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MICHAEL JACOBSEN

This topic – the future
of youth football in
America – is very close
to the hearts and
wallets of team dealers.

The Sky Is Falling!
All the negatives surrounding football spell doom for the sport. Or do they?

A

football player dies a few
hours after a big hit in a
New Jersey high school
game. Two weeks later, a
player in Washington dies three days
after sustaining an injury in a high
school game. Another high school
football tragedy occurs in late November in Texas.
Pop Warner participation numbers
are down. A school in the Midwest
that only two years ago won a
state championship disbands its
football program. The NFL settles
a concussion lawsuit for billions.
Former pro football players are

saying they wouldn’t let their sons
play the sport that made them rich
and famous. One survey ﬁnds that
fully half of Americans don’t want
their children to play football.
Is football doomed?
That’s the question senior writer
Tim Sitek poses to team dealers,
manufacturers and other experts
around the country in our cover
story this month and the answer is
an almost deﬁant “certainly not!”
The above stories are all true, and
in the cases of the deaths of young
athletes, tragic. There is no doubt
that the sport of youth football is

under siege. Numbers are down,
there are genuine safety concerns
and there are plenty of other options
for America’s youth to pursue in
their leisure time — unfortunately,
not all of those involve physical
activity, but that’s the topic of a
different editorial.
This topic – the future of youth
football in America – is very close to
the hearts and wallets of team dealers because in almost all parts of the
country the sport remains their number one revenue generator. Football
has always been the driver behind
the team sports business.
So we are here to report that,
doomsday reports to the contrary,
this will continue to be the case.
Football remains ingrained in the
heart and soul of America and
remains a top participation sport
among America’s young athletes.
As Sitek points out in his excellent
article that begins on page 20, it is
important to note that, yes, there
were 9617 fewer participants in
11-player football last season. But
this is less than one at each of the
14,000-plus schools playing the
sport. “With the number of boys
participating in high school football
– 1,083,617 – we don’t believe a
reduction of less than 10,000 is cause

for raising the white ﬂag,” says NFHS
director Bob Colgate.
Yet it is cause for concern and it
is heartening to see the resources
the manufacturers of football gear
are putting into developing the next
generation of football gear, designed
to make the sport as safe as possible.
Associations and leagues, led by the
NFL and Pop Warner, have put in
place procedures and protocols to
increase the safety factor.
As for team dealers, the men and
women on the front lines, your role
has changed. You are so much more
than salesmen today — you are
educator, public relations ﬂack and
scientist all wrapped up in one. It
is your job to let parents, athletes
and coaches know the products that
are there to make the game safer, to
promote the game on the local level
and to learn the technology yourself.
The sky, indeed, is not falling. The
clouds are certainly getting thicker
and it wouldn’t be a bad idea to
put on your rain gear, but football
continues to be bright light in the
team sports game. O
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The ‘Travel Ball’ Debate Continues
A panel of experts comes out on the side of a more varied sports experience.

By Mike May

O

ne of the major topics
affecting participation
in team sports – and
therefore the bottom
lines of team dealers -- is the true
value of “travel” ball for young
athletes — both male and female.
There are very strong feelings
on both sides of the debate and
the direction in which this trend
heads will greatly impact the
future of team sports in America.
On the surface, travel (club,
elite, etc.) ball makes all the sense
in the world since it gives up-andcoming athletes more coaching,
more training, more practice and
8 Team Insight / November 2015

more competitive opportunities
in their sport of choice, which can
only improve their overall skill set
— not to mention their chances
of playing ball at the collegiate
level with the possibility of a
scholarship.
On the other hand, as the
old saying goes, too much of a
good thing can be bad thing —
simply because it’s not good
for the human body, especially
young bodies, to make the same
repetitive motion time and time
and time again. It can result
in physical as well as mental
burnout. The bigger downside is
that all this can take place while
the athlete is still a teenager,

well before graduating from high
school.
During the Sports & Fitness
Industry Association’s Third
Annual Industry Leaders Summit
in New Orleans in September,
three individuals with a track
record of experience in the world
of sports were asked to participate
in a unique panel discussion to
discuss the issues impacting
the world of youth sports. You
might recognize their names —
former U.S. Olympic gold medalwinning softball pitcher Jennie
Finch, recognized sports surgeon
Dr. James Andrews and NFL
commissioner Roger Goodell.
As was pointed out by SFIA
president/CEO Tom Cove, who
moderated the panel, while sports
may be more popular now than
ever before, the overall statistics
on core sports participation for
children are down in nearly every
sport. In the last few years, the
only two sports that have shown
any increase in core participation
are lacrosse and gymnastics.
“The bottom line is that the
number of children who used
to spend lots of time every year
being physically active playing
sports is dropping,” added Jim
Baugh, founder of PHIT America,
a national non-proﬁt group that
is working to reverse America’s
inactivity pandemic. “With a
growing U.S. population, the
participation ﬁgures in team
sports should be going in the
other direction. Instead, the exact
opposite is happening.”
Why is that the case?
There are many reasons why
fewer children are playing sports
now than as recently as ﬁve or six
years ago. One of the biggest is
the growing popularity of travel
or club ball, which encourages
youngsters to focus on just one
sport throughout the year, rather
than playing a variety of sports. As
a result, fewer and fewer athletes

are playing two or three sports.
The health and welfare of the
young, single-sport athlete is at
risk.
“The tail is wagging the dog, in
this case,” said Dr. Andrews during
the SFIA panel. “Parents have no
idea that their kids can get injured
playing just one sport.”
The NFL commissioner said children, their parents and coaches
are getting too serious too soon.
“I worry so much about putting
pressure on kids — that if you
don’t commit to a sport by fourth
or ﬁfth grade, you’re out of luck,”
said Goodell. “There’s a lot of pressure we’re putting on our kids,
whether it’s coming from coaches,
leagues or parents.”
During the panel discussion, Dr.
Andrews discussed the dropout
rate (of children in sports) and
declining participation levels that
result from specialization and emphasized the need to make sports
more inclusive.
“We need to open the doors
and make sure everybody has
an opportunity to participate at
whatever level they can,” he said.
Finch, a three-sport athlete
growing up in southern California,
believes diversity in sports is
great for children.
“Let kids play as many sports as
they want to,” she said.

Insiders’ View
Finch’s point of view is
underscored by comments made
recently to Team Insight by two
fellow U.S. softball greats — 1996
and 2000 U.S. Olympic softball
pitcher Michele Smith and U.S.
Olympic softball outﬁelder Jessica
Mendoza, who won a gold medal
in 2004 and a silver medal in 2008.
“I think it’s important for kids
to be kids at any age and have
fun,” advises Smith. “That spirit
of having fun was the one thing
that I always had, no matter if it
was my 16th year of professional
teaminsightmag.com
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Cost is an Obstacle
If forced to choose at an early age,
Jessica Mendoza would have chosen
basketball over softball. She is thankful
she never had to make that choice.

ball in Japan. I always loved the
sport. I always did (other) things,
as much as possible, to keep from
burning out.
“Young children, though, when
they are six, seven or eight years
old, they don’t get to make those
decisions (about focusing on one
sport) because the decisions are
typically made for them by the
parents or the coaches,” she adds.
“I do think that we need to be
cognizant of that and need to be
very careful that kids are having
the opportunity to play a sport and
really enjoy it and have fun.”
“I think, hands down, that you
need to play as many sports as
possible,” adds Mendoza, now
a baseball and softball analyst
for ESPN. “For me, I would have
picked basketball at an early age.
That was my favorite sport. If I
had specialized, even in junior
high, that’s the sport I would have
picked. Obviously, that would not
have worked out the way it did.”
Mendoza feels the mind and
body need a break from playing
just one sport.
“I think it’s important to kind of
shut it down in one sport, as well,”
she says. “For me, not playing
softball year-round allowed me to
love and appreciate the season that
I had for softball because I would
be snowboarding in the winter,
playing basketball, playing soccer,
and doing other sports. It was
perfect cross training. I was still
10 Team Insight / November 2015

staying in shape, but it allowed me
to mentally get a break from the
sport that I was serious about.”
It’s worth noting that current
Masters and U.S. Open golf
champion Jordan Spieth grew
up in Texas playing football and
baseball. For years, he just played
golf in the summers. You can look
at Spieth and see that he’s hungry
to play, compete and win — he’s
not burned out on the sport he
ultimately chose.
Smith, like Mendoza, was a multisport athlete in high school. In
addition to being an accomplished
softball pitcher and batter, she
played high school ﬁeld hockey
and basketball. Smith later was
an all-American (fast-pitch)
softball pitcher at Oklahoma State
University. Mendoza was a fourtime All American softball player at
Stanford University.

The Benefit of Sport
While one of the goals in any
given sport or game is to win, there
are beneﬁts – often heard-earned
-- from losing.
“I think we have to expose kids to
failing,” adds Finch. “As hard as it is
to see, it’s a hard balance between
letting my son fail and letting him
grow and be conﬁdent. Some of my
greatest life lessons through sports
have been in those moments where
I have failed and come up short.
You have to experience failure in
order to appreciate victory and

winning. It’s helped light that ﬁre
within me.”
Certainly, one of the primary
beneﬁts of playing travel ball is skill
development. The goal of winning
a game or a tournament should
always be a secondary concern,
but that is sometimes forgotten by
coaches and parents when it comes
to crunch time.
“We really need to look at
how much kids are being used,
especially pitchers,” advises Smith.
“It’s not healthy for a kid to go out
and throw ﬁve games in a day in
100 degree weather. It’s just not
right and it almost borders on child
abuse. Like everything in life, it’s
about putting things in perspective
and balance.”
Finch feels that when young
athletes play multiple sports
they learn values that help form
and build their character. But, by
getting serious too soon about one
sport, that specialization negatively
impacts those takeaways.
“The focus should be on those life
lessons that are learned in sports
— building character, building
self-conﬁdence, determination and
beneﬁtting from all those things
you get from team sports,” she
says. “Everyone has a passion and
that’s my main message to young
kids. You have to enjoy what you
do. So, ﬁnd your passion and be the
best that you can be at it. That’s
something that my dad instilled in
me at a young age.” Q

THE COST TO PLAY SPORTS HAS
become much more expensive.
Pay-to-play fees, registration fees,
equipment costs and even travel
costs have gone up, which has made
playing sports cost prohibitive for many
families. These facts are revealed in
two recent articles and accompanying
research from the Robert Wood
Johnson Foundation and in a recent
edition of Washington Monthly.
A recent National Public Radio (NPR)
story explained the challenges that are
facing many parents in the U.S. who
are trying to make ends meet, while
giving their children the chance to
lead a healthy lifestyle and play sports.
Within this article, research from Robert
Wood Johnson Foundation indicates
the financial pinch is being felt by single
parents and low-income adults when it
comes to getting their children to play
or participate in sports.
In another article in Washington
Monthly, “Swing and Miss: What Does
The Rising Cost of Extracurricular
Activities Mean For Poor Kids,” there
are strong comments from parents of
how cost is a major issue. Here is
a quote from this article. “Students
like Jizari (one of the students) are
increasingly getting priced out of
specialized camps and pay-to-play
programs, which require families
to pay user fees so their kids can
participate.”Someone offering a little
help on the expense front is Jim
Baugh, founder of PHIT America,
which is part of a national coalition
to get the PHIT Act passed through
Congress.
He explains that the PHIT Act would
change current federal tax law to
include physical activity as a medical
expense as a form of prevention. This
change would give consumers the
option of using funds in pre-tax flexible
spending and health savings accounts
to pay for expenses related to sports,
fitness and other physical activities.
Americans could invest up to $2000
annually to get reimbursed for sports,
fitness and other physical activity costs.
“If passed, the PHIT Act would allow
parents to get reimbursed for many of
the costs associated with their children
playing youth sports, such as league/
team registration fees, sports camps
and clinics, martial arts classes and
required equipment. What’s great
about the PHIT Act is that the financial
benefits will apply to adults, as well,”
adds Bill Sells, VP–governmental
relations for the Sports & Fitness
Industry Association, which is part
of the national coalition working to get
Congress to pass the PHIT Act.
“The expenses such as health
club memberships, fitness classes,
green fees for golf, lift tickets for
snow skiing, personal trainer costs
and registration fees for road races,
triathlons and marathons would be
eligible for reimbursement through
health savings and flexible spending
accounts,” says Baugh. Q
teaminsightmag.com
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HOF To Induct Three Pioneers

T

hree industry leaders,
innovators and pioneers
in sporting goods will
comprise the 2016 Class
of the Sporting Goods Industry
Hall of Fame.
Bill Battle, founder of
Collegiate Licensing Company;
Jack Smith, founder of Sports
Authority; and Jim Throneburg,
CEO and owner of Thorlo, will be
recognized at the 52nd Annual
NSGA Management Conference
& 18th Annual Team Dealer
Summit next May in Hilton Head
Island, SC.
Bill Battle is not just the
founder of the Collegiate
Licensing Company (CLC), he
is arguably the founder of the
concept of collegiate licensing
itself. Under Battle’s guidance,
the CLC grew to represent
more than 200 schools and
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The Class of 2016: Bill Battle, Jack Smith and Jim Throneburg

conferences, as well as NASCAR
and the PGA Tour.
The idea behind the company
that would grow to become the
nation’s largest sporting goods
chain in just five years came
from Jack Smith, former CEO of
Herman’s World of Sports, who
opened the first Sports Authority
store in Fort Lauderdale, FL, in

1987. After Smith opened his
first store in 1987, he sold it 18
months and eight stores later
for $75 million. He stayed on
as CEO for the next five years
while the store grew to more
than 150 locations. He eventually
re-acquired the company, and in
2010 the business reached $3.5
billion in sales.

Throneburg worked with his
father’s company, Throneburg
Hosiery, to design the first
padded foot protection. In 1980,
the company changed its name
to Thorlo and introduced the
Thorlos brand of padded socks.
Today, Thorlo is a $35 million
business with more than 250
employees. Q
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10 for ’15
The Year That Was… and the Year Ahead
The theme of the past 12 months in team sports was, undoubtedly, disruption — the September issue of Team Insight was even dedicated to the
theme. Looking back at the events that defined the business in 2015, it becomes clear that it was a year of change and that this disruption is not going
away anytime soon — in fact, the speed of change promises to increase exponentially. In that frame of mind, here are our editors’ picks for the 10 top
news stories that changed team sports in the past 12 months, and our thoughts on how they will impact the business in the next 12.

1. Group Think
Kicking off a year of change that
would deﬁne 2015, it was only 12
months ago that Team Athletic
Goods (TAG), one of the four
major team sports buying groups,
announced it would no longer
operate as a buying group. Instead,
it became a team sports vendor and
joined the fray on the supply side.
Just like that, the number of
buying groups was reduced to
three – Sports, Inc., the undisputed
leader based in Lewistown,
MT; member-owned Athletic
Dealers of America, Melbourne,
FL; and Nation’s Best Sports,
headquartered in Fort Worth, TX.
Purchased by current owner
Philip Rosati, Sr., in 2009, TAG’s
future now rests with its line of
TAG branded products — football
shoulder pads, girdles, practice
pants, pants and girdles, protective
gear, catcher’s gear, inﬂatables,
rubber goods, baseballs and
softballs, and baseball and softball
clothing. It has been selling these
products through its dealer
members since the 1980s and the
decision to focus solely on them
rather than continue to operate as
a buying group was made because
TAG had reached a crucial point in
its existence.
“We’re currently at a crossroads,”
VP-sales Philip Rosati, Jr. said at
the time. “Based on the changes
in the industry and the direction
of groups as a whole, our buying
group philosophy wasn’t appealing
and we decided that we needed to
refocus our direction to continue to
be successful.”
What’s Next: With Sports,
Inc. leading the way and picking
up more than a few former TAG
members, and ADA and NBS ﬁlling
14 Team Insight / November 2015

their own niches, the buying groups
will play an even more vital role
for independent dealers. The sales
pitch: The best way to compete
with competition such as BSN
Sports, Internet sites and vendors
selling direct is to harness the
power of many.

2. Adams Schutts Up
A harbinger of all of the team

sports acquisitions in 2015 was the
late 2014 purchase of the iconic
Adams brand by Schutt Sports.
Schutt had bought the Adams USA
football helmet and faceguard
assets in the summer of 2011 and
it added a wealth of other Adams
brands, including Trace, Neumann,
Bolco and Bucks Belts.
Already well-entrenched in
football protective gear and the
baseball/softball market, including
its position as the ofﬁcial base
supplier to Major League Baseball,
Schutt sees the acquisition as part
of its commitment to growing its
business both organically and
through additional investments.
What’s Next: Schutt has made it
very clear that the dealer network
remains at the center of the joint
company’s business model. Schutt
also remains in a buying mood and

Schutt president and CEO Robert
Erb said earlier this year that
“we are interested if people are
interested in selling.”

3. The BSN Impact
BSN Sports continued to
change the team sports game one
acquisition at a time. And there is
more on the way as the company’s
technology catches up with its
vision. To understand its impact,
it perhaps is best to just list their
acquisitions as they occurred in the
past year.
UÊ >ÀÞÊÊÌ iÊÞi>ÀÊ - Ê-«ÀÌÃÊ
acquired Todd & Moore Sporting
Goods Team Sales Division, based
in Columbia, SC. Todd & Moore,
in business since 1944, served
the team business throughout
South Carolina and it continues
to operate its retail store in
downtown Columbia. It was the
27th team dealer acquisition BSN
had made since embarking in 2004
on its move to establish a national
footprint.
UÊ - Ê-«ÀÌÃÊ`ÕLi`Ê`ÜÊ
in early 2015 with the nearly
simultaneous purchases of Green
Sports USA’s Team Sales Division,
West Monroe, LA, and then EmRoe Sporting Goods, based in
Indianapolis, IN. Em-Roe Sporting
Goods, in operation since 1913,
sells in central Indiana.
UÊÊÕiÊ - ÊV«iÌi`ÊÌ iÊ
acquisition of B&B Athletics,
based in Waco, TX. B&B was
founded in 1984.
UÊ/ÊV>«ÊvvÊÌ iÊÞi>ÀÊÊ-i«ÌiLiÀ]Ê
BSN purchased Milwaukee
Sporting Goods, Menomonee, WI,
its ﬁrst acquisition in the Upper
Midwest. If you are keeping score
at home, that makes 125 sales
professionals BSN Sports added

in 2015.
What’s Next: We’ll let BSN
Sports CEO and president Adam
Blumenfeld say it. “We have the
technology to build the scalable
platform to support a national
network of team dealers. We intend
to accelerate our pace of growth
through new organic programs
and via strategic acquisition.” The
company has a stated goal of 1000
sales pros – it currently boasts
more than 500 -- serving every zip
code in the country.

4. Nill Takes Over at NSGA

As part of its regular rotation,
NSGA brings in a team dealer to
head up the trade association for
two years and in May long-time
team dealer Randy Nill, owner of
Nill Bros. Sporting Goods, Kansas
City, KS, took the reins for his term
as chairman. This gives the team
business a unique and inﬂuential
teaminsightmag.com

voice in the industry’s retail and
team dealer organization.
Nill sees his role as addressing
the challenges faced by both
team dealers and retailers, such
as industry consolidation and
more manufacturers selling
direct. He feels both groups need
to understand they play a key
role by the way they serve their
communities and their youth
sports teams and leagues.
What’s Next: Nill says the
continued push for the Marketplace
Fairness Act would help many
smaller businesses and NSGA
has already invested signiﬁcant
resources into lobbying efforts
to help level the playing ﬁeld for
the brick-and-mortar retailers and
team dealers. Also on the agenda:
Convincing more team dealers
that it is worth their time and
effort to attend the annual NSGA
Management Conference and Team
Dealer Summit, next scheduled for
May 22-25 in Hilton Head Island, SC.

5. Who’s Playing What?

While the safety concerns
are certainly at the forefront of
declining participation, there are
a vast number of other factors
impacting how many boys and
girls are out on America’s ﬁelds,
courts and diamonds. Recent
statistics released by the Sports &
Fitness Industry Association (SFIA)
indicate a drastic decline in team
sports participation in the last ﬁve
years by children ages six to 17.
These stats also reveal a decline
in the number of core participants
in 10 major team sports — baseball,
basketball, cheerleading, court
volleyball, fast-pitch softball, ﬁeld
hockey, ice hockey, outdoor soccer,
teaminsightmag.com

tackle football, tennis and track
and ﬁeld. The only youth team
sports to show any kind of gains
in participation in the last ﬁve
years at the core level are lacrosse
and gymnastics, two sports that
have relatively low levels of
participation.
There are a number of reasons
SFIA cites for why there are fewer
children active in team sports.
Among them:
1. The decline and lack of quality
physical education in schools.
2. A heavy emphasis on travel ball
at any early age, which means
young athletes are too focused
on playing just one sport and not
multiple activities.
3. Youth addiction to using
electronic devices and social
media, which encourages sedentary
behavior.
4. Pay-To-Play costs for school
sports have made the cost to
participate too high for many
families.
What’s Next: The sporting goods
industry has undertaken a number
of youth participation initiatives
to grow their games. In fact, one of
the main initiatives of new Major
League Baseball commissioner
Rob Manfred is to focus on reviving
interest in the sport of baseball
among children and teenagers. And
Little League Baseball and Softball
recently unveiled a $4 million plan
to help local Little League programs
grow the game in their communities
by providing ﬁnancial assistance.
What’s Next: Thankfully girls
keep playing. While the annual
High School Athletics Participation
Survey conducted by the NFHS
found that boys’ participation in
high school sports dipped 8682,
girls’ participation increased for
the 26th consecutive year with an
additional 20,071 participants and
set an all-time high of 3.3 million.
Boys’ participation was 4.5 million.

6. Toll of the Years
Every year the sporting goods
industry loses a few good men and
women who have meant a lot to
its growth over the past decades.
Among those who left us in 2015:
UÊ}ÌiÊÃ«ÀÌ}Ê}`ÃÊÀi«Ê
Bob Wood died at the age of

7. The Ongoing Concussion Discussion
No single subject is of greater concern to the team sports
business than concussions. The growing awareness of the frequency
of concussions, and their impact on sports participation, threatens
the bottom line of every team dealer.
On the flip side, the topic has raised awareness of what needs to
be done to make sports – especially football – safer and therefore
more attractive to young athletes and their parents. In the past year
associations in all sports have taken intensive looks at what needs
to be done, while vendors have invested significant resources into
seeking solutions. Among them:
The Women’s Sports Foundation says that female athletes now
have a higher incidence rate of sport-related concussions than do
males in similar sports — concussion rates in high school girls’
soccer are double that of boys’ soccer and concussion rates in high
school girls’ basketball are one-third higher than in boys’.
At the highest level, however, the National Football League finally
got some good news with a report that the number of recorded
concussions dropped 25 percent during the 2014 regular season.
In January NOCSAE began requiring third-party certification for
athletic equipment to meet NOCSAE standards, in accordance
with ANSI/ISO national and international guidelines. Under the new
requirement, manufacturers will contract with Safety Equipment
Institute (SEI), an independent certifying body, to certify their
equipment as compliant with NOCSAE standards.
Taking a major step into wearable technology, Schutt Sports began
selling sensor-enhanced football helmets using BrainSentry technology.
The sensor-enhanced Schutt helmets count each time the helmet
experiences accelerations or decelerations at or above 20g.
s ./#3!% HAS INDICATED THAT THERE IS STILL NOT ENOUGH DATA TO
suggest a need for a separate standard for testing and approving
youth football helmets. NOCSAE has been debating the idea of
creating a separate standard for helmets designed for youth, but has
determined that there is insufficient data to suggest a distinct helmet
mass limit for youth or other similar performance changes that would
provide more injury protection. Q
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Enough bad news. Let’s focus just a little bit on some good football
news reported recently, because despite 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 football
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 fielding
teams. From a national perspective, the Sports & Fitness Industry
Association (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.
What’s Next: This bit of good news has not kept the sport’s main
governing bodies from proactively searching for solutions to any
underlying participation weaknesses.
The NFHS’ Football Rules Committee is looking at ideas for better
coaching education, improving the performance of game officials, working
with manufacturers to produce higher quality football equipment and
changing the rules to reduce the risk of injury. Its stated priority with high
school football is doing everything it can to minimize risk in the game.
Pop Warner was the first national group to adopt a national
concussion rule and back in 2012 it 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.
USA Football has also taken an aggressive stance with its Heads Up
Football that apparently is having an impact, as 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 participate in the program. Q
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67 in February after a battle
with pancreatic cancer. Wood
began his career at H.B. Hughes
in Dallas as a sporting goods
manufacturer’s representative.
In 1985, he founded Bob Wood
and Associates and represented
brands such as Adidas, Badger,
Fila, Nokona, Spalding and Under
Armour. In 2000 he was inducted
into the Sporting Goods Agents
Association Hall of Fame.
UÊBill Joiner, who served two
terms on the NSGA board of
directors and founded Olympia
Sporting Goods in Montgomery,
AL, passed away in January 31
at age 83. Joiner opened Olympia
in 1973. He was a member of the
NSGA board from 1993-98 and he
kept working for Olympia until he
sold the company a year ago.
UÊKep 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, 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.

8. A Shocking New Brand
Two leading sports medicine
companies combined in late March
to form an industry powerhouse.
Shock Doctor Sports and McDavid
merged to bring together two of
the leading sports protection and
performance companies. Later in
the year the two formed a company
called United Sports Brands, which
now serves as the corporate parent
for Shock Doctor, McDavid, Cutters
and XO sporting goods brands.
United Sports Brands is led by
Tony Armand as CEO and Bob
McDavid as chairman, with a new
executive team comprised of
former Shock Doctor Sports and
McDavid executives.
What’s Next: By early 2016,
United Sports Brands will move
into a new facility in Fountain
Valley, CA, which will include a
120,000-square-foot DC. Fountain
Valley will also become the central
hub for sales, marketing and
product development teams, while
Shock Doctor’s current location
in Minnetonka, MN, will become

the principal home of ﬁnance,
customer service, operations
and information technology.
McDavid’s Chicago facility will
close, with ofﬁce, distribution and
manufacturing moving to Fountain
Valley in 2016.

9. Mr. Wilson’s Buy
In perhaps the biggest acquisition
news in team sports, in late March
Wilson Sporting Goods acquired
Louisville Slugger, a division of
Hillerich & Bradsby, for a reported
$70 million. Under the deal,
H&B became Wilson’s exclusive
manufacturing partner for wood
bats and continues 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.
What’s Next: While the Wilson,
DeMarini and Louisville Slugger
brands will continue to be
marketed to the consumer as
independent brands, customers
will begin to see similarities in
how the brands are represented
in their respective trade channel.
The combined entities will have
separate sales and customer
service teams focused on team
dealers/specialty stores and
sporting goods retailers. All of the
Louisville Slugger sales team –
current ﬁeld sales representatives
and sales directors – transitioned
with the brand and there continues
to be Wilson Team Sports
salespeople and Louisville Slugger
salespeople.

... And One More
Five years after it made a big
splash in introducing a line of hightech football helmets, Rawlings
made the long-rumored move to
get out of the gridiron business to
focus instead on diamond sports
both in the U.S. and Japan.
What’s Next: Rawlings’ departure
leaves Riddell, Schutt and Xenith
as the remaining football helmet
brands. The company continues
to service the business as it sells
down its remaining helmets in
inventory, but it ceased production
in Washington, MO. Q
teaminsightmag.com
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IS FOOTBALL IN CRISIS?
You may ask,
“Is the death of
football highly
exaggerated?”
As with most
controversial
topics, the
answer takes
many sides
and shapes.

Youth football is at a pivotal point in its history as participation
numbers decline and safety concerns rise. But there are signiﬁcant
factors behind the numbers that need to be analyzed as the sport
retains its hold on America’s young athletes. / By Tim Sitek

A

re you ready for some
football? That’s certainly a
question that many parents
are asking as the sport gets
increased scrutiny from
the media. There’s been a
constant barrage of reports
not only questioning its safety,
but also its very future.
The NFL’s battle over the issue of concussions
and the subsequent multibillion dollar settlement
certainly raised eyebrows. Several former and
current NFL players have even stated that they
wouldn’t want their sons to follow in their
footsteps. A 2014 Bloomberg survey found that
50 percent of Americans don’t want their children
to play football. Only 17 percent said they expect
football to be more popular 20 years from now than
it is today.
Then national networks jumped on the antifootball bandwagon, pointing to declining
participation at the youth level. And it goes higher,
with reports that some high schools have dropped
the sport, including a school in St. Louis that just a
few years ago won the state championship.
The news gets worse when tragedy strikes,
including the deaths this fall of two high school
players (see story on page 22).
Such negative publicity raises alarms and
gives any parent pause for thought. Amidst this
backdrop, many questions arise, most notably, “Is
Football In Crisis?”
But you may also ask, “Is the death of football
highly exaggerated?”
As with most controversial topics, the answer
takes many sides and shapes. The sporting goods
industry certainly has a completely different take
on the subject. After all, football remains a key
engine for revenue. And its popularity can’t be
denied. It is perhaps the most widely watched
game in America, with the NFL now commanding
viewers’ attention on Sundays, Mondays and
Thursdays. Throw in the packed stadiums in
college towns on every Saturday and Friday Night
Lights at high schools. Even the little guys still

come out in droves for a chance to play the game.
Team Insight spoke with a number of key players
in the debate – team dealers, suppliers and
organizations – to get their take on the present
and future of football. All in all, they question the
slanted nature of media coverage, which often
leads with hype over substance. And everybody
takes the safety issue to heart.
Here’s a look at their perspectives.

Panic or Common Sense?
Team dealers are on the front lines of the issue,
outﬁtting teams with protective gear and more
often than not held liable if something goes wrong
and a kid gets hurt. And it certainly rates as an
important job since football usually ranks as the
top driver for their business. Needless to say, the
safety issue and football’s future weigh heavily on
their business.
That’s true in the football crazy Northeast, where
Grogan-Marciano covers eastern Massachusetts
and Rhode Island. Mike Bruno, general manager
of the team dealer, says the negative publicity has
been a double-edged sword.
“People are torn. They are concerned,” Bruno
notes about the media’s coverage of the sport’s
safety. “Fortunately for us, there’s a lot of common
sense instead of panic.” While some just dismiss
the sport, many others come to Grogan-Marciano
to ask questions and get educated.
“Most people are stepping it up,” he notes,
spending money on better protective gear. That’s
been a positive about the discussion. The bigger
concern is that some people fear the sport will be
banned, which is a doomsday scenario.
Job One is education, Bruno says. “Everyone is
taking precautions,” he notes. Coaches are certiﬁed
at younger levels. Youth organizations have rules
to make it safer both during practice and at games.
And awareness, along with concussion protocols,
means more players get help before it becomes a
severe problem.
“You can no longer be just a sporting goods
dealer,” Bruno notes. “You have to be somewhat of
a scientist.”
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When Tragedy Strikes
SAFETY CONCERNS AROUND THE SPORT WERE RAMPED UP
this season when three high school football players died within a few
weeks of each other from injuries sustained in a game.
In mid-October, an East Texas high school player died after
collapsing on the sideline during a game. Alto High School junior
Cam’ron Matthews collapsed after reaching the bench from a kickoff
return. He suffered a seizure and died in the hospital the next day.
In late September, a young high school football player took a
vicious hit in the backfield. While he walked off the field with the
help of his teammates, Evan Murray, a 17-year-old quarterback
for Warren Hills Regional High School in New Jersey, collapsed on
the sidelines, was taken to the hospital and later died from internal
bleeding caused by a ruptured spleen.
Gary Bowen, the school district’s interim superintendent, said he
did not know if Murray complained of any pain or difficulty or what
protective equipment he would have been wearing. He said the
school has a team physician and a certified trainer at its games, and
two emergency medical services crews are on call at the stadium.
The New Jersey State Interscholastic Athletic Association, which
governs high school sports in the state, says 97 percent of New
Jersey’s high schools have trainers on their sidelines — the highest
such coverage in the nation. The agency also highly recommends
– but does not require – that schools have on-site trainers and
physicians.
Around the same time, tragedy also struck in Seattle when a high
school football player was injured during a game in early October
and died three days later. Kenney Bui was hurt trying to make a
tackle and He was taken to Harborview Medical Center in Seattle,
where he underwent surgery and had been in critical condition over
the weekend.
Three other players have died from football-related injuries this
year as well, accoridng to CNN, making a total of six deaths this
season.
Since 2005, 30 high school players have died directly from playing
football, according to the National Center for Sports Injury Research
in North Carolina.
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Contrast that to Santo Sport
Store, a Chicago-area team dealer
covering northern Illinois. The
team dealer dropped helmet sales
years in the 1980s, so football isn’t
its top sales driver. Part of that
was concern about liability, says
Joe Santo, co-owner. It also didn’t
help that Riddell sits in its front
yard and sells direct to schools.
Santo still gets his share of the
football business selling clothing
and protective gear, but he does
worry about the sport’s direction.
There’s little doubt that the whole
safety discussion is a concern.
The bigger question is how far it
will go. After all, history shows a
lesson with cigarettes, he notes.
“I’m hoping that it doesn’t become
a bigger concern than it already is,
but we just don’t know.”
With schools already challenged
by shrinking budgets in cashstrapped Illinois, he says some
districts are taking a closer look.
“Some school boards are starting
to look at this. They are saying,
‘We are in the education business,
not the football business.’ It’s a
complex issue that is out of our
realm,” Santo adds.
High schools are a mixed bag,
with suburban schools doing just
ﬁne but city schools struggling
because of budgetary concerns.
It was a big blow when the city’s
elementary schools cut sports,
which may also impact high
schools down the road.
And Santo’s football sales have
declined primarily because of
participation trends at the youth
level.
At the youth level, programs are
merging and folding, Santo says.
But that’s well beyond the safety
issue. Football is following trends
found throughout team sports.
Participation is down in most team
sports as the age of specialization
takes hold at younger and younger
ages, Santo notes. The days of
playing multiple sports for fun
have been replaced by playing
a single sport for a shot at a
college scholarship. Just watching
“Friday Night Tykes” raised alarm
bells, even if parts of the show
were somewhat exaggerated and
staged, Santo notes. Yes, some
parents view football as their kid’s
road to promise land.
Simple demographics may impact participation as well. Families

are smaller, Santo notes. The days
of having the same equipment
manager for youth organizations
stretching for seven to eight years
are gone. In the past, parents
stayed on board for several years
as their children went through
the program. Now, they may stick
around for two to three years, he
says.
Out in Patriot land, football
remains extremely popular and
tops the sales charts for GroganMarciano, Bruno notes. Sure,
some youth programs have seen
a slight fall-off, but that’s just
normal. He doesn’t see this as
a serious problem. High school
programs continue to roll. In fact,
many of the schools he calls on
have healthy freshmen classes and
some communities are expanding
their schools.
What’s more worrisome is
keeping abreast of the technology,
Bruno notes. In particular, he sees
helmets as making advances, but
he wishes there was an independent standard to rate those
helmets and add substance to all
the fancy marketing terms. “They
all have their claims. You have to
take their word because I’m not a
scientist.”
In the meantime, he knows that
he and his team of four roadmen
and two inside specialists must remain focused on helping parents.
“The schools are on top of it. You
don’t really need to educate the
coach or the medical trainer. You
really focus on the parents.”
He points to players that wear a
$300 helmet and a 99-cent mouthpiece, and helmets that don’t even
ﬁt. “I can’t tell you the number
of times that I’ve gone to a youth
practice or game and saw a helmet
that spins on a kid. We constantly
work to make sure the kids are in
the right gear and playing the right
way,” Bruno says.

Tackling Concerns
The supplier side of the
business understands that safety
is paramount to the future of
football. Those doomsday reports
in the media may give pause for
thought, but they fail to underline
other factors that may be part
of the declining participation in
football.
Sure, the tracking numbers
show that participation is
teaminsightmag.com
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shrinking, notes Gregg Hartley, a
long-time member of the industry
who works as a consultant on
standards issues for sporting
goods equipment. “It’s easy for
people to attribute this to safety
and concussions. However, this
is endemic across all team sports
and football is actually down less
than other team sports,” Hartley
notes.
The media has failed to look at
other factors:
First, America is seeing a
generational shift, with the wave
of youngsters and high school
students declining, Hartley notes.
Just ask any college about the
issues they will soon face in
drawing from a declining pool of
students.
Secondly, economics play a role.
“Parents are challenged by the
cost,” he notes, a factor that really
hits youth programs. “Football
also requires an investment and
a large pool of players.” While
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11-on-11 may be losing ground,
there’s growth in 7-on-7 and 9-on-9
programs, he notes.
And athletes simply have more
choices and many are choosing
to move in one direction. “You
don’t have as many three-sport
athletes. Travel leagues in many
sports go year-round, so it’s tough
for athletes to play more than one
sport.”
No one dismisses football’s
continuing popularity, either.
“Football continues to be the most
popular sport in America,” says
Mary Horwath, senior VP-global
marketing for United Sports
Brands, “so it is critical that
football coaches and their athletes
are educated on how to approach
this sport with safe and smart
protective measures to prevent
injuries.”
As part of this, she says team
dealers and football organizations
continue to emphasize safety and
protection. Team dealers are able

to sell better protective gear from
head to toe.
The industry has made strides
in improving protective gear,
Hartley agrees. “With regards
to safety, there are a number of
companies focused on making
better equipment – from helmets
to pads to uniforms – to protect
not just from concussions but also
heat stroke and other possible
injuries and problems.”
And organizations have taken
on the issue through various
programs. Pop Warner partnered
with USA Football and its Heads
Up program to help coaches
become certiﬁed to teach proper
blocking and tackling techniques.
Even the NFL now mandates thigh
and knee protection, Horwath
points out.
Both Hartley and Horwath are
positive about football’s future
despite the current noise.
“It will survive and prosper on a
long-term basis,” Hartley says. He

points to a good core and nucleus
of players, with strong sales.
More can be done to encourage
participation. “We need to ﬁnd
ways to get kids involved in other
avenues such as ﬂag football,
7-on-7 or 9-on-9. We want kids to
play and enjoy the sport as a fun
activity.”
And suppliers certainly
have opportunities. “Given the
importance of protection, there is
an opportunity for brands in this
industry to build great product and
continue protecting players both on
and off the ﬁeld,” Horwath notes.
Its future also is cemented by its
place in the hearts and wallets of
Americans. “We are a competitive
industry and relatively small
compared to the whole nebulous
of football,” Hartley notes. “It’s
a huge part of our culture and
economy.”
On any given week, football
puts more butts in seats than
any other sport, with billions
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released its survey results. “There
was immediate reaction to the
reduction in participation for
football.
And with regard to football,
the reduction was linked – in
some reports – to the issue of
concussions in the sport. First,
it is important to note that there
were 9617 fewer participants in
11-player football, which is less
than one at each of the 14,000-plus
schools playing the sport.
“With the number of boys
participating in high school
football – 1,083,617 – we don’t

believe a reduction of less than
10,000 is cause for raising the
white ﬂag,” he says.
NFHS continues to do all
it can to improve the sport’s
safety, Colgate adds. The NFHS
Concussion Summit Task Force
recommended limitations on
full contact during practices
both during the season and for
off-season activities. That was
another step to help reduce the
incidence of concussions, Colgate
says.
Plus, more precautions are in
place to reduce the risk of serious

injury resulting from concussions.
“We are able to recognize the signs
and symptoms of concussions and
protocols are in place to remove
athletes from competition when a
concussion is suspected,” Colgate
says.
Strides have been made by
organizations thanks to rules and
education. The bigger fear is the
unintended consequences of wellmeaning legislators.
“I don’t believe legislators at
any level should get involved
in issues that they really don’t
have expertise or understand the

consequences,” Butler says.
As an example, New York
City is considering legislation
that would require a doctor to
be present at all youth tackle
football games, and a doctor or
certiﬁed athletic trainer at every
full-contact practice. Supporters
say the measure is needed to
guard against concussions. Such
measures would cost each team
an additional $8000 to $9000,
Butler notes. The sheer cost of
such a draconian measure would
be the death knell of many youth
programs. Q

New for 2016 on the Gridiron
2. GOAL
1. ADIDAS

1. The Adidas Techfit Ironskin
Padded Compression line
combines toughness, innovation
and resilient protection in key
areas to offer impact absorption.
2. Goal Sporting Goods’
Football Powerpost is for practice
and skill development. The
portable pop-up football post
is easy to assemble with push
buttons and it fits into a heavyduty carrying bag.

4. WILSON
3. RAWLINGS

4. The College Football Playoff
(CF) footballs from Wilson can
be customized with a school logo
and schools also have the option
to change the color of the Wilson
script logo on the ball to match
their school colors. At right,
Wilson now offers customized
footballs for any school’s next
banquet, MVP or Player of
the Week Trophy awards. It is
available in either the Wilson
leather Throwback or NCAA
game ball.

5. XENITH
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3. The R2 football from Rawlings
features a narrow Aerial pattern
enhancing material in the grip
location, quality Horween leather,
durable R-Grip composite stripes
and Soft Touch Technology
engineered for better grip.

5. Three new items from Xenith:*
Its newest shoulder pad, the
Flyte (left) is available for youth
players. Its low-profile design
has high-impact foam padding
and flexible shock cords. The
Faceloc (center) is a quick-release
facemask removal system that is
fast, easy to use and secure. The
Epic Youth helmet features all of
the same technology as the Epic
Varsity, the top ranked helmet in
testing coordinated by the NFL,
but with an ABS plastic shell and
VN comfort pads.
teaminsightmag.com

HE NEVER MISSED A GAME.
(BECAUSE THERE WEREN’T ANY.)
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AS PLAYERS, COACHES, PARENTS, FANS, SPONSORS, TEAM
dealers and vendors wind down another year of being involved in
“The Beautiful Game” at the high school, collegiate and professional
level here in the U.S., it is difﬁcult not to reﬂect on the current strength
and popularity of the game. Not only does the future look positive,
but the foundation of the game—discounting the FIFA corruption
scandal – is stronger and more solid than ever.
It seems like a long time ago, but it has only been a few months
since the U.S. Women’s National soccer team captured its ﬁrst FIFA
Women’s World Cup victory since 1999 (and its third World Cup
title overall) with a resounding 5-2 victory over Japan in July. The
positive side effects of that victory should be felt for years to come
as more young girls (and possibly adult females) work towards
being the next Abby Wambach, Alex Morgan or Carli Lloyd.
There’s no doubt the top of the soccer pyramid is strong in the
U.S. It’s even worth noting that earlier this fall Nike extended its
support for the National Women’s Soccer League (NWSL), the
world’s leading women’s professional soccer league, through 2019.
And Nike doesn’t spend money just to spend money.
“Nike has been an outstanding partner and shares our longterm vision for progress, innovation and player development,” says
NWSL commissioner Jeff Plush. “We have enjoyed a tremendous
start to our journey together and we continue to look for ways to
elevate soccer in this country to new heights. This partnership is
integral to that journey.”
On the men’s side, the infrastructure of the game in the U.S.
has never been better and it continues to improve. Major League
Soccer (MLS) recently completed its 21st year, most of the MLS
clubs are playing in soccer-speciﬁc stadiums and three major U.S.
television networks are now televising live games from Europe on a
regular basis. It might be fair to say that soccer is beginning to rival
baseball for national TV coverage in the U.S. And, frankly, which
team has more fans in the U.S. — the New York Yankees, England’s
Manchester United or Spain’s Barcelona FC?
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Strength at the Youth Level
But the future of the sport remains
at the youth level, where millions of
kids ages three to 18 hit the pitch
every weekend to build their own
soccer history. Team dealers and
soccer specialty shops are delighted
to see the sport of soccer getting
so much attention on television,
on Facebook, on Instagram and in
newspapers and magazines. This
attention increases awareness of
the sport and encourages more
spending.
“Following the Women’s World Cup
in Canada, youngsters now know the
players,” notes Matt Godek, founder
of Matt Godek Rugby & Soccer
Supply, Merriﬁeld, VA. “Nowadays,
the players are household names
and young players now realize that
soccer is a true team game.”
“U.S. women’s soccer success has
been a great catalyst for interest
in the sport across the country,”
agrees Adam Blumenfeld, CEO of
BSN Sports, Farmers Branch, TX.
“We see the boys as excited about
the success of the women’s national
team as the girls. I think a rising tide
lifts all boats.”
“The Women’s World Cup raised
the awareness of the sport, which
is great,” echoes Kevin Licata,
manager of Medallion’s Sporting
Goods, Jupiter, FL.
Historically, one of the industry
observations by many team dealers
is that girls are more stylish and
creative with their uniform designs
than boys, but that trend may be
coming to an end thanks to easy
access to technology.
“Generally speaking, the move
towards sublimation has made
creativity a forethought for soccer
for both men and women,” points
out BSN’s Blumenfeld. “I would
deﬁnitely say the girl teams add their
own spice and pizzazz. But there’s
plenty of creative designs to go

MIKE MAY

around on the boys’ and girls’ side of
the sport.”
When it comes to ordering
uniforms, parents appear interested
in giving their children the style they
want.
“Teams are ordering jerseys that
are customized and personalized
with names, numbers and speciﬁc
team logos,” says Godek. “I even see
this spending on T-shirts at the local
rec league level.”
The sport of soccer is continuing
to grow in popularity in all parts
of the U.S., but it might be slightly
stronger in some sections of the
country.
“We see strong national demand,
but if I had to categorize it, the
southern half of the United States,
where there are more playing days
per year, is especially attractive,”
notes BSN’s Blumenfeld.
In southern Indiana, soccer is as
important a category as volleyball
and baseball.
“We sell uniforms, nets, cones,
portable goals, shinguards, goalie
gloves and some cleats to high
school, club, middle school and local
recreation soccer teams,” says Jim
Brown, salesman at Kratz Sporting
Goods, Clarksville, IN. “High school
soccer is probably 50 per cent of our
business.”
When it comes to selling soccer
footwear, Brown candidly admits
that Kratz Sporting Goods can’t
keep the vast amount of inventory of
soccer cleats in-house because there
are so many brands with so many
colors.
“We do stock and sell the Copa
Mondial from Adidas, but when it
comes to a soccer cleat that’s about
it,” says Brown.
In south Florida, players of all ages
are playing the game throughout the
year, which means it’s always soccer
season for Medallion’s Sporting
Goods. “I don’t see any drop in the
teaminsightmag.com

American soccer star Michael Bradley recently signed with Puma. See story on page 32.
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recreational soccer numbers, unlike
some other youth sports. Overall,
school soccer and rec soccer are
strong,” says Licata. “It’s an easy
start-up sport for children to play.”
Licata reports that he is selling
team uniforms, shinguards, balls and
some cleats to area soccer teams. He
admits that his cleat business would
be stronger, but he is losing business
to some of the area big-box stores.
Licata’s soccer business has been
hurt a little by some teams buying
uniforms from mail-order companies
that will often win the price war
versus Medallion’s, but lose the battle
on service.
“With a mail-order purchase, there’s
no extra service with the order when
it arrives,” notes Licata. “We provide
that extra service, which is important
when a uniform arrives and doesn’t
ﬁt. You do get what you pay for.”
One of the bright spots for
Medallion’s and other south Florida
retail soccer outlets has been
the emergence of adult women’s
soccer programs. In another south
Florida community in the greater
Fort Lauderdale area, there’s the
Plantation Women’s 8-on-8 Soccer
League, which has been in existence
for three years and features women
ages 21 to 51. They compete on
Sundays in the summer.
“For the last ﬁve years many adult
women have been getting out there
and playing soccer in a local league,”
says Licata. “The players come here
to buy what they need.”
Of course, up in the northwest
part of the U.S., soccer is more than
holding its own.
“In the past we have mostly been
involved with high school soccer,
but we have recently refocused our
efforts on club soccer and are starting
to see some success,” says Brian
Pepper, sales manager at Universal
Athletic, Bozeman, MT. “I believe our
growth will come from being more
involved in club soccer.”
Pepper notes that his soccer sales
of the basics are solid, with the
exception of selling soccer cleats.
“We sell soccer uniforms, apparel
and some equipment,” he says. “We
rarely get shoe sales or equipment
sales. Those types of sales typically
go to the soccer specialty stores or to
an online retailer.”
In West Virginia, high school soccer
continues to showcase annual growth
— on the ﬁeld of play and at the cash
register.
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“High school soccer has gotten
quite big in West Virginia, for both
boys and girls,” reports Larry Foster,
owner of Spartan Sporting Goods,
Beckley, WV. “It’s a really, really
important category for us. Our kids
are more interested in playing high
school soccer than club or travel
soccer. I think it has a lot to do with
greater civic and community pride.”
The future of soccer in the
Mountaineer State is bright.
“Our youth leagues are ﬁlled with
lots of teams, who then go on to play
middle school and high soccer,” adds
Foster.
When it comes to purchases from
Spartan Sporting Goods, high school
soccer teams are buying uniforms,
travel/warm-up suits, cleats, socks,
practice T-shirts, balls and practice
accessories, such as cones and small
goals.
“Soccer is becoming a bigger
part of our business because of the
volume of practice gear that we are
selling,” adds Foster. “And when the
new change was implemented on high
school home uniforms having to be
all white, it was a bumper year for
us.”
In the upper Midwest, the game is
played and enjoyed at the grassroots
level, but outside factors such as
the Women’s World Cup have had a
minimal impact on the business of
selling soccer.
“We do a lot of soccer, but we didn’t
feel the impact of the (Women’s)
World Cup,” says Ryan Wenkus, a
salesman at Universal Athletic in
Edina, MN. “But it seems that the
sport is always on the incline.”
Selling soccer is not what it once
was for Scotty’s Sport Shop, a momand-pop retailer in Wellington, FL, a
suburb of West Palm Beach.
According to owner Jerry Steuerer,
his once-thriving local soccer
business has been undercut by the
big-box stores, mail order companies
based outside of Florida and the
Internet. While he still sells balls,
cleats, shorts, socks, shinguards and
goalie gloves, many of his former
customers head to Dick’s Sporting
Goods, Sports Authority or to the
Internet for a wider selection and,
at times, a cheaper price. Still, he
does a steady business with the
local recreation department, which
organizes a spring and fall rec soccer
league for local children.
A strong sign of the growth and
popularity of soccer in the U.S. is that

In the News
Bradley Signs With Puma
Puma has signed a long-term contract with Michael Bradley,
who will now wear Puma’s latest cleated footwear on the pitch
while playing and captaining Toronto FC of MLS and the U.S.
Men’s National Team.
Bradley will be the face of U.S. soccer for Puma and will be
featured in future campaigns and marketing initiatives for cleated
footwear and other soccer inspired products. Puma will also
work with Bradley to create programming surrounding him during
major international soccer tournaments.
Bradley debuted the relationship on-field during the U.S. game
against Mexico on October 10 wearing Puma cleats.

The Cost of Youth Soccer
How much does it cost children to play competitive youth ball
in the USA? Money magazine’s Paul Keegan and Kate Santichen
used a California family with four soccer-playing boys as a case
study.
The parents dug out their receipts. They were fully aware
of only about half of their out-of-pocket costs — the club’s
$8100-per-year team-membership fees that show up on their
bank statements ($675 a month) and the club’s $100-perchild annual tournament fees. The rest surprised them. In the
past year, they had paid $6200 for travel to eight tournaments,
including $2400 for restaurants and the rest for hotels, car
rentals and gas. Cleats and other gear cost $1200 a year, while
the special ball-striking coach who gives all four boys private
lessons runs $30 a week ($1500 a year).
Last year, the family paid $17,400 for soccer-related expenses,
by far the biggest item in their budget after their mortgage.

Nike Extends With NWSL
Nike recently extended its partnership with the National
Women’s Soccer League (NWSL) through the 2019 season.
The continued relationship solidifies Nike’s role as the league’s
official uniform, apparel and equipment provider for all NWSL
clubs and any future teams. Additionally, Nike will continue to
offer the NWSL the option to collaborate on innovation initiatives
in soccer technology and design throughout the duration of the
agreement, as well as providing a sport-science resource to each
team in the league.
“This extension not only gives soccer fans more opportunities
to see their favorite athletes in action, but it also reinforces
Nike’s overall leadership in women’s soccer, helping to grow the
women’s game beyond where it stands today,” says Andrea
Perez, North America general manager of soccer for Nike.
Expanding its long-standing partnership with U.S. Soccer and
the U.S. Women’s National Team, Nike began its relationship
with the NWSL in 2012, as one of the league’s founding
sponsors. Today, the NWSL is comprised of nine teams.
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the ﬁrst two images used in the
2015 edition of the U.S. Trends in
Team Sports report by the Sports &
Fitness Industry Association are of
girls playing soccer. In years past,
SFIA has showcased many team
sports on the cover of this annual
report, but this year the focus is on
young girls playing soccer.

Numbers Tell the Story
In terms of overall participation,
there are two types of soccer being
played in the U.S. — indoor soccer
and outdoor. Of the 24 team sports
in the SFIA’s annual participation
study, outdoor soccer is the third
most popular team sport in the
U.S. with 12.6 million players.
(Basketball and baseball rank onetwo in the team sports rankings
with 23.1 million players and 13.2
million participants, respectively.)
Indoor soccer is tied as the 11th
most popular team sport alongside
ultimate Frisbee, with 4.5 million
participants.

From a gender perspective, the
majority of players in the outdoor
game are males (64 percent). The
same holds true for indoor soccer,
where 61.5 percent of the players
are male.
From an income perspective,
outdoor soccer is beginning to
show a slight trend toward higher
incomes, as nearly 18 percent of
all outdoor soccer players come
from households where the annual
household income is between
$75,000 and $100,000 a year.
From a venue perspective, soccer
seems to thrive on structure, as
nearly 60 percent of all outdoor
soccer players and just over 50
percent of indoor participants
play in some type of sanctioned/
organized league.
More than any other team sport,
soccer is very strong with young
children, which bodes well for
future growth. When looking at core
sports participation patterns for
children aged six to 12 in the U.S.,

both outdoor soccer and indoor
soccer have strong followings.
In terms of core sports
participation patterns, outdoor
soccer has the second strongest
statistical following among children
and indoor soccer has the ﬁfth
strongest following. The SFIA data
reveals that 44.5 percent of all
outdoor soccer players and 30.7
percent of all indoor soccer players
actually play the game at least 25
days a year. In other words, young
children like to play lots of soccer,
especially outdoors.
According to the SFIA’s
Manufacturers’ Sales by Category
Report (2015 edition), sales of
soccer gear are solid and steady in
the United States.
In 2014, wholesale sales of
soccer balls, goals, protective gear,
uniforms, cleats, and accessories
were $877.1 million, up from $801.7
million in 2013, which was a 9.4
percent increase.
Statistics from the National

Federation of State High School
Associations (NFHS) also indicate
that the game of high school soccer
is in good shape.
According to the NFHS, there
are 375,681 girls and 432,569
boys playing high school soccer
right now in the U.S. The six
states with the highest levels of
participation in girls’ high school
soccer are California, Texas, New
York, Pennsylvania, Illinois and
Florida. For boys the top six are
California, Texas, New York, Illinois,
Pennsylvania and New Jersey.
(As an aside, the most popular
high school sport for girls is track
and ﬁeld with 478,726 participants.
On the boys’ side, 11-player
tackle football has the most high
school participants with 1,083,617
players.)
“Soccer is a great competitive
sport and ranks number four for
the girls in participation,” says
Theresia Wynns, director of sports
and ofﬁcials for the NFHS. Boys’

New On the Pitch

1. Champion Sports Rhino RX Series
Soccer Balls are machine stitched,
made of nylon wound two-ply butyl
bladder and foam backed panels and
offer excellent air retention, durability and
softness.
2. The Reusch Phantom keeper jersey
features MMS Moisture Management
System material and printed design
accents help control the ball.

2. REUSCH

3. High Five Sportswear’s Globe
International Jersey comes in 18 country
selections, allowing teams to be outfitted
in popular countries like the USA, Brazil
and England.

1. CHAMPION SPORTS

3. HIGH FIVE

4. Two soccer dummies make the
scene from Upper 90/Gill Field Sports.
The Inflatable Mannequin handles for
easy movement across the training field,
is easily inflatable and rolls back to an
upright position when knocked over.
The Pro Mannequin is made from light,
flexible and strong nylon material.

4. GILL FIELD SPORTS

5. Under Armour’s Pace soccer uniform
in Armourfuse styles features custom
Armourfuse with stretch flat knit front and
stretch mesh back, top-stitched jersey
and short for additional strength and
appearance and a V-neck construction on
the jersey that allows full flexibility.

6. SISU

6. Sisu mouthguards provide a custom
fit and 50 percent more protection and
at 2.4 mm thin Sisu Max allows soccer
players to breathe normally, speak
naturally and stay hydrated during
games and practices.

5. UNDER ARMOUR
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Goal Line Stand
Safety issues, Internet competition and new technology are the key issues.
TO DROP OR NOT

What Are The Advantages
Of Drop Shipping These
Big-Ticket Items For Dealers
And Their Customers?
“The main advantage for the dealer
is not having to commit capital.
Second, the dealer does not have
to warehouse the goals.” Darren
Clare, Upper 90
“Most goal sales are drop shipped
with little or no after-sales
involvement from the road rep or
store, so there’s no deliveries and
no hassle.”
Jon Fishman, Goal Sporting Goods

SAFETY FIRST: Is Goal Safety Still A Priority In The Goals And Nets Category?
“Player safety is always a concern. However, design
improvements and aluminum construction have made
soccer goals safer than in the past.”
Jeff Roth, Vice president, First Team
“There have been a few incidents due to player contact
with metal goals. Portable goals can help reduce these
liability issues because they are not permanent or
made with solid posts or crossbars.”
Jonathan Hayden, Executive Vice President, Bownet
Sports Group
“The traditional method of securing a goal was ground
staking into the ﬁeld, which requires grass surfacing.
As many ﬁelds become shared and turf-covered, the
methods of securing goals become more complex.
Our engineering team is constantly working on new
methods for securement, which will lead to some
exciting opportunities for dynamic, original designs.”
Laura St. George, Vice President–Sales & Marketing,
Gared North America
“Goal safety is and will always be a priority in the sport
and the safety of our goals is the number one criteria
when designing and building. We offer several methods
to safely secure our goals, including many sizes
and styles of ground anchors, sand bags, weighted
backstays and stabilizing bars that counter weight the
goal. Safety warning labels that include no-climb and
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always-anchor-goals are placed on every goal product.”
Jon Fishman, GM, Goal Sporting Goods, Essex, CT
“It’s as important as ever for dealers to address goal
safety with their respective goal suppliers. Speciﬁcally,
dealers should know if a manufacturer’s products are
meeting the most current ASTM soccer goal industry
standards. Dealers should also know if anchors are
included with a manufacturer’s offering or if they are an
extra purchase.”
James Pepe, Marketing Communications and Social
Media, Kwik Goal
“Goal safety is always a priority, whether it is an issue
or not.”
Joe Wewel, Product Specialist, Blazer
“As with any category or product, goal safety should
continue to be the number one priority. All of our
soccer goals come standard with ground anchor kits.
However, we try to promote the use of our No-Tip
Soccer Goals that eliminate the need for ground anchor
kits or sand bags.”
Chris Livingston, National Sales Manager, Bison
“Goal safety is always the main consideration when
designing and selling goals.” — Darren Clare, Division
Manager–Field SportsConstruction Products, Upper90/Gill
Field Sports

“Soccer goals are large and difﬁcult
to transport. The advantage of
drop shipping is that the product
is delivered directly to the
customer without the need for
the dealer to handle it and the
customer receives the item quicker
because the dealer doesn’t need to
ﬁnd a time to deliver it.”
Jeff Roth, First Team
“For the dealers, the advantages
are time, shipping cost and
inventory reduction. With the
volume of freight shipping that
we do we can be a savings to the
school in freight cost. We have a
ﬂat rate shipping of $150 on a pair
of soccer goals to anywhere in the
lower 48 states. Sorry about that
Alaska and Hawaii.”
Joe Wewel, Blazer
“Not only are these big-ticket
sales, but they are also very big in
terms of shipping dimensions and
possible freight damage, so the
less handling by freight carriers or
dealers the better.”
Chris Livingston, Bison
“We are entering an era where
dealers save space in warehouses
teaminsightmag.com
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Blazer soccer goals.

Bison All-Aluminum No-Tip soccer goal

First Team World Class 40 Elite-PB portable soccer goal.

Gared Touchline Match Play soccer goals.

Bownet Official USSF size 4X6-foot soccer goal for U6–U8.

Goal Sporting Goods soccer goal.
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for products with higher sales
turnover. As soccer goals are large
in size, our free drop ship program
allows our dealers to enter the sales
conversation without compromising
their soft goods inventory
requirements. Additionally, our
program helps reduce shipping
costs because the product
delivers from our facility to the
ﬁeld, eliminating multiple product
transfer points, which helps prevent
damages.”
Laura St. George, Gared
“Since most dealers and their
customers do not have trucks
that can handle a 24-foot crossbar,
having soccer goals drop shipped to
the ﬁeld locations helps ensure the
goals arrive damage free.”
James Pepe, Kwik Goal
“The advantage is mainly in costs.
By drop shipping large nets, the
dealer doesn’t have to touch the
item, thus saving them labor and

teaminsightmag.com

storage. We do this a lot for our
dealers who sell our larger nets and
they love it.”
Jonathan Hayden, Bownet

to just take it home than wait for a
drop ship in most cases. The best
way to put it is — dealers who stock
nets, sell nets.”
Jonathan Hayden, Bownet

TO STOCK OR NOT

Is It Necessary For
Dealers To Hold Inventory
In This Category?
“Schools are notorious for
needing replacement nets and net
accessories the day of a match or
the ﬁrst day of training. Having a
few pairs of nets on hand for these
last-minute requests will always pay
off by way of a positive customer
service experience. “
James Pepe, Kwik Goal’
“Yes and no. Yes, for the smaller
nets. Having these on hand in pairs
helps dealers sell nets at once.
There is a big advantage to selling
soccer nets at once by having them
available. Customers would prefer

“If a dealer has the real estate to
keep a pair of standard size goals
in house, obviously they have an
advantage over other retailers.
However, we believe using our drop
ship program along with our instock guarantee of goals gives our
customers the luxury of using their
warehouse space for other things.”
Laura St. George, Gared
“We keep nets and goals on hand
and can ship right away. We are
located right in the center of the
country so there is no need to stock
inventory.”
Joe Wewel, Blazer
“In most cases, dealers will not
have the room to stock soccer goals
given the space they’d take up.

We keep approximately $2 million
worth of inventory at all times,
so we don’t have any problems
shipping the goals out in a timely
manner.”
Chris Livingston, Bison
“Stocking nets is a good idea as
they are often requested on short
notice.”
Darren Clare, Upper 90
“There is no need to stock
inventory. We keep a full stock
of each product so that we can
typically ship the next day.”
Jeff Roth, First Team

THE INTERNET CHALLENGE

How Can Dealers Combat
The Online Shopping Of Their
Customers For Nets/Goals?
“I assume that we have all bought
some product with a click of a
mouse, but there is value in the

November 2015 / Team Insight 39

EQUIPMENT / GOALS/NETS

sound of a human voice. While
lower prices can sometimes draw
end users to shop online, the
service can be less than fulﬁlling.
When working with large items,
providing service and advice to the
facility can prevail over pricing.”
Laura St. George, Gared
“By being a partner and providing
on-site support during and after
the sale.”
Darren Clare, Upper 90
“It sounds clichéd, but the
personalized service that a local
dealer provides is priceless.
Unfortunately, it seems like end
users don’t always feel the same
way and look at price alone. “
Chris Livingston, Bison
“There are a number of strategies.
Support the local team dealer by
shopping in the local community,
playing on the credibility of years
of local service and support versus

an anonymous presence selling an
unknown product only on price
online. Team dealers can service
the customer before, during and
after the sale. Customers can
always stop in and talk to a local
rep. The more you buy, the better
pricing you get. Buy goals, nets,
uniforms, equipment at a one-stopshopping experience.”
Jon Fishman, Goal Sporting Goods
“Offer competitive prices and/
or delivery and setup. Most
customers are not educated as to
how to properly receive a freight
shipment. Dealers who take care
of the delivery or set-up are at an
advantage over online retailers.”
Jeff Roth, First Team
“With service. Being local or
regional, you can service the
customer better and take care of
any problems that might arise ﬁrsthand. Be proactive and ﬁnd out
their needs before they go online.

You are not going to win them all,
but the goal is to win the majority
of them.”
Joe Wewel, Blazer
“One of the best ways to keep the
customer from buying online is to
have the nets in stock. Having them
available on-site is a big advantage
our dealers have realized.
Customers want to get them now,
not wait. So if you’ve got them,
you’ll sell them.”
Jonathan Hayden, Bownet
“It may be a case of embracing
rather than combating online
shopping. As we know, many
consumers purchase many of their
goods online. Putting time and
energy into a website that allows
a dealer to offer their full line for
purchase would allow dealers to
challenge for the online spend of
the modern consumer.”
James Pepe, Kwik Goal

“The opportunities are very
good. The key is to call on them.
I know time is precious and it can
be difﬁcult for a salesman to call
on schools, clubs and camps. If
so, as a dealer the Internet can
be your friend to reach the clubs
and camps. You may want to
consider adding a salesman to
call on clubs, camps and Ys in all
sports, not just soccer.”
Joe Wewel, Blazer
“There is volume in selling camps
and clubs. Clubs and camps are
so much larger than a school as
far as number of players.”
Darren Clare, Upper 90

A LITTLE HELP
GOING CAMPING

What Are The Opportunities
In Selling Clubs And Camps
And Not Just Schools?
“There are endless opportunities in
non-school promoted programs. We
have found that many team dealers
don’t actually pursue the camp and
club business, which is surprising
considering the amount of soft
good business that can accompany
the goal product.”
Laura St. George, Gared
“The U.S. Soccer Federation just
mandated new sizes for soccer
training nets/goals — 4X6 and
6.6X18.5 sizes for training. There is
a very large opportunity for dealers
to get in front of this by letting
their local clubs know that they
all will be required to use these
sizes when training. Additionally,
club and camp coaches need
portable soccer nets in a wide
variety of sizes to use as a system
of training. Field availability is an
ongoing issue with limited training
times and clubs and camps need
portable nets to ﬁll the ﬁelds to
accommodate everyone. The
opportunity for dealers selling
portable nets to clubs and camps is
good if they invest some time.”
Jonathan Hayden, Bownet
“There is an endless amount of
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opportunities selling to clubs
and camps — repeat business,
service and support local clubs
and camps around the corner
versus online.”
Jon Fishman, Goal Sporting Goods

What Kind Of Vendor
Support Do You Supply
For Your Dealers?
“Start with our local sales reps
who can bring expertise and
assistance in learning about our
soccer nets and most importantly,
how to sell them to coaches. We
also have a lot of social media
and visibility in the marketplace
to help drive the soccer business
to the dealers. We built our
company from the grass up
promoting to coaches at events
and tournaments over the years
and this works to drive business
to dealers.”
Jonathan Hayden, Bownet
“We frequently offer package deals
and specials to dealers in order
to help them close orders and to
service their customer base. And
we offer good-better-best pricing
options to ﬁt a customer’s needs.
We also provide quick shipping
from both the east and west coast
locations and our house staff on
both coasts and national sales
force are focused on education,
providing product knowledge
and assisting the team dealer and
road reps in every aspect of sales
installation and set-up. Sales reps
routinely train the dealer sales
reps and provide local support
teaminsightmag.com

and product knowledge, as well as
identifying sales leads.”
Jon Fishman, Goal Sporting Goods
“We have a free-freight program
that makes quoting soccer goals
easy, along with quick next-day
shipping. We also work with the
shippers to track shipments and
provide updated order/shipping
status.”
Jeff Roth, First Team
“Again, service. We have a very
knowledgeable staff that loves
talking to the school to help aid the
road salesman/dealer with product
knowledge, installation and to ﬁx
any unforeseen problems. Our goal,
no pun intended, is to make life
easer for you.”
Joe Wewel, Blazer
“We offer to call the dealer’s
customers personally to discuss
their needs to determine what will
or won’t work for their specific

facility or field.”
Chris Livingston, Bison
“Every member of our team
has assembled all items in our
soccer line. We pride ourselves
in understanding our product so
we can provide an elite level of
customer care that our dealers
deserve. Furthermore, our PlayRX
program helps our dealers ensure
that they are selling the correct
product to the facility for optimal
performance for the athletes
and effective use of budgets.
Recently, we worked with a dealer
to help them with a local school
looking to add soccer fields. The
school picked a pro level goal but
only could afford to outfit one
field. We asked about the level
of play and age of the athletes
and were able to determine that
the facility could be successful
with collegiate level product. As
a result, the school was able to
outfit two fields and our dealer

now has the opportunity to sell
additional nets on an annual basis.”
Laura St. George, Gared
“We warranty all our products
and we have sport-speciﬁc sales
experts available for questions.”
Darren Clare, Upper 90

WHAT’S NEXT?

What Is The Direction
Of New Technology In
The Category In 2016?
“New technology in the soccer
category will continue to focus on
the safety of the athlete.”
Laura St. George, Gared
“Light, but strong framed,
durable and portable nets/goals
in a variety of sizes are growing
in popularity. As field space
becomes more crowded, the
ability to get on, set up, train
and get off the pitch become

paramount. Portability must also
have durability so coaches can
easily move the nets/goals from
their storage areas or vehicles to
the ﬁelds and back easily.”
Jonathan Hayden, Bownet
“Manufacturing goals that are
easier to move and can be stored in
a small footprint.”
Darren Clare, Upper 90
“Safe, light, durable and portable.”
Joe Wewel, Blazer
“For the past few years customers
are trending back to domestic
manufacturers. Quality is better
from U.S. manufacturers and
costs are equal. 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. We also have the
capabilities to personalize goals.”
Jon Fishman, Goal Sporting Goods Q
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A SOCK ‘WHITE PAPER’

The team sock
business is no
longer at the
bottom of the bag.
fascination with creative sock
designs appeals equally to boys and
girls. Brown notes that he and his
associates try to guide their clients
into buying many of the standard
team colors, which helps them
better organize their inventory and
ordering, although many schools
do request such colors as purple,
gold, and Texas orange, which he
must then order. His primary sock
vendors are Adidas, Twin City and
Pro Feet.
As for which sport has the highest
demand for socks in southern
Indiana, Brown says it’s basketball.
“Everybody plays basketball in
Indiana.”

The Bold and the Beautiful

By Mike May

I

n the good old days, no one
ever got very excited about
team socks. For years, they
were considered a minor
accessory to a uniform, sold in
three packs for a couple of bucks.
You had a color choice, as long as
you liked white.
Fast forward to 2016, and socks
are taking center stage in the team
uniform look. Color schemes and
fashion designs of the once-lowly
sport sock have made them an
integral part of practice and game
uniforms. Socks have, indeed, come
out on top.

Creativity Meets Demand
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purchases combined with the
improved technology around
sublimating and decorating socks
makes [a team shop] a fantastic tool
for a coach or a player to purchase
decorated socks,” adds Blumenfeld.
Team dealers and retailers at
the local level in various parts of
the country appear to share this
sentiment.
“It’s like buying a car. If you can
imagine what you want, you can buy
it,” says Jim Brown, a salesman for
Kratz Sporting Goods, Clarksville, IN.
Scotty’s Sport Shop, Wellington,
FL, is busy selling all types of sock
designs and color schemes, ranging
from candy stripes to stars to
rainbows to colored hoops.
According to Scotty’s owner Jerry
Steuerer, pink has been a popular
color with high school athletes –
both boys and girls -- since Labor
Day because of Breast Cancer
Awareness Month in October.
According to Kratz’ Brown, the
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And while they have made the
climb socks have become big
business. According to the Sports
& Fitness Industry Association’s
Manufacturers’ Sales by Category
Report (2015 edition), wholesale

sales of sports sock were $1.116
billion, up from $1.093 billion in
2013, a 6.2 percent increase.
Those certainly are not your
father’s white tube socks.
The team sock industry is ﬁlled
with creativity and diversity. And,
that’s because consumers are
requesting it, the manufacturers are
making it and the team dealers and
retailers are delivering it.
If you ask Adam Blumenfeld, CEO
of BSN Sports, Farmers Branch,
TX, the value of a sock to today’s
athletes has taken a 180-degree
change in recent years. Today, he
says, these socks represent a major
fashion statement.
“We look at socks as an important
addition to the fashion-oriented
practice and game wear that
athletes demand,” he says.
Having access to the Internet
and to parents’ credit cards has
revolutionized the sock industry.
“An increase in parent-funded

When it comes to club and travel
sports, Brown says that the teams
will order whatever the players want
to wear. The interest in creatively
designed socks has even trickled
down to the middle school level in
Indiana.
In south Florida, bright and
beautiful are the themes of the color
schemes.
“Pink it is, right now, because
October was Breast Cancer
Awareness Month,” reports Kevin
Licata, manager at Medallion’s
Sporting Goods, Jupiter, FL. “Pink
appears to the color of choice for
teams playing basketball, volleyball
and many intramural sports teams.
His other popular colors: dark green,
dark red, royal blue, teal and purple.
It appears that socks have
become a way for athletes to
identify themselves and stand out
from the crowd.
“Socks have become a lot like
shoes,” observes Licata. “Everybody
wants to personalize them with wild
and crazy designs. Customization
and personalization are the themes
of the sock industry. Because
demand is high, custom socks have
become more readily available and
affordable.”
Despite the high demand for
specialized socks, Licata says that
the majority of his local recreational
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teams still wear traditional solid
colors.
The main brands in Medallion’s
inventory are Pro Feet, Twin City,
Under Armour, Asics, Nike and Red
Lion.
In West Virginia, sock sales are
vibrant and seem to get better
every year.
“Socks are big business for us,”
says Larry Foster, owner of Spartan
Sporting Goods, Beckley, WV. “It’s
an amazing sales category for us.
Nobody wants to buy the $4 white
sock. Everybody wants to spend
$10-$15 for a pair of colored socks.
The sock business has been very,
very good for us. I sell lots of socks
from Twin City Knitting, Nike and
Under Armour.”
Foster has a strong recollection
of where the sock business was just
over 10 years ago. “Not too long
ago, I couldn’t keep enough white

socks on the shelves,” recalls Foster.
The one sport where the athletes
are the most creative with their
sock designs is softball.
“You can’t get a girl softball player
to wear a solid colored sock,”
notes Foster. “They want their
socks to have stripes or a tiger-like
design. Soccer is the only sport
that appears to have strict rules
on the color and design for socks,
especially home socks.”
In Minnesota, getting consistent
custom orders is the key to making
money in the sock business.
“We try to do as much custom
sock business as possible as it
usually insures larger sales and
repeat orders,” says Ryan Wenkus,
a salesman for Universal Athletic in
Edina, MN. “We still try to only do
team sale socks out of our location,
others with retail locations may do
more individual socks.”

7 vs.7
N3283

Wenkus reveals that boys are
driving sales in the sock industry
and being more creative than girls.
He adds that multiple colored socks
are more popular than solid color
socks,

A ‘Great Time’ To Be In Socks
The sock business is entering
uncharted waters, but it appears
to be an exciting time to be in this
industry.
“They are a necessary and
important accessory item for
athletes of all ages and both
genders,” says Lee Tarnoff,
president of Red Lion. “Socks
manufactured today are
incorporating technical features and
design work that are unlike anything
that has ever been manufactured
in the past. It’s a great time to be a
part of this industry.”
“The day of a three-pack of tube
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socks is so old, it has actually
started to come back at retail,”
states Taylor Wilson, president and
co-owner of Pro Feet. “I was in a
Walmart the other day and found
an end cap of three-pack/threestripe tube socks by Gold Toe. So,
everything seems to come back.
Not sure it that will trickle down to
the team dealer, but it is at the retail
high level.”
With that said, socks, in general,
have a tendency to be an impulse
buy, so the three-pack crews or
the three-pack low cuts should
always be at retail. It prevents your
customer who is in your store from
having to go somewhere else to get
that commodity item.
“At McDavid, our SportMed
products play an integral role in
sports medicine and support the
ultimate goal of all athletes — to
perform at their best,” says Mary
Horwath, senior VP- marketing,
United Sports Brands. “Socks are
bought ﬁrst for their functional
merits, followed by their aesthetic
appeal. Once athletes discover
how great these socks help them
perform, recover and just overall
feel, they want more variety in
terms of color and design.”
“I ﬁnd that more customers are
choosing custom designs over
standard tube socks,” observes
Angie Pritchett, owner of Trenway
Textiles. “I have more dealers
calling for individual sells in
custom designs and colors. The
plain sublimation socks have more
demand. Individuals are sublimating
their own designs. I think the knit-in
logo designs are just more popular.”
Getting access to the right
technology is necessary to remain
competitive in today’s sock
business.
“New developments in equipment
combined with high-tech yarns
– often in bright, vibrant colors
– enable hosiery mills to create
a wide range of socks that are
incredibly comfortable, functional
and fun to wear,” says Red Lion’s
Tarnoff.
“The key is in the yarns, from
breathability, antimicrobial and antibacterial properties, to high-science
compression technology,” says
United Sports Brand’s Horwath. “We
saw technical compression more
as an extension of our SportMed
expertise. Compression socks as a
category is growing due to the fact
teaminsightmag.com

that they have proven to simply
make athletes feel better, and this
endorsement and heightened
visibility is fueling new brand
entries.”

The Sock Market Is Up

Photo: Mueller

The keys to success in the
business of manufacturing and
selling athletic socks are the same
as if you are selling cars, widgets
or computers, if you ask any sock
maker.
“My approach to the sock
business would be to have the
lowest prices for the best quality,
meeting customers’ deadlines, and
fast delivery,” notes Trenway’s
Pritchett, which is now stocking as
many as 30 colors.
“At McDavid, we are always
monitoring the market for the latest
trends taking place in the industry,”
adds United Sports Brand’s
Horwath. “Socks are a natural
product extension to apparel and
footwear.”

HOCKEY JERSEYS & SOXS

“We at Pro Feet have a multi prong
approach,” adds Pro Feet’s Wilson.
“First, we listen to our customers.
Small or large, they are our future
and we must listen to them and act
on the needs of the dealer.”
Secondly, he adds, “we have to
perform. We do this with great
customer service, great warehouse
personnel and a great custom sock
department.”
Consumer interest in the sock
industry appears to be as strong
from males as it is from females.
“Our data, from a sports medicine
perspective, shows an expanding
interest from all genders,” says Tim
Jahnke, national sales manager–
sporting goods retail, for Mueller
Sports Medicine. “We see socks
as a therapeutic and performance
opportunity.”
“Boys and girls are more
interested in custom designs and
colors,” adds Trenway Textiles’
Pritchett. “I see more boys wearing
the athletic custom socks not only

IN-STOCK!

Immediate Delivery | NO Minimums

Pro Weight
Hockey Sox

NEW Digital Camo Air Mesh Jerseys
  

  

Pro Mesh
Hockey
Sox

 
 
 
  
  
  - Ships

 
 
 
  

in as little as 10 days

SK8 Sox

800.776.9787 | Pearsox.com
teaminsightmag.com

Team Insight / November 2015 47

APPAREL / SOCKS

on the ﬁeld, but off the ﬁeld as
well.”
“We’re ﬁnding equal interest
from both genders as athletes
overall experience the beneﬁts of
compression socks and sleeves,”
notes Horwath.
“Whether boys or girls, men
or women, they all want a ﬂashy
sock,” says Sara Meyer, of
EcoSox. “The (popular) comment
seems to be the ﬂashier the better.
That is their way of expression.”
“In the custom team category,
it is the youth teams and leagues
that are driving the business,”
notes Pro Feet’s Wilson.
“But, outside of team, in some
older demographics, the custom
sock business is booming as well,”
he adds. “We try to take care of
both sides.”
There are some differences in
how athletes and teams focus
on socks. It varies depending on
which sport is being played and
the uniform philosophy of the

COACH TALK
local league being outﬁtted.
“Basketball, lacrosse and soccer
trends seem to be for a custom
design sock, while football likes
the vintage striped tube socks,”
notes Pritchett. “Baseball and
softball still love the old-school
stirrup socks and solid-colored
performance knee high tube
socks.”
“I think the only major
difference for Pro Feet is the size
of the team,” states Pro Feet’s
Wilson. “For a normal football
team, we will sell 120 pair of socks,
whereas for a basketball team
we will sell just 24 pair. Custom
growth is unprecedented and we
are working hard to enjoy it.”
“Some of the select teams order
the socks as part of the uniform
package,” adds EcoSox’s Meyer.
“Others, like schools and local rec
leagues, have the kids purchase
their own socks, but tell them
what color, style and brand to
buy.” Q

WHILE YOUNG ATHLETES TODAY ARE WEARING ATHLETIC SOCKS
made of every conceivable color, it’s interesting to know what coaches
think about the issue of sock diversity. Team Insight sought out two
coaches, one for a boys’ team and the other who coaches girls, to
gauge their opinions.
From the boys’ coach, Wayne Ryan, athletic director/head coach,
Summers County High School, Hinton, WV: “As a high school coach,
I am open to change. The only thing that I want is a comfortable,
stylish sock that matches our uniforms. And all players must wear the
same sock. I don’t want the players on my basketball team wearing 10
different designs. I leave the final decision on the team’s sock color up
to the players, as long as the color is team oriented and the same for
everybody.
“Times have certainly changed. And, they have changed for the better,
even though some of the color schemes are not my cup of tea.”
From Albrey Grimsley, head women’s basketball coach, St. Thomas
University, Miami Gardens, FL: “As an athlete, I thought that you should
be able to wear whatever socks or shoes you wanted to wear. I’m not a
fan of wearing white socks with white shoes. As an adult, when I wear
sneakers, I wear black socks.
“As a coach, I do not purchase socks for the players because they are
going to wear their own socks anyway. It doesn’t make sense to waste
the money (on buying team socks). I am also a fan of letting my players
wear their choice of shoes, even if they are all different shoes.
“I don’t think I should tell them how their body feels or that they have
to wear.” Q

Congratulations!
OrderMyGear dealers will sell a record
$12,000,000 in November alone.
Partner with the leader
Our platform simplifies online ordering and helps you sell more gear.
In fact, our dealers see their team sales jump more than 30% on
average after starting to use OrderMyGear online stores.
Visit OrderMyGear.com or call 214-945-4000 today to schedule a
demo and find out how we can help you grow your team sales
business with no monthly fees and no per-store cost to you.
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Are You a Dodo or a Coyote?
For team dealers fearful of the future, the answer changes everything.
By Randy Pennington

T

he long-term success of
any team dealer will quite
possibly come down to
how you answer one
question: Are you a dodo
bird or a coyote?
Why the dodo bird? Because,
deserved or not, the dodo bird
is the iconic symbol for failure to
adapt to a changing environment.

Dodos were not
stupid. They evolved
in an environment
with no natural
predators and no
need to adapt.
Sounds a bit like
the team business a
generation ago.

In Defense of the Dodo
Dodos, however, were not stupid.
They evolved in an environment
with no natural predators and no
need to adapt. Sounds a bit like
the team business a generation
ago, when your customers had no
choice but to buy from you because
competitors like the Internet,
vendors selling direct and national
outﬁts like BSN Sports didn’t exist.
Like team dealers a generation
ago, the dodo was perfectly suited
to thrive in its world. But for them,
that world ceased to exist after
an encounter with humans. For
dealers, it ceased with the advent
of previously unheard of levels of
competition.
Extinction is the result when
you are born without – or never
develop – the ability to embrace
the concepts of danger, urgency,
complacency and change.
Are you doomed to become
extinct like a dodo bird? An answer
of “yes” to any of the following
questions is a cause for concern.
UÊ ÊÞÕÊÀÊ«i«iÊÊÞÕÀÊÌi>Ê
believe that you are a stable, secure
environment with no need to worry
about predators or outside danger?
UÊ>ÛiÊVvÀÌÊ>`ÊV«>ViVÞÊ
caused you to lose the ability to
expand out of your comfort zone?
UÊ>ÛiÊÞÕÊÃÌÊÀÊiÛiÀÊ`iÛi«i`Ê
the ability to distinguish predators
from friends?
UÊ ÊÞÕÊÃÌÀÕ}}iÊÜÌ Ê
quickly adapting to changing
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opportunities or threats?
UÊ>ÛiÊÞÕÊÃÌÊÌ iÊ>LÌÞÊÌÊÃiiÊ
change coming or anticipate a
different possible future?
In its defense, the dodo never had
a chance. It was, after all, just a bird.
But you are, apparently, a
successful team dealer and have
already faced many challenges in
getting to where you are today.
So how about you and your
organization? Are there signs of
thinking and behavior that will lead
to your extinction?

In Praise of the Coyote
The Road Runner cartoons
featured Wile E. Coyote as the
bumbling nemesis trying to capture
the endlessly out-of-reach object of
its desire.
The truth is far different.
The coyote is not mysterious like
the wolf. It isn’t as cute as the mice
or penguins inhabiting other change
parables. But, the coyote is an ideal
model for ﬂourishing in the face of

unprecedented change. Unlike the
dodo, coyotes have ﬂourished in
the face of human contact because
they are:
UÊ`>«Ì>Li\Ê ÞÌiÃÊÀ}>ÞÊ
inhabited open prairies and deserts
in the southwestern part of North
America. Today, they are found
from Alaska to Central America and
ﬂourish in forests, mountains and
urban areas.
UÊ"««ÀÌÕÃÌVÊ«ÀLiÊÃÛiÀÃ\Ê
Coyotes learned that survival meant
doing different things as well as
doing things differently. They prefer
meat, but they will eat basically
anything: mammals, insects, ﬁsh,
snakes, fruit, food discarded by
humans and plants. Coyotes were
never told to adapt. They just
looked for opportunities and did it.
UÊÜ>ÀiÊvÊÌ iÀÊÃÕÀÀÕ`}Ã\ÊÌÊ
is hard to surprise a coyote. They
can detect food and danger up to
a mile away. They know you are
coming before you know that they
are around.

UÊ-«ii`Þ\Ê ÞÌiÃÊV>ÊÀÕÊ>ÌÊ>Ê
respectable 40 mph — fast enough
for them to avoid predators and
catch their prey.
UÊ/iÀÀÌÀ>ÊÜ iÊii`i`\ÊiÊÌ iÀÊ
cousins the dog, coyotes mark and
defend their territory. What is theirs
is theirs, and you will have to ﬁght
them to take it.
UÊ-iVÀiÌÛiÊÜ iÊÌÊÃiÀÛiÃÊÌ i\Ê
Coyotes have developed the ability
to hide in plain sight — they will
even walk on their toes to keep their
prey from hearing them.
UÊ6iÀÃ>ÌiÊÜ iÊÜÀ}ÊÌÊ
succeed: Coyotes usually work
alone or in small packs. But they
will hunt in larger teams when it
serves their purpose. Coyotes will
even team up with badgers – a
natural enemy – to track and kill a
common prey. There is no illusion
of friendship. The coyotes and
badgers enter into this partnership
of convenience because it
conserves energy and increases
their mutual effectiveness.
Are there characteristics on
this list that do not apply to your
roadmen? If so, now is the time
to act. If you own or manage an
organization, start with your
leadership team. A team of coyotes
led by dodo birds will fail.
If you are looking at your own
career, start by identifying the one
characteristic that would most
increase your relevance in the
marketplace.
The future belongs to the coyotes.
The dodos will become extinct.
For team dealers, the options are
similar. Which one are you? Your
answer will determine your future. Q
About the author: Randy Pennington
is an award-winning author, speaker
and leading authority on helping
organizations achieve positive results
in a world of accelerating change. To
contact him: www.penningtongroup.
com; info@penningtongroup.com;
704-965-2339.
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Get Social
Eight ideas for how a social media presence can improve your reach.
By Jessica Davis

and Facebook accounts.
Not only does it ﬁnd fresh, topnotch content, it even helps you
manage it. By queuing content
in advance and letting you post
customized content, DrumUp’s
workﬂow offers a high level of
ﬂexibility.
Another feature exclusive to
DrumUp is that it automatically
prioritizes the latest content, which
means you get a chance to post new
content before anyone else does.
This also increases the chances of
your content going viral.

W

hen it comes to
discussions among
team dealers
about how to
best utilize social
media, the old adage about the
weather – everyone talks about it,
but no one does anything about
it – comes to mind. Because of
its inherent challenges and the
resources necessary to invest
in it – not to mention that older
team dealers have very little use
for social media in their personal
lives except for keeping track of
their grandchildren – connecting
with customers online is often
talked about, but very little
accomplished.
Yet there is no denying that
social media has completely
revolutionized the way businesses
market themselves and boost their
brand value — and it’s here to
stay, even in the relatively small
world of team sports. Whether you
are an independent, two-roadmen
business in a rural community or
part of a larger national network
or buying group, social media
can help you connect with your
audience in signiﬁcantly simpler
ways than mailing a catalog or
dropping in for a cup of coffee.
And it can be a lot cheaper.
Though the game has changed,
some rules still remain the same.
Social media will hardly make an
impact on your team business
unless you know how to leverage its
potential with your schools, clubs,
athletes and parents. For this, it is
essential that your business plants
a ﬁrm foot in the social world.
A strong social media presence
translates into greater engagement,
which in turn translates into greater
brand visibility, ultimately resulting
in an improved bottom line.
That means that social media is
one of those new ideas that need
to be embraced by team dealers
52 Team Insight / November 2015

2. Commun.it

in 2015. Indeed, it can and should
be an integral part of a sales and
marketing strategy if a few simple
steps are taken. Education is the
ﬁrst step to take.
First please understand, a
consistent social media presence
cannot be achieved by simply
opening a Twitter or Facebook
account and hoping you get
Followed or Liked. There are many
layers to social media marketing
and one of the best ways to break
through them is to implement social
media tools.
The use of such tools can
help brands with everything
from content to distribution and

analytics. The best thing about
them is that many of these tools
are available free (hooray for the
Internet) and are there for the
taking by the savvy dealer – or your
younger staff.
So here is a list of some of the
best free social media tools that
can help any team dealer develop a
growing presence on social media.

1. DrumUp
DrumUp’s unique selling point
is its advanced content curation
feature. It uses data mining, natural
language processing and machine
learning algorithms to identify
relevant content for your Twitter

As a social media tool exclusive
to Twitter, Commun.it is primarily
aimed at relationship management.
The tool helps you identify key
people who are part of your
Twitter community and provides
your brand with an opportunity to
engage with them consistently.
The key people in your Twitter
community are divided into three
categories: inﬂuencers, supporters,
and engaged members/prospects.
Based on these categories,
Commun.it helps you develop
context-based engagement
strategies. It helps you develop
speciﬁc methods of engagement
for each category, which further
helps you leverage these categories
toward building your brand.

3. Rapportive
Rapportive is a unique social
media tool that integrates the
LinkedIn proﬁles of your Gmail
contacts into the Gmail window.
The tool provides you with details
such as location, job title, interests
and so on. You can even follow their
posts or tweets on Facebook and
Twitter.
To put it simply, Rapportive
helps you build a strong audience
network. You can collect key
information about your customers
through their social media posts
and proﬁles, which will further help
teaminsightmag.com
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you develop certain insights about
your customers. At the end of the
day, you can use this information
to develop strategies that boost
engagement among your target
audience and ultimately enhance
your brand’s visibility.

4. Klout
Klout helps you collect
measurable data from all your social
media accounts such as Facebook,
Twitter and LinkedIn. It then uses
the data to tell you how your brand
is doing on each of the social
media platforms. The results are
communicated using simple graphs
through a detailed interface.
You can also collect data on the
prospective performance of your
post or tweet. For instance, Klout
can tell you how many times a
particular post is likely to get shared
or re-posted. An inﬂuencer section
even provides data on the users
whom you inﬂuence the most and
also on the ones who inﬂuence you.

5. PowToon
PowToon is a free cloud-based
application and SaaS that helps
brands create animated video
presentations for social media
platforms like YouTube and
Facebook. You can choose from a
variety of slide designs, characters,
props, etc. Plus, the presentations
are optimized for Linux, Mac and
Windows, which makes its use
highly convenient.

6. Canva
Apart from the usual analytics,
content curation, monitoring and
so on, your brand’s social media
presence also depends a lot on
the aesthetic appeal of your posts.
Though you could come up with
creative graphics or images with
traditional design or image editing
software, it’s still always better
to go with something that’s been
optimized for the purpose of
social media marketing. This is
where Canva comes in.

Canva is an online image
creating/editing software that
caters speciﬁcally to social media
platforms, including Facebook
and Instagram. You can design
business cards, edit images,
create presentations and do much
more using the application. You
can choose from a wide range of
existing templates or customize
your own designs.
Canva helps you create visual
content with ease, which can
prove to be a huge plus in the
context of social media marketing.

7. Followerwonk
Followerwonk is a Twitterfocused social media tool that
provides analytics with regard to
optimizing your Twitter marketing
strategy. It collects measurable
data to analyze your followers
and provides related information,
including their location and their
standard tweeting habits. It also
helps you identify key inﬂuencers

in the teams ports industry
and provides visualized data to
measure your performance against
your competitors’ performance.

8. Followgram
Followgram is an exclusive tool
meant for Instagram that helps
brands gain more followers on
the image-centered platform. It
helps you connect your Instagram
proﬁle with a Facebook account
in order to share images related
to your brand, products and
services. You can create image
tags, use ﬁlters, create collages
and do much more with this
application. Q
About the author Jessica Davis
has a keen interest in social
media and content marketing, and
writes extensively about both. She
represents Godot Media, a leading
SEO and content marketing
ﬁrm. See more at: www.
socialmediadelivered.com

Top 10 Twitter Tips for Business
By Christina Gaines

U

nless you’ve been
overtaken by one freight
train of a medically
induced coma over the
last decade, it shouldn’t
be news to you that social media and
business are soul mates; whether
you fancy it or not, how you are
projected onto these platforms could
be the be-all and end-all of your
investment.
Social media channels are very
transparent about what they are.
Social. We already know that people
have talked about you, are talking
about you and will talk about you.
It’s what exactly they’re saying that
is anyone’s guess — and every good
businessperson’s concern.
Social media allows us to
control the conversation. You can
manipulate your speciﬁc brand
personality, project an image
and create a voice. Meaningful
engagements are the golden ticket
to building a relationship with the
masses — one by one, post by post,
tweet by tweet.
Because of the many different
available formats, it’s important to
54 Team Insight / November 2015

distinguish the inherent comparisons
of platforms and initiate only those
that would propel your business
efforts.
For example: in any given month,
284 million Twitter users are
active. If it were a country, it would
be the 12th largest worldwide.
"ÊÌ«ÊvÊÌ >Ì]ÊÌ iÊ>ÛiÀ>}iÊÌiÊ
spent on Twitter monthly is 170
ÕÌiÃ°ÊÜiÛiÀ]ÊÞÕÀÊiÃÃ>}iÊÃÊ
constrained to only 140 characters.
Whether your inner soapbox
hog feels it’s outrageous or just
outrageously genius, it is the
reality. It also presents an exclusive
opportunity for marketers to KISS
(Keep It Simple, Stupid) and try their
hand at being clever in a snap. With
its smaller word count, there is no
room for needless fodder or longwinded promotional soliloquies.
iÀiÊiÃÊ>ÊÛiÀÞÊÃ«iV>ÊÜ>ÞÊÞÕÊ
can ﬁsh for engagement.
We’ve accumulated 10 basic laws
for Twitter, starring you and your
team dealer business, to follow and
swear by.
1. People 1000 percent judge a
book by its cover. When you make
(or revive) your account, be sure to
teaminsightmag.com

choose high-quality, high-resolution
pictures in both your header and
proﬁle photos. If you use cruddy,
pixelated ones that don’t seem to
complement each other you will look
lazy, talentless and unprofessional.
Choose pictures that are interesting
and that capture your company
culture. Because Twitter is becoming
increasingly more visual, also build
up an arsenal of photos and videos
to use for your posts to make them
more appealing and more likely to be
clicked through.
2. You never get a second chance
to make a ﬁrst impression. Your
Twitter bio is equally important.
"«ÌâiÊÌÊLÞÊLi}ÊViÛiÀ]Ê
descriptive and interesting. (i.e. “I
have a cat” versus “Affectionate
caretaker for my vicious, striped
feline Simba.”) The way you say
things, whether it be a personal or
business proﬁle, is very telling. Don’t
bore your audience to tears, and
don’t forget to throw in key industry

teaminsightmag.com

words so that it will be easier
for your proﬁle to be discovered
through a search engine.
3. Unearth inﬂuencers in your ﬁeld
and follow them. Retweet, comment
and interact daily if possible. The
likelihood is that whoever follows
their account is interested in your
shared line of work and possibly
your services. If they see the
dialogue you are creating, they may
follow you as well. In turn, it allows
you to see who you should follow or
prospect in the future.
4. The hashtags you choose
to wield are crucial. Keep in
mind that your biggest goal from
using them is to increase reach
and thus garner more followers
and (hopefully) engagement. So
whenever applicable it would be
useful to tweet hashtag topics that
are already trending. Important:
Make sure to look up what the
hashtag is truly about before just

mindlessly jumping in to avoid
embarrassing situations.

to slap on your poor proﬁle. I
recommend bit.ly.

5. At the beginning of the
month, craft a calendar for your
company. It’s clear you can’t plan
for everything, but any holidays or
major events that are relevant to
your company’s message or your
audience’s interests would be a good
thing to block out. Setting aside
posts for these days allows you time
to come up with a cunning, engaging
way to address them.

8. Tweet regularly. There are certain
times of day that a user may not be
online and may not think to go to
your proﬁle to update themselves,
so you will have to show up to the
party pretty often in order to appear
relevant. You want to show the world
your Twitter account is an active
one.

6. Share content that adds some
sort of beneﬁt to whoever is
following your account. If you
wouldn’t want to click on it, chances
are they wouldn’t either. Ask
questions and tell them a little about
yourself (but don’t make everything
about you). Talk to people by using
their Twitter handle.
7. Use shortened links. Full-blown
URLs are intimidating and ugly

9. Find out what time your target
audience is likely to be online. Is
it the morning? The weekend? Right
before they go out Friday night? You
can also test the waters by posting at
different times and gauging reaction.
10. Make sure your Twitter
aligns with your other marketing
objectives. It’s okay to link to
another social media channels, just
don’t make your posts the same
across the board or your audience
will catch on. Q
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Get Ready for Gen-Z

Young employees are full of ideas. They can also be quite a challenge.
By Bruce Tulgan

T

he holidays are almost
upon us, and after that
comes the new year. And
as team dealers turn the
calendar to January it
means it is hiring season again.
That means you have to ﬁnd some
new talent to welcome all of your
new ideas — and that means you
need to get ready to welcome the
Class of 2016, most of whom will
be members of Generation Z.
Yes, Gen Z, those second-wave
Millennials born from 1990-1999.
Yes, those same youngsters who
you last saw playing rec soccer or
singing in the school play are now
out there looking for jobs. They
bring with them a bag ﬁlled in
equal parts with an amazing host
of talents and a different way of
looking at work.
If you are going to beneﬁt from
these new workers, who do come
equipped with a willingness to
adapt to new ideas, you have to
Õ`iÀÃÌ>`Ê ÜÊÌ iÞÊÌ °ÊÌ\Ê
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It is most likely different than you
do.
"Ê>Ê>VÀÊiÛi]ÊiiÀ>ÌÊ<Ê
represents a tipping point in the
post-Boomer generational shift
transforming the workforce. With
older (ﬁrst-wave) Boomers now
retiring in droves, they are taking
with them the last vestiges of
the old-fashioned work ethic. By
2020, more than 80 percent of the
workforce will be post-Boomer —
dominated in numbers, norms and
values by Generations X, Y and Z.
Generation Z will be greater than
20 percent of the North American
workforce and they just happen
to be the generation to come of
age in the 2010s, during an era of
profound change and uncertainty
driven by a conﬂuence of epic
historical forces
"Ê>ÊVÀÊiÛi]ÊiÊ<iÀÃÊ
have grown accustomed to being
treated almost as customers/users
of services and products provided
by authority ﬁgures in institutions
— both in schools and in
extracurricular activities, not to

mention in their not infrequent
experiences as actual customers.
As a result, relationship
boundaries with authority ﬁgures
are rather blurry for Gen Zers.
They expect authority ﬁgures to
be always in their corner, to set
them up for success and to be of
service. They are often startled
when authority ﬁgures see it
otherwise.

Just a Job
Trying to make the adjustment
to “ﬁtting in” in the very real, truly
high stakes, mostly adult world of
the workplace is a whole new game
for them. And it’s not really their
kind of game. They are less inclined
to try to ﬁt in at work and are more
inclined to try to make this “whole
work thing” ﬁt in with them.
UÊ-iÌiÃÊiÜÊÞÕ}ÊÜÀiÀÃÊ
just want a place to hide out and
collect a paycheck. We call that
“just a job.”
UÊ-iÌiÃÊiÜÊÞÕ}ÊÜÀiÀÃÊ
are taking stock and trying to
ﬁgure out what they really want

to do next. We call this a weigh
station job.
UÊ-iÌiÃÊiÜÊÞÕ}ÊÜÀiÀÃÊ
look at work as a place to hang out
with friends — a peer group job.
UÊ-iÌiÃÊiÜÊÞÕ}ÊÜÀiÀÃÊ
ﬁnd a job opportunity that aligns
with their deep interests and
priorities.
UÊ-iÌiÃÊiÜÊÞÕ}ÊÜÀiÀÃÊ
see a job as an opportunity to
work like crazy for a period of time
with the chance of a giant payoff.
UÊ`ÊÃiÌiÃÊÜ >ÌÊ>ÊiÜÊ
young person might value in a job
is an unusual opportunity to meet
an idiosyncratic need or want. We
call this a needle-in-a-haystack job.
The very best case is what I
refer to as a self-building job. This
is where new young workers look
at the job as a chance to make an
impact while building themselves
up with your resources.

The Talent Wars
Today’s talent wars are different
from those of the past. Managers
today are savvy enough to know
teaminsightmag.com

that hiring one very good person
is better than hiring three or
four mediocre people. When the
labor pool is tight, that means
competing with other employers
to attract the very best applicants.

hiring Gen Zers is that they often
feel blindsided by a good hire
gone bad in the very early stages
of employment.
"iÊÀi>ÃÊÌ >ÌÊ >««iÃÊÃÊ
that too many employers eager

into an elaborate sales pitch.
The problem is that prospective
employees get the wrong idea about
what the job they are applying for is
really going to be like.

Managing Expectations

They are less inclined to try to ﬁt in at work
and are more inclined to try to make this
“whole work thing” ﬁt in with them.
The winners in this talent war
attract enough candidates that
they can be selective in choosing
whom to hire.
Even so, some managers in a
position to be selective still ﬁnd
that when hiring Gen Zers, they
often choose the wrong person. In
fact, the most common complaint
from managers when it comes to

to attract the best young talent
are still delivering the wrong
messages to the wrong people at
the wrong times.
"ÊiÊi`ÊvÊÌ iÊ>LÀÊ>ÀiÌ]Ê
employers are desperate to hire
young people for jobs that are
not very appealing. That’s when
employers make the mistake of
turning the recruiting process

Thus, the new employee is
quickly disappointed that the job
is not as advertised. In months,
sometimes just weeks, the person
is unhappy and frustrated. The
most common complaint from new
young team members is, “That’s
not what you told me in the
interview.”
"ÊÌ iÊÌ iÀÊi`ÊvÊÌ iÊ>LÀÊ
market are employers who are
very selective in choosing new
employees. The problem here
is when employers make the
hiring process too cumbersome:
long delays in the process,
wide gaps between a job

offer and acceptance and an
employee’s start date, and lack of
communication during those lags.
In order to win today’s
competition for the most talented
young employees, you need to
develop a systematic effort to
ﬁnd the right candidates, develop
methodical recruiting campaigns
anchored in powerful messaging,
implement rigorous selection
techniques, and then get new
staff members in the door on
day one excited about the actual
experience that awaits them. That
is the challenge. Q
About the author: Bruce Tulgan, of
Rainmaker Thinking, is an expert
on young people in the workplace
and one of the leading experts on
leadership and management. He
can be reached at 203-772-2002;
mail@rainmakerthinking.com
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Balancing Act
Even busy team dealers can obtain a work/life balance.
By Nathan Jamail

I

n the team sports business
today, owners and managers
have to be more aware than
ever of how their employees
balance their work demands
and their personal demands. Dealers
are constantly focusing on how to
improve production, proﬁts and
performance, while at the same time
maintaining a high level of morale.
The two need not be mutually
exclusive.
The issue for dealers and their
roadmen and support staff is the
search for personal and professional
balance. As there are no deﬁnitive
parameters for measuring balance,
the real goal should be personal
and professional separation. In the
search for this delicate balance, a
leader must ﬁrst understand why
separation is key and understand the
consequences when personal and
professional lives overlap.
The Importance of Separation
As technology has revolutionized
the team sports landscape, many
dealers no longer leave their work
at the ofﬁce — it follows them home
on their iPads and Smartphones.
Coaches and ADs have come to
expect instant responses, at night and
on weekends. The Internet – along
with Amazon and its ilk – have raised
the bar on delivery and service.
This causes many roadmen to feel
that they spend all their time working
or on call, regardless of location. At
the same time, many parents are
prioritizing attendance of their kids’
events and family lunch dates using
the same technology within the
same time frames of normal business
hours, whatever they are in 2015.
As a result, many people are
doing two things at once — and
`}ÊiÌ iÀÊiÊÛiÀÞÊÜi°ÊÜÊ
many times have you seen parents
at lunch with their child and all of
their attention is devoted to their
->ÀÌ« i¶Ê"ÀÊ«iÀ >«ÃÊÌ >ÌÊÃÊÞÕ¶Ê
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When your personal and pro-fessional
lives overlap in this manner, both of
them suffer.
Problems can make more problems.
If an employee is experienc-ing
personal issues, such as marital
problems or the loss of a loved one,
it can be extremely distracting to
say the least. Personal issues can
cause them to be withdrawn and less
effective, costing the or-ganization
and also impacting other employees.
When this happens no one wins.
"ÊÌ iÊÌ iÀÊÃ`iÊvÊÌ iÊV]ÊvÊ>Ê
roadman is having a tough time at
work and brings his pain, stress and
frustration home he can potentially
take it out on his family, which
negatively affects everyone’s home
life.
Time demands take place both at
work and at home. It is important to
recognize some of this is inevitable –
part of the job of working and being
a parent – and leaders are able to
develop strategies to balance both.
At the ofﬁce: Jobs frequently
require people to work late, to put
in extra hours and spend days on
the road away from the family. This
is because the job needs to get done
and a true professional under-stands
that they may have to miss a child’s
event or be away from home at

inopportune times. To be great
in business a person must make
sacriﬁces.
At home: Most professionals today
work to provide for their family and
feel their family or personal life is the
most important thing to them. Moms
want to be moms, dads want to be
dads, and people want to be who they
are other than what their business
card states.
Question: So how do you do both?
First, be present at work. When you
are at work you need to be at work,
no matter your family dynamics or
problems. You must learn to leave
them at home. The one thing that
can make any family problem even
more difﬁcult is for you to lose your
job because your personal issues are
affecting your performance.
At the same time, be present when
at home. When you are home with
your family you need to be present.
Leave your phone and your uniform
or suit jacket at the door. Just like
the company that pays you deserves
your very best, your family deserves
your very best as well.
In many organizations, leaders
may not deal with a struggling employee appropriately, which may
result in turnover. A strong leader
must sit down with that employee
and with empathy share with them
the consequences of their behaviors
if they don’t change. They can also
explore options available to the
employee, if there are any, but the key
is to directly deal with the issue.Some
people may ﬁnd this behavior harsh,
but in reality it is the exact opposite.
The leader needs to help the
person up so they can get better
or give them the personal time and
space to go home and resolve their
issues, but to allow a person to suffer
and ultimately destroy their career is
selﬁsh.
When people don’t have personal
and professional separation they feel
overrun and ineffective in all things.
This causes employee burnout and a

difﬁcult home life.
In leadership today a leader must
be clear in their expectations to their
team. To be successful a leader must
have employees that are able and
willing to do what it takes to achieve
success. This only happens when all
of the employees are at their best.
Separating personal life and work
does not eliminate the personal side
of business — it actually strengthens
it. The greatest achievement is when
a person is doing a job they love
and have a family that loves them.
The goal is not to sacriﬁce one for
the other; rather is to be the best at
both and the best way to do that is to
separate them so neither is affected
negatively by the other.
iÀiÊ>ÀiÊ>ÊviÜÊÌ«ÃÊÊÜ>ÞÃÊÌÊ
implement triggers for you to remember to be present:

Tips for a Work/Life Balance
1. Never walk in the house on the
phone.
2. Change your clothes from work
clothes to home clothes immediately
upon arriving home so you feel the
part.
3. Make eye contact with those
speaking with you, no matter if they
are your co-worker, your boss or your
three-year old.
4. Share the expectations with your
company team and your family.
5. Be aware of your personal state
of mind and change it if necessary.
And one ﬁnal thought: Be happy no
matter where you are in your journey.
>««iÃÃÊÃÊÌÊ>Ê`iÃÌ>ÌÊpÊÌÊÃÊ
a mindset and a journey. Ultimately it
ÃÊ>ÊV Vi°Ê>««ÞÊi«ÞiiÃÊ>iÊ
great employees and happy people
make great people. Q
About the author: Nathan Jamail,
president of the Jamail Development
Group, and author of “Playbook
Series,” is a motivational speaker,
entrepreneur and corporate coach. Get
a copy of his most recent book at www.
NathanJamail.com.
teaminsightmag.com
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What’s next for a technology that has changed the team game?
By Nancy Baeder

T
Photo: Holloway

here’s no arguing about it
any longer — sublimation
has reinvigorated decorating
in team sports. Dealers are
selling more sublimated uniforms
and the technology is expanding
in every sport as vendors tackle
shortfalls. Fabrics are improved,
colors are brighter, delivery times
are quicker, uniform builders are
more usable. With rookie mistakes
fading, sublimation is an integral
member of the decorating team. So
what’s next?
Expect more change. “Agility is
important for manufacturers and
dealers. Team dealers have to reteaminsightmag.com

main responsive as technology continues to advance the process and
the products,” says Bryan Scheele,
Category Director–Team Apparel,
at Rawlings. “The team network
of manufacturers and dealers has
adopted sublimation as a primary
form of decoration and changed
our mindset. When the next new
process emerges, whatever that
may be, will we embrace the new
technology or wait for others to
beneﬁt?”
New plays can be the difference
maker. “Sublimation has made it
easier for team dealers such as myself to sell because it has leveled the
playing ﬁeld. You’re selling against
other people like yourself, rather
than competing with embroidery or

screenprinting shops out of someone’s garage,” says Paul Ezbiansky,
owner of Freddy Battaglia’s, Scranton, PA.“I also think it’s has strengthened the domestic manufacturers
and helped them to stop losing
ground to importers, since doing it
overseas increases lead times.”
With improvements in processes
and offerings, vendors are pushing
the technology forward and pulling
the market with it.
“Production-related technology
is on a steady climb, reaching new
heights of complexity and diversity,” says Rich Nigro]Ê "ÊvÊDynamic Team Sports. “With the constant
introduction of new fabrics and new
applications for sublimation in the
team market, the population will

see this industry as one of constant
evolution.”
“Sublimation has deﬁnitely revitalized some sports for us,” says Mike
Lindsey, team manager at Bilson’s,
Turlock, CA. “In our market, high
schools are our primary customer
for sublimated uniforms. Teams
love their performance characteristics and lighter weight and the
ability to design their own on the
uniform builders.”
6i`ÀÃÊÜÀÊ >À`ÊÌÊ`iÛiÀÊ
what the market demands on scale,
price, lead times, fabrics, durability,
color and design.
“Sublimation in team sports has
progressed to where the boundaries
of the technology are being tested.
We see more hybrid garments such
Team Insight / November 2015 61
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as a sublimated twill number sewn
onto a jersey or a uniform with
sublimated panels,” says Steve
Kelly]Ê6*Ê>ÌÊKelly’s Sports, West
Chester, PA.
“More and more companies are
offering sublimation, but watch the
quality,” Kelly advises. “The bigger
vendors take the time to develop
their processes and ﬁnd the right
partners. Armourfuse is such a highquality sublimated fabric that you
can stretch a red fabric and still all
you see is red. Stretch it, wear it in
the cold, wash it, dry it with heat. It
holds up.”
The better it gets and the more
vendors offer it, the easier the sell.
“Athletes like the performance aspects and the designs and coaches
appreciate the ease of pricing and
reorders. Sublimation is very easy
to sell and it’s easy to understand.
"iÊ«ÀViÊ}iÌÃÊÞÕÊiÛiÀÞÌ }ÊÞÕÊ
want, as compared to screenprinting where you are charged for each
placement or color,” points out
Sloan Speights, manager of Southwest Sporting Goods, Arkadelphia,
AR. “The uniforms are lightweight,
with no fading, no threads, no peeling screens. Fabrics and colors are
good, depending on the vendor. We
use Russell, Under Armour and Wilson, good companies with quality

you can count on.”
>}iÊÃÊÌ iÊiÊVÃÌ>Ì°Êº"ÕÌÊ
here in the middle of the country,
trends arrive more slowly, but sublimation is here now and deﬁnitely
the way forward,” says Ron Miller,
owner of The Team Sporting Goods
Company, Topeka, KS.
“It still hasn’t caught on full force
here, mostly because people are
still wary of how it will wear, and the
delivery times are longer and prices
higher,” he adds. “But the factories
will get the delivery times down and
prices will fall. And there’s still a
place for the independent dealer —
with face-to-face service, local jobs
and made in the USA.”

First Play: Fabric
Fabric is the one thing above all
others that determines the suitability for a given sport, as well as
the inks and processes developed
to sublimate through the heavier
fabrics.
“We engineer every fabric with
a particular sport or end user in
mind. These properties include
compression, strength and hand.
This is done through beta testing on athletes who give valuable
feedback, which allows us to make
adjustments if necessary,” says Wesley Horne, president of Game Time

Sponsored

Fabrics]Ê>Ê`ÛÃÊvÊÀÜ`°Ê
“Through this process we ensure
each fabric meets the needs of each
sport.”
The unique attributes of each
sport are directly addressed
through advances in sublimation
technology.
“The excellent moisture management properties of polyester make
switching from piece-dyed nylon
to sublimated polyester even more
>ÌÌÀ>VÌÛi]»ÊÃ>ÞÃÊÀi°Ê
“Many garment makers are selecting fabrics with a low denier per
ﬁlament (DPF) ratio for hand and
softness and it presents a challenge
to make fabrics that are less snagprone. Since only the ﬁbers on the
surface of the fabric are printed in
the sublimation process, even the
smallest snag or pick will be very
noticeable.”
Fabrics must be able to withstand
Ì iÊ« ÞÃV>ÌÞÊvÊÌ iÊÃ«ÀÌÃ°Êº"ÕÀÊ
fabrics go through multiple testing
procedures to make sure they are
suitable for the physical wear and
tear. We also evaluate fabrics based
on feel and weight,” says Kristina
Peterson-Lohman, corporate communications and public relations
director at Wilson.
The more speciﬁcally fabrics are
targeted to the sport played, the

better the end product will perform.
“It’s critical for manufacturers to
perform picking, abrasion, tensile
strength, ball burst and on-ﬁeld
testing,” says Scheele, noting that
Rawlings primarily uses its high-performance, on-ﬁeld fabrics for sublimation. “Monitoring key aspects
such as fabric weight, stretch and
color on goods received also plays
a major role in the end product
quality.”
6i`ÀÃÊVÌÕ>ÞÊiÛ>Õ>ÌiÊiÜÊ
fabric options
“We research and react to the
needs of particular sport in order to
keep the highest quality, color and
durability for the life of the garment,” says Taylor Vernier, senior
director of marketing at Russell
Athletic.

Sublimation By Sport
The polyester fabrics used in sublimation are a natural ﬁt for sports
such as wrestling, basketball, track
and volleyball, where lightweight,
breathable uniforms enhance performance. But durability has been
an obstacle in contact sports.
Freddy Battaglia’s has been selling
sublimated uniforms for ﬁve or six
years and has seen the demand
grow along with the technology. “We
started out with fast-pitch softball

SUBLIMATION 3.0 AT
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Adidas shocklite offers the game’s
leading sublimation technology.
Available in more than 31 color
options and five different patterns,
shocklite offers unique and custom
pieces for any sport whether on the
sideline, the field or even the court.

Alleson’s new sublimation styles
include Baselayer compression
leggings and arm sleeves
for football, also available
in GameDay designs. An
expanded GameDay Fleece line
includes a new full zip hoodie
and a crewneck sweatshirt for
men, women and youth.
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FABRICS FOR ALL SPORTS
On or off the field, we have the fabrics for team sports!
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uniforms because the one all-in
price neatly addresses the desire for
multiple colors and designs in that
sport,” says Ezbiansky.
“Next we did wrestling and basketball uniforms where the lightweight has obvious advantages,”
he adds. “Now that there are many
different and more durable fabrics,
sublimated uniforms are a real
option for contact sports such as
football.”
º"ÕÀÊwÀÃÌÊvÀ>ÞÊÌÊÃÕL>Ìi`Ê
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custom uniforms was wrestling,
followed by track, basketball and
volleyball, all natural ﬁts for the
technology and fabrics,” says Miller,
of The Team Sporting Goods Company in Kansas.
In basketball, sublimation’s
intricate graphics and designs dyed
directly into the garments add no
weight and maintain performance
characteristics of the garment.
“Basketball is a good success
story,” says Lindsey, of Bilson’s in
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California. “It’s hot in the gymnasium and the old-school uniforms
with logo, name and number added
two pounds of weight.”
Wrestling also beneﬁts from newer fabrics that increase breathability
and comfort, as well as resisting
tears and picking. “Cliff Keen uses
new materials in its garments, such
as stretch poly mesh fabrics in certain technical panels, while increasing quality detail all the time,“ says
Cliff KeenÊ6*Ã>iÃÊChad Clark.
iÊi« >ÃâiÃÊÌ iÊ«ÀÌ>ViÊvÊ
`iÃ}ÊÊÜÀiÃÌ}°Êº"iÊvÊÌ iÊiÜest features is using neon ink colors
for bright and bold designs and a
broader array of color selections,”
says Clark. “The goal is to create
high-quality artwork that is unique
for the customer and dye sublimate
those graphics onto a singlet that
exceeds the customers’ expectations. We continue to get faster and
more efﬁcient with sublimation.”
Bilson’s attributes an uptick in
wrestling sales to sublimation, a
sale that had virtually evaporated to
online vendors. “We’ve been seeing
some requests for uniforms from
wrestling clubs,” says Lindsey. “This
generation likes to order online and
many of the younger coaches go to
vendor builders to customize their
own garments. We now get a heads-

up email from vendors who direct
customers to local dealers.”
Baseball has made headway as
durability and inks improved for
heavier weight fabrics, making sublimation feasible for travel teams and
softball uniforms where high value
is placed on design options.
“A steady shift is happening as
traditional coaches feel pressure
from athletes to be more fashion
forward with their designs,” says
Rawlings’ Scheele.
In many areas, baseball is coming
around to sublimation as younger
coaches take over. “We ﬁnd that the
new coaches are more likely to go
online, play around with the uniform builders and try new designs,”
says Lindsey. “The priority is to look
good, as things have gotten more
visual. Everyone wants the instant
gratiﬁcation of seeing what it will
look like now.”
At Wilson, sublimation has grown
to a considerable portion of its
jersey business, particularly in
minor league baseball, basketball
and travel baseball. “Players want
new exciting designs. Coaches
want fresh, engaging looks. With
sublimation you can offer a much
wider range of customized jerseys,
so the idea is more intriguing,” says
Peterson-Lohman.
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CLIFF KEEN

COMBAT

Cliff Keen has increased speed and
efficiency with sublimation, as well as
quality details. Sublimating with neon
ink colors is one of newest features,
providing a broader array of color
selection and bright, bold designs.
New materials such as stretch poly
mesh fabrics allow certain technical
panels to deliver greater breathability
and comfort.

Combat is offering a 34-day
guarantee — 34 days to
shipping upon order verification.
A new web-based custom
uniform builder is available,
with a revised, more robust
version in Spring 2016. In
the second half of 2016 look
for apparel and uniforms
made from fabric with 37.5
Technology, an advanced fastdrying moisture management
technology that dries up to five
times faster, harnesses body
heat (rather than air flow) to
evaporate moisture and move
it away from the skin. Ideal for
underneath equipment or for
multiple layers.

teaminsightmag.com
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In spite of newer trends, many
baseball teams still opt for
traditional screenprint
and tackle twill uniforms. “For us, sublimation has caught
on more recently
in baseball, but there
are still a lot of the coaches
that want to stick with traditional
tackle twill,” says Ezbiansky. “Travel
teams like sublimation because
they try hard to have a unique look
and they’re putting up their own
money. Plus most of them have different kids and a different uniform
every year.”
Lacrosse is a growing sport for
both girls and guys in many markets, and sublimated uniforms are
popular.
“Leagues want a cool custom
look. It can be something off the
shelf that you screenprint, but the
price goes up every time you have a
placement or a color. With sublimation, you can have a reversible
lacrosse pinney and print whatever
you want on both sides for one
price,” says Kelly.
“I’m a lacrosse guy from my
college days and we were wearing
sublimated uniforms 10 years ago,”
he points out, adding that the technology has improved a lot. “Five
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years ago, you had to sublimate two
pinneys and sew them together to
have a reversible pinney. Today it’s
a single piece of fabric that is less
baggy, lighter, decorated on both
sides. It’s a huge sell to lacrosse
teams.”
ViÞÊÃÊ>ÃÊÃii}ÊÀiÊ
sublimated uniforms. “Ice hockey
jerseys take a pounding second
only to football. Those uniforms are
subjected a lot of different environments – worn in the cold, washed
and heated in the dryer – and
sublimation holds up to all that in a
way that no screenprinting would,
no matter how quality the print,”
says Kelly.
Even football is seeing gains,
where the biggest obstacles are
the high bar for durability and the
popularity of tackle twill.
“Football is a little bit of an
outlier,” says Speights. “Russell has
a hybrid jersey we like where they
sublimate the number and then sew
it on a more durable fabric.”
“Football is the last hold out. It’s
not accepted as readily here in part
because of durability, but also because people like tackle twill,” says
Ezbiansky. “The manufacturers have
responded with hybrid products,
where most of the uniform is sublimated but the numbers are sewn on

the jerseys. Russell does it and I just
got an Under Armour uniform that
at initial glance I thought was all
sublimated, but in fact the numbers
are sewn.”
Football has become the biggest
sport at Bilson’s since becoming an
Under Armour dealer about eight
years ago. “The Under Armour uniforms give a unique pop, the ‘ahhh’
uniform when teams take the ﬁeld,”
says Lindsey.

Teamwear Trends
More vendors are offering
sublimated practice gear and spirit
wear, but the higher cost and longer
lead times remain roadblocks for
dealers.
“We sell sublimated practice gear
to a few college basketball teams,
but cost and lead times are still a
hindrance,” says Ezbiansky.
Southwest Sporting Goods is
beginning to sell some sublimated
workout gear to 7-on-7 football
teams. “The biggest issue is long delivery times,” says Speights. “With
custom uniforms, people generally
expect longer lead times, but that’s
more of an issue with practice gear.”
Kelly’s has recently begun selling
some sublimated shorts for lacrosse teams and team jackets from
Tribe Apparel.
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DYNAMIC

GAME GEAR

Dynamic Team Sports is undergoing
major changes in late 2015/early 2016
with the addition of a new web site and
online uniform builder. This will allow
current and new customers to
create their own uniforms using a
virtually endless array of options.
From the athletic dealer’s
perspective, it will allow sales
reps to bridge the gap between
manufacturer and end user.

Game Gear has
reinvented its sublimation
offering with the release
of a Basketball Elite
Uniform Line, Football
Lineman Cut and a
Football Pant, and
spiritwear so travel,
training and fanwear
can be unique and
within a family of
design. Baseball
is now complete
with a Baseball
Pant and a
Batting Jacket.

teaminsightmag.com
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“We offer gender-speciﬁc training
and sideline gear, such as our new
«ÕÛiÀÊÌÀ>}Ê«iVi°Ê"ÕÀÊ/ÀLi/ek Performance Tees feature
design details such as matching
art across seams,” says Steve
Herwig, sales manager at Tribe
Apparel. “We’re using sublimation to replace classic embellishment techniques and still
give a similar visual effect,
while maintaining lightweight performance of the
materials.”
Ü>Þ½ÃÊVÕÃÌÊÃÕLlimated fan gear includes
hoodies and polos designed
for teams, fans and coaches.
”The sublimated teamwear category continues to grow as teams
and fans seek to create a unique
identity speciﬁc to their needs,”
says Brad Sullivan, Holloway’s
director of marketing.

The Sock Story

Photo: Game Time Fabrics

Sublimated socks deliver bang for
the buck and the latest advances
are conquering color and design.
Red Lion offers many new sublimated socks that are graphically
designed for different sports. “We
have socks such as skeletons or
sharks or hot dogs all playing various sports such as basketball and

lacrosse,” says owner Lee Tarnoff.
“We ﬁnd that cheerleaders like
them because they are unique and
different,” says Ezbiansky, “And
some teams order them for a special event game.”
Gildan is introducing a few
sublimated products that feature
Muhammad Ali and Stephen Curry
designs. “The detail afforded by
the sublimation process provides
improved graphics and color transitions that would be very difﬁcult, if
not impossible to produce using a
traditional knitting process,” says
Aron Simons, marketing manager–
licensed brands at Gildan. “While
sublimation provides a great looking product, we are not currently
offering custom sock designs.”
“For the essential team socks,
we are working to improve ordering and availability,” says Simons.
“Under Armour is taking a greater
inventory position and adding the
socks to their B2B ordering process
so that socks can now be included
with the balance of uniform orders.
This should improve availability
and lead times making the entire
ordering process much more seamless for teams and dealers.”

Caps on Top
Caps are another category where

sublimation delivers new looks that
attract interest.
“We’ve done a few sublimated
caps, but even this new generation
still wants embroidered caps for the
most part,” says Lindsey.
But vendors see interest in
sublimated baseball caps emerging. “The ability to sublimate on
performance/tech fabrics is a key
factor in the penetration of custom
sublimated headwear into the team
market,” says Brian Matix, national
sales director at Pukka. “When
we ﬁrst developed product for this
category, we only offered sublimation on polyester. Now we have the
ability to sublimate on two of our
more popular performance fabrics,
performance wick and performance
iÃ °Ê"ÕÀÊ--ÊÃiÀiÃÊvÊVÕÃÌÊÃÕLlimated SKUs are more versatile and
targeted at baseball and boosters.”
From a design standpoint, things
are coming full-circle. “Looks are
simplifying, or as some say, going
old-school. It’s really a balancing
act between the old-school design
attributes that are trending and
wrapping in the cool factor using
technologies like custom sublimation,” says Matix.
“We continue to see the inﬂux
of new cut-and-sew options being
pushed.” Q
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GAME TIME FABRICS

GILDAN/UNDER
ARMOUR SOCKS

Game Time is offering several new
fabrics for its 2016 sublimated line,
including a simplex mesh for single
ply reversible jerseys and a stretch
fabric with an elastomeric TPU
fiber made by Lubrizol called X4-J
that creates better compression
in three dimensions, makes a
smoother fabric than spandex
products, as well as having
cooling properties. Game
Time Fabrics line in stock
warp and circular knitted
fabrics, rigid and stretch
are prepared for
sublimation with minimal
thermal shrinkage when
the goods are exposed
to the high temperatures
needed to achieve vibrant ink
penetration.
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Gildan is introducing a few
sublimated socks for Fall ‘16
that feature Muhammad Ali
and Stephen Curry designs,
with detailed graphics and
color transitions. Upcoming
end-use designs for football
and basketball will feature
new air channels for improved
ventilation, variable-density
cushioning placed in critical
areas and varying levels of
arch support tailored for sportspecific performance.

teaminsightmag.com

SPECIAL REPORT / SUBLIMATION 3.0

Sponsored

Bandwidth
There’s only so much technology a team dealer can digest.

T
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delivery, design and price will
help drive the category into the
future by making it more accessible.
Lowering Lead Times
Delivery lead times are a signiﬁcant challenge for growing team
sublimation orders and an area on
the radar of every vendor.
“I have a feeling that quicker
turnarounds are coming. Ten
years ago it was a niche market.
Today there are so many competitors and the winners are going
to get delivery times down,” says
Steve Kelly, of Kelly’s Sports in
Pennsylvania. “That would go a
long way to leveling the playing
ﬁeld with other decorating options and puts it in the mix for
teamwear and spiritwear.”
Across the board, vendors are
working to reduce lead times.
“We know all too well from being
players ourselves that the need
for our customers’ teams to look
good is a critical component
in their success. The last thing

teams want is a chaotic process
and missed deadlines,” says Don
Cooper, director of sales and
marketing at Combat. “That’s why
Combat has a 34-day guarantee
— 34 days to shipping upon order
veriﬁcation.”
Teams today expect everything

sublimation offers, including the
option to customize apparel with
high impact interesting designs.
“That expectation won’t go away.
What could, however, limit the
growth of sublimation is the lead
times and lack of consistency in
manufacturers hitting delivery
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HOLLOWAY

PUKKA

Holloway offers sublimated uniforms
for basketball, hockey, baseball and
softball, in multiple fabrics and price
points for each sport, as well as new
hoodie and polo styles, with plans to
enter new sports in 2016. Holloway
sublimation orders are guaranteed to
ship in four weeks or the next order
is free.

Pukkas’s 2016 catalog
features new silhouettes, cutand-sew options and a new
SF98 style features Pro-Max
performance fabric with SPF 50
Sun Protection. Pukka is 100
percent custom and each hat,
knit, bucket and scarf is built
from scratch, giving the flexibility
to completely customize
everything.

teaminsightmag.com
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echnology. It’s not a
choice between using
it and not using it. The
challenge is to use it
right. With its almost
unlimited variations, sublimation
needs to be handled properly or
risk becoming overwhelming.
More of everything these
days is driven by or limited
by technology. Equal parts
frustrating and exciting, we look
down the road for answers that
will be solved by technology.
At the same time, technology
complicates matters when it
doesn’t quite work. Many of the
challenges dealers talk about
regarding sublimation are limited
by, you guessed it, technology.
“Technology is the biggest challenge of the industry in general.
Many are racing to address the
opportunities to get an edge on
the competition,” says Clayton
Osborn]Ê "ÊvÊGame Gear. “As
we continue to work with our customers in the sports category, we
learn of opportunities for better
fabrics, styles, and designs.”

SPECIAL REPORT / SUBLIMATION 3.0
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Sullivan, who is focused on
bringing an industry leading level
of service to the sublimation
category, including a four-week
lead time guarantee.
Lead times still eliminate
sublimation as an option for
many teams. “Travel teams in
particular have parents or new
coaches ordering and they are
very often surprised by the lead
times required for custom uniforms,” says Mike Lindsey, of
Bilson’s in California. “When there
is time, we tell them about Under
Armour sublimation. When there
is no time, we look at Champro
and Teamwork — both now offer
three-week turnaround.”
Manufacturing in the U.S. is one
way that vendors reduce delivery
times. “Because we are a stateside
manufacturer, we have greater
ﬂexibility in creation and getting
to market quickly,” says Game
i>À½ÃÊ"ÃLÀ°Êº7iÊ`iÃ}]ÊVÕÌ]Ê
sublimate and sew all under the
same roof, allowing us to control
more variables in the process and
consequently manage color, hone
in on appropriate fabrics, and
design patterns that focus on high
performance.”
Wilson also emphasizes service.
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weeks from artwork approval,
down from six to eight weeks a
year ago,” says Kristina PetersonLohman. “In addition, we now
offer team uniform delivery in a
packed-by-player format and we
can add equipment to customized, individual player packages.”

Creating Eye Candy
What constitutes good design?
6i`ÀÃÊ>`Ê`i>iÀÃÊ>iÊ>ÃÜiÀÊ
the question. Now that you can
have anything you want, is simple
best? It depends. Solid colors with
an eye-catching logo work for
most teams, while others demand
unique fonts, crazy color combinations and extreme logos.
“The crazy uniforms worn by
Ì iÊ"Ài}Ê ÕVÃÊ>ÌÌÀ>VÌÊ>ÌÌition, but for schools most of the
logos and looks stay more traditional,” says Paul Ezbiansky, of
Freddy Battaglia’s in Pennsylvania. “Sublimation is part of the
overall market now, but there will
always be room for the more traditional decorating. Tackle twill is
still very popular.”
The mindset of anything is possible can be overwhelming. “With
sublimation the design aspects
can be easy or it can be hard. It

Sponsored

depends,” says Kelly. “Dynamic
gives you a blank slate to design
whatever you want. When you tell
teams that, you may do 10 different designs until they get what
they want. Most of the big manufacturers, such as Under Armour
or Wilson, offer a selection of
patterns and fonts to choose from
using their builder, so it’s a more
streamlined process. The ﬂip side
is that some customers really
want a skull on the back shoulder
and you can do that with Dynamic.”
Client-provided artwork can
delay the process. “We are sent
art all the time that isn’t suitable
for sublimation,” says Chad Clark,
of Cliff Keen. “We require highquality graphics because it leads
to a much better product in the
end — sharper, higher deﬁnition
graphics. If the customer can’t get
that, we help them create highquality graphics.”
Necessity is the mother of
invention. “We see the time it
takes to communicate revisions
and get artwork approved as our
opportunity for innovation,” says
"ÃLÀ°Êº7iÊ >ÛiÊ>Ài>`ÞÊVÀi>Ìi`Ê
artwork approval software that
helps us facilitate this communication. My advice to dealers is

to be very organized with roster
information — we have found this
to be very helpful or an incredible
challenge.”

If You Build It...
Perhaps the most unique challenge of sublimation is wrapping
your mind around the limitless
design and decoration possibilities. Dealers agree that uniform
builders are much improved over
early iterations, both easier to use
and more functional, and encourage teams to create their own
version of perfect.
“The process is easier and
easier, even for people who are
challenged by technology. The
uniform builders are better and
it’s a nice that the manufacturers take into account all the high
school uniform regulations,” says
Ezbiansky.
“Some coaches like to design
the uniform themselves, and others still prefer that our road salesmen help them or do it for them,”
says Sloan Speights, of Southwest
Sporting Goods in Arkansas.
Sublimation’s unlimited
designs make it impossible to
showcase all the styles, designs,
color ways and decorations
in a catalog. “That’s why the
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RAWLINGS

RED LION

Rawlings will introduce four to six
new VaporFusion styles per sport.
A new, simpler one price point
strategy tiers price based on fabric
that is catered for specific levels of
play. Also new is an expanded line
of compression ZoneFlex football
uniforms, including the ability to
mix and match designs on jersey
and pant. New youth sizes for
Compression Half Sleeve Jersey
Extender for youth league level of
play answers demand for a premium
designed undershirt.

Red Lion continues to add to its
in-house stock program of original
designs of sublimated socks,
with more than 50 designs that
can be shipped within 24 hours
of receiving an order, including
skeletons, sharks or hot dogs
playing various sports; city skylines
of many major cities printed onto
tie dye socks; lots of bright color
designs such as tie dye and micro
camo; and lots of fun designs like
zombies, skulls and wild animals.
Also look for new numbered socks,
both sublimated and knit–in.

teaminsightmag.com
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and easy to use. “Depending on
the customer and the rep, we use
the builders in three ways. Give
the customer the website and
let them have at it; sit with the
customer and get on the website
together; or do it for them and
send them a few options,” says
Kelly. “We do a lot of business

uniform builder with an eye on
unique design. “The builder
will handle all aspects of design
and will act as a central hub for
players, supported by a team of
designers,” says Don Cooper. “It’s
web-based so users can work on
uniform combinations anywhere
and share with their teammates.”
Teams can use Teamwork’s
builder to design both sublimated
uniforms and fanwear. “We’ve
even made it easier to design
uniforms on your tablet, with new
anchor points for graphics and
logos added every season,” says
brand manager Pia Floresca.
Game Gear is looking to innovate with its builder. “We’ve been
developing our uniform builder
technology for two years, trying
to create something that doesn’t
VÕÀÀiÌÞÊiÝÃÌ]»ÊÃ>ÞÃÊ"ÃLÀ°Ê
º"ÕÀÊ}>ÊÃÊvÀÊ>iÊi>ÀÊÌÊ
have the most lifelike uniform
builder in the business.”
Pukka PlayBook gives the user
the ability to input preferred
color combinations and upload
logos and the online tool generates between six and 12 different caps. “Time is money,” says
Brian Matix. “While the cap
build model creates one cap at
a time, we want to keep things
simple and efficient.” Q
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RUSSELL
ATHLETIC

TEAMWORK

Russell will launch its first
Quick Turn program in 2016,
which will ship out of its
facility in 15 days from the
day it was ordered. Starting
with baseball and softball,
this program will deliver
relevant uniform needs at
different points in the year.
In addition in 2016, dealers
will see a big expansion of
online ordering capabilities.
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with Dynamic and they’re working
on a custom builder. Until then,
we send them logos and design
ideas and they provide a custom
mockup pretty quickly.”
Dynamic Team Sports has announced major changes in late
2015/early 2016 with the addition
of a new website and an online
uniform builder. “This will allow
Dynamic customers to create
their own unique uniforms using a
virtually endless array of options
to suit the individual needs of
each team,“ says the company’s
Rich Nigro.
6i`ÀÊLÕ`iÀÃÊvviÀÊ>ÊÛ>ÀiÌÞÊ
of customization options, including fabric, styles, colors, fonts
and placement. The ﬂexibility and
functionality vary by manufacture.
“Wilson’s uniform builder
allows teams to share the ﬁnal
design via social media or email
it to players and coaches, “ says
Peterson-Lohman.
At Cliff Keen, customers can
design, build, color-select and
upload graphics and size them
>VVÀ`}Þ°Êº"ÕÀÊÕvÀÊLÕ`iÀÊ
is sophisticated enough to let you
know when you’ve placed a graphic across a seam that won’t work
or won’t line up,” says Clark.
Combat is launching a custom

Teamwork Athletic is focused
on delivering fully customized
sublimated team uniforms in as
fast as three business days. New
reversible sublimated basketball
jerseys and shorts will be available.
In addition the company is
expanding its Spectrum Color
Gear line of affordable predesigned
sublimated tops, ready to be
customized at a standard five
business day manufacturing
turnaround.

teaminsightmag.com
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uniform builder is so important.
It walks users through a stepby-step conﬁguration process,”
says Sullivan. “We offer enough
choices to provide ﬂexibility
without offering so many choices
that the process becomes
overwhelming.”
The good builders are intuitive
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Eye On The Future
Vendors talk about where the technology is headed in 2016 and beyond.

A

ll eyes will be on elite
athletes as they take the
ﬁeld wearing the latest
sublimated uniforms,
and high schools, travel
teams and leagues across the
nation seek to emulate the look.
What will it be? The experts tell
Team Insight what is coming down
the road in sublimation technology
in 2016 and beyond.
Bryan Scheele, Rawlings
“We anticipate sublimation to
continue to grow for the next
several years and slowly plateau.
Sublimation will not be the
only lightweight and functional
decorating option in the near
future, as emerging forms of digital
printing and high-tech heat applied
technologies continue to drive the
business forward. Manufacturers
are investing more dollars in R&D
to create decorations that are
lighter weight, more durable, better
looking and more functional. A
new improved process will emerge,
whether it offer shorter lead

times, improved design aesthetic,
more durability or be more cost
effective, that has similar or better
performance beneﬁts and the
consumer will beneﬁt.”

Ì iÊÕÃiÊ>Ê`vviÀiÌÊ>««À>V °Ê"ÕÀÊ
challenge is taking a process with
so much possibility and paring it
down to manageable pieces that
make it relatable to the market and
make the ordering process easier.”

Wesley Horne, Game Time Fabrics
“We expect the sublimation
category to grow, but at a slower
pace than the explosive growth
we’ve seen over the last ﬁve years.
Most of the major and mid-major
garment makers are utilizing this
technology and we expect them to
continue to move more programs
over to this platform.”

Rich Nigro, Dynamic Team Sports
“Sublimation will grow immensely
due to its endless possibilities
and ever-changing technology.
The constant additions of new
fabrics, new technologies and
new equipment in this market will
allow companies to continue to
explore new avenues within the
industry. As related to the team
market, there will always be need
for new fabrics and designs and
only sublimation can give the
customers the ability to truly
personalize their team’s look.”

Steve Herwig, Tribe Apparel
“There will always be a market
that’s looking for embellishment.
Tribe is using sublimation as one
of the tools to answer that need.
Ultimately, it’s a great answer
to decoration on performance
garments, as it’s one of the few
methods that keeps the garment
performance intact. Sometimes it
requires taking the step back to

Taylor Vernier, Russell
“Technology will continue to become more integrated in the team
space just as it is in our everyday
lives. From wearables to locker
room management tools, there
are many different areas that can
be improved by current technology. Safety continues to be at the
forefront of discussion in sports
and there is a lot of technology
being employed in that space. New
technology needs to work towards
making sports safer and more accessible for it to truly help grow the
category from a revenue standpoint.” Q
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TRIBE
APPAREL

WILSON

Tribe is attacking 2016
with focus on fit and
performance with
sublimated gender-specific
training and sideline
gear, including a new
training pullover. Look
for sublimated fabrics
engineered with high pick
resistance and moisture
wicking for the life of
the garment. Improved
sublimated designs include
those that visually mimic
nostalgic embellishments.
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Don Cooper, Combat
“Uniforms, like all sporting goods,
are evolving and are technology
driven. From materials to process
we look to the players’ needs.
That’s why we are so excited

about our new 37.5 fabric because
we believe it will change what is
expected for player performance.
We foresee sublimation to be the
standard in all sports and general
branded apparel. The design, ﬁt and
ﬁnish when done correctly cannot
be matched. We also look for it to
grow into non-wearables such as
full-custom team bags. This is really
just the beginning.”

Wilson offers an updated
Profusion brand sublimated
uniform line that includes both
the Wilson and DeMarini brands
and improved design and
ordering processes and delivery
experience for team uniforms,
with customization platforms for
its Profusion sublimated line of
baseball, fast-pitch, basketball
and football uniforms business.
A new socially shareable
custom uniform builder lets
coaches and dealers create
a design or request a custom
design and submit the order
— it offers delivery speed and
efficiency to 20-25 days after
artwork approval. Delivery
options for team uniforms
include a packed-by-player
format.
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PRODUCT SHOWCASE / ADVERTISEMENT
Cliff Keen

Headgear
The Cliff Keen Custom Tornado Wrestling Headgear
comes in more than 3100 possible color combos. Mix
any combination of colors in the Tornado Exo-Shell,
Vortex VNF Pads and Powertab Straps and create a
one-of-a-kind look. www.cliffkeen.com

Outdoor Cap

Performance Cap
Take performance to the next level with fully customizable headwear made from the Phenom 1Eighty
fabric. The BL3250C features the new Qtech Cooling
sweatband that draws moisture away from the head,
providing a rapid cooling sensation and reducing
surface temperature by ﬁve degrees and the crown
is made of Q3 moisture wicking fabric. Available in a
variety of team solid and camo colors. www.ocsports.
com; 866-776-6774

A4

Fleece
The N4237 Color Blocked Tech Fleece is a 100 percent polyester ﬂeece, 8.3 ounces per square yard
with a Micro Mesh lined hood. The Hoodie is odor resistant, stain release and moisture wicking. Available
S–3XL in six color combinations.

Badger Sportswear

Blended Hood
A 100 percent sublimated polyester moisture management ﬂeece hood, it also ffeatures a double
pocket with head set opening, contrast hood line
and stitching. Style 1463 comes in eight team colors,
sizes XS-4XL. www.badgersport.com
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SanMar

Game Sportswear

Adidas

Football Girdle
The new Techﬁt Ironskin Padded Compression line
offers the lightest and most protective pad system
in the market. Adidas Ironskin technology combines
toughness, innovation and resilient protection in key
areas, offering supreme impact absorption and ﬂatout refuge for athletes.

Ladies Jacket
New Sport-Tek Ladies Sport-Wick Fleece Full-Zip
Jacket (LST241) is a classic jacket style created from
anMar’s moisture-wicking, anti-static Sport-Wick
ﬂeece.

Hoodie
The new Edge Poly Hoodie features 100 percent
polyester performance ﬂeece with a mesh lined hood
and pouch pocket.

OS1

Holloway

High Five

Team Jacket
The new Artillery Jacket from Holloway has the perfect updated styling for your next team jacket. TempSof fabric is a colored heather performance ﬂeece
with high mechanical stretch and a birdseye ﬂecked
surface with a brushed back for added warmth. Details include an exposed elastic trim partial cuffs and
bottom hem and matte coated zippers at full zip front
and right chest.

Reversible Basketball Uniform
High Five Sportswear’s newest reversible basketball
uniform, the 32400 Competition Reversible Jersey
and the 35870 Competition Reversible Short, is available in adult, youth and women’s sizing in up to nine
colors.

Brace Layer System
From OS1st, this award-winning product has sold
millions of units world-wide and is the number one
selling light brace in the running and sports market.
Incredibly effective at relieving the pain of Plantar Fasciitis, chronic arch and heel pain, and swelling in the
foot, FS6 can be used for resting therapy and overnight for morning pain relief from the ﬁrst day. Five
colors and ﬁve sizes. www.OS1st.com

The Game

Performance Cap
The GameTek 2 Performance Dual Stripe is moisture
wicking and lightweight with contrasting dual stripe
on front panels and a performance sweatband and
pre-curved or ﬂat bill.

Blazer

Plyo Box
Blazer’s Soft Plyo Box is made with a steel inner
frame for strength and stability with a high density
foam encased in Cordura nylon to prevent slippage.
Comes three sizes in one box.

Old Hickory

Holloway

Baseball Bat
Old Hickory’s model MT27 is the ofﬁcial bat of MVP
Mike Trout. The MT27 features a long barrel and sweet
spot, thinner handle and perfect balance. The MT27 is
available in maple, birch and ash. The MT27 can be
customized to each player’s exact speciﬁcations or
ordered as a stock bat, ﬁnished in Mike Trout’s color
scheme, including his name engraved on the barrel.

Beanie
The Comeback Beanie from Holloway is a 100 percent acrylic rib knit beanie with 15 options. The tri-color design has a pom-pom detail on top and a folded
hem, making it the perfect option for fans in the stand
or the team on the ﬁeld.

Augusta Sportswear

Combat

Zeal Hoodie
Augusta Sportswear’s Zeal Hoody wicks moisture
and has four-way stretch ﬂexibility. It has a brushed
inner layer, making it soft against the skin. The scuba
hood with contrast lining and the thumbholes in the
sleeves provide added style and warmth. It is available in adult sizes and 10 colorways.

Baseball Bat
Maxum is the most revolutionary bat line Combat has
created to date. Maxum Senior League features up
to 40 percent larger hitting surface then competitor
models and a Maxum Sweetspot. All models in the
line offer the Lowest Swing Weights Combat has created ever. Maxum Senior League bats come with 500
Day warranty.

teaminsightmag.com

DeLong

Team Jackets
DeLong’s Hybrid Fleece Collection are made of its
two most popular fabrics — Performance Fleece
and Softshell. The body will always be the grey Performance Fleece and the color blocking in Softshell.
Dealers can design the styles using 17 color options
of its Softshell fabric. www.delongsports.com

Stahls’

Reusch

Game Gear

Lettering Guide
Use Stahls’ Lettering Layout Guide for perfect alignment. The repositionable guide lets you align straight,
arched, or slanted text, along with 5/8” and one-inch
circle text. The 20-inch standard and split rulers are
ideal for centering. Place letters onto the guide, and use
masking strips to transfer onto the garment. Stahls.
com; 800-478-2457

Keeper Glove
The 3670400 Reusch Pulse Pro A2 Ortho-Tec has
an additive that makes it good for wet or dry ground.
Ortho-Tec spines in the ﬁngers and thumb. Pro-Flex,
Keep Control and our latest 3D Thumb Crotch. Sizes
7-12.

Sublimated Football Uniform
Head to toe custom sublimated football uniforms featuring durable, form-ﬁtting performance fabrics and
styles. The jersey, half sleeve compression shirt, pant
and spats are all designed to be unique from seam to
seam.

OrderMyGear

Teamwork Athletic

Combat

Basketball Reversible Jerseys
Sublimation Speed is our game. Now introducing fully
sublimated ProSphere reversible basketball uniforms
in three, ﬁve or 10 business days. We’re the fastest
fully sublimated custom manufacturer that gives your
teams what they want, when they want it. www.ProSpheresports.com

BBCOR Bat
Combat Maxum BBCOR features the lowest allowable swing weight by rule. This means the fastest swing speed available on the market! Featuring
up to 40% larger hitting surface then competitor
models and a MAXUM Sweetspot, Maxum means
MORE Hits, Runs, and Bases. All Maxum bats comes
stocked with Lizard Skin grip for comfort and handle
control. Maxum BBCOR bats come with 500 Day
warranty

Jerzees

Hooded Sweatshirt
The Jerzees NuBlend Hooded Sweatshirt is made
of eight-ounce 50/50 cotton/poly pre-shrunk ﬂeece.
Styles 996MR and 996YR feature NuBlend pill-resistant ﬂeece; high stitch density for a smooth printing canvas, two-ply hood with grommets; matching
tipped and knotted drawcord; front pouch pocket;
two-needle coverstitching on neck, armholes and
waistband; 1x1 rib cuffs and waistband; concealed
seam on cuffs.

Sell More Gear with OrderMyGear
OrderMyGear simpliﬁes online ordering to help you
sell more gear. On average, its dealers see their
team sales jump more than 30 percent after switching to its online platform. With more than $100 million in sales and 70,000 stores behind it, OMG has
the experience to help take your business to the
next level. OrderMyGear.com
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The season didn’t end well for the Washington Nationals and Bryce Harper, but he
at least was looking good wearing Under Armour’s new Rival frame style. UA Rival is
available in six colors and retails between $129.99 and $139.99.
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