features, 
and girls will often choose trendy 
items over basics. 

“The trend for thumbholes 
started a few years ago, but 
since early 2014 it has been a 
very popular feature of women’s 
athletic jackets, shirts and sweats,” 
says Brunner.  “Insulated jackets 
that include storm cuffs with 

thumbholes keep the wearer 
warm and protected from wind. 
Thumbholes are also useful in 
keeping sleeves in place during a 
workout. And thumbholes are a 
great substitute for gloves in the 
late fall and early spring, providing 
warmth and ventilation.” Charles 
River’s women’s Stealth Jacket, 
new for 2015, is a hooded full-zip 
sweatshirt that has this feature.

Nakaishi sees girls’ teams opting 
for this design. “For our women’s 
teams we always offer a some type 
of jacket in team packs, usually a 
hoodie. About half of our women’s 
hoodies are now ordered with 
thumbholes,” he says.

Another trending item is the 
scuba hoodie, a collar that comes 
up higher around the neck. 
“Girls are choosing the scuba 
neck because it’s warmer, with 
thumbholes in the bottom of 
each sleeve to slide their thumbs 
into,” explains Maria Brockhaus, 
director of marketing at Augusta 
Sportswear. The company’s Ladies’ 
Spry Hoody, Freedom Pullover and 
Zeal Hoody all have this design.”   

Lightweight, All-Weather Performers
Quarter zips and lightweight 

layering jackets are selling well. 
Also trending are shooters’ shirts 
for basketball, while warm-ups 
seem to have lost the cool factor in 
high schools.   

“We usually order something 
besides the traditional warm-
up jacket, especially in the high 
schools,” says Cook. “For baseball 
the schools are wearing a nylon 
pullover such as the Rawlings 
Breaker jacket. The quarter-zip 
has caught on in the high schools, 
though not as much in the youth 
market. We use Holloway quite a bit 
and by stocking it for the three area 
high schools we create foot traffic 
in our store.”

With high schools in his area 
trending toward Under Armour or 
Adidas brands, Lanfear sells a lot of 
retro style jackets in lighter weight, 
stretchy fabrics. “The hottest item 
we have is Under Armour’s Sideline 
Twisted Tech one-quarter zip. It’s 
a lightweight layering piece in a 
retro heathered look, offered in an 
expanded pallet for women and just 
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Varsity Proven: Holloway (left), DeLong (right), and Game (top of page) 
have what is takes to make varsity jackets. 
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What’s Trending
Charles River 

lightweight quarter-zip pullover featuring 
TopShield moisture management treatment 
to wick moisture. 

Augusta Sportswear

features contrast color inserts in adult, ladies’ 
and youth sizes and 13 colorways.   

tricot jacket, with a soft hand and quiet fabric 
in adult, ladies’ and youth sizes and in 11 
colorways.  

and thumbholes in the sleeves (photo left), 
in performance fabric, in adult sizes and 10 
colorways.

Holloway  
The Agil-Knit collection (photo left) features 
men’s and ladies’ quarter-zip and full-zip knit 
jackets in an InfraRed Dot print that stands out. 

Delong

(photo below left) in ultra soft polyester 
comes in men’s, women’s and youth sizes. 

snap front closure and optional zipper comes 
in men’s and youth sizes.

Game Sportswear
Game has two new poly-fleece hoodies for 
2015 — the Edge Performance Hoodie (photo 
left) and Endurance Hoodie Color Block 
quarter-zip Hoodie. 

Tonix
A new quarter-zip performance hoodie (photo 
above) is constructed with performance fleece 
fabric that is lightweight, comfortable and 
durable.

introduced in a few colors for men,” 
he says. “It looks old style, but it 
has moisture management and 
stretch. We can’t keep them in stock 
and we sell them in every women’s 
team web store.” 

Nakaishi sees high schools 
opting for hoodies as well. “If they 
do order a jacket, it’s a Rawlings 
fleece or a Mizuno in long and short 
sleeves,” says Nakaishi.

According to Mike Chen, general 
manager at Tonix, warm-up sales 
continue to be popular for some 
teams such as cheer, track and 
field and soccer. “Overall, other 
categories like hoodies and pullover 
crew neck sweatshirts seem to have 
gained in popularity and that may 
have displaced warm-up usage in 
some cases.“  

Cook replaces warm-ups with 
other options. “The only sport 
we consistently sell warm-ups for 
is hockey, and they use hockey-
specific brands such as Bauer,” he 
says.  “Back in the day the soccer 
teams ordered warm-ups, but those 
kids don’t wear them even when 
the school issues them. They might 
wear the warm-up jacket with 
sweatpants, or the warm-up pants 
with a hoodie. I guess it’s no longer 
cool.” 

Shooter shirts are replacing 
basketball warm-ups. “We used 
to always sell basketball warm-
ups, but now maybe one out of 
10 high school programs buys 
warm-ups. Most teams are opting 
for a shooting shirt instead,” says 
Nakaishi. 

“We see warm-ups at the 
collegiate level and travel teams, 
but not as much in the schools,” 
says Lanfear. “In basketball where 
they once reigned, shooter shirts 
are replacing the warm-up.”   

  
Hoodies Dominate

Hoodies are the comfort food of 
athletic wear. Versatile, all-purpose, 
easy, comfortable, stuff-in-your-
gymbag, customizable, price 
performing, high tech hoodies 
dominate the team market.  

Every team has at least one. 
Kids have closets full of hoodies 
that they wear as streetwear, to 
practice or as team jackets. There’s 
always room for more hoodies, 

decorated with lettering, tackle 
twill, embroidered or sublimated.

The hoodie, it seems, is unlimited 
in its ability to charm.  

“Hoodies are a staple of every 
team, but where they used to order 
the cheapest one, now they spend 
a bit more,” says Cook. “We stock 
a $60 Holloway sweatshirt that we 
order decorated for spiritwear and 
sell over the counter.”    

 Lanfear includes a hoodie 
in every online team store. 
“Something like 99.9 percent of 
the time teams want a hoodie and 
the high school kids wear them 
year round,” he says. “I think that 
the brands develop new products 
because they know how the kids 
wear them. Under Armour’s Storm 
Hoodie repels water and their Cold 
Gear Infrared hoodie absorbs and 
retains body heat.”   

Teams typically choose between 
a hoodie and a jacket, not both. 
“I sell mostly Badger and SanMar 
performance hoodies that we 
decorate in-house with a team name 
and number, either embroidered or 
screenprinted,” says Nakaishi,

Branded or not, hoodies offer 
some combination of style, 
performance and comfort.  

“Our newer performance hoodies 
combine on-trend designs such 
as thumbholes, scuba hoods and 
pouch pockets, with moisture 
management and four-way stretch,” 
says Brockhaus. “Our new fleece 
hoodies are warm and styled for 
fanwear.”

These solid price performers are 
sold to school stores and boosters. 
“Dealers can make solid margins on 
our performance fleece, decorated 
with tackle twill and embroidery 
at a competitive price,” says 
Hanrahan.  

Sublimated hoodies are the next 
big thing in the team market. “Fully 
sublimated hoodies with team 
colors and logos will be huge. My 
only potential issue will be if the 
price is low enough and the lead 
times,” says Lanfear. “One thing 
that makes sublimation attractive 
is that you can get fill-ins for even 
one item at the same price as the 
original order, eliminating the setup 
up charges you get with screenprint 
and embroidery.” 
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SPALDING

What’s Trending: Breakaway and durability are key features for 
goals and nets. The price/value equation is not always a part of the 
conversation, but when customers can get more life out goals it can 
make a big difference in the long run.

Advice for Dealers: Look up. Goals, nets and backboard padding 
are the easiest and most economical way to spruce up a gym. 
Because of the lower price points on these products, customers can 
make a big impact on safety and design esthetic in their gyms.

New Products: The Arena 180 Goal is a high-performance goal 
with 180-degree positive lock breakaway action for professional and 
collegiate play. It is factory calibrated to meet NBA rebound elasticity 
requirements. 
The Slam-Dunk Precision 180 Goal is a high performance goal with 
180-degree reflex action for collegiate play. Its adjustable reflex 
mechanism maintains NCAA rebound elasticity requirements.
Spalding also sees more and more customers taking advantage of 
the Pink Goal and Anti-Whip Net for charity events, especially during 
Breast Cancer Awareness month. 
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LINESWELIKE
Insight into six leading goal and net brands and what’s new for 2015.

GOAL SPORTING GOODS

What’s Trending: For the last few years customers are trending 
back to domestic manufacturers because of quality and cost issues. 
They are also buying more higher end goals with portable wheels 
that will last longer. Goals need to be portable due to multi-use fields 
requiring multiple sports on fields. 

Advice for Dealers: Margins are already excellent. Pay attention to 
customer needs and always keep in mind a domestic manufacturer 
can supply missing or lost products over the years while importers 
can not. Do research before seeing the customer. Anticipate their 
needs based on previous purchase history and experiences.

New Products: European L-shaped portable goals in 3x4-inch 
elliptical aluminum tubing throughout have channeled tubing that 
allows for quick net attachment.

European L-Shaped Portable Goal

Pink Goal Nets

Arena 180 Goal Slam Dunk Precision 180 Goal

CARRON NET

What’s Trending: Customization and 
personalization continue to drive sales. 
Schools, clubs and sports facilities love 
seeing their name and logo on their 
nets and are willing to pay a premium 
price for the ability to do so. 

Advice for Dealers: Even the best 
made, most durable nets wear out 
eventually. Walk into a building with the 
eyes of a spectator, maybe one visiting 
for the first time. You’ll be surprised at 
what you notice and what can turn into 
a sales opportunity.  

New Products: Carron Net has expanded its standard net line with 
improvements to its competition level volleyball nets as well as stock 
nets for high-growth sports such as beach volleyball, beach tennis 
and pickleball, all of which can be ordered with custom imprinted 
headbands.  

www.teaminsightmag.com
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BOWNET

What’s Trending: Training nets are on the rise in all ball-driven team sports and are becoming 
more specialized. Bownet has nets specifically designed for volleyball, football (it is on most 
sideline of every top college football team), baseball, softball, field hockey, cricket, lacrosse, tennis 
and roller and street Hockey.  

Advice for Dealers: Show the nets. Put a sample up in the store and take one to the practice 
field to let the coaches see them, how easy they are set up and how well they perform. Word gets 
around quickly.  

New Products: Elite Baseball Series nets for college and pro level baseball players and coaches. 
Mega Mouth, Big Mouth, Protection and L Screen. Big Mouth 2. The BM2 baseball net stands 
21.5 X 8-feet and can accommodate two batters and a pitcher simultaneously. Also new are 
BM-R-Colors, a Replacement Big Mouth Net. No need to buy the complete net and frame again if 
the old one wears out. 

Big Mouth 2

New BM-R-Colors

L-Screen EliteBig Mouth

Mega Mouth

www.teaminsightmag.com
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UPPER 90

What’s Trending: Coaches and especially players want the goals they 
see on TV watching the game being played at the highest level — the 
World Cup and the English Premier League. So goals are trending 
towards box net styles in 2015 along with the hexagon net.

Advice for Dealers: First, find out which kind of backstays the goals 
have when they are selling nets. Next, be sure and get the right size of 
the goal as there are many sizes for different age groups. 

New Products: Upper90 has developed a box net style fully portable 
goal for 2015. The box net goal is favored by players and coaches, but 
traditionally has been stationary in ground sleeves. With the popularity 
of artificial fields a portable goal is almost a must. Fields are shared by 
multiple sports and using stationary soccer goals is not practical. 

Orbit Flex 180 
Basketball Goal

Portable World Cup Box Goal

PORTER

Advice for Dealers: Just ask the question, “Do you need new nets?” They 
are a simple item to sell and a necessary item for the game. At some point 
every year a coach needs to replace a net or two. It gets the coach used to 
and comfortable working with you as a sales rep and buying your products.  

New Products: The Orbit Flex 180 Basketball Goal is coming out in June. 
It is a more economical competition basketball goal that flexes at all points 
around a 180 arc in front of the rim. It is designed for competition play in 
high school, college and recreational facilities. 

www.carronnet.com
www.teaminsightmag.com


By Tim Sitek

T echnology is the name of 
the team sports game in 
2015 and to varying degrees 
dealers are embracing it to 

make their operations more efficient 
and, in the end, more profitable. 
Rare is the team dealer or roadman 
not taking advantage of technology 
in their daily lives.

One thing remains clear, though. 
No matter how advanced the tools, 
in team sports people still make 
the difference. High tech doesn’t 
reduce the need for high touch. As 
one dealer states, “Nothing beats a 
salesman in front of a coach.”

With that in mind, here’s a look 
at how four team dealers across 
America utilize technology to 
improve their service, productivity 
and, hopefully, profitability.

California Pro Sports
Creative Vision

In business for 32 years, Kim 
Harsh has seen a sea of changes in 
the team dealer industry. The owner 
of California Pro Sports in Harbor 
City, CA, hasn’t survived for more 
than three decades without looking 
ahead instead of back. Technology 
has helped the business and its five 
roadmen move forward as it covers 
large swaths of Southern California.

“It’s made everything immediate,” 
Harsh says of today’s high-tech 
world. “Coaches expect things 
because they sent an e-mail or text. 
They think we sit in front of our 
computers all day.”

To handle this fast-paced world, 
his roadmen can’t live without their 
smartphones, sending out text 
messages especially to younger 

coaches. Communication still 
remains key, since a text message 
doesn’t always accomplish the goal. 
Consequently e-mails, particularly 
to show artwork, are necessary.

And as part of this, his roadmen 
come equipped with a uniform 
builder to help coaches turn their 
thoughts into real designs. He uses 
a software service that charges a 
monthly fee. 

But he backs up that service 
with three artists on staff, since a 
coach’s design still may need work, 
especially to make sure it meets 
any rules at the high school level. 
“The uniform builders give them the 
vision of what they want and then 
we have to fine tune the design to 
make sure it works and meets any 
regulations,”  
Harsh notes.

Customized online stores also 
spur sales while taking a lot of 
workload off a coach’s shoulders. 
“It’s a blessing,” Harsh says of the 
online stores. “It’s good business for 
us. The organized coach makes it 
successful.” 

Suppliers as well have made such 
stores easier to set up since dealers 
can check stock levels before 

products are selected and added by 
the coaches. 

The benefits extend to the 
business side as well. “It allows us 
to write purchase orders online. We 
can check stock anytime and then 
place orders on a weekend so it hits 
on Monday morning,”  
Harsh notes.

A member of Athletic Dealers of 
America, Harsh takes advantage 
of the buying group’s resources. 
In fact, he served as head of the 
committee that designed its 
e-commerce site available to ADA 
members.  

Yes, technology can be 
challenging, Harsh observes. 
Switchovers in platforms by 
vendors can cause any dealer 
to pull out his hair, Harsh says. 
“When a particular company does 
a switchover either updating or 
changing over, it may take weeks. 
That always presents problems.”

As technology pushes ahead, 
changing constantly, one thing 
remains important — the person on 
the other end of that computer or 
smartphone, Harsh says. 

“Nothing beats a salesman in front 
of a coach. They have someone to 
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TECH& 
TOUCH
Speed to market. Increased efficiency and 
productivity. Improved business systems. 
Reduced errors. Staying connected. Team 
dealers recite a litany of benefits of the tech 
tools that they employ either on the back end  
or front end of serving their customers.
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answer to,” he says. “That one-on-
one is so important to understand. 
It still comes down to service and 
knowledge. The personal touch 
makes you stand out better than an 
Internet site.”

 
Allen Sports Center
Immediate Response

Whether it’s setting up online 
stores, e-mailing quotes, sending 
out artwork for approval or using 
Skype to hold sales meetings for his 
roadmen covering the west coast 
of Florida, Don Bates, owner of 
Allen Sports Center, in Seminole, FL, 
knows technology is a key part of 
running his business.

All of his eight roadmen now 
carry iPhones or iPads, replacing 
laptops, as they cover the west 
coast of Florida and parts of 
Georgia. Along with that, those 
devices mean instant access. 
“It’s heightened the sense of 
immediacy,” Bates says. 

But that may not be possible, as 
coaches may send pictures of what 
they want. Unfortunately, those 
coaches may not have the budget 
for that college design with 10 
colors or it may not even be legal 

under high school rules.
“The other problem is that 

customers have access 24 hours a 
day,” Bates says. His roadmen will 
get texts at all hours of the day and 
night, every day and night. “It’s 
up to the salesman whether they 
answer it. We have a couple guys 
that will answer those text at 3:00 
a.m. We let our sales reps decide, 
and it’s okay if you aren’t available 
on weekends or 24 hours a day.”

It’s a mobile world, Bates 
continues. Even he sees it. “I coach 
a Little League baseball team and I 
get texts all the time. Coaches like 
the access. We try to be cautious 
with our cell phone numbers. You 
can’t give it to every retail customer 
who wants to buy a bat. He may ask 
several questions and consume a 
lot of time.” 

He knows that today’s technology 
helps. For example, suppliers now 
provide uniform builders that are 
good tools when working with 
coaches. Once again, salespeople 
often have to rein in younger 
coaches who are adept with 
technology but fail to stay within  
the rules.

As a Sports Inc. member, he 
works closely with OrderMyGear to 
build online stores. He appreciates 
that the sites improve cash flow and 
allow coaches to coach rather than 
chase down players to pay for their 
orders. 

“An awful lot of schools use the 
customized sites,” he notes. Some 
use it for fundraisers, too, by adding 
a few bucks to each item. He even 
has a couple all-school sites, but 
those can be more difficult than a 
team site. 

“These all-school sites may run a 
few months and you may only get 
an order for one item. A team site 
only runs two to three weeks and 
the coach often requires players to 
purchase many of the items.”

Overall, Bates believes tech 
has made his business better. “It’s 
made us more responsive to the 
customers.”

The biggest obstacle is staying 
up to date. “You constantly have 
to update,” Bates says. We are 
updating our computers. You have 
to update your website. You have to 
have personnel to do this.” 

Plus, he always approaches tech 
updates with a simple question: 
“Tell me everything that I need 
before I take the next step.” That 
often means more than just new 

computers, but also new software 
and even printers.

The personal touch remains 
paramount. “We try to deliver our 
packages. We don’t drop ship them. 
We want to let them know that we 
are there,” Bates says.

Decker Sporting Goods
Closing Sales

Communication is key in the 
team dealer business and today’s 
technology improves the process 
on many fronts, says, Barry Cory, 
co-owner of Decker Sporting Goods, 
Mason City, IA.

“Basically, it’s the way we 
communicate with our customers 
and vendors,” Cory says of 
technology’s impact on the 
business. “It’s really great working 
with our customers since we can 
communicate 24/7. Our salesman 
may not always appreciate that. The 
smartphones have had the biggest 
impact. We no longer have to run 
down the coach in between classes. 
Now we can send texts to get things 
done.”

But it goes well beyond that. Cory 
knows that it’s important to deliver 
what you promise. Inventory look-
up better ensures the entire order 
can be delivered. Years ago, dealers 
relied on quick response from 
vendors that made goods in the 
United States. As production shifted 
overseas, roadmen often had to 
make two or three visits to finalize 
and fill an order. 

“We can now see what the 
inventory is before we finalize an 
order, so it streamlines the process. 
This saves a tremendous amount 
of time. We can get this information 
quickly and to the customer,” Cory 
notes.

Covering most of Iowa, his 11 
roadmen carry tablets that provide 
access to wealth of information. 
A Dropbox stores catalogs and 
price sheets. Roadmen can call up 
promotional flyers and artwork. 
Uniform builders help in designing 
the look a coach wants and can 
afford.

Back in the office, Decker uses 
Bizhub from Minolta, a high-end 
copy machine that prints flyers 
and online orders. “We generate 
volumes of flyers. We can e-mail 
directly from this. We don’t do 
anything general. We work with 
the coach and booster club to 
design a program for them. It’s then 
important to produce a flyer that 

can be sent out to the end customer 
so they see what’s available and 
how to order from their site,” he 
says.

Decker taps into OrderMyGear’s 
e-commerce platform to develop 
those online stores for schools, 
booster clubs and even companies. 
He’s currently working with some 
large school districts that want 
an online catalog to streamline 
purchasing.

His print shop uses newer 
automated printers that help 
crank out production. The Roland 
VersaCAMM printer does multiple 
colors, allowing Decker to produce 
15 to 20 jerseys without coating 
screens. The big jet printer applies 
heat to the garment and handles 
complicated designs, he notes. 
Besides saving time, it shaves costs 
and there’s no longer a minimum.

As a Sports Inc. member, he 
appreciates the tools given to 
members. Vendor programs and 
specials are easy to access. Plus, 
it streamlines payables through its 
centralized billing. “Almost all of our 
invoices are handled electronically. 
We can upload all of those invoices 
from Sports Inc. each morning. It 
then helps us get our billing out 
more quickly. 

Cory sees very few challenges 
presented by technology besides 
a learning curve. “Every so often 
you have a salesman or coach that 
doesn’t want change. But once 
you expose them to it, they see the 
advantages. We really haven’t seen 
too many problems in this area.”

He also knows that technology 
is just another tool to provide 
service. “Personal relationships 
are still the key factor. Technology 
helps provide the support and 
close the sale faster. The personal 
relationship will always be there.”

Red’s Team Sports
Take It To The Bank

When Ted Koontz traded his 
banking career to enter team 
retailing five years ago, technology 
wasn’t an afterthought but part 
and parcel of his business plan. 
He bought Red’s Team Sports in 
Tampa, FL, an established business 
in the area for 30 years now. The 
single store focuses primarily on 
team sports with leagues

“It’s a radical change,” Koontz 
says of how technology is changing 
the team business. I come from 
a technology background. I 
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have uniforms that get done in the 
Philippines and China. It drives 
everything we do, from the art we 
create to e-mails.”

Technology is the only way to 
survive, Koontz adds. “If you aren’t 
using technology, you are dying and 
don’t even know it.”

Technology simply opens the 
world, Koontz says. “It isn’t cost 
savings initially. I generally believe 
it will generate savings. The biggest 
advantage is exposure. Plus, it increases 
your breadth and depth of reach. We 
also can reduce mistakes and increase 
communication through our workflow 
processes and communication.”

That service is important, since 
consumers are demanding immediate 
results. 

“The challenge we have is the 
Internet,” Koontz notes. “Amazon 
in particular has taught customers 
you can get the product two days.
With decoration, it takes a few weeks. 
Customers are very demanding in how 
fast they want the order. They also want 
more sophisticated decoration. We see 
more requests for custom sublimation 
and decoration,” Koontz notes. 

Handling those expectations requires 
technology to stay in touch with 
customers while finding ways to speed 
up the process.

Besides managing expectations, tech 
comes with a price, Koontz says. “It’s 
expensive and you don’t always get it 
right the first time. It’s always going 
to cost more and take longer than 
you expect. Sometimes, companies 
overpromise. I’ve had several platforms 
for the shopping cart that we use. I 
know how to communicate what my 
business wants but it didn’t always pan 
out.”

And while consumers demand more, 
they still need the personal touch, he 
says. “That will always be a challenge. It 
changed my model from the team side. 
You have to be able to greet customers 
and the phones are always answered. 
I have to budget my time to talk with 
coaches. You have to stop what you’re 
doing to speak with the coach. We 
always balance things. We may drive to 
see the customer.”

Koontz adds that even technology 
can provide high touch. “You have the 
ability to engage customers by sharing 
information such as on YouTube and 
other social media.” 
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ISSUES / TECHNOLOGY

BSN’s Tech Focus
AS IT EXPANDS INTO A TRUE NATIONAL NETWORK OF TEAM DEALERS, TECHNOL-
ogy remains a key component of BSN Sports’ business strategy. The company 
continues to grow by arming its 500-plus roadmen with tools to get the job done 
when they call on schools and organizations. Additionally, it supports its road 
warriors with an array of resources that give them more time to sell and less time 
tracking and filling orders. There’s little doubt that these tech resources are a 
strong draw in generating interest from team dealers looking to become a part of 
BSN Sports, as well as making them more efficient once they join the BSN team.  
Team Insight caught up with Adam Blumenfeld, CEO of BSN Sports, Farmers 
Branch, TX, to get his take on the role of technology in the team dealer business. 
Needless to say, he’s a big advocate of using the latest tools to help build sales 
and provide service. But he’s ever mindful that high tech never replaces high 
touch. It simply complements the two. 

How has technology 
changed the way you 
do business?
It has revolutionized 
the way BSN Sports 
interfaces with 
customers, sales pros 
and vendor partners. 
It remains useless, 
however, without 
exceptional people, and 
their tireless commitment 
to embrace change and 
service the customer. 

How has technology 
supported your 
acquisitions and 
expansions?
Sometimes we acquire 
businesses that use 
fairly current technology. 
Other times, the entire 
operation is run on pad 
and paper. The strength 
of our approach is 
that our technology is 
built for first-time users 
and tech geeks alike. 
You can make it as 
simplistic or advanced 
as you like. In the end, 
we know that one size 
does not fit all, which is 
why our technological 
solutions have to be easy 
to use and replicate. 
This creates scale. We 
want any level of user 
to be comfortable in 

our system and have 
fun expanding their 
knowledge base while 
staying true to their first 
love, which is building 
lifelong relationships with 
customers.

What technology tools 
are your roadmen 
using?
iPhones and iPads are 
common tools. But the 
strength lies under the 
hood. Anyone can carry 
an iPad. Proprietary 
BSN technology allows a 
sales pro to check real-
time inventory in virtually 
every important spot in 
the industry; decorate 
artwork in front of the 
customer; and process 
an order that used to 
take five days in about 
15 minutes. The great 
thing about technology 
and our approach is it 
just keeps evolving every 
60-90 days. We are 
constantly refining how 
our system works to 
respond to the growing 
needs of the market and 
our professionals on  
the road. 

What are you seeing as 
the the real benefits?
The number one benefit 

is time. Last I checked 
none of us were getting 
any more of it. It’s 
the most precious 
commodity we have. 
So everything we do at 
BSN Sports is designed 
to save time and create 
harmony in the work/
life balance with our 
teammates and allow our 
coaches to do more of 
what they signed up to 
do — coach!

What are the 
challenges of 
implementing 
technology and the 
drawbacks? 
Challenges are the 
cultural and behavioral 
change it takes any 
organization large or 
small to adopt change of 
any kind. We all like what 
we know. Changing how 
we think often requires 
a step back before 
taking a step forward. 
We pride ourselves 
on appreciating this 
challenge and creating 
many different ladders for 
both sophisticated and 
novice users to climb in 
their pursuit of positive 
change. If done right, it 
can be inspiring.
The drawbacks are 

that tech installs are 
incredibly expensive. 
They go wrong more 
than right and usually 
require a big and 
talented tech team. And 
it takes iron will to fight 
through weeks, months 
or even years of fixes 
and rewrites as you try to 
perfect the technology. 
And as a parting gift, 
often by the time 
everyone gets comfy with 
a new process of install, 
the world has shifted to 
a new technology. The 
pace of change can be 
daunting to maintain 
and makes the idea of 
a one-time investment a 
fool’s theory. It’s a daily, 
monthly process to just 
keep up. It’s even more 
challenging to lead. 
 
How do you balance 
high tech with high 
touch?
Our industry is very high 
touch. No secret there. 
An elegant solution is 
one that marries the 
reality of daily business 
with the wants and 
needs of our customers. 
If you can find the proper 
intersection between 
tech and touch, you win. 
That’s what makes the 
challenge so exciting. We 
have been fortunate to 
locate that point on the 
grid – which is a moving 
target – a few times and 
this has driven a good bit 
of BSN’s performance. 
But not more than our 
people. Great technology 
really just makes well 
intentioned and talented 
people even better. It 
doesn’t replace — it 
accentuates. 
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PRODUCT SHOWCASE / ADVERTISEMENT

Cutters Bownet SanMar Teamwork

Receiver’s Glove 
Cutters’ re-designed Gamer is the ideal glove for the 
player seeking padding with the feel, grip and dexter-
ity of a high performance receiver glove. Featuring a 
perforated C-TACK palm for extreme grip with added 
ventilation, with a perforated compressed neoprene 
and molded foam padded back of hand for light-
weight, flexible, breathable protection. Game Chang-
ing Performance and Protection.  

Volleyball Station
The Bownet Portable Volleyball Station is a portable 
sports net that works great with its front net or a 
team’s court net with the non-marking rubber feet. 
The key to the product design is the “bow” in the 
poles, which allows the poles to flex, and puts less 
stress on the net.

Hooded Pullover
Introducing the new Sport-Tek Sport-Wick CamoHex 
Fleece Colorblock Hooded Pullover from SanMar. For 
maximum impact, the sublimated CamoHex print is 
strategically placed inside the hood and on the inner 
sleeves and side panels, in three bold color combina-
tions. Sport-Wick moisture wicking technology helps 
keep you cool and the front pouch pocket is perfect 
for keeping hands cozy and warm. www.sanmar.com 

Sublimated Uniforms
ProSphere fully sublimated team uniforms and fan 
gear from Teamwork Athletic offer endless options for 
customization. Simple online ordering allows you to 
choose the design, cut, fabric and color. Teamwork 
is the fastest sublimated manufacturer in the indus-
try offering three-, five and 10-business day options. 
www.prospheresports.com.

Badger Sport Under Armour Augusta Franklin

Shock Tee
Badger Sport’s new 4183 Shock Tee available in eight 
colors. Carried in adult and youth sizes. Only one 
of 35 stock-sublimated tees available ready to be 
shipped.  Go to badgersport.com to see all the rest.  

Team Uniforms
Under Armour will “Push The Game” with its Armour-
fuse line of team uniforms. Our focus is to leverage 
the best technology, deliver innovative fabrications 
and designs by expanding its color, print and as-
sortment options. Includes signature Under Armour 
fabrications; lightweight, four-way stretch, moisture 
transport, maximum breathability; brilliant, vibrant 
team colors permanently fused directly into textiles; 
and limitless customization, all inclusive pricing with 
exclusive UA designs and customized prints.  

Soccer Shorts, Jersey
Augusta Sportswear’s new Lightning Jersey and 
Lightning Short (styles 1600/1601 and 1605/1606) 
are perfect for any soccer team. This uniform wicks 
moisture and has classic and timeless appeal. The 
covered elastic waistband and pad print label offer 
added comfort.  It comes in adult and youth sizes and 
17 two-color colorways.

Custom Batting Gloves
For the first time, Franklin is offering the ability to 
customize team batting gloves. From colors to mate-
rial to padding and personalization, never before has 
there been so many options when it comes to batting 
gloves. Customization is available in two of Franklin’s 
most popular styles, the CFX and the Pro Classic.

High Five

Women’s Top
The women’s V-Neck Evolution Top from High Five 
features a stylish, polyester micro interlock fabric with 
essortex. Pin hole mesh down the sides for breath-
ability and flexibility. Perfect of practice top or on the 
soccer field. It comes in 13 colors in Women’s and 
Girls’ (Style 72322/72323). High5sportswear.com

Tribe

Sublimated Jacket
Tribe’s fully sublimated Conquest jacket features 
vented back cape and shoulder gussets for a greater 
range of motion and breathability. With an optional 
fleece lining and hood, the Conquest is a jacket with-
out limits.

PRACTICE JERSEY

  AS LOW AS*

$6.35

888 464 3824 | www.A4.com*ADDITIONAL CONDITIONS MAY APPLY. CALL FOR DETAILS

N4139
NB4139         

Adult: M, L/XL, 2XL, 3XL, 4XL
Youth: XS, S/M, L/XL, 2XL, 

 100% Polyester Heavy Football mesh, 5.3 ounces per square yard
 Cowl 100% Polyester mesh

 Moisture Wicking, Odor Resistant, Stain Release
 Double-layer cowl

 Reinforced cover seam finish
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Reusch Jerzees Adidas A4

Keeper Glove
The Reusch Re;Load Supreme G2 Ortho-Tec, for Fall 
2015, includes its patented, removable Ortho-Tec 
stays, G2 Ultrasoft foam, Flexion Wave, ProFlex, and 
new Ceramic Silicone Dura Diveguard on the side of 
the glove. Also included is the AirVentSystem to keep 
the player cooler and dry. Its latest seamless Neo-
prene Wrist Bandage is included. Available in sizes 
7-11. www.reuschusa.com.

100 Percent Poly T-Shirt
Jerzees Sport T-Shirt, style 21MR is made of 5.3-ounce, 
100 percent polyester pre-shrunk Jersey with advanced 
moisture management performance and odor control 
technology. The T-shirt looks like cotton but performs 
like polyester, making it an ideal choice for sublima-
tion printing. Construction features include a seamed 
1 x1 rib collar with two-needle coverstitching on front 
neck; shoulder-to-shoulder taping; two-needle hemmed 

Training Jacket 
The Adidas Climacool Tiro ’15 Training Jacket is 100 
percent double knit polyester with elastic binding 
for improved comfort. This jacket features zippered 
pockets and a left chest embellishment location. 
Available in both men’s and women’s cut and in four 
colors.

Tri Blend Tee
Enjoy the softness of a Vintage T-shirt, but it’s new. 
Eight heathered color and a  fashion fit in our 50 per-
cent poly/37 percent cotton/13 percent rayon fabric.

Nokona Pearsox Spalding Under Armour Socks

Baseball Glove 
The Alpha Select S-200 Youth performance series 
is made with its top-of-the-line leathers, Stampede 
and Buffalo, for ideal structure, weight, and very easy 
break-in. The combination of these two proprietary 
Nokona leathers makes these gloves ready for play 
right off the shelf without any need for steaming. The 
Alpha Select Youth series is offered in three versions 
for the most serious travel ball players: the S-100 for 
up to 10U; the S-200 and S-300 for up to 14U.

Custom Socks
Pearsox is offering 100 percent USA made custom 
socks with a blend of 100 percent moisture man-
agement stretch yarn. Each sock is constructed 
with an ergonomic design, breathable mesh instep, 
arch support, and reinforced heel and toe in order to 
keep feet dry and discomfort free.

Alpha Football
The Alpha incorporates a “Spin Tech” box stitch on 
the stripe for easy point of reference and to help spin 
the ball during release to create a sharp, tight spiral. It 
features an exclusive Horween “S” tack leather cover 
and raised diamond lace for improved grip control 
and tacky feel.  www.spalding.com

Crew Sock 
The Under Armour Undeniable Mid Crew features 
ArmourDry moisture management, ArmourFit el-
evated support in key areas, a true left/right fit, stra-
tegic cushioning protecting high impact zones and 
ArmourBlock technology to help prevent the growth 
of odor-causing bacteria in the sock. The Mid-Crew 
silhouette provides a new, reduced height to athletes 
who love the style of the Undeniable, but would prefer 
a lower leg profile.
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BSN Acquires Two More
In its two latest acquisitions, 

BSN Sports recently completed 
the purchase of Green Sports 
USA’s Team Sales Division, West 
Monroe, LA. Green Sports, in 
business since 1990, is a distributor 
in northeastern Louisiana.

Then just last month BSN 
acquired Em-Roe Sporting Goods, 
based in Indianapolis, IN.  Em-Roe 
Sporting Goods, in operation since 
1913, sells to team accounts in 
Central Indiana. 

“With the addition of Em-Roe 
we have added over 100 sales 
professionals in the last 12 
months,” says Adam Blumenfeld, 
BSN chairman and CEO, 
expanding in California, Colorado, 
Washington, Oregon, Nevada, 
Alabama, Oklahoma, Mississippi, 
Ohio, New York, Texas, Florida and 
Tennessee.  

Team Dealer Show Relocates
The tenth annual Team Dealer 

Market will be held June 8-10, 2015 
at the Benton Convention Center 
in Winston-Salem, NC. The show 
is attended by team dealers and 
sporting goods stores from North 
Carolina and South Carolina. This 
regional show format has proven 
successful for the team dealers 
as well as the manufacturers and 
sales agents and has spawned 
similar shows in Georgia, 
Tennessee and Virginia. The fall 
Team Dealer Market will be held 
October 26-28, 2015 in Winston-
Salem. For more information: 
teamdealermarket@gmail.com. 

Kep Harding, 93
Kep Harding, who served two 

terms on the NSGA board of 
directors, died March 28 in Lincoln, 
NE, at the age of 93. Harding owned 

and operated Kep Harding’s Sport 
Shops from 1965-2005, with two 
locations in Lincoln and another 
in Grand Island, NE, before 
merging with Nebraska Sports. He 
also spent 19 years with Lawlor 
Sporting Goods in Omaha. He 
was a member of the NSGA board 
from 1976-82 and also served as 
chairman of the Sporting Goods 
Industry Hall of Fame Committee in 
the mid-1980s. Harding’s son Steve 
served two terms on the NSGA 
Board from 2004-10.  

Delta Completes Game Sale
Delta Apparel has completed the 

sale of its The Game headwear and 
apparel business to David Peyser 
Sportswear, which also owns MV 
Sport, for approximately $14.5 
million. The business consists of 
The Game products in bookstores 
and through dealers. 

END ZONE / NEWS

BUSINESS NEWS

ON THE SPONSOR FRONT

Majestic Extends With MLB
Majestic Athletic and Major League 

Baseball Properties have reached an 
extension of their contract that makes 
Majestic the official on-field uniform 
of MLB through 2019. Majestic retains 
exclusive rights to design, produce and 
distribute on-field uniforms, Authentic 
Collection apparel and replica jerseys, 
along with men’s and women’s fan apparel. 
Majestic will continue to produce its 
on-field uniforms at its facility in Easton, 
PA. Last year Majestic celebrated its 
30th anniversary of being on-field as part 
of the Major League Baseball Authentic 
Collection.

Spalding Teams With AAU
Spalding has entered into a multi-year 

partnership with the Amateur Athletic 
Union (AAU) that makes it the official 
provider of balls for AAU basketball, 
baseball, football and softball, including 
championship play. The partnership 
will also provide Spalding and the AAU 
with co-branded marketing and retail 
opportunities. 

PERSONNEL MOVES
Ken Rood has joined Holloway 
Sportswear as regional sales 
manager. Rood joins Holloway 
after 10 years as director of 
team sales at Pukka Headwear, 
where he was responsible for 
overseeing the sales, marketing 
and customer service functions 
for its team business. Rood is 
based out of the Holloway office 
in Sidney, OH. 

Chris Champ has joined 
Nation’s Best Sports (NBS) as 
category manager for the Team 
and Retail Athletic categories. 
Champ has been involved in 
the team business since 1986 
in inside sales, outside road 
sales and store management. 
He has worked with Iowa Sports 
Supply, Cedar Falls, IA, and 
then for Sports Authority Team 
Sales in Denver, CO. Most 
recently he was international 
sales manager and national 
sales manager for Adams USA.

Ed Christman, VP-marketing 
for Cramer Products, retired 
in March after more than 
a decade with the sports 
medicine company. Christman 
had been with Cramer since 
2004 and was responsible 
for guiding the company’s 
marketing department through 
several transitions that included 
the additions of the Cosom, 
Active Ankle and Stromgren 
brands. He also oversaw the 
development of the Cramer 
website and instituted the 
Cramer Advisory Board.

Pioneer International has added 
James O’Keeffe as VP-sales. 
He joins Pioneer to bolster the 
company’s penetration into the 
team sports, outdoor/indoor 
games and sports medicine 
segments. O’Keeffe previously 
worked with Sportcraft and 
Eastpoint Sports and most 
recently as national sales 
manager for Hedstrom. 

AYSO and Fox In Jersey Deal: The American Youth Soccer Organization 
(AYSO) and Fox Sports have entered into a jersey sponsorship deal as 
part of a five-year partnership. Starting this spring AYSO players will 
wear the new official AYSO-Fox Sports 1 jersey, with the Fox Sports 1 
logo prominently displayed on the right chest of all AYSO jerseys. The 
AYSO logo has been displayed on the left chest of all AYSO jerseys for 
50 years. 
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